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UK subscription service set to take battle to Apple's iTunes with big-budget TV campaign 

Napster pushes new menu 

by Nicola Slade Napster UK is preparing to go 
Music Store in an aggressive, multi-million-pound adyertising 

A TV campaign expected to launch in the second quarter will mirror Napster's strategy in the US, where the online service has unveiled a campaign asking con- 
: from ilbnes and the 

Napster offcring. A Napster spokesman explains, "Tliey are running with 'Do The Math', where they contrast the price of fdling up a player with iTunes ($10k) against Napster To Go(SlSpermonth).- Although spécifie détails of the ahove-the-line campaign remain under xvraps, the push will be the biggest campaign yet for a UK dig- ital music service if il follows the US lead. Across the Atlantic, Nap- ster booked an ad slot during last night's (Sunday) TV coverage ofthe Super Bowl, the most expensive advertising window of the year 

The multi-million-pound cam- paign contrasts sharply with Nap- ster's launch in the UK last May when it relied on predominantly général média coverage, deals with retail partner Dixons and a tie-up with The Sun to get out ils mes- sage. However, since then Nap- 
offloaded its software arm and undertaken a further round of funding, giving it a war chest of 

"change the music industry forev- er", Napster To Go allows cus- tomers to transfer music files, encoded in the Windows Media Audio format, to up to three PCs and three portable devices \yithout 
manent downloads. The portable 
£14.95 a month in the UK, also launched last Thursday in the US, while a German launch is expected in the next two months. Napster currently has around 270m sub- scribers Worldwide. Napster UK général manager Leanne Sharman says, "We're the 

comed by many labels; Universal 
Wragg notes, "We are exeited about it and have been supporting subscription models for a long time. We've always believed in such models, as they offer value to consumers. To oflfer portability makes it ail the more exciting." 
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Agents aimto 
stamp ont touts 
In the wake ofthe OFT 
report into the ticketing 
sedorpromotersand 
agents are planning 
joint action p5 
Teams behind 
the Brits hits 
Music Week lists the staff 
involved with the releases 
shortlisted for key 
catégories in this 
week's Brits p7 
Online PR nets 
fans' attention 

Imbmglia retums 
tomiddlegraund 
Natalie Imbruglia is going back to basics with lier third studio album as she returns to the commercial Sound of lier 1997 début LeftOf The Middle, which sold more than Leave Right Now. A distiuctive 6.wrcônips worldwide. video for Shiver was filmed by 

The album, due for release on April 4, is also the product of a brand new team for the Australian. Along with a new manager in Andy Stephens, who also manages George Michael, by Imbruglia along Imbruglia has become the second with Shep Solomon and Eg White, signing to Hugh Goldsmith's joint who also penned Will Young's venture label with Sony BMG, -  " Brightside. Goldsmith previously worked with Imbruglia on lier 

White Lilies Island, her third album Counting Down The Days sees Imbruglia deliver a set of mainstream songs, along the lines of her breakthrough hit Torn. The album's lead single Shf 

managing director of RCA 

Records, before departing to establish Innocent Records. 'T'm so much happier with everything about this record," says Imbruglia, who is currently in the early stages of promotion for the album. "Tue accepted what my strengths are and, in Andy and Hugh, I have an amazing team 
Shiver précédés the release of Counting Down Die Days on March 21. 

This week's Numberls 
Albums: Athiete 
Singles: Eminem 
Âîrplay: Scissor Sisters 
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O 'Tliere is little doubting that, for 
consiimers, Napster's offer is hardto beat'-Editorial, pl8 

Ludgntc House, 245 Bl.ickfri.ii-s Ro.iri, C M P 

To read ail the 
news as it 
happens each 
day, log on to 
musicweek.com 

Your guide to the latest news from the music industry 

Vote for your top 
record shop 
• Music W 

er of the be store oward at this year's Music Week Awattls, which takes place at London's Grosvenor House Hôtel ou Mardi 3. Readers can vote from midnight tonight (Monday) by visiting 
their favourite independent record shop from a shortlist of 20 stores, generated by a panel of Music Week experts. The shortlists for the varions judged awards are to be unveiled at the MW Awards Lannch event at London's Whitfield Street Studios on February 15. E-mail JamesS@musicweek.com for tickets, a Vivendi Universal lias announced turnover up 5% for 2004, driven partly by revenue growth within 

turnover of €4.99bn up by just 0.4% 
by 5%, with 

anniversary to raise further tunds for charity. The single will be issued by Sony BMC on February 14 as a ' ' i DVD featuring the original i for the single and more than 

licences in the Soient région, and Torbay and the surrounding area. The Soient région is designed for a service to cover an area of the south coast from Bournemouth to Fk 

while Elton John wï a three-part documentary running on the same station during Ju|||| 
eighth sériés of Courtney Pine's Jazz Crusade for Radio Two. • The UK's 1996 Eurovision a " ' 

BBC magazine 
goes fortnightly 
• BBC Magazines is turning its monthly TOTP magazine into a fortnightly publication from April. Two additional staff are joining the éditorial team, led by new editor Peter Hait as a rcsult of the increase in freguency, which will begin with issue 123 (going on sale on April 20). The 

highlighted as the star markets, outperforming more troubled markets 
8 EMI Group chairman Eric Nicoli last Friday was among a group of industry leaders who addressed the day-long conférence, Advance Enterprise 2005: Enterprise In Global Markets, chaired by Chancellor Gordon Brown in Londoa Nicoli used his rôle as a speaker on a crealivity and innovation panel to call on the Government to use its presidency of the EU to push forward on the key issues of mapping out new business models, raising awareness of how the 
at spécifie measures to tackle piracy and illégal file-sharing. ® Billboardhas overhauled the compilation of its weekly Hot 100 chart by incoiporating digital data supplied by Nielsen Broadcast Data Systems for the first time, The changes to the Hot 100, which is compiled from a mixture of sales and airplay data, are accompanied by an expansion of the Hot Digital Songs 
• A French file-sharer lias been handed a fine of €10,200 (£5,415) found guilty of transferring usic files - or as many as 10,000 songs - through P2P site 
of its kind in France, the 28-year-old teacher, whose name was not released, must pay the fine to 

commanded circulation figures comfortablyabove 400,000 in the 

Scott-Lee, Katie Price (aka Jordan) and three-piece operatic outfit Tricolore in Making Your Mihd Up, which is to be screened by BBC1 on March 5 to find this year's UK contestant 6 Radio One is dedicating three days of programming in the lead up to this weeks 25th Brits show at London's Earl's Court Starting last night (Sunday), the station will play anything of British origin f "' Vednesday Throughout the three days, 1 DJs are choosing their own playlists. • London's Trafalgar Square setting for a gathering of 30 street 
this year's Nokia Urban Music Festival. Following last year's inaugural event, organisers Nokia ar The Prince's Trust have scheduled tf next festival to take place at Londor Earl's Court on April 16 and K • Heart is backing Jamie Theakston's arrivai at breakfasL p4 • Three unsigned bands will participate in a compétition to win the chancé'to record an EP at Abbey Road and perform on CD:UK at University London Union on May 11. The event lias been organised by SUBtv, the company which supplies 
have been selected from a shortlist of 30 acts by a panel of judges. S HMV has launched its 200th UK & Ireland store. p6 

Loudeye lines up 
replacement boss 
• 0D2 owner Loudeye's président and CEO Jeff Cavins has resigned from the US-based company to pursue as yet unconfirmed "opportunities". Cavins will be succeeded by Michael A Brochu, who has sat on the board of the company since December 2003. • Scottish musician Martyn Bennett has died aged 33 after a two-year fight against cancer. Bennett was signed to Peter Gabriel's Real World   ' - dfiveofhisalbums. 

