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15 classlc tracks 

Go 
Why does my heart feel so bad? 
Inthisworld 
Porcelaln 
In my heart 
New York, New York (featuring Debbie Harry) 
Natural blues 
Lift me up 
Bodyrock 
We are ail made of st 
Slipping away 
Honey 
Move 
James Bond (Moby's re-version) 
Feelmg so 
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Digi 
New single 

NewYork,NewYork (featuring Debbie Han-y) 

October 30th 2006 

www.go-moby.net 
www.mute.com 
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The much reported growth ot the 'grey market", the fast-expand- 
ks do not look pretty. In the past five years, school kids have slashed the amount of pocket money they spend on music. Teenagers' outlay on CDs. ■ downloads, whatever, has declined 

_y£aiS.t.over the same peHod, their spending on singles - the format which has "ûiFered successive as into buying music - is re than 50%. 

is the sil- 
engage with the k The momentum behind the alï- encompassing éducation initiative continued right through last v 

Era depuly chairman Paul 
retailers to get involved in National Music Week has huge. Right 

cloud. Rather than growîng the market, it may well have saved the music business from calamity. Little wonder the Entertain- ment Retail Association (Era), the BPI and the Government's Music Manifeste took the bull by the horns to establish National Music Week - and the My Music schools 

ly broadeasts devoted to National high-profile and proactive i's flagship initiative. to coincide with the Music Week this week and 8pm every evening, starting tums its focus towards this crucial tonight (Monday), running until , youth market. ' ' ' ' is spécial édition - The te - we look in détail at 

this group, examine how they engage with music, what they think about it - and ask whether the music business has lost its next génération of music fans. We talk to label executives and managers with teen-focused acts, marketers targeting kids about the challenges involved in getting kids into music - and we talk to the kids themselves. Welcome to The Kids Issue. 
consumers of the future. O Feature, p2-7 

Majors plug in 
to YouTube 

Ali Saints return Meninblack back 
to reclaim halo with new album 

Universal and Sony BMG join The vétéran quartet return 
Warner in signing deals with a new album and a 
with the online video site, 
following its takeover 
by Google pI3 

new deal with Parlophone -but with their pop 
appeal intact pl4 

MW pays tributeto The 
Stranglers, as they release their 16th studio album 
and mark 30 years since 
their début pl5 

For the latestnews 
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Issue, 
which is tying in to the 
BPI/Era/Music Manifesto 
initiative National Music 
Day and attempting to 
open the lid on the music 
fans of the future. Over the 
next four pages, we ask 
whether the business faces 
a kids crisis and look at the 
National Music Week 
initiative, as well as the 
projects and web services 
which are proving 
popular with the teens 
and pre-teens. 
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When Marc Bolan penned the tune Children Of The Révolution back in the early Seventies, he had in mind teenagers with flowers in their hair and tie-dye shirts on their backs. Fast forward 35 years and the kids of 2006 are aiso leading a révolution - in the way music is dis- covered, heard and consumed. Their attitudes to music will shape the music industry of the future. And the signs are not particularly encouraging. According to the TNS Audio Visual Trak 
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Kidshaven'tfundamentally changed. It is the 
environmentandthe messages that have changed. Music is still of 
paramount importance to this audience David Joseph, Polydor 

Turn to plO for 
the Digest of this 
week's news 

For singles, the picture is even more alarming. In 2000,12-19S accounted for 45.1% of ail singles sales - by 2005, this had slumped to 16.4%:  They are statistics which prompt some pretty alarming observations. Jupiter Research analyst Mark Mulligan believes the current génération may have been lost forever as paying consumers of music. under current structures. "We're almost coming to the end ofthe first digital génération ofkids," he says. "They haven't known anything before the inter- net and consuming music through file-sharing sites, email or burning CDs; theyVe been brought up without our underslanding of music as a com- 

modity, which is something that lias to be leamed from scratch or else you never have it." Certainly, the growth of the mobile as a must- have device - with kids or parents spending £15 on their monthly "pay-as-you-go" deals rather tlian singles - coinciding with the rise of file-shar- ing and other music services which appear to offer "free" access to music - such as YouTube, My Space, Yahoo! Music and any number of artist and label sites - have KacTâ dear impact. - The resuit, suggests Universel Music Opéra- tions président and Polydor co-president David Joseph, lias been to create, "a génération which has grown up loving music, but not paying a lot of money for it - they have grown",up'"in--a sharing world". Some - among them Gut Records and Interme- dia Régional Promotions managing director Steve Tandy - argue further that reality TV shows such as X Factor and Pop Idol have "demystified" the industry for children. "Kids nowadays know how it works, what goes on behind the scenes," he suggests. "Nobody sits in awe of it any more. We've created a génération ol pcople who believe that being famous is the niost important thing in life. We've taken the special- ness oui of being a star; we've cheapened it. ' 



Many thanks to the excellent illustrators 
who have contributed to this week's 
issue of Music Week- Eisa, 6, Eleanor, 
8, Francesca, 7, Grâce, 7 and Henry, 5. 
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Joseph, among others, refuses to be pessimistic, however. EMI Group chairman Eric Nicoli is among those who also consider that the cause is not lost - éducation is the key, he believes. EMI arguably does more than any other music corporation in éducation, primarily through the EMI Music Sound Foundation. An organisation funded by, but run separately to, the main group, the foundation provides.funds for young people learning to play music and'to help them develop careers in the créative industiy. It is also seen by Nicoli as a means by which to also press the importance of copyright protection to youngsters. 'It's an opportunity," he says. -Government and educationalists are takmg the need to teach copyright more seriously. We're encouraged by the noises that are being made on the issue at govemment level, because copyright is the foundation of an artistic career." He certainly believes it is a batlle which is not yet lost. "It's winnable and it will take time, but the fact there's no music éducation of any kind doesn't help. l'm encouraged that the Government recog- nises the issue and I support its efforts." BBC Magazines Teen Group associate publish- er Duncan Gray certainly believes young chil- dren's interest in music is not waning, and that 

opportunities from the mobile market outstrip the loss of revenue through CD sales. "An H-year- old starting school without a mobile phone is an outcast," he says. "The content on that phone defines which group of friends they"!! fit into. If theyVe got the latest gossip or releases on their mobile then that's brilhant playground fodder." For Joseph, the Fascination imprint launched last March is a comerstone of Polydor's future strategy. "We have to start with the premise that kids haven't fundamentally changed," he says. "It is the environment and the messages that have changed. Music is still of paramount importance to this audience." Reaching that audience is another, more thomy, issue, however. The last great pop era, of the early- to mid-Nineties, was a period when modem marketing techniques came of âge; when astringofteen-targeted pop acts - includingTake That, Backstreet Boys and Spice Girls - were launched using a range of new weapons. Back in 1991 and 1992, while at RCA, Joseph worked on the campaign to build Take That's pro- file through school tours - then a largely untapped area. New then - and still central to pop campaigns just three or four years ago - such tactics have become far less effective on their own 

