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Robot ad track 
heads for chatt 
Wall Of Sound lias taken the unusual step of teaming up with fellow iudie Ministry Of Sound, in a bid to turn the track at the hearl of Citraën's 04 car ad into one of this summer's biggest dance hits. Tlie trackj.es Rythines 

Digitales' Jacques Your Boriy - ■flïst released by Waii Of Sound in 1997 - bas been licensed to Ministry's Data imprint ready for a 
Wall Of Sound managing director Mark Jones says lie decided to tap into Ministry's expertise in maximising the potential of one-off dance singles. "The 'one-off' single is soniethîng 

"As the track is not part of a current campaign, I felt it would be much more bénéficiai if we teamed up with another Company with a proven track record." Data enjoyed the fourtli biggest-selling single of 2005, in the form of Eric Prydz' Call On Me, as well as other hits by acts including Boogie Pimps. Through 

the spring and early summer, Data will be conducting club promotions activity and set-up for the full release in July. Data A&R director Ben Cook says, "The deal's great because it brings together two respected independents with complementary cultures, skills and resources, and offers a template for future co-operation." 

US giantsetto 
buy out Power 
ClearChannel issettoraise 
its stake in the UK live scene 
by acquiring founder 
Vince Power's holding 
in Mean Rddler p3 
UK music goes 
westforSXSW 
As the industry gathers in 
Texas for beérs, barbeques 
and new bands, UK labels 
and média are set for a 
record turnout PU 
Wrapping up 
sales appeal 
Digital music may be hitting 
physical sales, but creative 
packaging is helping to 
add value to CD and 
vinylproduct pl5 
This week's Number 1s 
Albums: 50 Cent 
Singles: McFly 
Airplay: SunsetStrippers 

Bard demands end of sale-or-retum policy for singles to eut costs for hard-pressed retailers 

Shops urge returns rethink 
of returning unsold product is simply prohibitive. Retailers currently have vary- ing allowances to buy singles on a sale-or-return basis. Small indics can return up to 5% of singles, while larger retailers receive high- er proportions ofSOR singles. Bard bas already lobbied the BP1 on its proposai, which would mirrdr the practice in the book trade where covers of unsold books are ripped off and relnrned to publishers to provu the books have not been sold. Bard suggests 
return only the barcode or card cover from the CD packaging. The 

BRI has asked members to consid- er the proposai and to report back to the opérations unit, which is led by Pinnacle Entertainment's opér- ations director Alan King. There are concerns acknowl- edged on both sides, the most obvions being the lack of account- ability and the risk of CDs remain- ing in the market, but Bard depuly chairman Paul Quirk believes an be ove 

industries, 
md, if there's a bette :an learn from othe ,'c should look at it" 

when many retailers are consid ing their involvemenl in singles market; only last y WH Smith removed singles fr 
Asda buying manager of music and gaines Nick Chilcott says, "Any fresh thinking to revitalise the cur- rent supply chain has to be a good thing because most retailers, • • , are reviewing the 

controller Phil Penman, who says, "1 would advocate anything that takes cost out of the supply chain of singles. There's now a ,Cl-9S pricing System in place and it has- rit stopped the sales décliné, but il 
profit involved that every retailer 

the proposai 1 grounds. The ' isCDmate- d reused; if i dispose of CDs, some fear that many would end up in skips and would not be recycled. 
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a 'Tlip suaaestion that record retailers should be 
able to trash unwanted singles is a massive leap offaith'-Editorial, pl8 

ÎNIP Information. ^ Si Initod Business ?S SS dodia, 8lh Floor, 
145 Blackfriarè Road, 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 ^ « «wictrt • Hit? Bleniieim Painrp fncfiw-.! i. 

BMG unveiis new 
marketing team • Laura Bartlett most recently BMG Europe marketing director, bas been named Europe global marketing vice président as part of Sony BMG's newly-announced global marketing team. One-time Warner director of international Hassan Choudbury 

Audiences up at 
UKarena shows 

«Tbe Local Radio Company is re-brand its recently-acquired Liverpaol station KCR Radio as Tlie 
Rocket Tlie announcement was made last week, as a trading update for the five months ending February 28 revealed that sales revenues for the period grew by d%. 

figures which were due to be released over the weekend by the UK's National Arenas Association at this yeads International Live Music Conférence. ® Top Of Tlie Pops' move from BBCltoBF " 

Moirison retiras 
toUniversalfold 

night lo a Sunday 
vice président Uni • Sony US président and diairman of its electronics unit Sir Howard Stringer bas been named Sony Corporation s new chairman and CEO ahead of tlie retirement of current boss Nobuyuki Idei next year. 

9 Tommy Vance is ret ObitiKr./, pl9 * MCPS lias appointed Jeremy Fabinyi as executive director. He will 
lias been working for French collection societies Biem and Cisac. Before this, Fabinyi was CEO of Australian mechanical rights collecting society Amcos and he had also been a board member of the Australian au 

EuTOvision song contest after winning the public vote in BBCl's Making Your Mind Up qualification event She is currently m contract talks with two majors and isexpectedto sign this week. Tlie entry, Tpuch My Pire, wiil be 
® Napster bas re-launched the UK 

montlisaw the addition of tlie m Napster To Go si • EMIh third album will be called X&Y and released on June 6. Meanwhile, Radio One will h 

an League and The Bravety  he line up for the mee festival on ! Matterli Winchester. • The Sunday Timed The Month . ,.to becomeaDVD. p4 

• Van Mon-ison is returning to his long-time home of Polydor fdllowing a , EMI's Blue Note L lias signed a deal with Universal for his new album Magic Unie to be released in May on his own Exile Music Recordings label through Polydor ii 
• Tlie US live music industry bas made its first links with China afti Clear Channel last week announce 50-year joint venture with Beijing Gehua cultural agency. tlie joint 
Sports, • Oasis, Embrace, Maroon 5, tan Brown, Texas and Robert Plant were i bill for Augusfs V Festival. Previously confinned were Scissor Sisters, Franz Ferdinand, The Chemical Brothers and tlie Prodigy. 

