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Kasabian set for 
double release 
Columbia will break with convention by releasing the new Kasabian single Empire in both physical and digital formats from the moment it receives its first play on Ul< radio next month. The Jim Abiss-produced single will début on Zane Lowe's Radio One show on the evening of July 24, immediately after which the track will be available to purchase 

both digitally and as a physical two-track single. The move addresses current chart régulations which stipulate that download sales do not count toward the chart until one week prior to physical release. "We felt the physical consumer is being penalised in a way that the digital consumer isn't It seemed ludicrous," says Columbia managing director Mike Smith. "The only reason is to protect chart position and we wanted to break away from that." 

National push to promote music 

Free CDs 

offer for 

schools 

Columbia's marketing vice président Richard Connell is adamant that the move could spark a new trend. "Consumers want to buy music when they hear it and they will always find a way, legally or illegally, on or offline," 
In a bid to maximise the single's chart position, additional 10-inch and DVD versions of the single will be released on August 21. The album, also titled Empire, will follow on September 4. 

by Ben Cardew Millions of schoolchildren across England are to receive free music 
being staged for the inaugural National Music Week this 

Under the strapline "My Music" pupils aged from H to 16 will receive tokens which can be redeemed in shops for a CD featur- ing one of 10 new tracks, as well as £1 off any other music product The initiative, the subject of a collaboration between Bard, the BPI and the Government's Music Manifeste, is designed to help young people appreciate a variety of musical genres. The 10 tracks, which will cover a range of genres, will ultimately form the first schools Top 10 run- down compiled by the Officiai Chants Company. The singles will feature UK artists which have sold fewer than 100,000 albums, with two acts apiece from each of the four majors and two from inde- pendent labels. National Music Week, which will take place from October 16 to 20, will see participating schools receive teaching matériels designed to expose students to a broad range of musical genres and covering the likes of copyright issues and advice on working in the 

industty. Schools must register on the officiai website, www.national- musicweek.net, before July 21 to tokens, a free teachers' ; pack and the chance to win a number of prizes, including artists performing in their school. By last Friday, more than 400 schools were already on board. BPI executive chairraan Peter Jamieson says, "It is rare that you 
with the Government, retailers, the record industry and the charts, with the OCC. We are ail working together." Steve Knott, chairman of Bard and HMV UK& Ireland managing director, adds, "National Music Week présents a tremendous opportunity to engage with a younger génération of music con- sumées in particular and thus encourage an increased apprécia- tion of the rich diversity of British music in ail its forms." HMV, Virgin Retail, Music Zone, Fopp and Tesco are among the retailers which have already signed up to the initiative. Bard deputy chairman Paul Quirk says the event will appeal to a génération that has become dis- enfranchised from the traditional music industry. "We are doing it to raise the profile of new British music to a génération that seems to be only interested in free down- loads," he says.  ben@musicweeI<.com 
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«s is edrted by Paul Williams 
Retail contingent unhappy over BPI's pressure to 
relax restrictions on downloads' chart eligibility 

BRI calls for further 

chart rules review 
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® 'We were just doing what we loved 
and having a damn good time too' - 
25 years of Kerrang!, pl3-19 

MPs call for action on 

illégal music sites 
MPs have reacted with confusion to ISPs' apparent impotency in the face of illégal music sites such as Russian-based aIlofmynip3.com, despite being able to crack down on child internet porn. Représentatives from the Internet Service Providers Association's (ISPA) and AOL last week told a select committee enquiry into new média and the creative industries that ISPs attempted to point consumera In the right direction towards légal content and, if aierted to illégal sites, were helpful to the creative community by issuing notices. 
with the same MPs, BPI générai counsel Roz Groome brought the committee to the attention of the 

download at a fraction of their cost on légal sitSsrGraome added that the BPI wâs now hoping to get a UK court judgment set against the Russian site shortly. Taking his eue from this. 

committee member Nigel Evans MP questioned why ISPs could be so successful at stopping child porn, but not copyrighted material. He was told that the ISPs were not "judge and juries" and that, where child porn could easily be identified as illégal, it was more difficult to détermine which sites were infringing copyright Committee chairman John Whittingdale MP suggested a copyright watchdog organisation could help them. BPI executive chairman Peter Jamieson also used his appearance in front of the select committee to hammer home the probiem of internet piracy and home copying "Traditionally, we have turned a blind eye to copying," he said. "Two changes have caused us a probiem. The quality of copies has increased and the ability to distribute is so easy on a global scale. There has ta be a distinction between copying for private use and commercial." He added, "If you go to the schoolyard now, people are beginning to think that buying music is a choice. We need to get across the message that to copy is OK. to give away is not" 

Vital Distribution and Pias UK's label development arm Intégral will look to replicatc the platinum success it has achieved with Peacefrog Records artist José Gonzalez, with the July 17 rclease of The Pipettes' album début We Are The Pipettes on Memphis Industries. Following Gonzalez, the Brightontri 

second act to plug into Intégral, which was launched to give independents increased marketing and promotional muscle in the UK market The trio broke into the Top 40 for the first time In April with their first single Your KIsses Are Wasteri On Me, while the follow-up Pull Shapcs will be released on July 3. 

Industry gets its moment 

at first government summit 

by Robert Ashton The music industry will be given a chance tomorrow (Tuesday) to shape the Goverument's Creative Economy Programme (CEP) with the Music SummiL The event will be a first oppor- tunity for the majority of the record industry to meet with new creative industries and tourism minister Shaun Woodward. How- ever, the morning session of speeches, informai chats, briefings and Q&As at the British Library is critically also the industry's best chance of feeding into the CEP launched earlier this year by Woodward's predecessor James Pumell and designed to help the Government make the UK the world's creative hub. Around 100 people from ail sectors of the industry, from pub- lishing to technology, are expected to attend the 9.15am to Ipm ses- sion to press home their concerns to Woodward and a team of DCMS and CEP officiais. The industry is also fielding a team of around half a dozen heavy hitters to deliver 

