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0 'We could be heading back to a time 
when albums had to play second fiddle 
to individual tracks'- Editorial, plô 

Your guide to the latest news from the music industry 

Lemar leads CMP Mobo shortlist 53^^ September 17 at 7pmi wh||e Capital 95.8 FM's Jamie Scott to • Sony BMG's Lemar is leading this other artists to fëature include Sheryl become producer of ils Heart year's Mobo Awards trail with five Crow, Bananarama, James Blunt, Joan Breakfast With Jamie Tlieakston 
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S Hazlitt, Who nas previously worked at cut-off date last week, it lost its right Capital Radio Group, Guardian Media to appeal against Expérience Hendrix. Group and Centaur Communications, In February, a High Court judge first John Peel Day will take place on October 13. The day is intended to be 
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To read ail the 
news as it 
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News 

Cloud darkens over indie after concerns over debt prompts Warner to withdraw interest 

Sanctuary adrift in choppy waters 
ber of other parties" following the breakdown of talks vvitli WMG. However, with WMG out of struggling 

says, "Thafs too high- 

ering around lOp - it plummeted nearly 40% in one day !ast week - and the company issuing another 
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jp daims to spent big time on advances, acqui- it area," lie says. 

of fags 
Buqby'themSancti^y is'more n likelv to have dropped a few 

is thrn th^seo"d^egree^model Elton^John undet it, especially pint", but the source says Hanctu- 
iry has them. *It seems an unproven prof- Town House complex using the of an expensive engineei t's album, but it does- with the final bill in the thousands. robert@musicweek.com 

Hit 40 UK breaks new chart ground with AC mndown 
Hit 40 UK managing director Rob Corlett suggests that the new chart will be a boon for the music industry. "It's something the music industry can really get beliind. Albums are going to be a part of what it's about and i 

move in and out at the right speed," lie says. The show, which will be made by independent radio prouuction company UBC, will be broadcast every Sunday between 4pm and ' ' in Hit 40 UK 

start this autumn. The chart, to be known as Fresh 40, will be compiled from a combination of sales and airplay. The programme will be made by Somethin' Else 

dbm.isT conimerciTutattons"ttwm'reach onSi analogue^nd digital' 

40, Corlett says that it will have a single présenter, to distinguish it from the company's other chart shows. "Fresh 40 is very différent [from Hit 40 UK and the AC chart]. It is really looking at the combination of dance and R&B and it's 
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V2 move gives indies 

platfomi in Europe 
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heads towards sell-out 
Tire Bard Indie Conférence is on include the overall sponsor, courier course to be a runaway success in company ANC. its year, with seats quickly other companies which will be running ont for the evcnt participating in the event will be With three weeks to go, more online service provider 7 Digital Video releases target PSP 
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® 'We hope Help: A Day In The Life will 
snapshot a new génération of vibrant 
exciting artists' - Viewpoint, plô 

Wembley Arena set to offer 

glimpse of £35m revamp 
Wembley Arena bas reached the ■ halfway stagêîn îts £35niredevel- opment scheme, andnext month promoters will be given their first glimpse of how the new venue is taking shape. 
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Digital is edited by Nicola Slade 

Soft launch of ISP service in September will be followed by drive to recruit further majors 
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Powered by Coldplay and Crazy Frog, publisher reverses fortunes to top market shares 

BMG gains edge in dose-fought race 
n for BMG marked a 

Even before the first bail of the new football Premiership season had been kicked, pundits were already predicting its outcome \vas a foregone conclusion with last time's runaway champions Chelsea poised to triumph again. But it is a différent story in the usually predictable battle for the music publishing market share crown, where the push for 2005's title is lurning into the most open race for years. With BMG Music Publishing heading the pack for the first in its 17-year histoty ' 

ter, with Paul Currans company languishing in fourth place in the last period with 11.4% share of the market, nearly half that of then leader Universal. But the arrivai of 
during quarter two helped BMG to its highest-yet quarterly share with 20.2% of the combined mar- ket. Coldplay and Crazy Frog, whose Axel F had faraously denied the Parlophone act a number one with Speed OfSound, found them- selves bedfellows in the BMG camp with the publisher claimîng 95.4% of the band s X&\ album, which sold an unrivalled 907,239 

tune Axel F, 

^ Catalyst créâtes strong reaction 

had more of the sales of od's 
rrs,E"ï:ru"a which had headed the first quarter combined rankings. In betwecn 
and, at this halfway point, any one given that BMG only bette, ofthe top three could realistically EMI on the combined table 
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third to fourth spot overall with 10.2%. The continuing popularity of the Neil Sedaka and Howard Greenfield-penned Tony Christie Amarillo hit, in which it claimed 100% control, at least ensured it a respectable showing on singles where it took 14.8% of the sector, but on albums it slumped to fifth spot with 8.1%, its worst perform- in the t rrkct si. ethes ond half of1999. Warner/Chappell's loss was Sony/ATVs gain as the publisher, under Rakesh Sanghvi for the first fbll quarter, quickly tumed around the eight-year low which was expe- 
best performance in more than a year. It more than doubled its the combined table to 
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Packaging That Serves The Music Industry - from our collectors édition Elvis Presley Box Set to our rigid 
Simple Minds CaseboundPac, ifs clear to see why the CMCS pack range hoids such a universal appea! to 
producers and consumers aiike. 

