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Sony BMG sticks with release plans 
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le ofspoof files hadre 
became available on UK auction One source played down the site eBay, with one seller offering conséquences of the leak. "Only a 

stoâw5' BMG ^ 
single release" Lyla! a said one. "The ^enie is oui of 

BP1 reaches ont 
to indie labels 
The association underlines its commitment to indie labels 
by recmiting Virgin 
vétéran to promote 
their interests p3 

Front CD maiiout 
to online promo 
Record labels and pluggers 
are increasingly turning to 
digital deliveryfor 
sending new music 
to radio plO 

The core Is 
what matters 
Thisyear'sClassical Britsis 
focusing on core artists 
such as Nicola Benedetti as well as crossover 
successes pl4 
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0 'There are some events which must 
make record executives want to hold 
their heads and scream'- Editorial, pl8 

CÂMIMEW Your guide to the latest news from the music industry IncctporaliDg (o^o. MBl Future Hits. Green SlweL ^ _ 

Tb 
news as it 
happens each 
day, log on to 
musicweek.com 
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Green light for Warner sale slams brakes on band dispute 
Edgar Bi-onfman Jr told a US investor roadshow last week tliat Warner Music Group's long- awaited initial public offering (IPO) would go ahead this week, despite threats from Linkin Park to derail the move. The US band is threateninn to pull ont of its contract with WMG if it is not given a eut of the estimated $1.4l)n windfall the 

However, a'source close to WMG says tliat a meeting in New York between Bronfman and bankers, investors and Wall Street analysts last Tuesday - the day 

after Linkin Park's mi issued its ultimatum, wbich is also jght to include demands for a r $60m advance - passed 

financial community about the band and the pricing of the IPO is scheduled to go ahead this week. The source adds, "There was a Q&A session as part of the roadshow and not one question related to Linkin Park," he says, adding that the média furore - which is being dismissed by WMG 
Park's management company The Firm to negotiate an improved deal - may help WMG rally the investor community's enthusiasm for the IPO. It is understood that The Firm is justifying the $60m advance 

request by claiming its clients have contributed 10%jrfWMG revenues over thepast five vears. A WMG spokesman disputes this, saying that no act has delivered more than L5% of revenues over the same period. The analyst source says the tough talk from WMG may help investors see the group is not an easy touch. "They can see that [Warner Bros chairman and CEO] Tom Whalley will not eut a deal that hurts the company. The message is that the âge of doing deals with superstar acts in the second half of their 

career is over," he says. Bronfman has now finished his roadshows to rally support for the IPO after visiting London as part of the European leg. In London, Bronfman unveiled his vision for the music industry, which he suggests by 2008 will see just 81% corne from traditional sources, with online contributing 10% of revenues and mobiles 9%, He also outllned to potentiel investors that a high proportion of the group's revenue split -16% from publishing and 34% from catalogue - derived from reliable 

BRI promises fresh commitment to indies with appointment of new director Jon Webster 

Indie advocate offers olive branch 

The BPI's new director of inde- pendent member services is calling for a spirit of co-operation with Aim and has urged labels to join both opérations. The BPI last week appointed Virgin Records vétéran Jon Web- ster to the newly-created position of director ofindependent member services in what is the latest attempt by the organisation to 
Webster will chair a new inde- pendents committee designed to better reflect the. interest of the independents within the overall agenda of the BPI. It is Webster's first full-time rôle since leaving Virgin in 1992 and his appointment sees him reunited with BPI executive chairman Peter Jamieson, with whom he created 

than 20 years ago. He has also run independent label Aquarian Nation for tire past four years. 

"It is a tough life as an inde- pendent label," says Webster. "The challenge of doing something to help the independent sector wàs what drew me back. Some things are worth doing for the good of the 
Webster highlights particular issues that he will be working on, such as the drive to get independ- ent releases available online and simplifying copyright issues to empower independents to sell music from their own websites. Webster's appointment follows on from the BPI's introduction of a new independent-friendly mem- bership structure and a drive to get more independent releases avail- able through digital retailers. While this has been interpreted in some quarters as an assault on Aim, Webster says this latest move is not intended to create conflict with the association. "We want labels to belong to both organisations," says Webster. "The BPI has 340 members, 336 of whom are independents, which is a very high percentage. We say to labels a) join the BPI and b) join 

