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SUGABABES, OVERLOADED THE SINGLES 
COLLECTION, OUT 13 NOVEMBER 
NEW SINGLE, EASY OUT 06 NOVEMBER 

01 FREAK LIKE ME 02 ROUND ROUND 03 RED DRESS 
04 IN THE MIDDLE 05 STRONGER 06 SHAPE 
07 OVERLOAD 08 GOOD TO BE GONE 09 CAUGHT 
IN A MOMENT 10 UGLY 11 EASY 12 TOO LOST HN 
YOU 13 RUN FOR COVER 14 HOLE IN THE HEAD 
15PUSH THE BUTTON 
• 5 million album sales • 2 million single sales • 3 UK triple platinum albums • More Top 10 hits with original songs than any girl group since The Suprêmes • The first girl group since the 1980s to release more than 3 hit albums • Winners of Brit Award, Q Award, Smash Hits Awards,2 TMF Awards, 2 Capital Radio Awards,2 Elle Style Awards, Glamour Award • The first girl group to grâce the stage at Glastonbury 
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Lir Chris poîsed 
to make his mark 
As RCA act Lil' Chris entei-s the singles Top 20 on download sales only this week, labels and retailers are expected to ratifv that ail digital Sales will rniint tnuuarris the sinnles chart from Januarv L A décision win'bo made tomorrow (Tuesday) when the 

issue, two weeks after Era dropped its opposition to such a change at its AGM on September 12. Although the amendment is likely to pass without opposition, Era représentatives will also use the opportunity to push for 
physical product 

Era deputy chairman Paul Quirk says that the décision was inévitable - if taken reluctantly - given the pénétration of digital sales. LiT Chris became one of the latest releases to make an impact in the upper reaches of the singles chart this week on download sales alone, with his début single Checkin' It Out. The Killers, Scissor Sisters and Justin 

Timberlake have ; débuts on download sales within the past month. Lil' Chris makes his London live début tonight at the Barfly, Camden, following dates last week in Glasgow, Manchester and Birmingham. RCA plans to relea; a new single before Christmas, with an album to follow in the 

Industry seeks 
iive academy 
Amusic business consortium 
and a skills council have put 
forward a proposai for a 
£10m-plus live sector 
training collège p3 
Castïng the 
digital net wîde 
Digital musicoffers new 
incomestreams-butits 
fragmented nature also créâtes challenges for 
tracking royalties pl3 
Pirtting packages 
to the fore 
Innovative, eye-catching 
packaging is helping labels 
and manufacturers keep 
physical product ahead 
of digital sales pl7 
For the latest news 
asithappensjogonto 

BRI and MCPS-PRS hold last-ditch talks to avoid protracted Copyright Tribunal hearing 

Tribunal deal edges doser 

by Martin Talbot The BPI and MCPS-PRS are on the verge of seulement tins week, thus averting a four-week Copy- right Tribunal clash. The tribunal confirmed late last Friday that the hearings which were due to start today (Monday) had been adjoumed until this com- ingThursday. The tribunal chair, Judge Michael Pysh, who is due to over- see the case, agreed to an applica- 

tion from the BPI and MCPS-PRS to adjoum the case for four daj-s. It is understood that the two industry associations believe the extra time will enable them to finalise a deal. The four interested groups - the labels are accompanied in the clash by seven digital music servic- es and four mobile networks - were in constant conférence calls in the second half of last week as the sides 
One source' told Music Week, "We are very hopeful that we can setUe this. There is every chance of 

that happening - there has been a incredible pace to discussions ow the past fewd Howev r, the P sides a likely to still have to go through the motions and begin the tribunal hearing, even if they do seule. The flurry of activity came after a dramatic week, with the man who led the MCPS-PRS into the tribunal ~ CEO Adam Singer - announcing his résignation. The Copyright Tribunal was called in to ofticiate between the MCPS and BPI in July 2005, when the two sides could not find any 

The labels and digital retailers - linking with the BPI are digital services AOL, iTunes, MusicNet. Napster, Real Networks, Sony Connect and Yahoo! and networks 02, Orange, T-Mobile and Voda- fone, which joined the action in August 2005 - were seeking to show that MCPS was acting unfairiy hy insisting that 8% figure could be increased at any time. But 

it was expected that the labels were looking to significantly reduce - even halve - the rate on digital 
Because the hearings involve so many players and are expected to attract so much interest, the pro- ceedings will take place at the Law Society's council chambers in 

accommodate up to 90 people: the tribunal usually uses the Patent Office's Harmsworth House in Bouverie Street. 
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Your guide to the latest news from the music industry 

Napster under 
financial review 
® Napster hasirwitedUBS investment bank advisors to conduct a "stratégie review" of the business, as rumours mount over a potential sale. Tlie Company says it lias not set a timetable for the completion of tiie study, adding the process does not 
• High Street retailer Woolworths 
for the first half of this year. The figure compares to losses of £36.2m in the same period for 2005. Like-for- like sales fell 83%. @ Ulster TV lias decided not to go ahead with a merger with SMG. plO • Universal parent Company Vivendi has joined the FTSE4Good Global stock market index. The index is intended to give investors and fund managers the opportunity to take positions in companîes that satisfy globally-recognised standards of social responsibility. • The industry seizes upon the Creative Economy Programme consultation, to offer ideas on how the Government can best help it p8 • HMV and Virgin Retail are both examining the | 

give retailers and digital partners access to its music group's upcoming release information. • Woolworths istolaunch an "Argos-style catalogue" in October, 

Universal Group 
promotesînsîder 

joined the m 
m Producer Nigel Godrich is hrtaunch a downloadable music TV show. p4 • Music licensing specialist Ricall has appointed a new vice président of sales for the UK. Richard Salsbury joins the company from Getty Images. 9 ZZ Top have split with long-term manager Bill Nam after 37 years. The Texas rock trio have also ended their affiliation with RCA, 14 years after signing a five-album deal. • Trevor Dann begins at the Radio Academy plO • Rachel Cook has been promoted to head of TV al Polydor following lain 

