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Record year as Robbie leads British artists' best performance yet on the albums rundown 

UK raies the albums chart 

by Paul Williams Robbie Williams is this week set to lead UK acts to their greatest dom- ination of the top of the 

/ 

was launched 16 years ago. The EMI artist's sixth studio album Intensive Care, which is released today (Monday), is widely expected to début at the top of the chart this Sunday, which would make it the_25th_successive week in which a UK-signecTact bas been 

That would beat the previous longest such unintentipted séqu- ence by domestic signings on the artist albums chart, which was achieved back in March 1990, just l't months after the countclown launched when compilations were excluded from the main chart. Atlantic Records managing direclor Max Lousada, whose James Blunt album Back To Bed- lam last week overtook Coldplay's X&Y to become 2005's top-seller to date, points to the buoyant live 

"The adult-orientated audi- ence have become a forceful part of the albums market and they have more records than ever to choose to purchase," he says. "Sud- denly with iltmes and certain pub- lications doing music spreads they have re-engaged with music. And the really successful live music scene has re-engaged the youth 
The strong performance by UK acts on the albums chart this year was yesterday (Sunday) expected to be fiirther underlined by the Prodigy's Their Law The Singles 1990-2005 best of leading a Top 

10 almost exclusively made up of British artists with Universal's Mariah Carey the only non-UK artist. The XL act were joined in the Top 10 by three other UK inde- pendent signings, Simply Red on their own label, Dramatico's Katie Melua and Domino's Franz Ferdi- nand, highlighting an exceptional- ly strong start to the fourth quarter for the indépendant sector. Vital managing director Pete Thompson, whose Company is dis- tributing the Prodigy and Franz Ferdinand albums with its distri- bution partner THE, suggests the independent acts having success 
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TV on message 
for Eminem push 
Polydor is to break new grountl for a record company by running an advert for its Eminem greatest hits set simultaneously across ail major TV networks on the night before release. The 60-second advert for 

Curtaln Call will the final advertîsing slot before 9pm on December 4, marking only the second time that an advert has nm across ail of the main commercial channels at the same time - the first was for the Make Poverty History Campaign earlier this year. Polydor joint managing director David Joseph says, "As 

part of our strategy we're running a roadblock TV ad across every channel the night before release. It will be unmissable and underlines the breadth of the appeal of this record." The campaign will coïncide with Lose Yourself being used as a soundbed in the advert for the new video iPod. The spot, which was launched online last 

week, will début on télévision this week and is expected to run until Christmas. Polydor is anticipating an initial ship of Im units for the album, which will include two new studio tracks as well as hits such as My Name ts, The Way I Am, Lose Yourself anif " — 
has sold n date Worldwide,x 

who understand that indies are better homes than majors. "The labels do have the machinery now to compete," he adds. Non-UK-signed acts have so far this year claimed just five weeks at the top of the artist albums chart, the last being Uni- versal's Akon back in May with Trouble. In the 24 weeks since then, 12 différent UK albums have topped the chart, including James Blunt. whose Back To Bedlam 
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News 

News edited by Paul Willi; 
Sheffield band's first full release makes big début thanks to internet push and press support 

Mmkeys swing to top after web buzz 

by Stuart Clai-ke Independent label Domino wai yesterday (Sunday) expected te add to its entrent Franz Ferdinand i by seoring 

part in their entrent snccess. "I think people understand that, if given avvay in the right context, free music is a good thing that can have a bénéficiai effect. It gives the public a means to discover the artist while the physical single is 

thought you did, and it's had a lot to do with their snccess now." EMI Music Publishing A&R senior vice président Mike Smith, who signed the band in the spring shortly after their Domino record- ing deal, suggests they have 'that mythical quality a band like Oasis 
âge. He says, They're young, good 
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SES theres always a team effort but, had to the music has clearly been frankly, it cornes down to the an enormous factor in whafs hap- 
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DVD giveaways hit retail as covermounts outstrip sales 
r and Bard even some HMV managing director an en some video companies have recent arguments over CD 

rzrss™. sskssrîs, asasss ariarsKr Knott tells Music Week that giveaways, which are now used commercially, can be damaging. The debate over DVDs mirrors 
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Livesector 
pusbesfor 
touling ban 
Représentatives from the liv 
next month designed to addres the problem of ticket toutin across varions industries. The Department Of Culture, Media And Sport is hosting the meeting on November 10 at i people from the worlds of n theatre, tourism and sport will dis- cuss the issue of touting. But already it is clear the Government and the live industry have différent views of how best t problem, with the f 

UKsalesdominatefirst crédible rundown. published in MW ti^s week 

European chart highhghts 

exploding digital market 

The explosion of Europe's digital 

accelerating from a tiny base Europe to becoming the dominant | force for singles sales in each terri- ■ tory. IFPI figures published earii nth show in the UK alone larkel has been marked by the digital sales rose tenfold in the launch of the fit continental chart dedicated to download sales across the région. Euro Digital Tracks, which fea- tures in Music Week for the first same point this year today (Monday), incorpo- fromli 

half-year to June with 10m tracks downloaded, while Germany s dig- ' market increased from 1m in t's first halfto 8.5m during the 

chart since September 2004. At présent, sales data from the UK dominâtes the pan-European countdown with 20 online retail- ers, including iltmes Music Store, HMV and Virgin, contributing towards the chart, more than dou- ble the number of outlets taldng part from the second-biggest digi- tal market, Germany. As a resuit *>16 UK js by far the biggest sales mtribùtor to the chart, this week 
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Features are edited by Adam Webb # 
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Alongside iTunes and Napster, a host of labels, artists and shops 
are lining up to roll Dut their own online store. By Adam Webb 

