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Hatsofftonew 
TimbeHalce album 
Justin Timberiake's London club show sold out in four minutes on Friday, with ail 2,100 tickets disappearing at a rate of nine per second. The July Bd.  

many of the songs from the singer's anticipated second album, FutureSex/LoveSounds, the follow up to his 1.8m-selling 2002 début, which is released through RCA on September U. The new album sees Tîmberlake teaming up with a production hne-up including Rick Rubin, Timberland and will.i.am. RCA kicked off the Ul< campaign for his lead single. 

SexyBack, last Friday with an exclusive ringtone offer, making the track available here ahead of any other market Worldwide and preceding the July 10 radio date. "It was a way to generate some excitement and create a truly Worldwide exclusive," says product manager Julie Gray. "He's a massive priority for the company and this is was a way to 

kick things off in a big way and provide a nice lead into the gig." The singer lias teamed up with photographer Terry Richardson for a sériés of shots (see above) which will slowly unveil more of the singer as the campaign progresses. "The idea is to unveil more about the album and his look as we get doser to the album. It's about building it step by step." 

grand link-ups 
point way ahead 
Ahead of this month's Music 
& Brands event, MW 
examines how several 
brand partnerships 
have succeededplO 
Secrets ont for 
Private opération 
Lessthanayearafter its 
launch, news is spreading 
about multi-talented 
outfit Private And 
Confidential pl3 
Reggae set for 
summersizzla 
As the lead-up to this year's 
Carnival season begins, MW highlights the key reggae 
tracksthataresetto 
cross over pl9 
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as it happens, Icg on to 
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Colleagues and artists welcome appointment of "music man" Doherty to lead UK and Ireland 

Sony BMG crowns UK chief 

by Martin Talbot Ged Doherty has been crowned the new chairman and CEO of Sony BMG Music Entertainment in the UK. Doherty's appointment was confirmed to stafi'at die corapany's Bedford House HQ, on Friday lunchtime, precisely four weeks aller his predecessor Rob Stringer was installed as président of Sony labels in New York. Doherty will report directly to 

chief operating officcr Tim Bowen, taking on responsibility for the company's entire UK and Ireland 
Although Stringer does not take over his new US rôle until September, it is understood that Doherty will assume overall 

and managers alike. "X have received calls from quite a few managers, saying, 'You have to promote Ged - he should get the job," n the rc ifol- Doherty takes lowing a 14-year spell which seen him head Sony's internation- al marketing in New York, run Columhia UK as managing direc-   «ging 

it means diat I understand artists, managers, lawyers, promoters and 
process better than most. "I feel very proud in taking on this job. While there is a huge responsibility at ail times to treas- ure the catalogue, our future lies in our ability to develop as a fully ' : company vvorking 

He's been there for me from the beginning in the UK and has 
what takes f< 

c man," he director, and ac 
superfluous." Bowen is confident the sélection will he embraced by staff 

BMG and, most recend» Sony BMG. Doherty says, "I can't exactly claim diat my hislory is that of a typical label chairman, but I hope 

usic, videos and creatmty to 

to do whatevei have to do and is fearless about facilitating that." Will Young adds, "Simon Fuller, Ged and I have worked tosether for four years now and I relationship a lot. The of Gcds passion for together with his 
rly hours make 

irtin@musicweek.com 
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© "Re-mounting a merger 
would be problematic to say the least - 
Editorial, p22 

t « 
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Design consultants 

&'V Fahey (8365/billy) 

To read ail the 
news as it 
happens each 
day, log on to 
musicweek.com 

Your guide to the latest news from the music industry 

PRS appoints 
new directors 

ie MCPS-PRS AGMsawfive members appointed to the PRS d last Fridav. Lindsev De Paul won the ballot to fi the available space for a writer director, while Catherine Bell, Andrew Kinq, Andrew Stuart Homall became iher directors. Wanda Goldwag and Estelle Morris were confirmed as external directors. The organisation's Iconic Song Award was presented to Donovan, who performed at the event, which was staged at London's Cadogan Hall. p5. " Warner Music Group lias ramped up its bidding war to acquire EMI. p3 evision production company has announced a number of with Eastem European broadcasters for its music TV shows, including The Album Chart Show. ® The Cribs have signed to Warner Bros outside of the UK. The deal has byTom Whalleyand Rachel Howard at Wamer's LA office and includes an agreement to remain with Wichita Recordings in the UK/Eire and sign direct to Warner Bros for the rest of the world. ® Impala has launched an online pétition to oppose the mooted merger between EMI and Wamer Music Group. The body's chairman Michel lambot says an increase i 

nd Asda at the TUC, the union sa; 

fotirth fiscal quarter as a resuit of lower revenues at its US music opération. The company lost $6.5m (£3.5m) in the quarter to April 29, compared to a net profit of $4.dm (£2.4m) for the same period last yeai Revenue for the fourth quarter was £284.7m (£154m), compared to $273.9ni (£1481® in 2005. @ HMV's new text ordering service will make its first press appearance n support of an ad for Musei 

Manchester and London before finishing up in Birmingham. ® A new independent label has been established by Nation Records in order to release a controversial album by Aki Nawaz, after the company's silent directors Martin Mills and Andrew Heath threatened to resign. The album, Ail Is War (The Benefits Of G-had), makes references to suicide bombers and Osama Bin Laden and had so upset Beggars Group executives Mills and Heath that they threatened to resign if Nation released the record. In response. a new label called Five Uncivilised Tribes has been established that is independent of Mills and Heath. ® Creamfields has been given approval from the authorities to move to a new home in Daresbury, Cheshire, 

become senior vice président He later became co-vice président of EMI's Manhattan label. • Film and télévision producer Jill Sinclair, co-founder of the ZTT record label was admitted to intensive care last week after being accidentally shot in the neck by her 
i the garden of 

UK acts show 
well in US chart 
• New albums from Co Rae and Keane havi US Billboard 200. charge is Keane, who Under The Iron Sea, at number four while Bailey Rae debuted at number 17 with her eponymous début album, achieving first-week sales of more than 40,000. © Invincible Media is to launch a new download chart show on Sky TV. The 30-minute Officiai Download Chart Show will 1 from London's Cargo on July 14 at 8pm. It will be syndicated to 321 TV, radio and satellite TV ® Diesel-U-Music ; finalists for its October awards at don last week. 