Warner signs up 
to YouTube idea 

ic Publishing has th London-based ve Licensing (CCD to se song lyrics for use on 

material available i exchange for a share of the site's ad revenues. Internet monitoring firni 
showing that YouTube is tlie most popular website for video in the UK. O VidZone lias struck a deal with Microsoft to offer free video content in ail downloads of Windows Media Player version 11 in the UK US, Canada, Australia and New Zealand. • Remix software company U-Myx lias forged an alliance with National Music Week which will see its praduct supplied to 1,800 schools 

music video services and programming for BT's TV-via- broadband service, BT Vision, which is due tolaunch this autumn. ©Aim istohost a second event dedicated to music média and the independent sector in an effort to further raise the profile of independent music, taking place at the Sin Club on London's Charing Cross Road on October 18. « Digital distributor The Orchard has signed a licensing deal with toplOO.cn, China's largest online 
as teamed up with online ny See Tickets and ve Tank to offer ■ > • 

® Digital entertainment provider 
Popkomr 
GNAB, a légal peer-to-peer platform, © GMTV has signed a deal with 'icensing specialist Ricall which will programmes research and ising the 

O EMI Music Publishing has entered into a new long-term deal with the Scissor Sisters. The deal is an extension of EMI Music Publishing's current publishing agreement with the Scissor Sisters for the world exduding the US and Canada O Warner Music Group is to supply its catalogue to légal peer-to-peer ;ic network Q-trax for streaming 
• US indie label Koch is to make its catalogue available on SpiralFrog's légal ' ading service 

competing for best group, best rock, best song and best album. TTiey arc followcd by •. Muse, Madonna, Shaldra, Nelly Furtado, Christina Aguilcra and Kanyo West, with threc nominations apiecc. Timbeilakeis nominale ... best pop act and best maie. 

Microsoft eues 
rival to YouTube 
© Microsoft is launching an online video-sharing service, in an attempt to rival the success of market leader YouTube. A test version of the site, named Soapbox, will be available in tlie US from tomorrow (Tuesday). • Peter Mandelson is due to address a music industry event being staged by EMI in Manchester tonight (Monday). ® The BPI used Popkomm to announce plans to retum to Berlin for a second British Music Week p4 © The Who are to be presented with a spécial award at the inaugural Vodafone Live Music Awards. The awards take place at Camden's Roundhouse venue on October 11. • Snow Patrol are strongly placed in the US Top 10. p8 © Virgin Retail has hired design firni Checkland Kindleysides to work on radical plans for its new £2m flagship 

triumph by or «Sony Ericsson ha launch of a promotional space f developing artists, up with Sony Music 

this year's convention which will tackle the question of whether major labels invest enough money in new music. Tlie debate,titled "major record companies don't break bands anymore, publishers do", will be held on October 31, • AEG Live is to host online auctions for premium concert ( tickets. p5 • Warner/Atlantics UK Undercurrent website, (www.ukundercurrenLcom), is launching an online store, offering downloadable music from its combined rester of artists. • «magazine is to celebrate its ZOthanmversaryby publishing an issue with 20 différent covers. •Channel 4 s Album Chart Show retums for a second sériés on 



News 

News is ed'rted by Paul Willia 
Music business consortium and ski Ils council put forward proposai for £10m live academy 

Industry partners seek live school 
îw academy ail suffer from a lack of 

we get the nght people with the right skills to guarantee ils future to join it" 

Group - and led by Creative & Cul- i,: 

tO' is responding to 
such as film and TV, which also 

Collecting society reels as boss announces departure 
Tbe MCPS-PRS Alliance put in place an intérim management structure last TTiursday following CEO Adam Singeris bombshell announcement that he is quitting the organisation. MCPS and PRS put their respective boards In charge of leading the organisation, to give them time to "properly consider the long-term 

chairman of the Alliance, says they will study ail avenues, adding that the succession process will not be a long-term one. Singer would shed little light on his next career move, other than that he wants to keep his options openand seeks a "plural existence". He adds that he is not expanding his rôle as deputy chairman of content at Ofcom. 

collecting society. an look out Now its 
Singer indicated that he would leave once the tribunal is concluded; sources later indicated that he is preparing to départ in mid-November. He adds, "Whatever the 

a much wider and broader management team and a better relationship with other major European societies. I have been a change counsellor." Rîch agréés with that outcome of the Copyright Tribunal, assessment He says, "Singer has it will lay down the digital template, we will move from 
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> 'Dropping the Mobos jazz catego^y bas 
revealed how ruthlessly commercial 
their sélection criteria bave become 
- Viewpoint, p20 

British Music Week back next year after 2006 success 

Popkomm sees BPI 

plot return to Berlin 

by Paul Williams 
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ing similar weeks in other key cities, it was deemed such a suc- 

•I expert it to be on a grander which is great, so there's a lot of bas now changed its name from scale next year; the enthusiasm business hopefully being done," he Gut^to Gifted. ^We picked upjhe 

AEG auctions to beat touts 

Sri ckets, tem in the US by Tickelmaster. down "It's successful in the US and It's successful in the US and they go on sale, helped in the battle against Hallet says touts, because it lets fans dictate this is rtmpty ajay for the pro- 
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Over 150 gold and platinum 

awards in 34 countries 

More than 20 million 

albums sold 

The world's biggest 

selling soprano of ail time 

Includes 
Nessun Dorma, La Luna, Pie Jesu 
La Wally, Ave Maria, Music of the Night 

and the worldwide smash hit 
Time to say Goodbye 

CLA 

THE BEST OF SA 

Out 2nd October 
www.sarah-brightman.co.ukwww.emiclassics.co.uk 
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Numbers add up for 

FMI priority push 

EMI Records is making tlie Magic Tllfiy !113!(G pGOplG Numbers one of its top three haODV - UeODle priority acts for the second halfof the year, as tlie band préparé for 5111116 W»eSI tliey thereleaseoftlieirsr j||||| - -- im The album, Those The Brokes, is out on November 6 and the 

TV sync pushes UKgroup into historié success Stateside 

Snow Patrol poised 

to hit US top five 

watch them 

Tlie band are signed to Heavenly, which is in the final 
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FOREVER BEGINS TONIGHT 