Making 

theleap 

into digital 

The summer 2004 UK launch of iTunes Music Store and Napster already seems aeons ago. Cer- tainly, the nuraber of digital retailers bas multi- plied sharply and despite Apple's overwhelming dominance - it still claims approximately 80% of the UK download market - it is hardly short of compétition. There are at least 20 other similarly "long-tailed" services ont there, ail offering a mil- lion-odd tracks and ail essentially competing for the same consumer wallet, the latest being revi- talised digital offerings from HMV and Virgin Megastores. Such prolifération marks a dramatic contrast to the long period of retrenchment on the nation's high streets, not to mention questions as to whether current numbers of digital retailers will be sustainable in the long term, or even the mid-term. Downloads are a high-volurae, low- margin business. Without a sideline in iPods the margins arc slim, and there is already a string of issues - from DRM to staggered pricing to sub- scription services - that will have major impacts on the digital marketplace of the future. But, for the time being, having undergone the rigmarolc of signing digital licences, hooking up with aggregation partners and getting content placed on the relevant services, most labels, artists and distributors are in an enviable posi- tion. The royalty chèques might not be huge, but at least there are numerous routes to market and demand for content is at a premium. Ail digital 

retailers, from iHmes downwards, are screaming out for the sorts of exclusives that will differenti- ate their offerings from the compétition. However, after the initial rush, perhaps the next evolutionary step is for those individual artists, labels, distributors, brands, and also bricks-and-mortar retailers to get in on the act and take care of their own business - effectively building, managing and nurturing their own dig- ital music stores. The potential advantages of such a move are particularly topical. The MMF's Know More campaign has focused attention on artists' share of online royalties, while, in September, Apple CEO Steve Jobs declared that record labels demanding a staggered variation from iTXines $0.99/£0.79 per track price point were "greedy". In short, with the supply chain consisting of so many vested interests, who controls what in the digital ecosystem has become an incrcasingly contentious issue. Selling direct to a recognised customer démographie or fanbase, personalised download stores seems to offer a Smart solution m wresting some of that power back. And it can be lucrative, too. When Warp Records launched Bleep.com m January 2005, the label sold 20,000 track downloads in a week. Certainly, a website is typically the lirst port of caU for fans and where they are most likely to congregate. That, by default, makes it an obvious place to sell things. 

Eukatech's dance 

Ithink 
people have realised on the hig 
download services like 
iTunes and Napster 
thatit's very 
difficult to get exposed Ben Dmry, 7Dit|ital 

"If an artist sells from their own site there are no restrictions," says Andy Baker, CEO at DX3, the DSP for Digital Stores - formerly Record- store.co.uk - which hosts shops for the likes of Franz Ferdinand and Basement Jaxx. "They can set the agenda in terms of quantity and quality and exclusives, and they know the/ll be going to number one on search engines." Ben Drury, MD at 7 Digital, which has now set up more than 700 bespoke stores for both labels and artists, agréés. "I think people have realised on the big download services like iTunes and Napster that it's very difficult to get exposed," he says. "It's like being in an HMV the size of Oxford Street. We've always believed that the true brands are the artists themselves." "It's a fantastic way for a label to focus its mar- keting and, for fans, I think there's a real feeling that, if they buy from the artist s site, that they're supporting them directly" adds Dominic Jones, head of new média at Pinnacle, which, in con- junction with The Music Engine, has built 35 stores for artists and labels, including Momssey, LK Records and Eagle. "It's very empowering, especially when it's in conjunction with placing tracks on the other download services." The number of white label services capable of hosting a digital store is already multiplying and a growing number of companies have positioned themselves specifically in tins area, ail offering variations on the shopfront blueprint. 7 Digital, for instance, offers SMS-reverse payments; its downloads are multi-format and chart eligible; and it has begun offering video content Fresh- Media and Digital Stores offer physical, digital and mobile fiilfilment under one roof. Ail simply boit their offerings on to an existing website. Elsewhere, Consolidated Independent, which already manages and delivers the backend digital catalogue for the likes of VitahPIAS, Ministry of Sound, Sanctuary and Beggars Group is plotting an imminent move into the market with a spécial 25th anniversary store for 4AD. "The idea of an individual digital shop was a natural évolution for Cl," says CEO Gavin Starks. "The initial stage simply involved getting content out there to the download services but, since we're already stor- ing our client base's key assets, we are now in a position to allow them to create their own stores and to offer économies of scale that makes them profitable." Independent download retailer TuneTribe offers another alternative with what is effectively a store-within-a-store, where labels and artists can log in to the main site and détermine their own pricing, file format and présentation. CEO John Strickland likens tins to the DIY feel of MySpace within an online retail environment. And then there are the multitude of web develop- ers and multimédia companies who have built their own shopfront templates. Combined with placements on the key digital retailers, a Personal store can help realise the ftill potential of content. For Drury, they work besl when offering consumers either exclusives or 