Woodward: minister will be present 
speeches addressing some key concerns and issues facing it and also to - as one insider puts it - "facilitate discussion and dialogue to ensure the right questions get asked and the summit focuses on the important areas". EMI Group chairman Eric Nicoli and Live Music Forum chief Feargal Sharkey, who both serve on the CEP steering group report- ing to Culture Secretary Tessa Jowell, are likely to make short addresses. PPL director of govern- ment relations Dominic McGoni- gal, Creative and Cultural Skills director Al Tickell and MCPS-PRS CEO Adam Singer are among 

those acting as the "facilitators". Sharkey says he and Nicoli will cover a couple of areas broadly identified in the seven-step pro- gramme such as skills and éduca- tion, compétition and IP, technol- ogy, and business support and access to finance. "The creative economy is playing an increasing rôle in the firture of the country and music is a massive part of that," says Sharkey. Nicoli adds, "The music busi- ness is one of Britain's most important creative industries, eco- nomically, culturally and socially. The summit will be important in highlighting this, but also in iden- tifying key areas where we may need more help from the Govern- ment and the public sector, such as maintaining a strong IP frarae- work and respect for copyright, doing more to stimulate music and IP éducation and awareness, and encouraging appropriate skills and training." McGonigal says that the sum- mit is an important opportunity for the Government to engage with the industry and"achancefor the industry to input to the CEF". robert@miisicweek.com 

Concert guru 
toreceive 
Mitshonour 
Pioneering concert promoter Har- vey Goldsmith is to be honoured with the 2006 Music Industry Thrsts'Award. Goldsmith will receive the award at the Music Industry Trust dinner at London's Grosvenor House Hôtel on October 30, in récognition of his 40 years in the music industry. Over his career, Goldsmith has worked with many of the world's biggest artists, including The Rolling Stones, The Who and Madonna. He helped to pioneer stadium rock and was the first pro- moter to present arena opéra pro- ductions, as well as bringing Pavarotti to London's Hyde Park. However, Goldsmith is proba- blybestknown forhis charity work: he helped to organise both the Live Aid and Live 8 concerts and has also worked for the Prince's TVust and the Teenage Cancer Trust. David Munns, chairman of the awards committee, says, "Harvey Goldsmith has been part of the fab- ric of the British entertainment industry for more than 40 years. His passion, enthusiasm and ener- gy for producing great music events is as strong as ever, so is his voice. "Harvey has consistently set the bar high for other music event pro- ducers to follow. His contribution to the music industry and the good causes it supports makes him a dis- tinguished 15th récipient of the Music Industry IVusts' Awnrd." Goldsmith says that he was sur- prised by the news, as this will be the first time that the award has gone to a promoter. However, he believes his high-profile image has helped his cause. "Nobody knows of any promot- er apart from me," he says. "Why? Because I care. I have produced a few very interesting concerts and helped a huge amount of acts devel- op outside of the UK. But I am just as interested in the public that sup- ports us as the artists that perforai for us." "When I got my CBE every- body assumed it was for my chari- ty work," he adds. "But actually it was for services to the industry. To some extent, I created the [live music] industry in this country, because when I started out there 
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The 2006 Edge Employer Awards. 
Rewarding practical learning at work. 

Theory is ail very well. But there is no substitute 
s. for hands-on, real world experience. That's the 

principle behind the Edge Employer Awards. 
We believe in rewarding organisations that put practical learning - 
from apprenticeships and volunteering to work placements and 
traineeships - at the heart of everything they do. And that means you. 

Practice makes perfect (and £300,000). The winners will not only set 
a shining example to their peers, they'll also walk away with a share of 
over £300,000 to reinvest in on-the-job development. Just imagine 
how far that could take your employées and your business. YouTI also 
need to find a home for your Edge Employer Award - but that shouldn't 
be a problem for a place with practical skills like yours, should it? 



Absolute aims to bring successful US lifestyle' radio format to UK market 

Jack springs ont of the box 

by Paul Williams The Jack radio format, which has become one of the decade's most successful new radio brands in North America, is set to be unleashed on the UK market. UK-based Absolute Radio International has signed a licens- ing deal with the brand and format owner SparkNet Communications in a bid to launch Jack stations outside the US and Canada for the 
Already around balf-a-dozen radio stations in Canada and more than 30 in the States operate under the Jack format, which has been anecdotally described as having an "iPod Shuffle" playlist approach, as it mixes up music ffom différent genres and eras while broadcasting more tracks than most other 
Now Absolute will look to introduce the format in the UK aiter last Friday putting in an application to regulator Ofcom to launch a Jack station in Oxford and South Oxfordshire. Before submit- ting the application for a new FM licence, which will cover an audience of around 300,000 adults, Absolute last week also announced it had bought one of Oxford's two existing commercial radio stations. Passion FM, from tire Milestone Group. Absolute's programming and 

îd by Absolute Radio's Jack fomiat station 
opérations director Clive Dickens says lus group aims to use a Jack format in Oxford to primarily tar- get a 60% male-biased 35- to 49- year-old audience, although he suggests the Jack format is 'more about lifeslyle" than directly aim- ing at a spécifie démographie. It faces compétition for the licence from the More FM Group, which owns More FM in Banbury, and the Local Radio Company. The bid to launch Jack in the UK cornes at a time when, despite having increasing numbers of sta- tions, commercial radio continues to lose listenere to the BBC, notably to Radio Two, whose less formatted music approach has helped to win over 3S-plus listeners. Dickens 

needs to offer more exciting choices to Usteners. He believes Jack will extend choice in Oxford and that the city is ideally suited for the format 'It's a 

radio market in the country after London." Dickens' group last Fri- day also submitted a rock-based format for a newly-advertised Bris- tol licence. Absolute plans to offer presen- ter-fronted breakfast and drive- time programmes for its proposed Oxford station, while the rest of each day's output would have back-to-back music in the 

