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rob thomas, 

frontman of matchbox twenty, winner of three 
Grammy awards, two-time Billboard Songwriter of 
the Year, co-writer and voice of Santana's 'Smooth , 
and collaborator with Mick Jagger, Bernie Taupin 
and more delivers his début solo album. 

• ied by the massive US single 'lonely no more' - only the second ^ ^ 
track in history to gain more than 1000 spins in a single week 
at Adult Top 40 

• campaign begins with a UK promo visit in May 

• release supported by national TV advertising, outdoor, press, radio 
and online marketing 

lonely no more 

the single 

out May 9 

...something to be ' 

the début solo album 1 

out May 23 

www.robthomasmusic.comwww.atlanticrecords.co.uk @MEUSMA mppman fntimîtaini" 
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Oasis getoffto 
blînding start 
Channel Four's exclusive preview of the proino for Oasîs's new Lyla single drew an impressive 1.3m viewers last Wednesday night. 
strong first week of the campaign for wliat is likely to be one of this 

year's biggest albums. Lyla was played for the first time Worldwide at 8.15am on Chris Moyles's Radio One breakfast show last Monday and picked up enough radio play across the board to leap into the airplay Top 20 on its first day's exposure. Support followed across a range of stations, with Radio One's Jo Whiley and Virgin breakfast 

duo Pete & Geoff making it their record of the week, while Zane Lowe dubbed it the "hottest record in the world". Big Brother's Emma Greengrass says, "The reaction 
you corne back with an Oasis record, you expect there to be a lot of interest, but it really bas been very strong." 

The preview of the promo followed at ILOSpin on C4, straight after its Desperate 

Truth. Oasis also retum to the live stage this year, including a May 23 Paris show backed by Radio One. o Bumper summer schedule, p3 

Ivors recognise 
new talent 
Songwriting by acts such as 
Franz Ferdinand, The 
Streets and Keane wins 
approval on awards 
shortlist p4 
Mobile networks 
tuneintomusic 
Mobile music is catching up 
with downloads as 
operators manoeuvre 
in battle to dominate 
the market p8 
Wrapping up 
the future 
Movie and TV releases are 
pushing the boundaries of 
DVD packaging, pointing 
thewayforwardforthe music industry pli 
This week's Number 1s 
Albums; N Imbmglia 
Singles: Tony Chnstie 
Airplay: Mario 

19 776669 7761 OS11 

Retail giant's link-up with MusicNet marks vital step towards launch of downloads service 

HMV plugs in to digital 
ion of more than 75 portable rtRowedescribesthe players compatible with the serv- Rowe is convinced HMV will be Sundayofthefirstcombinedphys- es. The retailer more successful than others in ;e the software securing indie content. "Some of 

week with the ai thefirsl angles chart, with the 
HMV Rurope e-commerce director Stuart Rowe describes the tie-up as one of the "big mile- stones" for the sel-vice, which will be backed by iîlOm of investment zroîr 

fder'Mut^NetT'hand" Somer theback-end technology, software, digitdand havcnT yet^Uicy am toydatyl 
senrice, thich wntltuncli in the chain will back the launch of the Given the retailer's : and nowis the right time for 



o It isunfortunatethatWçkeri^s^gg to 
M1 

rJO' 

' accompany the arrivalof this key ^ ln 

imisic business history - Hartoi al. Pi» 

United Business •• Sî 
SSL CMP 

Your guide to the latest news from the music industry ^     rontra| partner of thiS summers Tribal 

Eagle signs DVD 
distribution deal 

Napster ups its 
revenue forecast 

expected to 
« New talent figure; nominations, p'1 O Wall Of Sound is busy suim 

agreement, which cornes into effect 311 May 1. unités distribution 
divisions Eagle Records and Spitfire Records are already looked after by Pinnacle, 

 stfull financial yêar rapid growtb in its subscriber i trading statement.tlie 

Gatbering festival. Tlie radio network will broadcast live from the July event o BBC1 is to sainte such icons as Patsy Cline, Loretta Lynn and Dolly Parton m the one-hour country music spécial Queens Of Country, which is bemg broadcast from 1035pm on Monday, April 25. 
Life's a beach for 
T4,s pop show O T4rs Pop Beach ev 

Place home in Oxford Circus for the confines of Leicester Square, as part of GWR's merger with Capital Radio. Executives bave decided to bring ail 

the Beach will expanded line up. Tri t take place in Weston-buno -■■■"■ -• Somerset on Sunday, June 19 and will feature 16 acts,including Kaiser Chiefs, Garbage and Rachel Stevens. It 
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read ail the 
news as it 
happens each 
day, log on to 
musicweel<.com 
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Radio One backs new music by expanding playlist 

The 1 Upfront list, whïch will 
artists we really should be trying about 23 to 24 times. However, Tlie playlist addition is 