National Music Week 
reaches ont to schools 
ftï ^ ». f î—A- 

Music Week - < industry initiative designed to re- engage a génération of kids with music, and boost éducation on the topic - will officially launch at 12.30pni today (Monday), at Circus store, with a live performance by Ail Angels and Matt Willis. The présentation will be hosted by the evenfs ambassador Myleene Klass, AH Angels and Matt Willis are among 10 acts each with a new CD featuring as part of the My Music schools promotion, through which pupils at participating schools will be given tokens, which can be exchanged at a local high street music store for one of the 10 CDs. A bespoke My Music Schools Top 10 will be compiled by the Officiai Charts Company, ranking the 10 releases in order of the highest number of tokens redeemed. This will be broadcast within a spécial programme by Capital Radio and GCap's 38 One Network stations on October 31, while GCap has also signed up to promote the initiative throughout this week. Other artîsts whose CDs feature as part of the initiative, 

Era deputy chairman Paul Quirk 
part are offering to vlsit local schools to talk about music retaiiing or linking up with local artists, as is the case with Quirk's own store in Omiskirk; last week, it was looking to sccure an in-store signing session with Liverpool artist Betty Curse, who is part of the My Music Schools campaign. Quirk believes the potential benefits of the week are enormous. "We gct extra fbotfall. We get the right people in stores. Once the/re in your store you can impress with your knowledge and show them what you've got and actually re-engage with youngsters who think the only way to get music is to download it illegally or through your phone," 

Schools taking part in the initiative are mounting a variety of their own events, ranging from workshops and concerts to karaoké compétitions. The week will be brought to a close at the Virgin Megastore in Oxford Street this Friday (20), which will feature Soweto Kinch, Keisha White and Trinity Stone. 
in today's more complex consumer market. "There was pretty much a standard model of how you target an eight- to 13-year-old music buyer," he says. "Those were the days of going straight out to schools and putting database cards on seats. But that was before email, the internet, mobile and instant messaging. "It is the same principle now; kids in schools like music. It's ail about how you communicate with them. "Back then you would have a database of 1m names and you knew that roughly 40% of them would go out and buy the single. But life has become much more eomplicated now. 



Sring on Paul M ""ly Uf Chi Oakcnfold's "Pic hasalready Hardcr tlKy Corne appeared in a m and Desert Eagle show - Channel 4 KsrtBiggcr Botter ^ 

"If, 15 years ago, you were a Take That fan and got a letter ffom the band, it was the one piece of correspondence you would receive in a month. Today, 70% of ll-year-olds bave a mobile phone, kids are getting up to 70 texte a week. It bas far less impact." EMI commercial director of sales Mike McMa- hon agréés. "Media bas ffagmented, so targeting a section of the population is veiy différent to bow it used to be," he says. "We've had to spend a lot of time and money building up a database and we bave to work very closely with retailers." Sorae of the other tactics used today are wide- ranging, ffom the more sophisticated use of digi- tal and viral marketing techniques - sucb as tliose used by EMI on its High School Musical campaign (see breakout) - right tbrough to more straightforward promotion. Sue Harris, director of PR and promotions company Republic Media - the company which raade Crazy Frog such a hit with priraary school children and has worked on projecte such as the Australien pre-teen pop act Hi-Five - is a woman who will sometimes, quite literally, send in the clowns in the name of duty. Besides distributing promotional packs of CD samplers, stickers and other merchandise to a network of children's entertainers, Harris says she has worked closely with schools, preparing packs for use in the classroom. In turn, in launching its new pop project - the Slumber Party Girls - in the US, Interscope has ulilised an army of weapons: a three-hour Satur- day moming show; animated and live-action pro- gramming elsewhere in the week; music and video updates on KOL, AOL's kids-focused inter- net channel; and aTV movie and second TV sériés still to corne. As the New York Times put it, "The latest way to reach tween consumées [is] using every possible avenue at once." There are plenty of dangers, though. Kids are an exeeptionally sawy audience. Darah Music managing director David Howells, formerly the MD of PWL, believes the music industiy makes the mistake of underestimating the sophistication of British schoolchildren. Kids buying Kylie or Jason records in the Eighties were aged between three and nine, he says, suggesting that the target 

Kids nowadavs know how it works, what goes on behind the scenes. Nobody sits inaweof it 

The kids' market in figures 
Teens' music spending (%) Tcens' music spcnding (E) 

Whichever study you look at, the trends are pretty clear - teenagers are spending less on music than they used to. Research group TGI indicates that the proportion of 11 to 19-year-olds who spend any money on music remained steady for years, right up until 2002 - at around 59%, or ahout 3.8m individuals. Since then, the figures have been steadily dedining: to 57% in 2002,53% in 2003,51% in 2004,48% in 2005 and 43% in 2006 - an overall loss of 16 percentage points in five years. Such stats are firmly underlined by the TNS Audio Visual Trak Survey, which indicates that, last year, 12-19s accounted for 16.4% of the expenditure on singles, compared to 45.1% in 2000. What is striking is the growing interest in the format among the older démographie; while 30-39s accounted for 18.3% in 2000, they accounted for 25.7% in 2005, with 4Xb.42s accounted for 9.8% in 2000 and 43.3% in 2005:" 
audience for the likes of McFIy and Girls Aloud should be between four and suc. "Kids grow older here quicker than any other country in the world," he says. "A 13-year-oId Spanish boy would be équivalent to a nine-year- old over here. Because of work and cultural pat- tems, children tend to be left alone more often 

The lattec group has thus become the biggest rfemnnranhic orouo for singles. Those 40-49s who buy singles tend to spend £23.96 on the format, compared to £12.32 in 200L In turn, the £21.12 spent by 12-19s on singles in 2001 had fallen to £9.73 in 2005, witli 20-295 spending £12.22,30-39s spending £13.90,50-59s spending £8.87 and 60- pluses spending £8.95. The albums sector reflects a similar trend. While 12-19s accounted for 21.3% of expenditure on albums in 2000, this had dropped to 14.0% in 2005. In turn, the share of 30-39S slipped from 23.7% to 22.7% - although this remains the biggest âge group for albums - while 40-49s' share lifted to 16.5% to 20.2%, 50-59S lifted from 10.2% to 14.8% and the 60 plus audience rose from 6.8% to 10.9%. But those kids who do buy albums tend to spend a disproportionate amount of money in the area. The 12-19 album buyers spend £84.53 a year, with 20-29 album buyers spending the most - £84.51. In turn, 
to so much music, so by the âge of 10 the boys will have moved on to more controversial genres like hip hop. People promote and advertise to a much older audience than they should." Ben Carter, who is co-ordinating RCAs cam- paign for LiT Chris agréés; his challenge is to make the act seem like a crédible artist to an audience with their TV or computer games and are exposed above the target market of young teenage girls. 

Kids power Disney success 
Rte massive success of High School Musical is directly rooted in its appeai to schoolchildren in the UK. As part of early awareness for the soundtrack album - which was yesterday (Sunday) set to spend a third week at number one on the compilations chart, with 150,000 units sold - EMI and the Disney reached out back in June to more than 12,000 UK schools. At the heart of the initiative were interactive, educational CD- Roms which were supported in 23 towns with preview screcnings of the movie to more than 5,000 kids. "[Our] aim from day one was to target six- to 13-year-olds primarily," says EMI senior product manager Hikam Sasaki. The schools initiative formed just a small part of an upfront marketing and promotional strategy that has seen the Disney Channel and EMI pooling their resources to hit their target démographie kids via online, mobile and traditional "physical" média. 