•The Blenheim Palace festival bas added Rod Slewart to its headline line- up, joining José Carreras who was confirmed for tlie event last week. Stewart will headline the third night of the four-night festival, which runs from June 30 to July 2, • Paul Gambaccini has been signed up to host the first Parliamentary Jaa' Awards taking place tomorrow (Tuesday) at the House Of Gommons. The Jazz FM présenter will présidé over rine awards at the event 

BPI launches new 
round oflawsuits • Tlie BPI was last Friday granted a High Court order forcing six internet service providers to disclose the détails of 31 individuals who are alleged to have uploaded files on to P2P networks, in the trade organisations second round of litigation against sériai uploaders. Tlie ISPs have 14 days in which to disclose the informabon, at which point tlie BPI will write to the individuals concerned. O Universal Music witnessed a five- fold increase in operating profit during 2004, owing to what the company says was a "better than market sales performance". Parent group Vivendi Universal's 2004 financial results show operating profit during 2004 for the music division reached €338m (£235m), compared to €70m (£49m) in 2003. Revenues for Universal Music were marginally down on 2003,s €4,974m (£3,459) after completing tlie year at €4,993m (£3,472). O Sony is poised to go to head-to- head with Apple with the launch of a range of nine Walkman-branded digital music players next month. The three players will be aimed at the entry-level, 

Polydor in 
Grainge will be a keynote speaker at April 14's Radio Academy-held Music Radio Conférence at Bafta in Londorfs Piccadilly, The theme of this year's event is Risk and Retum. • Books and music retailer Borders lias appointed former WH Smith executive Cathy Ferrier to the newly-created position of commercial director. Starting today (Monday), she will be responsible for buying, inventory management and vendor relations. • Loudeye chief financial officer and executive vice président Larry Madden lias been promoted to tlie newly- created position of digital média 
• Rykodisc founder and Worldwide président Arthur Mann has announced his résignation from the company and will step down from the position at tlie 

t single has lured ideo directors Shynola - besl known for theîr work on Radiohead's Pyramid Song - back from their work on the Hitchhiker's Guide To The Galaxy movie. Tlie four-man team put Beck in a painful harness and puslied themselves to tlie limit to croate the old- skooi graphics-inspired video for E-Pro. Tlie full story is told in 

issue of MW sister magazine Promo, which is ont today (Monday) and also carries an interview with Brits director Hamish Haniiiton. Tlie magazine cornes with a DVD featuring videos from acts including Bjork, Doves and The Hills. To request a copy or subscribe contact David Pagendam on 0207 9218320 or e-mail dpagendam eti) ifor i atio coin. 

expectations, parhally thanks strong run by its music pubiisl division through artists such z Athlete,Feeder and Lucie Silv the group last week revealed 
tigures and a volatile natic advertising market during 

despite reports that Russian prosecutors are not prepared to take légal action against its owners. A statement issued by the 1FPI reveals it has had no confirmation of any décision tram Russian authorities over the site, which the IFPI says is seliing downloads without the agreement of the repertoire owners. O Capital prépares to offload Century 106. p4 • Ulster TV-owned UI05 has been awarded a licence by Ofconi for a speech and music FM service in Belfast aimed at the 45-plus market • Industry figures back BBC charter rcnewal re 
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Clear Channel buys out Power's holding in live music group and unveils new London festival 

US giant inakes Mean Fiddler bid 

.rld's biggest concert sponsored by 02 and will ta 
rM^iTct^ this june LttercKPtcba„ge state- 

Vince Powers 34.9% stake in the it would accept a 60p per 
rtaîTe whTch he Sût, r„rrzrcXd 

issuea Dy Mean rKioierlascmonm, acquirea a 10.Z70 siaKe m rowers means mai we nave nrbt upuuu un 10acquuu uieemirugroup. ^ queue wrtwuuuuiî,iugc^ui uuq 
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UKmusicians scoop £5m windfall in global royalties push 
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Office of Pair Trading green-lights merger with GWR 

Capital gains from 

sale of Cenlury 106 

re hajiding over tlie OFT-required sale of Cen- tury 106 to a team of bankers to allow executives to fiilly focus on the merger with GWR. Chief executive David Mans- 
rolc in the newly merged company, ; bis group is appointing a bank tanage the sale oftlie East Mid- is station, which was demand- 

ÉàM 

awful lot of preparatory as done bebind the scènes, i we got to the point of the cernent lastSepte ' 

offers for Ccntiiry 106 

with the OFT: lie says. "We put 
comince the OFT there would not be compétition issues. If they had referred it to the Compétition Commission it would bave cost us considerably more and added about nine months to the process." The main focus will now be on putting the team in place for the newly merged group. im merger toprocecu. 

hiufoMhe S of Capital 

OFT s acceptance of Capi- 
the final hurdle of what lias 

thedeaTtogXTaTroc^wMch 

DVD upgrade for The Month 

scntsatiupgr^e from the CD- 

byV2 

Jle Everybody's jackpot with 

Budget cuts threaten 

overseas promotion 



OThe BRI is approaching the [file-sharing] 
problem from the wrong angle - 
prévention is always better than cure' 
- Viewpoint, pl8 

Financial recovery buoys 

Warner's f lotalion plans 
Warner Music Group, which a year ago boasted it was the world's largest privately held music Com- pany, has set itself firmly on the path to flotation. Last Friday, its parent Compa- ny Warner Music Group Corpora- 
with financial authorities in New York in connection with a pro- posed initial public offering of common stock. It would not reveal the price or the quantity of the shares it intends to issue, but analysts have widely predicted the float will raise around $7SOni. Funds raised by the flotation - which insiders were last week say- ing is expected to lake place in three months time - will be uscd to pay off group debt tmd to fund 