Jack tradition. Although Jack's music format is seemingly random, Dickens notes that in reality the musical output is carefully programmed, although its sélection of 1,000 to 2,000 tracks contrasts sharply to some stations which play only around 300 différent tracks. Suggesting that Radio Two offers a Jack-like approach in its more varied choice of music sélections than most commercial radio, Dickens believes there is a real desire among some listeners for less obvious playlisting. "For every Magic there's a potential for a Jack and what Jack in essence does effectively is not typically assume music is very spécifie in its format - in other words, AC is AC, alterna- tive is alternative and dance is dance. Adults, particulariy aged 35 to 49, have been exposed to a rauch broader musical héritage and are much more open to accept there's potential for ail types of music on one station,'' says Dickens. If the application is successful, he adds that Absolute will consider using the Jack format to apply for fortheoming licences in Liverpool and Manchester. Meanwhile, Absolute's pur- chase of Passion FM gives the group ownership of a radio station for the first time since il sold its stake last September in Liverpool station 107-6 Juice FM to station rUlster Télévision. paulw@musîcweek.con 

Tennant in spotlight 

at Radio Academy 

ill be the climax of this year's Radio Academy Festival. The event in Cambridge next month will feature a wide range of senior radio figures together, including Magic 105.4 station programmer Richard Park, BBC director of radio and music Jenny Abramsky, former Radio One controller Matthew Bannister and GCap Media chief executive Ralph Bernard. The festival will be compered by Radio Two présenter Jeremy Vine. Pet Shop Boys, whose latest 

Fm With Stupid, Tennant will be quizzed by Wadsworth about the relationship between performers and the radio. 

Topics for discussion include how important the radio has been during the group's career, where radio is currently succeeding, whether the music industry is 
and the rôle of radio in breaking 

The festival is being held at Cambridge's West Road Concert Hall from July 3 to 5 in what will be its second time in the city, with tickets still available through the Radio Academy website. It will begîn with the Guardian Media Group Lecture which this year will corne from BBC director général Mark Thompson, in what is a crucial time for BBC Radio ahead of Charter Review completion at the end of the year. Tliis year the event will be more interactive than before and some of the sessions will be available to view via the Radio Academy website. 

Radio One is returning to Ihiza this summer, when it will be extending Its coverage from the island with a week of broadeasts. It will be broadcasting from lliîza from August ô to 13, which will Include the Ililza Wcekcml of 36 hours straight coverage fi-om parties around the island. Pcte Tong, 

Judge Jules, Fergio and Davo Pearce will broadeast shows from the Café Mambo, while Zanc Lowc, Vcrnon Kay and Colin Murray & Edith Bowman will bo making their Ibiia broadcasting débuts. Guests 
Cox, John Digweed, Sven Vath and 

Leadingthe 
ILR recovery 
For ayear now, the 3,000 soûls that make up the GCap staff have worked for a company which has the tag "troubled" attached to it in every newspaper reporting on us. IT1 be honest - it was a bit ofa shock to start with. We are used to 

isofidati 
and we < 
■ a failure. But are we bothered? No, we are getting on with the job of lead- ing commercial radios fightback against the BBC. We know it's a challenge, but challenge is what GCap people thrive on. 2006 is proving much better. We relaunched Capital Radio and we extended the mighty Xfm to cover Manchester and Scotland. Meanwhile, Planet Rock - the worid's best radio station (for dads) notched up a half million listeners and took Sony Gold. In fact, GCap and the whole of commercial radio had a stonking year at the Sonys and - best news of ail for commer- cial radio - we sold our three rail- lionth DAB digital radio set. The prolifération of new digital services points to a rosy future for commercial radio. Planet Rock, Chili and Core are the ones I know best and I know these formats have an immense future. Technological developments have déclaré that radio is in terminal décliné. Eh? Radio is listened to by 90% of ail adults in the UK every week. That is up from 86% 10 years ago. Neither internet nor iPod has diminished the power of radio. It's also in vogue to suggest that there is some problem with com- mercial radio. Rubbish. Wedomi- nate the 15-44 démographie with our 55% share playing the BBC's 43% share. London's fastest-grow- ing radio station is commercial - Magic sticks to music radios base formula, tire right song at the right time played by the right DJ and, as if by eiT...magic, its audience share has leapt up. The yellow leaders jersey is only on loan to Richard Park - it will be back at Capital Radio Lon- 

So back to GCap - the biggest company, with the best assets in a growing média sector with an incredible digital firture. Uoubled? Don't make me laugh... Steve Orchan 



As Dido's No ange! nears 3in sales, MW lists the top- 
selling débuts, many of which are from the past decade 

Débuts battle for 

top sales crown 

record buyer. But a doser look at albums which niade the grade does suggest there are common threads that do connect a number of the releases in tenus of how they managed to ever reach double millionaire status. While some of the albums shot rapidly out of the starting blocks to become instant successes, among them Spice Girls and Keane's débuts which coincidentally both sold around 155,000 copies in their respective first weeks to début at number one - many of these albums could have reasonably been described as flops (or, more chari- tably, slow starters) when they first 