Playsfor ^dTat^to oufL^me 0^thenew 

Gorillaz, Oasis and Coldplay lead string of high-profile albums setto hit retail from next month 

Stores forecast summer scorcher 

by Jim Larkin The music industry is gearing up for the biggest summer of releases for nearly a decade rvith a bumper crop of albums set to boost what is llya quiet period. In eeks t month, albums by Gorillaz, Oasis and Coldplay will kick oft' a sum- mer which will also herald albums by a string of high-profile acts such as Black Eyed Peas, The White Stripes, Jamiroquai, Missy Elliott and Ms Dynamite. ■ •' telike 

The Foo Fighters, Royksopp and Charlotte Church. It means a busy start to the summer for retailers who, in the words of one executive, normally spend summer twiddling their thumbs and waiting for the schools to reopen. The releases will follow a fairly quiet Mardi and April for retail 
sheer intensity of releases will mean casual fans will not buy as many albums as they would if releases were more spread out. But HMV product director Steve Gal- lant is not unduly worried. 'To be honest that's more of a 
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^fromBmce day but ^don^tbmk Aey really Mo to acc^media 

Keane 

se says, "We've got records out acts such as Kaiser Chiels and 
low the model of the 

by an album was released early and continued to sell right through the year. Those acts will deliver the same sales this summer as some of the bîg upcoming releases.' Rose also highlights releases by Gwen Stefani, Akon and Lucie Silvas which he e.vpects to take oiî during the period. For Rose, compétition is seen as healthy. 

corne out in the market, the more but Univetsal will also be aiming 
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OThere is much that the music industry 
can learn fram the film and TV world - 
Packaging feature, pli 

Franz Ferdinand, The Streets and 
Keane gain nods for 50th awards 

Ivors hail 

new talent 

songwriting talent 

by Paul Williams The Ivor Novello Awards is head- 
rude health, with a ne 

Franz Ferdinand and Keane, whose 2004-issued début albums bave both surpassed 1m over-the- counter sales in the UK alone, have impressed the cvent's judges to win places in the newly-announced shortlist, while the songwriting quality of The Streets' second album A Grand Dont Corne For Free is enough to land Mike Skin- 
The event will also see an album award presented for the first time, while the dance award bas been dropped. And organisées will mar k the cvent's SOth year at the May 26 cercmony at Tondons Grosvenor House Hôtel by honouring one song from each of the past five décades. They have already given fellowships in the past year to Sir Elton John, David Arnold and John Adams in récognition of the golden anniversary. Even after so many years, EMI Music Publishing chairman and CEO Peter Reichardt says the Ivors 

M many young 
cocky, but by the end of the lunch they are generally humbled by the whole process," he adds. For this year, Franz Ferdmand make their Ivore bow with Take Me Out, which is shortlisted as best contemporary song alongside The Streets hit Blinded By The Lights. Skinner, who won in the same cat- egory two years ago with Weak Become Heroes, is also vying for best song musically and lyrically, 

best song musically and lyrically with Everybody's Changing, while Pete Doherly figures for contempo- rary song with his Wolfinan collab- 
The Wolfman/Doherty hit is one of six nominations for EMI Music Publishing, to give the company joint top billing in the corporate rankings with Univer- sal. Both claim shares in the Brit- ney Spears hit Toxie, which is nominaled as PUS most per- formed work, while EM! shares the Jamelia hit Thank You in the same category with BMG Music. The most-performed category is completed by the George Michael comeback single Amazing, pub- lished by Warner/Chappell and 
Alongside George Michael, Blue Mountain signings U2 bring some seniority to the procee " _ with Vertigo, which is nominated as international hit of the year. The category othenvise reflects a theme of revivais within the nom- inations, as Vertigo's two rivais for the prize have both been the sub- ject of remakes - the Pete Town- shend-penned Behind Blue Eyes, which was a 2004 hit for Li Bizkit, and Bob Geldof and Midge Ures Wamer/Chappell-published Do They Know It's Christmas. The Band Aid tune is also short-listed as best-selling UK single. pauîw@musicweek.com 
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Bowie/Pink Floyd royalty 

claims back in spotlight 

The SOth Ivor Novello nominations shortlist BEST SONC MUSICALLY FOR TELEVISION; Fallen (BMG, EMI). INTERNATIONAL HIT OF THE YEAR; Behind Blue Eyes by Townsliend (Fabulous); Do Tlicy Know Ifs Christmas? byGridot, lire (Wamer/Chappell); Vertigo by Bono, The Edge, 
by Kîpner, Frampton, 
In Genius); Everybod/s 

by Pliipps (Bucks): Glackpoo! by lane (BBC Worldwide/Bucks). 
SCORE; Deep Blue by Fenton (Shogun); Mon On "ire by Grcgson-Willla 

Michael, Douglas (Wamer/ Rokstone); Do They Know    ■ Ifs Christmas? by Geldof, Dre (Wamer/Chappell); CaJI On Me by Wlnwood, Prydz, Jennings (Wamer/ 