CMCS Group Pic bas 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 individuel artist is an art one in which CMCS spécialisés. 
Leadmg 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. 

Simple Minds - 5 Disc CaseboundPac (Longbox) Eivis Presley - 18 Disc Présentation Box Set Craig David - 12' Vinyl Gatefold P'nk Fioyd - 2 Disc UltraPac 
CMCSGROUP 

1 KENNET ROAD I T; 0208 308 5000 DARTFORD ! F: 0208 308 5005 KENT i E: sales@cmcs.co.uk DA1 4QN I W: www.cmcs.co.uk 



Features are edited by Adam Webb 
Once dismissed as a redundant format, vinyl seven-inches have soared in popularity in the 
past year. Adam Webb talks to labels and retailers about the format that refuses to die 

The return of the 

magnificent seven 

Over the past fewyears, claims that physical prod- uct would soon be consigned to the dustbin of his- toiy have been made frequently enough, mostly by those pushing the latest digital technology. And, certainly, some non-digitised consumer goods have been travelling down that long road to redundancy. Last Christmas for instance, Dixons announced it was scrapping sales of video recorders, and the same retailer recently sounded a similar death knell for 35mm film-based cam- éras - from this month onwards it will only stock digital models. So why, according to recent BPI figures, is the UK music industry bucking this trend when it cornes to sales of vinyl, and seven-inch singles in particular? The latter have recently been soaring. Q2's sales of 288,780 marked an 87% increase on the same period in 2004. "It reminds me of that scene in Monty Python's Holy Grail with the two knights trying to chop each other to bits," says Impress Music MD Richard Stern. "People keep trying to kill the seven-inch single, but it just won't die." Certainly, most manufacturers and brokers are reporting a consistently strong market for seven- inch vinyl - almost certainly driven by the current vogue for guitar-driven bands whose fanbases crave collectible memorabilia. In tum, this has seen a plethora of innovative releases, from coloured and etched vinyl and picture dises to sin- gles with intricate handmade artwork. "It's probably been more constant than any other format over the past few months," says Mel Gale at London-based vinyl plant Audio Services Ltd, which became part of Sonopress in April 2004. "We've even had to sub-contract out at some points when we haven't been able to cope with demand, and we've been running to capacity at 20,000 a week. In summers past it has been quite quiet and we've reduced the hours per week that we've worked, or used fewer people on shifts, but that definitely isn't happening now." "We've always donc a lot of vinyl since we start- ed 15 years ago and we've definitely been busier with seven-inches," adds Karen Emanuel, MD of Key Production, which has recently overseen sev- eral bespoke singles such as the picture dise of Bloc Party's The Pioneers. "It's an interesting for- mat - it's a collectors thing. You can't collect digi- tal, but people like vinyl for the size and the art- work. You can do interesting things like coloured vinyl and that just makes it ail the more collecta- ble. There's definitely been a swing in the vinyl business from dance towards indie. Others also link a sea change in listening habits to 45s' resurgence. "I think it's undoubtedly con- nected to the rise of indie bands over the past year 

Numbers 
addnpfor 
seven-inch 
The impact of a carefnlly marketed 45 was highlighted perfectly by The Magic Numbers' Hymn For Her. Released in a limited édition of 500 last November, the Mercury- 
was sold exclusively at gigs and via Rough Trade. But, despite such wilful obscurity (perhaps because of it) the single and its now instantly recognisable Pcte Fowler cartoon sleeve, became a crucial clement in building the band's profile. It was still their only release when they sold out london's 2,000-capacity Forum in May 2005. For Heavenly Records MD Martin Kelly, such rarity value helped create an aura of desirability and inclusiveness around the band. "We wanted to get something out as a taster to generate 
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I think it's iiiidoubteclly connected to the l ise of indie bands over the past year or so Inn Cowans, Musiclwse 

better than we ever imagined," he says. "Jeff Barrett and I have worked that trick several times in the past Seven-inches cater for 
way of spreading the word." Demand for the single outstripped supply immediately and its currency remains hîgh, with copies still attracting bids on eBay in cxcess of £25. "1 just think that people really 

or so with the likes of Franz Ferdinand and The White Stripes breaking through," says lan Gowans, opérations manager at Musicbase, who cites a recent etched édition of Maximo Park's Going Missing (right) as a good example of how labels are using the format. "There's a collectabili- ty to the seven-inch and there's a certain araount of kudos about owning something cool - having a tune on an iPod is not quite the same. Basically it's ail about giving fanbases what they want". And this is paying obvious dividends for the labels theraselves. "With Maximo Park it's been by far the best-selling format," says Warp interna- tional manager James Burton. "On week one with the last two singles it was seven-inch first and then CDl and CD2; downloads weren't that important at ail. It's down to this return of indie rock - people are collecting singles again. We've done creative éditions with ail our singles and fans are picking them up." XL Recordings product manager Ben 