The challenge of doing 
something to help the 
independent sector was 
what drew me back' 

iothat together. In today's climate, where money is tight, it's crazy not to co- operate where we can." Aim, meanwhile, is embrace this spirit of a providing certain conditions are met. For Aim, a fruitful relation- ship is viewed as possible proriding 

attention is paid to agreements made on BPI/Aim split member- ship subscription models agreed earlierintheyear. "I like Jon a lot and look for- ward to working with him," says Aim chairman and CEO Alison Wenham. "But we don't have the shared subscription agreement in place, so l'm going to need to see some urgent attention to that before anything can happen." Jamieson describes Webster as a "focal point with wisdom and experience" for the independent members who Jamieson says the BPI has in the past overlooked when tackling issues on an indus- 
There is also a strong sense within the BPI that his appoint- ment represents the final part of a jigsaw. There's a huge feeling that the line-up is now complété," says Jamieson. "It's a tough job £ 

unconvinced. Beggars Group chairman and key Aim supporter Martin Mills says, "I like Jon and wish him well, but the BPI is not relevant to us. The différence and Aim is that ;ts of 

roundinglhei good example ofthis." Webster - known widely in the business as "Webbo" - began his career in the industry at Virgin Retail in Hull, working his way up to manager of the chain's flagship Oxford Street store before transfer- ring to Virgin Records, of which he became managing director in 1988. behindthe Merci and a a column in Music Week for as handled intema- al marketing for Genesis, Peter iriel, UB40 and Van Morrison. Webster says the first priority in 
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Panels voice concern at lack of support for new talent 
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HMV 2005 OPEN1NG PERFORMANCE cndino April 23 2005 ©The net can be used to our 
advantage with some clever 
marketing - particularly viral' 
- Viewpoint, pl8 
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HMV warns of tough climate 

despite strong album line-up 
like-for-like sales for its UK & Ire- land business dropped 3.8% in the 15 weeks to April 23. However, HMVbelieves it is holding up bet- 2 of its 

exceptionally strong release sched- ule might not be enougb to fight " igh high- 
that i larket sh 

Despite the imminent arrivai of big-name albums from the likes of Coldplay, Black Eyed Peas, Oasis, Jamiroquai and White Stripes, the retailer suggests the downturn on the high Street is so acute that HMV and other entertainment 
âge of potentiel customers. "Certainly conditions are diffi- cult and I bave to say, although from the point of view of product you can look at the ule for albums and see there's a lot of exciting product in the pipeline, my concern is whether shoppers 

HMV, among the UK's most robust retail performers, has itself had a notably tough opening four months to the year: a pre-close trading statement which was issued last Wednesday shows that 

nd DVD during the period. Among the rest of the field, Woolworths concluded in its own preliminary year-end results in March that the retail trading emironment ahead was "difficult", while WH Smith has previously reported like-for-like retail sales for the seven weeks to April 16 this year were flat. HMV's opening to the year contrasts sharply with ils Christ- 
total group sales for the 53-week year to April 30 rise by 4.7% 

Giles recalls that, a Christmas figures were unveiled in January, he gave a cautious out- 
ronment for the months ahead. "That caution was well advised," he says. There has been a very signif- icant slowdown from the middle of January onwards. Although it has been hard to read foryear-on-year 

because we've had changed tim- ings for Easter, school holidays and Mother's Day, if you read through that there's an underlying pattern of général détérioration of trading conditions and music and DVD have been affected by it," The général UK high-street downturn was underlined by fig- ures released last week by the CEI. which showed UK, retail sales falling in April at their fastest rate since July 1992, prompting a call for interest rates to be left unchangod. In lire music market, over-the-counter artist album sales were 1.8% down on the year up to the end of April, while com- pilations plumraeted 12.9%. At the same lime, Giles notes the 20 biggest-selling DVDs for January to April sold 9% fewer units in total than their 2004 équivalent "Then lalim 'We can manage our 
be as imaginative and aggressive as we can in terms of promoting. The main thingwecan do andwill do is to hold our nerve and get through this. I don't think these 

Capital and GWRteam 

get ready for action 
Capital and GWR's merged alliance GCap began trading on the London Stock Exchange this morning (Monday) ahead of its first public outing at tonight's Sony Radio Awards. The officiai launch of the group, which - with a portfolio including 95.8 Capital FM and Classic FM - is comfortably the UK's biggest commercial radio operator, cornes just seven months after the two radio giants ended widespread spéculation by confirmmg they planned to join forces. Capital Radio chief executive David Mansfield was immediately confirmed as CEO in the combined opération at the time of the merger announcement back in September, with Ralph Bernard assuming his GWR rôle as executive chairman. The other directorial positions have since been finalised alongside other senior rôles, although the complété staff structure and locations for some departments are still to be finalised. Such is the size of the new group that two opérations directors have been put in place, dividing GCap roughly down the middle. Former Capital opérations director Paul Davies will oversee ail the London-based stations, including Classic FM, plus the Century FM network, while his onc-time GWR opposite number Steve Orchard is looking after ail 

Under Orchard will be his long- time GWR colleague Dirk Anthony, who will have senior programme director Duncan Campbell and digital radio programme director Keith Palmer under him. Under Campbell will be régional programme directors Dick Stone and Nik Goodman. The station and brand heads on Davies's side will be as before the merger, including Keith Pringle, 