ed to hospital in Reading, is married to producer 
ZTT in the 1980s. • Kool And The Gang co-founder Claydes "Charles" Smith has died at the âge of 57 after a prolonged illness. During his 40 years with the band, he helped to Write many of theirbiggest hits, including Célébration and Jungle Boogie. August 26. • The BBC is out of touch with the général public in cancelling Top Of The Pops, according to a new poil produced by HMV.co.uk. Some 71% of management firm and explainmg people asked in a poil last w that TOTP should not have t 

x software application from YourSpins gives users the opportunity to remix li 

the singer, de . sacked his manager. Gut Records head Guy Holmes, who since April has CEO of Jackson's label, Two Seas, will continue to run the label with général manager, Nina Frykberg, but will suspend his temporary rôle as 

© Digital Stores Pitt as head of new business following the online retailer's recent expansion, Pitt has previously worked at NME.com, Peoplesound.com and 

Newfightagaînst 
eBay ticket touts 
• DF Concerts and Ticketmaster have stepped up the fight against touting by cancelling any T In The Park tickets being sold for a profil i 
original purchasers and refunded their paymenL as well as informing eBay that the tickets are no longer valid. Ticketmaster has also asked eBay to either cancel tl or, where tickets h 
• The MCPS-PRS Al looking to "beef up" its research and development to kecp on top of new iicensing opportunities. Speaking at London Calling, MCPS-PRS online director Jet Bell said the collection society is looking at potential licenses for user-generated audio and Visual content on the internet • The GMB Union has called off a 

June 30, after thousands of workers voted to strike in a dispute over pay and bargaining rights. However, following negotiation between GMB 

Top producer 
Arif Mardin dïes 

f Mardin has died at the âge of bllowing a long battle with 
Host Lauren Laverne (pictured with David E Sugar) confirmed the nine acts as Caskade, ILLAMADi, L-Mane, Giikicker, Quad Riot The Very, David E Sugar, Duke Dumontand The English Channel. The finalists will tliis week start a six-date national tour with in Glasgow, Leeds, Nottingham, 

s from the i, Dusty Springfield, The Bee Gees an 1 " ' Jones. Jn his long cai 

EÏÏSHUiy snline poH 

Tliis week we ask; Is Colin Murray the riglit man to fill Radio One's 

The event will ta on July 6 and feature ■ ig Angels by co-wnter Guy Chambers, with Beverley Knight, and members of the Society of Distinguished Songwriters. ® Mark Poston has been appointed to the newly created rôle of director, Angel Music Group. Poston was previously director of global marketing, Capitol Music, at EMI Australia. Former Mercury A&R man Elias Christidis is appointed to the position of A&R director, Innocent, and Elin Falk joins Angel in the newly- created rôle of head of marketing strategy. Falk is currently global communications strategist for Carat International. © Correction: Popworld isa Channel 4 programme, not ITV, as stated last week. 
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THIS YEAR'S TIMELINE May 1EMI offer rejcct lalcsl offer 

News is odfted by Paul Williams 
Merger plans turn hostile, as two chiefs grapple for upper hand to safeguard potential rôle 

EMI and Warner déclaré war 
Nicoli, who fil WMG in 2001, ; prepared to push i tive bids. Wallis, 

: launched a bid for Another analyst adds, "The înture capitaliste in WMG want a exit strategy, but they also want te best possible return. It bas n assumed they would be n 

stresses that Bronfman is under no pressure to sell, claiming he is in a "win/win situation". He adds, "Bronfinan bought for ?2.6bn, he took WMG from $17 and could sell 

ix-year struggle to create the /orld's second largest record endgame is now in sighl. Any designs EMI may have had BMG Music Publishing arc 

■ -   ,-ZJ 5 5 g P . ^ p. , S . . . ' gjtyanaiyst Music Pchainnan and CEO 
tekeeverof be 

of debt far, the pattem has been led by 
r SkSt»^^ 

the cards ïn the 
tries 
aces aces one matter however, insisting that their opponent's latest offers - $31 per share for WMG, made by EMI; 320p per share for EMI, offered by Warner - undervalue their respec- tive groups. One analyst says there is some truth in that because EMI's shares were trading at over 310p last week - the highest for several years - while WMG shares, which were as low as $20 in April and S26 a month ago, surpassed $28. "Normally there is a 15% pre- mium above the share price, which is the bare minimum, so neither side is being particularly génér- ons," says one analyst. "In fact, Warner is being cheeky in terms of price." Both sides seem united in their opinion that a merger can deliver value to shareholders, in addition to stressing that they are happy as standalone unite. One analyst esti- mâtes around $400m of cost sav- ings could be delivered from a merged group. Against this, the big question now is how far 

Bronfman. • Around 70% of the WMG stock is owned by private equity groups, wh( 
accept a quick exit, at the right price. • EMI's fïnancial muscle is nicely toned, with Nicoli recently delivering financial results that outstripped the global market with pre-tax profits up nearly 13%. e EMI is further advanced in its streamlining process which began in autumn 2001; Bronfman only began the process after acquiring WMG at the start of 2004. • EMI's $4.5bn fund-raising strategy does not involve saddling itself with more debt, instead relying on a 

purchased WMG together in 2003, and will be more aware of their attitude to any new bid. • Bronfman has delivered growth to WMG with the group's worth growing from $2.6bn three years ago to more than $4bn today. 

It is accepted that the regula- tors would not allow a combina- tion of EMI Music Publishing and Warner/Chappell. According to WMG, this has already been addressed by EMI in its "pre-con- dition" that the US group should publishing outfit However, it is less clear whether the regulatory authorities would allow EMI to acquire ail or parte of BMG Music, if the publishing out- fit is split up. 
WMG's résistance to^ell Warn- er/Chappell before a tie up of the recording businesses because of calls an increased "e ;r EMI 

shareholders, many of whom are thought unlikely to support a hostile bid for WMG S the financing for Broufman's E2.5bn bid is, theoretically, in place, based on debt provided by its existing hackers, rather than a drawn-out share issue. 
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Kylie Minoguc Live In Berlin Showgirl Tour (2005), Channel ■ (2005), Channel A. 1.8m 
UKMusIc Hall Of BBC2,lm(2006 500,000 

lia, Sorry David Cray, Vie 
(2006), Channel 4, Channel 4,1.2 

gc 1.5m Holland, BBC2. 