Two music cases goingback three décades have taken centre-stage again, with the rekindling of a claim involving David Bowie's Space Oddity while Pink Floyd last week settled over a track from Dark Side Of The Moon. A matter of years after the late Gus Dudgeon initially launched a claim to recover producer royal- ties on Bowie's 1369 hit, the pro- ducer's estate has now assigned ail Dudgeon's royalty entitlements and potential claims to royalty investigator David Morgan. Morgan, using a company Limited, is now   whathebelieves could be TSm-worth of producer royalties accrucd over the past 35 years. Morgan feels thaï, following the death of Dudgeon in a car acci- dent in 2002, there is a "moral 
However, Hamish Porter at Addleshaw Goddard, which is acting for Bowie's management group RZO Music, disputes Man- damus' right to daim. "The claim is reputed on the basis of eontract and law," he adds. 

lad 

Pink Floyd: settled ont 
Meanwhile, more than 30 years after adding her distinctive vocal to Pink Flovd's The Great Gig In Thc_sky from the epic Dark Side Of Tire Moon album, Dlare Jamsays she is "very happy" to have settled her claim. Torry, who was simply credit- ed on the 1973 album for vocals brought an action in 2004 which included a claim for a composer's crédit, as well as past and future roya ties, on the basis that her contnbution to the fourth track on the group's album constituted co-authorship with Floyd's Rick 

The UK session singer been asked in one Sunday evening by the band. After some guidance, and employing a vocal technique where her singing resembled the chords of a "whining guitar", she made up the famous vocal melody inascriesoftakes. The précisé détails ofthe out- 
wraps because of a confidentiality agreement with the défendants, who, alongside the members of Floyd. included publishers Pink Floyd Music and EMI. Torry says it took nearly 30 years for the action because she_£ould not afford to make a-daim in the late SevealiesymEighties. Torrys barristerTim LudbrooK at 13 Old Square, working on the instruction of her solicitorNick 
Kanaar, adds that it is remarkab'e 1 given t- it of time that "On that aftemoon, she compos something remarkable and Per 
formed it in a wonderful way th» peoplc still enjoy today," he sajî- » Viewpoint, pl6 
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Industry squares up 

to new EU législation 

principlG, tliis means in theory that 

Napster strikes Vital deal 
is of the deal or the eu 

EElIUi 

Changes at BBC network win Sonys' seal of approval 

RI returns to Sony 

Awards' top table 

Radio One is cashing in on 18 months of spectacular change after iu.;k> _ being nominated as UK station of 3 the year for the first ti; ' ' 2000. 

daytime Ime-up during 

Colin'& Edith are xying for daily 

ning for UK station of the year. 

SrSS 

great and there's a nice spread 
everyone from Jonathan Ross and Johnnie Walker and Paul Gam- baccini through to Charles Hazel- wood and Jeremy Vine." Besides Radio One, Radio Two faces compétition for UK station of the year from Classic FM, which will officially become part of the 

tions for commercial stations tvith bing a daily music show of the year six nods. "We left no stone nod for Drivetime with Lucio in its 
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Influential indie set for busy return 
with releases from key album acts 

WoS turns up 

the pressura 

Mt-ttoUshlieVtabèTtsbîggest month) is iUso shmving promise single of 2005, it is gearing «p and the band will join De La Soul, for ils biggest year yet for Craig David and The Mitchell 

a "lucrative deal to license Les Jhë pastyear saw a numberof 

. . . arsays îhëy'don't'Tavè' thë big^ësh Joncs. "We left EMI having been resources of a major label, they licensed to them Worldwide for have to look for ways to market 

Europe - which secs the Company ularly significant. Besides being go through Vital in the UK - and the lOOth single in the U-year his- Shock in Australia have now been tory of Wall of Sound, it will be the 

has been crucial, with so mëny Wg ^Me'featmed in a TV ad for 3 

Festival's photo ID move may point way for live sector 

Glastonbury ID plan 

helps beat the touts 

H 

-I dont think we'U do per- 

^s=;h
t; 

Emily Eavië. "Ifs remarkably bel- ^ ^ Wlrile few advocate the inlro- one eke ^perfectly iegit^atdy?" 

?sîr sa? ": 

ëëd'said^u ™tWs any- bî™ more because ifs photo ID.' After- ofph 
toTay they wnuu'ntt bToffe^g c"n hëlp u'ëf s^rPeter TVd^ 

bit much for t show at Wem- operators more than doubled from 
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Calling ail 

indies... 

...if you want to sell your 

music digitally, sign up 

with the top dog. 

HMV's new digital download service is 
coming later this year. 

We want to offer the consumer the 
best digital music service and we want 
your content to be a part of that. 

Please get in touch with us to make 
sure we have your music in time for 
our launch. 