The UK's biggest- seiling début albums 
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Features are edited by Joanna Jones 
When Radiohead decided to tour the UK in a giant, unbranded, unsponsored tent back in 2000, it was lauded by many as a powerful statement against commercialism and consumerism; the kind of gesture the Thom Yorke and his band are famous for. Fast-forward just six years and times have changed. In August, Radiohead will headline the Virgin Mobile-branded V Festival. In the new mil- lennium, bands are associating themselves with products in ways never before imagined. It is not just Radiohead. Gorillaz are partnering with phone companies, U2 are branding iPods, Robbie Williams is promoting a mobile operator and Mike Skinner is selling trainers. If the fit is right, it seems, the possibilities are endless. "It is not just about a sync deal and 'Let's release a single off the back of it' any more," says EMI Music's Adrierme Dunlop, who held the title of director of commercial markets for five years before becoming director of business developraent digital at the start of this month. "It is much more about the vider partnerships which incorporate so many différent elements now. A is the artist and b is the brand, you can do a sync, you can do premiums as well, these can be physical or digital, you can extend it more so that the brand has an incrémental revenue slream - a coffee house or restaurant selling music. There are so many things you can do." The rapid development away from the simple sync model has been driven by the changing pace of média, suggests Dunlop. "Look at ail kinds of technology, until two or three years ago how we 
very différent to the way we are using them now. Everything is speeding up." Indeed, Radiohead's six-year joumey from tent tour to V Festival perhaps highlights the pace at which brand sponsorship has developed. Just as sync is the very simplest music-brand partnership, it is not enough for a brand to slap a logo onto an event; they are now required to irmovate, pioneer and lead the way with new music stratégies. "There's no doubt that the days of the Mean Fid- dler charging £500,000 for a beer sponsor to have a little logo in the corner of the Reading festival are gone," says Mike Mathieson, founder of brand entertainment agency Cake. "When the brands are spending 10 to 15 times the amount of the music industiy, then they are much more in the driving seat, but there's also the need to be more créative and more innovative as well, and that's the inter- estingpart." In many respects, the V Festival set a precedent for the branding of festivals. Its success has opened up possibilities for brands to not only successfully own festivals, but to create whole new events under their exclusive names. In addition to the branding of major festivals such as the Nokia Isle Of Wight Festival, a whole string of new events have been launched, with the brand taking the initiative. Projects such as Car- ling Live 24, 02 Wîreless, T-Mobile Street Gigs, Bud Rising and Ben & Jerry's Sundae On The Common, BP's Summer Big Screens from the Royal Opéra House have seen new musical ven- tures launched which otherwise might not have existed. For the entire industry, this means more possibilities than ever for artists to get noticed. "Brands are wanting to wholly own bespoke concepts where they can drive the exact content, the exact agenda and thus match the stratégie needs of them as a brand with the proposition in tenus of the event," says Henry Scotland, director of brand agency Iris Expérience. Scotland, who was involved in staging the first V Festival in 1S95, says that the most important thing for brands and events is to get the right fit. 'There's an obviously link for a mobile phone brand to be at a festival because of the needs of the 

With just a month to go until Music Week's inaugural Music 
& Brands conférence, we here présent the first in a sériés of 
features looking at the increasing number of partnerships 
between brands and music, what is driving this sector, where 
the innovations are coming from and what is next for those at 
the cutting edge of these innovations. By Adam Benzine 

Brands surf 

new wave 

with music 

punter at that show," he says. "Télécoms is current- ly the most exdting sector, because it can be fully R^wason takes integrated. Text and Bluetooth are right at the aridethrough blunt end of what is an incredibly diverse and thocrowdat interesting field. That's where currently the great- ^ ",g ve 
est growth and the most potential is." Mathieson agréés, adding that the practicality of a mobile phone operator sponsoring a festival is likely to have a strong impact on the consumer. "With the mobile companies, it's often about what 

they can bring with technology, such as instant ticketing solutions, that makes the branding fit so well," he says. "The sort of brands that bands always feel comfortable with are mobile phone companies, because they're very neutral. "With a thing like Orange at Glastonbury, there's a real need for it as well. When you get 200,000 people descending on a field, it tends to knock out phone service pretty quickly, so they stick a few more masts up. Your phone's not going to last four 
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Orange's now established Raylist show was devised back In eariy 2004 to build a crédible music connection for the mobile brand. Deveioped in partnership between Orange, ITV and prodncers Initial - part of EnderoolUK-with brand 

location, with each sériés running for 26 weeks. Cuests who have appeared so fer include 50 Cent Ozzy Osbourne (pictured above with Middlemiss), Will Yoimg, Phik, Mark Owen and Jamie Foxx. 
Sériés one was in planning from January to September 2004, before being aired from late September 2004 to March 2005. Sériés two was aired from October 25 2005 through to May 2006. Both were 26-week runs (plus four extra repcals and a best of show). Both sériés also broadcast on VH1 and 1TV2 at the 

deal done by Cody Hogarth, head of brand partnerships. ITV - comtnissioned by Steven Andrew. Commercial deal agreed with Gary Knighb head of sponsorship and partnerships. Orange - Clients 

days - it needs recharging - so they provide a recharge tent You want to some information - what time a band is on, the latest line-up changes - and they provide an instantaneous way of being able to achieve it Its the right fit." The opportunities for brands to create new con- cepts is not just liraited to gigs and festivals. Fol- lowing on from the success of TV shows snch as the Orange Playlist, T-Mobile last week announced a new, title-branded show to ran on Channel Four. Transmission With T-Mobile will launch this month, and will include video footage from the phone operators" sériés of low-key Street Gigs. Phil Chapman, marketing director for T- Mobile, says, The old badging, the putting a stick- er with your logo at the back of the stadium type things, thats the opposite of what we want to do now. We're highly involved in creating the event, and doing it in a way thats abit différent. "It might sound a bit clichéd, but nowadays it needs to be more authentic and more crédible. I think to stand out you do need to push the bound- aries a bit If you don't want to embrace new things, you're in the wrong business." Ad Bradley, director of brand agcncy Ad Bradley Music, helped broker the placement of JXL's remix of Elvis Presle/s A Little Less Conversation for Nikc's 2002 World Cup campaign. "Ad-funded programming is becoming ever more important because media's so fragmcntcd thèse days," he says. The big TV spend on an ad campaign doesn't hit the same audience that it used to hit, so brands need to try and innovatc to 

hit their target markets. When you also have télé- com companies sponsoring music shows, that gives them rights for entertainment wliich they can leverage across their networks." Mathieson adds, "We have média prolifération to such an estent now that there are just too many distractions, too many titles and média has explod- ed too far. In the old days, you could be assured of reaching your youth audience by a clever piece of média planning. That no longer exists because it's 
There is a définitive need for brands to innovate in some way. We found out that Budweiser in the US are the world's largest aluminium recycler and we thought "bingo'. We went to Michael Eavis and said, 'Listen, we'll do the reçycling at Glasto. It's a really nice initiative, it's corporate social responsi- bility and it's a nice warm story.' Often the touch point with consumers will come through experien- tial marketing." While the explosion of brand partnerships with artists and labels is undoubtedly mutually bénéfi- ciai, it is not without its pitfalls. Almost ail parties are agreed that at the top of the list is credibilily - both for the brand and the artist Damian Mould, chief executive of Slice PR, says, "Consumers aren't stupid. They know when some- one's just paid a big price to put their name and logo by an event Brands also need to understand what acts and bands want out of the relationship as much as the other way round, even though they arepayingforit" Outside of the world of music, the fiill-out of 