Slylish Romantic New School Crooner 
Patrizio Buanne has taken an essence from the legendary crooners and re-invented the genre" 

> The follow up to the UK Top 10 album The Italian' 
• An established international artist with worldwide sales of 1 million 
• Platinum & Gold Awards in the UK, Australia, South Africa, New Zealand, Asia and Scandinavia 
. Major sell out tours in Australia, South Africa and a headline tour of the USA in 2007 

New album 'Forever Begins Tonighf released 16th October 
13 songs including Un Angelo (Angels), You Don't Have To Say You Love Me 
and the brand new title track Forever Begins Tonight 

Major promotional and marketing campaign 
• includes performances on GMTV, Loose Women, Sharon Osbourne Show 
• Backed up by extensive TV advertising, press and online campaign 
www.patriziobuanne.com www.myspace.com/patrizioofficial 



Ad slump prompts TV group to abandon merger with Virgin Radio owner 

Ulster TV calls off SMG tie-up 

by Jim Larkin TTie ongoing consolidation in the radio industry hit an unexpected stumbling block last week, when Ulster TV decided conditions were too difficult for it to press ahead with its planned merger with SMG. The merger would have created the first média group to control two of the three national FM com- mercial stations - SMG's Virgin and UTVs TalkSport - but last week UTV wrote to the SMG board to wam them the hunt was off, for the time being at least. UTV studied the intérim results which had been issued by SMG the previous week and noted that underlying revenues for the first six month of the year were down by 2% to £88.6m, because of its télévision interests. In ail of SMG's divisions bar TV, revenues were up, but in télévision they were down by 7% to £57.9111. This, together with an SMG statement anticipating a tough outlook for the télévision markets in which it opérâtes, led UTV to 

abandon hopes of a merger for the médium term unless there were 
Because of the statement it issued to SMG, City raies prevent it making another offer in the next six months unless compétition 

the SMG board recommends a previous UTV offer or cornes 
proposition of its own. But, because both companies have so many interests beyond radio, it is difficult to say the abort- ed merger sends out any messages about consolidation in the radio 

market, which is widely expected to continue apace throughout 2006 and 2007. "Unlike GWR and Capital, you've got two businesses which are significantly more multi- platform," says CUff Fluet, former- ly director of légal affairs at Capital Radio and now a partner specialising in média, brands and technology for légal firm Lewis Silkin. "While the Communica- tions Act has made it casier to merge two multi-platform busi- nesses, it's still not simple." As well as Virgin Radio, SMG owns the two ITV franchises in Scotland and a TV production business which makes pro- grammes for ITV. Fluet believes SMG's statement about toughness in these markets gave UTV reason to be cautious enough to pull out of the deal, but he believes this is not the end of the matter, "My suspicion is that UTV will wait a few months, during which time SMG might have sold Pearl & Dean or the télévision advertising market might be looking better, and they'U be a much better natu- ral fit," he says. "That's assuming that a private equity firm doesn't 

this area." Chrysalis Group chief execu- tive Richard Huntingford also believes the two companies look likely to merge at some point. "UTV pulled out because they couldn't agree on the respective valuation of the two companies. but it's a consolidation that makes an awful lot of stratégie sense and it wouldn't surprise me if they came together in six or 12 months." Separately last week, talk of industry consolidation was bol- stered by the news that Saga has appointed KPMG Corporate 
radio division, which includes four successful local franchises around the UK. It sent tongues wagging as to who might be the potential suit- ors should KPMG recommend a sale, and names such as Chrysalis and Guardian Media Group were mentioned. However, such a rec- ommendation is farfrom aformal- ity, as Saga has appointed the com- 
the past and it is seen purely as good housekeeping.  

MWtaks to Trevor Dann as he takes the reins at the Radio Academy 

Embracing radio's future 

by Paul Williams As Trevor Dann officially begins work today (Monday) as the Radio Academy's new director, he will have the reassuringly familiar face of Alan Freeman carefully watching over him. "FlufiT is just one of a sélection of legendary radio personalities whose framed black and white photos bestow the walls of the trade organisation^ offices in Market Place, central London. The picture is somewhat appro- priate, given that Dann cites Free- man as the man who first inspired him to a lifelong career in radio and music broadeasting, taking in more than 20 years with the BBC, two at Emap as no less than man- aging director of pop, several years doing his own thing and now replacing John Bradford in charge ofthe Radio Academy. Dann is under no illusions he has his work eut out in a job which is supposedly part-time at four days a week, but will have him trying to grapple with the Academy's rôle at a time when the radio industry is cxperienc- ing massive technological changes. 

Now, with a staff of just two others at the organisation, Dann - noterions for having to cany out a sériés of sackings while at Radio One - is actually busy recruiting. And, more widely, he is aiming to get his head round just where the Radio Academy should be casting 
"My view is if you make a pod- cast that's radio," he says. "There's precious little différence between satellite radio and DAB radio and 

ail radio, as long as you engage con- tent that's making radio and I want the Academy to be able to embrace ail these new technologies and these new styles of production, 
will work in ail of them. I don't think there's a radio producer of the future who will just do radio." Given that, Dann is keen to reaeh out to a wider group of potential members, without alien- ating its existing base. "When we announce the Radio Festival, 1 want people who work in the traditional radio station and transmitter world to feel they still own it, but I also want people such as AOL and 3 and iTuncs to think radio is also what they do because it is and, similarly, record companies 

I don't think there's a 
producer ofthe future 
who will just do radio 
are making podeasts. What they used to call the EPK is increasingly a podeast," he says. "I want the Radio Academy to be the focus of ail of that stuff and so in so far as it needs to change I would like it to grow and encompass more of that greater radio." Dann is also keen to strengthen the Academy's relationship with the music industry. However, given his period away from the centre of things, he acknowledges he has to do "some catching up" with the key 