Onth iic side, it has previously been announced that Mark Findlay's rôle as head of music for the Capital FM Network was being extended to oversee a portfolio of more than 40 stations. The merger will aise see Classic FM ultimately leaving its existing home of Swallow Place in London's Oxford Circus for Capital's Leicester Square building, where Capital FM, Capital Gold, Xfm and Choice are already based. However, Swallow Place will be retained by the group for other functions. Some departments currently in Leicester Square will be moved, although a final décision has yet to be made. O Rajars analysis, p6 
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■ Some 317% of havoqrowll 2Z9%havevisiteda lin q'ûârter radtostaUon's A. website (2004: 24.2%) and 173% 

As Capital and GWR merge, Rajar figures show commercial radio under pressure from BBC 

Radio giant faces tough battle ahead 

industiy should certainly find the (2004: 9.8m) adult listel £711m broadcasling giant c loday (Monday) by the metger of Capital Radit 
Known as GCap Media, the ' e group reachcs 

heard by 

grow from 187,000 a week a year ago to 311,000, while IXtra's reach was up from 263,000 to 351,000. Steve Lamacq began presenting five days a week on 6 Music at the beginningofApril. 6 Music head of programmes Rie Blaxill says the figures are an 

17.1m listeners to the latest Rajar figures. It sure encompasses strong radio brands the such as Classic FM and 95.8 Capi- reac is the Century almost 

breakfast and is n around 7-0m adults a week. One notable resuit for Radio 

re people in London - 
We can make a huge 
smash across the 
country with one 

approach to music radio. "This is a crowded market, but we have a strong playlist," he says. "We champion new music and mix that with core artists, while allowing our respected présentées free choice in their shows." Virgin Radio found itself the 

high of 2.8%. "We have managed to refocus the music and now include artists such as Lemar, Alicia Keys and Faith Evans," says group pro- gramme director John Simons. "They would not have featured on the old Jazz FM, which had become a bit of a muséum and played too many instrumentais which did not connect with peo- ple, particularly women." Elsewhere in London, Chrysalis's Heart 106.2 regained its position as the city's top com- mercial station with a 7.0% mar- ket share and nearly 2m more lis- 
Sbl^d 

young audience in London. Our huge web presence is also raising 

fall slightly, but their share rose from 9.9% to 10.2%, helped by 

^nrh^othsS 
radio alsQ6 benefited^the I^C Media mightwantto ponderwhen planning their friture strategy. steve.hemsley2@btintemet.com 
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would like to congratulate Kylie and her 
Showgirl Tour for a fantastically fabulous 
night We would especially like to thank: 

Terry Blamey Management 
Alan Macdonald 
Helena McGeough & ail at Parlophone Records 
Steve Anderson 

Russell Thomas 

...for an amazing show 
See it again, Saturday 14th May at 9pm on E4. 

Plus even more live music on the way... 
THE NOKIA ISLE OF WIGHT FESTIVAL, REM, 
Morrissey, Roxy Music, Faithless, Razorlight, Snow 
Patrol... DOWNLOAD FESTIVAL, Feeder, Garbage, 
Black Sabbath, Velvet Revolver, System of a Down, 
Slipknot... Os WIRELESS FESTIVAL, New Order, 
Basement ]axx, Keane, Kasabian ... T4 ON THE 
BEACH, Athlete, Kaiser Chiefs, Feeder, Rachel Stevens, 
Mylo, Rooster, Goldie Lookin Chain.. .V FESTIVAL, 
Oasis, Scissor Sisters, Franz Ferdinand, The Prodigy, The 
Chemical Brothers, Embrace, Maroon 5, lan Brown. 
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Digital is edited by Nicola Slade 

Stateside successes highlight différences in chart mies | P0fy|j)( formât ISUnCllËS 

CoMplay speed ahead |at premimn priœ point 

with US digital smash 
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When the "di" music player - the interactive music format developed by London-based company Digimpro - was incorporated onto Roots M 
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Clips. Sequences. Short Programmes. And the Rapido Music archive. 

Décades of content. 

A différent take. 

Motion Gallery 
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• Fast 

•Secure 

• Trusted 

One call for ail your radio and TV distribution requirements 

020 7468 6888 

Contact Ross or Sarah for more détails: info@fastrax.co.uk wwwfaQtrav qq nk 



ftatufes are edifed by Adam Webb 
Record labels are examining digital methods of delivering music to radio, once dominated by 
CD promos - and radio pluggers are also in the forefront ofthe révolution. ByAdam Woods 