* mm like them," adds Kelly. "They're a Tire really cool artifact for people and "J"'1 
we've since done two picture ™e1 dises [for the Forever Lost and Love Me Like You singles] that have sold really well. "But with Hymn For Her it was more a bid to get to tastemakers. It's just the demand ended up being colossal. We only pressed 500, but we could have sold more than 4,000." 
Beardsworth has noticed a similar impact, partic- ularly with a band such as the White Stripes whose lo-fi aesthetic has always been suited to the 45. "The seven-inch is a great fit with The White Stripes," he says. "It's the classic single format, and the one that's most closely associated with serions music lovers. Seven-inches were an important part of their early ca 
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Adem and The Earlies. We do them m bmrtea nuis of500 and they re a bit of a labour of love. The growth is nol limited to specialists either "Seven-inches have sold really vveU for *0 P couple of vears," says Melame Armstrong, head rock and pop at HMV. "Ifs been pretty constant over that period rather than explosive, and its mainly rock and indie releases, but we still sold lething like 1,000 copies of the Magic Num- 

inches over the counter the first week it was released and would usually expect to press up twice that amount" Also to benefit are retailers, which are devoting increasing rack space to the format. For Billy Campbell at Rough Trades Ladbroke Grove shop this again fits with the current deinand for VeaT music. "The seven-inch lias always been this DIY, punkj', rock'n'roll thing, which, of course, is very now" he says. "People love that DIY aspect, espe- cially if there's a limited handprint on there or a piece of art, and we find people corne in weekly and get one of everything. "We've also been ninning our own in-house label [For-Us] which has put put about 20 seven- inches, including the first releases for people like 

Seven- inches have sold really wellforthe past couple ofyears Kclanie Annstrong, HMV 

Obviously profit margins are fairly non-existent here (HMV was selling the Magic Numbcrs pic- turc dise for £0.99) but the impact on the charts is considérable. Whcn physical and digital sales were combined back in Âpril, il was predicted that downloads could potentially bump up certain singles by a couple of places. For some this has undoubtedly been the case, but for others the seven-inch effect is far more pronounced. Certainly, a look at first-week sales from three of this years singles makes interesting reading. The Wliite Stripes' Blue Orchid (number nine, June 5) was split CD 62.2%, seven-inch 30.4% and digital 7.4%; Paul Weller's From The Floor- boards Up (number six, July 24) CD 55.4%, seven-inch 38.6% and digital 6.0%; and The Rakes' Work Work Work (number 28, August 7) CD 48.9%, seven-inch 45.9% and digital 5.1%. Downloads do play their rôle, but for such artists it is still a relatively minor one compared to the strength of the good old 45. And so the overriding message for guitar bands seems fairly self-evident: a skinny tie and an asymmetrical haircut is not enough to get ahead; you'U also need that limited édition seven-inch etched vinyl picture dise single as vvell. 

UK manufacturers are meeti^ 

Facingso 
Manufacturing has certainly undergone some- thing of a tempestuous year. Against a backdrop of digital downloads and falling sales, the fire that destroyed VDC back in July (and subsé- quent news that the Wembley-based company have now bought out rival MPO) and the on- going question over who will buy Deluxe seem symptomatic of a sector seemingly in an almost continuous state of flux. "There's no shadow of a doubt that this market turbulence has made an impact," says lain Mor- rison, MD ofThamesdown SDC, which has itself been merging the opérations of SDC UK and Future Video Services into its purpose-built Swindon site. "There's a reduced number of operators out there and clients are aware that replicators are not making a huge amount of money and so they're ail trying to back the winning horse." Morrison estimâtes that music now accounts for approximately 16% of Thamesdown's business, an increase of 5% since the merger. However, this is something of a double-edged sword. "Music is actually a fairly small propor- tion of our business," he says, "but Tm fairly pleased about that because the margins are so 
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Ithe challenges of tough times by takeovers and diversifying 

me pressing issues 
But elsewhere there are relisons to be upbeat. Far from making physical product obsolète (see p9) the digital révolution bas only lùelled con- sumers' thirst for music in ail its forms. The key for manufacturers - as with retail - bas been to place their eggs in several différent baskets. "The days are long gone when our plant was just a Universal plant," says Deluxe Global Media Services Blackburn général manager Andrew Lloyd-Jones. "We've now got such a range of clients that we've had to diversify - we can press more than 650,000 dises a day in Blackburn. That means we've got to concentrate on what we're very good at and go on providing a quality product for our clients." These points are echoed by Clive Robins, MD of Clear Sound & Vision, whose business remit far exceeds the world of manufacturing. "I don't like the term 'broker'," he says, "I describe us 

been doing this since 1997 and though our busi- ness is still based around manufacturing, we've now got far more involved in things like DVD. That means anything from designing the menus to managing the authoring and the spécial pack- aging. It's now much more than a manufactur- ing business." 