s. "Our Queen store is one of the 1," he says. "There's a section where fans can download officiai bootlegs of classic Queen gigs or live tracks froin their last tour and it's proved incredibly popular. These come with downloadable PDF artwork and theyVe sold in the hundreds of thousands." But it is not only those with a depth of cata- logue who can benefit. Aggregated by State 51, the digital store of Brighton-based Izumi Records serves some particularly idiosyncratic needs. Founded on the concept of releasing col- lectable limited-edition singles for upcoming bands, the label intends to use downloads as an alternative to pressing CD singles. Releases will come with a code allowing fans to download the tracks for free, while State 51 will also take its cat- alogue to market. For label founder Dave Lynch this is a win-win situation - not only will Izumi releases get the maximum possible exposure, but the risk of over manufacturing physical product is greatly reduced. "What State 51 lias enabled us to do is to have worldwide digital distribution and exposure, an online point of sale and mail order of the physical product, and our normal means of distribution," he says. However, perhaps the most interesting devel- opment in this area is the notion of independent bricks-and-mortar record shops building their own digital services. Previously locked out of the online market, and perhaps the sector whose existence is most threatened by it, this concept caught the headlines at September's Bard confér- ence, with 7 Digital and FreshDigital unveiling détails of their Independent Retail Download initiative and E-Media store plans respectively. 

Sonndboy site looks ahead to digital future 
Tying in with the launch of their new label, Digital Soundboy, and the reiease of their new album, Diary Of A Digital Soundboy, & bass duo Shy FX&T Power turned to digital production company Solaris Media to build their new website and online digital shop. Having established itself as a developer of interactive online games for the BBC and Dotmusic, websites for Shola Ama and Shara Nelson, as well as music jukebox software for pubs, Solaris was commissioned to design an end-to-end product that stood out from the pack. The finished site, located at digitalsoundboy.com, mcludos a built-in média player as well as facilities to download tracks, mixes and ringtones with no more than two clicks of a mouse. Visually stunning, the backdrop - a panoramic shot of east London - changes in real time from night to 

on the overall creative aspects of the site and the artist themselves," says Solaris Media 

founder and MD Rob Davis. "We were very focused in making the site a full experience and producing a site that fiows. How you promote the shop and the commercial aspects, and balance that against entertainment with mixes and videos and news, is very important. The navigation has to be very straightforward and on the front page we've made sure that you're only ever two clicks away from a ringtone, a mix or an MP3." "In the long term it puts the artist in charge," he adds. "TheyVe in charge of their own shop and in control of their own business. It really empowers them and puts them in the driving seat" 

For André Williams (aka Shy FX), managing the site is no more time consuming than managing a label and marks a significant investment for the future. Having left a major-label deal with London following disappointing sales of 2002's Set If Off album, digitalsoundboy will now effectively act as Shy FX & T Power's portai with the world. "People are only going to get the music for free if we don't do this," he says. "Thafs the number one topic on the forums at the - whether you should download for free. But this is the way forward. A lot of the diehards are stiil using vinyl, but I don't see the music as going anywhere else than [digital]. "It allows us to do everything ourselves. Working with a major was a really good experience, but tliey just didn't understand our market. The single Shake Ur Body sold really well on Positiva, but the album sold less than the two we put out ourselves. The money people are making from their own websites probably isn't worth mentioning at the moment but it'll take time. We want 
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Drury claims his service, which is due to launch over the next couple of weeks, already has 15 retailers signed up, while FreshDigital CEO Dave Morgan is adamant that his E-Media stores ofler a great opportunity for the independent sector. "I think that shops are going to have to look at this he says. "They have to move into this space before someone else does. It's pretty tough outthere and the revenues are not that great yet, but there's still a strong affinity to shops and bands and labels." The strength of individual stores as brands in their own right is undoubtedly one of the inde- pendent retail sector's grealest assets. And, by partnering with VitahPias, this is precisely what 7 Digital will be hoping to hamess. Vital head of digital Adrian Pope says the distributor has taken on a mediatory rôle - educating 7 Digital about physical retail while ensuring that its Chain With No Name clients can develop unique and bespoke éléments from a shop in a box. "We've been working between the shops and Ben and saying, 'Let's keep things as simple as possible'," says Pope. "Let these guys do what they do best - theyTe not technology experts, so let's give them a solution so that they can where they can merchandise the front window of their web- site just as they'd merchandise the front window of their shop." How indépendants market their service and playto their strengths, either local hubs or as spe- cialised tastemakers, will be of key importance, he adds. It is here, as trusted filters, that they will fill a gap in the market. "Everyone can have a mil- lion tracks but it's what you do with them that counts," says Pope. "You can always sell cheaper, but unless your product is merchandised proper- 