Friday night slot will help build on new music show's initial success 

C4 élevâtes album show 

in boost for music output 
sives from George Michael, Justin Timberlake and Bcyonce and cov- erage of the Bestival, Ibiza Rocks 

ining the history of Abbey Road studios, the third UK Music Hall 

giving it a new consistency. 3DD about possible 

il srra 

tiing Lips: performance for Channel 4,s Tlie Album Chart Slv 

Copyright reform tops Aim agenda 

help set the agenda on eopyright 
[nt^SLrn^ 

istry unity part of a 

ofa'dig- 

of July 12, but 
riëhstw"ZT^sS In presenting his 



ar Rupert Jones year (300.00 .    :rd City Pire: News 1152 AM ^^markcting Gibson (96.6 TFM) 
ou..^ i, YounaandLizBrace ^rd''° Rrnwnina(Heart 

Murray takes on Peel's former slot 

RI switches 

specialist DJs 
include four In Music We Trust ig Monday to Thursday for an hour before Mur- 

says head of 
[PeelJ, but we 

Radio vétéran wms 

top CRCA honour 
Simon Bâtes' 35-year career in Ul< hosted by Virgin Radio breakfast radio was recognised witli the show présenter Christian O'Connell, spécial award at the annual Commercial Radio Companies Association Awards last Friday. 

with guest presenters including Jamie Tlieakston, Tony Blackburn ai Bâtes, who currently hosts the Shaun Woodward. 

Radio charts must not talie TOTP route 

of I WantTo Hold Your HanTby 

bubbHngand 

Real Radio setto 
launch in Paisley 
9 Real Radio Is expanding into Paisley after buying the broadcast licence of Q96. Q96 was launched in September 1992 and was one of the stations that passed into the ownership of UTV when it bought TWG. Real Radio is now in discussions with Ofcom to agree a deal to allow it to move the sta- tion to its Glasgow studio, but to main- tain its local format The acquisition is 

bas been put T^te'tge'of"the15^ 
EsEHSS 

• Lucinda Holman bas be 



The Sunday Times 

Jif 3 snaps at iTunes' heels 

m CUSTOMBRS of mobile- phone finn 3 bought more than 1m songs and music videos lasl month, making it the second- biggest source of digital down- loads alier Apple's iTunes stores, whtes Paul Dumian. The company believes the 1 m-a-month milestone is an indi- cator of the potential for "third génération" mobile services. It claims that in April it took 17% of the UK markel for digital 

lUsic, already the biggest and lost advanced in Europe. In another sign of 3's confi- dence, the compr ' ' dence, the company ts to strengthen ils retail distribution by opening 60 of ils own shops and by taking sites in about 300 Superdrug stores. It already sells ils phones from 136 Superdrug stores — both companies are owned by Hutchison Whampoa. the Hong Kong-based group. Superdrug 

is to invest £22m to improve the phone counters, making them more appealing to women. Although Vodafone and Orange also sell song down- loads, 3 is responsible for more than three-quarters of the dig- ital music bought over a mobile phone, according to the Officiai Charts Company. Including iTunes and other online music stores, 4.15m songs were bought digitally in April. 
14th May 2006 

We like music. 

So do our customers. 

Which is why we sold over a million downloads last month, 
and were awarded Best Digital Music Service by Music Week. 

award 
Welcome to our Network 

Service limitations apply. See three.co.uk 



Radio group targets R2 listeners in AM and digital push 

GCapgetstoworkon 

station merger plans 

• strategy review, that it bas vet been reached. "The ration- famous AM brand, rival Emap is to merge the two aie behind it is Capital Gold bas a moving in the opposite direction. opérations to create a digital huge but dedining AM ai national network which could try We bave Capital Gold on S to take on the might of tlie BBC 

Eamon5 Holmesthe6 b^p^ dik." sheTdd^. ^ ^ t0 ' four hours a dayPItVjust the after- 

a move ail eight services. these sti "We're taldng AM veiy serions- listen on 

The 2006 Edge Employer Awards. 
Rewarding practical learning at work. 

Tbeory is ail very well. But there is no substituts for hands-on, 
lai world experience-Thafs the principle behind the Edge 

% Employer Awards. We believe in rewarding organisations 
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. You'll 
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? 
•The awards trophy was designed by student Tim Haynes 

Caliosoo 980 3343 or visit www.edgeawards.co.uk to find out more. 
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THE HITS 

DON'T LIE. 

ONE SONG. TWO VIDEOS. 
ONLY AT YAHOO! MUSIC. 

We asked the fans to move their hips like Shakira. They did. 10,000 of them. The original "Hips Don't Lie" and the Fans Only version got over 2 million views in 1 month across Europe.* And BOTH videos hit #1. 
Thanks Shakira, Epie, and ail the fans. Those numbers don't lie. 
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Leading the way 

Rîghtsandwrongs 
of festival deals 

Glastonbury, 2006 looks set to be a vintage year - in more ways than one if The Rolllng 
August intact, so a time when Fmany corporate brands attempt to muscle in on the festival scene and use it to leverage and promote their products. It is an obvious strategy. After ail, tens of thousands of music lovers (aged mostly between 18 and 30) held captive in a limited area is any marketer's dream. The big question, after many décades of festivals, is whether brands have been able to engage and interact with their diverse and désirable audience in a way that encourages product trial, promûtes brand loyalty and adds value to a festival's offering? Well, the jury's stlll out. Some brands do It well, others make a pig's ear out of it. At one of last summer's events, a crédit card company pitched up with a trestle table in the middle of a sodden field and used two scantily- clad lasses to try and sign up people to their latest crédit card. Wrong brand, wrong occasion. Music festivals are escapist parties on 

The jury's still out. Some brands do 
[festival branding] well, others 
make a pig's ear out of it 
a sizeable communal scale and the last thing anyone does is think about crédit. Even the free gift offered was totally unrelated to the event 

Other brands have done it properly. Rather than simply plonk themselves down in the middle of a field, they've taken time to create a good working relationship with the promoter and to research the event in order to subsequently integrate themselves into the consumer lifestyle. Just as importantly, they've left no détail untouched and gone ta considérable lengths to make sure that each step of their involvement is fully relevant and engaging. After ail, what's the point of spending hundreds of thousands of pounds on a branded festival beer tent when the actual product is served up warm? In event marketing, small détails like this make ail the différence. Time and agaln we see brands fall because they didn't (a) research the event properly, (b) lacked attention to détail, and (c) fallcd to add value to those customers attcnding the festival by integrating themselves into their lifestyle. Cet these right, however, and the rewards wlll dwarf the original Investment. Hugh Robertson is managing director of RPM. 