Early press advertising in TOTiP and Girl Talk magazines in July drew attention to the availability of the associated High School Musical soundtrack, which was soft 
3, and at the saine time the Disney Channel High School Musical website was launched with a free download of the current single Breaking Free. EMI also rolled out an interactive poster campaign in shopping centres. In September, the campaign was stepped up a notch witli the film première on Disney on September 10 before an officiai album launch on September 18. Since then the campaign has broadened with traditional advertising in magazines including Star Mag and CM Talk 

EMI ce d catalogue co-managing director Steve Pritchard says the strength of the campaign lies in its targeted approach. "Tt's gone below the radar of most adulte because the Disney Channel, the online marketing and the promotion has ail been so strong and so targeted towarris the core audience," he says. Rie campaign is expectcd to hit yet another level at Christmas when the movie screens on the BBC. 
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Kids' spending (£): 2001-2005 Teens' favourite music 
Habbo scores a virtual hit 
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30-39 album buyers spend £82,22,40-49 buyei-s spend £81^9-, Asfar as compilations are.concei-ned, only the 60-plus audicnccisless interested than the 12-19s: the latter accopntinn for 13.5% of ail expenditure' and the former U.4%. The faiggest sector for compilations is TheSO^Os, which account for 22.4% of ail spending on compilations. As TNS's album figures perhaps indicate, the TGI study aiso indicates that those who do spend money on music are spending more. Its analysis of average weekly spending by U to I4-year-olds indicates that, wbile those who buy CDs, records and tapes in 2001 were spending an average of £5.17 a week, in 2005 they were spending £6.08. Among the 15-19s, spending was even higher in 2005 - a lofty £1180. The study also indicated that 29% (around 2m) 11- to 19-year-olds use the internet for downloading paid-for music, but also highlighted that awareness of the charts is also declining; in 1999,48% of 11- 
"An audience this young doesn't respond to tra- ditional marketing," says Carter. "They are influ- enced by their peers, older siblings, and what they consider to be enjoyed by an older démographie. We've aimed LiT Chris a little older to make him aspirational. This has been picked up by a younger audience and is Connecting with them, meanwhile we are also Connecting UT Chris with an older audience." Today, technology has given kids a new ability to assess the veracity of a marketing message, accessing information via the internet, and check- ing out how a track sounds, ail before deciding whether to part with their money, adds Joseph. And they are able to opt in and out of mailing lists fer more easily. "If you send one additional piece of information the audience you are target- ing doesn't want, they can opt out and they have goneforever," he says. "You have to be very careful." Assessing what kids want, and how they want to receive it, can be a challenge in itself. Only lim- ited data is available to map their attitudes and desires. While TNS data exists from U-year-olds upwards, gathering data from the younger pre- teen market is notoriously difficult. Market Research Society guidelines have tradi- tionally indicated that under-15s can only be questioned with a parent présent, a threshold which was raised to 16 years over a year ago, to bring the UKin line with international guidelines. Kids can still be questioned in some circum- stances, however, says Rob Ellis, managing direc- tor of market research company Prism. At school, under-l6s are deemed to be under the supervision of their teachers, who can oversee any interviews; the régulations also indicate that if a child has been given licence to behave as a responsible adult by their parent - for instance, if a 14- or 15-year- old is attending a concert, or shopping at the weekend, on their own - they can be treated as such and interviewed without approval. 

I 
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Intleed, anyone who assumes that ail kids like pop music ought, perhaps, to think again. Not only does pop not appear to be the favourite genre of teenagers, they are not the biggest fans of the genre either. The TNS Audio Visual Trak Survey indicates that, last year, 12- to 19-year-olds accounted for just 9.2% of ail expenditure on pop albums. This is the lowest score for any démographie group - apart from the 60-plus music buyers, who account for 9.0%. The biggest audience are 30-39s with 28.5%, followed by 40-49s (24.0%), 50-59s (15.6%), 20- 29s (13.7%) and 50-59s (15.6%). The genre most beloved of the 12-19s is urban (31.4%), followed by dance (20.9%). The industry can take nothing for granted when it cornes to the teen market, it seems. 
As a resuit, while some data exists for the 15- plus sector, far less is available for 11- to 14-year- olds, ail the more reason for music companies to focus a significant amount of attention on them. "Eight years old, to 13 or 14, is the area we need to focus on massively," says Joseph. "Every record company needs to be investing massively into this space, to completely under- stand how kids are consuming music, how impor- tant the chart is to them and how important downloading is," he adds. "We have to have a com- plété understanding of what they are doing." After a period of relative inactivity in the pop area, there are new signs that the music business is beginning to engage with kids through pop again. Aiming at the younger market, Gut is tar- geting an audience of four- to 11-year-olds, with a single and album next month drawing on the pop- ularity of Icelandic TV show Lazylown. Promo- tional activity will include aschools tour and But- lins and Legoland tours. The success of High School Musical is one sig- nal, while Polydor is working together with the management team behind Pussycat Dolls to create the Slumber Party Girls, targeted squarely at the nine-to-13 démographie. Already launched on US TV, their album will follow there in October; the UK plan centres on the spring launch next year. In turn. Innocent has a new boy band which it is targeting at the youth market, in the fonn of365; they are about to begin a school tour as part of their set-up. Joseph believes the success of High School Musical will ensure these are not the only attempts to tap this market. "I think it is going to reawaken senses," he says. "It is one of those things that kids and young parents are listening to together and that's great. I don't think it is having an impact on A&R strategy at the moment, but I think it will next year." Of course, looking forward to next year is one 

Timo Soininen knows a lot about the habits of the teenage mind. But then, as a fatlier of four and the CEO of Sulake, the company behind wildly-popular social networking site Habbo, he probably has to. And one thing he is certain of is the importance of music to the younger market "Music is very important" he says. "It is an essential part of these kids' lives. Habbo is ail about self-expression and finding like-minded peopie and music is very important for that" Habbo - for those who are not in reguiar contact with teenagers - is one of the new breed of social networking sites, which allows users to create their own avatars and explore a virtual worid, talking and interacting with otlier users. It is also extremely popular with kids: the site claims to have between 

Second Life, which has a Teen Second Life section aimed at 13- to 17-year-olds, and MTV's Virtual Laguna Beach, which is based on its popular reality TV show, To date, musical activity in Habbo's UK "hôtel" (as each site is called) has been limited, the most high-profile being Gorillaz" September 2005 visit during their virtual world tour. However, 

To this end, Sulake is currently in talks with ail four majors and plans to work with artists including Jamelia, Get Cape. Wear Cape. Fly 

users a montli in the UK, representing a 9% reach of the 10- to 18-year-old population. Such virtual expériences are the latest growth area online - and with particular appeal to the teen audience. Other services include 

marketing manager Alistair Williams says the beauty of Habbo is that the site can offer the fiexibility to be creative with artists - besides (5011113/ tour, Jamelia is to launch a beauty salon. "We are able to tap into the 
the teenage audience," says Williams. "That is an audience that they can't reach offline." 