User 
experience is key. You wil! win through on ease of use and usability 

ly you will always have difficulties. This isn't rock- et science. One of the main reasons why iTimes is so successfol is because of its usability. Its a shek piece of kit compared to most of its competitors. That user experience is key. You will >e of use and usability." in through 
With the likes of Karmadownload, TuneTribe and eMusic already occupying the independent sector - not to mention the likely prolifération of standalone artist and label stores - it will certain- ly be interesting to watch these plans unfold. Many are already predicting a period of consoli- dation throughout the digital sector, but as évi- dence of how independent stores might flourish, one only has to look at the growing number of specialist dance outlets which are already selling MP3s direct from their websites. By its very nature this is a genre well-suited to digital; consisting of a network of specialist shops ail with mail-order websites, a cottage industry of tiny labels, and an international audience with trainspotter tendencies. "Loads of DJs are already buying downloads and, depending on what equipment they've got, a lot of DJs aie now mixing with MP3s," says lan Gordon, new business development director at Interactive Web Solutions, which has built down- load stores for the likes of Liverpool-based 3 Beat Records. "If you've got a good mail-order busi- ness then there's a lot of potential. But there is a lot of legwork involved." Eukatech Records in London, which added MP3s to its online store in May, is lypical of this development. According to owner Roiy Viggers, the online store built by Floorless Media now accounts for around 50% of business and has 

enabled the shop to expand opérations mto developing its in-house label and puttrng on events. Rather than relying on one dominant focome stream, the emphasis is on developing a mForPJusdnmpearse, director of DJ Download, 
the online MP3 shop for DJ magazine, digital downloading has literally reinvigorated the entire dance industry. At Midem there was an overwhelming sense of optimism from ail of the dance labels," he says. With a yellow symbol sig- nifying whether reviewed tracks are available to download or not, the service is currently picking up 70 new labels a month. Each track is available in two différent sound qualities - 192kbps at £1 50 and a superior 320kbps at £1.99 - high- lighting that certain customers are prepared to pay a premium for quality content. DJ magazine web editor Teny Church believes the strength of the service is purely based on its niche value. "iHmes caters for a mass audience," he says. "It's simply not suitable for DJs looking for underground music." Whether others can run a viable business model from such niches remains to be seen, but a more pertinent question would be whether a sudden prolifération of specialist sites will swipe business from the long-tailed retailers and accel- erate consolidation in the wider digital market. Certainly, it seems unlikely that quite so many start-up opérations will be able to sustain them- selves in the long term, but for those entities with true brand identity - the artists, labels and record shops - starting to sell your own downloads looks like the logical next step in capitalising on the digital révolution. 
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Features arc edited by Adam Webb 
Wîth acts now playing at rock venues and their albums found in 
rock sections, jazz is finding a new home, writes Kevin Le Gendre 

Jazz artists are 

rocking the beat 

If the rock venue will not go to a jazz band then maybe the jazz band could go to a rock venue. That is not quite what the prophet Mohammed said, but those who believe in taking their music as far and wide as possible may put their faith in these words. Acoustic Ladyland, one of the British jazz suc- cess stories of this year, have secured bookings in venues which do not usually host improvising rausicians. "They're now playing places such as the University of London Union," says Oliver Weindling, head of Babel, the adventurous inde- pendent that signed Ladyland, a four-piece where the saxophone player is the lead vocal. "And they're doing a Barfly tour and that's really the whole indie scene; that's the first step on the com- mercial rock ladder where you would have found the likes of Franz Ferdinand a couple of years ago." What is perhaps more significant than the appearance of the jazz artist in the non-jazz space is the fact that in some Virgin Megastores Acoustic Ladyland's album, Last Chance Disco, is no longer racked in the jazz section. Rock fans who can relate to the brash, bolshie riffs under- pinning the songs might get into improvisation without really feeling bad about themselves. The other great success story of the year is Ladyland's labelmate Polar Bear, the twin sax- fronted band that weaves subtle echoes of hip hop and electronica into its jazz fabric. It has seen its profile rise considerably thanks to a Mercury Music Prize nomination for Held On The Tips Of Fingers. The extra publicity has increased the album's sales to 8,000. The média splash of the Babel artists as well as the healthy sales enjoyed by Jazz Jamaica, flag- ship act of Dune, another leading independent, have gone some way to lift the gloom which descended on the UK jazz scene following the 

demise of the Scottish label Caber last year. Acoustic But the coming of Polar Bear and Ladyland was Lattyland: arc not in the script written by the major labels a few | ^ "3 * years ago. Following the breakthrough of Jamie assodatcd wl Cullum and Norah Jones, the smart money said Ja*"cts that the vocalist would be the commercial vehicle most likely to drive jazz towards the mainstream. But it has not had a décisive knock-on effect. Mike Gavin of Linn's distributor Harmonia Mundi says, "Claire Martin has sold very well for Linn Records, but that's just one artist Whether you want to call it the Jamie Cullum factor or not, I don't know. I mean, there are plenty of singers out there still struggling." Indeed. Some of the outstanding British jazz vocalists - Christine Tobin, Cleveland Watkiss, lan Shaw and Eska Mtungwazi - still toil away on verj' limited budgets, while Clare Teal, snapped up by Sony from Candid, the label which original- ly took a chance on Cullum, has only sold moder- 