"I still think I know them per- sonally, but I do need to go see them again and need to find out what they want from the Radio Academy," he says. "If what I find they want from the Radio Acade- my is never to darken their doors, then TU have to try to persuade them that they're wrong. I suspect they'U say 'Let's talk about if and I think we should." For the music industry, the biggest interaction with the Radio Academy was the now defunct annual Music Radio Conférence, which Dann believes could have new life. Dann - who co-hosted several of the conférences - agréés that pulUng the plug on it was per- haps a good thing as "I think it hit a bit of a rat", but he suggests it may be the time for it to retum. Ultimately, Dann 'believes that much offris job wiU be about encouraging dialogue. "The Radio Academy is about debate," he says "Ifs not about what we do;' its about what we facilitate. Ifs not what 'frevor Dann wants- ifs 
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GCap gearsup 
for jazz launch 
® GCap Media is to launch a jazz sta- tion on digital radio, playing music from across the entire genre. The station will launch towards the end ofthe year and operate as a sister station to Classic FM. It will target the 35+ ABC1 démo- graphie. and is intended to fill a gap in the market, which was widened by Guardian Media Group relaunching Jazz FM as Smooth FM and moving away from jazz in order to attract a wider audience, © Capital Radio is to stage a sériés of concerts next month, featuring Lily Allen, James Morrison and Paolo Nutini. Capital is calling the sériés Face To Face. Ali concerts will take place in London and, in the case of the Lily Allen show, will be streamed live on 
kick off the sériés at the Pigalle Club in London's Piccadilly on October 3, with Lily Allen and Paolo Nutini performing at Gibson Studios in Rathbone Place on October 5 and 13, respectively. ® Chrysalis Group has announced its pre-close period update, saying that it has "outperformed" cc îs for the group, whose radio stations indude Heart and Galaxy, delivered overall growth of 4,2% to reach £65,5m over the 12 months. On a iike-for-like basis, exclud- ing the acquisition of Heart 106 in the East Midlands, revenues were fiât at £6L7m. • Christian O'Connell and former Mad- ness frontman Suggs will be used in Virgin Radio s Biq Star" TV and inter- net advert campaign, launching this autumn. O'Connell and Suggs, who host the breakfast show and Saturday night's Party Classics respectively. will be shown running round London's West End in a sériés of teaser ads aired last 
launched this week • In a sériés of programming changes, Choice FM has brought in Chris Philips 
from this coming Sunday. It is also replacing the Urban Chart with the Choice Classics show, hosted by Dave VJ, Meanwhile, Kat and Richard Black- wood are to separate, with the former presenting the breakfast show and Blackwood hosting the lunchtime slot ® Xfm lias appointed Katie Torrie to the position of producer of the Richard Bacon drivetime slot, starting next Monday. Torrie replaces Paul Raffeelli, who has been promoted to senior pro- ducer for Xfm, working specifically on the Lauren Laverne breakfast show. • Both Emap and GCap are due to announce trading updates this week. Emap's will given tomorrow (Tuesday) and GCap's on Wednesday. Analysts will be paying close attention to GCap, which has posted disappointing results since it was created through the merg- er of Capital and GWR. ® BBC Asian Network Is to begm broadeast the Radio One show Bobby Friction And Nihal from tomorrow (Tuesday). It will go out once a week on both Radio One and Asian Network in a two-hour slot beginning at midnight 



Discover new music on iTunes 

CiïY THE 
The UK's International Music Convention 

October 29-31 
Manchester. England 

The wisest old / young heads in the music business 
Jac Holzman/ Geoff Travis/ Dan Keeling / Jeremy Lascelles/Steve Lewis 
Mike Smith /Andy McQueen / Max Lousada/ Ferdy Unger-Hamilton 
Gerd Léonard/Billy Bragg/ Ralph Simon / Mike McCormick/Ged Doherty 
Korda Marshall/Richard Griffiths/ PeteJenner/Alex James Donnelly 
Chris Anderson/ Bill Martin / Lefsetz 
The companies keeping pace wîth the changes in music... 
3 / AEG Worldwide / Atlantic / Beggars Banquet / BRI / BMG / Chrysalis 
Columbia/Cordless/ Drowned In Sound / EMI / Fierce Panda/ Heavenly 
Helter Skelter/ Holy Moly/Popjustice/ Island/ Last FM / Myspace/ NME 
Lastminute.com / Mercury/ MMF/ Mute/ Notting Hill Music/XFM 
The Orchard / Polydor/ PRS / Radio One / Rough Trade / Shillings / SJM 
Sony Ericsson / UKTI / Universal /V2 / Vodafone Global / Virgin / Warner 
Virgin Radio/Weiden & Kennedy/WorkingTitle Film/Yahoo! Music 
The best new / f resh bands in the world 
The bands who will follow in the footsteps of Arctic Monkeys 
Ash/Badly Drawn Boy/Bjork/Chemical Brothers/Daft Punk 
The Darkness/ Dogs Die In Hot Cars/ Doves/The Duke Spirit 
Elastica/ Elbow/ Fearof Music/Foo Fighters/The Fratellis 
Get Cape Wear Cape Fly / Idlewild / Lady Sovereign / Uam Frost 
The Longcut/The Long Blondes/Maximo Park/Muse/Oasis Nine Black Alps/Orson/Placebo/Radiohead/The Rakes 
The Ravonettes/SmashingPumpkins/Stéréophonies •*' 
Snow Patrol / The Subways / Suede / Sunshine Underground 
and The Verve will be announced shortly... 
The world's premier new music event 

www.ïnthecity.co.uk 

■■■ m ■ Northwest Manchester englanctenorthujest 



WITH TWO NUMBER 1 ALBUMS AND NiNE NUM®ER 1 STORM .. 
HOME COUNTRY ICELAND, NYLON ARE TAKING THE UK BY STORM 
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Features are ediletl by Adam Webb 
Now the digital music market is makinl money, 
the royalties should be flooding in. But in a 
fragmented, confusing market, the numbers 
are not adding up just yet, says Kelly Fiveash 