Radio tunes in to 

digital delivery 

No sooner have record companies finally become comfortable with the practice of doing their busi- ness in the digital domain than they find them- selves in the unusual position of preaching the gospel to areas of the industry which are still a lit- tlewaybehind. Increasingly, radio is being challenged to embrace digital formats for both promo and broadcast purposes and, although many recognise the benefits, there are still those who are not yet ready to let go of the old world. "In this digital âge, it makes complété and utter sense to use digital technology to send music to radio stations - I just wish radio stations would move with the times and use these digital Systems instead of wanting everything on CD as well," say-s Intermedia Régional managing director Steve Tandy, an early advocate of digital delivery to radio, havingbeen involved in the launch of IMD Fastrax's music distribution service five years ago. 'At the moment, I am having to do both," he adds. "Radio stations have lived with CDs for décades and it is quite hard to get them to change." It is five years since IMD Faslrax started sending new music releases across the private ISDN and ADSL network through which it bas built its busi- ness supplying advertising to TA' and radio. Over that period, Fastrax bas established itself as the leading digital distributor of audio and video material to the broadcast world. But even though tire service has presented record companies with the ability to send out radio releases to 180 radio stations via a secure digital channel, and virtually every record company uses it to greater or lesser degrees, tire culture of tire CD promo lives on. "For a long time, a lot of people have said they would not stop sending out CDs until everyone else does and everyone else has said the same thing," says Fastrax account manager Sarah 
Only since the launch last summer of Music- point has Faslrax had a direct rival in this area and if the effect of compétition on the marketplace is to convert the remarnder of the record companies to digital delivery, the effect on radio station postbags could yet be profound. "I must admit, at the moment I still prefer get- ting everything on CD, [but] only because I do actually get everything on CD," says Jim Davis, head of music at Century 106 in Nottingham. "I have Fastrax on my desk and it is great, but they do not distribule everything and the track I am look- ing for might not be on there." Davis half-jokingly refers to heads of music as "fuddy-duddies", but he is adamant that the only différence between the postbag and the inbo.x is 

Sony BMG aims to make history with Legend ^ 
Anyone who changes his sumame from Stephens to Legend is clearly not lacking in a sense of self-worth, but it would have required confidence bordering on arrogance to predict the degree of wamith with which John Legend has been received by the Ul< média. Originally scheduled for release in Noveniber, Legend's début album Get Lifted had already begin to pick up speed at press when it was put on ice for two months at the behest of Kanye West's Columbia imprint, Sony Urban Music, with wliom tbe singer is signed. Having already recruited i-D, Dazed & Confuscd and The Sunday Times' Dan Cairns as early members of the John Legend fan club, Sony BMG press officer Shoshanna Gilbert faced a long, bard plugging job to keep the artist hot until the record landed. Needless to say, she managed it, armed with an album which mercifully lived up to its advance billing and a star whose 

that the former bulges with a comprehensive set of new releases, while the latter does not. "There is nothing wrong with downloading at ail and it certainly makes far more sense ecologically than covering ail our desks with paper and card- board which will probably end up in thebin. I think to stop sending CD singles might only be a year away, but Fastrax and Musicpoint really need to get everybody signed up before that can happen." While Fastrax is by far the more established service, the advenl of Musicpoint has certainly helped to increase tire pace of change in the sector. Part-owned by RCS, the broadcast software Com- pany behind the Selector music programming tool, the new arrivai is a web-based service designed to carry both music and promotional material to the same market of radio programmers serviced by Faslrax. The key différence between these two rivais is that while Fastrax owns and maintains its ovvn secure distribution network, with dedicated termi- nais in radio stations across the UK, 1 opérâtes an encrypted internet-based sen sells itself on its flexibility of use. But both share a comiction that they c 

CV iucludes sessions not just with West but also Lauryn Hill, Alicia Keys, Janet Jackson and Twista. 
from November to Mardi when the single [Used To Love U] was released, which was the hardest thing I have ever doue," says Gilbert. "For a less likeable artist. probably with a lot of work you could have got the first tier of the campaign in, but that would have 

Project crossover potential to rival any new R&B artist of recent years. Over an initial campaign which stretched to almost five months, everyone from Smash Hits to Mojo wanned to the album, which also enjoyed the tireless support of the urban press and blanket uewspaper coverage from The Daily Telegraph's Arts & Books section to The Daily Star and The Mirror. 

Radio stations 
have lived with CDs for décades and itis quite hard to get 
themto change Sieve Tandy, iMfl 

mately eradicate the mainstream use of CD mailouts to the radio industiy, polentially saving record companies and their promotions depart- ments a fortune in the process. "One major said to us recently that they want to stop sending out CDs and they dont want to use multiple services," says Drayson. "As soon as a key player makes that décision, others will follow suit." The key selling point of Fastrax is the network of computers it has planted across the radio land- scape, giving every significant radio station the ability to access music distributed through the service. "We push songs down ADSL and ISDN Unes, rather than the radio stations having to download it, so as soon as the record company wants its music to be available, it is sitting there in broadcast quality, on the hard drive," says Drayson. While music can be loaded onto programming software or even played on air direct from the Fas- trax terminal, the music cannot otherwise be shared around the station. This allows Fastrax to position its System as the most secure option for piracy-averse record companies, but it has also helped to prompt the challenge tfom Musicpoint The newer, web-based service sells on its flexibility 