Mis-Teeq: band split for solo ambitions 
jtosplit after eiqht year; AnTnMITOFsôftîîe trio 

Pau! McCartney was last night (Sundav) poised to play to one of the biggest audiences of lus four-decade career by providing the half-tîme entertainment for this year's Si^erjîovd at the Ail Tel Stadium in Jacksonvillc, Florida. Tlie gaine between New England Patriots and the Philadclphia Eagles was due to lu broadcast to 222 countries Worldwide, including the UK on 

ed global ITV.1, with an usumated gloi audience of Itjajrepple. It is annually the year's most-watched programme on US TV with 108m US houscholds watching the 2004 Super Bowl, representing a AWTt, share. A 38-date North American tour is heing lined un for Macca from Septembcr, while 
--r-"0 album Produced by Nigel Godrich is expected to appear this autumn. 

labèls and producers. Mis-Teeq will bow out with a cover of The , Andrew Sisters' classic Shoo Shoo "Babv, put on March 25. G HMV has poached Colin Dunlop from rival Virgin Retail to become • buyer for its Irish stores, uuniop Dnngs 15 years' experience within video retailing, including stints at Virgin and Tower. At Virgin lie was Ireland video buyer. ® The Queen is staging a music industry réception. p5 

The Streets join 
Brits line-up 
• The Streets have been added to the list of performers for this year's Brits ceremony at London's Earl's Court on Wednesday. It will be the first time that Mike Skinner has played an awards ceremony. Quickfïre, pl9 • Urban music TV station Channel U is looking to expand its range of programming with plans for a reality show. The influential station has signed hip-hop and pop/punk act Silibil n' Brains for a pilot show, which could ultimately end up in a weekly Upm sIoL • Sanctpary Records has added former Led Zeppelin frontman Rober^Hant to its bourgeoning artist rbaer after striking a recording deal with his new tend Strange Sensation. 



News 

PlayLouder targets indie buyers with online MP3 shop 

labels including Domino, Ninja 
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Subscription service for portable players challenges previous model for permanent downloads 

Napster offérs feast of takeaway music 

by Nicola Slade Napster is boldly predicting its newly-launched portable subscrip- tion offer will tum the "traditional music business on its head". Napster To Go will for the first time aDow subscription users of the online service to transfer tracks from the site to a portable device wilhout the need for having to buy them as permanent downloads. This will cost a monthly subscrip- tion of £14.95 - compared to the £9.95 users pay for the static, PC- bound download service - but the 

customer. The point is givingourcuston- WeTe the first portable subscripl theUKandwesii that it will be a sui ■•which will also 
Napster To Go sul will be able to choose from tracks with the service. To si scribe, users must download the newly-launched Napster version 3.0 for free and pay for their "To ■ Go" subscription. Songs are encod- ed in the Windows Media Audio format and can currently be played on any of five compatible players 

one of the first 

for and shared among those labels on the service. However, how those revenues are split has not been 

tion services have been presented as a potential solution since 2001 when Universal and Sony launched its joint venture, PressPlay, as the first contender on the market. Napster ultimately bought the back-end technology of PressPlay 
te US, Rhapsody and MusicNet iirrently offer static subscription ervices, as does the OD2-pow- 

everything else, it is high end and will appeal to the early adoptera. When digital music is completely taken away from the computer and into the living room - that is, pur- chasing music through your 
larger numbers take up these services." That day may have already arrived. Napster To Go is a key fea- ture of Windows Media Centre - the software giant's all-in-one 

MP3.com. In rently propels the service directly 
Media Centre usera via compatible télévision sets. 

models'remains toteTeen. Uke 
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Former RI DJ Jamie Theakston pumps up Heart's offer 

Heart raises stakes 

with new DJ onboard 

to flag up the arrivai of Jamie ^mac^rithCa^Sm'cr (Îîly'into So^mething mar- Theakston to its Hearl 106.2 rentlyinthemidstofanotherhigh- kel, while Magic have moved 
TS^u*P—I SSSSSSSiïSi sszsasztës push in the crowdedLondon radio TV commercial last Friday. ^ there, with Chris Moyles and Radio 
™ tet spring, fàch-rival HJrl is foîloweTa^^fficuU fmv dl^for thtagTmaLwe:6 0" 1 ^ 

reasons, the station's managing was being considS'by tît^sta- h^thtreTn'th^ne^" 12^tTlS director Steve Parkinson says, «on back in late summer/early months. 

third'placeforLondon^ ÎtoFoftoreÇotth-from ite Magic into thirdplace for London. "a lot of iiiluri 

Virgin opens doors ■matweTvlt 
rœ 

as part of a proposed roll- UK, was 

Apax déclarés interest in Woolies 

in bidding for Woolworths last 
rsœrnthe 
analyst to wonder if a firai bid 17. The store is one of both of 
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Queen courts music biz 

with party at the Palace (Thé SResate of 'TicketlfRégula- d^l^èrtra^ctetfto se»5 onTt lions 1994 is tough enough. But it inflated prices. Peter Hidor, chair- 

uaôf^he'p^a fe^momh tornish the image of promoters," important rôle. "We need to make 
executive meeting this week with aware of what could happen if thev 
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Promoters and ticket agencies call 
for doser scrutiny of live sector 
OFT report exposes 

tout-tainted sector 

London's Royal Albert Hall this with the Department of ( 

rS~£ «S— 
The Ol^T gave the 



  , -Jnefliese size ofthe store we had there." HMVhasbeen champ and Knott acknowledges there are new artists vnth Jn sonie large markets where HMV 
T -6 ucci. wè^ook fonvàrd to does not currently operate, but the 
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spot in the store it 

As it celebrates its 200th shop, chain plots expansion ^^Lwhê adl'-Boit ^n0bKrttSrsuèhœ-tt 

HMV stores sail past p«ss: Smw 

double century mark 

Steve Kfott'.nthe°ti^^^ CeSS^U'' ve^Îmdl'rtore'fo^ Uvo wr^strong brand^of HMV 

100EuropeMPmanraging director Un, P^de' and KnoÎ au'Sg atesh^^i^^XogoraTit outther^1 11,6 beSt thatS 
aeve^Knott isdready tar^ting risen up the rante to^run the UK stores can interact^vith people of that to do around the country; Aiming to be the best - and 
got 200 stores and we see no rea- ticularlv high. Their sta son why we can't get to 300,- are really high and they 

"There are at least 100 other amông aU their manager': 
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in ternis of«ieir passion and with the labels to break new acte; 
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INTERNATIONAL 

With the 25th Brit Awards ready to mil this Wednesday, 
Music Week spotlights the people working behind the scenes 
on the acts nominated in the UK-focused catégories 

The teams 

behind the 

Biftshits 

Band Aid 20 Best single (Do Ttiey Know It's Christmas?). Producers: Nigel Godrich, Midge Ure. Engineer: Chris Blair. Distributor Universal. Label: Mercmy/Universal. Label A&R: Shane Mun-ay (Mercury). National radio promotions: Bruno Morelli (Mercury). Marketing: Shane Murray (Mercury). Press: Bernard Doherty (LD Communications). TV promotions; Nicola Loud (Mercury)- Publisber: Band Aid Trust. 
NatashaBedingfield Best single (These Words); best British breakthrough act best pop act Producer Steve Kipner, Andrew Frampton and Wayne Wilkins. Engineer Wajme Wilkins. Distributor: BMG. Label: Phonogenic/Sony BMG. Label fl&R; Paul Lisberg (Phonogenic). National radio promotions: Leighton Woods (Sony BMG). Régional radio promotions: Nick Bray Lynn Swindiehurst (Sony BMG). Marketing: Louise Hart, Julie Gray, (Sony BMG). Press; Kate Head (Sony BMG). Régional press: Julie Smith (Sony BMG). Online press: Gary McKee (Sony BMG). TV promotions: Jacqui Quaife (Sony BMG). Publisber EM1 Music Publishing. Publisber A&R: Guy Moot (EMI Music Publishing). Managers: Neale Easterby, Richard Ramsey (Empire Management). Lawyer: Russell Roberts (Sherrdans). Accountant: Richard Rosenberg(SHLV). Live booking agent: Dave Chumbley (Priraaty). 
Jamie Cidlum Best maie; best British live act. Distributor Universal, Label: Universal Classics & Jazz/Candid. Label A&R: David Rose, Universal Classics & Jazz. National radio promotions: Mick Garbutt (Lucid). Régional radio promotions: Jo Hart (Hart Media). Marketing: Tom Lewis, Buffie Du Pon (Universal Classics & Jazz). Press; Linda Valenline (Universal Classics & Jazz), Kas Mercer (Mercenary). Régional Press: Tony Woods (Universal Classics & Jazz). Online press; Chris 

Caudwell (Hyperlaunch). Student press: Tony Woods (Universal Classics & Jazz). TV promotions: Sam Wright (Seesavv PR). Publisber EMI Music Publishing. Publisber A&R: Frank Feignson (EMI Music Publishing). Manager: Marc Connor (Air Management). Lawyer Paul Jones (Smiths). Accountant; Steven Davidson (Brett Adams). Live booking agent: MikeGreek (Helter Skelter). 
Franz Ferdinand Best British group: best album (Franz Ferdinand); best British breakthrough act; best British rock act; best British live act. 