Kids are still hungry for music, and we need to provide it in the most 
fonnsfor them flndy Parfitt, 

thing. Where the music market will be in, say, 2016, when the U- and 16-year-olds of today are 21 and 26, is another matter entirely. Radio One controller Andy Parfitt, who is also heading up a new unit looking at how the wider BBC can reach the teen audience, says the chal- lenges faced by labels in engaging with kids are similar to those faced by média providers, with the décliné of linear broadeasting broadly match- ing the décliné in physical sales. Tb this end, a cohérent digital strategy is vital. "We have to start measuring success in new ways, not simply in terms of market share," he says. "For us, the nuraber of our clips ending up on YouTlibe will become an important measurement of how well we're doing. Kids are still hungry for music, and we need to provide it in the most convenient forms for them." For his part, Jupiter's Mark Mulligan believes the music industry must radically address the way it generates revenue. "The industry has to view the internet not as a distribution channel but as a discovery channel," he suggests. "Sites like YouTube have music, but mostly it's as an accompaniment to fimny videos. So the industry has to recognise the relegated rôle of music and say We'll take a eut of the advertis- ing revenue', radier than attempt to charge them for music direedy.'" That, perhaps. is a far broader issue. In the meantime, the National Music Week initiative to re-engage with kids is welcome indeed. Here's hoping it is just the beginning, 
211006 MUSICWEEK 5 



If kids are the future of the music business, understanding how they think is crucial. For this sp 
how they hear about music, what they think about downloadmg, the pnce ot music, 

Kids speak out on t 

■•iT Music Week: Se, to m t. start with, how do AiH you hear about new 
Isobei (13): Through 

friends. They'll go, * 
L. friends, radio and k _ telewsion. Mostly 

^ "Do you know this i this?" Or l'il go to a festival. Victoria (11); Music channels, radio, internet Nathan (11): 1 go to musicjesus.com. And my dad listens to a lot of music, so I get some of that. Yvonne: I heard about the Pipettes from my old friend. She basically listens to Xlrn ail the time. Claire (14); I heard about the Pipettes a year before they came out, because I stumbled upon tliem on a music company website. They were on the rester and I liked the name and clicked through to their own website. 1 was just looking for new bands. Billy (12); IVe got iTunes and hear a lot of stuff through that. C: And MySpace bands. Evan (12): I used to go to this chat room called Boom Bang where you create a character like a cat or a person with flying hair and talk to other peo- ple. You talk to people about music and stuff in there. C; What about Habbo Hôtel? I had that [evcry- one agréés] How much time do you spend on the net? C: Because I don't have a TV, I spend more time on the in 

to your friends. What do you think about downloading music illegally? C; There's lots of people who do it, so I reckon no- one really cares. E: I don't think it's illégal. C: If it's someone like Paris Hilton, I think her music is not that great, so I don't want to pay for it. I think there's some people where it's just better if youbuyit Y: I wouldn't download the Pipettes, l'd buy it. But if it was just something I might get bored of I might just download it. If they have the facilities online to share music and people are doing it, it can'tbe that illégal. B: If you just take one or two online and then buy die rest, it's OK. But if a lot of people download a track from Limewire it still means it's popular. If you download too much, people will find out. Y: I think that's why MySpace is so popular. You can download songs with permission. But, as you get bigger, you can stop doing that and get people to buy your stuff instead. Some people have got really big that way, like Lily Allen. N: I don't think people care that much, otherwise how come so many people are doing it? I don't think it should be against the law. What do you make of the campaigns that exist to discourage people from downloading without paying for it? Are you aware that it is illégal? E: On TV there's some before movies. C: I have seen some stuff on the news about people downloading for free and how much that 

Favourite band/artist Nelly 
Favourite TV programme; Desperate Housewives Favourite film; Moulin Rouge Make of phone: Nokia, no music 

Name; Yvonne Age; 14 First album/single bought; Spice Girls, Michael Jackson Favourite band/artist: The Pipettes Favourite TV programme; Desperate Housewives Favourite film; Transamerica Make of phone; Motorola v3i, with music on it 

Y: More than two hours every day. B: One hour a day. That's ail Tra allowed. Y: You can just keep going, and by the time you've found something you like you click through to someone else also and you sit there for âges with- out realîsing the time. So, how much money do you spend on music each month? E; My dad buys my stuff. B: I dont spend much. Maybe £20. Y: Well, I download a lot of songs but whether I spend money on them is a différent matter. But I do get quite a few songs or albums from iTunes, so about £5 to £10 per month. C: My mum says she won't let me buy a whole album, so I am allowed one song a week just to make sure I like it. But it varies every month how much I spend because it dépends what's out. E: That's hard to say. Not very much. V: Not much. I: I download iL What do you think of the price of downloads? B: It's good for when you like the band, but you only like one song on tire whole CD. E; Yes, because you can buy per item. B; Like the Arctic Monkeys - I only like about thrce songs on their album, so I got them. Y: 1 have Limewire and that's pretty much free. Do you upload music, too? Y: Yes, and we share music between us, too. C: We email music to each other and stuff. Because on iTunes you can send it to each other if you authorise each other, so you can send it 
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costs the artists. Y: But most of the artists who have stuff for free don't really suffer. Because on Limewire it cornes up with mainly famous people - like Michael Jackson - because that's ail most people share, so it doesn't matter. It doesn't come up with smaller bands. Eeople like Paris Hilton don't suffer from me taking a couple of songs. I: Yes, but it just doesn't cross my mind. I think Tm aware of those campaigns, but I don't think they're really putting their foot down and going 'No, this is wrong'. But I don't think it's that wrong, even though it's taking business out of, like, HMV. Do you think you spend less money on music because you download? vasn't downloading stuff then l'd probably borrow it off a friend or something, but I don't necessarily go out and buy CDs or albums. N: I think it might be good for CDs. I like the song Pump It by the Black Eyed Peas, and tire more I listened to the CD I noticed a song I liked better. E: I only listen to dowrrloaded music, because if you buy a CD then sometimes after a while you get bored with it, so it's like a waste of money. So a lot of the time I just listen to it on TV and if I get bored with it I don't have to listen to iL What would encourage you to pay for more music online? I: I guess if my parents were willing to pay more for a song online, then I probably would down- 
N: l'd never buy music on the internet. Td go to a shop. Because if you go to the internet you have to give them your détails and there might be scam- mers. So I just listen to free videos, and if I hear something I like, then Tll just have to find it in the 
Y: I think it's quite good to have unlimited down- loads every month, so you pay to get what you want. C: But the only bad thing about that is when you cancel your membership ail your songs are gone. Y: I think iTunes is best, because it's got a free download of the week, although they could have more than one really. E: Tire thing that would stop me downloading stuff for fi ee is if you had a good band but the)' 



icial Kids Issue, Music M/ee/r visited a school in west London and asked a handfu! of schoolkids 
ether they ike live music and much more. Jim Larkin and Anita Awbi ask the questions 

fche future of music 

Nanie: Billy Age: 12 First album/single bought Free Favourite band/artist; Free, flbba, Tlie Monkees Favourite TV programme: Family 