ately. Gwyneth Herbert, signed by Universal, has been dropped after just one album. Maria Rivington, category manager specialist music at Virgin Megastores, says, "To a certain extent the lack of movement from the majors has helped the independents at a grassroots level. It's given them the créative licence to find and nurture their own talent, so you haven't got the majors pushing down on them. "The independents have recently taken control of the jazz circuit and through their investment and hard work have managed to bring a new cut- ting edge to the scene. There have been many acts with potential, but they haven't come through for the majors and perhaps this has made them more cautions in finding the next Jamie Cullum." But should they have actually been looking for the first Acoustic Ladyland instead? With the benefit of hindsight, that might come across as a glib statement, but Pete Wareham's band had been around long enough for A&Rs to take an 
Maybe the age-old fear of instrumental jazz needs to be reviewed. Received wisdom says that if punters cannot sing it then they will not be able to take it to their hearts. But Polar Bear play wordless songs, which can last up to 10 or 15 minutes in concert. If you want- ed to be slightly provocative you could say that Seb Rochford's band does artful, sophisticated mood music where the strength of the writing and play- ing makes the absence of lyrics irrelevant. That's essentially what Weather Report did. Although Zawinul and Shorter's pioneering out- fit, the pride of CBS back in the Seventies, has been both blessed and blighted by the mantel of jazz-fusion legends, fans did not just gape at mind-blowingvirtuosity. They imbibed the catehy melody of many tunes. If we look beyond the UK to the artists which have made an impact on the international jazz scene in recent times - apart from Norah and co, who do we see? Esbjorn Svensson Trio, Brad Mehldau, Jason Moran, The Bad Plus. They ail have one thing in common. They are piano trios. When The Bad Plus played at London's Jazz Café a few years ago the venue was packed with kids mesmerised by Ethan Iverson's work on the house grand. After a rendition of Queen's We Are The Champions, which went as far out to the avant-garde as the trio care to go, one youth was heard to scream to ail and sundry, "Mother- fuckin' genius!" It would be crass for major label A&R to con- coct "The Brit Plus" and order them to do yet more Radiohead covers, but the surprising break- through of ail of the aforementioned surely sends out the message that there has to be a little bit more thinking when it cornes to new jazz signings 

VIRGIN MEGASTORES ■btt 
OFFICIAI RETAIL PARTNER OF THE LONDON JAZZ FESTIVAL 2005 

calendar on 1d November from 6.00pm 
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at the majors. The vision lias to be wider. Instead of opting for jazz which will not ruffle feathers, the majors mightperhaps do well to sup- port jazz which will capture the imagination. But to do this they have to overcome any knee-jerk préjudices towards instrumental music or what they perceive as "difficult" listening. VVhile it remains difficult to say exactly what kind of jazz musician could effectively "work" on a major label, there is no doubt that the talent pool is as rich today as it has been for many years. There are many forward thinking jazz musicians in Britain whose progress is exciting to watch. Gwilym Simcock, Ingrid Laubrock, Byron Wallen, Nathaniel Facey, Zoe Rahman, Andrew McCormack, Jason Yarde and Eska Mtungwazi are just a handfol of artists who might possibly benefit ffom major label investment. But they would have to be handled exactly the right way. "The thing is that if you look at the history of major label signings, you know people such as Guy Barker, Courtney Fine, Django Bâtes, you can see mistakes were made. If the A&R can corne in and build something with the artist then it might work," says Babel's Weindling. "But I think that the artist-label relationship has to change to a more démocratie, or let's say, more interactive thing, as opposed to the old style proprietorial relationship." Most British jazz artists are astute enough to realise that the major label deal is first and fore- most a pipedream. And their CD sales, even if they are signed to an established, well-distributed independent, are likely to be modest. What remains a real focal point for their career is the gig. The one thing that unités ail of the recent suc- 

cess stories in British jazz - anybody from Jamie Cullum and Acoustic Ladyland to Mercury nomi- nees Courtney Fine, Denys Baptiste, Soweto Kinch and Polar Bear - is that their fanbase was built primarily on the strength of excellent live performances. Unlike some pop, rock, hip-hop and R&B acts, jazz artists must deliver on stage. "Basically you've got the captive party there," says Weindling. "If you can get people to corne to your gigs then you can touch them and build a relationship. You can done music but you can't clone people. "In pop more people buy CDs than go to gigs but in jazz it's the other way round. Brad Mehldau might sell 3,500 copies of an album, which isn't that much for pop, but he can fil! a 2,000 seater venue. Off the back of a gig he will sell copies of 

Shepp to get Jown at the iot 

old al always interested in c In other words, the traditional retail outlet is not the only way to sell jazz. But what about the impact of new média? "I think downloading will eventually become available for specialist music because of the lack of other opportunities but we'll have to wait a while," Weindling spéculâtes. "At the moment, Amazon is important for sales of jazz. Polar Bear are in the Top 20 in the Amazon chart and I think that mail-order, on-line sales and the net are very important for specialist music." Yet jazz artists, especially those signed to an independent, would still want to see their product in sales outlets ail over the country. With that in mind, Virgin Megastore, along with HMV and Fopp, has emerged as an important jazz retailer in the past few years, getting behind the smaller as well as the bigger names, staging live PAs by the 