Distributor: Vital, Label: Domino. Label A&R; Laurence Bell (Domino). National radio promotions: Brad Hunner (Anglo Plugging). Régional radio promotions; Jessica Bailey (Anglo Plugging). Marketing: Bart McDonagh (Domino). Press; Steve Philips (Coalition). Régional press: Cari Delahunty (Coalition). Online press: Alex Fordham (Anglo Plugging). Student press; Mark Wainwright (Wild). TV promotions: Karen Williams (Big Sister). Club promotions: Dunean Smith (Zzonked), Dave Roberts (Wild). Publisber: Universal Music Publishing. Publisber A&R: Frank Tope (Universal Music Publishing). Manager: Cerne Canning (Supervision Management). Lawyer; Simon Esplen (Russells). Accountant: Melanie Haywood. Live booking agent: Mike Greek (Helter Skelter). 
GitisAloud 
Distributor; Universal. Label: Polydor/Universal Music. Label A&R: Colin Barlow, Polydor. National radio promotions: Neil Hughes, Arlene Moon (Polydor). Régional radio promotions: Grant Crain, Pippa Evers (Polydor). Marketing: Poppy Stanton (Polydor). Press: Sundraj Sreenivasan (Polydor). Régional press: Chareen Steel (Polydor). Online press: Tiffany Lawson, Jo Davies (Outside Line). Student press; Chareen Steel (Polydor). TV promotions: Rachel Cook (Polydor). Club promotions: Tracey Webb (Power). Publisber; Copyright Control. Manager Louis Waish. Lawyer Richard Bray (Bray & Krais). Accountant Alan McEvoy (LiveWire Business Management). Live booking agent Shaz Qureshi (Concorde). 
PJ Harvey Best British female. Distributor Universal. Label: Island/Universal Music. Label A&R: Nick Gatfield (Island). National radio promotions; Nick McEwen (Island). Régional radio promotions; Charley Bymes (Island). Marketing: Jon Htmer (Island). Press: Regine Moylett (RMP). Régional press: Regine Moylett (RMP). Online press: Bev Allen (Hyperlaunch). Student press: Dave Roberts (Wild). TV promotions: Ruth Parrish (Island). Club promotions: Dave Roberts (Wild). Publisber Universal Music Publishing. Publisber A&R; Paul Connolly, Universal Music Publishing. Managers: Sally-Anne McKeown, Paul McGumness (Principle Management). Lawyer Ann Harrison (Harrisons Entertainment Law). Live booking agent Jeff Craft (Helter Skelter). 
Jamelia Best British female; best single (Thank You); best British urban act Producers: Soulshock, Biker (Soulpower Productions). Engineer Soulshock (Soulpower Productions). Distributor EMI. Label: Parlophone. Label A&Rs: Miles Léonard, Jaraie Nelson (Parlophone). National radio promotions: Kevin McCabe (Parlophone). Régional radio promotions: Claire Beaumont (Parlophone). TV promotions: Helen McGeough (Parlophone). Club promotions: Chris Smith (Renegade), Doug Cooper (Soul 2 Streets). Marketing: Claire O'Brien (Parlophone). Press: Murray Chalmers (Parlophone). Régional press: Warren Higgins (Infected). Online press: Jon Bills (Parlophone). Student press: Warren Higgins (Infected). Publisber BMG Music Publishing. Publisber A&R: lan Ramage (BMG Music Publishing). Managers: Jonathan Shalit, Nickie Banks (Shalrt Global Entertainment). Lawyer Chris Organ (Russells). Accountant Alan Heywood (Alan Heywood). Live booking agent Solomon Parker (Concorde). 



BRITS25: BEST SONG AWARO SHORTL1ST 

Kasabian Best British group: best British rock acf best British live act Distributor: BMG. Label: RCA/Sony BMG. Label A&Rs: Darren Dickson, Mike Pickering (BMG). National radio promotions: Mark Muiphy (BMG). Régional radio promotions: Dave Rajan, BMG. Marketing: Jo Power (BMG). Press: Johnny Hopkins (Tïiad). Régional press: Julie Smith (BMG). Online press: Dan Ayers (BMG). Student press: Julie Smith (BMG). TV promotions: Richie Crossley, Becky Walker (BMG). Club promotions: Jim Fletcher (inhouse). Publislier: EMI Music Publishing. Publisher A&R: Kenny McGough, EMI Music Publishing. Manager: Graeme Lowe, Cathy Jenkins (The Family Entertainment). Lawyer: Paul Lennon (Stalham, Gill, Darnes). Accountant Lester Dales (Dales Evans & Co). Live booldng agent Mike Junior (ITB). 
Keane Best British group: Best British album (Hopes And Fears); best British single (Everybody's Changing): best British breakthrough acL Distributor Universal. Label: Island/Universal. Label A&R: Ferdy Unger-Hamilton (Island). National radio promotions: Kate Burnett (Rapture). Régional radio promotions: Charley Bymes (Island). TV promotions; Mike Mooney (Island). Marketing: Jon Tumer, Alex Waldron (Island). Press: Ted Cummings (Island). Régional press: Hannah Fenby (Island). Online press: Bev Allen (Hyperlaunch). Student press: Krister (Wild). Publisher BMG Music Publishing. Publisher A&R: Caroline Elleray (BMG Music Publishing). Manager; Adam Tudhope. Lawyer Gary Mandel (Spraggon Stennett Brabyn). Accountant: Dales Evans & Co. Live booking agent: Chris Myhill (The Agency). 
Lemar Best maie; best British urban act Distributor Sony. Label: Sony BMG. Label A&R; Nick Raphaël (Sony BMG). National radio promotions: Joe Bennett, Craig Madley (Sony BMG). Régional radio promotions: Bob Herman (Sony BMG). Marketing: Ted Cockle (Sony BMG). Press: Joanna Bums (Joanna Bums PR). Régional press: James Heward (Pomona). Online press; Simon Hankin, Anwar Nuseibeh (Sony BMG). Student press: Tom Carson (Sony BMG). TV promotions: Nicola Carson (Sony BMG). Club promotions: Steve Ripley, Niven Govinden (Sony BMG). Publisher Lemar Obika (MCPS). Managers: Richard Griffiths, Harry Magee (Modest!). Lawyer: Paul Spraggon (Spraggon, Stennett, Brabyn). Accountant Dales Evans. Live booking agent Paul Fitzgerald (Concorde). 
The Libertines Best British rock act best British live act Distributor: Pinnacle. Label: Rough Trade. Label A&R: James Endeacott (Rough Trade). National radio promotions; Brad Hunner (Anglo Plugging). Régional radio promotions; Julie Thompson (Anglo Plugging). Marketing: Clare Britt (Rough Trade). Press: Tony Linkin (Coalition). Régional press; Tony Linkin (Coalition). Online press: Alex Fordham (Anglo Plugging). Student press: Nick Davis (Cool Delta). TV promotions: Michelle O'Connor (Anglo Plugging). Club promotions: Nick Davis (Cool Delta). Publisher; EMI Music Publishing. Publisher A&R; Mike Smith (EMI Music Publishing). Manager: Alan McGee. Live booking agent Russell Warby (Tlie Agency Group), 
LMCvsUZ Best British single (Take Me To The Clouds Above). Producer; Lee Monteverde for LMC Productions. 