Consumers aren't 
stupid, They know when 
someone's just paid a big price to 
put their 
name and logo by an event 

Kate Moss's drug "associations" highlights how quickly brands can tum on stars who might com- promise their image. Brands are increasingly cau- tious about being associated with a celebrity who could bring their product into disrepute, and H&M and Chanel were quick to terminate their association with the raodel. Yet the speed with which Virgin Mobile swooped in to sign Moss up - quickly tuming around a tongue-in-cheek adver- tising campaign which punned on the model's loss of her contracts - just goes further to show that getting the right kind of partnerships can be ail important. "For a lot of brands, the pitfalls can really come when the band goes off the rails," says Mathieson. "Let's say that Heineken had sponsored The lib- ertines from day one, and then Pete Doherly goes off doing his drugs and everything, then you might have some serious potential brand collatéral dam- age that you might suffer. "Right now, we've got a brilliant association going with Mike Skinner from The Streets and Reebok, and it's perfect - here's a man who loves wearing white Reebok Classics and here's an endorsement programme we've been running over the past year with hira, but you never know what might happen. He might go off"the rails." As an artist, Skinner seeras well aware there is a very strong need to not be seen as siraply being part of a brand. But, for everv Skinner who can successfully work with a brand, there is an artist such as Stiltskin, forever doomed to be labelled as "that Levis band". "There obviously is a risk of bands becoming over-active in this arena," says Mathieson. "An ad lookmg at working with clothes might suddenly not want to because something else will come m vvhtch they décidé it is going to fill a quota oi brand-related things in any given year. Over-asso- ciatmg with a brand can'be verv damaging 1°' artistte credibilily, You don't want to be seen as doing everything." 
bc trtrt'01 POteUtial pitfil11 for biand^ensc 01 "the latest fashion" sete^m If Hefaeken, Carling. 



Budweiser and Grolsch are ail running music events, the pressure on other brewers to come up with a music initiative is immense. "Because you get brands such as Carling who are so active and involved in music and bave such a huge budget for music, you get beer brands who are launching music plans partially on the basis that they just don't want to be locked out," says Scotland. "It becomes a self-fiilfilling propheçy. People are getting involved in it merely because they feel that they have to, rushing something to market that isn't very well thought out as a blocking mecha- 
Phil Chapman agréés. "Music is a huge industry; you can't just say, 'Let's do music' and it just be empty," he says. "You have to ask what this music is doing for your brand. If you're just pretending, it shows. I think that cornes over to the fans. They can smell it when it's manufactured and they can smell it when it's just a chèque and a label." Yet, for most bands, when handled in the right way, there are few problems. These days, a band such as Dirty Pretty Things, whose rock'n'roll image is as important as their music, have no prob- lem playing a T-Mobile branded concert. And, with the footage frora that show set to be shown on T-Mobile's sister TV show, the cross-over potential 
Such partnerships look set to intensify in future. Though the UK festival market might seem satu- rated, new urban and one-day events are sprouting up on an almost monthly basis. "The conversations that we have with brands now are so far away front the sponsorship model it's untrue," says Mould. "It's about what can we create, what experience can we build, and what is the relationship we're going to create through that. "We don't talk about badging events or anything like that. The words that people use now are 'part- nering', 'facilitating', 'supporting' and 'powering a more intégral relationship'. "1 think it's the way forward and it's the thing that will grow, there are so many opportunities out there." 

Case study; Ibiza Rocks with Sony EHcsson 
In early 2005, Manumission liromoter Andy McKay pitched brand agency Iris Experience fo Sony Ericsson to sponsor the inaugur; year of Ibiza Rocks. McKay's plan was to put on a sériés of shows with live rock bands performing on the island - a risky strategy given Ibiza's longstanding association with dance music. Sony Ericsson agreed ; headline deal to lielp support the launch of the WBOOi, the first in its sériés of Walkman handsets. A host of new artists signed up to play the cvent, including Kaiser Chiefs, Babyshambles, Hard-Fi, Maxïmo Park, The Futureheads and The Kooks. The success of the event has led to it being re-commissioned this year - this time with added value. A deal has been struck with Channel Four to broadcast five half-hour Ibiza Rocks programmes, culminating in a one- hour spécial as part of its 4Music strand. Stand-aione performances from the events will also be broadcast on T4, while a média partnership witli the NME and niyspace.com bas also been established. For this year's sériés of shows, Zane lowe (Radio 0ne/IVITV2) and Edriy Temple Morris (Xfm) have joined as presenters, with Dirty Pretty Things, Editors, We Are Scientists, Boy Kill Boy and The Streets (Soundsystem) among the names signed up to perform at Manumission's Bar M from July to 

M # 

k 
with the addition of a visiting six cities, which will feature Zane Lowe, Eddy Temple Morris and a host of emerging 

Manumission promoter Andy McKay says, "A lot of people were sceptical when we launched Ibiza Rocks last year, but now it couldn't be more différent We recognised the sheer thirst for live 

Manumission promoters: Andy and Dawn McKay. Sony Ericsson marketing manager UK & Ireland: Richard Donnan. Iris Experience director Henry Scotland. PR for Ibiza Rocks; Usa Faichney, Amazing Media. PR for Sony Ericsson; Matt Beavis, Brando Communications. Channel Four; Neil McCallum & Catli Lovesay. 1010 Productions (TV): Colin Fay & Conrad Withey. Insanity Artists Agency: Andy Varley/ Zane Lowe. Creative agency. Bigactive. 