The group will list on either Nasdaq or the New York Stock Exchange. When the prospectus is available, it will be released through Goldman, Sachs & Co and Morgan Stanley, who are a 

lil 
■me StreetK a Warner Music Group assct 

to be working; in the first finan- cial quarter, for the three months to December 3t 2004, it posted net profit of £36m 
the équivalent period in 2003. In its last ftill-year results for the period ending September 30, the group listed assets of $4.75bn, debts of Sl.Sbn and $213m in cash. There has been continued 

will act as joint lead managers. The deal provides an early exil opportunity for the private equity partners who backed Edgar Bronfman Jnr's $2.6bn buyout of the company from Time Warner, completed in Mardi 2004. The terms of that buyout left Time Warner with the option of buying up to 15% of the company at any time over the following 
Since the buy-out, Bronftnan has introduced cost-cutting meas- $a50mof 

artists ranging from The Streets to REM. On a group level, Warner Music enjoyed a 12% share of 
In singles, it claimed 8.4% of 

ill being calculaled, but Warne 
profitability.TI ■n the ce 

Industry welcomes Green Paper's 
proposais on BBC Charter renewal 

BBC's British 

push pays off 

î another round of co 
the m C charter renewal, 

ind the key recommen- dations spelled out in the Govem- ment's recenl Green Paper. Consultation on the Paper runs until May 31, during which time the Government is welcoming responses. These will inform a more detailed White Paper due for 

ensure this is maintained. It called 
tighten govemance and it also said 

Overall, it's a good 
thing. It recognises the 
BBC's rôle in breaking 
new British music 1, EMl 

ily welcomed l British Academy of Songwrite chairman Dav; 

f» 

a 

2016. "Overall, its a good thing," says EMI Recorded Music chairman and CEO Tony Wadsworth. "It recognises the BBC's rôle in break- 
has been good at supporting it" However, there have been con- cems, alluded to in the Paper itself, that the BBC's improved record on 

ure made ahead of the charter reviews But, having called for 
music 18 months ago, Wadsworth 
always feel we should encourage 

Fears the BBC could révert to a more US-focused playlist are being soothed by changes suggest- ed to the corporations structure. The paper calls for the séparation 
with the System of governors scrapped after 76 years and a more stringent BBC Trust put in place to 

going to Ofcom. Ofcora is fine as a regulator for broadeasting gener- ally, but because of the wav the BBC is paid for it needs a différent level of governance than Ofcom, which really only has the power to take Ucenses away." Tight régulation of the BBC's radio output was identified in the Paper as one of the spécifie pur- poses of the Trust. Fetguson is not alone in hoping there will be a member of the BBC Thist with a spécifie brief to look at music or, at least, its crealive content "We recognised the need for changes to govemance, but with the BBC Thist we hope there will 
British Music Rights director gcii- 

Pike is pleased the licence lee will remain. "It croates independ- ence and stability and so créâtes 

areas, not least with regard to the licence fee. As Ferguson notes, Tm pleased it will remain for 10 years while they consider alterna- tives, although Tm concerned about the ambiguity in the word- ing and the possibi lity of money going off to oflter broadeasters." Meanwhile, PPL chairman and CEO Fran Nevrkla says the Paper 

he says. "A lot of our sugges- tions appear to be [in the Paper], particularly the changes of gover- nance and the fact that it's not 

détail relating to royalty payments. He calls for external régulation for the BBC's conuner- 
basis, which is neither preferential 
détail in the White Paper, which is due to appear this autumn after Itation, in which the ae given opportunity 



See next week's issue for MWsi Officia^UK^ngles Chart and ^ ca" ensure they are fully represented j 
Digital is edited by Joanna Jones 

Indie labels scramble over digital hurdles, as deadline for first combined chart d^ws doser 

New chart sparks race against time 

by Martin ' 

also mean that any act releasing a string of B-side tracks across a string of physical formats - a CD] CD2 and seven-inch. for instance - have to directly mimic those for- 

dates of the varions digital retail- sparkedt race n^nsUime. 

including Elvi^PraW Lucîe'sik 

Mmâ ÊsÉi Mislf MiSM s3==£ 
haschanged.^ ^ ^ ^ ments to label copy, to the original   

mil be continuing to look at." he says. 'It is going to be very fluid, 

s.ngle of the 

hopetnl that suchtimelags mil be reduced in the future, as the SSrt 
tLr 

sS 

of days, new digital tech- is new,1 

liave established 
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WHERE IN THE WORLD 

WILL YOUR NEXT CUSTOMER 

COMEFROM? 

Every year we help thousands of companies like yours pinpoint new customers overseas. 

As a Government organisation with a unique global network of export experts, we know how 
important it is to really understand your business. 

Whether you are completely new to exporting, or an experienced exporter looking to enter new 
markets, we offer ail the advice, information and practical support you need to make it happen. 

To find out more about putting our expertise to work for your business, call: 

+44(0)20 7215 8000 
www.uktradeinvest.gov.uk 



The biggest-selling albums of 2004 triumphed despite 
underwhelming singles sales, Pau! Williams reveals 

Best-selling albums 

shun single success 

How top singles feature on top albums 

1995 1996 1997 1998 1999 200020012002 2003 2004 
Cactoftheyear in pure sales aibums which also appeared could only finish in 80th among the 40 albums of the year. place on the year-end singles chart That figure rose to a high vvith (heir biggest seller Some- 1998 and 2000, where Only We Know. In eontrast, in both 2003 am their début album Hopes And Polydor joint Fears ranked as the year's second- for David Josepl 

enthuses Polydor's Joseph. "It tells 
and how muchlife is leh in asingle. The singles customer lias aise A single might have dropped ont of changed their buying habits, in the physical Top 40, but is still in some cases switching to b • 

Conversely, seven of the years 
ig likes ofEamon, ^chèneM(Manus 

Sbr^thetad^ secure a hit, the Polydor signings alburasVby™e timeZ first single 

of the year, but failed to rerister on 

t 

via "word of mouth", going on to 
a 

If rrs-ïïi's 

œssars last year's Top 10 biggest sellers are hits by 

the entire singles market is about 

is like the 



Vodafone live! with 3G congratulâtes the winners 

of the 2005 Music Week Awards. 