Email us on diqitalenq@hmv.co.uk or 
speak to your usual HMV contact. 

topdogformusic-dvd-games 1 II W I W 
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Networks try to stand out by launching new services 

Mobile operators 

ring the changes 

than that of ite rival ail labels, big and small. While ^Omn"5 1 'th kb <l0™l°[d 

g^briid thr°^hfthé^re œrtor 25,0^ 

as that S 3,000 last November to^SOChOOO kundi^Me VoX potentia" for what remain largely the 3 neUvork with videoZ" As the varions networks battle by March; and 02 booked an fones catalogue has reached levels untapped sources of revenue, for 3s hold on the video mari 

BBS 

Are you in the business of 
delivering music online? 

The British Broadcasting Corporation is the United Kingdom's publicly-funded national broadcaster. It broadcasts 300,000 items of music per month in its TV and radio programmes. 
In line with developments in the Corporation and the music industry, the BBC wishes to explore the possibiiity of providing an online self service music resource for its programme makers. 

Candidates should demonstrate their ability to: ♦ Provide a wide range of commercial music. ♦ Provide formats that range from browse to broadcast quality. ♦ Provide metadata that meets BBC search and reporting requirements. 
Call Patrick on 
020 79218314 
or email 
Patrick@musicweek.com 

MUSICWEEK 



What the mobile operators offci 

matched by Vodafone and Orange's grip in the fijll-track download sec- tor. However, these two initiatives, while central to the général mobile strategy, are not necessarily core to every network's offering. The oper- ators are constantly stritâng to give their customers more Imaginative technological and editorial-led propositions. V2 new média head Beth Appleton says, "Each operator is building on their strategy and 

Fireplayer, which was launched will also include in-i for customers across ail networks tion plus a sériés last week, allows users to remix compétitions, songs into bespoke ringtones. Virgin Mobile is s Like T-Mobile's Ear Phones offering, which at p« product, it forms part of a wider tively basic in terms c attempt to give the customer added value. The v impames promising plenty dons before the year is out, too. 02 is set to be the first of ail of the operators to market an own- îgratedi 

o lead the launch, v 

tent, to the next level with a 3G offensive planned for later in the year. The company says that it will be introducing video streaming and full-track downloads. And, as for that question of which player can be the Apple of the mobile world, Apple itself is sure to still play a part Perhaps the most anticipated launch of the year will be the iTimes-compatible handset which Apple is developing 

with Motorola. Depending on who you speak to, the highly-anticipat- 
-oranydaynow. For ail the bullish optimism, plenty of concems remain, m( them familiar. As in the online world, s indies voice concem at their abîlity to keep pace with the majors; Beggars' Wheeler highlights that some of the indies are still yet to strike "acceptable deals with ail those involved" and even admits that it can be "hard work and often disappointing". 

ire failing to generate the es they should, due to the ve eut that the operator and te platform prorider take. n the industry sug- st, only 25% of each its way back to the 
key in the months to corne. But, while the new sector certainly prés- ents the record industry with a wealth of new challenges, décisions and partnerships, the public's insatiable appetite for music on the go has left most oplimistic for the future.  iiicola@musicweek.coni 

hfive mov&dl 

DutOJ/OS/OS Dut 30/05/05 

From April 4th Amato Distribution is proud to exclusively distribute Distinctive and Distinctive Breaks 
UK sales 020 8838 8333 / International t44(0)20 8838 8334 / fax 020 8838 8332 www.amatodistribution.co.uk 
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Features are edited by Joanna Jones 
Afterthe British Videogram Association recognised DVD excellence last Thursday, Ac/am 
Webb reports on the innovative design which is moving forwards at an ever-quickening pace 

Creative DVD packaging 

breaks the mould 

Battlestar 
Galactica 
fightsback 
If any recent TV catalogue release lias highlighted the importance of innovative packaging then it îs probably Playback's dual campaign around Battlestar Galactica. With both the original Seventies sériés and updated Noughties "reimagining" coming onto the market in quarter one, packaging bas played an intégral and mutually bénéficiai part in both campaigns. Certainly, for label head Clare Hill, the spécial édition "cylon helmet" (developed in the US) was crucial, not only in reinvigorating the appeal of the original sériés, but also in providing extra impetus to the new sériés collection, which recently entered the Top 10 of the UK DVD chart. "Playback had a huge target on Battlestar Galactica with both the original and the new sériés DVD," says Hill. "The franchise had not had any serious TV platform since 1979 and as such it was essential to hring a DVD product to market that would re-energise consumer demand." "The spécial limited édition was a show-stopper," she adds, "helping us to secure terrestrial TV coverage and mass PR. In the US, it was the aumber one selling cuit TV product of 2004." The rétro cool of the bespoke box was also matched by the regular box set which boused the seven-disc collection in eyc-catching mirror board packaging. With positive PR generated by the rc-issue, the jroundwork was laid for the Four-disc Season One collection of the updated sériés. Developed in the UK, the holographie-style 

