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In this week's issue: Tesco dispute unnerves labels; 
Rajars breakfast upset. Plus: the charts in full 
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1. BCCAUSE 
t. CET BACK 

a. GLASS ONION ). ELEANOR RIOBY 
JULiA (TRANSITION) 

B. i AM THE WALRUS 
6.1 WANT TO HOLD TOUR HAND 

7. DRIVE MY CAR/THE WORD/ WHAT YOU'RE DOINO 
8. ONIK NUS 

o. SOMETHING 
BLUE JAY WAY (TRANSITION) 

10. BEING FOR THE BEHEFIT OF MR. KITEI/ 
I WANT VOU (SHE'S SO HEAVY)/HELTER SKELTER il. HELPI 

12. BLACKBIRD/YESTERDAY 
18. STRAWBERRY FIELDS FOREVER 

14. WITHIN YOU WITHOUT YOU/ TOMORROW NEVER KNOWS 
1B. LUCY IN THE SKY WITH DIAMONDS ie. OCTOPUS'S GARDEN 

17. LADY MADONNA 
18. HERE COMES THE SUN 

THE INNER LIGHT (TRANSITION) 
19. COME TOGETHER/DEAR PRUDENCE CRY BABV CRY (TRANSITION) 

20. REVOLUTION 
21. BACK IN THE U.S.S.R. 

32. WHILE MY GUITAR GENTLY WEEPS 
23. A DAY IN THE LIFE 

24. HEY JUDE 
3B. SOT. PEPPER'S LONELY HEARTS CLUB Bi (REPRISE) 

28. ALL YOU NEED IS LOVE 
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More disputes on way, say insiders 

Tescoban 

unnerves 

labels 
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and £7.99 in Virgin. Last week Robbie Williams' new album Rudebox was availablc for £8.72 at By Ben Cardew Tesco and £9.95 at HMV. 
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Breakfast DJs 
battle ït oui 
Capital suffers breakfast 
audience dip, as Rajars 
suggest that Heart bas 
the leading ILRmoming 
radio show p3 

Producer sgcvcs Lsbds unlcBish 
up Beatles album premium goodies 0 

Music Week talks to As retailers gear up for the legendary producer George Xmas rush, Music Week focuses on the lucrative 
world of premium 
packaging pll-14 11 



© The choice available to listeners these days is 
immense when compared to the so-called golden 
era of radio' - Editorial, plô 
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Ms'etackWm Road, C M P 

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

Your guide to the latest news from the music industry 
business were overstated by UK event this afternoon (Monday) announced at The 02 Arena - a show appraximately E12ni, with operating • EMI Music Publishing UK lias by Ju^n Timberlake next July, profits overstated byabout£9ni. promoted executive vice • MfcstWe ' 
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Time to wake up and smell the ratings as Rajars show historié changes in the league table 

GCap loses hold on Londoii breakfast 

^NTonly^ Chris Moyles now audLœ stoe focusTg teyoT^Tu^c Tnd eœn^qu^r ^ Won reach Ïp more listened to than any of the compared to5.6%. ^ ^ ^ attempting to develop a feel-good figures, says the «g^are mis- year, despite improving^by 2^4% 
DjT^London'bu^Capitol I^ditfs sajTvhgin Radioyprogramme fiiathasseen itrecapture theTer- ber onî breakfast show in London meanwhfie, is slightly down year- 
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^Totgh overalfcapitofîSenhig WrTTkTtbaTaTthXedXt Of 0I( ShOWS ratlief thail ^ateTTaTTTn^TnglTLTâ lof. wttohTwT figures have been sinking for the show numbers are down, so we're Q||g g^gat 0116 ^ marketing campaign, and num- 

Ofcom announces second wave of national digital radio 

Dickens says the newly published In line witl, his company's two suggests, "A lot of people didn't timetablejs a "very, vety biggest rivais, Emap and GCap ^ipl» WeTrë^mLTsrt ont 
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Renowned cognac brand takes a natural step into music j ^ 

Hennessy to sponsor [„/ 

musk-iiaseif events ^ 

mg on plans to 
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Music Week bas forged a unique partnership with Apples iTunes Music Store UK to bring readers free audio downloads of the best breaking artists from In The City 2006. Next weeks édition willfeature an iTunes-sponsored card high- lighting six of this year's best In The City artists, and a track from each can be downloadable for free from iTunes using a Music Week- 

rSStrii 

'Each year a vast fiold of musical tal- ent makes the trip to Manchester for In The City and, inevitably, you can't always get aiong to everything. This seemed like a good opportunity for us to higltlight the music that stood out,"hesays. ilhnes \vas due to get this year's 
Manchester last Saturday, hosiing an invite-only gig headlined by Orson, one of the top bands to 
evenfplayed ake/roTe' iXaking 
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Artists and creators 'grossly undervalued', says report 

Report demands better 

deal for UK musicians 

Indiesflock 
tonew-look 
Aimevent 
Aim is backing the rebranding of ils annual digital and distribu- 

yMMIjllW Weneed a législative, 
tax and benefit System 

The wortlt of composcrs, songwrit- that GHCOUfagSS formera' rights in recorded music 

tion day as Aim Music Connected (AMC) by winning new ftmding 
range of new master classes. 
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Liverpool arena foundations in place 
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AFTER THE SPUT 1996: Anthology 2 
1996: Anthology 3 

1982:20 Greatest (7; 24) 
(71:21) 1995: Anthology 1 Songtrack 

George Marlim 

At the âge of 80, legendary 
Beatles producer George Martin 
lias united with son Giles to 
produce a new Beatles album 
and, with inspiration from the 
bootlegging scene, had free rein 
to re-work the catalogue in a 
previously-unheard way. 
Paul Williams talks to the pair ar 

'I could use anything 
I liked, any recording 
1 made with The 
Beatles since we 
began in '62. But we 
worked out there 
would be somcthing 
in the région of 25 to 
30 songs, linked 
together with 
whateverwe could 
devise' 

Love, which, since June 30, bas they inibaUy put together a 15- 
Vegas. The new production marks Cirque and the four Apple heads the first time Apple Corps has Sir Paul McCartney, Ringo Starr, 
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s Beatles finale 

y% The makîiig of The Beatles' new Love album 

didn't think it did justice to 

SESifiSofogy 
équité became part ofthc show and 
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"Anyway we did it, I liât it, and we recorded in Air 

'i:. ly we had to 
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KKSCS0,twas he- "Thev said. 'In this noint of the looking 
went ito fou°tràck Aey^didn't use "We're nicklng 

from the bootl 
For the Beatles producer him- 

greaVwe're nowonto frOIIl tllB bOOtleggilig 
- but what we've To Hold Your Hand is dOUG ÎS différent' 
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Entertainment Media Research's new PopScores study offers brands and companies an in 

Pop's top scorers s 

AVERAGE 20 8 79 67 31 16 
1 RED HOT CHILI PEPPERS 47 25 99 96 63 10 
2 112 46 25 99 98 65 13 
3 COLDPLAY 43 24 99 96 63 15 
4 KAISER CHIEFS 43 20 96 87 59 9 
6 ROBBIE WILLIAMS 43 27 99 99 63 17 
6 SCISSOR SISTERS 41 22 98 95 59 14 
7 BON JOVI 40 20 99 98 59 16 
fi DAVID BOWIE 39 21 99 94 55 16 
R GREEN DAY 39 19 90 82 54 9 
R , KYUEMINOGUE 39 -16 . . 99 98 58 14 
H ERIC CLAPTON 37 16 97 91 51 13 
11 , KEANE 37 17 94 86 52 12 
11 16 MADONNA 37 17 99 98 56 17 
11 15 P1NK 37 15 97 94 55 14 
11 ,, SNOW PATROL 37 17 89 76 49 7 
11 J3 STEREOPHONICS 37 13 98 93 55 12 17 16 ANASTACIA 36 15 98 95 53 15 17 ,7 GUNSN ROSES 36 19 98 94 52 17 
19 ?0 BLACK EYED PEAS 35 16 98 95 55 18 19 22 D1D0 35 14 99 96 56 17 
19 2, GWEN STEFANI 35 11 95 90 52 12 19 19 TRAVIS 35 12 98 93 53 13 23 23 FRANZ FERDINAND 34 13 94 86 49 12 23 2.1 GORILLAZ 34 13 95 89 52 14 25 CHRISTINA AGUILERA 33 13 99 97 52 18 25 25 THE ROLUNGSTONES 33 16 99 94 50 19 25 27 TEXAS 33 9 96 91 49 13 28 » ARCT1C MONKEYS 32 13 95 31 42 13 28 28 THE K1LLERS 32 16 77 63 41 7 28 29 NATAL1EIMBRUGLIA 32 6 97 94 47 12 31 35 BLUR 31 10 98 94 49 17 31 33 ELTONJOHN 31 15 100 99 51 23 31 32 KT TUNSTALL 31 10 92 85 45 13 31 3! MANIC STREET PREACHERS 31 10 96 88 45 13 31 RAZ0RL1GHT 31 12 84 67 41 7 31 THE VERVE 31 11 91 80 44 11 37 10 MAROON 5 30 10 85 75 44 11 37 37 NELLY FURTADO 30 9 95 90 45 14 37 SHAKIRA 30 12 97 91 47 19 37 . THEZUTONS 30 10 82 65 41 7 41 DEPECHE MODE 29 9 90 83 41 13 41 FEEDER 29 10 84 68 37 8 41 JOSS STONE 29 8 94 87 43 15 41 KELLY CLARKSON 29 11 92 81 41 13 41 PAUL WELLER 29 12 92 82 40 15 41 THE CORRS 29 12 98 96 48 22 47 47 i BRUCE SPRINGSTEEN RAD10HEAD 28 28 U 11 95 96 87 84 40 40 18 16 49 - DAVID GRAY 27 9 96 90 42 19 49 . JAMES BLUNT 27 15 99 95 47 26 

PopScores is a major new intelligence service tor industiy. It measures and tracks con-  .vareness and popularity of 200 artists i ail popular genres by reflecting the opin- ions of 4,500 music consumers in the UK aged 13 to 59. PopScores, which lias been created by respected research company Entertainment Media Research, is a valuable new addition to the world of music industry research with an important twist. Entertainment Media Research founder Peter Ruppert says the concept of PopScores came from the company's work testing thou- sands of songs for record labels and radio sta- tions. "We discovered that 'connection' to a song is pivotai for radio airplay and singles sales, but doesn't necessarily generate album sales," he says. "We conducted extensive scientific research to understand the other factors that drive album sales and have incorporated them in PopScores to fill a critical information gap for the music industry." "We found that awareness of the artist, famil- iarily, connection and popularity - ie, emotional connection - are critically important factors. They are the basis upon which executives in the music industry can understand how their mar- keting stratégies are performing and anticipate album sales." Entertainment Media Research's initiative challenges the long-held industry belief that the formula for a successful act, namely big airplay plus big single equals successful album. Many albums fail to deliver on the potential highlight- ed by a successful single - Gnarls Barkley may be tins year's biggest example - perhaps because of one crucial omission from that formula. That omission is "the big X", suggests Ruppert with "X" being the consumer's emotional connection with an artist. PopScores shows where that emotional connection is strongest and where it is lacking. "Record sales are the ultimate detenninant of success, but they provide little or no diagnostic information as to how to boost sales," he says. "PopScores provides multiple diagnostic meas- ures that will help record labels sell more records: artist popularity, name awareness, artist familiarity plus a breakdown as to how positive or négative an artist is perceived." PopScores is already throwing up several pow- erful insights. Firstly, there are just two artists that truly connecl across ail the démographie groups - Red Hot Chili Peppers and Scissor Sis- ters. Other artists with strong overall scores such as the Kaiser Chiefs, Green Day and U2 lack connection with either oider or younger âge groups while Will Young, for exaraple, has a polarising effect upon maies. What appears to be a crucial ingrédient among the biggest-selling conlemporary artists is a very strong connection with 30-plus females. Indeed, ail the top artists in the Pop- Scores list share this feature. Some artists such as Will Young, Simon Webbe, Justin Timberlake and Craig David are highly dépendent upon sup- port from females over the âge of 30 who are on 