Ben & Jerry's bas been running festivals in the US since 1989, when it first hosted its One World, One Heart event. The event is no longer running in the US, but Ben & Jerry's wanted to take its essence - ice cream, entertainment and a social mission - to the UK. The company approached creative entertainment agency Cake in an effort to emulate the US success in London, with the aira of creating a bespoke, branded festival. The resulting project, Ben & Jerry's Sundae, was an ice cream and music festival on London's Clapham Common which featured artists such as The Thrills, British Sea Power, Alabama 3 and Yeti. Proceeds from ticket sales went towards the renovating Clapham Bandstand, upholding Ben & Jerry's motto that "business has a responsibility to the communily in which it opérâtes". Agency partner Cake created and designed the bulk of the project in-house, using Cake Design for the creative treatment. Cake Live for the pro- duction of the event and Cake PR for the festival's marketing and PR. The event retums this month for its second year on July 29 to 30. Due to its success last year, which saw tickets selling out in three hours, the festival has expanded to two dates and more than doubled capacity. Artists set to appear at this year's shows will include Badly Drawn Boy, Echo & The Bunnymen, José Gonzélez, Nerina Pallot, and Larrikin Love, alongside quirky Ben & Jerry's activities such as "toe wrestling" and a range of fête and fairground-style attractions. Time frame; Ben & Jerry's Sundae first took place in August 2005. The event is back this year on July 29-30. The press campaign for Ben & Jerry's Sundae 2006 started on May 19,2006. Project champions: Ben & Jerxys (PR) Phillippa Marshall; Ben & Jerry's (marketing) Antonia Kaul; Cake (project managers - production, design, event management, PR) Mike Mathieson. 

i m s 

In the latest of a sériés of features desig 
this month's Music & Brands conférence 

partnerships, examining how they worl<,\ 
how they will be developed in the futii 

Hôtel group Malmaison has become the first UK chain to launch its own branded CD and plans to become the first to sign a recording artist. The boutique hôtel chain - which now boasts nine UK sites, including Oxford, London, Edin- 

H 

burgh and Manchester - ous move into the music arena with the launch earlier this spring of its first CD, Sound Afl'ects Malmaison Volume 1, an African-inspired collec- tion of chillout tunes, which is sold through the hôtel chain, in HMV and digitally through Uni- versal Digital Media. The move, orchestrated by Steven Howard, founder of music consultancy and marketing services company The TCB Group, will be fol- lowed by a further sériés of CDs over the coming years exploring the music of south America and Asia. In addition to the existing retailers, it is planned that the CDs will also be available in upmarket and quirky fashion stores throughout the UK, including Liberty's in London. The initiatives reflect the chain's efforts to build on its already strong link with the music business, as the hôtel of choice for artists such as Kylte Minogue, El ton John and Lemon Jelly. While Malmaison-branded and Mulberry- made iPod and iPod speaker cases are sold along- side iPod travel speakers, each hôtel is also sup- plied with a carefiilly selected iTunes playlist via a m aster music server based in London. The hotcl chain is a key sponsor of this sum- mer's Tower Music Festival in London featuring the Pet Shop Boys, James Brown and Dionne Warwick and last year saw the chain hosting Jazz On The Quay in Edinburgh, an event which Colthart wants to extend ne\t rcar into othcr ciliés in which Malmaison opérâtes, under the brand name Jazz On The Key. This would be tien in with ajazz-flavoured CD, which would ag*1*11 

sold through the chain and at retail. . In addition, Howard - whose company «"S 



Music & Brands sponsorecl by Ricali takes place at London's 
Landmark Hôtel on Wednesday July 19. To register, visit 

musicandbrands2006.com or call 0870 6091095 ricall 
music. we gef it. 

in brand link- 

igned to whet readers' appetites ahead of 
ce, Music Week looks at a sériés of brand 
, what they have brought to both sides and 
Lite. By Adam Benzine and Richard Heap 

helps source the répertoire for Malmaison - is talking to his management clients Roxy Music about collaborating with DJs or producers on 
More ambitious are Howard's plans for Mal- maison to sign an act. He suggests that an artist whose sound fits the hôtel group's laidback image could effectively sign up to the group and create his or her own CD, which can then be sold at the hôtels, through its website and also through record stores. Timeframe: Launched June 2005 and will be rolled out over the next few years Project champions: TCB Group, Steven Howard; Malmaison, chief operating officer, Robert Cook; Malmaison, group marketing director, Roz Colthart. 

Reebok's I Am What I Am advertising campaign last year represented the sportswear firm's biggest média spend to date. Previously, the campaign featured global icons such as US rappers 50 Cent and Jay-Z, along with basketball icon Allen Iver- son. The challenge in the UK was to find a lifestyle icon who could identify with both the Reebok product and its target market. Reebok's UK agency Cake identified The Streets' front man Mike Skinner as a potential endorser - not only did his persona appeal to Reebok consumers, but he was also a genuine fan of Reebok Classic shoes, having name-checked them ("Let's put on our Classics and have a httle dance") on his début album. 

Reebok and Cake met with Mike Skinner's management. Coalition, and thrashed out a deal that would see Skinner feature in a raulti-plat- form campaign including advertising, retail prés- ence, PAs, viral marketing and mobile content. Entering into a genuine partnership, Reebok also helped promote the launch of The Streets new album, The Hardest Way To Make An Easy Liv- ing, through tagging display shoes with the album artwork and release date. Reebok also provided footwear for Skinner and his band throughout their European tour and paved the way for trade initiatives with JD Sports. The deal was announced in August 2005 by Skinner himself at the V Festival in Stafford, to widespread press coverage. Since the announce- ment of the deal, the shoe manufacturer reports that sales of Reebok Classics have shot through the roof. Reebok and the singer's management are currently in negotiations with a view to renewing the deal until 2007. Timeframe; Launched August 2005, on the basis of a 12-month deal. Project champions: Reebok UK director of mar- keting Michael Price; Reebok UK development manager Chris Tovell; Cake créative director Mark Whelan; Cake senior account manager Lucy TAnson; Coalition Management manager Tim Vîgon. 

DF Concerts and MCD Promotions first tearaed up in 1994 to create T in the Park, a brand music vehicle for Tennent's Lager. At that first event, some 17,000 people tumed up each day to watch acts including Rage Agalnst The Machine, Manie Street Preachers, Blur, Pulp and Oasis. This year, the event will attract 69,000 people a day, who will watch the likes of Red Hot Chili Peppers, Franz Ferdinand, Kaiser Chiefs and The Strokes. DF had built a réputation of supporting live music in Scotland during the late Eighties and, with Tennent's also looking to increase its support of live music, the two groups came together in a bid to stage a festival which would offer an annu- al focal point for the Scottish music scene. The first T In The Park took place at Strathclyde Country Park 12 years ago, DF Concerts also teamed up with Irish finn MCD Promotions to create sister corapany Big Day Out to promote the event, When the festival's original site was redevel- oped as a supermarket in 1997, the festival moved to tire Balado Activity Centre near Kinross. This 
drawn from right across Scotland and the north of England, and enabled the 1997 festival headlined by lïavis, Texas and Fun Lovin' Criminals to attract 45% of ticket buyers from outside Scotland. The past decade has seen a dramatic rise in the number of festival-goers who camp on-site for the whole weekend; today, some 65% of ticket-hold- ers opt to stay on-site for the whole weekend, compared to just 5% for the festival's first year. T In The Park was just the beginning of Ten- nent's music-related events. This year, T On The Fringe features live music from August 12 to 30, 