Distributor; Universal. Label: Ail Around The World. Label A&R: Matt Cadman (Ail Around The World). National radio promotions; Tony Byme (Single Minded). Régional radio promotions: Susie Tomkins (Tomkins). Marketing: Henry Semmence (Absolute Marketing & Distribution). Press: AATW. Régional press: AATW. Online press: AATW. Student press: AATW. TV promotions: Tony Byme (Single Minded). Club promotions: Tracey Webb (Power & Poparazzi). Publisher: Universal Music Publishing/Warner Chappcll. Publislier A&R: Andy Thompson (Universal Music Publishing). Manager; AATW. Lawyer; Anthony Jayes (Jayes Page). Accountant Guy Ripon. Live booking agent: Mission Control. 
McFly Best pop act Distributor; Universal. Label: Island/Universal Music. Label A&R: Paul Adam (Island). National radio promotions: Charley Bymes, Nick McEwan, Steve Pitron (Island). Régional radio promotions; Phil Witts (Island). Marketing: Sarah Boorman (Island). Press; Heather Redmond (Island). Régional press; William Rice (Purple). Online press: Jo Davies (Outside Line). TV promotions; Holly Davies (Island). Publisher: Universal Music Publishing. Publisher A&R: Mike McCormack, Danyl Watts (Universal Music Publishing). Managers; Matt Fletcher, Richard Rashman (Prestige Management). Lawyers: Kaz Gill (Statham), Gill, Davies, James Collins (Collins Long Solicitors). Accountant Cliff Ryan (Ryan & Co). Live booking agent; Paul Franklin (Helter Skelter). 
George Michael Best British single (Amazing). Producer: George Michael. Engineen Niall Flynn. Distributor Sony. Label: Columbia/Sony BMG. ocbut for Live Label A&R: Rob Stringer (Sony BMG). National a™"1:M,lse 
radio promotions; Mick Garbutt (Lucid). Régional j™? radio promotions: Mick Garbutt (Lucid). culium, Kasabian Marketing: Ted Cockle (Sony BMG). Press; and nie Libertines Connie Filippello (Connie Filipello Publicity), vylns trephy 
Joanna Bums (Joanna Bums PR). Régional press: Will Rice (Purple). Online press: Simon Hankin, Anwar Nuseibeh (Sony BMG). Student press: Tom Carson (Sony BMG). TV promotions: Deirdre Moran (Sony BMG). Club promotions; Steve Ripley, Niven Govingden (Sony BMG). Publisher: Dick Leahy Music. Manager Àndy Stephens (Andy Stephens Management). Lawyer; Russells. Accountant Gelfand, Rennert, Feldman & Brown. 
Kylie Minogue Best international female solo artist Distributor EMI. Label: Parlophone/EMI Music. Label A&R: Miles Léonard, Jamie Nelson (Parlophone). National radio promotions: Kevin McCabe (Parlophone). Régional radio promotions: Clare Beaumont, Mark Gleed (Parlophone). 

Marketing: Rob Owen (Parlophone). Press: Murray Chalmers (Parlophone). Régional press; Murray Chalmers (Parlophone). Online press: Jon Bills (Parlophone). Student press: Dolly Clew (Parlophone). TV promotions: Helena McGeough (Parlophone). Club promotions; James Pitt (EMI/Hyperactive). Publisher Mushroom Music Publishing. Manager: Teny Blamey (Terry Blamey Management). Lawyer: Sheridans. Accountant: Ernst & Young. Live booking agent: Dave Chumbley (Primary). 
Monissey Best maie. Distributor: Pinnacle. Label: Attack/Sanctuaiy. Label A&R: Morrissey for Attack Records. National radio promotions; Brad Hunner (Anglo Plugging). Régional radio promotions: Jessica Bailey (Anglo Plugging). Marketing: Jennifer Ivoiy (Attack Records). Press: John Best, Penny Brignell (Best). Régional press: Blaim PR. Online press: Alex Fordham (Anglo Plugging). Student press: Dave Roberts (Wild). TV promotions: Claire Jarvis, Tony Cooke (Scream). Club promotions: Upshot Promotions. Publisher: Copyright Control. Managers: Merck Mercuriadis, Peter Asher, Jed Weitzman (Sanctuaiy Artist). Live booldng agent K2 Agency. 
Muse Best British group; best British album (Absolution): best British rock acf best British live act Distributor: Warner. Label: Taste Media Ltd/Atlantic. Label A&Rs: Safta Jaffeiy, Dennis Smith. National radio promotions: Jon "aimer (Atlantic). Régional radio promotions: Carrie Curtis (Atlantic). TV promotions: Sarah Hawks (Atlantic), Sam Wayne (Force Five). Marketing: Stuart Camp (Atlantic). Press: Julian Carrera (Hall OrNothing). Régional press; lan Cheek (lan Cheek). Online press: Ben Harris (Hall Or Nothing), Student press; lan Cheek (lan Cheek PR). Club promotions: Tom Roberts (Upshot). Publisher: Taste Music. Publisher A&R: Mike Audley (Taste Music). Manager: Dennis Smith. Lawyer: Andrew Myers (Clintons). Accountant Anthony Addis (Addis & Co). Live booking agent: GeofFMeall (The Agency). 

Dizzee Rascal Best British urban act Distributor: Vital. Label: XL. Label A&R: Nick Huggett (XL). National radio promotions; Hannah Parkin (XL). Régional radio promotions: Chris Bellam (XL). Marketing: Stewart Green (XL). Press: Colleen Maloney (XL). Régional press: Michael Clean'(XL). Online press: Steven Colbome (XL). Student press: Michael Cleary (XL). TV promotions: Craig McNeil (XL). Club promotions; Chris Bellam (XL). Publisher: Universal Music Publishing/Hero Music. Publisher A&R: Hannah Overton (Hero Music). Manager; Nick Denton (Belly OfThe Beast). Lawyer: Paul Lennon (Tenon/Stantham/Gill/Davis). Accountaht: Oliver Smyth (Harris Carr Chartered Accountants). Live booking agent: Peter Elliott (Primaiy). 
Shapeshifters Best British single (Lola's Theme ), Producer; Shapeshifters. Engineer: Shapeshifters. Distributor: EMI. Label: Positiva. Label A&R: Jason Ellis (Positiva). National radio promotions; Chris Slade, Tina Skinner (EMI). Régional radio 
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o Foi- full listings of teams behind ail catégories, Ul< and international, 
log on to musicweek-com 

promotions: Adrian TVeddinick, Andrew Thompson (EM1). Marketing: Hannah Neaves (EMI). Press: Matt Learmouth (Alchemy). Régional press; Alchemy PR. Online press: Stuart Freeman (EMI). Student press: Alchemy. TV promotions; Kate Hiscox, Jude Bennett (EMI). Club promotions: 4: Four, Positiva, Power Promotions. Publisher: Copyright Control/AFP-Sony ATV/Universal Music Publishing/EMI Music Publishing/EMI Virgin Songs Inc and Pay Back Publishing. Managers; Nocturnal Groove (Shapeshifters), DW Management (Cookie). Lawyer: Léonard Lowv. Accountant: Ravi Koppa, CK Partnership. Live booking agent: Concorde International Artists. 
SnowPatrol British group: best British album (Final Straw): best British rock act Distributor: Universal. Label: Fietion/Polydor. Label A&R: Jim Chancellor (Polydor). National radio promotions; Dan Drake (Polydor). Régional radio promotions; Grant Crain (Polydor). TV promotions: Kelly Sipper (Polydor). Marketing: Joe Munns (Polydor). Press: Paul Smemicki (Polydor). Régional press; Gordon Duncan (ATB). Online press: James McGavin (Hyperlaunch). Student press: Gordon Duncan (ATB). Publisher: Big Life. Publisher A&R: Tim Parry (Big Life). Managers: Jaz Summers, Tim Parry (Big Life). Lawyer: John Statham (Tenon Statham Gill Davies). Accountant: Chris Panayi (CC Panayi). Live booking agent: Steve Strange (Helter Skelter). 