"Business is steady," adds Impress Music MD Richard Stern, "but you have to remember the dise market also includes the CD-Rom and that part has become increasingly important over the years. We were initially ail vinyl, then we did CD when it became the dominant sound carrier, but it's also an information carrier. That's business we can't tum away and DVD is also becoming more prévalent. We are now offering DVD at practically the same price as CD." In addition to this diversity, the need for phys- ical product to be pressed in the UKalso remains pararaount. Again, flexibility here is the key, says Clive Robins, and manufacturers have to eut their cloth to suit their projects. "There's différent products that fit into différent pigeonholes," he adds. "When we're involved in chart product then we have to deliver within 48 hours and there's no way you're going to be able to do that from China, or even from mainland Europe. Other times we have customers who want prod- uct delivered into Tokyo and so working from the UK is not really appropriate." Working with short lead times leaves little alternative to using UK plants, says Lynic DVD sales director Sam Menezes. "The response 

When we're involved in chart product then we haveto deliver within 48 hours 

times that are required within the music indus- try mean that overseas replication is often not an option," she says. "We understand that in our industry those comfortable lead times that we would ail like to work to more often than not don't exist. In an emergency the customer wants a viable solution - not to be quoted standard lead times or to add another 24 hours because they're replicating in mainland Europe." "Geography is vital for lead times," adds Andrew Lloyd Jones. 'There is a huge increase in our order lines every day and they are only matched by a decrease in volumes. We're pro- cessing double the order lines that we were 18 months ago and that's a huge challenge for us. But going forward it's important that we offer our customers that stability." 

ICONIC 

For CD wizardry you need, g ds every day. From p 

There's no place like Lynic 
io lurther than Lynic. We ' re one of the most successful. mdep 

tlme and money Oh, ar 
he lynic group 645 AJax Avenue, Slough. Be .1 4BG • t: t44 (0) 1753 786 200 • e:sales-7l 

nd DVD manufacturing fecilltles In Europe, deliverlng to the highest quality global distribution, it's ail handled In-house ■ wlcked! We get doser to our 
S thelynlcgroup y 



love/hate/ 

m 

AN INTRO duct ION BY 1 MR. JAMES ; BRO ii m 

■ 
& 



Features are edited by Adam Webb 
The faceless nature of downloads is reinvigorating creative design, as labels increasingly 
look to art to bolster their artists' brand identities. Allan Glen highlights recent projects 

Downloads fan fiâmes 

of creative packaging 

It may seem a contradiction in terms, but ratber than spell the end for creative design, the advent of digital downloading appears to bave reinvigo- rated the entire packaging and design sector. Indeed, faced with the faintly anonymous prospect of playing digital files through an iPod, many labels, artists and managers believe down- loading and online consumption has only height- ened the need for creative exploitation of their visual brands. Such developments have certainly been noted by Peter Chadwick, owner of Zip Design, and cur- rently working on projects for Lemar, Cream and Zéro 7 vocalist Mozez. "Downloads are undoubt- edly changing the way we work but not in the most obvious way," he says. "The faceless nature of downloads is creating an averse effect; because downloads don't have an identity, there is more demand for a visual awareness of the artist to bal- ance this out." Close working relationships between designers and artists are still the way forward, adds Chad- wick - particularly when it cornes to executing something fresh and innovative. "The Mozez project Cannon from her label ' of our identity and the Verti- ge album 

Because downloads don't have an identity, 
there is more demand for a visual awareness of the artist to balance this out Peter Ctedwick, 2P Design 

did for Groove Armada. As ever, if you have a good relationship with the client, and there is trust between designer and client, there is always scope to push the packaging and design content and explore bespoke solutions. "Also, there is more scope to work on band web- sites. This is proving to be an advantage for a lot of designers with tire required skills and expertise." The recent surge of headlines generated by Coldplay's abstract artwork for X&Y highlighted the central rôle that design can play throughout a campaign. Referencing Peter Saville's work for Factoiy Record's from the Seventies and Eighties, the meaning of Mark Tappin and Simon Gofton's Tetris-slyle sleeve was discussed by everyone from the curator of the Hayward Gallery ("a cleverly conceived element of a campaign which works a technological-looking modular abstract design across ail the publicity material") to the editor of The Sun's Bizarre column ("Blimey, it's weird"). More pertinently, the distinctive collage formed the basis of the band's current identity, from live visuals to posters to their officiai website. Certainly, the working relationships between UK labels, design studios and packaging compa- relatively healthy, with many stu- dios continuing to work several msic projects at ny one time. Such juggling act is 