The London Jazz Festival has a habit of pulling off a grand coup at the Util hour and this year is no exception; vétéran American saxophonist Archie Shepp. one of the iconoclastic figures of the "New Thing" avant-garde explosion of the late Sixties has been booked to appear at the Queen Elizabeth Hall on November 13. This is Shepp's first London date in five years and interest will no doubt be at fever pitch. But prior to that, there are several more essential gigs to enjoy. Jazz Jamaica Ail Stars, one of the most hearty live outfits to be found in any genre, open the festival in style at the Albany Empire on November 11, the night on 
in plays singer Christine the Vortex. On a less brighter note we are reminded of the struggles faced by some British jazz 

that two artists of the excellence of Tony Kofi and Jonathan Gee arc reduced to playlng in the tlny space of Ray's Jazz shop at Foyles', the 

following evening. It is also a shame that Michael Garrick's Jazz Britannia Big band is not appearing at a venue bigger than The Spice Of Life in Soho. Big bands are in fact an important theme of the festival and other large ensembles booked are the Vienna Art Orchestra (Purcell room, 
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Ion Jazz Festival 
November 14), Uri Caine, John Surman and the BBC Concert Orchestra (QEH, November 20), Gerald Wilson and the BBC big band (QEH, November 17) and the Héritage Orchestra as part of a Gilles Peterson evening which also features the Robert Glasper trio (Barbican, November 20). However, the pick of the bunch will surely be the big band led by the peerless American composer Maria Schneider (QEH, November 16). The London Jazz Festival is not just about established names and every year there is always a rich crop of adventurons bookings of under- exposed artists. Gigs by the unorthodox but compelling American trompeter Cuong Vu (The Spitz, November 19), The Cosmosamatics, the trio led by the legendary saxophonist Sonny Simmons (Pizza Express, London's Queen November 18) and a one-off Elizabeth Hall combination of Jason Yarde, in November Joanna Macgregor and the Britten Sinfonia (Wigmore Hall, November 17) are bound to supply the 'sound of surprise.' 

Archie Shepp: 

likes of Soweto Kinch, Abram Wilson, Gilad Atz- mon and Claire Martin. Virgin is the officiai retail outlet of the London Jazz Festival and is aware just how important the capital is to the good health of the music. "About a quarter of ail our jazz sales come from the London région and we recognise that it has played a mas- sive part in the growth of the jazz raarket," says Maria Rivington. "Virgin is almost becoming like a large sized independent store really," says Oliver Weindling. "I think that theyVe been squeezed by pop in supermarkets and theyVe realised that there's a lot of quality music around in other genres and theyTe keen to support it." But what happens in London does not neces- sarily apply nationally. The state of the British jazz scene cannot be judged on the capital alone. "It's still impossible to get some CDs in stores up and down the country," says Mike Gavin. "Somebody living outside of London or Man- chester is going to find it hard to buy an inde- pendent jazz release. As far as distribution is con- cerned, everybody is suffering, whatever the genre. The record retail business is in the midst of huge change and nobody has worked out exactly howtonegotiateit. "We haven't seen the full impact of digital downloading yet That's largely confined to pop so jazz shops remain key, and there are still lots of artists struggling for outlets for their work." What is worrying is that the independent jazz shops in London continue to have a hard time keeping their heads above water. Ray's, one of the most historié jazz shops in the capital, has been reduced to a tiny strip of floor space in the book- 

The indies have recently 
taken control of thejazz circuit and, through their investment and hard work, have managed to bring a new cutting edge to the scene 

shop Foyles while Moles, also relegated ffom its original King's Cross premises to a floor above Harold Moore's classical music shop, is also due to shut down permanently. Ironically enough during the London Jazz Festival. Ail of which leaves British jazz in a strange place. While there is an urgent need for more cov- erage in the national press, awareness of the domestic scene has been significantly raised by the "Jazz Britannia" télévision sériés and concerts and the batch of Impressed albums which Gilles Peterson compiled for Universal. The F-IRE collective, an epitome of self-start- ing, also provides an inspiring story. Their artists - Jade Fox, Julia Biel, Robert Mitchell, Tom Arthurs, Jonathan Bratoeff, Ladyland and Polar Bear to name but a few - have gone ftom commu- nity centre gigs to CMN tours in a few years. However, the bottom line is that raany contem- porary British jazz artists do not sell enough albums. They live off gigs and still need to widen their fanbase. Building bridges to other genres can help. Interestingly, the London Jazz festival is using the Rhythm Factory and the Albany, traditional rock venues, this year. Maybe jazz and rock artists could actually share the stage too. Mixed-genre bills have worked before. In the past Miles Davis opened up for Neil Young. Today Soweto Kinch could feasibly slot into the same programme as Roots Manuva or De La Soul and Courtney Fine, one of the best live acts to be found in the countiy, could grâce the same stage as Lemar or Daraian Marley. And Jamie Cullum. Jazz and pop go a long way back, after ail. 