Are you 

getting 

par full 

digital pay ^ 

chèque? 
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The rapid expansion of légal digital music over the past two years has undouhtedly been a posi- tive development for the music industry. Recent analysis from Forrester estimâtes that digital music will comprise 36% of European business in five years' time, as digital download stores have opened up new avenues of choice, immedi- acy and accessibility. But the shift from physical to digital média is not without sticking points, especially when it cornes to calculating royalties. Independent record labels, in particular, are feeling the strain as they try to keep on top of the multifarious income streams that digital music générâtes. By comparison, tracking the royalties pro- duced by traditional CD or vinyl sales is a rela- tively straightforward process: labels use a dis- tributor to deliver their products to retail, retailers pass sales revenue back to distributors, who then take a eut and report back to the label. The label subsequently pays its artists and pass- es a share onto publishers. This is simplified, of course (and ignores complications, such as third-party licensing or overseas sales), but the overall process is easily quantifiable and income streams are few and manageable. In the digital world, royalties are a more fragmented proposition. Not only are there many more music stores (the majority of which are two years old or less), but they operate with différent business raodels, including à la cm te track sales (such as iTYmes), subscnption servic- es (such as Napster) and now, in reference to the headlines surrounding SpiralFrog and QTrax, the prospect ofad-fundedmodels. 
For labels, distributors and aggregators, tins is a huge challenge. Even before a track is dehveredto 

a download store, the metadata (the digital finger print, such as ISRC code, encoded in each track) has to be 100% accurate. And then, rather than a handful of income streams, sales corne in on a "drip-drip" basis with little in the way of standard- ised reporting. Even with the à la carte model, where sales are split per track rather than per album, this can potentially mean a huge increase in the size of royalty statements. According to Bob Kohn, chairman and CEO of US-based digital royalty software System Royalty Share, labels risk drowning in paper. "Labels are drowning in digital revenue files," he says. 'A year or so ago that didn't matter too much, because the amount of revenue involved with digital music was very small, Now that rev- enue is significant, and dealing with it has become an urgent IT need." "Look at the way things used to be donc for an artist like Frank Sinatra," he adds. "He would record a song by, say, Cole Porter, and release an album for Capitol Records. So the song is owned by Warner Chappell and Capitol have to pay Sina- tra for the recording. When you sell the CD, you can easily get a spreadsheet from your distributor that basically says, "Tm going to pay 'x' percentage of the net revenue to Sinatra, and whatever units times whatever the statutory rate is to the pub- lisher. Enter iTunes, eMusic, MSN, Rhapsody, Real NeUvorks, MTV, and so on... the 180 or so global digital music services generating hundreds of millions of transactions. "[Aside from à la carte sales], you've got the subscription services like Napster where a user pays a fixed fee for ail the streaming they want, and each transaction is not £0.79, it s something less than a penny. The order of magnitude is 

greater than the number of transactions." "Hying to get the digital accounting done is a significant addition to an already busy physical accounting run," agréés Matt Bristow, head of dig- ital at Cherry Red. Initially the label negotiated deals direct with services rather than using an aggregator to cover the digital sector. Now the workload is intensive and software compatibility is, he explains, "a major challenge, as no two sets of reports are the same in format". "Digital royalties have created quite a bit of work," adds Paul Sandell, head of digital at Domi- no Records. "For instance, with mobile revenue we might use four différent aggregators and then they'll be reporting sales from the four différent networks. It's not a huge problem, but it would be really nice if things were a bit more standardised." The other prédominant issue, he adds, is the lightening pace of the digital évolution, with dif- férent business models continually coming to market and shifting the goal posts - the latest being MySpace's announcement that it will start selling DRM-free downloads and YouTube's licensing deal with Warner Music Group. "Everyone is still finding their feet and there seems to be a new announcement and new rumours every week," says Sandell, "whether that's Google Video or SpiralFrog." Of course, with limited staffîng resources, most independent labels will rely on a distributor or aggregator to consolidate their sales data and sup- ply coherent and timely digital royalty statements. "If you're a label and you've got to deal with multi- ple products, multiple prices and multiple VAT rates...it's an incredibly complicated monster" says Adrian Pope, head of Vital: Pias Digital. "For labels to collate that data and make sense of it is 

Working out how much a single digital track eams can involve hundreds of différent 
inagiven quarter 

From the digital music stores, there needs to be agreater récognition and empathyof what their reporting datameans 
to rights holders Adrian Pope, Vital: 
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incredibly difficult and time consuming.' Though acknowledging that digital stores are getting - broadly - better at reporting, Pope says that they need to provide more transparent, detailed and timely reporting. "Ultimately, from the digital music stores, there needs to be a much greater récognition and empathy of what their reporting data means to rights holders. This is a track-based business, so labels need to be able to report transparent]}' to their artists right down to track level - which means including the complété ISRC code, barcodes and publishing information. "Digital is now a serions business that is impact- ing materially and the music industry as a whole needs better access to sales data. That doesn't nec- essarily mean royalty accounting - we can live withoût getting paid for three months - it's about having a due about what worked in a pro- motional and marketing sense and what didn't. "The upside to getting this right is that the more information we get, the better we'll be able to market and sell our products. That's of benefit to everyone." "Some digital stores are good at reporting and some are awful," adds Gareth Henry at Cadiz Music, who act as an aggregator for the likes of Nizlopi, and reveals that he lias given up dealing with some stores because of sub-standard report- ing. "The rubbish ones really scupper us," he adds, "as they hold up the whole accounting process. "Admittedly, it's still early days for a lot of people and we've seen it improve over the past two years, but when you start with a new store then you get the sarae problems ail over again." Scott Cohen, co-founder of The Orchard, réitér- âtes the crucial rôle of aggregators in making 

of the online jungle. "Working out how much a single digital track eams can involve hun- dreds of différent calculations in a given quarter, he explains, "so what we did from the start was build a sophisticated accounting system that could handle that." He adds that much of the accounting software used by many of the major labels is not adéquate for calculating the intricacies of digital revenue. "We've lived in a fairly simplistic world for a long time regarding accounting... in the world we're dealing in now, it's not a simple business model." Dean Marsh, who, under his Independent Label Scheme, offers advice for a growing number of small labels, also brings up the question of stan- dardised digital reporting - or lack thereof. While he does not think govemment or EU régulation will necessarily provide a solution, he does advo- cate self-regulation with more transparent and fairer accounting practices. Marsh also questions the concept of ad-funded stores and how this will affect artists. "Under a typical recording agreement, advertising revenue isn't something that is shared," he says. Have any of the artists he represents expressed concerns about the digital sector? "Yes, very much so - when you advise artists on the provisions of a roy- alty agreement and they see how much the/re being accounted to on the digital side, and they work out how much the/re actually going to get, it can be quite shocking sometimes." However, with digital sales accounting for around 6% of record companies' revenues in 2005 (IFPI figures) and likely to become increas- ingly significant in the years to come, the facility to collate and consolidate digital royalties - no 