essential given the compétition in the current marketplace according to Ed Templeton, art director at Brighton-based Red Design. "Our major job at the moment is the new McFly campaign," says Templeton. "But we tend to work on between five and 10 music projects of varying size at any one time as budgets don't allow for us 
"With McFly, we were invited to pitch before Christmas by Island product manager Sarah Boorman with a brief of producing a more mature look and feel for the band. We got through to a second stage where we developed one of our pro- posed directions a little further and, following more negotiations, we were appointed. "Even though McFly are a big-selling act, Island are working to a keen budget," he adds, "so some tough negotiation was required on Island's part to bring together the quality of créatives we suggest- ed together within budget" The results saw Red Design devise the look and feel of the entire campaign, as well as suggesting the photographer (Hamish Brown) and illustra- tor (Sarah Howell). "Our ability to be flexible was important on this project," explains Templeton, diplomatically. "With input from the band, management and record company it took a few twists and tums along the way, so we had to be able to accommo- date everyone while still retaining the integrity of the design." Templeton also adhères to the belief that down- loads will only invigorate the design sector. "As digital formats grow, it means creative packaging becomes even more important," he says. "Collec- tor formats and limited éditions are using innova- tive, interesting, quality packaging to "repay" the loyalty of the fans. As well as being collectible it adds a sense of worth to a project. The CD pack- age will be around for a long while yet, but just as another option - like vinyl is now perhaps." Becoming involved at a project's conception is becoming increasingly commonplace for design- ers and packagers, as labels corne to terms with how digital distribution has altered the way con- sumers think about the visuals of a band or artist. "We get involved with most projects al an early stage, enabling us to get a good overview of the eventual direction a project will take," says Big Active creative director Gérard Saint, whose com- pany worked on Athlete's Tourist, Garbages Bleed Like Me and - currently - Goldfrapp's Supema- ture. "It's our job to create strong visual design solutions that provide the defining look to a proj- ect, We aim to apply this look consistenlly across the campaign from the packaging to the market- ing material in its many forms. "Design is an investment and creative solutions will pay dividends when valued appropriately. It's a false economytoviewbudgets as somethingthat can be eut back to the point where good design is 



Book publishers pay tribute to sleeve design 

baby grasping at a dollar blll, the album sleeve bas produced some of the most iconic images of the 20th Century. These are celebrated In one-timc Roxy Music art coliaborator Nick De Ville's lavish coffee table book Album (pictured) - a 256-page tome dedicated to the enduring power of the record cover and highlighting some of most innovative and provocative images of the past 60 years; from William Claxton's Visual interprétation of jazz in the Fifties through to Jamie Reid's situationist Sex Pistols cut-ups to more recent examples from Blue Source, Farrow Design and The Designers Republic. De Ville, now a professer of Visual arts at Goldsmiths' Collège, believes that the book 
undervalued. Music and design of images have always been inextricably linked in the modem sense and this needs to be perceived as an asset" On the question of whether digital \vill kill the creative star, Saint points to the workings of the book industry. "A simple analogy is the hardback and softback approach. Did the digital révolution kill off the printed page? Of course not It simply altered it. Bookshops still sell books. Physical books are as cherished as ever and the production values just seem to get better and better. 'Ail it takes is a bit of entrepreneurial latéral thinking - seize the opportunity orbe damned." Another development has been the move away from location shoots towards more studio-based work. Lys Hayles, business development manager at White Label Productions, which is overseeing projects for opéra singer Renée Fleming and Uni- versal-signed singer Lisa Miskovsky, believes there are two reasons for this, "A studio shoot offers creative freedom for the designer working with the approved photo- graphs, as well as cost-savings over a location shoot," shesays. Planning for the Fleming project began in 2004 when White label discussed the initial brief with Decca's marketing team. They then devel- oped a concept which led to the eventual style of the photoshoot. 'Dur art director has worked with Renée Fleming since she was first signed to Decca, so this project is the latest in a successful long-term collaboration for us," explains Hayles. The biggest challenge here is to get the creative concept right with the sélection of photographer, location, styling and planning for the shoot. The dresses by Freddie Leiba were commissioned especially for the New York photoshoot, where we nceded to ensure the resulting images were suffi- 
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emphasises the iudolible link between music and art - even 11 research into this previously deridcdform(atleast from the 
higher échelons from the art world) proved problematic. "Although a number of anthologies have been published," lie says, "most are uncontextualised compilations of Personal favourites, with captions that often omit basic information and text that is generally skimpy. "For much of its history, 
particularly for rock music - was despised by the graphies mainstream. Moreover, much of it was collaborative, the work of a range of specialists (and amateurs) often brought together for a single project. Ail this led me to suspect that research would be tricky; attributions and 