Rocklngham 

ThundŒrSzjndn y 

Rockingham is creating 6 televised performances 

between May and October 2005 * 

This exclusive promotion provides record labels with the opportunity 
to broadcast forthcoming releases in front of a live audience. 

Due to limited availability ail submissions must be in by 31/03/05. 

For further information and contractual conditions, please contact 

Richard Hannan 
Hotline; 01536 271545 

Email: talent.booking@rockingham.co.uk 
* Subject to terms and conditions 

Previous artists to perform at Rockingham include 

50 Cent, The Darkness, Busted, Blue, 

Girls Aloud, Daniel Beddingfield, Sugabàbes 



# 
Austin, Texas, will host the annual music con- vention South By Southwest for the 20th time this week. But it is only in the past few years that the profile of the festival lias exploded into the mainstream. And SXSWs soaring profile and réputation can only mean more artists, managers, labels, PRs, pluggers, publishers than in the event's his- tory will be making the trip to Texas this week. The secret to the success of the conférence, say delegates, is that it Works on so many levels. Some attendees can hang out in Austin without even registering for the daytime schedule of panels and présentations safe in the knowledge that they stand a good chance of catching the next The Strokes, The White Stripes or Yeah Yeah Yeahs - just three acts who have played there as unsigned artists in the past few years and gone on to gamer international récognition. Indeed, for some UK labels, the annual visit to Austin has become intrinsic to their growth and success. "About half of our roster has joined us as a direct resuit of SXSW," says Bella Union founder Simon Raymonde, who last year signed Canadian act The Dears after catching their gig by chance at the Buffalo Billiards venue. "It was the end of a very long day and 1 was ready to go back to my hôtel, but ended up strolling into the venue to see one last band, which was The Dears, who 1 couldn't believe weren't signed," says Ray- monde. "It's those little things that you can't plan for that make SXSW what it is, and make it a spécial festival." As Raymonde has proved, the odds of making an unsigned discovery at SXSW are pretty good, which remains the draw for many people. But the event is increasingly attracting artists at the next stage of their careers, who are looking to attract key US média interest. Events such as the BPI showcase - which this year includes the likes of signed acts Dogs Die In Hot Cars, The Go! Team, James Blunt and Embrace - give labels the chance to introduce domestic artists to the international stage in the hope they will make a splash. In reality, they are only likely to make a bigger impact as part of a wider campaign. One such band, who are appearing at SXSW as part of a much broader US assault, are the UK's current indie darlings Kaiser Chiefs. High- lighted by Music Week last December as one of the five key acts for 2005, the band will be mak- ing a stop at the festival for a gig as part of their latest US trip, which also visits many other key cities Stateside. "It will be the band's third trip to the US and they will be playing a few key dates around SXSW itself," says Supervision Manage- ment managing director Paul Craig. "It's part of our ongoing plan to break the band in America." For other companies in the UK industry, the annual visit to Austin is also conducive to secur- ing deals that lead to long-lasting business rela- tionships. "For me it's about finding great new talent and networking with US contacts," says Impressive PR's Mel Brown, who has been attending SXSW for the past five years. "I can see new bands from ail over the world that wouldn't normally corne to the UK as their first port of call." Among the bands Brown has ended up working with in the UK after scouling at SXSW in recent years are US alternative acts The Features and Film School. Perhaps the kind of band that benefits most from plajing SXSW are those who are already on the radar of A&R executives in the UK and US, who can use the showcase to raise interest to a new level. The Darkness are a prime example of a band whose career gathered momentum directly as a resuit of SXSW. Before playing the conférence in 2003, most UK A&R people were familiar with them but remained largely unin- 

SXSW in Texas this week offers UK bands and labels the chance 
to make the break into the mainstream. Jomes Roberts reports 

Springboard 

to success 

About half of oui" roster 
hasjolned us as a direct rcsult of SXSW 

terested in committing to signing them long- terra. But ail the talk within the industry about the group resulted in a strong turnout of US A&R executives at their Blender Bar gig, which in itself upped the pressure on UK labels, result- ing in two firm offers from UK majors. One UK band in a similar - nsition this year are London four-piece Apartinent, who have already made in-roads thanks to a two-single deal with Fierce Panda and support slots on both sides of the Atlantic with The Killers and The Bravery. They will be taking three days out of their current support slot on Jimmy Eat World's extensive tour to play two shows at SXSW, one of which will be al the Barfly's showcase also fea- turing The Bravera and The Longcut. 

Aside from the exposure for acts, the event still remains one of the best music industry net- working opportunities for executives from ail corners of the business. "It's a fantastic opportu- nity to meet, sit down and talk with people in an environment where everyone is a little more relaxed than usual, with more time," says Craig. "Ironically, some of the best business meetings 1 have had out there over the years have been with people from London that you never get the time to have a proper catch-up with." One thing is certain, whether you are a PR, an A&R executive, manager or artist, the confér- ence in Austin looks set to continue to attract key players at ail levels of the industry for some 
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Although SXSW is pnmanly a business-focused event, 
mainstream UK média such as Radio One and MTV 
are showcasing the talent it offers. By Ben Cardew 

Tuning in to the 

sound of SXSW 

At SXSW, people have gottobe abletoplay. 
Theres no 
room for people 
coming from Popldol 

\Vhile South By Southwest has long been a pri- ority for A&Rs, PRs and promotions executives, it has not traditionally been high on the UK média agenda. But with each successive festival that situation is changing. What started last year with a trickle of mainstream média coverage has turned into a stream at SXSW 2005, with live performances, documentaries and even a busk- ing booth to be broadcast from the festival. Leading the charge is BBC Radio, with Radio One, Radio Two and 6Music ail devoting shows to SXSW. On Radio One, Zane Lowe will be broadcasting live from Austin on March 16 and 17, while a Lamacq Live SXSW spécial will be aired on March 21. The stations coverage is cen- tred on Radio One Présents, the live show it is organising at the festival. The event, to be held at La Zona Rosa on March 17, features a mix of US talent, such as Louis XIV, alongside British bands including Kaiser Chiefs and Doves. Natu- rally, Radio One head of live events Jason Carter is thrilled. "It should prove exciting radio," he says. "There will be ail the vibrance and we will stumble across newthings." Radio One first ventured into Texas with an exploratory trip in 2003. This led to a single Zane Lowe show - broadcast from a hôtel room - at SXSW 2004. It was a low-key introduction to the festival, but the Radio One team was impressed by what il saw. "We were blown away by the event," says Carter. "There was so much new music that we decided to increase our involvement." 