Q 

average three times more likely to have an emo- tional connection with them than maies of the same âge. On the other hand, ail the top rock bands - Bon Jovi, Coldplay, Green Day, Kaiser Chiefs, Red Hot Chili Peppers and TJ2 - score equally well with females and maies. PopScores also appears to highlight the exis- tence of a génération gap. This is particularly true of hip hop artists with, for instance, Missy Elliott scoring a respectable 29 PopScore with 13-19 girls, but an overall score half ofthat. Sim- ilarly, Kelis scores 23 among the same démo- graphie, but an overall score 50% lower. PopScores also indicates a shrinking fanbase for many héritage artists who are struggling to connect with teenagers. Among the lowest scor- ing artists within this category are George Michael, Rod Stewart, Bruce Springsteen, Diana Ross, David Bowie and Eric Clapton. In some cases, the problem is lack of familiarity. For example, Bruce Springsteen achieves just 48% informed awareness among teenagers and Bowie 74%. With other artists, the problem is purely a négative attitude towards them. George Michael, according to the research, is disliked by one in two teenagers and Simply Red by one in three. If the key to driving emotional connection is familiarity then many of this year's newer artists are showing great potential for growth. KT Tunstall currently enjoys 84% informed awareness, Rihanna 62% and Lily Allen 64%. On the other hand, there are a number of artists who display relatively low rates of informed awareness despitc heavy radio air- play, for example, Ray Lamontagne (25%), Nerina Pallot (20%), Paolo Nutini (33%), The Feeling (45%), James Morrison (54%) and Orson (57%). 



Data compilée! by ENTERTAINMENTMED1ARESEARCH 

1-depth insight into consumers' awareness of - and emotional connection with - top artists 

>et to make a mark 

\ 

top left) Red Mot Chili Pcppors, Scissor Sisters, Coldplay, U2 
With such insights already being drawn from the service, PopScores may bave potential rele- vance outside the music industry with particu- lar value to brands looking to build connections with artists. "It provides a robust starting point to consider which brand and music partner- ships would work best within spécifie demo- graphicssays Ruppert. "In short, any brand or agency that needs to know which artists are Connecting with consumers is likely to be inter- ested in PopScores." And the PopScores format which is formally launched this month is the subject of continuing évolution. A test question relating to music pur- chase intention is being asked of the PopScores panel and may be incorporated in the fortheom- ing November report. Wider trends will also be tracked going for- wards, for instance by record label and by genre. According to Ruppert, genre analysis could pro- vide an insight into trends relating to con- sumers' music preferences, providing an early warning signal by highlighting which areas are becoming more or less popular. The report is currently available in a stand- alone Excel format showing great détail month- by-month and a secure web-based solution is being developed which will offer users interac- tivity and tracking functionality. Subscribers will, for example, be able to choose the spécifie artists that interest them and track, contrast, and chart consumers' attitudes towards them 
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10 KELLY CLARKSON 10 GUNSN ROSES 
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39 20 100 99 55 16 
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1 DAVID B0W1E 54 ' 100' '99 72 ~ 
V ' i i  46 21 ]00 99 66 " . I) MOT ( h 1 PPËRS 45 26 100 97 61 

7 SCISSOR SISTERS 42 25 97 95 62 
10 SNOW PATROL 22 89 77 51 

3 ROBBIE WILLIAMS 54 34 100 99 70 9 
5 scissor s; r|i • 50 26 99 98 71 
7 KAISER CHIEFS 8 RED HOT CHILI PEPPERS 45 9 STERE0PH0N1CS 9 100 96 62 7 
9 ERICCLAPTON 44 21 100 100 

. „ . »<"•'/ you would like to subscribe, pleasc contact Patrick Johnston,HcadofBusiness Development, on 0207 240 1222 or patrick.johnston® 

l ERICCLAPTON 

ROBBIE WILLIAMS 
R00STEWART 

10 BRUCE SPR1NGSTCEN 46 24 99 99 63 12 

Etl'-i'-'i : 23 .M • 4,500 UK nnisio consumers, aged 13 to 59, are polled abo 200 artists across the range of popular music genres. ® They are asked to grade each act under the headings: favourite; négative; positive; name awareness and informed awareness. ® Using a formula tested over 24 months, ail data is weighted according to the national population and an algorithm is applied which rewards familiarity, positive and favourite scores and punishes lack of familiarity and négative marks, © PopScores ratings can theoretically range from +100 at the upper level to -50 at the bottom level; in reality, the highest mark within the October survey for any act within any démographie is +67 and the lowest is -35. 



THERE'S A LOT MORE 

IN OUR BOX SETS... 

WÊ 
— 

m 
FOR A FULL CATALOGUE OF OUR BOX SETS 

PLEASE EMAIL: EDITOR@ESOUNDS.COM 
Music from l A11 



As labels gear up for the Chhstmas market, Adam 
Benzine examines the lucrative world of premium 
packaging and highlights this season's key releases 

MasteHng 

the premium 

market 

Tort Amos fWÊ 
release hits 
right notes 
Last montli saw the release of a il from acclaimed singer- sorgwriter Tori Amos. The five- disc compilation, packaged in a mini Bdsendorfer-style piano box, Us tracking down and re-mastering lier entire back catalogue. Here she talks exclusively to Musio Week about the project. 
How did the boxed set corne 
I was inspired by the Led Zeppelin re-masters of 1992, and 

was pretty time consuming, because it wasn't as if we just said, 'OK, let's do a direct transfer from the records.' This was really doue by hand and, in a lot of cases, just because of how the masters were kept, they had deteriorated over the years. . 

romanticise the idea of monogamy, I did enjoy this flirtation. I see it as the end of an era and the start of another one, which is great, because l'm not in a Zimmer frame saying this to you [laughs], How did you décidé what to include and what not to? I wanted Little Earthquakes to be there in its original inception, which Atlantic had rejected at the time. For the other dises, we listened to everything to give everything a chance. There were hundreds for us to go through to eut it down to 86. You've approached the set as an audiophile, but do you think people stlll care about getting the best sound quality in the digital âge? I realise that some people live 

'Although I usually tend to romanticise the ideaof monogamy, Idid enjoy this flirtation' 

approached to make the set and 1 had been told by other artists that if I ever got the opportunity to do a boxed set, I really needed to drop everything and get involved or I would regret it, so I put the time aside. Was it a long process? Pulling the catalogue together 

are usually the preserve of deceased artists disbanded groups. Did it feel w making a boxed set in that respect? It is a strange paradox to still i alive, and not have a hearing aid. 

how they receive and experience tlieir 
And I do think over the next five years people will wanl to expand tlieir digital experience. Like with TVs; people like their big fiât screen TVs and for a lot of people it's just not acceptable to watch on a computer. Digital mi and be making a current album for sti|| jn its infancy right Sony while l'm havint as people start affair with Rhino. I must say that, to get used t0 it, jt will start 

Each year the festive season seems to start a little earlier and this year looks to be no exception, as record companies and retailers gear up for the busiest time of the year. It is at this time in the calendar when oversized spécial-édition boxed sets, jam-packed with B- sides, rarities and long-lost radio sessions fill the racks, waiting to be wrapped up as gifts for music lovers and record collectors. This year, labels and retailers alike are gearing up for what looks like being one of the busiest Christraases the premium packaging market has seen. As far as the labels are concemed, the con- sensus seems to be that Christmas is the only time worth considering the release of amajor premium set, and as the release schedule shows (see pl4), there looks settobesome strong compétition. "Christmas is absolutely crucial," says Will Nicol, marketing manger for Sony BMG cata- logue. "To release a major boxed set at any other time of year, well, we just wouldn't do it really. "It's the time of year for gifting, and boxed sets are gifting purchases, often made by people who don't go into record shops as much as they used to, so it is very important." Retailers' shelf space looks set to be crammed to breaking point, with new releases from the major record labels, including artists such as The Clash, The Walker Brothers, Ton Amos, Take That, Paul Weller and Robert Plant. At the high- est end of the market, ail eyes will be on the per- formance of Elektra Records' lavish 117-track monolith, covering the label's output from 1963 to 1973 (see box, pl3). Beyond Christmas, next year is expected to have a flurry of releases from independents, such as Sanctuary, whose fortheoming releases will include Keep The Faith, a four-disc soul collec- tion, and Babylon's Buming, a four-disc, lift-lid punk boxed set, including the likes of Patti Smith, Wire and X-Ray Spex. Over the past few years, the biggest develop- ment in the premium packaging market has been the prolifération of the expanded-edition format, repackaging an existing album with a bonus dise of live tracks, B-sides or outtakes, and sometimes including a third dise with DVD material. For Sony in particular, the Legacy Edition format has proved particularly successftd, with repackaged albums from cuit Nineties artists - such as Jeff Buckley and DJ Shadow - showing that there is a clear market for this format "The big one has really been the lOth anniver- sary éditions, with a combination of DVD and CD," says HMV marketing planner Matthew Chalkley. "If you look at the Sony Legacy and Uni- versal Deluxe sériés, you're getting quite a hefly catalogue of those now. "They came as a trickle at first, but now you're getting everything from The Cure and The Ban- shees to artists like Pulp and DJ Shadow. They're easy for the retailer to rack, they look nice and they're easy for the customer to fit into their col- lection, which is important" While there are no hard or fast rules for what makes a successful boxed set, many confirai that artist involvement is key among the vital ingrédi- ents of any successftd set While with artists who are deceased or their groups disbanded that, of course, may no longer be an option, labels will desire it wherever possible. "Getting as much raemorabilia, original art- work, photos and unseen stuff in there as possible is really important," says Nicol. "It's always going to work much better when you're working with the artists as much as possible. When you don't work with the artists the lack of authenticity often shines through. "Certainly with The Clash and the Manie Street Preachers packages that we've got coming out, we've really worked with the artists. Nicky [Wire] 
040106 MUSICWEEK U 