« 

First album/single bought Skunk Anansie Favourite band/artist Prince Favourite TV programme; I don't 
X, Purple Rain, Brokeback Mountain, Walk The line Make of phone: Sony Ericsson 

didn't have much money - it would make me feel guilty. If you bought the CD instead, they could buy better guitars. So if you like them, youTI buy them? 
N: Yes because sometimes you download music but you don't want to keep it, you.might just listen then get rid of it. But if you like them you would buy itto keep. So, do you think CDs are outdated? Y: We have lots of CDs in my house, but they're mostly old bands. I still like them. But lots of peo- ple download now, so in the future there won't be any CDs. C: I think CDs are cool, but they're more expen- sive. It's like records. I think they're really cool, but l'm not going to go tiy to find one of the band I like when I can just go to iThnes. Is MySpace still cutting edge or are there any cooler sites you use? I: I wouldn't say they were cooler, but there's other sites like Bebo. I used to use the computer more, but now l've got other things that I need to get done. Y&C [together]: Bebo. Y: But that's for younger people, because it's sim- 
How often do you actually buy CDs? E: Not a lot. Less than once a month? V: Oh, definitely less. What would encourage you into the shops? N: Not a lot. The trouble is that you buy a CD and it might be really good for the first few days, but after a while you get bored with it. I hardly listen to my CDs any more -1 listen to Kiss 100 or Xftn or Capital. Which are you favourite music télévision 

Name: Evan Age: 12 First album/single bought Disney Classics Sing Along Friends Favourite band/artist Tlie White Stripes, Green Day Favourite TV programme; Watch My Chops Favourite film; Godzilla Make of phone; Motorola Pebl, no 

Name; Victoria Age: 11 First album/single bought Steps, Madonna, Robbie Williams Favourite band/artist Jamie 
Favourite TV programme: Mock Tlie Week Favourite film: Phantom Of The Opéra Make of phone; Nokia 7250 

I rr M 1 Name: Nathan Age: 12 First album/single bought Black Eyed Peas' Monkey Business Favourite band/artist Gorillaa, Eminem Favourite TV programme; Tracy 
Favourite film: The Incredibles Make of phone; Samsung A300e, 1 compose mélodies 

N: The Hits and TMF. I: I don't really watch telly. I used to watch Top Of The Pops, but then it died a deatli. Do you miss it? It I do, actually. N: The last show was completely rubbish, though. Like, just aload ofold songs... If they brought it back, would you watch it? I: Yeali, it was a Friday night ritual before they 

moved it to wherever they did. N: Yeah, probably. E: Yeah. M: Yes. Do you read any music magazines? I: I used to read Top OfThe Pops magazine but don't any more. Everyone else: No. What about music websites like Popjustice that write about music. Do you look at those? V: No, but I go on forums where I talk about 
How important are your phones? Do you use them for anything other than texting or chatting? N: I compose music on my phone. Atthe moment my ringtone is Three Lions by the Lightning Seeds, which I did myself. I; Mostly just texting and talking. I don't listen to music on it because I have an iPod and, you know, brain turaours and ail that. Plus I never have any crédit. Do you ever buy ringtones? Everybody says "No". C: There's no point. You can put songs onto your phone, so there's no need. E: They're much more expensive than download- ingasong. I: Tve got a really old phone, so no. N: I compose my own. Do you think they're good value? I: They've evolved to be veiy good. They used to be justbeepingto the rhythm and no instruments. V: The problem with them is you don't know what you're gonna get when you buy one, so you can spend a lot of money and it's just a load of beeps and really rubbish and you can't get a refund. Do you like going to gigs? I: Oh yeah. V: I only really go to concerts if it's a person I real- ly like. Like this year I went to the Tower of Lon- don Music Festival, where I saw Jamie Cullum. I saw him last year as welT. Y: We went to The Pipettes on Sunday. It was real- ly good. The backing bands were OK. I went to see Christina Aguilera and the Black Eyed Peas were supporting. Now they would have their own gig, but then they were just making a comeback. B: I went to see the Chili Peppers with my dad. 

lonly listen to downloaded music, because if you buy a CD then sometimes after a while you get bored with it, so it's like a waste of money 

The problem with ringtones is you don't know what 
you're gonna get when you buy one and you can't get a refund 

E; I haven't been to any gigs, but my dad lias his own band and he takes me when they play at parties. Do you ail like live music? E: I think live music is much better than recorded 
B: Yes, because they play better. Différent riffs. And ail the famous drummers who died of drugs played better live. N: My sister goes to gigs and never normally likes the backing band, but once she went and two weeks later bought their CD. B: I have been to the School Of Rock. We make up a band and rehearse and the last day we play in the band. I played Alice Cooper on bass. C: You get to hear about up-and-coming bands by going to random gigs and then looking them up on MySpace. What do you make of the idea of National Music Week? Y: I think it really opens people up to music and it motivâtes people. E: Yes, you think, "If they can do it so can I." That's what I thought when I saw LiT Chris. I: It's good, because it's getting students and younger people into music that they haven't heard before. Most people are only into R&B or indie, so it's good to have something new that will make people réalisé they quite like it and get them into a wider range of music. V: Also, it lets children vote for their own Top 10, which is good because a lot of the time it's adults that get to vote or get to choose and this gives us a chance to have our say. Do you feel with the singles chart that ifs not your âge group that's deciding it? V: I would say it's over-l6s that are buying the sin- gles, because they're allowed into more gigs, like in venues where there's a bar, and they've also got more money to buy stuff. So this is letting us tell people what sort of music we're into. If you were going to do a Top 10 of things you were interested in, where would music rate? I: Eight, if 10 was highest. V: Probably about two. N: Three. E; You'd have friends, then shopping, then family - and music would be next  Nanies have been changed. 
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itivalofthe Year 2006: 
Kerrang! Live Unsigned Act: 

Last week we rocked The Roundhouse, Camden 
In a célébration of the very best in live music. 

We'd like to congratulate the winners, and say 
a massive thank you to everybody who helped make it happen. 

See you next year. 



Carling Academy, unslgucd acfc Ni The différence in attitudes between 
the générations cannot have been as 
great since the Fifties' - Editorial, p20 

Your guide to the latest news from the music industry 

Digital sales 
double globally 

Electric Freins 
aunounces litieup 
• Tlie BBC has announced the full 

  ding tcmcwIFPi figures. ne $945rni£509rn) of downloads wer e sbld in the pêHôS. According to the IFPI, digital sales now account for U% of airmusic sales Worldwide. _ Physical sales worldwide d ^ 10%, with total tfiusic sales dropping to $8.4bn (£45fan). © Tlie Forum of Private Business has called on MPs to support an Early Day Motion seeking to close a tax loophole that allows VAT-free websites to operate out of the Channel Islands. ® Marna Group has formally ended ils interest in Sanctuary after its takeover offer was bluntly rejected in July. Marna, which owns Channelfly and Supervision, says it believes "there is little merit in attempting to 
Sanctuary". • Entertainment sales at WH Smith have plummeted, with the Company blaming a weak release schedule and continuing price déflation. Sales of entertainment products, induding CDs, slid 19% for the 12 months to AugustBl. • The owners of Eden Studios, which have been used by acts oldplay and U2, have put _ up for sale after 39 years. The studios are owned by Philip Love and Mike Gardner, who founded the company in Kingston- upon-Thames in 1967, moving to a complex in Chiswick in 2006. • U2's forthcoming best of compilation, through Mercury Records, will be called U218 Singles, and released on November 20, • A second report is due to be published on Wednesday from fbe Govemment-backed Music Manifeste. • Media investment and advisory group Ingénions is launching a business called Ingenious Securities, which will offer a research service for 

29. There will be more than 60 acb taking part in Uie five-day sériés of 
• U-Myx has introduced 
software. The service comprises U- Myx music clips and a branded U-Myx player that is sent via email and allows récipients to remix a 30-second sample of tlie song. 

be staging tmo homecoming 

Meanwhile, Juliette Lewis & Ttie Licks are to host a webshow linked totheawards. ® Universal act Snow Patrol's Eyes Open picked up its first IFPI Platinum award in September for surpassing 1m European sales, wbile EMI's The Kooks achieved their first for début Inside In/lnside OuL Awards also go to Rclentless's KT Tunstall and a Warner-issued Rod Stewart rétrospective. © NME is to launch a dedicated Irish édition. Tlie first édition of NME Ireland will arrive in tlie shops this Wednesday, tlie day before Club NME opens in Dublin for the first time. • Recently-refurbished London jazz venue Ronnie Scott's is to host its own jazz awards. 