Top names join Music & Brands 
Coca Cola, T- Mobile, Coors, Nokia director of Creative I and Vodafone are among tlie Coca Cola, will brands which will give an insight outline the strategy into their use of music at next together with Tom month's Music & Brands conférence Dunlap, the ricoll 

and head of Three case studies have so been confirmed for the Musk IVeek-organised event which takes Wieden + Kennedy/Amsterdam, place at London's Landmark Hôtel The case study has been added on Wednesday July 19, including a 

music. we get il 
between key players in the music business and 

■ihese sessions will 

which will look at Coca Cola's new Uving On The Coke SideOf Life global marketing campaign. 
which has been devised in partnership with 

1 

session which will see T- 1 Mobile and Robbie Williams management 
outline the background and strategy behind their partnership - with contributions from IE's Tim Clark and T-Mobile's Matthias Immel. Another session will Coke's global advertising agency, Wieden + Kennedy/Amsterdam and editor for T4 and music Neil is set to launch globaliy next month, McCallum come together with brings music from a string of cutting cdge British acts together with animated stings to create a sériés of clips for broadcast and 

Ivan Wicksteed, the global 

Coors* head of sponsorsliip Martin Coyie to provide an overview of their collaboration on the latest Carling Uve 24 music festival, which took place in London last 

Of A SuccessfuI Marriage, The Artist 1s The Brand, The New Digital Gold Rush, as well as the growing trend towards developing brand-owned properties, which will be the subject of two sessions - Ditching The 30 Second Model, which will look at the création of broadcast content, and It's Ail About The Show, which will focus on the création of spécifie, bespoke 

Prospective delegates can register onlhesite,orbycalling0870 i 609109a For générai enquiries,^ 
musicweek.com, or call 
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...and having a damn good time too.' From Eighties 
cock rock to Noughties nu-metal, Kerrang! has 
travelled the road of excess for 25 years to emerge 
as the voice of wisdom and the biggest rock weekly 
on the scene. Vaterie Potter uncovers the inside story 

IS HEAVY METAL SPECIAL 

* Kerrang! wasn'ttlie _ In cofour . . . 
■■ MOTORHEAD! 

D JÊ'M GIRLSCHOOL! 
/ Mm UEO! SAXON! M KISS! TRUST! 

SCHEMKER! 
WÊLD MORSES! 

PAT BEN ATARI Z Z TOP! 
X! VARDISI TED NUGENT! 

FOOT! GRAHAM BONNET! 
ONTROSE! ROSE TATTOOi 

subject of cndless market . 2seai'cii 
andfocus groups; it wasjusta couple of guys saymg Thissounds likeagood idea' and doing it 

' IHg 

Ker-rang'. A magazine named after the crunching sound of a gui tar power chord could never be any- thing other than hea\y métal. Founded in 1981, this specialist magazine not only celebrates its 25th anniversary when so many of its conteraporaries bave fallen by the wayside, but is also enjoying a stronger position today as the world's leading métal magazine than ever before. Kerrang! first appeared as a 16-page pull-out in the now defunct weekly magazine Sounds, published by Spotlight Publications (then the owners of Music Week, as it happens). Deputy editor GeoffBarton was an avid clû-onicler ofthe explosion of British hard rock and heavy métal bands that replaced pimk in the UK, coining the phrase "new wave of British heavy métal" to describe the movement. "Sounds' twin mainstays were punk and métal," he explains, "and as far as the métal coverage went, it was impossible to do it justice within the confines of its black and white tabloid format. Looking at the success of Smash Hits, which was an A4 glossy, we thought it would be a good idea to do métal in that context and in a colourful way." Spotlight's management were initially reluctant to publish Kerrang! as a stand-alone magazine, but finally agreed to follow up the Sounds supplé- ment with a strictly one-off issue. However, it sold so well that Kerrang! was soon established as a raonthly publication, going fortnightly within two years and finally, in 1987, weekly. Although the popularity of the new wave of British heavy métal had peaked before Kerrang! first appeared, the most successful bands to emerge ffom the movement, such as Iron Maiden, Def Leppard and Saxon, had acquired major record deals, which proved particularly good for the magazine's advertising revenue. Added to which, in those pre-intemet and -MTV days, fans' access to information about métal bands, espe- cially American artists such as Van Halen and Kiss, was so liraited that Kerrangl's impact was immediately felt. Often raocked and considered outsiders by the mainstream, métal fans had finally discovered a publication that was as pas- sionate about their favourite bands as they were themselves. "The magie oî Kerrang! in those early days was that everybody who wrote for it was a fan, first and foremost," says Barton, "and we were vety lucky to have this vehicle to express ourselves. If any writer felt strongly enough about a band, it would make itinto the magazine." When UK. record companies either couldn't or wouldn't put Kerrang! writers in touch with artists, they went direct to the management, thus eircumventing the publicity machinery. Dante Bonutto, one of the early writers, who is now rock consultant for Universal Music, remembers that the magazine even paid for its first trip abroad, sending ajoumalist and photographer to "deepest Germany" by ferry to do a feature on Accept "I 
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/ferrons'Awaris ceremony. 1999 Paul Rees 
1987 Kerrang! goes 
1991 Kerranglis 