in particular has been vety closely involved with the lOth anniversaiy édition of Everything Must Go. Likewise with The Clash, Mick [Jones] in particular has had a huge input into the set, and it really shows." Naturally, the most important ingrédient in any set is the music itself. However, one big question facing labels and retailers is whether, in the cur- rent climate of digital downloads and reduced- quality MP3s, Sound quality is still perceived to he as important as it once was. Re-mastering and improving an album's original sound has often been a key selling point for boxed sets and, while artiste such as Tori Amos take the time to re-mas- ter their entire catalogues (see pli), it remains to be seen how much the customer really cares. "People who aren't really bothered about the mechanics of re-mastering will just want a track because they want that track," says Rhino UK cat- alogue manager Rick Conrad. "Ybur average iPod user probably isn't that bothered whether it's newly re-mastered or not. But it is a big deal for a lot of people who sire still buying CDs. "For us as a record company, we're now just making sure stuff is available across every format Boxed sets are aimed at, not exactly the complété audiophile, but at the hardcore fan bases, which demand higher quality. If you're going to charge a higher price point, then the consumer will expert a higher level of quality." Others are less convinced. "Labels and retailers are now more realistic about what people are will- îng to pay because of the digital alternative," says HMVs Chalkley. "People might look at a produrt and say, T'm not going to pay £50 for a boxed set when I can download the rarities for 79p.' You've 

got to give them a real reason to 
One major label ttying to do just that is Uni- versal, which has just launched its firstEarbook sériés. Targeting the upper end of the market, each Earbook con- siste of a 28.5cm by 

page hard-back book, printed on high-quality ISOgsm paper, which is thread-stitched, with four CDs embedded within the inside 
"The existing Digi-book packages that we produce, which are smaller than the Ear- book, have been around for a while, and that for- mat has probably underperformed in the lastyear or so as the pricing in the market has corne down," says Universal catalogue marketing product man- ager Andy Street. "The sales have not been where they were two or three years ago." In addition to retailers such as HMV and Virgin stocking them, the Earbooks will also be sold through book retailers, opening up a new market for boxed sets. "The idea is that the/re treated as much as books as they are as média products, so 

that they'll go into Waterstone's and Borders," says Street He adds that for the next sériés of Ear- books, the label will create new sets from scratch, with artiste such as The Who and Bob Marley on Universal's wish-list. The crossover potential couldbe immense. "What we're trying to do is cater for ail parts of the market with ail our différent formats, and this is part of that format of mixes," he says. Universal's shift to the book domain, coupled with retailers' increasing focus on the DVD mar- ket, raises the question of what the future holds for boxed sets in the new digital landscape. "In the digital world, it probably won't have tirât much effect on the sale of boxed sets in the short term, but in the long term it dépends on how the market develops in terms of track availability," says EMI catalogue head of trade marketing John Willcox. "If we now release a single by The Kooks digi- tally, and in 20 years it's still available digitally, then there won't be that archive building up of things thatyou can't get hold of. Stufflike B-sides and remixes will stay readily available and, as they've never gone away, then demand won't real- ly built up for them." The prospect of an always-available digital archive is certainly something that the industry will eventually have to sit up and take notice of. In the meantime, the market reraains stable. Many executives, such as Steve Haramonds, Sanctuary's vice président for spécial markets, remain opti- mistic. "People really like to have something in their hands," he says. "They like reading the lyrics and they like the memorabilia. I don't think that will ever change." 

THE UlaTIHIATE BOX SETS! 
Universal Music présents The earBOOKS Senes 

(t stunning new concept which, (or the first time since the days of vinyl, gives access to anthologies that combine large-format pholographs, alongside the very best Dollection of music. 
Each set comprises a hard-back book, 28.5cm x 28.5cm with around 100 pages of full-colour photographs, extensive notes and memorabilia on high quality paper with at least 4 CDs within the front cover. 



Elektra delivers biggest boxed set of the season 

Arguably, the most ambitious boxed set of the season is Elektrn's Forevcr Changing compcndiuni. Tlie package, rcleased today (Monday), comprises 117 tracks from artists fcaturcd on the Elektra rester betwecn 1963 and 1973, witli aroiind 45% of the material having never appeared on CD hcfore. For tlie deluxe édition, tlie compilées at Rliino U|{ crannned postcards, art prints, pin badges and a 96-page book into tlie litige 33cm by 33cni box. Elektra founder Jac Holznian's book, Follow Tlie Mnsic, featnres in tlie set on CD- Rom, and here lie talks exclusively to Music Week about tlie projcct 

any egregious errors. When I saw the tracklisting, I realised tliat therc's an enormous benefit to having a knowlcdgeable and passionate fan do tins project It was really interesting because they juxtaposed songs in ways I that I probably I wonldn't have 1 thoiight For pretty niiich |^H every interesting record, there f^Hj wasatrackthat yi wasvery ' 

to communicatc to the people that were feins of Elektra and Nonesuch, that the music was what guided us. Wc'd put a record out even if vie were going to lose money on it For artists, we were going to bc tlicre for them, tlie royalty rates were fair, and we were trustworthy so theyki make plenty 

wasatrackthat 
représentative . r. ^ 

DESIGNED FOR LIFE 
MANIC STREET PREACHERS EVERYTHING MUST GO - 10TH ANNIVERSARY EDITION : INCLUDES 20 UNRELEASED DEMOS, OUTTAKES & LIVE TRACKS, DVD W1TH 45 MIN 'MAKING OF' DOC & MORE. 
THE BYRDS THERE IS A SEASON ; COMPLETE STORY INCLUDING 5 PREVIOUSLY UNISSUED TRACKS, DVD FEATURING 10 PREVIOUSLY UNRELEASED TV APPEARANCES AND EXTENSIVE NOTES. 
THE CLASH THE SINGLES : 19 DISC BOX SET OF THE UK SINGLES PLUS NME GIVE-AWAY 'CAPITAL RADIO EP' AND 44 PAGE B00KLET. ON CD AND VINYL. 
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The best of the premium Christmas releases 
Sony BMG 

The complété story of The Byrds, including five previously unissued tracks, a DVD featuring 10 previously unreleased TV appearances, 

A comprehensive career rétrospective, including several new live tracks and a bonus DVD with a previously unreleased 1978 live performance. The Clash - The Singles (Sony BMG) Dut now. A 19-disc boxed set available on CD and vinyl, with replica sleeves and labels, and sleeve- notes by artists such as The Edge, Pete Townshend, Bobby Gillespie and lan Brown. 

i 

best-known and most acclaimod pièces. The music on the dises spans the 20 years of Reich's tinie with Nonesuch. Forever Changing: The Golden Age Of Elektra (Elektra) Ont now. A five-CD boxed set featuring 1 highlights from the Elektra back catalogue. There will be a limited-edition deluxe version " ' including art prints, postcards, a hard-bound book, CD-Rom and an illustrated LP discography (see breakout, pl3). 

Everything Must Go; 1 Annlversary Edition (Epie/ Sony BMG) November 6. The original 1996 album, backed with 20 unreleased démos, outtakes and live tracks. The set also includes a DVD with a 45-minute documentary, unseen live footage and more. Take That - The Platinum Collection (Sony BMG) November 20. A stylish box contalning ail three of the boy band's studio albums in deluxe digipacks, expanded with bonus tracks 

Universal The Walker Brothers - Everything Under The Sun (Universal Music Catalogue) Out now. Almost every note ever recorded by the Sixties sensations, presented in a craftily-packaged five-CD set, designed in the style of an old teenybopper magazine. Cameo Parkway 1957-1967 (Universal Music Catalogue/ABKco) 
A four-disc collection of hits and rarities from the much- loved label. Includes music from Chubby Checker and The Kinks. Dusty Sprlngfield - Simply Dusty (Universal Music Catalogue/Mercury) Out now. One of several sets launched in the new Earbook format, this takes Springfield's critically- aeelaimed four-disc boxed set from 2000, and transforms ît 

and fans a second time 
Paul Weller - Hit 
(Universal Island/Polydor) 

legendary singer- songwriter, combining for the first tii Style Counci material. Kiss - Alive! 1975-2 (Universal Music Catalogue/Mercury) November 17. Four concerts on four CDs, onc of which is previously unreleased, bringing together comprehensive live collection from the rock legends. 

(Rhino UK) November 13. Ali nine of Plant's solo albums are re-mastered and expanded with bonus tracks including previously-unreleased material. The set also contains a DVD compilation of Plant's music videos along with rare interview footage. The Doors - Perception (Rhino UK/Elektra Records) November 27. To mark the band's 40th anniversary, Rhino and Elektra bave collaborated to release a six-CD/six-DVD boxed set featuring ail of The Doors' classic studio albums, each supplemented with rare and unreleased tracks. Frank Sinatra - Sinatra: Vegas (Rhino UK) November 27. A four-CD/one-DVD boxed set featuring more than 70 previously unreleased live tracks and monologues. AN the performances were recorded at his legendary engagements at The Sands, Caesar's Palace and Golden Nugget between 1961 and 1987. 
EMI 

Warner Tori Amos - A Piano (Atlantlc/Rhino UK) Out now. Released through Rhino but including her Sony material, this fully re-mastered boxed set includes rarities, B-sides and never-before-released tracks. The collection is packaged in an impressive BSsendorfer piano-style box (box, pli). Steve — 0g JV i 

composer, arranger and conductor - and demonstrating his unique contribution to 
The Beach Boys - Good Vibrations (EMI Catalogue) Out now. The ultimate Beach Boys four-disc compendium spans their full 
featuring a bonus dise with studio out-takes and backing tracks. The 40th anniversary of the release of Pet Sounds coïncides with Brian Wilson's induction into this year's UK Music Hall Of Famé. Placebo - Placebo: lOth Anniversary Edition (Virgin) Out now. Placebo's début album re- mastered and expanded to mark its lOth anniversary, with rare audio tracks and a bonus DVD. Features new liner notes written by the band and David 

The Beatles - The Beatles (Parlophone) Out now. Ail of their 13 studio albums, plus Past Masters Volumes 1 and 2, in a roll-top wooden box. The fortheoming release of The Beatles' Love album will likely further increase demand for this continually best-selling collector's set. Various Artists - Produced By George Martin (EMI Catalogue) Out now, A six-CD set encapsulating George Martin's broad 
vitae - as producer, 

m 

Independents 
Out now. Following on from March's Volume One, the second Bragg instalment features eight CDs and one DVD of material dating from 1988 to 2002, backed by a wealth of rare and previously- unreleased tracks. Third Eye Foundation - Collected Works (Domino) November 6. Combining the classic albums Ghost, You Guys Klll Me, and Little Lost Soul, plus extra tracks from rare singles and new material. Tom Waits - Orphans: Brawlers, Bawlers and Bastards (Anti) November 20. A three-disc, limited-edition set comprising 54 songs, 30 of which are new recordings. Totalling more than three hours' worth of rare and never-heard- before music, the set is completed by a 94-page booklet. Pavement - Wowee Zowee: Sordid Sentlnals Edition (Domino) December 4. Massively expanded. re- mastered version of Pavement's 1995 album, featuring 50 tracks, 18 of which are previously unreleased, and a 64-pagc book. 