careers hard to piece together. And so it was." In what is proving an ever- popnlar genre, other books dedicated sleeve art currently on the shelves or due to be published include This Ain't No Disco - New Wave Album Covers (Jennifer McNight- Trontz, Thames Hudson Ltd); Vixens Of Vinyl: The Alluring Women Of Vintage Album Covers (Benjamin Darling, Chronicle Books): Naked Vinyl; Classic Album Cover Art Unveiled (Tim O'Brien, Chrysalis Impact); and The Greatest Album Covers Of Ail Time (Miles and Grant Scott, Collins Brown, published September 29). Meanwhile, a second édition of The Worst Album Covers in the World... Ever (Nick DiFonzo, New Holland Publishers) cornes out in October. 
cient for the fortheoming two albums. The shoot was booked at a New York studio rather than on location, to provide styled images around which a background could be designed from scratch." In the packaging sector, it is new fabrics and printing processes that are capturing the atten- tion of labels in the run up to the notoriously com- pétitive Q.4. At Think Tank Media, work is cur- rently ongoing for the Prodigy's singles album, TheirWay. "For the Prodigy project, we basically got involved at a very early stage and sourced a mode! company to produce two versions of a badge for the cover," says the studio's director, Dean Rose. "After a sériés of meetings with the model maker and after mock-up samples were approved by the band, the final results were a silver badge for the standard version and gold for the deluxe, which also includes a 52-page perfect-bound book and jewel case into a slipease with embossed logo. "There are lots of options that we are looking at for Q4. Designers in général are asking for things that are going to make their next campaign or project stand out and there are num als that require spécial printing pn more intriguing." According to Adam Teskey, managing director of CMCS, the desire by record labels to have their products stand out at retail will ensure they always corne knocking on the door of packaging companies and design studios. "As consumers look for greater choice in-store, there is a growing réalisation among producers that product differentiation is the only real way to heighten sales," says Teskey, who has recently overseen packaging projects forlbrin Brakes and Jamie Cullum. "By offering our clients a cost con- scious, quality service, the packaging that CMCS 

Ifanything, 
downloading 
has helped increasethe demand for 

naked bcauty from Goldfrapp; 
marks Prodidy's 

produces for our clients works to encourage inter- activity. It actively urges consumers to view and purchase packs in-store." Teskey points to two recent Sony DADC releas- es - a four CD Johnny Cash boxed-set and the Harmonia Mundi Mozart 2006 Edition which also incorporated a 140-page thread-sown diary as examples of how CMCS produced an aestheti- cally pleasing yet tactile end product "Both packs with their rigid casebound exteriors ensured max- imum protection for their dise and booklet con- tents which, when combined with the impressive print quality and matt lamination finish, worked effectively to heighten the perceived consumer value of the product," adds Teskey. More intriguing still is CMCS' partnership with Modo Production on its 100% biodégradable, 100% recyclable ACT-PAC tray. Modo managing director Tim Bevan says the packaging reaffirms both the compan/s commitment to design and their green credentials. "Design and functionality can go hand-in-hand with considération for the environment," he says. "The ACT-PAC breaks new ground in this respect." And, as with design, packagers are also thank- ful for the advent of downloads. According to Julian Malin, European sales director with Poz- zoli, the prolifération of digital has ultimately driven the physical market forward. As well as campaigns this year for U2, Beck, Jeff Wayne and Oasis, Pozzoli is currently working on packaging projects for Sigur Ros and Abba. "If anything, downloading has helped increase the demand for spécial packaging," he says. "This would suggest that the consumer use digital for- mats to sample a product and when they décidé to purchase they want added value packaging for their collection." 
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Pozzoli présents their latest success featuring the Twin DVD Tray: the innovative patenter!' design that revolutionizes the packaging of home entertainment products. 
The Twin DVD Tray (TDT) maximises space and thanks to its economical use of materials, keeps production costs low. 
Tailored to yourneeds, our packaging reflectsthe character of the product it encapsulâtes, rendering at a glance unique and exclusive. 



Evidence suggests the single will benefit from the digital trend to buy tracks individually 

The renaissance of the single 
interest in buying digital versions of entire albums. Given ail that, Bronftnan's announceraent that Warner is planning to release digitally some tracks in "clusters" of a few songs eveiy few months rather than entire albums seems to make perfect sense, even though it ultimately raises fondamental questions about the record industry's entire existing business model, which is built on making money out of albums. Warner's move won't, as some might suggest, mean the death of the album, but it is an acknowl- edgement that the tried-and-tested physical model of 
putting out an album, then sustaining its life by plun- dering it for single after single, simply won't work in the digital world for many acts. Fans of so-called more serious acts, Radiohead being an obvious example, will certainly still crave albums as works in their own right, but for more mainstream pop acts, the stand- alone digital single could be where the future lies. Such moves will bring into question labels' présent relationship with physical retail as well as forcing a re- examination of the existing single/album release model. However, the shift in buying patterns back towards purchasing individual tracks rather than albums is already an inescapable reality. 