Claire Martin & Richard Rodney Bennett 
wèen lights are low 

Claire Martin 
Richard Rodney Bennett 
whenlighWarepw 

n 

NEW ALBUM AVAILABLE NOW 
A joyfront start to finish... they make something 

very hard seem effortless indeed. -jsztwist 
Style does not go oui ofstyle, .thetelegraph 

NOVEMBER 13 LONDON - Jazz Festival 2005,006 Club .. 18 HORSHAM : Chiro M.mm Ouvris!  19 NORWICH : Claire Martin Quarte!  20 MAIDSTONE ; Claire Martin Ûuartet  23 HATFIELD University of Hertfordshire ; Claire Martin ûuartet  
14 LONDON - Pizza Express Jazz Club : lia 12 BRIGHTON : with ian Shaw  18 GAINSBOROUGH : i : ith Pâte Long Big B, 22 LONDON : The Purcell Room. South Bank Centre : with ian Shaw . 



First it was giveaway CDs, now it is the threat of free DVDs which is damaging retailers 

Film executives need to take note 
a generally stnwlmg higl, Street. compiMon sdes have collapsed, with many dealers pointing the finger at the free hits CDs to explain the shnnking nmrket With the giveaways mainly centred on DVDs, the record companies who initially faelled the CD cover- mount boom by supplying tracks and then vntually Idlled it off by ending their deals may now be breath- ing a sigh of relief that the market bas moved on. But in this world where divisions between différent entertainment sectors are increasingly blurred what 

As if entertainment retailers have not had enough to contend with during the past couple of years with the mountain of newspaper CD giveaways, they are now having to endure it ail over again with free DVDs. Those same retailers had to ail intents and purpos- es won the battle against CD covermounts earlier this year after finally persuading the labels who supplied the repertoire of the harm they were inflicting on high street music sales. Yet now it seems the potential damage being inflicted by such newspaper promo- tions is switching to another part of their businesses. As with the music promotions, the driver behind these giveaways is newspapers' desire to boost their circulation figures. Indeed the latest ABC figures, issued last week, tellingly reveal that the few increas- es in sales in the national newspaper market during the past quarter have largely corne via improved sales of Saturday éditions - just the day when another batch of classic movies is being given away. But, if what happened with music CD covermounts is any guide, the price for these circulation rises is like- ly to be paid for yet again by the poor retailer, natural- ly unable to compete with free product. While artist album sales have managed to hold up this year, despite 

happens in one sector cannot tari to anect anotner sec- tor. Indeed, many of the same retailers on whom labels are relying to push their big albums in the Christmas market have, to a large extent, fallen back on acceler- ating DVD sales over the past few years to drive their businesses forward or, indeed, simply make up their numbers. Look closely at HMV's figures, for example, and you'll see its non-music business now makes up more than 50% of sales. So any négative impact these latest giveaways have on the retailers is bound to have a knock-on effect on the record industry. We can only hope that the lessons learned by label executives about covermounts will be quickly realised by their counterparts in the film industry, too. 

Music does its bit to hait 

spread of Aids in Africa 
In the ongoing struggle to combat Aids in Africa, music is playing an important rôle in Health éducation programmes for young Africans - both locally through performances in schools and villages and nation- ally through radio aitplay. Radio is one ofthe most impor- tant tools for spreading informa- tion in Africa - and music is the main attraction, with people tun- ing in to listen to local and Western hits. For example, Radio Simba in Uganda broadcasts messages about safe sex and sexual éducation in the ad breaks. Ugandan bands 
Assistance îs not just 
about raising money 
andgwînghand-outs 
such as The Nile Beat Artists con- stantly convey HIV awareness messages through their songs. And the kids seem to be listen- ing. Uganda is now the only African country with a decreasing HIV infection rate. Health éduca- tion has been instrumental in this. Live 8 and Live Aid showed how Western acts can use the pulling power of their music to raise funds to help young people in Africa. But the UK music industry could be doing much more to help African 

kids by supporting the work of African musicians - and by getting behind the wealth of new musical talent coming ont of Africa. Providing assistance is not just about raising money and giving hand-outs. We need to engage the Africans in what they do and what they produce - and fully utilise their phénoménal musical talents. Trade is vitally important in this. That's why new UK charities such as Bottlctop try to manufac- ture products in parts of Africa where the health éducation initia- tives they support are based. With the launch of Sound Affects Malmaison - Bottletop's new charity album in association with lifestyle hôtel group Malmt c has b e that unique local resource. Bottletop has taken original music from Afi-ica and invited 10 of the UK's leading dance Dis to remix the tracks for a European audience. In this way, African music is being turned into a global curren- cy. Such initiatives also help to frind the growth of new éducation programmes that spread vital information and messages of youth empowerment to build of crucial health issues. 

Are indie labels better 
at artist development? 

With four indie albums in this week's Top 10 do independents have the upper hand over the majors when it cornes to artist development? 
"Razorlight, Scissor Sisters and Keane would certainly disagree. While some majors are clearly more interested in marketing than in music, we still have plenty of vibrant, i 

in question are, say, Franz Ferdinand and The Prodigy. But what has independent status given Katie Melua and Simply Red? Their music is as bland and benign as it would be on a major,"  Mike Batt, Dramatico "Independent labels,    that there is no magie to it there's i brick wall.You just have to do what 
ils. Tire co marriage between indie labels and iding shows that chart an often go hand in hand." 