We have released so many 

great Box Sets we couldn't fit 

them ail on one page 

RHtNo 

The Home Of Great Music 

2006 RELEASES INCLUDE: 
Forever CtlBIlQiny: Tlw GoldenAge o/Elektra Records; Tori Amos; 
A Piano;The Doors: Perception; Frank Sinatra: Vegas; DAVID 
CROSBY:VOYAGE; Cbe fiotWc Box: fl Life Ccss tlvcd; uihot it is: funKq 
soul and rare qrooves; PRCTCNDERS: PIRATE RADIO; Robert 
Plant: Mine Liwes; Willie Nelson: The Complété Atlantic 
sessions; CBAM PâBSONS: THE CBMPllTE BEPBISE SESSIONS 

www.rhino.co.uk 



f/ 
New commercial digital licences should be used to increase variety, not conformity 

Future of digital radio lies in choice 
When Bruce Springsteen sang about "57 channels and nothing on" back in the early Nineties he was pouring scorn on the endless stream of uninspiring TV stations. For some, he could have equally been dis- cussing UK commercial radio, which is often criti- cised for tightly formatted playlisting within such a narrow musical field that it is sometimes impossible to distinguish one station from the other. Anyone, though, in possession of a digital radio - especially those living in a metropolitan area like Lon- don - will know that, while commercial radio pro- grammers frequently still go for the safe option, the choice available these days is immense compared to a so-called golden era of the past when ail that existed were the BBC stations and atiny scattering of ILR. That increased choice lias most recently been driv- enby digital and it is about to enter another exciting new phase, with Ofcom last week unveiling plans for another 13 new licences. Among them will be a sec- ond commercial national multiplex, which is likely to take the development of already-existing specialist music radio services several stages further. The early déclaration by Channel 4 that it plans to apply for this hcence 

pushing up the créative quality, daring and imagina- tion of the proposais that will be put forward to Ofcom. Since becoming the UK's fourth terrestrial TV service in 1982, Channel 4 lias completely revolu- tionised British télévision and there is every indica- tion that it could have an equally positive elfect on radio. Its streaming of selected new radio program- ming online ahead of any application has already given a hint of the possibilities, ranging from the revival of the Tube brand to a sériés of documentaries. The existing big commercial players have shown a sense of creativity in their digital offerings too often lacking in their analogue portfolios. A glance at last week's new Rajar figures shows once again it is com- mercial radio, rather than the BBC, that is dominat- ing the digital market with the likes of Emap's The Hits and GCap's Planet Rock. GCap has already declared its intention to launch a national jazz station, further meeting that frequently chanted mantra of extending choice. The way things are shaping up there may well end up being 57 channels and more in some UK transmis- sion areas but, unlike in Springsteen's song, there will at least be something on worth listening to. 
Kids on 
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play a secret-ish gigtpnightat London's Shepherds Bush Pavillon and in a half-hearted attempt to 

£fcpartofthe 
to read the full entries on Dooley's 
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S
oul 

Seekerz in 
top 

spot 
Xamîwo records battled it out for sopremacy oa th. Upfront and 

Pop Chart, those positions are reversed, and in both charts, the victory 
For The Soul Seekerz, it's a return to the top of the Upfront Chart 

which they topped exactly a year ago, in partnership with Kylie 
Minogue, on Perfection. They didn't manage to synchronise it then 
either, but Perfection did move to the top of the Commercial Club Chart 
the following week. The Soul Seekerz' latest chart topper, Party For The 
time is Kate Smith. Party For The Weekend fias enlisted support from 
many big name DJs, including Judge Jules, Roger Sanchez, Dab Hands, 
Stomebridge, Graeme Park, Herd &

 Fitz, The Sharp Boys, Oliver Lang 
andTheTrophyTwins. 

j 
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:d the Commerçai Po 
Chartwi'th'sexyBackandhisreturntothesummitwith My Lovecomes P 
courtesy of mixes by Poker Face and Paul Jackson. While My Love rests 
at number two on the Upfront Chart, SexyBack climbed no higher than 
number 37 on the same list when it was promoed in August. 

While reigns of two weeks are, in any case, extremely rare on the 
than most, primarily because there are four débuts in the Top 10 this 
week - the highest intake of the year - and each and every one of them 
Saints and Robbie Williams have over SO^Commercial Club Chart 

t0My C Love 6 atefcSs to poleposition on tire Urban^Chart, where it _ 
mwïiïS ahead o^ L^atterdlotoyBack^eached number three on ' 
the Urban Chart just eight weeks ago, and has, surprishigly, revived 
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Maintaining the 

gold standard 
Ahead of being honoured at tonight's (Monday) 
Accenture-sponsored Music Industry Trusts' dinner, 

ry concert promoter llsrwe^ Miismilii 
on charity, bankruptcy and Bob Geldof 

was £lm, the night before we thought we'd get to £5 

v^th this award! Is it 
looking at smart-card technology at 

SusSi^ul somethmg back in, so if you can, wl, 
1^— 

alfofwhichisgomg^toteBrib^ dyjngbreed ' -9   

or aim for. When I got my CBE it was for services to the music industry, not understand it - whereas Live 8 reâlly 

Taul had a grcat 

love of music' 

gSSl 

to handle a 

1100^07^ from Paul before Terry Melulp remember PaTandTwnt6 

greatfteffbr' 

V 



Classified 
Group Sales, CMP Information, 3rd Floor, Ludgate House, 245 Blackfriars Road, London SE19UR 1:020 79218315 F: 0207 9218130 E; maria@musicweek.com 

Rates per single column cm Jobs: £40 Business to Business & Courses; £21 Notice Board; £18 (min. 4cm x 1 col) Spot colour. add 10% Full colour add 20% Ali rates subject to standard VAT 

The latest Jobs are aiso available online evtry Monday at www.muslcAeek.com Booking deadline: Thursday lOatn for publication tire fôllowlng Monday (space permitting). Cancellatlon deadline: lOam Wednesday prior to publication (for sériés bookings 17 days prior to publication). 

Passionate about music business 

Features editor, Music Week 
Music Week is looking for a new features editor, who will oversee the initiating. commissioning and proofing of features for the magazine. The successful applicant will be a journalist with solid experience (as well as feature-writing and commissioning experience): he/she will be a self-driven, commercially-aware individual who will work closely with the sales team, to create éditorial properties with both off- and on-line potential. which appeal to our wide audience. He/she aiso needs to demonstrate an ability to think creatively, to write and edit copy to style and length, as well as an understanding and passion for music and the music industry. 
Please send a CV, 500 words explaining wliat you could bring to this rôle and three feature ideas (with on- and offline potential) to the addresses below, by0ctober31. 

Chief sub-editor, Music Week 
Music Week is looking for a new chief sub, to oversee a busy production desk. The successful applicant will bave solid subbing experience, an eye for a well- designed page and the ability to work with a small team of one full-time sub and various freelancers. He/she will be a highly organised and creative team player with a flexible, "can do" attitude and excellent communication skills. As well as managing the production of Music Week, the successful applicant will oversee production of its monthly sister title Promo and one-off suppléments. 
Please send a CV and 500 words explaining what 

PRISM LEISURE is a dynamic, innovative home entertainment and média organisation, and a leader in the publishing and distribution of low price home entertainment products. 
Business Development Manager C £30k Reporting lo the Head of Sales, you will be charged with the 
opportunities across new and existing channel sectors. 
Audio Product Marketing Manager C 30k You will manage & market Prism's vast ranges of audio home entertainment products. You'll be inlegrally involved in acquisitions, licensing and ail aspects of marketing, as weil as driving alionof our back catalogue 
International Account Manager C £2 n, implemi Export Ci 

Telesales Executive C £18k The successful candidate wiil manage a varied, indépendant customer base, and will be aclively charged with generaling profitable sales across a range of telesales accounts. 
Please send your CV to; Carmel D'Arcy, Prism Leisure Corporation, 1 Dundee Way, Enfield EN3 7SX or email: cdarcy@prisnilelsure.com by the lOlhNovember 2006. 

Media Strategist 

.ctei; 

S®plal=ipu5 
LABEL MANAGER The idéal candie ail aspects ofthe Recc Distribution, Production, Licensing, Légal Affai, Business Affairs, Artist Liaison and Fut In addition they will be dynamic, highly i 

CV's to Simon Berry via slmon@pIatii 

IofeplftoaÉttyÉr,wÉto:Boi(l,)0(K( 
Mt M 3rd floor, ludgate House, LoÉti SEl 1 

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

advertise your services to those comitted to moving forward. call maria 020 79218315 email 

KH i 



Classified / 
Contact: Maria Edwards, Muaic Week Group Sales, CMP Information, 3rd Floor, Ludgatc Honsc, 
T: 020 792183X5 F: 0207 9218130 E: inaria@musicweek.com 

Rates per single column cm Jobs; £40 Business to Business & Courses: £21 Notice Board; £18 (min, 4cm x 1 col) Spot colour add 10% Full colour add 20% Ali rates subjert to standard VAT 

The latest Jobs are also avallable online every Monday at www.musicwcck.coni Booking deadline: Thursday lOam for publication the foiltwing Monday (space permitting). Canceilation deadline: lOam Wednesday prior to publication (for séries bookings: 17 days prier to poWicalion). 
business to business 
replication 

Tstanley ' PRODUCTIONS   GoodoWfcWonedServtcc ► AD types Of stock (Audio, Video, CD S DVD) ► HighSpeeddupIcaiion seivices P- Audb Conversions (DAT, MlraD/sci Cassette, Vinyl, Micro cassettes, DA88 tracks to separale WAV or AIFF files) ► TelecineforSuperS, 16frmof 35mm ► CD & DVD on-body design and print ► Shcwreel and Promo video editing ► Video conversions (Conrertaud/o or video (o any computer files for use on web or CD-Rom ) ► USA/European Video conversions ► Full Flnrng services 

JUKE BOX 
SERVICES 

RECORDS 
WÂlMTiO 

REGGAE, INDIE. TOP PRICES PAID FOR VINYL IN TOP CONDITION COMPLETE COLLECTIONS WELCOME 
Call Chris; 020 8677 6907 Mobile: 07956 832314 Email: vinylwanted@aol.com 

AUDIO SYSTEMS 

redd 
• ■ first choice in the U isplays 'Ksntf/retond 

fwm 

leasing available 

e: info@reddisplay 
•qualitypui 

ne. 01733 239001 -MSIM 
s.com www.reddispla^ 1 

STUDIOS 

Attention! Ail A&R Departments VINYL 

WANTED 
Promote your services to 

Key Industry Décision 
Makers contact Mafia 

on 0207 921 8315 

"INSIDE" 
The new Record by London Singer and Songwricer 
IVOR G A A/l E 

Singles and Albums to Download from 
www.ivot-ganne.com 

Also avallable from /Tunes 
For full company listings visit 

www.miisicweekdirectory.com 
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The first stop for Music Video 

Every issue gives you 

More - profiles of the best new creative work, from music video to DVD, live visuals, 
animation, TV programming and advertising. 

More - emphasis on new directional talent. 

More - features on the business of creativity. 

More - data, including full production crédits for ail the latest music videos. 

More - contacts in the directory with exclusive listings across the business. 

More - extended charts of the most played videos on the UK's music TV channels. 

And in addition every quarter Promo magazine subscribers will receive a free DVD which 
showcases the latest work in music vision. 

For more information visit www.promonews.co.uk 

I 
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Britain's most 
comprehensive 
charts service 

Week 43 

Upfrontp22 >TV&radioairplay p25 ^ New releases p28 VSingles & albums p30 

SINGLES  NUMBER ONE McFLY STAR GIRL (Island) The first act to have more than one number one in 2006, McFly retum to pôle position just 14 weeks after topping Ihe list wilh Don't Stop Me Now/Please, Please. 
ARTIST ALBUMS NUMBER ONE ROBBIE WILLIAMS RUDEBOX (Chrysalis) His last album, Intensive Care, opened its career exactly a year ago by outselling everytbing else in the Top 10 added together. Rudebox did not sell as many copies as the number two and number three added together, 
COMPILATION ALBUMS 
H1GHSCHOOL MUSICAL (Walt 

ckforafourthweekat number one, High School Musical sold 40,062 copies last week to take its cumulative total to 221,273. 
AIRPLAY CHART NUMBER ONE RAZORLIGHT AMERICA (Vertigo) Its plays are up, its audience is down - but Razorlight's three-week reign on the airplay chart continues, with America still well ahead of second placed James Morrison's Wonderful World. 