don t think their album had even been released in the UK," he recalls, "'but it was the mighty Accept and vie wanted them in the magazine." Another of Kerrangl's strengths in the early days was tlie fact that the management left the title alone, to develop organically. "Nobody out- side the confines of the Kerrang! staif in the company really knew exactly what kind of ani- mal it was," Barton says. "They knew it was a spécial magazine and that it was selling, but why it was selling and who these guys were on the cover of eveiy issue was a complété anathe- ma to them. Kerrang! wasn't the subject of end- less market research and focus groups; it was just a couple of guys saying, 'This sounds like a good idea and doing it." As the decade progressed, the popularity of American "big hair" bands, such as Motley Crue, Poison, Twisted Sister and Bon Jovi kept Kerrang! plentifally supplied vvith taies of excess and out- rage and the magazine was ideally placed to cover them, the rock'n'roll lifestyle of its writers fast becoming equally legendary. "If you were a discerning rock journo, record company expense accounts were there to be plun- dered willy nilly and the prospect of a trans- Atlantic trip was as de rigueur as a trip on the bus to work for Kerrang!' says Barton. "It really was an extravagant time. But it was also an extrava- gant time for the music, so I think they went hand-in-hand." "Yes, we did drink a hell of a lot, but we worked bloody hard as well, to make the magazine the best that we could," recalls Total Rocks Malcolra Dome, who today also writes for Métal Hammer and Classic Rock. "At the time, we never knew the impact we were having. It was only much, much later, when you met bands who became successful in the Nineties and they'd say, 'Oh, man, l'd get my mum to drive ail the way down ffom our little town in Bumfuck, Idaho, to buy the new issue of Kerrang!'. But we were just doing what we loved and having a damn good time." Jo Cosbert, who was the Geffen UK label man- ager in the Nineties and is now senior marketing manager for EMI International, recalls, "Ker- rang! was globally recognised as the bible of rock music. It was the first thing any good manager of a rock band asked about, as well as the availability of The Marquée for a début UK gig." Another early Kerrang! contributor, Derek Oliver, who recently co-founded Rock Candy Records with Dante Bonutto, reissuing albums from the kind of bands they were writing about for Kerrang! in the Eighties, moved to New York in 1989 as A&R vice président for Atco, where he witnessed first hand the influence the magazine, which was had become easily available on import in American record stores, exerted on the other side of the Atlantic. °I saw projects get canned if the album review wasn't positive," he says, "and if the review was great, then they'd just throw open their marketing coffers as if money was going out of fashion." However, the days of excess couldn't last for ever. At the turn of the decade, the world of rock and métal started to become more professional and Kerrang! had to change its ways accordingly, not least after the title was bought from Spotlight by Emap in 1991. Like Derek Oliver, former Ker- rang! freelance writer Dave Shack was employed by a record company, BMG. "I was brought in to be an interface with métal magazines like Kerrang! and its corapetitors, because BMG had no expertise in that and yet they had signed bands like Deep Purple and Cir- cus Of Power," says Shack, now VP international, Sony BMG UK. "Kerrang! was obviously viewed as crucially important. You knew that a 'one-K' review or a 'five-K' review was the différence between you selling some records or not," 

Bands bow down to rock lastemaker Kerrang! 

Kerrang! played an instrumental part in raising their profiles in ternis of sales and live. 
SKID ROW "Kerrang! has always been a core element in the marketing of any successful rock act in the UK," says Portrait/Sony BMG Marketing Director Johanna Headland. "But it is also looked upon with reverence in the US. Being weekly, it always has the upper hand with regard to new information and is very mfluentiai about bands." Headland cites a campaign she put together for Skid Row while working for Atlantic in the Eighties. "We did the usual teaser - and then Kerrang! just championed the band. Skid Row's self-titled début release in 1989 exploded the band onto the rock scene and onto headlining a successful tour, culmlnating at Hammersmith Odeon. Without Kerrang!, Skid Row would bave taken longer to break in the UK market." 
MACHINE HEAD When tryîng to break Machine Head in the UK in 1994, Roadrunner managing director Mark Palmer tapped into the traditional tape-trading practice of the early Eighties by circulating the band's excellent démo. "Kerrang! did a feature on the band and invited kids to write in and reguest the demo," Palmer says. "They were flooded with requests and, obviously, any kid that got a copy was duping it for his mates and the word spread." The band's subséquent début album, Burn My Eyes, went straight into the UK album charts at number 25 on release. 
LINKIN PARK After Paul Rees started as Kerrang.rs editor in May 1999, a redesign of the magazine took place in October, signalling a shift in musical éditorial policy. "While we were doing the redesign, we were sent an album by a band called Linkin Park, who no-one had heard of and we made a décision to put them on the cover at the start of the New Year as tlie band to 

The cover was followed up by tlie band's début UK shoi London's King's Collège. By making tickets only available to Kerrang! compétition winners, the buzz about the band grew and their carcer took off in the UK. "It Introduced them to their audience, when their audience were ready to be introduced," says Rees. 
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AIDEN When Victory Records label manager Jenny Reader was looking to break Aiden in the UK in 2005, she decided that the band's main strength lay in their live performances. 
Lane [Kerrang! deputy editor] have always been champions of Alden from the start," she says. "When the band headlined their first London show, they invited 11 members of staff down to see them. The minute they saw the band, they got what I had been tryîng to get across. Paul told me it's very rare that a band captures the imagination of ail the staff." The magazine put them on the billof their 25th anniversary tour in January, where they were so well- received that they were given their first Kerrang! cover in February. The band went on to play the indoor Give It A Name festival and will be performing at the Download and Reading/Leeds festivals with a headline tour to follow in September. 

BULLET FOR MY VALENTINE In January 2005, Bullet For My Valentine were performing at Barfly clubs, as part of Kerrangfs Most Wanted shows. Having won the 2005 Kerrang! Award for best British neweomer, just 12 months after their Barfly tour, the band were headlining the Kerrang! 25th Anniversary UKtour, finishing with a show at Brixton Academy. They have also toured the US this year, opening for Guns N' Roses in New York. Visible Noise A&R director Julie Weir believes that the multi-platform opportunities offered by Kerrang! have been intégral to the band's success. "In marketing ternis, Kerrang! is not just a magazine, it's a lifestyle brand," she says. "It's an aspirational brand for young people. The band had a rabid fan base anyway, but Kerrang! drives kids through a lot of différent platforms - the TV station, the radio station, the website, the MySpace page and the magazine Itself." 
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KERRANG! REflDERS 1981 Long hali' 

And thanks front. 
OZZY AND SHARON OSBOURNE "Kermng!, you're number one. Thante for ail yonr support over the yeare. Hcre's to tlie next 25 yeai-s." 

» "Kerrong! at 25! It seems like •> _î J'- only yesterday that schoolboy _ ■ * -GeoffBartonsatdownwitli 
' ^Priestforoneofthefirst > & ' Kermng! interviews. So many ' métal memorics from drunken dressing room debacles, including tlie Métal God wearing notbing but a lettucc leaf (which lie still maintains was reduced In size by the Kcrrang! photo guys) to letting off fire extinguishcrs in Hollday Inn lifts in Newcastle... and 

Odeon... ail documented in Kcrrang! over the years. So happy 25th anniversary Kermng! and heavy métal thanks for keeplng the British métal faitii 
ROD SMALLWOOD, MANAGER (IRON MAIDEN), SANCTUARY "Kermng! was formed ont of tlie new wave of British heavy métal witli Iron Maiden veiy much to tlie forefront of it ail, so Maiden's relationship literally goes back to tlie very first issue. We've obviously had a long relationship with Kenwig! - usually good, occasionally wobbly, like everytliing else. Metal's going to be going for ever, so as long as Kermng! continues to represent tlie music the kids want to listen to and look at, its success will continue." 