cqually arresting - built around a lenticular eye of the show's key character, Lieutenant Starbuck, that follows the viewer as they move past it. For Hill, this makes Battlestar a prime example of how packaging eau help communicate with the widest possible audience and push a cuit or non-terrestrial sériés into the mainstream. "The UK market is very sophisticated with many différent consumer groups buying into a particular DVD," she says. "For example, there are DVD collectors who may not be interested in a spécifie franchise, but who must own the packaging; there is the core 

market who will buy the franchise and wl at a premium price t overall package repr 

find it. "Battlestar is the example of how a tit turned into a mass n proposition. The new is a satellite-only au but the DVD is now i you have to be able 1 titles into mass mari propositions and pac is one of the things 1 us to do that." 

As DVD accounts for a significant and growing proportion ofthe entertainment retail pound, so the marketing of those dises has become increas- ingly sophisticated. With compétition growing ever fiercer, studios and dise producers recog- nise a growing need to differentiate their prod- uct from their competitors. That this is already happening in the home entertainment sector is clear from the sheer range of innovatively pack- 
pieces already on the shelves. And, with foi-mats such as Dual Disc set to further blur the lines hetween audio and visual médiums, there is much that the music industry can learn from the film and TV world. To some extent, what is happening on the high street is simply basic retail principles in practice. In a highly compétitive market place - exempli- fied by the DVD sector - every possible advan- tage must be utilised to enable a product to stand out and gain access to precious premium retail space. Packaging can certainly achieve this, but it can provide an edge in other areas too - helping stu- dios and DVD labels target différent customer demographics, reinvigorate catalogue releases and generally provide an instantaneous link to the content of the actual dise itself. "In a store environment, where products fight for maximum exposure, innovative pack styles are deemed to be high demand or 'extra value products', which often means they receive positional preference in-store," says Adam Teskey, managing director of packaging spe- cialist CMCS. "This fact has not escaped pro- ducers looking to exploit the market-to-con- sumer process and explains why spécial packaging is so popular among consumers and producers alike." "For this reason," he continues, "our spécial pack solutions maximise sales and product awareness in-store by giving our clients' prod- ucts real shelf impact. They are designed to be both aesthetically and tactilely appealing to i giving them a great presence 

"It's a way of differentiating our products and making them stand out," adds lan Fullerton, product manager at Warner Home Video. "Every raonth we get new designs from packaging com- panies - everyone is trying to corne up with a new thing because they know that if it works and they get a patent on it then they'll be rolling in it," he adds. "For us it's great because we just get so many différent designs coming in. It's a fasci- nating market because we're constantly looking to save money, but we're also constantly looking to make these films attractive and différent" The resuit is that the sector is moving forward at an ever-quickening pace, with studios keen to exploit innovative designs that incorporate new 



materials. Jean Noël Foumilher, sales manager at BDMO and director of plastics and metals specialist Key Solutions, says, "What weVe noticed is that our clients want something that has never been donc before - they don't want to do the same as their colleagues, even if that idea was very good. They want something new and original.'' And while this is positive news for packagers, who have an enormous amount of scope whcn it cornes to pitching ideas, there are also inherent challenges and restrictions to what can actually be achieved. Clients demanding eye-catching results that suggesl quality and added-value also have acareful eye on budgets. They want designs that can inspire customers while remaining attractive and rack-friendly to retailers and replicators. Add in other practicalities, such as security tagging, and packaging companies have plenty of factors to contend with. "There are restrictions and the biggest one is time and the other one is money," explains Pan Pantelli, director of TM, the marketing and design arm of AGI Media. "There are also restrictions at retail - space is at a real premium and retailers have got so much product to choose from, ffom ail the différent studios. So if you produce something that's an abnormal shape, that won't fit in their units, then you might have problems getting it stocked." However, he adds, once these potential pitfalls are overcome then, on spécifie projects, there is enormous scope for creativity. "For example, when we worked on i, Robot (for 20th Century Fox) we produced a full plastic android head for the top end of the market which was very exclu- sive and very limited. "We also worked on the mass-released day- one package, which was still unique because it was in a slip case and it had some nice metallic touches, but it shows you that you can go ffom one extreme to the other. The i,Robot head looked absolutely incredible, butyou'll be paying up to £200 for it, even though the product inside is exactly the same." Once these boxes are ticked, then the results can really enhance the perceived value of a product. And, although the easy-to-pack/easy-to-stack amaray case still dominâtes the DVD market, the one unifying factor regarding new trends of packaging is probably the sheer lack of uniformity. "There are no limitations except for time and money," réitérâtes Pan Panetelli. "We are con- stantly developing new packaging but, because we haven't got patent cover, it's difficult to go into détails. However, we're constantly looklng at différent sub-strengths and différent forms of packaging." The beauty of DVD packaging is that it can be very product-specific, with scope to incorporate différent materials, inks and designs while adding anything ffom books and postcards to figurines (and even, taking the example of DOC- data's recent three-disc marital aids set for Ann Summers) to the overall package. This makes drawing out particular trends almost impossible, although the increased use of cardboard and digipack packaging, such as AGI Media's Digistak (as seen with the eight-disc box for Anchor Bay's Halloween - The Complété Collection) have enabled boxes to hold more dises while retaining DVD's selling-point of compatibility and shape. "It's a weird line," says lan Fullerton, "you can't have a box too small because it's got to look like you're getting value, but at the same time, if it's more than five plastic DVD amarays. then it's getting pretty big - if you re trying to get a few ofthose on your book- case at home, you're struggling. Soyou do appre" C1 «i»,'1 jVllen tllere's n'ce slim packaging. We do that a lot now - so if we've got more 
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Packaging That Serves The Music Industry - from our uniquely grained Beastie Boys FlexiPac to our rigid leatherette- 
style Michael Jackson GrandPac, it's not hard to see why the CMCS pack range holds a universal appeal to producers 
and consumers Worldwide. 