Islam wîns again 
at Ascap awards 

loldplay's : wbile the band's i Publishing ' 
promoted Marc Robinson head of film toheadof film, TV and advertising following the departure of Tracie London-Rowell, who has left the company. In Universal Music UK's synchronisation department, Paul 

computer games. ® Dramatico executive Andrew Bowles, formerly head of international marketing, has been promoted to managing director of global opérations. Nick Coquet 
having joined Woolworths, wnne becomes video edib 0 Capital Radio s i présenter Lucio is taking UK as part of a revamp ot commercial radio's weekly chart show. He will succeed Simon Hir: this coming Sunday, when the she will increase its coverage of albums and forthcoming 1 

joined the diverse Nonesuch Records as its first senior director ofA&R. ® Universal Music Mobile International content production director Stephen Garandet has been promoted to Universal Music Group International digital opérations vice président Meanwhile, UMG1 corporate Systems senior director John Jefferson is elevated to IT Europe vice président @ Radio One head of music George Ergatoudis is to attend this year's Aim Indépendant Music and Media Day. The conférence, taking place this Wednesday at Sin, Charing Cross, London, will also include MySpace UK director of marketing Dom Cook, NME acting éditer Paul Stokes, and Beho's Shaa Wasmund. ® GaydarRadio has recruited Big Brother contestant Richard Newman to be a présenter of its Saturday 
er Hit 40 

% 

Razorlight were the at last Wcdnesday's inaugural Vodafone Live Music Awards, scooping the live impact in 2006 and live music DVD awards. Muse 

walked off with the Vodafone live art award, while tlie live return award was won by Take Tliat, Tlie NME Awards Tour won tour of the year, the Reading/Leeds Festival 

took the Channel 4 festival of the year category and U2 won the live international act award. British rock icons The Who received the Freddie Mercury lifetime award. 

AOL name stays 
despîte takeover ® Carphone Wareliouse is buying AOL UK, the UK's third largest internet provider, for £370m. • Compilation album specialist Apace Music has signed a deal with Sony BMG for rights to use the majoris catalogue on future releases. • Entertainment industry entrepreneur Warren Mason, who formerly bought info Total Home Entertainment, has invested in entertainment logistics specialist 
• Universal Music Publishing lias 
agreement with Terra Naomi, the LA-based writer and musician featured on last week's MW Playlist She is currently the second-most subscribed musician on YouTube. 

IHEPLAYLIST 

of. Acquiesce IS best single that Tlie début single forms the basis of from the name an onergetic pop 
Jamelia's second 

behind Big Brovaz davs last Is a fun. lionV- JA . laden, dance-pop song. (single. album, (single, 
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Unsigned Album 2006 

Not just the best old heads in the business, 
but the best new bands in the world... 

download nowfrom iTunes 

October 28-31 Manchester. England 
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Physical music sales still strong, says Music Zone MD Win cash in MW's Hit 

40 UK Mini League Music Zone aims to 

be national yet local 

by Ben Cardcw Music Zone managing director 
mas witl mark a turning point in the battle between physical and 

cept [the^resilience of physical 

You still can't giftwrap If I buy ink cartridges 1 
tohuy music Iwantto 

Music Week islannching its own 
Mini League as part of the OCC s new Fantasy Music Manager compétition. The new league, which is sponsored by Hit 40 UK, will see a £150 prize paid for the best performing team each week, with the overall winner scooping £500 - ail in addition to the overall FMM prize fund of £40,000. To enter our Mini League, ail you have to do is go to the 

How to enter the 
MW Mini League • Go to www.fantasy inusicmanager.com • Select your rester • Enter your rester in the MW " " i League - using PIN 

Jack FM launches in the UK 
be on air within just four months, farst licence win, Dickens is now after securing a licence last week targeting other UK markets in K. 
licence serving a market of FM services, while a new licence around 300,000 adults aged 15- for South Wales advertised last SS: 
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Record labels sign deals with YouTube in bid to promote their artists on the website 

More majors embrace YouTube 

by Ben Cardew Universal and Sony BMG joined Warner in agreeing deals with YouHibe last week, underlining the music industry's growing accept- ance of the video-sharing service. The two majors announced separately last Monday that they had both signed agreements with Youlbbe, enahlmg users of the site to feature content from their cata- logues in retum for a share of ad revenue. Warner signed a similar deal in Septemher and EMI says that it is currently in discussions with YouTube. The deals were unveiled just hours before Google announced that it was to purchase Youlbbe for S1.65bn (£0.89bn). At the same time, Google Video di sclosed "stratégie business relationships" with Sony BMG and Warner Music, making music videos and ilable o 

labels are trying to capture and 
than just crush them," says Jupiter Research senior analyst Mark Mulligan. "It fits in with the way of think- ing that sees the internet as prima- rily a discovery channel and distri- bution cornes next. The internet was built on 'free'. The pay part of anything on the internet is very small. Ad supported has to be a way of getting revenue. For me this is part of the same strategy as the SpiralFrog deal." Beth Appleton, head of new média and busmess development at V2, which is itself close to a deal with Youlbbe, says that the situa- tion with the video sharing site is similar to that of commercial radio. "People think that they are lis- tening to it for free, but there is a business model there with adver- tising," she says. "From a V2 per- spective, YouTube is a fantastic promotional platform, where peo- ple want to see new bands. At the same time, Youlbbe is a business model and it does make revenue 

/.l 

IcreltGocs Again 
that should be shared with the copyright owners." While the reaction from the music industiy was generally posi- tive to the YouTube/Google tie-up, there was concem among blogging communities that the deal would harm YouTube, by allowing Google to police the site for copyright material. 