Mixed news 
on sales 
front 
It is a mixed week for sales. The top four artist albums are new en tries, selling more than 50,000 copies each, but do not lift the overall market as much as expected. Meanwhile, the singles market enjoys its second biggest week of the year, despite there being only one record topping the 50,000 sales mark, The album market's leading attraction, naturally, was Robbie Williams' new set Rudebox. Although it provides Williams with the eighth number one of his solo career, its sales were a less than stellar 147,236, " That s more than 200,000 down on the first-week tally secured by Williams' last album, 
md his lowest for a new : dnce 1998. Williams'pre follows: Intensive Care (373,832, 2005), Greatest Hits (320,081, 2004), Live At Knebworth (117,863, 2003), Escapology (264,104, 2002), Swing Wlien You're Winning (295,024, 2001), Sing Wlien You're Winning (313,585, 2000), l've Been Expecting You (131,836,1998), Life Thru A Lens (14,533,1997). On a more positive 

studio set 

album to reach the target. 2006 albums by Arctic Monkeys, Journey South, Shayne Ward, The Red Hot Chili Peppers, Keane, Scissor Sisters and The Killers ail opened bigger than Rudebi With My Chemical Romance selling 85,805 copies of The Black Parade, Meat Loafhad to settle for third slot with Bat Put Of Hell 3, even though its sales of 79.549 were the highest for a number three album in 2006 and would have sufficed for a number one placing on 21 occasions this year. 

last year (2,832,250 copies sold). With new entries filling the top four places in this week's artist albums chart, last week's top five 

rnm 

remain in convoy, and dip four notches: The Killers fall 1-5, The Scissor Sisters 2-6, Razorlight 3-7, James Morrison 4-8 and Snow Patrol 5-9. Completing the top tier, R&B star John Legend's second album Once Again débuts at number 10 on sales of 23,454. His 2005 début Get Lifted reached number 12 and has sold 
dd'though there was no real blockbuster single dominating the market last week (McFly's Star Girl tops the list with sales of 54,802, the seventh biggest of the year for a number one), solid sales were the order of the day, with the resuit that the market improved 20% week-on-week to 1,375.181, Uie second highest tally of the year, trailing only the 1,428,165 sales recorded 29 weeks earlier, when Gnarls Barkley's Crazy exploded with sales of194,179. 

SINGLES Sales versus last week:+29.1% Year to date versus last year: +27.7% MARKET SHARES Universal 44.0% Sony BMG 14.6% Warner 125% 8.9% 205% 
ALBUMS Sales versus last week; +21.9% Year to date versus last year: +0.0% MARKET SHARES 
Universal Sony BMG Warner Otber 

34.7% 22.9% 163% 2.9% 
COMPILATIONS Sales versus last week: +85% Year to date versus last year -9.8% MARKET SHARES EMI 29.1% Universal 30.0% Sony BMG 296% Wamer Other 10.1% 
RADIO AIRPLAY MARKET SHARES Universal 43 

Other 9J 
CHART SHARE Origin of singles sales (Top 75): UK: 60.0% US: 34.7% Other: 5.3% Origin of albums sales (Top 75): UK: 56.0% US: 38,7% Other: 5.3% 
Forfuller listings, see musicweekcom , 



Upfront 

^Ucban house7 

crosses over 

Dance k 
made unexpected gains soi 
when disaffected R&B 
fans turned to house 

in the UKthis year. However, in why," he says. "So we did a bit of FishGo: 

<^i 

es entitled Urban House, a collection of cuts currently enjoying acceptance within the urban music world. Head of A&R Simon Dunbar believes the R&B scene bas become static in recent years and the increasing popularity of house 

is where the Fish Go Deep track has proved most popular. "Tïaditionally with our compilations it's straight-up house clubbers that we appeal to says marketing manager Kieran Mansfield. "What we've noticed with Fish Go Deep is it has been selling in stores that would never 

CAMPAIGN SUMMARY A&R Simon Dunmore. Oefecled. MARKETING; Kieran Mansfield/Neil Terry, Defected. PRESS: Toni Tambourine, Defected. RADIO PROMOTION: Tony Garvcy, Defected. PRODUCTION: Andy Pegler, Defected. L1CENS1NG; F ' 

Intel ad helps New Young Rony 

Club with USassault 

n 

TASTEMAKERSTIPS 
Varions New York Noise 
Vol 3 (Soul Jazz) MARTIN ASTON, WRITER, MOJO/THE TIMES 

Suicides Martin Rev. Put Ibis in front of any fan of post-punk, then and now, and they'll lap it 

The Rumble Strips 
Cardboard Coloured 

sEP(FallOut) 

Srdva. 

VH1 

UK music channel VHl is to bolster its autumn schedule with three major primetime programme launches, which aim to add depth to its offering and grow the channel's appeal to an older démographie. With the target of trying to 

The Nation's Favourite Album show, hosted by Blur bassist Alex James, will be broadeast on November 18 as a one-off five- hour countdown unveiling for the first time the 100 biggest-selling British albums of ail time with commentary and archive footage. Five new chart shows, covering singles and albums, rock, dance and downloads were launched on October 10 and will carry on into the new year, keeping audiences up to date with releases across a variety of genres. The only daily chart shows on primetime UK TV, enart snows on pnmei 

cozz 



Dan ArboHse Round In 
Circles (Just Music) tom rose, reveal records 

of TVent Reznor's eu 
ofwithout doublas sexually aware, guiU chicks, A cataclysmic slice of sexual tension, driving el puises and beautifully pc vocals. A winner." 
Twisted Charm Boring 

My Top 10 

5 JAMES FIAVOUR ETERN 

The Officers Ribbons 

Top 10 
S 

ntuSSn^ onSeS^0" 

(VA Instore - Damien Rice, The Magic Numbers, Cliff Richard, " "1 ^ Katherine Jerkins, Mcfly, Paul Weller, Moby, Angelis, Jamiroquai, Julio Iglesias, The Charlatans, Poster & Allen, 10CC, Abba, Tony Christie, Clubland 10, Ullimate Boy Bands, The bEst Country Album Ever, Ultimate Bands, Massive R&B 4, Xfm Présents This Is Music, Classic Euphoria Level 2, Lazytown Offer Of The Week - Damien Rice; Windows - Jamiroquai; Instore - The Magic Numbers, Paul Weller, Moby, Joanna Newsom, Abba, The Charlatans, 10CC, Eric 
Mogwai, Beirut, Arab Strap, 

®hmv 

TOeMagiTtNumbe^ Best Country Album Ever Laaytown, Clubland 10, Ultimate Bands, Xfm Présents This Is Music, 

Iglesias,' Abba,' Libéra, Clubland 10, Lazytown, Eupho'ria, Ultimate Boy Bands, Best Country Album, XFM Présents, 

Windows - D^ienWce, ^e Magic Numbers, Mob; 

WH Smith Neri^H u^n Tbstël and ARen, 
Paul Weller, Damien Rice, Classic Euphoria Level 2, Paul Simon, McFly, Ultimate Boy Bands, Nerina Pallot. Lazytown, Cliff Richard, Julio Iglesias, Abba, Katherine 



Records released 13,11.06 
ALBUM OF THE WEEK Sugababes Overloaded;The Singles Collection 

SINGLE OF THE WEEK Robbie Williams Lovelight 

s 
ers 

in thelive production. Aiready 

ree1 

defined theîdearf a cuUb^d5, siccSsMra- light Say. Act at today s Q Awards. The fact Time Hobb 
ifZ'Z* Tins compilation is the perfect workouts; the key cuts being the introduction to the casual listener, irresistable first single Corning 

ainging against a bactdng that songwriter was produced by ™th an album imbued with To coïncide ™th bis first UK 
SSSS^œXrf Sv^SraTean- SSSSSn. 

» vvith hits from ait the key 

respectively. Coupled with a double DVD, this is another 
to likc, Ali Saints eflectively'paved the way for acts like Girls Aloud, 

Wssè- 
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TV Aiiplay Chart 

M 1 JUSTIN TIMBERLAKE MY LOVE 401 
2 3 MY CHEMICAL ROMANCE WELCOME TO THE BLACK PARADE remise 341 60 TAKE THAT PATIENCE raYmf. 320 
4 55 CHRISTINA AGUILERA HURT RCA 317 
5 5 MADONNAJUMP v™™ 300 
6 SUGABABES EASY isum 296 
7 NELLY FURTADO FEAT. TIMBALAND PROMISCUOUS et™ 290 
8 3 BEYONCEIRREPLACEABLE mom» 283 
9 FEDDE LE GRAND PUT YOUR HANDS UP FOR DETROIT DATA 280 
10 ROBBIE WILLIAMS LOVELIGHT M™,s 273 
11 BODYROX YEAH YEAH 265 
11 11 RAZORLIGHT AMERICA VHTOO 265 
13 GIRLS ALOUD SOMETHING KINDA OOOOH M»™ 248 
14 12 CASSIE LONG WAY TOGO 227 
15 13 THE KOOKS OOH LA VIRGIN 226 
16 26 JAMIROQUAIRUNAWAY 220 
17 12 BOB SINCLAR & CUTEE.B ROCK THIS PARTY OEFEC® 217 
18 21 SIMON WEBBE COMING AROUND AGAIN «oa 216 
19 10 LILY ALLEN LDN œ» 204 
20 M RIHANNA WE RIDE «3™ 200 
21 27 AKONSMACKTHAT 199 
22 23 BASEMENT JAXX TAKE ME BACK TO OUR HOUSE 197 
23 22 JAMES MORRISON WONDERFUL WORLD «HYDOR 194 
23 20 ALL SAINTS ROCKSTEADY «« 194 
25 N TENACIOUS D THE PJCK OF DESTINY »U«8,A 193 
26 83 AMY WINEHOUSE REHAB ^ 186 
27 n THE KILLERS WHEN YOU WERE YOUNG ranoo 184 
28 39 MUSE KNIGHTS OF CYDONIA MS 178 
29 73 LOSTPROPHETS CANT CATCH TOMORROW «s™® 173 
30 64 WESTLIFE THE ROSE 162 
31 38 KASABIAN SHOOT THE RUNNER 157 
32 6NARLS BARKLEY GONE DADDY GONE WARNER BROS 156 
33 30 OASIS ACQUIESCE BIGBROTNIR 154 
34 478 JAMELTA RFWARE OF THE DOG 147 
35 42 CHAMILLIONAIRE GROWN & SEXY 141 
35 117 ROOTY111V ROOGIF 2NITE 141 
37 34 BEATFREAKZ SUPERFREAK DATA 140 
37 141 OASIS THE MASTERPLAN BICBROINER 140 
37 29 FVANFSCFNCE CALL ME WHEN YOU'RE SOBER WlNDW 140 
40 3. P DIDDY FEAT. NICOLE SCHERZINGER COME TO ME BAosiMimmic 139 

oa"to 1 ÎWÙLUÔ 

the chart with 
sintjlc Hurt 

promo bas been il tlie Top 10 of the chartfor D 

5-3-3-2-1-3-4-6-7 to date. It earned 290 airings last 
tally of 47 plays 

Justin Timberlake holds at one, 
while Take That catapult from 
60 to three thanks to the video 
for comeback single Patience 