'I think it shows the maturity of the independent sector, There are new artists on their first and second albums and the second albumean be tricky. So l'm tremendously pleased, shows a degree of integrity and patience at work, not just throwîng a huge marketing spend at something f"r "n° week, Tltese acts will endur 

"When it cornes to signing bands, it used to be that we were mainly competing against the majors, but now it feels like the large indies are becoming the stiffer opposition. This is because the crédible alternative artists that we look to sign are ciued up enough to realise that the large independent labels offer them dear advantages over the majors whilst still having the clout to deliver hits." Tm Noates, Dazcd & Confuscd "At the moment the way that the 
majors are, the indies are often acting as meubators. But Ifs easier these days for the indies to see a gap in the market and do it themselves. Ifs not ail about power and money." 

"Its©   given up on artist development There's no room for Creative growth, because they need to justify meagre sales 
rst

h
those of bi39or pop acts'indie labels, however, are ideally positioned tobring new talent intb the mainstreani as they care about the music and are 



A box contaimng Peeis most treasured records 
is to feature in a C4 documentary and it reveals his 
tastes were not always as eclectic as you may think 

Peel really need three copies in there? Also we leam thaï Peel was possibly 
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But let's stop with this before we Canada, up to the cliché that Peel onlv about J( 
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Contact: Maria Edwanls, Music Week Classified Sales, CMP Information, 3rd Floor, Ludgate Housc, 245 Blackfriars Road, London SE19UR 

Rates per single column cm Jobs: MO , Business to Business & Courses. £2 Notice Board: £18 (min. ton x co Spotcolour:addlO% Full colour: add 20% | rates subjectlo standard VAI 

Booking deadline: Thursday lOam for publitaBon the following Monday (space pemùtting). Cancellalion deadline: lOam Wednesday prior to publication (for sériés bookings:17dayspriortoj^^S 

VICTORY 

RECORDS 

DIRECTOR OF INTERNATIONAL SALES 
We seek the right individual to coordinate ail international (ex - N. America) marketing activities for the Victory Records product line. This includes the création, implementation and overseeing of sales and marketing plans along with acting as the liason with our international distribu- tion partners. Candidate must have a true grasp of the interna- tional music market along with proven sales experience. 

^   

DNDEPENDENT 

t Mm 
M Mmi® STATES 

LONDON OFFICE IS HIRING 
VICTORY RECORDS is looking for experienced music business players 
to join our European team in our Camden office. Sales, Promotion and 
Publicity superstars should apply. VICTORY RECORDS is the TOP, inde- 
pendent, rock label in the United States. We are now setting our sights 
on the UK and Europe. VICTORY RECORDS is more than just another 
record label. We are a forward thinking lifestyle company, and the pre- 
miers independent rock brand. Join us and be part of musical history. 

IF YOUR EXPERIENCE CAH BRING VALUE PLEASE APPLY: 
FAX COVER LETTER / CV/RESUME / SALARY HISTORY TO (1)312.873.3889 (or email to: tony@victoryrecords.com) (WE RESPECT ALL APPLICANTS INFORMATION WITH THE UTMOST IN ABSOLUTE CONFIDENTIALITY) 

VICTORY RECORDS UK 85 - 87 Bayham Street Camden Town, London NW1 OAG UK Phone: +44 (0)207 4247896 
VICTOR Y RECORDS 
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MOVE 

ON UP 

Find your next job at 

www.musicweek.com/jobs 
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Classified 
Contact: Maria Edwards, Music Week 

or, Ludgate House, " " 1, London SQ 9UR F: 020 79218315 F: 020 79218372 

The latesl jobs are also available onfine every Monday at wwwjooslcweekxorn Booking deadline: Thursday lOam for publication the foflowinçj Monday (space permilting). Cancellaboo deadline lOam Wednesday prîor to publication (for sériés bookings: 17 days prior to publication). 
BUSINESS TO BUSINESS AND COURSES 

rc™i7az Phone^ o"283 566823 Fax: Pnvate seldom used 
SSL Studio 
on River Thames Greenwich 

Unit 2, Park 

PACKAGING 
Posting Records? 

Available for long-term rental (or partnership) Flexible Terms 
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JSS., .1 •iiii - 
INDUSTRY COURSES 

to advertise nsing a 
BOX NUMBER 

call Maria on 0207 921 8315 

OBSESSED WITH PORN? 
Are you obsessed with pornography? We are making a TV programme about the addictive side of porn and are looking for people willing to talk about their expériences, whatever they may be. 
Please call Jessica on 020 7430 4723 or email: pornaddiction@itn.co.uk 

RECORDS 

AMOUNTS 

CASH PÂID forCDs,vinylLPs,12°&7" 
music memorabilia, guitar picks, crewclothing.tour merchandise, record awards promosurplusesS complété collections-willcollect calIJulian or Mark... office: 01474 815 099 mobile: 07850 406 064 

e-mail: mw@eil.com 

do you run courses for the 

music industry? 

whether you target those building their skills as 
they move up in the industry or those trying to 
break into the industry 

never has the need been stronger 
for staff to develop and diversify 

music week has the readers you need to reach. 
advertise your services to those committed to moving forward. 
call maria 020 79218315 email maria@musicweek.com 