Along with colleagues at other labels, such as Johanna Headland (Sony) and Dante Bonutto (East West), Shack started to formalise relation- ships within the UICs métal circles. "We started to see rock as an entity rather than individual bands, recalls Shack. "It became more of a movement that we pervaded through Kermng! and the other magazines and hopefolly, that gave us some cred- ibility as a label that we weren't just working one act and looking to get a single on the radio; we were actually taking a longer term view." Kerrcing! also started to become involved in régional activities outside of London. Now at Live Nation, Andy Copping contacted the maga- zine soon after he started working at Nottingham Rock City in 1989, after reading a review in which the journalist complained at the way the venue had treated both him and bis photographer. Hav- ing made amends, it was the start of a strong rela- tionship between Rock City and Kerrang!. nie cnangmg raa "I tried to get across to the writers that there ^efosmithand was a huge groundswell of rock fans in the r,,,, dmc in 1986 régions," says Copping, "and, to be fair to the mag- Bon Jovi in 1987; azine, they totally embraced it and for a number of years were actively involved in various events that we were doing in Nottingham. The club was pop- ular anyway, but when we got involved with Ker- rang!, it absolutely exploded." But by the early Nineties, despite the maga- zines widely recognised influence on the métal scene, there was a feeling that it was starting to stagnate. As Phil Alexander, now Kerrang! edi- tor-in-chief, recalls, when he took over as editor in 1993, "Kerrang! wasn't in a particularly good place. We were in a position where Kerrang! was selling between 35,000 and 40,000 a week and 

not showing any signs of growth at ail. "The grunge thing had happened and, although Kerrang! had written about some of it, it had con- tinued to go, 'Here's tlie new Môtley Criie record!' and less people were caring about that, so it need- ed to erabrace change. The view I had of Kerrang! was veiy simple: it was always more than a maga- zine, it was an attitude and a way of life, if that doesn't sound too dichéd, and that was what we worked towards." Consequently, Alexander set out to make Ker- rangl's éditorial policy more adventurous. When journalist Morat raved about the extreme nature of The Prodigy's music, Alexander remembers, "We wondered whether to put them on the cover. It was one of those moments where you go, 'This is either going to be great or we're going to get . 
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KERRANG! and plerelngs, Nottinqliam Rock 2006 a dÔwmi h Cily' Kerranglwasalways more than a magazine, it was an attitude and a way of iife and that was 
(ili ' whatweworiœdtowards Pliil AlExanilcr, Keirang! eilitor-in-chief 

11» 
massacred', but it seemed to work and people seemed to embrace it and it liberated us." Looking to develop the magazine further, Alexander took it deeper into the field of live music. "How could you physically raake more people more interested in rock music?" he asks. "Well, you could do it by doing shows." Having had conversations with a number of agents who were looking for a vehicle to bring their métal bands into the UK, in collaboration with Live Nation's Stuart Galbraith, Alexander got involved in branding live shows under the Kerrang! umbrella. The K!-Fest shows offered fans a feast of métal bands in the run-up to s, including Slipknot and System Of A 's first UK shows. Two Kerrang! Week- re held at Camber Sands holiday camp 

Our reader- ship is 
sacresanct and we would never trytotalk down to themand are always respectful of whatthey havetosay Paul Bramiigan, Kerrang! editor 

and the Kerrang! Most Wanted brand was established to help develop new acts. Alexander was also instrumental in setting up the first annual Kerrang! Awards in 1994. "When we did the first Awards ceremony, it was at the Notre Dame Hall, just off Leicester Square, which is tiny." he recalls. "When we went to look at it, we didn't bother looking at the toilet facilities and we didn't realise there was only one gents" cubicle. Ozzy [Osbourne] turned up, promptly drank about two litres of Coca-Cola and then proceeded to have to go for a piss every two minutes. "We really didn't know what we were doing, to the point that I wasn't sure if it was going to be of that much interest to the readers, so the coverage of the first year was relegated to the gossip col- umn. Over the years, the awards have grown into a fairly substantial event and it has been designed as a platform so artists can be recognised for the things that they do in this area of music." Kerrang! was also quick to take advantage of the opportunities that recent advances in digital technology have thrown up. Its website www.ker- rang.com was established in March 2001 and Kerrang! TV quickly followed the following month. The timing, Alexander says, could not have been better, as it coincided with the popular- ity of nu-metal and pop punk, giving rise to a new génération of image-conscious bands and accessi- ble rock music. Nevertheless, the launch of Ker- rang! TV proved challenging. "We soon realised that the TV channel could not do what the magazine did," Alexander says. "Ker- rang! would put [black métal band] Emperor on the cover, but Emperor would not necessarily have 
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And Ihanks front... 
SERJ TANKIAN, SYSTEM OF A DOWN -«■I "Kerrang! was one of the first V magazines that covered System Of 1A Down in Europe and we arc and ' have been gratcful since. It's . , ' interesting to watcli Kerrang! evolve from an underground magazine to a multimédia phenomenon. Let's hope ail good music will follow." 
GRANT NICHOLAS, FEEDER -V "Keirang! truly is the weeldy rock ' bible. It treats the bands it writes j fc'T- about with just the right mix of respect and irrévérence which " (most of them) deserve. We've —i had scveral Kerrang!-ites accompanying us... sometimes they've even been welcome. It is a great magazine, and deserves its 
CHARLIE SIMPSON, FIGHTSTAR i "Kerrang! has had a huge impact î on my musical life from a very young âge, bolh as a rcader and a band member. It even saved me from being arrested once. I was parked up, rcading that week's issue and a policeman told me to get ont of my car and show him some ID - he'd run a check on the car, which hadn't been registered to me at that point as it was new. The only identification I had was a picture in Kerrang!. The policeman fiicked through the pages, saw my face in it and let me go." 
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