aiîd the fact that anyone with an internet connec- tion and a passwoixl can log on at any time. Rele- vant station personnel can preview tracks in Win- dows Media and, if they elect to play them, a broadcast-quaiity file is dispatched to a clesignated destination at the touch ofa button. Tracks can be distributed with press releases and other promotiona] material and, once down- loaded, they integrate with Selector, raeaning data sucli as PRS détails do not need to be keyed in by hand. Although il is web-based, Musicpoint, too, has an answer to security concerns. It protects preview tracks with Windows DRM, encrypts the full, broadcast-quaiity songs it sends at both ends of the supply line and oflers optional watennarking for labels who fear tracks could be leaking from radio. Fastrax htis been quick to respond to the Music- point challenge and two months ago launched a web browser of its own. This new front-end runs alongside the secure delivery network and oflers song previews as well as promotional and publici- 1y material. Whether CD promos are indeed on a collision course with destiny remains a moot point. Accord- ing to both Fastrax and Musicpoint, record com- panies are mulling over a break with the past. 'We will know within a few months as to wlrich way the whole thing is going to go," says Wood. "With some labels it will be a cost issue. With oth- ers it will be abont piracy." Ukewise, the expectations of tire radio market are an important considération. "Some people dont care whether it cornes as a digital file or a CD through the posl and other people say, Tf they stop sending me CDs, I will stop playing their music'" 

There is euery chancethat physical média can be 
eliminated, andlam sure that we will soon starttosee some of the laitier labels making it policy 

says Wood. Some individuals have entirely practical reasons for saying so. There are still many key tastemakers who do not necessarily have access to the digital channel. "We send more than one CD to radio sta- tions, we do not just send CDs to the head of music," says Steve Tandy, "There are a lot of people involved in the process and not ail of them have access to the digital transfer. When it contes to individual DJs and shows with their own playlists, CDs are the only way of hitting them." The irony is that among pluggers - who one raight imagine would be addicted to pressing CDs into the palms of programme directors and heads of music - the reaction to digital delivery could not be much more positive. "I suggest to people that we use Fastrax because, for the cost. it is just another way of pushing the single in front of people's faces," says Jonathan Pool, head of régional at Size Nine. "We still have appointments with key stations and everyone gets the CD, but this is another way of making sure they getit" The out-and-out battle for radio is just one dimension of the rise of pan-industry digital distri- bution. Network provider Interoute is also making inroads into the music world by building internai network solutions for record companies including EMI and Warner. "My take on this is that if we provide a service that gets heavily into bed with the content owners, so that people at these labels are spending large franches of their working day within the Share! environment, a logical extension of that is deliver- ing to radio as well," states Lee Myall, head of Interoute's média service division. 

Interoute's Share! system has already found use at BMG as a onc-off radio delivety tool for Avril Lavigne's Don't Tell Me, the first single drawn from Under My Skin, released in Fcbruary 2004. Myall believes that while the rôle of the plugger is not remotely under threal, the possibilities of digital distribution are limitless. "In this country, we have seen a really explosive uptake of broadband in the past year or two," he says. "That has been the barrier to enhy, so I would say that there is eveiy chance that physical média can be eliminated and I am sure that we will soon start to see some of the larger organisations mak- ing it policy at label level." While radio delivery services effectively offer a direct replacement for the Royal Mail with the added benefits of interactivity and feedback, it is in the fast-paced world of dance music promotion that digital tools are allowing promoters to ftmda- mentally change their way of working. Interoute's technology has already enabled dance promotion company PRohibition - or rallier PRohibition Digital - to reinvent ilself as the first digital plugging specialisL PRohibition oflers upfront tracks via Share! to 500 selected DJs on PRo's mailing list, who managing director Caroline Prothero describes as "the most signifi- cant club tastemaker DJs, the international travel- ling elite and a significant number of specialist radio DJs". Each DJ has an online locker and is alerted with an email or a text whenever new music from PRo- hibition is uploaded. The DJ then logs on to the website and downloads the track free of charge wherever he or she is, rips and bums it sfraight to CD and potentially plays it that night 

www.musicpDintuk.CDm 

Sbcupe nnline delivery of broadcast quality audio - right ta where yau need it 
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usicpoint 

DELIVERING NEW MUSIC 

Musicpoint is oasy to access and helps keep my desk clutter free. also makes it easy to find relevant tracks on playlist day." 
MarkFindlay 



"It has rewritten the way we have been able to promole records,'' says Prothero. "Il has proven to 
because we can see exactly where impacting. "The benefits for my customers are that, apart from getting much faster and more accurate infor- mation in time for them to act on it, they also save the physical production cost of the \inyl or the CD, as well as the cost of postage." The service has been operating on a trial basis for the past six months after 12 months' develop- 

been able to _ ^ /ss> n 
ÏkTïïsï Scissor Sisters eut graduai path to the top 

Filthy/Gorgeous became Scissor Sisters' second radio airplay nnmber one on Febmary 6, but you'd have to go right back to December 12 to see the song make its Top 50 entry at nnmber 41. Filthy/Gorgeous took advantage of Radio One support to overtake its 