Paul Williams, ira CMP Information, Isl Floor, Ludgate House, 245 Blackfriars Road. London SE19UR 

Since Epie Records mined Micbael Jackson's Thriller for six singles (seven in the States) back in the early Eighties, the rôle of the single bas become little more than a mini-advert for the parent album. But that wasn't always the case. Once singles large- ly existed as entities in their own right, standing as the latest musical statement of what an artist was about. Indeed, The Beatles' singles output existed alniost entirely separately from any of their albums. So Warner chairman and CEO Edgar Bronftnan's disclosure at a conférence in Aspen last week that bis company is the latest to be planning singles-only releases online offers more evidence that a new era could be on the way for the single. It also adds forther weight to the suggestion that the rapidly-growing dig- ital market indicates we could be heading back to a time when albums had to play second fiddle to indi- vidual tracks. Unlike in the albums-dominated physical world, where a customer risks ending up with some tracks they might not like, what is driving the digital sector is the ahility to choose songs as one fancies, regard- less of whether the label lias deemed the tracks as "singles" or not. Meanwhile, there appears to be less 

War Child will succeed with 

a little help from our friends 
When I joined War Child h autumn, I joined an organisatii with a rich musical legacy dati: 
release of Help in organisation had launched warchildmi unique tnusic that has been people in the the subséquent months. With' " Help around the corner, couid only mark the event if we the bands could do justice to what Help resented at the time and the 

means to be a child growîng up in a war zone. And we know that we can make a différence. So Help: A Day In The Life was dreamt up. Like last time, we'll 
Jour to give us a day and record a song. We'll make it into an album and release it that same day on War Child Music. As 

refeltw. 

The response from the 
industry and the bands 
was phénoménal 
son behind it - to make a great record, to put some real news in the mind of the music fan and mark a moment in musical history. In 2005, the public has been incredibly generous and rightly concerned about Darfur, the tsunami, the G8 and Niger. Equal- ly, conflict is on TV every night. But we feel the majority of people have become desensitised to what is shown. Thousands of dead chil- 

response from the industry and 
'itli the support of Rob Par- tridge, Terri Hall, Tony Crean, John Kellett, Andy Macdonald, and ail at Independiente and Vital, we hope Help: A Day In The Life will snapshot a new génération of aitists. Thanks to the generosity of Independiente, we will be ship- ping a six-figure sum to our pro- grammes on the day of release, so the positive impacts of the album will be felt immediately. And ifjust a few people join us in being indignant at the prob- lems and pressures of being a young person growing up in a place where the bullets keep fly- ing, then Help: A Day In The Life will have sueceeded. 

What action would sort out 
Sanctuary's problems? 

should Sanctuary do to get nself out of its current difficulties? 
Roger Armstrong, Ace Records "1 think they've hit problems because of being a listed company. There is a driving force to make money for the shareholders and you lose control of wiiat is best for the company. The resuit is a rapid expansion they can't deal with, or aren't ready for. Equally, Sanctuary have fallen victim to the dichotomy between the way the inveslors perceive the industry and the way insiders do, The nature of the industry is that it is often erratic and risky. People in the music world understand this, but it makes the City 

company and the Stock Market doesn't necessarily dictate the future of a company. If they hold steady and are sensible how they restructure, there's no reason why they can't survive, but it will mean some painful décisions on tlieir part."  John Aizlewood, Q magazine "Ifs a great shame and it looks very much like the dream has gone. Now that they've tried to find a buyer and ' ' ; failed, ifs imperative that they try and get rid of ail th 

Steve Bunyan, Union Square "The best thing would be to sell some divisions, Most of us in the industry are keen for Sanctuary to survive. Ifs not a good thing if another large indie gets snapped up by a major, We would prefer their 

16 MUSICWEEK 03,09,05 

Jonathan Shalit, Shalit Global Entertainment & Management "They're trying to build a record industry brand at a time when the record industry isdropping in value. But, on the plus side, Sanctuary have still got some very charismatic, amazing people involved in the 

Robin Lincoln, HgCapital Private Equity Media team "It should break itself up and sell off ils component parts, It may be too late to do this in a controlled nianner." Oisln Lunny, Interoute "Sanctuary have an amazing catalogue across a broad spectmm of quality music. This should be given an additional lease of life through digital distribution and innovative use of 
Garry Kemp, Top Banana Management "Sanctuary has expanded too fast Thafs whafs caused the current problem. They've also signed a lot of artists that other record companies wouldn't touch, which is why they have a cash flow problem. Ifs hard to say what they should do without a doser look My best advice would be for them to bring in some external specialisl consultants to advise them." 
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Forum is edited by Jim Larkin 
With James Blunt, Daniel Powter and Craig David 
leading a recent revival, lliclf PiiiSiips is preparing 
for a busy second half of the year for Warner Music 