Blogmaverick.com writes, "I don't thinkyou can sue Google into oblivion, but as others have men- tioned, if Google gets nailed one single time for copyright violation, there are going to be more share- holderlawsuits." In addition, Mulligan says many believe that Google has sim- ply bought an audience. "It is an 

important step in Google becom- ing a média company," he says. "Google hasn't really managed to diversify." The deals with the majors open up a number of tricky légal ques- tions. As recently as September, Universal Music Group chairman and CEO Doug Morris hinted that he may sue YouTube over copyright infringement. While his company's deal with YouTube makes this unlikely, there is concem that the financial might of Google will leave YouTube increasingly vulnérable to légal action. 'You have to think, 'is it worth suing?'. There is more opportunity now to extract money," says Alexander Ross, a partner at média specialist Wiggin. However, Ross does not believe that the Google deal will enter into )• difficulty with the compétition ang a " he says. They are ne the same business. That is effec- tively the issue. They are not tying up the market."  
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MCPS-PRS wins three more 

settlements from websites 
The MCPS-PRS Alliance is active- ly focused on avoiding the daunt- ing prospect of a Copyright Tri- bunal hearing next month as it targets settlements with AOL, Real Networks and Yahoo. It was a case of three down three to go last week, as the Alliance announced settlements with MusicNet and Napster last Thesday before, two days later, revealing that Sony Connect had, too, withdrawn its référencé to tire Copyright Tri- bunal after an agreement Ail three digital music service providers have signed up to the same three-year deal agreed by the BPÏ, iltmes Music Store and four mobile phone operators last month. The agreement, covering down- loads from mobiles and PCs, is for a 
VAT, subject to minimum royalties. At présent, the matter between MCPS-PRS and AOL, Real Net- works and Yahoo is scheduled to reach the Copyright Tribunal in mid-November, although its légal team is working to stave off the 

Despite the Alliance making progress in striking deals for its online royaity rate, within the music publishing sector itself it appears divisions have developed over the 8% level agreed. 

m 

MusicNet, Napster  
rate originally introduced by the Alliance back in February 2002 (although set at an introductory rate of 8%) - although some puhlishers say ' ' 

"How can 8% for tire publish- ers be a good deal?" queries Min- der Music managing director 

John Fogarty. Fogarty suggests that, having spoken to a leading industry lawyer, a publisher will end up recciving 6p from a 79p iTunes download and the artist/producer the same, while the record compa- ny will claim 4'tp or 60% of the gross revenue. ^ 
AppIelïeeSongs director Nigel Rush, who represents hit song- writer Pam Sheyne. He under- stands the BPI's argument that 

ices far more than publishers, 
facturing and distribution costs and has reduced promotional costs for non-physical product has to be taken into account. "It seeras pointless to have spent ail that money to walk away with less (even though I have been informed of some of the reasoning behind that). Il still doesn't change the faet that the song- writer is firmly pereeived as being at the bottom of the food chain," hesays. MCPS-PRS CEO Adam Singer 

announced and was keen to stress a guaranteed minimum royaity had been secured. 



Janct Choudry, Régional rad 

Pop vétérans reborn with new album on Parlophone 

Saints march in 

for new chapter 

Ail Saints' track record to date 

50/8/97 1 KilowWherc Ifs At 15/11/97 Nevcr Ever 29/11/97 AU Saints (album) J , „ «5/98 Under Hie Bridge (relcascd as double A- 6/6/98 udy Mannaladc (relcascd as double A-! 5/9/98 Boolie Call 28/11/98 WarOfNervcs 19/2/00 PureShores 7/M/OO Black CoHec 21/10/00 Saints & Slnnets (album)  

Total saks 158,769 15148,711 
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Music l/l/ee/rturns the spotlight on The Stranglers, whose three décades in music 
has certainly had its highs and lows. OlafFurniss revisits their bumpy ride and 
finds the band today ready to take on the charts with their lôth album, Suite XVI 

On the cusp of celebrating the 30th annivereary of their début single, 1977's (Cet A) Grip (On Your- self), and having recently released their l6th stu- dio album via EMI - the self-exirlanatory Suite XVI - few British bands can boast a history as fas- cinating and musically diverse as The Stranglers. Quicldy lumped in with the late-Seventies punk scene, in part due to the rôle supporting The Ramones on their first UK tour in 1976, the band actually formed in 1974 - as the Guildford Stran- glers - and had clocked up hundreds of shows by the time the Sex Pistols appeared on Bill Grundy's LWT Today show. Aloof from punk stéréotypés, their status as the perennial outsiders - the Meninblack - has endured to this day. Given their respective backgrounds, this was hardly surprising. Bassist/vocalist Jean Jacques Burnel and guitarist/vocalist Hugh Cornwell were both university educated. Drummer Jet Black was not only a successful businessman, owning a fleet of ice cream vans and an off licence, but was also in his mid-thirties when the band's début album Rattus Norvegicus was released. Meanwhile, the last recruit to the The Stranglers, Dave Greenfield, was a keyboard player, with a moustache. Enough said. While many of the first wave of punk bands were signed within a year of forming, Tlie Stran- glers were rejected by 24 record compames, before being snapped up by United Artists m 

1976. And, according to Burnel, it wasn't long before the band earned a surly réputation in the press as outcasts in a scene of outcasts - arguably denying them the musical récognition they have long deserved. "In 1976, when we supported The Ramones, I had a punch-up with Paul Simonon from The Clash and that was seen by everyone," recalls Bur- nel. "Dave had [John] Lydon up against a transit van. while [Joe] Strummer and Hugh stood at the side, saying 'I think your bass player is having a thing with my bass player'." Witnessed by several music journalists, this resulted in the média automatically closingranks around The Stranglers' new-found sparring part- ners, claims Burnel. "Ever since that, the press were against us," he says. Those journalists are dead or retired and the people reviewing our records now dont know about ail that bollocks." Rather than be cowed, the band carved out a réputation for dispensing rétribution on those who they felt had wronged them. Taies of kid- napping and humiliation of their foes have become stuff of legend, as have the riots at the gigs and the arrests of band members which sometimes followed. "The Stranglers don't like bullshit - if you are straight with them they are straight with you," says Martin Costello, whose Complété Music administered a significant part of the band's pub- 

lishing before selling to Sony BMG in July. Certainly, The Stranglers' réputation for not shirking from physical confrontation was ftirther cemented by the the Finchley Boys, a group of youths who befriended the band after seeing them play in 1976. The Finchley Boys were présent at many of the early gigs and recording sessions and doubled up as bodyguards when the going got tough. Among them was Al Hillier, who is currently working on a book chronicling his expériences of the era. "The press were writing about us like we were some kind of punk storm troopers," he recalls. "Nutters were going to gigs to target us because we never dressed like the [punk] punters, we dressed like the band." While fights and arrests at punk gigs were not unusual, The Stranglers also provoked controver- sy with their lyrics - the thèmes of which, on hits such as Peaches, Something Better Change and No More Heroes, strayed far from the straight- jacket mentality of punk. "A lot of the time we were saying and writing things just to see how far we could take it. That s part of discovering yourself," explains Hugh Corn- well in his book Song By Song, which describes the raaking of each track he recorded with the band before his departure in 1990. But, although intending to provoke, there is no doubt that the ideas and inspiration behind their music were highly sophisticated. 