Radio Two and 6Music have more of a history with the festival. The two stations were heavily involved last year, with shows from Steve Lamacq, Stuart Maconie and Steve Harris broadcast live from Austin. The listener response was excellent, paving the way for an increased presence this year, with the stations hoping to extend their coverage to a wider audi- ence. To this end, Radio Two is covering the 2005 festival as part of a Texas Week, including a documentary on The Broken Spoke, presented 

by Mark Lamarr, and a Jools Holland American South Spécial. There is a sense among me u iv média this year that SXSW, with its focus on live performance, is increasingly important to the musical land- scape. "Last year we decided it had become more relevant." says Carter. "Music was changing, bands are coming through, we felt we should look again." This view is mirrored by Lewis Garnie, editor of live music and events for Radio Two and 6Music. "At SXSW, people have got to be able to play," he says. "It's the real deal. There's no room for people coming from Pop Idol." For Mardi Caught, director of talent and artist relations at MTV UK, the interest in the festival reflects the health of the UK music scene as a whole. As with many of the média outlets cover- ing SXSW, MTV2 sees its rôle as double edged: to bring UK audiences the best in international music and also to promote British music to a US audience. With this in mind, MTV2 is staging a showcase of British bands at the festival, featur- ing Tom Vek, The Magic Numbers, Nine Black Alps, Idlewild, The Music and Hard-Fi. The show will be filmed to air in a live music spé- cial on March 27 and the station is currently in negotiations with MTV collège channel MTVU to broadcast the showcase in the US. "It's a chance to show the world what we think of UK music," says Caught. "Because the festival is so diverse it can be quite hard to open doors. People corne because they want to see what MTV2 thinks." In line with the guidance underlined by the Green Paper which was unveiled a week ago into the future of the BBC, the corporation^ radio services are also underlining their commitment to the nation's music through their presence in Texas. "It is not by chance that our gig has a domi- nance of British bands," says Carter. "The festival is about discovering new talent for our listeners and supporting UKtalent that is over there, put- ting on showcases that will benefit them." Radio Two is also involved, co-hosting a showcase of British music with the BPI, featuring Embrace, Dogs Die in Hot Cars, The Go! Team, Tom Baxter and Amy Smith. Despite the évident média enthusiasm for SXSW, Jason Carter is quick to acknowledge that covering such a business-focused event was no shoe in. "It's predominantly an industry get- together and for that reason we were wary of doing it," says Carter. But Garnie believes this insider aspect in itself adds value. "We are there to take our listeners to somewhere they wouldn't normally be aware of," he says. "We just want to expose them to the best 
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DOUBLE 

TAKE! 

STANDARD DVD TRAY SI 
The Twin DVD Tray has precisely the same footprint as a standard single DVD tray. Space is maximized while production costs are reduced. 

mà m 

doesn't cost ths earth to produce. 



Elvis Presley's 18 UK #1 Singles - this uniquely numbered Box Set présents ail 18 of Elvis's number one 
UK hits in one spécial Collectors Edition pack. The artwork and présentation style employed make this the 
ultimate pack offering for ail music lovers. 

CMCS Group Pic has worked with music industry professionals for over 30 years and embodies the Knowledge and experience needed to create truly unique pack solutions. Offering extensive packaging options and production flexibility CMCS can cater for ail client requirements. Producing packaging to suit each individual artist is an art one in which CMCS spécialisés. Leading CAD development resources ensure that CMCS offer mnovative pack designs that are cost effective but continue to offer the value souSht after by consumers Worldwide. 

CMCSGROUP m 
1 KENNET ROAD I T: 0208 308 5000 OARTFORD | Ft 0208 308 5005 



Features are edited fay Joanna Jones 
The rise in downloads may be impacting on physical product, 
but the faceless nature of digital is also sparking new life into 
creative design and spécial packaging./Ic/am Webb reports 

Thinking 

outside 

the box 

v* 

At the Bear Stearns conférence on March i, EMI strategj' chief Adam Klein observed that digital formats will account for 25% of ail music sales in five years' time. If his prédictions are right then the design and packaging industry - a sector of the business reliant on physical product - looks set to face some considérable challenges. For a start, it is difficult to put your amis arou nd a virtual product and, for the démographie Klein defines as "Milliennials" (those currently aged 10 to 24 years old who have grown up with digital downloading), it is the aesthetics of the digital players, not the packaging of content, that is driv- ing them into shops. Some 10m iPod sales suggest that portable hardware has become as great an object of desire as the album sleeve. The days oflavish packaging are over then. That might be the theory, but the reality is proving to be rather différent. 