Warner was quiet for a while, but now things seem to bave exploded for you. Is that a coïncidence or was there a masterplan behind it? We were quiet because we didn't have that many records coming ont. You can't just make them appear. But 
culmination of everyone putting their heads down and doing an amazing job with the records they have to work with. James Blunt is an amazing 

» 

DOOLEY'S DIARY 

m à 

labels around. How mi ing. We do have a close dationship, but it feels right There's mutual respect between each 

Hîghsand lowsof 
the week 
Remember where you heard it Ibere are some nervous people out 
according to one insider, bound to have an impact on magazines like Mojo and Uncut, which have practically been house joumals for the old codgers on the record group's roster... One person who isn't usually nervous is Antliony H Wilson. The Factory founder was taking some R&R in Vietnam last week before his 

being "How corne everyone knows my songs but no-one's buying my d of pop stars ' it things have started to get silly - when you play the new single by Jamie Culium on your computer, it is displayed as Crystalline Grecn by Goldfrapp... It's ail go al Echo, which has parted Company with I Am Kloot and The Stands, but is now pressing on with the likes of BRMC and The Engineers... Aftcr Bing & Bowie, Kylie & Nick Cave and Elton & Pete Doherty, get ready for the latest 
try to put it down, but The Who's legendary RogerDjitrey is joining forces with ndnéother than McFly for a cover of My Geneatioïïâspart of the launch oTHMV^ new digital service. It will be recorded at Whitfleld Street Studios this coming Sunday, ready to officially launch the download site the following day. Naturally, the track will be made available as a download with ail 

singingand 
uihane charm might huge. Ifs ail partoftl m. It's like David Gray B^nMSlt 

I delivery (belching, in his first band The Mannish Boys in 
k"is never likely to dance music and also TV thèmes, la.. This year's including The Weakest Link. Ust 
=1 iiiiiir 

and rm^ure itwill 'be taTaltou^h bigPhit records, 

the purest fonn of pop you 

theTl9 
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The latest jobs are also avallable online every Friday at www.niuslcwcek.com Booking deadline: Thursday lOam for publication the following Monday (space permilling). Dncellation deadline: lOam Wcdnesday prior to publication (for sériés bookings: 17 days prior to publication). 

7 
Established London based indépendant 
record label with a wide-ranging rester of artists seeks two additions to its staff in the positions of SALES & MARKETING and PRESS & RADIO promotions. Some previous experience and relevant contacts in these fields are likely to be advantageous to applicants 
Please send CV's to nwpukfShotmaiicom Interviews will take place in early September 

MUSIC WEEK 
CLASSIFIE 

Qualifîed accountant 
Qualifiée! accountant with good ail round 

général practice experience required to manage 
a smail team in growing entertainment sector 

chartered accountancy firm, based in London's 
West End. Relevant industry experience préférable. 

Please reply by e-mail to LD@dalesevans.co.uk Dates Evans & Co Limited, Chartered Accountants 88/90 Baker Street, London i/l/1U 6TQ 

NOTTING HILL MUSIC Leading Indépendant Music Publisher seeks 
RECEPTIONIST Capable of good timekeeping and multi tasking 

nowledge of Music Maestro and/or Quickbooks useful : training may be available if candidate shows ambition and enthusiasm 

Contact Maria: 020 7921 8215 email: maria@musicweek.com 

The music industry bible for more than 40 years i / L'-Fj ll'i 

Directory 

2006 For maximum exposure to thé 
music business - book your ad 

space. logo and listing NOW! 

NEW additional online 
opportunities available for 

2006. 
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Rolled Gai_D 

Revive Plastics 
WANTED 

AU redundant 
Stocks of CD and DVD Materials 

Immédiate Payments 
Call 01206 271119 

F.A.C.T accredited processor 
Destruction Certificates Issued 

red 

cddvdvinyl + games 
displays^ 

browsers-chart-gondolas-siatwall-shelves 

ife 
www.red 
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Idisplays.com tei:oi733 239001 
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No tour's complété without it. 

OK so you're planning an arena tour of the 
UK's big cities. Obviously London, Birmingham, 
Manchester, and Glasgow get a look in. But what 
about the south, south coast and west country? 
You could book three venues or you could simply 
book the Boumemouth International Centre. 

Ideally situated and with excellent transport 
links the Boumemouth International Centre is 
right beside the seaside and near to attractions 
including the New Forest, the Purbecks and The Bigger Attraction 

www.bic.co.uk 
Exeter Road Boumemouth Dorset England BH2 5BH Tel; +44 (0)1202 456400 

the Isle of Wight, not to mention the 1/2 million 
plus residents in the area who regularly make our 
events a sell-out success. 

With its £21 million redevelopment due for 
completion in October 2005, the Boumemouth 
International Centre will have capacity for up to 
7,000 in its main Windsor Hall which will make it 
the largest venue on the South Coast. 

So next tîme you're planning a tour give the 
B.I.C. a call, no tour's complété without it. 

e-mail; entertoinment.bic@bournemouth.gov.uk 