The publishing wîew on the evt,| 
Alongslde their label cousins, music publlshers have also been hugely affected by the online and mobile révolution. J ... .. In fact, says Wlllard Ahdritz, CEO of the Kobalt Music Group - whlch spécialisés In royalty administration and collection for a varlety of music publlshers and wrlters - publlshers face more challenges than most He refers heretothe last Robble Williams album whlch, accounting for every dénomination of download, rlngtonc and single, spun off approxlmately 165 différent product types around the world. Such an envlronment créâtes a potentlal nlghtmare for rights holders. "There's a now huge matrlx of royalty Information that needs to be collected, processed and communlcated back In an understandable way to the owner of the music. You doift need to be a genlus to understand that, If you doift have a global platform, you wotrt be able to handle these billions of transactions in this new digital world." Even for télécoms companies, the volume of data Is dauntlng. "And they have the best bllllng 

services In the world," adds Ahdritz. "If they are worrled [then] the music publishing Industry should be very worrled. It's a blg Issue for the whole Industry." j Ahdritz says that It Is essentlal that the music Industry Introducesa regulatory légal framework so that the ownershlp of digital rights Is utterly transparent; that this framework can uphold accurate collection procédures; and that digital portais are secure In orderfor content to be protected. However, In this ever-changlng landscape, there are j « still many untapped « potentlalsforthe publishing Industry and Ahdritz conflrms | that Kobalt Is, following the deal struck with EMI Music Publishing, In 
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Digital distribution and delivery 

We currenUy work with over 200 great UK and International labels from m the UK t0 Smekkleysa in Iceland and Head in Australia, 
'an also he'P /ou make money through ringtones, downloads and compétitions. Text 'FLO' to 81581 for more information 
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trivimi digital market 
discussions wlth SpIralFrog. The fact that the stlll-to-be-launched digital store wlll llcense song lyrlcs wlll provide publlshers wlth yet another source of Incame. 

malter how multifarious the format - is crucial. There are royalty software specialists such as Counterpoint, Korrect and Musicale which have provided labels, publishers and accountants with bespoke accounting software on their PC desktops for some time. According to Asa Palmer, Musicalc's marketing director, although dealing with the influx of digital incorae bas pre- sented its challenges, it is important that the music industry looks at the bigger picture and treats online and mobile sales in the same way as physical products. "From an accounting point of view, digital is just another product," she says. Having initially produced a loading pro- gramme for iTunes sales reports. Musicale, whose clients include Beggars Group and Skint, has since created a generic digital loading pro- gramme. Consequently, labels only have to change the data fields in a spreadsheet before ini- tialising a royalty run. Counterpoint too has developed a digital down- loads module to its Music Maestro software, allowing the user to administer artist and mechanical copyright royalties based on the sale of individual tracks. The module has the facility to flag sound recordings as available to be down- loaded digitally - these are then linked to artist contracts and mechanical licenses in a similar manner to that of a CD or DVD. A new player in this market is US-developed software System RoyaltyShare, which last week picked up a Popkomm Innovation In Music And Entertainment Award for most innovative prod- uct. Used by the likes of Epitaph and KOCH Entertainment and incorporating a web-based utility rather than locally installed software, Roy- 

Some digital stores are good at reporting and some are awful. The rubbish ones really scupper us astheyhold upthe whole accounting process. Caretli Henry, 

Digital royalties have created quite a bit of work Paul SantleU 

altyShare allows users to access real-time finan- cial data via a secure website. It is also free to install, taking a small percentage of royalties eamed rather than charging a flat fee, and offers the facility to outsource accounting work. "Dur system gives labels the fteedom to focus on what they are good at - finding new acts and marketing and promotion," says CEO Bob Kohn. Kohn, the co-founder of eMusic, claims that existing "legacy" software is insufficient to deal with the scalability and demands of the digital world - not only the increased volume of transac- tions and complex royalty splits, but also in terms of incorporating new business models. Further down the scale, royalties is also an issue that affects upcoming musicians looking for a record deal. Billy Bragg has already put a magnifying glass over the small print of social networking websites and a nuraber of bespoke portais - including 7 Digital's IndieStore, TuneTribe, PulseRated, Bandwagon, Arkade and now MySpace itself - ail offer the opportuni- ty for unsigned artists to upload and sell their music. As a resuit of Bragg's crusade, MySpace and Bebo changed their tenus and conditions to clarify that content creators retain the ultimate ownership of their music. The challenges of reporting royalties in a frag- menting digital world, as well as copyright owner- ship in général, look like they will continue unabated for some time; although it seeras there is a consensus of opinion around adaptability, communication and standardising practices. As Scott Cohen says, "This is now a low-margin, high-volume business we're operating in, and everyone needs to wrap their heads around it" 

Royalty headaches? Here's the solution. 
RoyaltyShare is a new, Web-based service  

built from the ground up to make make 
the royalty process radically simpler. 

Call RoyaltyShare today or go to 
RoyaityShare.com for more détails. 

RoyaltyShare 
Royalty Solutions for a Digital World 

Steve Grady 
Président & C00 
RoyaltyShare, Inc. Office: 858-458-1600 ext. 11 www.royaltyshare.com 
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I CREATIVE PACKAGING 

The Ultimate Collection 

what we do. 
CMOS Group Pic has worked within the entertainment industry 
for over 30 years and embodies the knowledge and experience 
needed to create truly unique pack solutions. Offering extensive 
packaging options and production flexibility CMCS can cater 
for ail client requirements. Producing packaging to suit each 
individual campaign is an art.....one in which CMCS spécialisés. 
Leading CAD development resources ensure that CMCS offer 
innovative pack designs that are cost effective but continue 
to offer the "added value' sought after by consumers Worldwide. 