CMCS Group Pic has worked with the music industry 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 innovative 
pack designs that are cost effective but continue to offer the 'added 
value' sought after by consumers Worldwide. 

Nick Cave & The Bad Seeds - Rigid Cloth Slipc Nick Cave & The Bad Seeds - 24 Page Booklet Michael Jackson - 5 Disc Rigid GrandPac Beastie Boys - 'O' Card Slipcase Beastie Boys - Single CD FlexiPac Simple Minds - 5 Disc CaseboundPac The Residents - 2 CD CaseboundPac Ash - Vinyl 12" Gatefold 

CMCSGROUP 
1 KENNET ROAD i DARTFORD i KENT i DA1 4QN ; 

0208 308 5000 0208 308 5005 sales@cmcs.co.uk 
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Receive 11 DVDs this year 

when you subscribe to PROMO ^ ^ 

m Offer includes 7 from the 
back catalogue and yoiir 
future quarterly DVD. 

While stocks last. 

'■ ""r h m i —f 

To subscribe contact: 
David Pagendam 020 7921 8320 
dpagendam@cmpinformation.com Bi^# 



than four amarays then we tend to go for digi- packs so that the thing folds out, or we do 'sliras' which are cardboard or plastic holders that are literally no thicker than the DVD dise itself and half the size of an amaray. When you're putting six films into a box that makes quite a différence." Another key area - as it is with the music world - is in repackaging and rejuvenatingback catalogue. "If you've got a new lead-title feature film, there is an argument that you don't need any spécial packaging whatsoever," says Clare Hill, head of Universal's cuit TV DVD label Playback. "The same would apply to a music title. Whereas, when you're talking about a cat- alogue or niche or cuit title then it really does need a point of différence - not just from a con- sumer point of view, but also from a trade point of view. Before we get to the consumer, we've got to get the trade to buy into it and give it some 
Examples here are numerous - ranging from limited bespoke pièces such as Playback's Cylon Helmet box for Battlestar Galactica, to Colum- bia Tri-Stars sériés of spécial édition boxed sets for classics, such as Dr Strangelove, Easy Rider and Monty Python & The Holy Grail (ail of which hold extras like books or postcards) to 

Warner Home Videos recent season-by-season repackaging of Friends which was also collated into a 30-disc box. The latter, says lan Fullerton, is a great example of how new slim packaging can re-energise a familiar product - even one that is already widely available on DVD - and lend it a whole new lease of life. "Friends DVDs used to be packaged in amarays and slip cases which then got bundled together as one big package," he says. "That was fine, but now there are 10 seasons of Friends and so the TV team basically repackaged every season into one com- plété whole range with new slim packaging and a great price. Along with the box set, it refreshed the whole sériés entirely and sold really well." Renae Hanvin of Warner Bros Entertainment UK says, "The new packaging solution enabled the established franchise to look fresh at retail, while maximising consumer sales and delivering extra value into the market. In the all-important 4th quarter of 2005 Friends achieved breath- taking sales of some 5m single dises." But it is not only the re-issuing of past glories that highlights the potential power of packag- ing, With the imminent arrivai the of likes of HD DVD and Blu-ray, as well as mini DVD, the future will hold some interesting developments too. Certainly, with the bar being raised in 

terms of picture quality, the big question is whether such new formats will also be differen- tiated by new packaging to make them instant- ly recognisable. For Pan Pantelli, how exactly this will unfold is still unclear, but the ongoing dialogue with stu- dios will ensure the importance of packaging for the next génération of technology and beyond. "In my personal opinion," he says, "you're going to have to reflect those différences [between for- mats] instore, whether thats via branding or graphies or by changing the pack dimensions. "You know from a mile away what's going to be a CD and what's going to be a DVD, they're two radically différent products - but now do they create another tier of packaging? I don't think the retailers would appreciate it, but you've got ail of these logistics to think about and you need them to buy into it rather than putting up barrière. "That's for lots of other people to discuss and décidé upon - but, certainly, we're already being asked by lots of différent studios and various manufacturers to corne up with solutions for Blu-ray and other forras of packaging within the DVD industry." Further challenges and opportunities lie ahead it seems. 