IlilTWill'il'Miri 

B1 MY CHEMICAL ROMANCE WF.LCOME TO THE BLACK PARADE PtPfiiSt te U KLAXONS MAGICK POlYDOR 3 6 THE KILLERS WHEN YOU WERE YOUNG VECTIGO 4 2 KASABIAN SHOOT THE RUNNER COLUMBIA 4 2 TENACIOUS D THE PICK OF DESTINY COLUMBIA 6 4 THE VIEW SUPERSTAR TRADESMAN 1965 7 11 THE LONG BLONDES ONCE AND NEVER AGAIN POUGH TRAK 7 35 LOSTPROPHETS CANT CATCH TOMORROW YISIBLL NOIsu 9 7 PLACEBO MEOS VIRGIN 10 9 THE RACONTEURS BROKEN BOY SOLDIER 

SEAN PAUL FIAT. KEYSHIfl COŒ.. CM 1T UP TO ME tP. CflSSIEL0NGWAY2G0 J AVflUT FIAT. N1C01ISCHERZ1NGER LIE ABOUT US JUSTIN TIMBERLAKE MY LOVE  NEUY FURTADO FEAT T1MBALAND PROMISCUOUS RIHANNAWER1DH  AKONSMACKTHAT  « CHINGY FEAT. TYRESE PULLiN' ME BACK 1 THE CAME US OKAY (ONE BLOOD)  



Razorlight hold on to the lead position, 
despite advances from Ail Saints (10-3), 
Amy Winehouse (8-6) and highest 
climber Robbie Williams (29-8) 

: 1 I 2|T FEDDE LE GRAND PUT Y0UR HANDS DP FOR DETROIT MIS GIRLS AL0UD SOMETHING K1N0A 0000H fascination nr 28 
4 f 2 THEKOOKS OOHLAwscw B 24 7070, 
5 14 PANIC! AT TRE OISCO 1W,RITE SLN5 NOT TRAGEDIES KtfflDANC&iiBHiKiiiK» „ 23 70.31 
8130 Ali SAINTS ROCKSTEADY pmidphose 10 22 
10 7 RAZORLIGHT AMERICA VLUIGO a 21 m 
10 2 JAMES MORRISON WONDERFUL WORLD polvoor a 21 ,763, 
Miîr PAOLO NUTIN1 JENNY DONT BE HASTY ATIANTIC 18 .6S8S 
14 25 KASABIAN SHOOT THE RONNERcooimbia 18 H757 
18 25 THE CAME 1TSOKAY(ONEBLOOD)C£FI£N a 15 I3B7 
20 10 BEDOUIN SOUNDCLASH WHEN THE NIGHT FERS MYSONG BONIOUWIIYKS » 12 DS58 
22p SUGABABES EASYisiano 10 m 
22j30 GNARLS BARKLEY WH0 GARES IWRKEBBSOS .0 10 S53S 
260 25 i 1 ; MCFIY STAR GIRL ISUSD « 9 s.» 

THE VIEW SUPERSTAR TRADESMAN!%5 9 77,6 
26!15 THEKILLERS WHEN YOU WERE YOUNG VEsnco 9 6766 
•f. 

m
\ AmsrmiiM SCISSOR SiSTERS 1 DONT FEEL UKE DANC1N' rayDos THEFEEUNGNEVERBE LONELY ISLASD 73,3 ,7.7 

33 RAZDRUGHT AMERICA vtmco 1739 IBOS 763,3 
5 5 THE KOOKS SHE MDVES IN HER OWN WAY VISOIN MB 78S75 
7 7 JAMES MORRISON WONDERFUL WORLD «mos BB nos .«8 
9 17 MADONNA JUMPnsRNtSBUOs S3, IBS « 
11 12 JAM1 ROQUAI RUNAWAYCOUFMBIA SCS BBS 
14© PINK VVHO KNEW LAFACE ^3 » .7*, 
15 10 THE2UT0NS VALERIE fnifasonic » et. 1TO 
16 26 BEVONCE IRREPLACEABli COLLI/BIA .s DSH 
19 20 SHAKIRA PEAT. WYCLEF JEAN HIPS DONT UE me TSI et .7377 
21 27 CIRLS ALOUD SOMETHING KINDAOOOOH fascination 588 683 77B 
23© SIMON WEBBE COMING AROUND AGAIN «ai « 66, 73,7 

Si
) FEDDE LE GRAND PUT YOUR HANDS UP FOR DETROIT data - 6,7 .777. 

27© 28© SUGABABES EASY islam THEKOOKS OOHtAvwiN «S 33,7 
29 11 LILY ALLEN LONreu «0 », 7076 

The UK Radio An 

A I?- /il/ / / '/ J 
i RAZORLiaHT AMERICA 2004 3 70.93 ■5 
2 T JAMES MORRISON WONDERFUL WORLD ™™R 1523 7 55.05 -1 
3 0 ALL SAINTS ROCKSTEADY muxml 881 60 5218 62 
4 ,0 SOTSSOR STSTERSI DONT FEEL LIKE DANCIN' 2476 ■U 465 -5 
5 0 MADONNAJUMP NES BROS 1200 33 44.14 16 
6 7 AMY WINEHOUSE REHAB ,S1M0 491 44 38.93 14 
7 50 SIMON WEBBE COMING AROUND AGAIN ANOEL 598 45 37.93 0 

! .8 0 ROBBIE WILUAMS LOVELIGHT 1139 20 37.40 57 
9 70 THE KOOKS OOH LA mm 814 33 365 ■2 

| 10 0 KEANE NOTHING IN MY WAY 428 48 35.06 18 
m U ,2 THEFEEUNGNEVERBE LONELY «TA» 1940 ■ 34.96 23 
1 12 B 53 THE KOOKS SHE MOVES IN HER OWN WAY VIRGIN 1543 0 33.28 11 
113 7 2 FEDDE LE GRAND PUT YOUR HANDS UP FOR DETROIT 736 17 3292 5 

14 5 16 THE MAGIC NUMBERS TAKE A CHANCE "™wy 560 •1 3239 -47 
3 72 JAMIROQUAIRUNAWAY ^ 1048 13 31.5 31 

16 18 23 SNOW PATROL CHASING CARS ne™ 1719 ■1 30.32 T -3 
0 JUSTIN TIMBERLAKE MY LOVE JM 660 -8 30.19 50 

1 18 5 BEYONCEIRREPLACEABLE « 877 41 29.77 22 
19 3 GIRLS ALOUD SOMETHING KINDA OOOOH FASCINATION 726 18 28,64 9 

m 0 TAKE THAT PATIENCE «kvdor 922 ■76 28.45 154: 
4 MY CHEMICAL ROMANCE WELCOME TO THE BLACK PARADE «e 600 8 27-30 3 

22 31 THE ORDINARY BOYS LONELY AT THE TOP 525 ■8 26.44 -I 
123 30 11 BODYROX YEAH YEAH eve 385 51 26.34 20 

24 ,8 3, PAOLO NUTINI JENNY DONT BE HASTY attmtic 618 -23 25.69 ■7 
25 15 17 » PINKU&URHAND «eace 1605 ■1 2555 -14 ■ HigliatTivSOE iBw H^IT^SOCU» ■ ensTm^ln^H Audieflœm S or mm 

Roctelvarty. E;«ily A new sono, bu1 
Iwiiting glrl urauis avintaac rivais Sugababcs «dCMsAW. 

CD MASTERING DVD AND ECD AUTHORING V1NYL MASTER^ SECURE DIGITAL DELIVERY (WAM1NET & FTP) ^ VIDEO CONVERSIONS (AIL FORMATS) ON/OFFLINE /y11 

AUDIO CONVERSIONS VIDEO DUPLICATICr 
J I 0) l qiooTO. Rimaway moysi27-US,a (UplayslaiHl stations ptaytaglt b«tvyeek.lts 

te 105/108(31 Williams 

S:; lit: 



K Nielsen Music Control 

irplay Chart 

26 » 45 PAN1C! AT THE DISCOI WRITE S1NS NOT TRAGEDIES «uK'.'mTOeïw.s» 252 12 24.05 19 27 y » SUGABABES EASY mm 696 42 23.27 17 
28 a 43 JAMELIA SOMETHING AB0UT Y0U mmm 1264 ■9 22.62 ■6 29 » » THEFRATELLISCHELSEADAGGER «mai 576 ■17 20.57 ■29 
30 2 » PINKWH0 KNEW «« 906 •45 19,28 ■33 
31 0 YUSUF HEAVEN/WHERE TRUE LOVE G0ES vra» 38 73 19.21 63 
32 75 NELLY FURTAD0 FEAT. TIMBALAND PR0MISCU0US mm 685 ■7 19 -70 
33 38 44 LEMARITS NOT THAT EASY RCA 933 7 18.96 1 
34 « 0 KASABIAN SHOOT THE RUNNER columa 265 24 17.68 47 
35 S 27 THE KILLERS WHEN Y0U WERE Y0UNG VERTIGO 617 17.17 49 
36 ; « 40 DAVID GUETTA VS THE EGG LOVE DONT LET ME GO... œio 716 16.96 -23 
37 » 0 GEORGE MICHAEL/MUTYA THISIS NOT REAL LOVEME 283 16.69 -24 
38 « 0 B00TY LUV BOOGIE 2NITE 277 1628 102 
39 0 THE GAME IT'SOKAY (ONE BL00D) CEFftN 154 34 15.83 79 
40 M, 1 MCFLY STAR GIRL ISOM. 643 48 15.35 2 
41 57 52 PET SH0P BOYS NUMB mmm 101 35 14.05 | 17 
42 « 0 THE ZUTONS VALERIE DEUASONIC 876 -7 13.94 -15 
43 39 32 PUSSYCATDOLLSI DONT NEED AMAN MM 688 -35 13.93 ■24 
44 « 62 CASS FOX T0UCH ME ^ 204 24 13.68 -19 

'45 0 OASIS THE MASTERPLAN ÎIGBROIHER 230 70 1334 30 
46 31 55 BEDOUIN SOUNDCLASH WHEN THE NIGHT FEELS MY SONG^mi» 85 ■174 13.30 •65 
47 50 a SHAKIRA FEAT. WYCLEF JEAN HIPS DONT LIE me 701 ■8 13.06 -7 
48 34 0 JAMES MORRISON YOU GIVE ME SOMETHING POLYM» 863 -8 12.67 -60 
49 54 0 GNARLS BARKLEY WHO GARES WATOOS 164 -20 1251 

! 50 38 CASSIE LONG WAY 2 GO AIUOTC 320 34 1219 15 

EïHr 
SEE 

WEB AND MOBILE PHONE :(|NG (INC. 7") VIDEO STREAMING - WEB AND MC 71UDIO RESTORATION DVD-R/CD-R DUPLICATION : |VID + FCP AUDIO EDIT1NG IN-HOUSE DESK IqN DIGITAL ARCH1VING (AUDIO AND VIDEO] 