Top 25 airplay hits of Q12005 

don, die weU-traTOlled foirneTRadio One produj- er and founder of Manifeste and Neo Records, is another pioneer in this area. It works in a similar 

ing who will appreciate it and who will not, and both specialists continues to send out vinyl and 
[ng J^u^Lu Con™ Adam Freèl^Pete Tong and David Guetta suggest that, love of vinyl 
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-.JUSTIN TIMBlRtAKE / R KELLY / MYLÊENE KLASS / EASYWORLD / KEALER / MATT GOSS / PHIXX / GEORGE 
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This year, the Classical Brits have shifted their position towards 
core classical which, suggests Andrew Stewad, could reflect 
the market forces acting upon the business landscape 

Pulling strings 

for core classical 
If a music-Ioving desert island survivor, ship- wrecked and lost since the late Eighties, pitched up at the Royal Albert Hall on Thursday May 25, he or she would ccrtainly recognise most figures on the list of nominees for the venue's most presti- gious classical record prize show. Martha Argerich, James Galway, Colin Davis, Peter Maxwell Davies, Nigel Kennedy and Julian Lloyd Webber, ail in the running for honours at Ihis year's Classical Brit Awards, have clocked up well over a collective century in the classical busi- ness. They also stand for what has become defined as the mainstream of an industry recently domi- nated, in sales terms at least, by crossover acts. Since Peter Jamieson succeeded Rob Dickins as chair of the BPI classical committee last year, the 

balance of those in line for an award at the sixth Classical Brits has shifted towards the centre ground occupied by such A-list classical perform- ers as Davis and Galway. The same might be said of the bill of perfonners assembled for the live event and its TVhighlights show, set for broadcast on ITVl and 1TV3 on May 29. While crossover is represented by Welsh mezzo-soprano Katherine Jenkins and her countryman and namesake, Adiemus composer Karl Jenkins, core classics fig- ure prominently on the card thanks to the appear- ance of Russian soprano Anna Netrebko, Scottish violinist Nicola Benedetti, Julian Lloyd Webber and professional choir The Sixteen. It is hardly the same Classical Brits that once kicked ofï with a white-suited Russell Watson 

accompanied by barely clad exotic dancers and the strains of a backbeat version of Jérusalem. Watson's act in 2002 at least tested the tolérance of those tuning in to a primetime classical music show. Cessons leamed then have proved valuable in the development of what has become an impor- tant fixture in the record industry calendar. 

New Releases from 
EMI Classics and Virgin Classics 

Out on 9th May 

Remasterpiece brings the past and the future together in a beautiful mix of classical and ambient music. A continuous blend of some of the greatest classical pièces ever, a turntable symphony that forms a stunning sonic landscape. 

This 3CD set. trifaute to this great artist who would have been 60 this year, contains ail of her most famous concerto recordings and also many of the chamber and solo pièces that so expressed her sublime artistry. 
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This release features the most famous of ail piano quintets, Schubert's "Trout". alongside Thomas Adès' new 20-minute single movement Piano Quintet, commissioned by the Melbourne Festival for the Arditti Quartet. 

Paavo Jarvi follows his father's footsteps in this new recording for Virgin Classis of Peer Gynt. Choosing a first- class all-Swedish cast headed by baritone Peter Mattei, soprano Camilla Tilling and mezzo-soprano Charlotte Hellekant, this magnificent work gets the ultimate Scandinavian touch. 



CELEBRATE THE CLASSICAL BRITS WITH MWVERSAL 
awards UNIVERSAL CLASSICS 

THE NUMBER ONE CLASSICAL COMPANY 
The Classical Brits 2005 will feature performances from Katherine Jenkins, James Galway, Anna Netrebko, Nicola Benedetti and The Sixteen, conducted by Harry Christophers. 

m KATHERINE JENKINS 
; sa 

ORDER FROM VOUR UNIVERSAL SALES REP OR TEL; 08705 310 310 FAX: 08705 410 410 



in Ihe way of an artist recording for a major." The argument in favour ofthe Onyx philosophy is reinforced by other deals negotiated by Chris Crakeiî during its setting up phase, notably con- ceming the involvement of Sony Music in dise pressing and distribution. Craker s recent move to become head of eore classical products for Sony BMG Music Entertainment (UK) has reinforced the business links between his independent enter- prise and the major label while drawing a clear line between them in terms of artistic policy. Onyx is predicated on a flexible business model. Its releases will range fi-om examples in which artists are paid upfront for their work to others where indixndual peiformers cany the bill for everything from session fees to marketing costs. Marketing for the label is set to gain from média promotions, consumer word of mouth and carefidly targeted marketing. Once again, flexibility will be the name of the Onyx marketing gamc. Moseley points to the carefully focused strategy applied in recent years by Deutsche Gram- mophon to the development of young artists, including Russian soprano Anna Netrebko and Chinese pianists Yundi Li and Lang Lang. World- wide sales for their albums suggesl that DG has cracked the problem of introducing new talent to consumers of mainstream classical dises. "I think the problem will be for the second divi- sion of labels, including a couple of the majors, who neither have the top names nor the low over- heads that we have to offerf says Moseley. "This will inevitably lead to a poiarisation of the very large and the very small record companies, with evetyone in between squeezed hard." News of the developr 