o Should the live sector adopt a Glastonbury- 
style photo ID system to stamp ont touts? 
Write to mwletters@miisicweel<.com 

Next week's combined chart has prompted the traditional retailer to move with the times 

HMV's digital move marks new era 

Martin Talbot editor. Music Week. CMP Inf Ludgate House. 245 Blackfriars Road, London SE19UR 

The news that HMV is getting its act together online is encouraging news in so many ways. It is encouraging that a traditional retailer, with roots nmning deep into the music business, is getting its digital strategy on the road. It also looks to be making the most of its "last mover advantage", by avoiding one of the biggest mistakes of some of the already established digital operators - by courting the independent label sector. One of the reasons for HMV's success in the physi- cal world is its récognition of the independent label sector; its commitment to developing new talent - within the context of building a successful business - is what sets HMV apart from many of its competitors. By holding out its arms to the independent sector as it préparés to become a genuine digital operator, HMV is simply maintaining its long-standing posi- tion. That isn't to say it will roll over on terms - when has HMV ever been known to do that? - but it will play the game and give indies their due. HMV's move is a positive one from a wider per- spective too. Taking an established high street brand 
's Road ^ onto we^ can onb' help drive this new area of busi- ness, to the benefit of ail of those making music. 

The timing of the HMV announcement is particu- larly telling, coming as Millward Brown and OCC begin compiling digital data for the officiai charts for the first time. Like HMV's move into the digital world, the addi- tion of download sales datato the officiai singles chart provides further evidence that digital business is here to stay. There remains plenty of debate about the timing; whether the move towards a Consolidated chart has been made too hastily, whether more could have been done to level the playing field. But, it is an inévitable step; it is a move which would have had to happen at some point and, what- ever the delay, would always have caught some peo- ple out. Every day, the environment is developing. Even as late as last Friday afternoon, Vital:Fias Digital con- firmed that it had struck a deal to supply Napster with repertoire. This will further assist indies online. It is unfortunate that bickering is continuing to accompany the arrivai of this key moment in music business history. But it should not mask the signifi- cance of this step. Welcome to the new world. 

Pink Floyd court case 

shows it is never too late 
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Pink Floyd's masterpiece The one of their most suc 
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Is photo ID a solution to 
beating the ticket touts? 

think photo ID mises issues about be looked at because the industry j 
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I think photo ID is a great idea, Why think if the photo ID System is 
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Forum is edited by Jim Larkin 
The second Urban Music Festival takes place this 
weekend and officiai ambassador Drevor Nelson 
explains why he thinks it's the best event on the circuit 

How did you get involved in the Urban Music Festival? 1 was approached before the first one last year. The idea of a music festival had been bandied about, but it's not something that can just be put into place like any other festival because black music has a différent dynamic and culture. And you can't get the title 

with and en b event help people? by the Prince's Trust and I ' : who've been helped by it in the pasl Some of the core people the Prince's Trust are trying to help are the type who wi 

'mÊÊm 
m 

f i|« 

wm 
w 

   sic festival and they're offered workshops and advice about in the bu is. I w 
year and this was the only one that was any good, People can be cynical and say that it's a royal event and Prince Charles can p  just think "Wéll, so v 
The artists were amazing and there was a really good combinalion of US and UK acts. They had Jay Z, Alicia Keys and Beyoncé, while Dizzee Pascal really rocked for the UK. The important thing is that 15,000 pe 

i were £25, which was amazing se that's what you'd pay to see le of these artists. I think tlie 

What are you looking forward to about this year's event? Not doing so much, 1TI be taking more of a spectator rôle this year. I did loads of TV and hosted varions events last year, but l'm going to go and have 

a look around. The first show was fortunate with the acts it attracted and I think this year it will consolidate, but there will be a good balance en the UK and US acts. Tlie key " : diversity, with a bill that goes right across the board. I think tiie goodwill from last year will mean it should be very popular. How healthy do you think tlie UK 
It's either very underground or very mainstream with very little in between. Grime is happening, but I don't know if it will cross over. Kids are making music and Channel U is playing their videos, which is great. And the pirate scene is happening. But there's a struggle between keeping crédible and selling records. In the US you can sell a million records to your people and stay codlr-''' ' 
100,000. It's healthier than it has been, but ail the big artists are Americans like 50 Cent so we've still got a way to go, but ifs healthy in the underground. I think there are too many compilations coming out - they overdo it, but R&B and hip hop have 

survived it and people are still buying artist albums. What do you think of the terni 
It cornes from America because they're more comfortable with the term. The problem with the terni "black music" is that so many people make music of black origin, to use a phrase from the Mobos, that it doesn't mean much. Tlie nght-on people don't like the word urban, but I don't really care. It's à diverse umbrella that doesn't pigeonhole it too much. What's next for you? l'Il be carrying on with Radio One 

just enjoying every i Every time I think ifs coming to a grinding hait something cornes along and the Urban Music Festival did that 

Festival takes place at Earls Court on April 16-17 and will feature acts induding Xzibit Faith Evans and Craig David. 