Features are cdited by Adam Webb 
Anyone who thought that the art which sur- roiinds music was becoming a thing of the past nceded only examine Apple's latest digital launoh last week for a realit)' check. At the heart of their announce- ment was the Cover Flow fonc- tion n the n 

ÈÊÊ^m 

iTunes, which allows users to flick through their digital music as if racked in a virtual record shelf. Cover art remains important to coi sumers in the digital world, itseems. Of course, A Apple's offer of micro sleevessuch as these is a woi away from the earliest days of album art, in the Fifties and before. Then, and in the décades that followed, 12-inch and gatefold album sleeves offered créatives a vast - relatively speaking - canvas to express theraselves on. Through the Eighties and Nineties, the désign- ées scope was downsized to fit the new CD for- mat, less than a quarter of the size. But, while such artists might view now the CD era as halcy- on days in hindsight, the digital era has not brought an end to their creativily. Manufacturers and designers have certainly not stopped working together with artists and record companies to provide alluring physical product. Some argue the overall impact of down- loading has been far from négative, and actually made physical product more alluring, with con- sumers demanding tangible products that they can buy, hold and cherish. Sales of seven-inch singles, for instance, have rocketed in the past fewyears - from just over 500,000 units in 2002 to 1.87m in 2005. "It was an easy mistake to think that once the digital révolution got into foll swing and the music companies were able to get their heads around creating a viable revenue stream from downloads that physical music, and the packaging that goes with it, would become a thing of the past," says CMCS managing director Adam Teskey. "On the contrary, while there has been a steep décliné in standard music industry print, such as J cards for singles and standard books and inlays for albums, there has been a marked increase in spécial packaging. It is obvious that the buying public still have a need for physical product, but now they expect added value and this is where specialist packaging has a major part to play," Examples of CMCS's eye-catching products include a highly collectable boxed set for Elviss Sis release (Sony BMG), an elaborate rigjd card- based package with cloth binding and artist-driv- en artwork for David Gilmour's On An Island album (EMI) and a rigid pack with raised UV vamish for Robbie Williams' new album Rude- box (EMI). Design companies are, of course, more than eager to join manufacturers and labels in pioneering more specialised packaging. "In our experience, packaging needs to be more 'spécial'," says Two Design creative director Graeme Peak. "There are a lot of people still out there who much prefer physical product to a download - they want something on their shelf and they want it to look exclusive. "Our work for artists including Westhfe, Gypsy Kings and GZA has been proved by sales figures: well designed, creative packaging is sti yery sought after and can attract premium pnces albeit in smaller volumes. However, it is region- specific as well as artist-specific, the UK having some of the most visually educated and particu- 

As digital grabs the headlines, labels and manufacturers are 
fighting back by producing innovative, eye-catching packages 
that are turning albums into must-haves. By Paul Sullivan 

Designing 

objectsof 

desire 

It is obvious thatthe buying public still bave a need foc physical product, but now they expect added value 

s in the world, second only possibly to Japan. In my opinion and experience, the music industry generally is still a little blinkered about how much designers can add value to product in the same way we do in other disci- plines such as brand identity, retail and creative direction. The ones that have got it have already reapedthe rewards." Last week, Blackburn-based manufacturer EDC announced the installation of new packag- ing lines to provide clients with fast tumarounds on orders using Super Jewel Box. This was in light of Universel Music's décision to upgrade the packaging and pricing of its CD releases, with frontline albums being released in three formats - deluxe, standard and basic. The deluxe and standard formats will be housed in the new pack- aging, the former capable of holding two dises in addition to bonus material and retailing for around £13.90, the latter a more durable jewel case with rounded edges and retailing for around 

£10.40. The packaging has already been used on a collector's édition of the Scissor Sisters' Ta-Dah (a double CD set, including a free poster) and will also be used on a limited édition of The Killers' fortheoming album, Sam's Town. According to HMV UK & Ireland managing director Steve Knott, Universal's décision to enhance its physical product and provide con- sumers with greater choice is welcome indeed. "Universel have done this for sensible reasons," says Knott. "They are very balanced in their approach with physical and digital, and the fact digital music is only 3% of the market means physical product will be around for a long time 
But it is not just retailers, labels, manufactur- ers and designers who realise the importance of decent-looking physical product. Many of today's artists tend naturally to be concemed with the visual aspect of their creative vision. Beck, for his new album The Information, liaised with design 
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green tray counters piracy 

company Big Active on the elaborate concept of induding one of four différent sticker sheets with each individual CD, each featuring original images by 20 différent artists. The sticker sheets   , mil also feature track titles and ambient graphies bundle digital packaging éléments - such as PDF - the idea being that the listener can then create digital booklets, liner notes, artwork and photos 

within the digi- tal realm. Though the trend so far has been for reduced or non-existent visuals with music downloads, that looks set to change - and fast. Certainly, Apple is heavily promoting the Cover Flow fhnetion on of iTunes, which allows users to browse and flick through album artwork as if it were their shelves. Record companies are already beginning 

Music packaging can have the atWed benefit of deteiring piracy. A recent innovation in CD tray design, the Act-Pac, has been launched by CMCS Group Pic in partnership with specialist design and packaging innovators Modo Productions. The tray does not use plastic, as is the nonn for most CD carriers, but is manufactured from 

an entirely naturel and renewable material - starch. Act-Pac has been used for releases from Keane and King Biscuit Time and will be used on fortheoming albums from Warp artists Squarepusher and Plaid. Aside from its eco-friendly nature, itis also virtually impossible to copy. 