during the Edinburgh Fringe festival, with per- formances from the likes of Muse, Snow Patrol and The Raconteurs; the Triptych Festival in April featuring DJs in cities including Glasgow, Edinburgh and Aberdeen; while the T Break ini- tiative is designed to support new Scottish bands. Time frame: The first T In The Park was staged in 1994 and has established itself as a major feature of the summer festival circuit. Project champions: DF Concerts CEO Geoff Ellis; Tennent's head of sponsorship George Kyle; Material Marketing & Communications partner Colin Spence. 
Music & Brands 
offers key bonus 
Every delegate at this month's Music & Brands conférence will walk away with an exclusive Toolkit of goodies, delivered via USB key. Music & Brands, the conférence presented by Music Week, will take place at London's Landmark Hôtel on July 19, bringing together some of the key players in both sectors to discuss issues surrounding their partnerships and to discuss their expériences. The USB Toolkit will be given away to every delegate, featuring a bespoke application - designed by Xtaster - which will provide access to a wide range of extras, including case studies, 
background resources from the day itself. In addition, the event's headline sponsor Ricall is offering a trial pass to its online database service, which will be available through the USB Toolkit Among the highlights of the day are a keynote by pop imprésario and entrepreneur Lou Pearlman, case studies looking at the partnerships between Robbie Williams and T-Mobile, Coors and Channel Four on Carling Live 24, as well as Coca Cola's new Looking On The Coke Side Of Life campaign. But the day will not end when the panel sessions do. An evening showease at the Landmark will also feature performances from The Automatic, The Young Knives and Richard Hawley, with Radio One's Rob Da Bank DJing. Sonic branding for the conférence is being designed by Delicious Digital, the cutting-edge opération which has provided similar services for a range of companies, including BBC stations such as Radio Five Live, as well as Richard Branson's new Virgin Galactic space travel opération. Full détails of the da/s events are outlined on the event website, musicandbrands2006.com. Prospective delegates can register for the event via the same website, or by cailing 0870 6091095. 
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It might be based in the sleepy and leafy environs of Kingston-Upon-Thames, butPrivateAnd Con- fidential Music's Fairlight Mews studio is a hive of activity. Last week, Heather Small wrapped up recording of her new album Close To A Miracle - currently receiving patronage from no less a fig- ure than Oprah Winfrey. The ex-M People vocal- ist's second solo collection is due for a July 24 release on the company's in-house record label. Delta Goodrem and former Atomic Kitten vocal- ist Liz McClamon are other recent studio clients. Today, Danish classical crossover duo Mariah & Michael are cutting vocals with producer Ben 'Jammin' Robbins for their forthcoming album Opposites, while the mercurial figure of Sir Hariy Cowell juggles simultaneous enquiries on severâl différent phones. Tonight, P&C's staff - under the moniker of Goalpoker - will lay down tracks for a proposed dance coverof Kenny Rogers'The Gam-  ' neforthesummerholiday 
If variety is the spice of life, then this is precise- ly what Cowell claims he is aiming for. That, says Private and Confidential's co-founder and head of A&R and management, is the whole point of this new venture - to inject a dose of unpredictability and some much-needed fiin and excitement back to the industry. "I want P&C to be based around how it hap- pened in the Sixties and Seventies, where you've got a production team," he explains. "The idea is to go back to basics and always start off with the record and then décidé how we're going to sell it and who is going to be involved with it.° Opening for business in September 2005, the company opérâtes as a multi-faceted production house - incorporating the recording facilities of Fairlight Mews studios (see pl5), in addition to separate arms for management and publishing, as well as an in-house record label. Amid these dif- férent elements, the studio remains the central hub and the company's bread-and-butter busi- 
However, unlike other examples of that much- vaunted 360° business model, P&C works very much on a project-by-project basis. Its approach is always flexible - utilising its own facilities and staff wherever possible, but outsourcing expertise as and when a particular project requires. Fleet-footed enough to raeet the deraands of the modem music industry, this is a strategy built on old-fashioned values, where the song cornes first. A marketing campaign will always follow the music, not the other way round. "Sometimes we'll be involved with projects beyond recording and sometimes we won't," says Cowell. "With Heather Small, we don't manage her and we have nothing to do with her publish- ing, but we are producing the record and putting it ont With Mariah & Michael, we don't publish the record - it'll probably go out through a major - but I do manage them and we are producing it. So it's ail about what's right for each spécifie release, making a great record, going with it and picking up what you can." Forming P&C after leaving Rive Droite, where he was managing director from 2001 to 2005, Cowell has enjoyed an eclectic 25-year career in the music industry - progressing from Genesis' drum technician, to studio co-owner and manag- er at The Stone Room, to artist manager for the likes of Asia, Ultravox and Helen Teny. At Rive Droite he eamed a réputation for signing classical crossover artists such as Katherine Jenkins, as well as a string of international successes includ- ing Russian boy band Smash!! (Universal), Bel- gium's Natalia (BMG) and Australian Pop Idol winner Anthony Callea (Sony BMG). He also signed producer Ben 'Jammin Rob- bins, who is now the co-founder of the PNC Group. Robbins had made his name working for 
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Open for less than a year, Private and Confidential hopes to bring 
fun and excitement back into the industry, taking an old-style 
back-to-basics approach to recording, writes Adam Webb 

Private has 

gotaneye 

for variety 

the likes of A-Ha, Cliff Richard, Tina Arena and Errol Brown. At Rive Droite, he would co-pro- duce Katherine Jenkins' chart-topping Première album, compose France's 2004 Eurovision entry for Jonatan Cerrada (SonyBMG) and find his songs placed on albums by, among others, Keedie (EMI Classics), Disney TV soundtrack Flatmania, Smash!! (Universal) and Australian Pop Idol Anthony Callea's number one hit single. Studio manager Daniel Ott, A&R Stephen Massa and songwriters Lou Mullen and Mark Hanna also joined the opération. The resuit, according to Robbins, is a tightly-knit team where each individual member will work on particular elements of the business, as well as contributing Creative musical input. 