JossStone , .. , Best British female; best British breakthrough, best | British urban act , , „ „ _o, Distributor: EMI. Label: Relentless. Label A&Rs. , (International) Steve Greenberg, (UKJShabs. p National radio promotions: Roland Hill (Virgin). Régional radio promotions: Jason Bailey, Martin , Finn (Virgin). TV promotions: Amanda Warren : (ttirgin). Marketing; Roland Hill (Virgin). Press: Dave Woolf(Dave Woolf). Régional press: Gordon Duncan (APB). Online press; Sarah , Sherry (Virgin). Student press: Dolly Clew | (Virgin). Publisher: BMG Music Publishing. Publisher A&R: Steve Greenberg (BMG Music Publishing). Manager Ron Stone (Gold i Mountain). Lawyer; Richard Bray (Bray & Krais). Accountant: Stéphanie Hardvvick (Hardwick & Morris). Live booking agent: David Levy(ITB). 
TheStreets Best maie; best British album (A Grand Don't Corne For Free); best British single (Dry Your Eyes); best British urban act Distributor TER Label: 679 Recordings/Locked On/Wamers. Label A&R;NickWorthington. National radio promotions: Jane Arthy, Pete Black, Andy Hipkiss (Wamers). Régional radio promotions: Alan Smith (Wamers). Marketing; Matt Thomas (Wamers). Press: Ruth Drake (Sainted). Régional press: Rob Kerford (Pomona). Online press: Laura Norton (WayTo Blue). Student press; Rob Kerford (Pomona). TV promotions: Laura Gilchrist (Wamers). Club promotions: Dave Roberts (Wild). Publisher Pure Groovc/Universa! Music Publishing. Publisher 

A&R: Mick Shiner (Pure Groove). Managers: Tim Vigon, Tony Perrin (Coalition). Lawyer Andrew Brabyn (Spraggon Stennett Brabyn). Accountant: Jolm Child (John Child & Co). Live booking agent Peter Elliot (Primary). 
Sugababes Best British single (In The Middle). Producers: Brian Higgins, Xenomania, Jeremy Wheatley. Engineer: Jeremy Wlieatley. Distributor: Universal. Label: Island/Universal. Label A&R: Darcus Beese (Island). National radio promotions; Charley Bymes (Island). Régional radio promotions; Phil Witts (Island). Marketing: Sarah Boorman (Island). Press: AnnaMaslowicz 
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Visitsxsw.com for registration 
discounts and conférence updates. 

CHMICLE 

SXSW EUROPE Una Johnston : una(â!sxsw.com 
Cill Ruan, 7 Ard na CroiseThurles, Co. 
Tipperary IRELAND 
Ph/Fax:+353-504/26488 

SXSW USA HEADQUARTERS PO Box 4999. AustinJX 78765 USA 
512/467-7979. Fax 512/451-0754 sxsw@5xsw,com . www.sxsw.com 

TRANS-ATLANTIC AIR-MEDIA TRAVEL LTD. Ouy Lindsay-Watson: guyglmediatravel.coni 
+44-20/7627-2112 www.mediatravei.com 



(Island). Régional pi ess: Hannah Fenby (Island). Online press: Glenn Cooper (Island). Student press: Wild. TV proinotions: Holly Davies (Island). Club promotions; Hyperactive, Publisher: EMI Music Publishing. Publisher A&R: Guy Moot (EMI Music Publishing). Manager: Mark Hargreaves (Crown). Lawyer: Chris Organ (Russells). Accountant: Stephen Daniel (Martin Greene Ravden). Live booldng agent Paul Franklin (Flelter Skelter). 
Westlife Best pop act Distributor: BMG. Label: S/BMG/Sony BMG Music. Label A&R; Simon Cowell (S Records). 

National radio promotions: Leighton Woods (Sony BMG). Régional radio promotions: NIck Bray (Sony BMG). Marketing: Sonny Takhar (S Records). Press: Stuart Bell (Outside Organisation). Régional press: Eisa Faichney (Outside Organisation). Online press: Dan Ayers (Sony BMG). TV promotions: Jacqui Quaife (Sony BMG). Publisher: Universal Music Publishing, Manager; Louis Walsh. Lawyer Richard Bray (Bray & Krais). Accountant Alan McEvoy (LiveWire Business Management). Live booldng agent: Jon Giddings (Solo). 
Amy Witiehouse Best British female. Distributor: Universal. Label: Island/Universal. Label A&R: Darcus Beese (Universal). National radio promotions: Charley Bymes, Nick McEwan (Island). Régional radio promotions: Phi] Witts (Island). TV promotions: Mike Mooney (Island). Club promotions; Duncan Smith (ZZonked). Marketing: Naomi Beresford-Webb (Island). Press; Shane CNeill (Island). Régional press; Hannah Fenby (Island). Online press: Glenn Cooper (Island). Student press: Dave Roberts (Wild). Publisher: EMI Music Publishing. Publisher A&R: Guy Moot (EMI Music Publishing). Managers: Nick Godwin, Nick Schmansky, Kate Lower (Brilliant/X9). Lawyer: David Gentle (Goldkom Mathjas & Gentle). Accountant Margaret Cody (Smallfield Cody). Live booking agent Paul Franklin (Helter Skelter). 
WillYoung Best maie; best British single (Your Game); Brits25; best song award (Leave Right Now). 

Distributor BMG. Label: S/BMG/Sony BMG Music. Label A&R: 19 Entertainment/Simon Fuller. National radio promotions: Leighton Woods (Sony BMG). Régional radio promotions: Nick Bray (Sony BMG). Marketing; Louise Hart, Julie Gray, (Sony BMG). Press: Sam Oxley (Hemys House). Régional press: Sam Oxley (Henr/s House). Online press: Dan Ayers (Sony BMG). Student press: Sam Oxley (Henry's House). TV promotions: Richie Crossley (Sony BMG). Publisher Sony/ATV Music Publishing. Publisher A&R: Celia McCamley. Manager Simon Fuller (19 Management). Lawyer Charles Law (WGS Solicitors). Accountant John Handley (Flandley Roberts). Live booking agent Bob Gold (GAA / Heather Madel 19 Touring). 
The Zutons Best British breakthrough act Distributor: Sony. Label: Deltasonic/Sony. Label A&R: Alan Wills (Deltasonic). National radio promotions: Joe Bennett, Craig Madley (Sony BMG). Régional radio promotions: Bob Herman (Sony BMG). Marketing: Kathryn Craddock (Sony BMG). Press: Tony Linkin (Coalition). Régional press; Tony Linkin (Coalition). Online press: Anwar Nuseibeh (Sony BMG). Student press; Tom Carson (Sony BMG). TV promotions: Deidre Moran (Sony BMG). Club promotions: Tom Carson (Sony BMG). Publisher: EMI Music Publishing. Publisher A&R: Mike Smith (EMI Music Publishing). Managers: Tim Vigon, Tony Pen-in (Coalition). Lawyer Andrew Booth. Accountant: Julie Symes (OJ Kilkenny & Company). Live booking agents: Paul Buck, Geoff Meall (The Agency Group). 

Most celebs swear by us... 

...so willyou. 

Music. Movies. Fashion. Gossip. 
We know the business like no-one we know. 
For more info call Katherine Smith on 020 7482 7537. 
www.aptn.com/entertainment moving images worldwide 



The dotcom bubble may have burst, but internet P^0^1.15 , 
still piaying a key raie in raising bands' profiles. ByAdam Wooas 

Building the 

online bnzz 

If the past five or six years have taught online survivors one lesson, it is not to take themselves too seriously. And nowhere is that more true than in web PR. Entire online média empires have risen, fallen and risen again in the space of half a decade, and those whose job it is to find meaningful coverage among it ail are used to justifying their existence. "It used to be the last thing in most meetings - 'oh, what are you doing online?'" says Ant Cauchi, founder of Outside Line. "Now, it is like a running joke. On bigger projects, it is impor- tant, but it still cornes after everything else. On smaller bands, when there is nothing else they can do, people are very interested in ail the things they might be able to do online. Then, when they start to get big, they forget about it and it's ail, 'what are we doing with Radio One?" But in the past 18 months - possibly spurred by the growth of online retail, changing patterns in média consumption or a reaction against the offline music press - online média seems to have rediscovered its place in the process. Sites such as NME.com and portais such as AOL, MSN and Launch/Dotmusic - variously run by offline publishing groups and télécoms giants - have now been an online fixture for years and still represent the best way to spread news and guarantee maximum impact for pro- 

Alotofthe amateur sites are the best run because you have got someone wlio is doing itfor love Anl Cauchi, CifIsaeUnc- 

motions. "You can send a piece of news to NME.com and, even if you don't send it to any- body else, eveiybody will pick up on it," says Tony Linkin, managing director of the music division at Coalition. But it is in the undergrowth of smaller sites, and amid the forums and communities that build up around them, that new patterns are being found. Where press, TV, radio and high- profile portais are the places to maximise your PR effort and your band's profile, the less-visited corners of the web offer the opportunity to build them to that stage. Feeding music, online con- tent and interview opportunities to smaller sites may not significantly drive sales, but it con- tributes to an early buzz. "There is a différent agenda running with smaller bands," says Don Jenkins, managing director of Bristol-based online PR and market ing agency Hyperlaunch, which handles online PR for bands including Dogs, Nine Black Alns and Hard Fi. "You don't really want to be uSg the internet to ram them down people's throats and they can t appear out of nowhere on maior portai sites, so you have got to build the fanhaso organically. That is where the undereroimd mdie websites corne in - going down to as fer « the people who are just running sites in thet bedrooms. neir 