SIMON WEBBE COMING AROUNO AGAIN 

I AU. SAINTS ROCKSTEADYpAaofwi.i 5218 2 MADONNA JUMP WARtâR BROS 44.15 3 ROBBIE WILLIAMS LDVEUGHTcumAiis 3741 4 KEANE NOTHING IN MY WAY isuu® 35.06 5 JUSTIN TIMBERLAKE MY IOVE IOMBA 30.19 6 TAXE THAT PATIENCE POLITOR 28.47 7 SUGABABES EASY ISIAND 2327 8 YUSUF HEAVEN/WHERE TRUE LOVE GOESYATOvra 1922 9 KASABIAN SHOOT THE RUNNER coumia 1768 10 GEORGE MICHAEL FEAT. MUTYA THIS IS NOT REAL IflVEKCWBWBMt 1669 11 BOOTY LUV BOOGIE 2NITE m ICK.™ 1628 12 THE CAME ITSOKAY (ONE BUOODlCEFFai 1SS3 13 OASIS THE MASTERPUN Bit Bsone 1334 14 GNARLS BARKLEY WHO GARES WAffiEP BROS 1251 15 RED HOT CHILI PEPPERS SNOW (HEY OH) WASNERBSOS 11,96 16 THE FEEUNG LOVE IT WHEN YOU CALLISLAJ.8 1185 17 SNOW PATROL/MARTHA WAINWRIGHT SET THE PIRE. reraOR 11.40 18 MADELEINE PEYROUX TM ALL RIGHT ROUKDER 1065 19 AKON SMACK THAT UMVERSAI 1051 
lïï RAY LAMONTAGNE HOW COME Miii FIOOR 1029 



New releases 

/fi 

Live At The Isle Of Wight Festival 1970 (Eagle Vision EREDV 610) The Who's ht! m 

ttêîiai 
JThc Isle Of Wight Festival in front of 1 600,000 people ' iisii/rtiUKSS isoneofthe highlights of their career and, after selling well more than 70,000 copies for Warner Music 

DVD 10 years ago, this historié concert finds a new home at Eagle Vision. The good news is that it has been upgraded, with the original eight- track recordings being given a stunning 24-bit transfer to 5.1 Surround Sound and DTS. The sheer power of the performance is almost overwhelming, with The Who's original line-up working ifs way through old favourites like My Génération, I Can't Explain and the entire Tommy rock opéra. The bad news is that although there are previously unseen bonus performances and a 40-minute interview with Pete Townshend, the concert remains poorly edited, and out of sequence. On balance, however, a must-have upgrade for fans of the band. 

I rétrospective g celebrating the I music of Carlos Santana and his es; band collecte g' together concert  1 and TV recordings of the band between 1969 and 1988 and adds Santanas own recollections and anecdotes. At venues from Woodstock to Moscow, the clips ail show guitar virtuoso Santana at the top of his form, with excellent support from his band, as they work their way through renditions of Jingo, She's Not There, Black Magic Woman et al, ail performed in Santana's unique style, firsing his Latin roots with contemporary American rock, The visu al s are somelimes - as on the Ed Sullivan footage - not what would be deemed acceptable today, and ncither are some of Santanas preferred clothing options, including a less than fetching tank-top, but guitar gods can get 
what they like. 

Albums 
FRONTLINE RELEASES 
DANCE □ AT0MI2ER RUB8ER YOUTH Ndg teq Naçi (CD NNN 003) □ CHANNEL 2 ARTFUL TIME REDUCTION Kwfcs (00 KAJ 023) □DJ MORPHEUS1CANT LIVE WITHOUT MY RADIO Discograph (CD TSRCD 009) □ EBOLA CANNIBAL PENIS BALLET SubWil (CD SLR 2701) □GALAXY 2 GALAXY A H1 TECH JAZZ COMPILATION SUBMERGE (CD UWE193) QGALUAML FREDERIC KUOURO SOUND SYSTEM Nocturne (CD FRIKCD1766) □HANK, CANDIE CROUCHO RUNNING Sonig (CD S0N1G 57CO) □HITEKHITEKNOLDGY Nocturne (CD BBGCO 302) □HOME VIDEO NO CERTAIN N1GHT OR MORNING Groove Altack (00 DFN 800102) OIS0UL8 BALANCE Sonar KoBectiv (LP SK10-1LP) □EU GOING SALAMANDER Highpoinl Lcwlife (CO HPLL 018) □LAUX. HEIKO WAVES Kamteramt (IP KA133) □MR V WELCOME HOME Defeded (CD MRV 01CD) □N1CK0DEMUS ENDANGEREDSPECIES ESI (CO ESL109) □NOW ON EYE LEVEl Kudos (CO KSD 449) □RUSH. ED & 0PT1CAL CHAVElEON Vims(12" VRS006CD) O SAN. SEBASTIAN DUEL Irteinationdl DJ «gotos (CO GIGOLO 199C0 LP GIGOLO 1991P) □ SLS SIS SVVEDISH LOVE STORY Kudos (CD SLSCO 001) □ SMOKE. ALEX SCI FI H1 n VOL 3 Soma (CO SOMACD 052) □S0N1QUE ON KOSMOGroove Altack (CD KOS 3017) □ SPEKTRUM FUN AT THE GYMKHANA ŒUB Nonstop (CD SPEKCD 002) □mA UMA1111 Kudos (CD KAJ 025) 
□ VAR10US ALMIGHTY PRES&NTS GAY Atnighly (CD ALMYGAY 001) □ VAR10US GO 2 Kudos (00 GOCO 003) □ VARIOUS CAFE BUDOHA Part Line (CO PARKLUKCO1) □ VARIOUS ROBOPOP THE RETURN Pianet CLque (CD PIER 020) □VARIOUS SPACE ANNliAL 2006 AniS (CD AZCO 57) □VARIOUS FREQUENCIES Wavetcc (CD WT 50165C0) □WHITE. CEOFF NEVERTHELESS Badcgraund (CO BG 049C0) 
JAZZ □BARNES, ALAN THE SEVEN AGES OF JAZZ Woodville (CD WVCO114) □BOJAN Z TRIO XENOPHONIA Libc! Bleu (CD LBLC 6684) □COBHAM, BIllY ART OF FOUR In&Oul (CO I0R 770852) □ DIMEOLA. AL CONSEQUENCE OF CHAOS Telarc (CD CD 83649) □ HAMILTON, SCOH DUR DELIGHT WoodviDe (CO WVCO 113) □ HAZELT1NE. DAVID MANHATTAN Chesky (CO SACD 310) □HERMAN, BENJAMIN THE LONOON SESSIOfJ Dox (CD DOX 032) □ MOORE, STANTONIII Telarc (CD CD 83648) 
OTHER □ ALEXANDERS ANNEXE PUSH DOOR EXIT Waip (CO WARPCO152) □ ART ZOYD ET ENSEMBLE MUSIQUES NOUVELLES EXPERIENCE DE VOL Sub Rosa 
□ BEIRUT THE GULA6 ORCHESTRA 4AD (CD CADD 2619C0) □BENNY.BURMS&AIl£HEMir^*"  □FENNESZ ENDLESS SUMMER Kudos (CD EMEGO 035) □GESCOM MINI DISC KudûS(CO ONLY 3C0) □HAIE HELLÛ DEBRIS ReR Megacorp (CD RERH 3) □MILLS, FRANK A VERV SPECIAL CHRISTMAS WITH Cheny Red (CO MONOEM 25CD! □NEWSOM, JOANNA YS Drag Oty (CO 0C303CD) □SONCS OF cane GREEN AND V/HITE ANTHEIJS Cherry Rod (CD COGAFFER 61) □ SUDOEN, NIKKI THE TRUTH OÛESNT MATTER Secrelly Canadian (CD SC153) □VARIOUS HISTORY IS BUNK PART 2 Hefty (CO HEFTY 053C0) □VARIOUS HISTORY IS BIM RART1 Hc    
POP □CHR1STIE. TONY S1MPIY IN LOVE Cut (CD SNOGCD (B) 

IKITT, DAVID NOT FADE AWAY Rough Trade (CD RTRADCD 281) 
□LYMAN, ARTHUR SINGLES COLLECTION Acrobat (CD ADMCO 5003) M MAGIC NUMBERS, THE THOSE THE BROKES EMI (CD HVNLP 57CD) ■MCFIY MOTION IN THE OCEAN Island (CD 1712727) 
□NEW RHODES SONGS FROM THE LODGE Sally Cat (CD SCCD003) □ RICHARD, CUFF1W0S COMRANY EMI Catalogue (CO 3770722) □ SCISSOR SISTERS REMIXED A Tcuch Of Class (CO ATOC 022C0) □ VARIOUS PRODUCED BY GEORGE MARTIN EMI Catalogue (CD 3754862) 
ROCK □ABNER CHINOISERIE IDUNGE Indi □AMBULANCE BEUS AND WHISTl □ AMTIFAfJILY ANTIFAMILY Difforfl Fun (CO OF 005CO) 

□ DIRTY LOVE TRASHED Dsrty Lwc (CD SHOlïïCD 002) □DIRTY WEE MIDOENS CRACK OPEN A COLD ONE Triple Sdence (CDTR1PC0 00=1) □DOWHI GO THIS IS DISASTEROORE undergroove (CD UGCD 039) O DYSRHYTHMIA BARRIERS & PASSAGES Eyûdvxmd (1P EOSLP 001) □ELUVETTIE SPIRIT TwJighl (CD 784872) □ENCYCIOPEDIA SO HOT RIGHF NOW T Slart (CO IS 002C0) 

□ FAHEY, JOHN SEA CHANGES Table Of The Eteirenls (CO ^ 8500) □ FROOM, M1TCHELL A THOUSAND DAYS Konlexl (CO KONTEXT 001) □GROUNDATION UPON THE BRIDGE Nocturne (C00TDC01002) □HOLD STEADY, THE BOTS AND GIRLS IN AMERICA Hassfe(DN VRUK 042C0) □HOME COLLECTIVE SOUL Uberalion (CO LIB 6020A) □HUMAN ABSTRACT NOCTURNE Hopeless (CO HR 6872) □ IDOL B1UY CHARMED UFE Cdlectables (CD 8661-2) □KN1GHT, CHRIS ENOUGH ROPE Blue Rose (CD 8LUDP CM06) ^ □KOIDBORN THE UNCANNY VALLEY Ustenable (CO POSH 089) □ MAKEGOOOYOUR ESCAPE NEVER LOOK BACK HERE AGAlNFicice Panda (C0N0NG4/C0) P □ MMATEES UNT1TLED Molivcsoonds (CO MOTIVE 008) SH 
□ MANICURED NOISE NORTHERN STORIES1978/80 CaroBne True (CO CÎRUE 3) □ MAYDAY MAYDAY Nocturne (CD STB 90111) □MIRAH J0YR1DE K Records (CD KLP177CD) □ MONOPOLKA NOISE WENDY Wronq (CD WNG 007CD) □MT LETHOLOGICA Motivcsounds (CD MOTIVE 009) □MUGSTAR MUG5TAR Sea Records (CD C1796) □ MURDERED BY OEATH BOY DECIDE Cooking Vmyl (CD FRYCD 282) 