Key players: (from left) Daniel Ott, Sir Harry Cowell, 

I want P&C to be based around how it happened in the Sixties and Seventies SirHanyCowgll 

"Eveiything's under one roof," he says. There's the studio, obviously, and the other aspects of the company like management and publishing, but there's also songwriters here and everyone in the building can lend something to a project "[For instance] Lou and Mark are involved as writers, now that the publishing company is up and running, so they can use our second studio upstairs to make démos sound good and they can use Dan to help put everything together. Also, by default, if l'm sitting here thinking, 'God, I could really do with some guitar' and I know Mark is upstairs, then it's only natural that I call him and say, 'Mate, could you just pop down and do a mid- dle-eight for me?' And then Eve got Lou, who's a great singer and who Tve used as a backing singer 



for the past 10 years. So it's becoming more of a 
For the artists themselves, this low-key and hands-on approach to creativity, ail housed in a converted mews building and with little emphasis on dock watching is fan tas tic, says Heather Small. "I think because of the set-up at Private And Confidential, there is much more of an emotional attachment to the work they do. Nothing gets signed unless they like it and enjoy working it, It is a very personal way of working and definitely ail about the music," she says. "For me, [the highlight of this album] was recording and working with someone like Ben Robbins, who completely understands where I am coming from musically and vocally. Finishing up with an album I love is definitely a highlight." 

"It is a very old school environment, which is really refreshing these days," adds Small s manag- er Kate Allen, of Bandana Management. It makes life a lot easier for us working with a small team as you don't have to speak to 10 différent people to get the answer you need. They are eccentric, but definitely efficient. "Where you have the choiee of realistically only four majors in the world, if you want real Person- al attention for your artist then you are better off going to a well-funded independent, like Private And Confidential. Being a priority is everything and it is far better to be the nuraber one priority at a small company than a small priority at the num- ber one company." The practical impact of this set up has been évi- dent since day one, says Cowell, with P&C staff able to turn projects around extremely quickly, from conception to release. The second week we entered this building we did a record for Keedie and the English cricket team, a version of Jérusalem, and the week after we made that record, it was at radio and it was a hit It came out at Christmas and got to number 19. That was exciting. If we'd gone through a major it wouldn't have happened, because we only had three weeks to turn it around." This flexibility and speed are major assets in an increasingly corporate industiy, explains Henry Semmence, managing director at Absolute Sales & Marketing, who worked with Private and Con- fidential on Jérusalem and will be distributing the Heather Small and Goalpoker records. "Obviously, those releases are at diffèrent ends of the spectrum," he says. "One's a proper artist release album deal and the other's a one-off dance 

single, but Private & Confidential, with our hclp, are able to do the same kind of job for both différ- ent styles. They've got the studio facihties and the A&R abilities to create projects veiy quickly. This whole Gambler project was only thought up two weeks ago and now between us we've put together a whole team of people as well as a strategy for physical and digital sales, distribution and the video. So these kinds of opportunities can be taken to market very quickly, while in the case of Heather Small, we can forward plan a proper release schedule. "Private and Confidential is positioning itself in the market place where they can capitalise extremely well on the opportunities that corne theirway." The Goalpoker single exemplified this, says Robbins, which started life as a light-hearted con- versation before being transformed into a fiilly- fledged recording project in a matter of days. "It ail happened within a raonth. It's cheesy as hell, but poker is a big thing at the moment and, if we get it out in time, it could be one of those awfiil holiday records that goes ail round the world. It's a classic example of eveiything being in-house and us having total control over it" Given their track record at Rive Droite, it is per- haps little surprise that Cowell and Robbins also retain a global perspective to business ("I think 'the world'," says Cowell) with current manage- ment clients including 20-year-old Japanese vio- linist Diana Yukawa and Georgia-born singer Tinatin, both currently unsigned. Yukawa, who is based in London and already topped the charts in her home countiy with Elegy 
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Fairiight Mews Studios are hi-techr but in iow-hey surroundings 
Combining the laid back ambience of a convertod house with state of the art recording équipaient, Private & Confidential Fairlight Mews Studio offers a faii-ly unique proposition; hi-tcch spécifications in low key 

The set-up comprises two separate areas: the high- ceilinged and daylight-strewn Studio A on the ground floor and a smaller Studio B upstairs acting as a pre-production suite for writing and recording démos. The larger studio is spacious enough to accommodate strings, full bands, drums, brass or piano and is divided simply into a control room and 30m sq live room with moveable vocal booth. From a Mackie DxbZOO 72-channel mixing desk and DAW controller with Miller & Kriesel MPS-2510 monitors (plus MPS 5310 subwoofer for mixing), this provides a warm analogue atmosphère with cutting-edge digital sound, suitable for anythîng from classical projects 

Pre-Amp Compresser (Focusrite Liquid Channel, Audient ASP008) and software including Antares Autotune 4, Waves TDM Diamond, Synchro Arts Vocalign, East West QLSO Orchestra Platinum, Sony Oxford and Logic Pro7. Studio B runs from a Mackie Midi controller via two Miller & Kreisel MPS-lôU. monitors and a TL Audio 2051 valve Pre-compressor and again offers a full range of digital software, and again offers an identicai range of software to Studio A. But, aside from this impressive spec, it is the studio's physical 
Private and Confidentiars multi-tasking staff that lends Fairlight Mews its USPs. "Ifs just so flexible and laid back here," says in-house wrrter Lou Mullen, fresh from finishing tracks for Australian singer Erica Baxter with Kevin Hughes and Adam Argyle (Mel C). "Ifs a great building as well, and that, in ïtself, something from our back gives you a good creative vibe. Also, we can turn things around much quicker than the majors...if someone wants a song for "X projecf, then myself and Mark [Hanna, writing partner] can go 

catalogue. Also, aside from Ben in the main room, we've got Daniel [Ott, studio manager] who can work in Studio B and engineer for us." Ott also acknowledges the 

studio's laidback fcel. "That was Sir Harry's aim in the first place," he says. "Everyone who cornes 
vibe it has for writing and what a nice place it is to work in - when the sun's out and you're in the courtyard, there's just nowhere 

The facility to call on creative staff at the drop of a hat is crucial ta Private And Confidential's proactive approach, says Ben Robbins. This is a place that does not stand still and where everyone gets involved. "Ifs like with writing sessions," he explains. "You can talk about it until the cows corne home, but you might as well just go and do H. Having endless meetings docsn't actually take you any further, it Just puts up more barriers - and for me, the point of our studio is more about getting on with the artist interpreting what they want and making them feel conrfortable. Ifs about breaking down those barriers and making the experience seamless, "We have a real immediacy here that you don't find anywhere else," he adds. "I love being able to walk through that door and the A&R department is there and everything is to hand. We're not quite there yet but, without elevating ourselves too much, the idea is a bit like Motown, where everything is based in the building." 