Just as they did five years ago, music sites once again proliferate. "It bas gone m a bit of a circle." •avs Cauchi. "When it started off, everybody and their dog had a website and we were trying to service a million sites, including a lot of inde- nendent ones. Then the boom collapsed and they all fell away a bit, leaving just the bigger nortals. And. in the past year-and-a-half, it has corne backto a mixture of the two. 
This time, most of the smaller sites are run, not by venture capitalists with a view to a dot- com fortune, but by enthusiasts on a shoestring, armed with infinité enthusiasm, a hard line on advertising - many refuse it - and some disarm- ingly impressive web design skdls. "Generally, a lot of the amateur sites are the best run because you have got someone who is doing it for love," says Cauchi. "It is not nine-to- five for them; they do it night and day because they enjoy doing it." For sites such as drownedinsound.com, rock- feedback.com, the stereoeffect.com, new- noise.net, artrocker.com, musicomh.com, dosomethingpretty.com and the dozens of oth- ers out there, the most persistent comparison is with fanzines. But the migration of such activity onto the web has lent many extra dimensions to the amateur média, not least in tenus of the scope of their readership and their coverage. "It is not just national, it is global, and people we speak to are as likely to corne ftom the US as they are from the UK," says Toby L, who launched rockfeedback.com five years ago at the âge of 15. Those who do not take online seriously would do well to consider the ambition of this one opération alone. Rockfeedback now encompass- es a sister record label - Transgressive - regular club nights at London's Buffalo Bar and Barfly (where live bands have included Bloc Party, Keane, The Bravery and The Libertines) and an MTV2 sériés currently in production, Toby L believes online sites can revive incor- ruptible, independent values, even as they make the most of modem technology. "What we do is a lot less influenced by wining and dining," he says. "I think the older média standards have gone out of the window, really. The wise PRs are the ones who are working doser with online partners and trying to further the word." As ever, the influence of PR is a finely judged thing. PRs are simultaneously essentiel to the opération of these sites and held at arm's length in a way few mainstream magazines can afford to do. But ail sites need content and ail new bands need coverage, and scenes such as the guerrilla-gigging, post-Libertines wave of guitar bands or the UK's urban music underground are a natural fît for these grassroots média. "We will talk to the people who run these smaller sites and get reviews and features with them ahead of the bigger sites," says Jenkins at Hyperlaunch. "That is the kind of PR approach we take - almost piggy-backing on some of these sites and getting the features up early, so that they are almost pointing the way to the future ot rock'n'roll." Fan sites can also represent a direct line to core audiences, particulaiîy for artists who are established but do not automatically command the front page. "The thing about fan sites is that you have either really good-looking, informative tan sites, or they haven't been updated for a year, says Peter Noble of Noble PR who, in rep- resentmg artists such as Lou Reed and Tears For Fears, typically sends news to fan sites a fev' hours ahead of the officiai press release. "The fan sites that are good are very effective," he adds- In addition to their more conventional press duties. online PR firms typically handle » 



variety of tasks which en- towards offline défini- tions of either marketing or plugging. "The thing I find most interesting about it is that the internet is aimost like a microcosm of other types of marketing," says Jenkins. "You have got a PR element, you have got a street- team element, you have got a club promotion element, and of course you can see and hear the bands as well, so it is aimost encroaching on radio and TV activity, in a small way." Most web PRs now reject the shadowy prac- tices of the past, when online marketeers coukl frequently be found taking advantage of the anonymity of the médium to sow their recom- mendations in chatrooms. "Having been at the firontline of that, way back when I started out, I am not really convinced of its merits," says Jenk- ins. "There is something a bit piss-poor about the notion of people from marketing companies posing as other people." These days, if PRs attempt to infiltrate inter- net communities, it is either in more upfront fashion, offering links to audio and video, or else via street teams. Conventional "superfan" duties such as handing out fliers at gigs are now mir- rored by their online équivalents, such as dis- tributing viral games, clips and other promo- tional material by e-mail. "Generally we will use the grassroots for a new band who nobody has heard about previously in a physical sense," says Glen Dormieux, head of the newly-formed music division at online entertainment marketing company Greenroom Digital. "We will create a link to a holding page with a clip on it and, if it is any good, that just Aies around the chat rooms. The site éditons will 

is talking about the band, and ask them in for an interview." But experienced online marketeers know there is no easy waythrough the defences ofpro- motionally-resistant teenage consumers; clearly, when the music can be sampled that easily, it has to be good to stand up. Equally, many websites respond to covert street-team activity on their messageboards by barring the culprits. But once a band has developed a fanbase, the online space, including mobile, is the default way for the two to keep in touch. The current trend for guerrilla gigs, as exemplified by Mer- cury's The Others, is being driven online. Tire band communicates directly with fans via the web and phone, with not a middleman in sight. "With The Others, ail the détails will go up on the bands website, and it is the band that does that really," says Vanessa Cotton, director of the band's PR company, Triad. "Everything they do cornes directly from them and you can literally phone them up and find out what's happening." Although they cannot always offer the grass- roots contact of specialist internet PRs, some offline PRs have expanded their remit to include prominent online magazines, including the more crédible niche sites. "Some of these sites are good for new and up- and-coming bands, as they have more space and freedom to take risks, and possibly because they are less dépendent on advertising so they don't need to be so major label-focused," says Sarah Pickles at Hermana, "That is good for us, as we deal with mainly independent labels who need that kind of support." The trend for offline agencies to attempt to 

expand more formally into online cc tions has ail but disappeared. The damage doue to the credibility of online by the dotcom slump has yet to be remedied in some quarters and the memory of failed experiments in the past serves to remind press specialists what they are good at. "A lot of PR companies have gone, 'Ha, online looks great - let's hire a person to do online PR stuff,' But you need a team of people, not just a person in the corner, posting to a few sites," says Gauchi, whose company now employs 35 people, five years after it was set up under the umbrella of the Outside Organisation. "Online used to be a fun little thing, but now there is a lot of money and commercial opportu- nities and you need to invest in good people. There is stuff changing in online ail day long, and you really need to have people who are focused on it." 
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(or maybe a small cottage!) 
Including:- Peak Airplay Positions 

Eric Prydz - "Call on Me" No. 1 
Stonebridge - "Put 'Em High" No. 6 
Boogie Pimps - "Somebody to love" No. 6 
Travis - "Walklng in the Sun" No. 9 
Deepest Blue - "Give It Away" No. 9 
Uniting Nations - "Out of Touch" No. 9 
Embrace - "Ashes" No. 13 
Damien Rice - "Cannonball" No. 14 

Téléphoné: 0207 266 .7702 



Lemar's Justice courts mainstream appeal 

Top 25 airplay hits of Q4 2004 flays Aud (000) 
LEMAR If TIiot's Anv Justice «onyj 24,047 652,087 

Sony BMG/Sony BMG 
Anglo/P vofal/Anglo 

Nol's and 16 Top 
including EAMON. BRITNEY SPEARS. . 
GARY JULES. JOE. DIAN 

HART MEDIA 
REGIONAL RADIO & TV PROMOTIONS 
SPECIAL1ST & STUDENT RADIO 
Please contact Jo Hart or Caroline Moore The Primrose Hill Business Centre, 110 Gloucester Avenue, London NW1 8JA 
Tel. 020 7209 3760 Fax. 020 7209 3761 Email, info@hartmedia.co.uk 



(tomkins pr) 

régional radio and tv promotion 
3 No.l SINGLES £ 5 No.l ALBUMS DURINC 2004! 