While the non-physical delivery of music has continued to grow, the interest in quality, cre- packaging has undergone a resurgence. Evcn if digital i music market co with it, the need for t 
growing, the physical to dominate and, along :w ways of presenting in effort to add value to the humble CD at a time when its value is being constantly eroded. Recent chart-topping albums from estab- 

lished bands such as U2 and Doves were both available in limited, spécial DVD-boxed formats. But it is new bands who are also taking advan- tage of creative packaging. Among the three for- mats of the Kaiser Chiefs' Education album is a limited-edition boxed set in the style of a classic Wellington board game, complété with extra dise, poster pullout and Monopoly-style money. For Malcolm Swindell, music account manager at AGI Media, such innovation is simply a response to no-frills virtual music (what he ternis "commodity music") coupled with the emergence of a number of bands, supported by discerning and loyal fanbases. "For every action tliere is a réaction and the growth of commodity music does seem to have provoked a reaction," he says. "The discerning music buyer has been waiting for the arrivai of real talent. Now that has arrived, the music fan wants to build an affinity with the artist Down- loaded music does not oflfer this experience. The image and style of the band is key and these important attributes can be communicated through the use of spécial packaging. "We are receiving more and more requests for différent spécial packaging options," he adds, cit- ing a spécial édition re-issue of INXS's Kick as AGI's most recent project "The record companies want to add true value to their offering." For Adam Teskey, managing director al CMCS, with greater choice in-store for consumers, there is a growing réalisation that product diflferentia- tion is the only real way to heighten sales. CMCS has worked on a variety of projects across the board recently - from a Genesis DVD UllraPac to a Jon Spencer Blues Explosion CD in the style of a matchbook. "Consumer choice in- store is a core focal point for producers as they seek to attract buyers," he continues, "and it's becoming increasingly apparent that shelf appeal can only be guaranteed by avoiding the use of standard pack solutions." "I do think the market is polarising," adds Mike Hicks at Modo, whose work on the Kaiser Chiefs' box marks the latest example of the company's innovative packag- ing work since their designs for Mo'Wax in the Nineties. "You've got the people who want the CDR or just want to stick something on their iPod and you've got people who want something extra for their money and that's the way record com- panies are going. "It's something that's being demanded from the labels," he adds, "and it's something we've always been about. The creative angle has always been core to what we do, so we're not production company who gets a cheap supplier in and makes the iinished article, we like to be involved in the design angle right from the beginning." For Steve Averill, U2's long-time creative direc- tor at Dublin-based FourôOne, rather than killing off creative design, the digital révolution could potentially provide opportunity. Despite tighter budgets, the sheer explosion of formats and média on offer means that campaigns can work effective- ly in tandem to hit différent markets. U2, with their custora built iPod and limited-edition DVD album package, might be the perfect example of this in practice. "1 think the limited-edition packaging on the U2 DVD was appealing to a différent sensibility than someone who downloads music," says Aver- ill. "It's appealing to somebody who does want something to read and hold and I actually think they are two différent markets. "I don't think you're going to draw a lot of peo- 



pie away from the downloading syndrome because of the spécial packaging, but you are going to attract people who bave a sensibility towards packaging in the first place." Certainly the advent of downloading and the emergence of DVD in particular have result- ed in further opportunities to build creative packaging into individual campaigns. And that is happening not only in the traditional sense ofslalic cover artwork or product - design is now moving naturally into virtual or animated fonns to be downloaded onto mobile phones utilised in TV adveitising or live «suais. Such abundance of avenues means labels can tar- get différent customer demographics, while artists can enhance communica- tion with their fans. "The général approach to how you design a sleeve lias changed because the diversity of média in which the imagery appears has increased," says Tom Kingston, who designed the linen-bound box for Nick Cave's Abattoir Blues/Lyre Of Orpheus, as w Massive Attack's lOOth Window. "You've got web, you've got the opportunity for there to be more'content on the dise and there's also TV advertising and print campaigns. So instead of coming up with an idea that just sits on a sleeve, it's about coming up with an idea for a campaign - a concept that's broader than just a single image." This is especially true for artists such as Lemon Jelly, who have a strong visual identity. Their recently released '64~'95 DVD offers another good example of how an innovatively packaged release can reinforce an artist's vision. With the band's Fred Deakin also being co-owner of graphie design studio Airside, it is perhaps not so surpris- ing that the band have hit ail creative bases by merging state-of-the-art audio and visuals with an aesthetically pleasing object. "Fred Deakin embraces that whole download element of music, but he's not going to stop mak- ing records or beautiful packaging," says Airside's studio manager Anne Brassier of the multimédia package that includes postcards and poster inserts among Deakin's familiar graphies. "I think there'U always be people who want to buy music, who want the object, I think there also may be a backlash against the new thing and it goes back to the middle ground." Realising the finished DVD was a collaborative process between Airside, the band's label XL and Think Tank Design, which has also worked on other XL releases such as The White Stripes' Under Blackpool Lights, with its collectible clear plastic postcards. "We work very elosely with the creative guys at the label," says Think Tanks Justin Deighton. "We're always working on new samples with boxes and new designs, a lot of which don't happen. Some projects can take âges to complété, but when you've got something that does corne off, like Lemon Jelly, it's well worth it." Such innovative packaging has always been intégral to XL's vision, says the label's head of visual, Phil Lee, who adds that this is more about enhancing the artists overall vision rather than simply a case of économies. 

ookUp 

"Every package we put out actually ! release," he explains. "It's not a case of giving it extra value - it's about enhancing the music. In Lemon Jelly's case, they are a very visual band onstage and they're linked to a graphie design company. The White Stripes also have a very strong visual identity and it is the sarae with the Prodigy and Dizzee Rascal. "Ail of our acts had a strong visual identity when we signed them and so we, as a label, have just advised them on how to incorporate their look and feel into a finished product." This notion of differentiation and enhancing the overall feel of a project was also key in the col- laboration between Echo's Roisin Murphy and artist Simon Henshaw for Murphy's recent sériés of Sequins 12-inches. Combining heavyweight vinyl with striking varnish-effect portraits, for Echo managing direc- tor John Chuter, the records' sleeve designs were central in setting the tone for Murphy's overall marketing campaign. "The whole plan was to fit the project with a veneer and attention to détail that set it apart from pop fodder," he says. "It's about longevity and collectability and the visual side of il helps express that. "The unit cost is high," he adds, but arguably negligible when compared to a video spend. "It's ail absorbed into the marketing campaign. It's ail about finding a différent way of doing things. As long as the music stands out and it works well and has integrity." This is taken to a flamboyant extreme with an extremely limited-edition version of Murphy's fortheoming album Ruby Blue, which Chuter himself describes as "reassuringly expensive" and Henshaw terms "the ultimate édition". The resulting heavyweight book design (signed, numbered and complété with specially designed glass insert and filter) is retailing for £250, although Henshaw reiterates Chuter's point that the product itself is intégral to the campaign. 