Street teams are becoming increasingly popular as a means of promoting acts and Don't Panic believes it has a key rôle to play in taking grime mainstream. 

Relax, Ifs a form of marketing that came to the fore in the early days of hip hop in the US and rave in the UK Rappers literally used to sell thousands of records out of the boot of a car on a New 

spécialisés in distributing goodie bags comprising posters, flyers and free gifts such as sweets, cigarette papers and even condoms, making them more désirable than a standard flyer. There are also some cute creative touches too. For Lady Sovereign, for example, a spoof newspaper calied Tlie Sov has been producedc r life, an 

while in the UK flyers handed out on the street or pasted to a wail were a vital form of promotion for dance 
o why mention it now? 

notable ft Urban Music F How so? Although ifs a method o , being used by the majors for acts a: mainstream as Coldplay and Gonllaz, one genre which is particularly making use of it is the UK's rap/grime culture. Grime is one of the most distinctive musical trends to corne along in some 
break through to, risks becoming just a passingl like who? Well, Nick Agha from a compz called Don't Panic for one. Don 

rrent packs. You'll find the packs 
the counlry as well as clubs and shops. In light of the current " represents 

Dizzee Rascal, Kano, D Double E, Roll Deep. Udy Fury, SLK Lethal B, Terror Danjah, Taliban Trim, Crazy Titch, Snow White, Shystie and Roadside Crew, to name a few. It is also an officiai partner of the Urban Music Festival. 

Smallman is planning to climb Mount Everest in aid of the National Endometriosis Sodety, More than 2m women, induding Smallman's long- time client Louise, suffer from the disease. Donations can be made via www.endo.org.uk... In the antipodean 

Clash of the 
radio Titans 
Remember where you heard it: Expect Capital and GWR executives to be cracking opeu the Champagne on Sony Radio Awards day on May 9, even if they walk home empty- handed. By bizarre coincidence, UK radio's biggest event of the year occurs the same day the commercial radio giants' merger officially cornes into being... Just a few days earlier, the radio worid will also have to take in another huge clash of events - Rajars day on May 5 just happens to coincide with a certain other popularity poil involving Blair and co. And, despite suggestions to the contrary, Rajar bosses say they 

reat Gig In The Sky to be recognised, has some interesting insights in the process of how the track came about. Apparently, after 

almost walked from thi 

ve their 'oid the général élection. 'We were first," a spokeswoman defiantly points oui although the PM is not budging on his 
based Heart FM's new signing Jami Theakston will literally have arch rival Capital FM in his sights when he launches his new breakfast show later this month. A launch party is The Penthouse in 

Capitafs ' ' - ' ped tl . by publiciy _ them a week before today's (Monday) officiai announcement?,.. He might be scared of heights, faut Oliver 

now distinctive voice, which she believes is "very simiiar" to Gilmoufs own vocal efforts... Expect to hear news from hotly-tipped band The Arctic Monkey soon. Présent at their Club Fandango gig on Tuesday night last week were both Sony BMG and Uuiversal suprêmes Rob Stringer and Lucian Grainge, as well as EMI Music Publishing's Guy Moot.. If imitation is the sincerest form of flattery tlien Xfm progtammers must be chuffed with Radio One's new playlist element 1 UpfronL Not to be confused, presumabiy, with Xfm's own long-established playlist section Xfm Upfront,. Over to St John's Wood and the Abbey Road film festival (see below). Never normally open to the public, the festival provided a rare 
the worid to see inside the studio where so many of their idol's songs 
much. with officiais reporting iees literally burst into tears as they walked into Studio Two, It's like Beatlemania 

From James Bond to Lor Rings, Abbey Road Studi been used lo record soin for a huge number of cl; > it w, iaptth stage ils very own film festival showing movies featuriug songs made at tlie studios. Studio One was tumed into a cinéma, while adjacent Studio Two housed classic artist photographs taken 

hîgWights was a screening of A Hard Oay's Night togother witli a Q&A with some of the original casl and crew. Pictured arc (l-r) studios managing director Dave Holiey, Victor Spinetli who played the TV director, David Janson who played the truant, pteture edrtor Roy Bensou and A Hard Day's Night DVD producer Martin Lewis, replele witli a coat hanger which appears in the film. 