Plus ioads of Top 10 and Top 20 Singles incfuding: 
Ice Cube, Danni Minogue vs Flower Power, Frankee, Ulfrabeal, Marillion, DJ Casper, LMC vs U2, Flip & Fîll, Kelly Llorenna, Eye Opener, Kalie Melua and CLubland Albums. 
Corning Soon: 
Verbalicious "Don'f Play Nice" 
Sunsel Slrippers "Falling Sters" 
Hall & Gales "1 Can Dream Aboul You"|5inglel 
Hall & Gales "Dur Kind Of Soûl" (Album) 
ONF vs Rozalla "Everybody's Free 2005" 
Slyles & Breeze Féal. Karen Qanzig "Hearlbealz" 
Kim-Lian "Teenage Superslar" 

www.lomkinspr.CGm 
Conlacl: 
Susie Tomkins 

The Old Lamp Works Rodney Place 
S W 1 9 2 L Q (t) 020 8540 8166 (f) 020 8540 6056 (e) susie@tomklnspr.com 

K 
J NOBLEa 

www.noblepr.co.uk 
we're virtual 

Elvis Presiey: The 2005 Singles Campaign 
Cream: The World's First Supergroup Book 

Lou Reed: 2005 European Tour 

Tears For Fears: New Single, Album & UK Tour 
Roger Daltrey: Moonlighting - The Anthology 

Thin Lizzy: The Boys Are Back In Town UK Tour 
Noble PR Ltd, 1 Mercers Mews London, England, N194PL Tel: (020) 7272 7772 peter@noblepr.co.uk www.noblepr.co.uk 
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Newly-created rôle paves way for marketing boost 

Universal bolsters team 

to push for mainstream 

Classical is edited by Joanna Jones 

focus on the sti-ongest nevv releascs and really go for it, marketing them heavily on the internet and through digital downloads as well as through more traditional out- lets." The marketing man will be pushing pianist Lang Lang's Rach- maninov release in March, along with Valéry Gergiev conducting Tchaikovsky and Vladimir Ashke- izy's new Rachmaninov dise. Deutsche Grammophon's 
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© Napster To Go can transform industry 
économies - or can it? Write to 
mwletters@musicweel<.com 

Napster's unlimited, £15-a-month download deal can only expand the whole music market 

Subscription effect mates npples 

EDITORIAL 
MARTIN TALBOT 

martin@musieweek.com Martin Talbot, editor. Music Week. CMP Information, 8tli Flo 

There is little doubting that, for consumers, Napster's "music subscription on the move" offer is hard to beat. Imagine the possibilities for a family of four, with two teenage kids. Buy a subscription for 15 quid a month - for three PCs and three portable players - and eveiyone in the house can listen to as much music as they wilî ever want and need never buy a CD again. Some rights owners are voicing concerns that such subscription propositions are great value for money for the spécifie reason that they undervalue the music. But it is also impoxtant to think about the huge rev- enue potential. If the UK accounts for only 10% of Napster's claimed 270,000 global subscribers, upgrading these to Napster To Go - without factoring in new users - would generate £4.8m in revenues ffom the UK alone. In comparison, the estimated 6m UK downloads of the "hugely successful" (© Steve Jobs) iTunes Music Store point towards comparable revenues of around £4.8m. But the biggest gains are in the future; by snaring 6.5m users - one quarter of ail British households - subscription services could generate the same rev- enues as the entire UK recorded music market. Even 

if tins scénario is wildly arabitious, a fraction of such business could transform the économies of music. At tins stage it is ail guesswork, of course; some mieht say, "pie in the sky". The biggest vanable is con- sumers' likely acceptance of the subscription concept. The signs are not imraediately that promising, His- toricaHy, growth in the music market has ndden off the back of consumers' desire for ownership, often of a newer, more pristine physical copy of a recording which they already own. But there is a strong argument that a newer génér- ations of young music fans - already used to the digi- tal delivery of ringtones to their phones and growing up with laptops in their bedrooms - mayrejecttheold order in favour of the new. Value for money will play a part. And so will con- venience, as digital music players become increasing- ly compatible with in-car stéréos and hi-fi Systems. What ail this will mean to the traditional, physical music market is anyone's guess. But what is likely is that these new areas of business will never be com- pletely substitutional. This implies an expanding music market - and that can only be good news for anyone in the value chain for music. 

Focus on opportunities with 

mobiles, not the threats 

récognition of the tnany amazing opportunities for ail of the players in the mobile music value chain? The MMF, introduced only last year, confronted difficult issues head-on, front the mobile value chain struggle and revenue shar- ing, to mobile DRM (MDRM) standards, to the rôle of aggrega- 

sumption - no longer requiring two distinct platforms (eg, radio/TV or CD/iPod) to enjoy music ■ ubiquitous - allowing people to listen any tinte and everywhere ■ viral - allowing users to share their music on a whira ■ billing-friendly - not dépendent upon the user owning a crédit card. The best news is that this new platform already exists - in the 

, to pm y. Howet a greal -sation degenerat- 
If we waste too much 
time complaining, we 
may miss opportunities 

buying a diffi- cult and inexact experience: you had to know the name of the piece or artist, and, once purchased, you ended up with a static product and were saddled with other tracks that you did not want. In eontrast, the perfect music platform should be; ■ enabling promotion and con- 

rently considérée! fact, opportunities. MDRM will allow people to share music for a limited time - just enough to get someone interested in buying it. before requiring payment for fur- theruse. Hi-fi ringtones, ringback- tones and video ringtones are viral and, instead of being airaid that full-track mobile download (FTMDL) sales will cannibalise them, FTMDL increases their sales, and vice-versa, as the power- ful "schoolyard" effect will drive interest and, thus, sales. There is plenty of revenue for ail to share, yet we spend valuable time whining about the perceived threats radier than building a con- 
complaining, we may ail miss the opportunity before us.  

Can the subscription model 
work for music? 

Napster last week launched its Napster To Go portable subscription service, but can the subscription model work for music? 
ildbe 

Paul Hitchman, PlayLouder "Subscription services can work and will work. In the publishing world, Reed has cqllated a huge amount of business and légal information that is 
available on a subscription basis and the opération is hugely successful. The music industry has to learn that 

Mark Bjomsgaard, Jigsaw "Subscriptions/o la carte - who cares? They don't work. None of these services are giving the mai market somethirg it wants. If they were, players like Microsoft falling over themselves to grab a chunk of market share." Barney Wragg, Universal "The market is about options and this is a model that people will want to be involved with. It's an incredible offer that simply couldn't have beau achieved before the advent of digital music. Napster customers can access the most mind- boggling catalogue for a reasonable 
ve Levy, BMG Music Publishing 

anywhere we can seil music andc a decent licensing rate for our copyrights is an option we should look al. There are any number of formats now and we feel we are i better position to promote our catalogues when there are more ways of selling music than just 
Simon Douglas, Virgin Retafl "We've already got Sky, which is the same principle, so why wouldn't people embrace the same idea for music? As a retailer you can either embrace it or ignore it From my point of view. it's getting music in people's minds and hopefuiiy it will help re- awaken their interest in music." 

they will be spending a lot of money on this toeducate the public and that's great. But we'll be right behind them picking up the crumbs - picking up the customers who get fed up with the Windows DRM. Ultimately, we're not sure that people are inlo buying music to rent."   Ross Priesttcy, Fastrax "I think it is quite compelling, the fâct that you can pay £14.95 and have access to everything they have got which is lots and lots - especially when you do the sums with the cost of individual tracks on iTunes. But it's about ownership. isn'l it? And when you stop subscribing, you don't have it anymore." 
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Forum is edited by Jim Larkin 
The Brits co-chairman Lucian Graings talks to 
Music Week about Wednesday's 25th anniversary 
event and some of the surprises that are in store 

tliought that it 

•complicated ir the context of keepmg the show fast- moving. How exciting is it being involved in what is a landmark 25th Brits? Peter Jamieson and the BRI have been the ones who have been really responsible for bringing the theme into this, the célébration of 25 years. They have driven it and done the work on that side. We also have a very robust committee who have put in a lot of work, which makes it work. Are tliere any particular performances that you are looking forward to? l'm looking forward to seeing Green Day and also Joss Stone and The 

Streets - and thafs without mentiomng any of our own Universal açts. For many of the acts, it is a great opportunity to be seen by a wider audience and in a very spécial 
Of course tliere is a lot of work to be done, but having such a key rôle in the Brits must be great fun, being able to pick ail your favourite artists to put on your 

multitude of other reasons why they can't make it They are not ail just sitting there waitmg to be picked. Some of them pick themselves, like Scissor Sisters and Keane, because of what they have brought to British music. But there were two artists that we tried to get, but couldn't. 