their own album cover and booklet using the , _ ce material. "We hope that the project will bring : much-neededvitalityto the physical album pack- and Paul Simon, 
which can be downloaded for ffee. Companies such as TuneBooks, which has created digital packages for the likes of The Darkness, LL Cool J 

aging format, at a time when CD sales are facing n greater compétition from digital down- loads," says Big Active ci 
possibilities the online domain brings. Although musicians and labels must compete director Gérard with other entertainment formats, opportunities for cross-platform exposure are légion. Many frustrated that companies are thus focusing their efforts in this well as keeping their fingers in the world 

Saint. "Beck is well aware that his download sales are good, but he told us he was frustrated th fans who wanted something more tangible own are pretty much short changed by the value of physical products. they get from the CD packaging. We ail agreed "An exciting 

"1 don't believe that downloads will totally overtake the market," says Thinktanks's Dean Rose, who came up with the innovative packag- ing for Thom Yorke's The Eraser and Basement Jaxx's Crazy Itch Radio for XL Recordings. "We are ail human and love to touch and feel product. 1 can't speak for the younger génération, who don't buy CDs, but my guess is that they will still purchase and treasure those spécifie artists' work that touches them, and they will want to have limited-edition tactile products in their collection. "Let's not forget the huge amount of the music- buying public that are not of the download génér- ation: you don't get many 60-year-olds jogging with their iPod Nanos, and even many of the younger génération are not yet downloading. Many of them still like to buy CDs." 
New packaging on the rack 

I don't believe that downloads 
will totally overtake 
the market. 
We are ail human and love to 
touch and feel product Dean Rose, Tliinktank 

a, both artistically and that we wanted to inject some of the magie back financially, is the development of animated and into the packaging experience for the new album. ' ' We also wanted to create packaging that was highly reflective of Beck's idiosyncratic and ■ 
interactive visual content to promote and ac pany music downloads," says Ed Templeton. "If designers begin producing content that is pur- .tive approach to hls work. The idea was to draw chasable oi the listener doser to the spirit of what Beck ' about through the packaging."    " ' and have started te vers first time this and packaging, as they recognise the importance potential which hasn't been ftilly exploited yet. In of making an impact with ail aspects oflheir out- fact this year has been our busiest of tl put," says Ed Templeton of Red Design, creators decade in terms of music design projecl of artwork for David Gray, McFly and Fatboy number of projects we are asked to do se Slimamongothers."Notonlydocsitraakeanini- be rising it " tial impact, but it also maintains the quality of ail asked to m of their output over the long term in order to pro- record cove mote fan loyalty. Big bands such as Radiohead It seem; in high standards through ail of their out- between m the demise of the relationship sic and art has been greatly exagger- put, rewarding fan loyalty with great art and ated. Notonlycanthepossibilityofofferingvi: packaging as well as their music. They ; ment to the belief that that kind of investment works - you get back what you put in." As well as crafting increasingly unique packag- ing for physical products, manufacturers and TV never did kill radio, designers are also exploring new creative possi- ofvinyl. 

al elements that are separate from the music they represent be seen as liberating, but the likelihood of downloads deslroying the CD (or vinyl) mar- kets completely is at best negligible; after ail, " did CDs rid the world 

Due of the problems companies encountor when wanting to put out innovative CD packaging is the fact that shops don't always want to stock them. Items that eschew the standard jewel-case format and corne in a range of shapes, sizes and materials can be a source of annoyance for retailers although these attitudes seem to bechanging. "As a specialist we are more than used to 
accommodating différent types of products," says HMVheadof music Gary Rolfe, in référencé to 

Universal Music's Super Jewel Box. "It won't cause us any problems, unlike other retailers who might struggle with having two issues of the same thing. "It is an experiment We need to stand back and see if there is an appetite for it It is right to start thinking about how we can do things differently. The industry model was static for many years and now it is changing and we have to respond. It is eiiconraginci that someone is trying différent things." 
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SOUND PERFORMANCE 
Manufacturing and Spécial Packaging Solutions for Compact Disc and DVD 
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EDITORIAL 
MARTIN TALBOT 

The departing MCPS-PRS boss will be remembered for his way with words 

Deal should not have corne so late 
tion will be the conclusion of the ongoing "and-off between his own organisation on one s.de and record labels, digital music services and mobile operators on the other. a. „ „™i„ 

If the two sides do manage to c0"c0,ct
Tf tion tins week, that will be a relief indeed. But will not save the vast proportion of the massive sums which will already have been spent on this dispute. Twelve million quid is a huge sum in anyones language. We have no way of knowing, yet, whether that is the final sum which has been spent on légal fees in préparation for what was expected to be a four-week process. The conclusion of a deal before the hearings start could potentially hait - or slow down - the spend- ing. But it cornes far too late. Singer's argument that it is a price worth paying for a process which will provide a roadmap for rights in the digital future just doesn't hold water. If a settlement is possible this week, it was possi- ble a year ago - if the political will was there. And a settlement ail those months ago would have result- 

ed in millions more pounds being paid to songwrit- ers across the country. And that is a damn shame. 
niartin@musicweek,com Martin Talbot edltor, Music Week. CMP Information, First Floor, 

"The tribunal is one of those natural punctuation points; a digital rubicon that marks the end of ana- logue comfort". Such a quote - which accompanied the statement announcing the departure of MCPS-PRS's colour- ful CEO - underlines precisely why I, personally, will miss Adam Singer. It is apt, perhaps, that the head of an organisation championing the song- writer's cause should be renowned for his choice quotes. Singer often verged on being too intellectual for his own good - and for the music business - but he brought some colour to the industry which is often lacking. His penchant for a florid turn of phrase generally elicited one of two responses from those who came into contact with him. He was viewed as either "smart" or "too smart". Some might unkindly sug- gest, even, "smart-arse" - although I suspect he has enjoyed the notoriety as much as the acclaim. Sometimes, though, his critics failed to recognise that he was a deep thinker whose thoughts were often challenging, but not without merit. Of course, in announcing his departure when he did last week, Singer ensured that his last contribu- 

il 
oday (Monday) because Trevor Da Ahappyend 

to an Era tney nave tio neea to worry first time l've got a job whe 

Universal Music Publishing's deal to Mear buy BMG Music Publishing, but Kids. Impala président Patrick Zelnik used a emer 
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