There's no sinister marketing 
ployandfin aworld that's ail about selling units for 99p, [Roisin 
Murphy's spécial- édition release] is just a lovely 
aesthetic thing' Simon Hensliaw, 

m 
PC '*V, 

"Even at that high price tag, no-one makes any money from it," he explains. "It just covers the costs and it's purely donc as a beautiful object that will hopefully enhance the overall mission of the record. There's no sinister marketing ploy and, in a world that's ail about selling units for 99p; ifs just a lovely aesthetic thing." He adds, "It was more a décision about not try- ing to ram something down people's throats and saying you should buy this because such and such magazine says you should. It was more about pro- ducing something in a gentle, slow way that says wç do care about this particular record and we think it should be enjoyed. It's about discovering the record and about personal ownership." If anything, this need to reinforce identity via packaging is even more pronounced in the catalogue market, as labels seek to difierenti- ate themselves at retail while also exciting and invig- orating an artist's fanbase. An aesthetically désirable package m hitboth these objectives. This was certainly achieved by CMCS when creating the 70th anniver- saiy Elvis boxed set for Sony BMG, which i two versions, housing either ail 18 CD replicas or ten-inch pressings of The King's UK number one singles. For Neil Ovenell, CMCS managing director, the real challenge here was to conceptualise a package which could meet these practical spécifications while also enticing consumers to buy the 17 reraaining Elvis singles to fill it (the box came complété with the first single in the sériés, Jail- house Rock). After close discussion with the label, it was decided that the best delivery method was for each CD single to be housed in individual wallets which could then be introduced to the box on a release-by-release basis. "From a marketing perspective, this was the smart solution," says Ovenell. "Each CD capacity wallet adopted the singles' original artwork, auto- matically making them saleable as separate enti- ties if consumers decided against purchasing the whole batch or were unable to buy the présenta- tion box considering only 5,000 were produced." The CD singles were presented in the style of the original seven-inch black vinyl, while the wal- lets themselves were designed with taded inner bags to reflect their original style of packaging. "Presented in a uniquely numbered rigid box, the packs also had strength and security to heighten their in-store appeal to customers," adds Ovenell. "Accompanied by a strong nation- wide marketing campaign, the complété boxed set proved highly popular among music lovers and stores were sold out almost immediately following their introduction to the shelves of retail outlets." And with new physical formats such as DualD- isc being rolled out this year (100 mainly cata- logue titles are expected to be released by Christ- mas) the market where creatively designed product can flourish only looks likely to expand. The growth of audio-visual entertainment, even in digital downloading, will potentially see new avenues emerge and the relationships between music and design - already indelibly important - morph ever doser together. And to a bullish Malcolm Swindell, however the future unfolds, the simple fact remains that great innovative music will always be comple- mented by great innovative packaging. The use of spécial packaging reminds people why they got into music in the first place," he states. 'Real music talent is not a conunodity, and should not be treated like one." 
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EDITORIAL 
MARTIN TALBOT 

Allowing retailers to destroy unsold singles is worthy of considération if rthelp^s format 

Retail plea requires leap of failh 
leaves a finished piece of product, in a jewel case. And many labels will fear that by openmg the door to "sale or destroy" for singles, albums would be demanded soon after. 

But, fundamentally, the industry should be willing to consider any strategy to retain a living, breathing singles market. It should be one of the music indus- trys key priorities this year - as emphasised by our new Singles: Down, But Not Out? campaign. And if, by streamlining the music industry's returns system, just one retail chain feels it is worth retaining an interest in the singles marke t, it should 
be vvelcomed. That is not to pre-judge the debate on singles returns, however. It would be a big jump for suppliers to hand over such power to retailers. In theory it is a leap of faith as big as that which faced them a decade ago, when ail stock was delivered on the day it was due on sale, the Monday. Today, though, with much stock arriving in store on Saturday, release day deliveries would be unthinkable. It is amazing how quickly the estab- lished practices of today can be overturned by the 

The suggestion that record retailers should be able to trash unwanted singles rather than sending them back to the suppliers sounds, on the face of it, to be a massive leap of faith. But there is certainly a lot of logic to it. The process of managing and organising the return of dises which, inherently, have little or no value seems unnecessary in this day and âge - especially when sending the units back can cost more than the value of the dises themselves. Only the freight compa- nies are benefiting frôm such a process. And, speaking personally, I would welcome any solution which removes from high streets across the country the bargain bins of old singles, which do nothing for the declining perceived value of music. But there are significant logistical wrinkles, as Bard itself acknowledges. Monitoring such a system is a particularly thomy issue. While the vast majority of retailers, large and small, are perfectly trustworthy, such a system would be wide open to abuse. The reality is that, for CD singles, there is no direct alternative to the paperback équivalent of ripping off the cover and sending that back - ridding a CD of its sleeve still 

The BPFs current policy is 

barkîng up the wrong tree 
ichedbythe BPI .handfuIofUKfile-sharere ig the BPI's 

among the mUlions of people that file-share everyday, is definitely shutting the stable door after the horse bas bolted. To make this policy work, the BPI would have to sue tens ofthou- sands of people on a constant basis, 
pen. The BPI's current poney, mere- 
fiie BPÏ's current policy 
is a pubiicity stunt 
aimed at music loyers 
fore, is essentially a pubiicity stunt 
and shall never have any lasting effect, as lans develop increasingly sophisticated ways of swapping music such as torrent files. The BPI is approaching the problem from the wrong angle - always bi 

s the key to stoppîng the spread of iles: it is in the six-week period before release that ail the damage is done. Manv labels do little to combat the spread of MP3 61es before release, instead leaving it to an overstretched BPI, and this is the real problem that has to be tackled. Web Sheriff has protected numer- ous album releases - including sev- eral number ones - and early meas- ures have reduced internet piracy byupto90%. What the BPI should be doing is slopping the sources of albums get- ting onto the web before release, which is possible provided co-ordi- nated anti-piracy campaigns are put in place. This way you tackle the commercial pirates and bootleggers before release as opposed to suing your own consumers after release. Coupled to internet policing, the music industry has to offer its consumers légal music at a price that puts convenience before cost - finally this is being done, but with 
and Microsoft taking control. But that's awhole otlier ViewpoinL 

cure. They should f down pirate websites and monitor- ing eBay and the P2P networks. Action before records aïe released 

Isthereahole in the 
market for more festivals? 