Clearly you have had plenty of other things to deal with over the past year, not least steering 
amazing year. What was the secret to your success in 2004? Simple - Polydor, Island, Mercury, UCJ and UMTV, How we have done it 
kept in the board room. A lot of people have a lot of théories about why we are successful, what it is that 

; in the company. Ifs théir 
lu work hard to generate a of compétition between the labels; how important is this? It is good to have some compétition. IVe always thought that, if you are making a record and using two différent producers, it is good to play each of them the tracks that the other has done and ask them if they 

across the labels6 SameaPP ^ So, you must be delighted with iiow the year went, right across 
It was phénoménal. It was a career year, for us as individuals, as well as ail the management team, ail the marketing people, promotions, press, as well as the artists. But it doesn't happen overnight; we have been working towards this for a long time. Lucian Grainge is chairman/CEO of 
Brit Awards for the second year this year. The Brit Awards takes place at Earl's Court in London on Wednesday (Febmary 9), before being the subject of an ITV broadcast from 8pm to 10.30pm 

Last week DJ magazine launched its own download site, www.DJDownload.com, offering old and new tracks from more than 180 labels. 
What, another download site? Yes, but few of them spécialisé in dance downloads and none cornes 

there seems to be a huge degree af optimism, particularly in the dance genre but also outside of that as well. 
vs that ca 

ut everybody I speak to is pretty or not the UK 

DJDownload.com, a co-operative venture between the Highbury House fortnightly and three entrepreneurs/amateur DJs officially launched last week with a bîg push from its print partner, a slate of 186 independent labels and a mission to prove the dance doubters wrong. Ah, because dance is dead, isn't it? DJDownload.com has an expensive website which says not "l'm always amazed by those stories and rumours that dance music is in a slump," says co-founder Jason Pearse, who cornes to the music industry from the banking world, "1 was at Midem and 

dance market really i: doldrums, DJDownload has global ambitions which could help lift it above such concerns. Having run a private club night several years ago m London with friends Guy Osborne and Adam Cubey, Pearse retumed to his country of birth South Africa. where he was struck by the difficulty of tracking down records. "1 was incredibly frustrated by the fact that you couldn't get much music ont there and the music that you could get, every other DJ had the same track." Has no-one thought of launchmg a download site under the umbrella of a magazine before? Possibly, but this lot seem to be tlie firsttoacluallydoit.Pearse, CEO Osborne and IT (train Cubey took their business plan to Highbury House and found a fit. The magazine will print an icon alongside each 

site, while DJDownload will endeavour to license as many of the relevant tracks as possible. The issue of the magazine which hit the newsstands last Thursday came with a six-page introduction to the site and was bagged with a download 
In a market where vinyl is king, what price will the downloads be? Well. from 99p each, to start with, but that's probably not your point Pearse says CD mixers are now incrcasingly common among DJs. "People like Pioneer have really worked on the vinyl émulation technology," he says. What's more, dance tracks have a habit of going out of print in their vinyl incamalion, and DJDownload believes its site could energise the dance sector's catalogue industry. "It is costly to do a re-press of a record, but it doesn't cost labels anything to have their stuff up on the site," says Pearse. "And if you do get a lot of traffic for a particular track, you can pass it back to the labels, who may décidé it is worth pressing a new run." 

'Christ ' says Farrow, who lingwith EM jchief Peter always though they ws 

From one leaving 
do to another 
Rcmember where you heard it: It was a big week for Sony BMG last week, as the fuli staff of the combined opération took shape for the first bme, with ail departing staff finishing the previotis week. To mark the moment. chairman/CEO Rob Stringer addressed the new company at a "welcome to Sony BMG" event last Thursday. Look out for some retail and média présentations of forthcoming priorities in a month orso's time... Among those temptedbyf 
plugging king E dominated MH/s régional plugger of the year award through the Nineties to such an extent that we even had to change the criteria... A number of Sony and BMG press people have also headed off for new jobs and new from the Sony side. inedTV management company James Grant 
division with former Sony head of radio Nick Worsley: Nicky Hobbs is off to Sanctuary, while Son/s Kim Machray and Joanna Burns, and BMG's Zoe Stafford are setting up their own opérations. BMG's Annabel Fox has already started at Halpem PR... Meanwhile, Sony BMG communications chief Gary Farrow had one of his assumptions diallenged at the Ivy when m swept none other tlian Jonathan Shalit and Michael 

Sheyne - who wrote Christina Aguilera's Genie In A Botlle, among other hits. She is free from Warner/Chappell with lier futures and catalogue. Word is that the compétition began to jockey for position at Midem... BMG may be among them. despite being active in making another couple of signings over the past couple of weeks. More info next week... Despite a call from the Greek PM, Franz Ferdinand frontman Alex Kapranos and the band look set to turn down an invite to get involved in Greece's Eurovision entry this year. Al though they were apparently keen. studio commitments have ruled the idea out... Spare a thought for Intermedia's Steve Tandy who was driven round the bend when he parked his car last week to visit MtVTowers. Leaving his keys with the attendant, he retumed to the car park to find out the officiai had handed the keys to a pair of complété strangers who had daimed the car was theirs and then driven off with it Tandy and cai 

Heart breakfast show slot, but word is Coleman is in talks about a transfer - possibly to fellow Chrysalis station LBC... Meanwhile, sister division Chrysalis Music Publishing was hopeful of tegging the UK's top two albums yesterday (Sunday) thanks to Athlete and Feeder... Finally, as industry big-wigs ready a visit to Buck Palace in March. Dooiey r Her Majesty hasyet 
If so, is she using weTunes?,.. 

As our good friends Agua put it, life 
certainly the case al présent for 
TV marketing suils after lliey struck gokl with their first Barbie compilation. Barbie Girls lias already clocked up more than 200,000 sales in tlie UK relcase last December a 

achievement, UMt co gettiiig together with Barbie's people at Mattel UK to tiand over a 
couldn't make it unfortunateiy. Site 
Kctured, Icft to right, are UMI TV marketing vice président Stan Roche. UM! TV marketing proriuct manager Tim Femme and Mattel Consumer Products' Clare Piggott, Maria Fjordlioll and Maja Glassncr. 
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The latest jobs are also available online every Friday at www.musicweekxom Booking deadline: Thursday Mam for publication lire foilowing Monday (space permitting). Cancellation deadline: Wam Wednesday prier lo publication (for sériés bookings: 17 days prier to publication). 

ocareermoves TWO 
j^^EXCITING 
Ov OPEMINGS 

HAVE 
ARISEN AT 

IMPRESSIVE PR: 
NATIONAL PRESS OFFICER 
The idéal candidate will have been doing 
national press for a minimum of 2 years 
across a wide range of artists/bands with a 
broad contact base of journalists. 
JUNIOR NATIONAL PRESS OFFICER 
For this newly created position you wouid 
have been doing régional press for a 
minimum of one year and are ready to make 
that step up to trainee national press officer. 
You will be outgoing, love going to lots of 
gigs with a good ear for new music. 
Forboth positions you will have to be 
enthusiastic and into a wide cross section of 
music from cool Indie/rock music to pop. 
We also look after pr for events, comedians 
and tours. Interested parties please send a 
C.V. with a handwritten letter to: 
Mel Brown, Impressive, 9 Jeffrey's Place, 
Camden, NW1 9PP 

CHAMPION 
W'* 

Champion Records & Cheeky Music have two posts to f. 
Secretary / PA with excellent verbal, written and organisational skills 
A&R assistant with initiative & flair 

Téléphoné: 020 8961 7422 CV by fax: 020 8961 6665 Or email raj@championrecords.co.uk / mel@championrecords.co.uk 

music@handle.co.uk | 11 
020 7569 9999 handle 

TOP MUSIC PR COMPANY SEEKS HEAD OF PRESS 
At least 3-4 years experience and the ability to lead a strong diverse team essential. Must also have eclectic musical taste, impeccable writing and communication skills as well as contacts across tf 

28% discount! 
when you order the Gold Book IS/DVD 
& CD Plant Directory by 30th March 05. 

Fully updcited for the 2005 édition, 
The Gold Book 18 and The DVD & CD Plant 
Directory give you the most comprehensive 

listing of the CD and DVD industry. 
The print version is immédiately available and the 

CD-ROM version will be 
released at the end ofFeb 05. 

ri int version: £100/€150 
(normally £140/€210) 

rnnM ^ I.
Print

J
+ROM version: £160/€240 (ROM dehvered end ofFeb 05) (normaliy £225/€335) 

THE 
GOLD BOOK 

18 

ONE'TO ONE 