nies at Sony BMG to deal with core classics and adult crossover titles and of a likely shift in that direction for EMI Classics suggests that Univer- sa] will have to work harder in future to maintain its dominance of the classical crossover field. "We've been very fortunate up to now to have had an almost clear run at the crossover market," says Bill Holiand. "But I welcome the compétition from acts such as II Divo and G4. They've opened doors for other people and reached big new audi- ences. Although they are not our artists, I fmd their success genuinely exciting because it says something about the strength of the crossover classical genre." Holiand is also sanguine about the chances of artist-led marques such as Avie and Onyx. As a genuine connoisseur of classical artists and owner of 26 versions of Verdi's Otello, Holiand is eager to see an uptum in the fortunes of mainstream clas- sical music on dise. "It's good that artists like Vik- toria Mullova are being taken up by labels such as Onyx," he says. "That can allow lier room to do the 

There will beafurther consolidation 
ofthe market... labels will emerge to serve occasional 
titles by high-profile indivîduals' Paul Moseley, 
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The difficulty for a compa- e have to devote the same amount of time to an artist who is going to sell 1,000 records as to one who is going to sell 500,000. I think Chris Craker has made a very smart move in setting up his new labels." The expectation of sales performance has become a fact of life for Holiand and his team at UCJ, raiscd by the phénoménal UK success of artists such as Bryn Terfel - nominated three times for a Classical Brit this year - Russell Wat- son, Katherine Jenkins and Hayley Westenra. "We're effectively operating as three businesses, covering mainstream classical music, crossover classics and jazz." Forthcoraing UCJ crossover titles include a Best Of Bond compilation and the firsl classical crossover venture for Swedish songstress Sissel, set for release this summer as Sissel - Into Paradise. "I can see a time when ail of the majors evolve according to the dynamics of the market," Holiand suggests. "As change cornes along, we may find that we're concentrat- ing on one part of the business to such an extent that we have to relinquish some of the other stufî that we do." that Universels présent business efficiency, the com- pany's UK classical division is about to implement an extensive restructuring. The changes, soon to be announced in full, will focus resources where 
sics as it does to crossover," explains Bill Holiand, "We are making changes. You have to monitor the business very closely, because the people who buy Hayley Westenra and Katherine Jenkins now may not be buying them in two or three years time." 
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DVD boom 
impacts on 
CD sales 
Early bestselling DVDs suggested that consumers wei-e more interested in watching opéra, ballet and documentaries about musicians than orchestral concerts on the small screen. However, it appears that 
performances are now making an impact on a market once dominated by audio-only dises. "Ifs fairtosay that DVDs do not amount to a huge market per country, with sales in four figures common for many titles," says Barry Holden, marketing director of distributors Select Music UK. "But when you put that together across ail the territories, you may be looking at a five-figure number per title." He adds that the Munich-based Arthaus label recently racked up combîned sales of L5m DVDs. The German company's UK presence has profited from its Select distribution deal, helped by a campaign from Selecfs press 

they also don't deliver big returns from retail and product remains alive for years," says Holden. Select spotted the potential for classical DVD at an early stage in the medlum's development, taking on Arthaus in 2000 and since adding the enticing catalogues of TDK, Euroarts and BBC/Opus Arte to its books. However, archive performances from the world's leading opéra houses and ballet stages have proved a winner for Warner Vision, which is set to extend its already extensive catalogue with the May 30 release of Dame Janet Baker's 1982 appearance as Donizetti's Mary Stuart and an acclaimed 1986 production of Verdi's I vespri Siciliani from the Teatro Communale in Bologna. Meanwhile, Universal Classics and EMI Classics have upped the ante with a succession of five-star DVD issues, the former Company helped by the recent acquisition of the Unitel catalogue, the latter by a sériés of smart co-productions with state broadeasters in Germany, Austria and Switzeriand. But, have sales of classical music on DVD, presently accounting for around 4% to 5% of the UK classical market, grown at the expense of CD sales? "Even 

200,000 sales mark for the singer's recently 

generate m; ve initial sales, but 

standard mainstream opéra," says Barry Holden. "We're doing well on CD with rare works like Komgold's Die Tote Stadt, but there are signs that sales have shifted towards DVD on standard pièces. Those companies who came late to DVD have undoubtedly lost out as a 
The reluctance of major labels to invest heavily in the production of classical DVDs was scarcely surprising in the medium's early days. Universai's classical labels and EMI Classics, however, are now pressing hard to raise the profile of their DVD titles. Warner Classics, operating on a far smaller budget than either of its main rivais, has made a virtue of the 