m 

U-- #l,e 
acr«»s the 



Heather Small poised to do Proud for Private flnd Confidciitial 
Heather Small's new album offers a perfecl insight into Private And Confidential's project-by-project ethos. Released on Private And 
Close To A Miracle was produced at Fairlight Mews Studio by Ben Robbins and features 
the likes of Steve DuBerry, Jim Diamond and Peter Vetesse. Xronically, considering Small bas one of the most recognisable voices in UK music, Sir Harry Cowelf says he was not a massive fan of M People. "But what changed it for me was when I saw hcr at Midem three years ago singing a straight R&B song which I absolutely loved," he says. "So, when we got together, I asked her if she would sing the album more straight and I promised her that she would not lose the voice that is only Heather Small's. As a resuit, I think we'vc made an album that 
tell it's Heather Small, just as you could recognise Mariah Carey - but we've played it down. A lot of 

ed for having a 

mouth," he adds. "l've never been frightened of telling an artist that I think they're wrong and I don't see the point of being an indépendant if you're going to play the game. I honestly believe that artists want to be told they're wrong - and that's why they employ us. Unfortunately, when you're on the payroll you're frightened to say that, because that's when you lose your mortgage. That's why, when I was a manager, I always managed two or three acts at once - if an artist didn't like my opinion and wanted to fire me it didn't matter, because I always had other acts." Playing to its strengths, Private And Confidential bas employed a team of independent specialists to promote the record - jncluding ex-Universal Classics & Jazz staff Nikki Sanderson and Linda Valentine for TV and press and Jeff Chegwin as plugger for national radio. The idea, says Cowell, was to wield the marketing budget cost- effectively, particularly for an artist where TV appearances would play such a crucial rôle. The strategy seems to be paying off. Lead single Radio On 
(BMG/RCA), is recording an album of new classi- cal material with the likes of Craig Armstrong, Michael Nyman and Sacha Puttnam. Tinatin has recorded her début album with Chris Neil (Mike & The Mechanics, Celine Dion, Cher). Her track, I Pray, was recently adopted by the UN for their HIV-awareness campaign and will be used at the unveiling of the Tear Of Grief monument this September II - a gift ffom Russ- ian président Vladimir Putin that will sit at the entrance to New York Harbour in direct view of both the Statue of Liberty and Ground Zéro. Whether these development projects are released through P&C or through a major is immaterial, says Cowell - the strategy again is to make a good record and then strike the appropri- 

"I was talking to Brian Rawling about this the other day, but as a production house we've got to find our own artists now. We are the A&R source and, because production costs have corne way down now, we've actually got to find things early on and then sell them to the majors with an over- ride and a production. Then we make our money. We're luclq' that we'll tum over on production over £300,000 this year, and then if we have any 
things, then the sky's the limit... Tm doing albums that have the potential to sell millions. They are crossover records - that's what 

magazine and More, while high- profile TV appearances have already been secured on BBC Breakfast, GMTV, Heaven On Earth and Songs Of Praise. "It is a clear advantage, dealing with the top independent promotion people in their fields," says Kate Allen, of Small's Bandana 

Management. "For i have to wait three days for my calls to be returned! But the proof of the pudding is in the promotion programme that is already in place for Heather's album." The campaign is being rolled out against a wave of publicity for Small's signature tune Proud, which has seemingly taken on a life of its own. A co-write with Peter Vetesse, the title track from 

her 2002 début album has already become synonymous with Britain's triumphant bid for the 2012 Olympics, the 60th anniversary of VE Day and England's victory in the 2003 Rugby World Cup. Now, courtesy of Oprah Winfrey, its impact has crossed the Atlantic, The US TV star used the song to ceiebrate the 25th anniversary of her chat show, while it has also been licensed to the soundtrack of the Angela Bassett movie Akeela And The Bee. Small will perform the song at the opening of the Gay Games in Chicago on July 15. "This is a long-term campaign," adds Cowell of Private and Confidential's biggest release to date. "We've got a second single in September and a tour and then we'll be aiming for Sunday AM, Parkinson, Strictly Corne Dancing, Lenny Henry and a new chat show hosted by Sharon Osbourne. The idea was to keep this record in the shops from July right the way through to Christmas, and then to keep hitting it with TV advertising when we 
I do. When I see the sales that Katherine Jenkins is doing - because I signed her when I was at Rive Droite - that's the market I want to be in. It's not reliant on radio, it's not even reliant on a hit single and a video; it's rehant on making a great record that you can somehow TV advertise and then get on whatever shows you can and suddenly, half a million sales later, you're in business. Tm trying to make records for people who still buy records. Records that are not reliant on radio, but that I can TV-advertise or put out on a tour and that people can buy in Asda and Woolworths. That may change, but I still think l've probably got five or six years." The short term will be about balance - for Private and Confidential to retain its flexible and spontaneous working practices but to not become overstretched. It is, Cowell says, one of the few production companies with the experience of working on records and with writers from across the genres - whether that's R&B with Steve & Paul Jervier (Take That, Lemar), classical crossover with Morgan Pochin (Katherine Jenk- ins, Julian Uoyd Webber), pop with Para Sheyne and Nigel Rush (Genie In A Botde), or production music with James Radford (Volkswagen, Ameri- can Airlines). "We're very diverse in what we can do and, though some people might perceive it as weak- ness, I personally am not known for a sound," adds 

Robbins. "I actually see that as a positive. If there's anything I can't do then l'il just bring in someone else in who's at the top of their tree. For instance, on the Mariah &Michael record, for the orches- tration, I called in Morgan Pochin, who had pro- duced Katherine Jenkins. It's about doing what's best for the record." Going forward, P&C's objective will be to main- tain this flexible approach : to utilise their publish- ing, management and label arms wherever appli- cable and to realise which artists might require the additional sales and marketing muscle of a major label or third-party financing. This latter point is especially important and one on which Cowell remains bullish. Private and Confidential, he argues, offers a welcome antidote to corporate homogeneity. More than that, by tak- ing control of creative functions and hiring the right individuals for a spécifie job, it offers a potentially attractive option to the majors - essen- tially an outsourced A&R department. "I don't want to go to record companies begging for money," he says. "If l've got something that they can sell then they need me more than I need them, that's the way I see it. I still need their money and I do want their expertise, but l'U wait for them to corne to me - and if they don't corne to me, then next year l'Il float the company on the stock market and get the money that way. "But ultimately, I would rather be linked to a record company, just so that I could go to the international department and say, 'Do you see this record?', and if they don't then 1 can go a différent route." The next few months will certainly be intrigu- ing. With Heather Small's marketing campaign already kicked off, Goalpoker set for a September release and Worldwide interest in both Tinatin and Diana Yukawa, the friture for Cowell and Pri- vate and Confidential looks wide open. "I nm d very rock'n'roll," laughs Cowell. Tm always on the bail, but it's not formai - we're flying by the seat of our pants. and you're always going to find me nin- mng round like a blue-arsed fly." And that, you sense, is just the way he likes it. 
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Sarah Bentley reports on the market trends affecting 
reggae, and highlights the 10 tracks with the biggest 
chance of crossover success this summer 
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crossover? 