Last week, Clear Channel and 02 announced a new four-day summer festival in London's Hyde Parle But is there room for another festival in the calendar? 

audience of music fans. An increase in festivals will create choice for the consumer and, as long as the quality 

I thmk there are more than enough summer festivals in the UK. However, as most sold out last year, the public obviously have an appetite for more. I think what Clear Channel are doing here is a cross between a festival and a one-day, open-air show. This is a clever move, as it will attract people who just want to corne along to an 

Martin C Vlnyl "There are loads of festivals, but not that many in London. 1 guess it dépends what themeiUs.lfitis another Party In The Park, lien maybe not, but another Glastonbury 
Schlag, Pamra "The demand for tickets for existing festivals (remember the meltdown of the ticket hotline for Glastonbury last 

the live music sector in général 
suggests there isplentyof public demand for large-scale music 

product/price ratio does not suffer, I guess the motto 'the more festivals, the merrier' applies."  Martin Heath, Lizard King Records "The more music the better. It's a 
lias become - from dises to radio to TV to the internet - and the more 
Ed Stringfeliow, The Agency 
"There is a place for another festival, such as the Wireless Festival, ;ially for the différent types of 
normally go to festivals." Ernest Hendricks, Fortune And Glory "The festival months are quite Ml already. And you know as well as I do that there are one or two festivals that don't always sell out. I thought the général idea of a festival was to have somewhere in the countryside where you could go to Chili out, dnflk a few beers, enjoy a few rays and en to so en you nktraffc 
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wliere he adopted RndioOno, working therameTommy onTopCear. 1973: joined Capita 

Radio legend Toiniiiy Vaiic@ - the man with the 
rock'n'roll voice - died on March 6. His long-time 
producer Tony Wilson pays a deeply personal tribute 
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deemed "not bad for an old bird. Ibis just v/oiildn't have happened in Fluff Freeman's day... Talkinç) of which, as possessor himself of one of radio's greatest voices, Fluff Freeman last week paid possibly the ultimate tribute to bis former colleague Tommy Vance. "I wish I ha   
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Tlie latest jobs are also available online every Friday at www.niuslcweck.com Tlnus'JjvlOa"!le- the following Monday (space 

Opérations Manager Events Salary: Circa £26 - £28k plus benefits Wembley (London) Umlted are lootang for an experienced Operadons \ A //=.m Kl r=ïV / Manager to join this world famous Entertainment, Conférence and V VCTl I lUIv^y 
quality forward. Foousing on tlie entertainment aspect of the business and primarily Wembley Arena and Wembley Arena Pavilion, you wfll be a highly modvated individual with strong leadership and organisational n il 

ocareermoves 

MEDIR 

WANTED 
Established Music Management Company are looking to recruit 

a PRODUCT MANAGER with 
a proven track record in marketing and promotion within the Music Industry. 

marketing compilations ave a minimum of 3 yea 
fteoge. pase e ther post ^ J 

A .'J L'.'..' -/."v.tOcrX jff 
:OH ^^7 BtCORWNG! 

Talent editor 
In January 2004, Music Week predicted that Keane, Natasha Bedingfield and McFly would be among the biggest new acts of the year. If you think you can do as well - or better- this might be the job for you Talent editor is a key rôle within Music Week, which involves overseeing ail of the music content of the magazine and web- site, including news, features and reviews. The rôle demands an intimate knowledge of current music trends - across the widest possible range of genres - an underslanding of the music business and its various demands and the ability to engage with everyone from the greenesl A&R scout to caplains of the industry. The successful candidate will be an energetic, self-motivated music fan, with experience in joumalism, who can both deliver news to deadline and tum out well argued features which touch ail the important bases. 
Please send a CV and cm 

Maternity cover 
Music Week Is looking for an experienced journalist with in-depth knowledge of the music business and of the commissioning process as maternity cover for six months. This part-time rôle, which will begin towards the end of April, will involve liaising closely with our sales team on developing ideas for supplément features and advertonals, and then working with our established team of freelance writers to commission and edit compelling copy for this weekly title. The successful candidate will he an organised, self-motivated individual overflowing with fresh ideas for features covenng a range of areas, from manufacturing and packaging, to dance music, the live sector and PR & plugging. 



Classified 
Contact: Maria Edwards, Music Week Classified Sales, CMP Information, 811; Floor, Ludgate House, 245 Blackfriars Road, London SE19UR 

Rates per single colnmn cm Jobs: £40 Business to Business & Courses: £21 Notice Board: £18 (min 4cm xl col) 
The latest jobs arc also available online 
Booking deadiine Thursday lOam for publKation llœ following Moixlay (spaœ 

BSSSS— 

F: 020 79218372 E: maria®musicweek.com Fulf colour: add 20% Aii raies sulgect to standard VAT Wednesday prior to pubteation (for sériés booldi^s: 17 days prior to publication). 
- " -    -.r? 
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Gordon Duncan distribution 
OVER 2,500 SCOTTISH TITLES IN STOCK 

:. ^     
R □ LLE D G O LD 

! fi 
"Maiden Heaven" Fiona Kennedy CD - PIXIE1004 

Order from Gordon Duncan Distribution Newtown Street Glasgow G65 OLY 
Tel: 01236 827550 Fax: 01236 827560 Email:gordon-duncan@sol.co.uk 
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PR0GRAMMING R00M/STUDI0 TO LET Within (he Roundhousc Studios Complex, ClerkenHell EC1 
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