Dave Greenfield had John Lydon up against a transit van, while Joe Strummer and Hugh Comwell 
stood at the side, saying, 'I think your bass player is having a thing with mybass player' Jean Jacques 
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It could be argued pat The Stranglers adopted an approach to their lyrics more akin to a novelist writing dark fiction or an artist painting macabre pictures. In fact, Cornwell refers to being inspired by the vvork of Francis Bacon, but it is doubtfiil that the latter ever suffered the type of hostilily at the hands of art critics that The Stran- glers received from the music writers in their early career. This lack of conformity has remained, as has a tendency to combine a warped type of Cany On humour, as seen on tracks such as School Mam and Peaches, with méditations on subjects as var- ied as Vikings (Longships), the Iranian révolution (Shah Shah A Go Go) and extraterrestrials (The Gospel AccordingTo The Meninblack). This willingness to plot their own songwriting course has also been évident in the band's music, While their contemporaries were making do with simple chord sequences, The Stranglers experimented with unusual time signatures and incorporated techniques more common with classical music. In part, this could be attributed to Burnel's experience as a classical guitarist before Cornwell sold him a bass, but equally it reveals a level of musical understanding among the rest of the band. This was more than évident on Down In The Sewer, the final track on their début album, Battus Norvegicus, which deftly married the aggression of punk with meandering and hypnot- ickeyboardsolos. What is particularly remarkable about the band's early recordings is not only the fact that they produced music which continues to sotmd fresh today, but the swiftness of their work. Battus 

Norvegicus and five tracks on the follow-up, No More Heroes, were completed in less than a week, with their third album, Black And White, taking about a month to write and record. Moreover, the three albums were released and toured in the space of only 13 months, between April 1977 and May 1978. These were followed by Live X-Cert in February 1979, The Raven eight months later, The Gospel According To The Meninblack in early 1981, and were interspersed with a string of hit singles and solo albums by both Bumel and Cornwell. Unfortunately, The Stranglers' work ethic was also matched by the extra-curricular activities. In 1979, Cornwell and Bumel had begun dabbling with heroin and, following his arrest at the end of 

that year, the frontman spent five weeks in Pen- tonville Prison in the spring of 1980. Further trouble followed at a concert in Nice, where the band were arrested for "inciting a riot" after walking offstage - an incident which also saw their manager lan Grant quit. A few months later, on the eve of a US tour, their equipment was stolen in New York. Matters took a further tum for the worse when The Gospel According To The Meninblack failed to live up to the commercial success of its prede- cessors. A concept album, based on accounts of humans meeting extraterrestrial beings, it saw the band experiment with loops and the musical tech- nology used in disco recordings. But aside from its radically différent sound, the album also heralded a departure from The Stran- glers' customary productivity, having been record- ed over a period of eight months in several studios 
Ultimately, it vvould mark the second phase of the band's career, when, under pressure to deliver more hits, they wrote and recorded La Folie in less than two months during the summer of 1981. The first single from the album, Let Me Introduce You To The Family, was only a minor success, increas- ing tensions with EMI, which had taken over United Artists. Incredibly, neither the label nor any band member with the exception of Jet Black realised the potential of the follow-up, Golden Brown, until radio stations began suggesting it be released as a single. It is the ultimate irony that, while heroin had played a part in almost wrecking the band's career, it was a song partly based on the effects of the drug, 
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Norfolk Coast and 

Comeback album leads to 
global EMI deal 
During the past two years, Tlie Stranglers liave once more emerged as a force to be reckoned witli. Tbeir 2004 album Norfolk Coast received widespread critical acclaim and its UK success bas led to a Worldwide licensing deal with 
Suite XVI, which was released on September 18. Tbe follow-up bas already received strong support at radio, with the band recording sessions for Janice Long on Radio Two and Guy Garvey on Xfm, as well as being intcrviewed by Steve Tlie Very Best Of, which has to date sold 30,000 

tracks for syncs, in récent years, has also helped keep The Stranglers' music in the publi 

"People appreciate how great tliese songs are," says Martin Costello, who sold his Complété 

Music publishing company ta Sony BMG in July, but continues to work a lot af the catalogue as a consultant for the major. Costello says that he is now getting inquiries for the song Big Thing Corning, which is featured on Norfolk Coast "In a year, we will start pushing tlie newer Stranglers 

which put The Stranglers back on course. Released in early 1982, Golden Brown reached number two, their biggest hit to date. However, with further singles from La Folie falling short commercially, the relationship with EMI deterio- rated further. The band agreed to record one more track to release them from their deal. The track was Strange Little Girl, which had been written by Corawell and ex-Strangler Hans Warmling eight years earlier, before the Swede left and was replaced by Greenfield. Originally side- lined because it did not fil with the more aggres- sive sound which characterises Rattus Norvegicus and No More Heroes, it became another big hit reaching number seven in the UK. Free to shop for a new deal, The Stranglers came close to signing with Richard Branson's Vir- gin, before CBS stepped in with a bigger offer. Had they opted for the former, they would have found themselves back at EMI within a decade, after the company bought Virgin. Instead it has taken a few year longer - Norfolk Coast, The Strangler's acclaimed 2004 album, saw them retumto the label. 'There are a good bunch of people working there now," says Bumel. "A lot of A&R depart- ments are insipid. The team which released Nor- folk Coast are a good bunch. Steve Woof put his head on the block to sign us." The first album to be released on CBS was Feline in early 1983. It saw the band adopt a more mellow sound, incorporating acoustic guitars, while at the same time continuing to use the latest synthesizer and drum technology. llfs follow-up, Aurai Sculpture, boasted horn sections and a stronger pop sensibility, spawning the hits Skin Deep, No Mercy and Spain. By now The Stranglers studio recordings gave little indication of the hard-edged sound and sur- real expérimentation which had characterised their first decade, although the 1986 hit from the Dreamtime album, Nice In Nice, was a clear ref- 

erence to their more boisterous past. Nevertheless, while older fans may have pre- ferred the older material, they were accepting of the new. "After Black & White, you needed to see a devel- opment of the band," says Hillier, who has contin- ued to attend gigs to this day. "The Stranglers are custodians of fantastic music." The loyalty among The Stranglers hardeore fanbase might be explained by the fact that the band's live performances never lost their intensity, even if the later albums recorded with Comwell were increasingly mellow. During a two-night stint at the Edinburgh play- house during the Dreamtime tour, it was clear that the venue had expected a crowd in keeping with the band's more recent musical output. On the first night, the security team, used to ter- ! rifying enthusiastic teenagers, were overrun by a 1 
crowd harking back to the old days when seats were never allowed to get in the way of invading ! 

(Éi 

the stage. The following night saw a stage invasion of a différent kind, when two female members decided to perform an impromptu lesbian act, a throwback to the days when spontaneous strip- ping was a regular occurrence. When Hugh Cornwell suddenly annoimced his departure in 1990 it marked the end of a front- man duo, which had easily outlived the earlier connections to punk. Before he left, the band was already touring as a five piece, with John Ellis playing additional gui- tar. This undoubtedly undermined the dynamic of the band, but it was the enlistment of a younger vocalist, Paul Robeits, which was to prove partic- ularly controversial. In many respects, his energetic and showy on- stage persona was pôles apart from the dry, subtly menacing Comwell, and it coincided with Burnel temporarily giving up singing duties. However, Bumel makes it clear that this choice to stick to bass, was his own. "When Hugh left, I lost ail confidence in my singing," he explains. "Although l'd sung about a third of tlie songs [before], when we got a dedicated singer in, I thought it would be best to leave him to it." In previous interviews, Burnel has made it clear that Roberts joining encouraged The Stranglers to continue and he was still in the band when the critically acclaimed Norfolk Coast was released in 2004. And it was also what caught the attention of EMI Catalogue/Liberty director, Steve Davis, "Norfolk Coast did really bnng them back," he says. Its success has paved the way for the Worldwide deal with EMI for Suite XVI, the biggest concert crowds for years and a new dawn for one of the most exciting bands to emerge from the Seventies. Now back to a four piece line-up, with guitarist arne sharing vocals with Burnel, expert the contmued resurgence of The Stranglers. It can surely only be a matter of time before tlie stage invasions and the strippers retum 
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