If the charts are any guide, the 2004 to 2005 reg- gae-dancehall frenzy would appear to have peaked and lulled. With their most recent records, Sean Paul and Damian Marley fell short of achieving a Top 10 hit, while a Diwali or Coolie - Jamaican rhythm productions which crossed genres and sold hun- dreds of thousands of units in 2004 - has failed to matérialisé so far in 2006. Scratch the surface deeper, though, and the music is bubbling nicely, with healthy sales, new revenue channels thanks to digital formats and a continually broadening market. Four years ago, pure dancehall and reggae was confined to back street music venues, pirate radio stations and limited exposure on specialist radio. Today it is no surprise to hear a dancehall record get daytime play on commercial radio. In August 2005, Chris Goldfinger's Radio One Dancehall And Reggae show moved from Satur- day night, 12am to 2am, to a prime time Friday, Upm to lam spot. Since then his audience has cat- apulted from 680,000 to 1.3m listeners. Goldfinger partly attributes this to dancehaU's success in shedding its old image. "Tbings have changed. Now l'ra playing in upmarket venues in 

city centres rather than backstreet West Indian 
Styles driving the current, big core releases include dancing tunes (tracks that instruct rev- ellers on the latest dance moves), conscious- dancehall (records with righteous vocals - usually from Rastafarian artists), and vocal dancehall (records with R&B-style singing). Even though dancing tunes, induding current anthems such as Tony Matterhorn's Dutty Wine and Eléphant Man's Gangster Rock, are most popular in clubs, EMI Music Publishing manag- ing director Guy Moot thinks that vocal dancehall has even more potential to cross over. "The majorily of artists making dancing tunes are so locked into the local Jamaican market, they can't make records with international appeal. There's room for a Jamaican singer, l'd like a young Gamett Silk with an MTV Base- friendly image." The obvious marketability of the new généra- tion of Jamaican R&B singers currently crop- ping up on riddim compilations and seven-inch- es will no doubt soon be the focus of bidding wars. From talent including Kris Kelly, Rudy, M'Lonie, Jovi Rockwell, Alaine and Tami Chynn, 

DJs such as Radio One's 
Trevor Nelson are more likely to play a BabyCham record if it'sa collabor- ation or a remix Matchstick, 

only the latter has been signed to a major - with Universal America snapping her up after the 2003 single. Me Nuh Want That. Once an artist has been signed, collaborations and remixes remain an essential part of the pro- file-building process. Although Sean Paul has slowed down his output and kept his second album The Trinity strictly dancehall, he is still reaching a wider audience with collaborations such as Slow Wine with R. Kelly and the Univer- sal-released Ciy Baby Cry with Carlos Santana & 
Atlantic's fresh hope for dancehall ci success Baby Cham - signed through producer Dave Kelly's imprint Madhouse in 2004 - has his Ghetto Story single on the Kelly-produced 85 rid- dim due for release on August 14. Cham came to mainstream attention in the summer of 2004 with a eut on the Fiesta (the same riddim album which featured Beenie Man's 2004 hit Dude) called Vitamin S. A subséquent LiT Mo collabora- tion and a remix of Nina Skye's Turning Me On provided what Warner club promotions manager Matchstick describes as essential "scene-setting" releases for the Ghetto Stoiy campaign. "Those tracks create awareness at specialist 
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level outside the core reggae-dancehall audience. Hip hop and R&B DJs such as Radio One's Trevor Nelson are more likely to play a Baby Cham record if it's a collaboration or a remix," he says. Baby Cham has taken the remix route with ver- sions of Ghetto Story featuring Akon and Alicia Keys respectively. A testament to Cham's rising star, Keys requested tire prqject. Warner club pro- motions manager Matchstick comments, "It works for both parties. It introduces Cham to new audiences, while giving Alicia a chance to show she's down with the streeL" As with Ghetto Story, the majority of reggae and dancehall lunes given raainstream releases have been hits on the underground for sût months to ayear. Unless handled wisely, this cycle can cre- ate problems for any Company looking to translate the track's popularity to sales and chart positions. Smart Move Promotions managing director Lee Francis says, "When a track that's blown up on the underground gets a mainstream release, the majors don't go back to the people that creat- ed the buzz. Unless you make them feel part of the crossover process, they will move on. Then, when mainstream DJ's look down to the core and don't hear the track, they won't think its worthy of support." It is not just about bubbling up, but in some cases bubbling down to create a foundation of support. Maurice Hamilton of SMC Europe has been overseeing the marketing of VP records releases in the UKsince 1999 and was responsible for street promotions of Damian Marleyk Wel- come To Jamrock album campaign for Island. Despite the fact that Beautiful, the third single from the album, was never played in the core 

market before the officiai release, he thought it essential this market was serviced. "The core will go back to something they'd pre- viously overlooked. They don't care about release dates. They want to see their music rise and their endorsement gives it authenticity in the main- stream," says Hamilton. Appealing to core and mainstream markets simultaneously is a marketing challenge Atlantic has risen to for Sean Paul's Never Gonna Be The Same campaign. Planned for dis- tribution at the Notting Hill Carnival, one of the marketing tools takes on the look of an interna- tional calling card, a product any regular caller 

to Jamaica will be ail too familiar with. Replacing the calling card PIN number under the scratch panel will be a code to receive a free ringtone, wallpaper or preview of a new Sean Paul song. "It works on two levels," says Matchstick, "It speaks directly to the core, as these cards are part of their daily lives. For people that never use them, they're getting something free." This highlights how the reggae and dancehall sector is finally optimising digital opportunities. It is also licensing tracks for downloads and ring- tones and creating content for wallpapers, video ringtones and sites such as MySpace and YouTtibe. Ail VP, Greensleeves, Atlantic, Island, Virgin and EMI-signed artists have a website. MySpace page and music licensed for download to most major e-tailers. Soul Jazz Records CEO Stuart Baker says, "After initially feeling threat- ened by the changes in technology, we now see the benefits and are using itto our advantage." Despite being the first reggae independent to have a website, and working with iTunes and other major e-tailers since its inception, Greensleeves has only recently started to see loss- es in sales due to illégal downloading balance out against its new digital revenue channels. Greensleeves A&R Chris Cracknell says, "Illégal downloading was hitting us hard, but now we're looking forward to the market growing." Downloading is a contributing factor to the broadening market appeal of reggae and dance- hall, something Maurice Hamilton sees as hav- ing massive long-term benefits. "Thanks to downloading, music that was previously only available in little record shops in Brixton, is now available to everyone online." 
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