Ben Pateman, director of DVD and SACD at Decca, agréés that the majors have shifted through the gears over the past 18 months ta focus on supplying the market with high quality DVDs and artistically strong catalogue titles. He points to the 200,000 Worldwide sales generated by Bond's DVD, suggesting that Hayley Westenra's recently released videodisc could foilow suit The issue of mainstream DVD classics, explains Pateman, are beginning to make commercial sense, although their bottom-line performance dépends on the 

nature of the co-production agreement with opéra houses, orchestras and broadeastîng companies responsible for their initial création. Future Decca DVD titles include: Rossini's Barber of Seville from the opéra house in Madrid, with Juan Diego Florez and Maria Bayo among its stars; Andréas Scholl's trtle-role performance as Giulio Cesare in Handel's opéra from the oid Royal 
Sweeting's BBC 2 Arena documentary on Luciano Pavarotti, The Last Ténor, complété with an hour of extra 
widescreen, shot in high définition, is now very important for the future development of the classical DVD market," says Pateman. He projects forward to thearrivalofa second génération of high-resolution DVD players and the related rise in consumer expectations of ultra high quality video images. "We're seriousiy involved in the création of DVD frtles. The focus of our attention in respect of acquiring new programmes is on those artists with whom we already have a strong relationship. We need to 
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© Is Linkin Park's demand for a further $60m 
advance from Warner asking too much? 
Write to mwletters@musicweek.corn 

The quaiity of Oasis' new album will help Sony BMG overcome its prématuré iTunes release 

When a leak becomes a torrent 

Music Week. CMP Information, 8tli Floor, 
London SE19UR 

There ai-e some events which must make record exec- utives want to hold their heads and scream. The Oasis leak is just such an event. Months and months of careful planning, priming the média, setting up interviews and securing ail copies of their album against piracy leaks - and then some klutz puts the entire album on iTunes. Four weeks early. Ail at Sony BMG and within the Oasis camp were keeping their counsel last week, but you can be sure that there will be a butt being kicked somewhere. And quite right too. Ail that effort has one aim in mind - to maximise demand and ensure the right people benefit from the hard work which goes into making Oasis the success- ful band that they are. In the UK, that includes eveiy- one within their management Company Ignition, their label Big Brother, Sony BMG itself, as well as distributor Vital/THE, retail stores across the country and many, many others. The sense of calm eminating from ail involved last week was truly impressive; speaking personally, I reckon Td be screaming blue murder. But you can be sure that one small consolation will 

be that, whenever the album is officially released, it has enough quaiity to transcend the leaks and is sure to be one of best and biggest releases of the year. 
The outcome of last week's élection was the most sig- nificant for years for the music business. The past four years have seen the standing Government embrace music, engaging with its issues in a more comprehen- sive fashion that at any other time in history. But while that has ail been great for the relationship between the industry and the Government, it should not be allowed to stop there. Last week's Music Week Election Spécial highlight- ed many other issues which ought to be addressed by Tony Blair's new Government, from crackdowns on online ticket touting to tax breaks for A&R investment. As soon as Blair has named his minister responsi- ble for music, we will be forwarding a dossier of the issues you want addressed to his department. And it is not too late to have your say, at my usual email address - martin@musicweek.com. The British public has voted - here is the music industry's chance to be heard, too. The work has only justbegun. 

Of fer fans incentives and 

they will spread the word 
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Is Linkin Park's demand for 
cash valid or opportunistic? 

importantly, when companies float the overall philosophy can change dramatically. Hie management may be :in Pai-k's management team worried that the original people who 
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EMI has appointée! former EMLChrysalis boss Marie 
to run a new label group covering everything 

from pop to classical. MW catches up with him 

X5 
about girls with guitare right now, but what do you think is 

you heard it Los of boy bands? Remember where you heard it Los basic idea: to tum publishers into D, 
proWdedTlenty^emorable y with dontpZs 
artist Dave Navarro, tat was also ^0
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years ago," he quipped, Erm, Larry, Scott and Hall Or Nothing's Terri Hall 
Robbie and Coldplay where you assume they would already be big. but you really do have to go to these One ofthegreatthings about Cowell is he doesn't follow 

oE: Talldng of whom, do you think the public is getting tired of pop acts^ that tempted a jetset life? 
as 

her,'theysee me, buutlways ay the BMG, Sanrtuary' and EMI... De same thmg - it she dies, she dies ... 
Sat country in the shape of Robbie What are i 

fairly Whichare 
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DOOLEY'S DIARY sa months ago. Dooley wondered why he hadnt been put off conventions for life by the :perience: 'No way. this is where I 