PISCEAN CROUP,THE THE PISCEAN GROUP R2 (CO R2CD 010) 
SADIESJHE TALES OF THE RATFINK Yep Roc (CO YEP 2111) ISA0S1N EMI (CO 3773992) ^nunwERS, NICK RESONANCE Digital Wings (CO 1EGDWCD1) SCARS OF T0M0RR0W THE FAILURE IN DR0WN1NG Vdory (CD VR 327) SEASONS OF SIX SEASONS OF SIX Eyeofsound (CO EOSCD 001) SKOWDOWNJHE A CHORUS OF OBLITERATION Cenlur/ Media (CO 331002) J STACKR1DGE STACKR1DGE Ange! Air (CD SJPCO 230) Dance □sUNNO)))AlTERSc.rth?mLord(COSUNN62) c,-!r" □SYN.THE ARMISTICE DAY Uinbre!!o(CD UMBRCD 70000) □ TAYLOR, BEN FAMOUS AMONG THE BARNS Collective (CO 97220) □" HKT TEETHGRINDER MetropoBs (CO MET 435) □HUMAN, J M1N0R WORKS F.rrgo (CO FA 0087) □TK WEBB PHANTOM PARADE Social Regislry (CD ÎSR 027CD) □ VARIOUS 50 MINUTES Exercise 1 (CO EX 130) □VARIOUS SOFT ROCK BALLADSEMI TV(C0VTDCD827) Bectro-pop Q VARIOUS THE UlTIVATE BANDS EMI TV (CO VTDCD 822) Uv,"' □VARIOUS LOUOER THAN WOROS New Age (CO NWA 048-2) □VARIOUS INNOCENCE IS BLISS Dionysus(CD ID1233135-2) 

□VISIONS LAPSE Cydic Law (CD 14 THCYCLE) 
ROOTS □ MICABOX FEAT. AYAKO TAKATO Far S: 
□ TART1T ABACABOK Cramwor Id (CD CRAW >1) □ VARIOUS STUDIO ONE CROUPS Soul Jazz (CO SJRCD1511 

URBAN Avant Garde q akira THE DON WHI UftfœW □ANTIMCITSFREE Mush (CD MH 250CD) Corody Q DE LA SOUL IMPOSSIBLE MISSION TV SERIES PTl Red Lion (LP ROAR 501) Leftfieid □ njQAZIRUM THE RED ALBUM stagestnrck (CD REDCO 001) LeîtfeW q j UVE pjRSf thingS FIRST VOL 1 Triple Tlireat (CO HP 20061) DMANOR BOYS CHELMSFOROS MOST WANTED Barry-s Boolleqs (CD BAZ 012) ^ □ MARRIE. B1Z MAKE THE MUSIC WITH YOUR MOUTH Cold ChÉri (CO TEG 77502C0) □PITBULL EL MAR1EL TVT (CO TV 28202) 
CATALOGUE & REISSUES □ACTION REACTION 3 IS THE MAGIC NUMBER Equal Vision (CO HDR 7012) 

ANDERSON, LYNN USTEN TO A COUNÎRY SOMafimba^D ACRCO 288) 
AUCER, BRIAN SEARCH PARTY Sanctuary (CD CMRCO1440) AUGER, BRIAN KEY10 THE HEART Sanctuary (CD CMRCD1442) AUCER BRIAN VOICES OF OTHER TIMES Sanctuary (CD CMRCO 1443) BARRETT, SYD MAXIMUM SYO BARRETT Chrome Dreams (CD ABCD 232) BIOHAZARO STATE OF THE WORLD ADDRESS CoOectables (CD 6743-2) BIRMINGHAM FC SINGING THE BLUES Clierry Red (CO COGAFFER 10) BLADES OF CRASS ARE NOT FOR SMOKING Cheny Red (CO CRREV 8) BLANC, Ma EMI COMEDY EMI Go'd (CD 3701972) BUND BOYS OF MISSISSIPPI 1945-1950 Acrobat (CO ADDCO 3003) 
BROONZY, BIG BIU THESE BLUES ARE OOGGIN ME Sanctuary (CO COAJA 5637) BROWN, RAY SOME OF MY BEST FRIENDS ARE_S1NGERS Telarc (CD CO 83441) CHARLES, RAY RHYTHM AND BLUES Oirome Dreams (CD COCO 5014) CHICAGO CHICAGO FALCON (CO UN 3318) CLINTON. GEORGE THE BEST OF Cofleclabîes (CD 9328-2) CLOVERS JUKEBOX HLLS AçrobalJCD ACMCD 4224) COLE, NATALIE THE BEST OF Collcclables (CD 9329-2) COLUNS, GLENDA THIS U TTli GIRLS GONE A R0CK1N RPM (CO RPM182» CROSBY, BING EMI COMEDY EMI Cdd (CO 3701742) DALTON, KAREN IN MY OWN TIME Light In The Allie (CO LITA 022CD) DAVIS, SAMMY JR SOMETHINGS GOTTA GIVE Sanctuary (CO CDAJA 5646) DISORDER COMPLETE D1S0RDER Cherry Red (CD CDPUNK 46) DOLBY. THOMAS ASTRONAUTS AND HERE!ICS CoDectabies (CD 6762-2) DOORS, THE WHEN THE MUSIC IS OVER Label (CO 10415) ELLINGTON, DUKE IN THE 30S Sanduaiy (CD AJO 2013) ESC COME AWAY WITH ME Sad Jazz (CO SJRCO150» 

Mêlai SF0UR PENNIES COMPLETE COLLECTION VOL l Rockinbeals (CO RBCD 401) Mêlai □KW PUNIES COMPLETE COUECTION VOL 2 Rockinbeals (CO R8C0 402) Rock □GILLESPIE, DIZZY DIZZYS BUSINESS Mue (CD MCGJ1023) 
Rock □ GREAT WHITE THE BEST OF Codeclables (CD 86S1-2) Rrxk Q HACGARD, MERLE HAG EMICalalogiejCD 3627042) 



Albums listed this week: 242 
Yearto date: 10,208 
Singles listed tliis week: 118 
Year to date: 6,443 

J ifWlS, JERRY LEE SUN ESSENTIALS Snappcr (CO SNAJ 737CD) 
JLOPEZ. TRINI IN L0N00N CoBcctabte (006763-2) 

3] MARVELETTES BEST OF Marginal (00 MARGCOET 

MI JIMIHENDRIX Fafcon (CD UN 3323) 
ERS HOT R0010 THE MOON Goofin (00 GRCI □ VARIOUS REVENGE OF THE KIliER CRASH HELMET Cherry Red (00 CDW □ VARIOUS 20 GREAT PIANISTS Sancluary (CO AJC 8563) □ VARIOUS FREAKBEAT FREAKOUT Sanrtua^ (CD CMRCO1446) □VARIOUS BUDDHA BAR IV Wagrara (CO 3U4692) □VARIOUS COVER VERSIONS Faicon (CO MOM 242) □VARIOUS R0CK1N CHRISTMAS Master Of Music (00 MOM 288) 

MUS1C DVD POP/ROCK □ NIRVANA IN U7UR0 - A CLASSIC ALBUM UNOER REVIEW Chrome Oreams (SIDVD 513) No- □ BUCKLEY. T1M REVIEW AND CRITIQUE OF THE MAN AND HIS MUSIC Chrare Oreams Media □PAVEMENT WOWEE ZOWEE: SOI □PAYNE, FREDA THE BEST OF Coll. □PIA2Z0UA. ASTOR BUENOS TANGOS Brisa (00 DNR 509) □POOLE, BRIAN. & THE TREMELOES BIC HITS OF 62 Rockinbea □RAWLS, LOU MERRY CHRISTMAS BABY EMI Catalogue (CO 36302621 □ SANDS, TOMMY TECNAGE HITS AND RARET1ES Hydra (CD BCK 27133) □SANDS, TOMMY EARLY HILLBUIY AND R0CKAB1LLY DAYS Hydra (CD BCK 27132) □SCOTIAND FC TARTAN ARMY Cherry Red (CO COGAFFER 26) □SHAYNE, RICKY RICKY SHAYNE AND fHE SKYLARKS Rockinbeals (CO RBPC 209) 

□ FALL OUT BOY SOUD GOi D UNCERTAINTY Chrome Oreams (CVIS 600) □ CHAS JtDAVEUVE AT THE SHEPHERDS BUSH EMPIRE FMI Catalogue (3682259) □ PUQES LDUDOUIEILDUD - A      

□SPYRO GYRA IN MODERN TIM □TH1RDEYE FOUNDATION COU □TURA SATANA RELIEF ÎHROUGH RElfASE Sancluary (CD NMRCD 014) 

Singles 

□ AUSTEN, LOUIE OISCO CANCER Klein {12- KL 082) □AVAUME NEVA SENA Traffic OT TR 014) 
□ BINKY GRIPTITE WORLD OF LOVI 

□ EBBIM Ali MADE OF MUSIC Gaymonkey (12* GAY 20) 

□KYAUVS ALBERT ARE YOU FINE? Anjunabcals 02* ANJ 060) □lUMINARY OARK EYES Solaris 02- SERS 010) □MAKES. BROXIE FOUR BREAK EP Morde 02" MXBREAK 001) □hWXCjmiE SEAL CLUBBING Renaissance 02* RENX 042) 
iDLE MEN SPLUND POPPER Satamile (12* SAT 034) 

ROCK □ ARAB STRAP THERÊIS NO ENDING Cher □ BLAKNOIS □ BRIGADE GUILLOTINE Mghty Atom (CO MTY 377S) □ BRINKMAN K1RSTEN DUNST Ubd Fandango (CD GALAGOS 006) □ ENEMY 40 DAYS AND 40 NIGHTS ZH (T BUY 265) □ ENERGIES, THE Uf E BEGINS Modo (CO HTEUCCD 03) □ FRANCOS.THE MIXED UP Sogarshack (CO FOO 070) 

□MOVE D COMPOST BLACK LABEL 

□RENAAN, GUY J RESEK Deep 02* DEEP 036) 

□UNEAR THINK CYNIC Grâce (TLYV 009) □MIDLAKE HEAD HOME Bella Union (T BELLAV 

UTIPPER UNLOCK THE CEOMETRY Kudos (12* TIPP 004V) 
UVARIOUS IMPERIAL LEISURE Kudos (12* LEl 006) 

ï KATIE CRUEL Orag City (CO OC 328) 

□VARIOUS BAKER STREET SAMPLER Baker Street (12* BST 001) □VARIOUS aUB JA22 VOL 7 Slip n Sfide (12* SUPCD 253) □ W. KRJSTINE FEEI. WHAT U WANT Champion (12* CHAMPC1206) □WILLIAMS THE SH1VER1NG Love Triangle 02' LTM 001) □ YPPAH AGA1N W1TH SUBT1TLES Ninja Tune (ON ZENOL130S) 

URBAN □CUPSE WAMP WAMP Re-Up 02* 00390-1) □ELUS, STEVE LOOTS THE ROOT Ucorice Soul (7* LSO 013) □ JUGOAKNOTS STR1P JOINT Amaîgam 02* AMAL 2602) □ OCOTE SOUL SOUNDS TAMARINDIO ESL 02* ESL105) □SNOOPDOCGYDOGGAINT NO FUN Traffic (12* DRR 391212) 
ÎOS THE MAN South Beat 02* SBR105) 

Chris Rea The Road To Hell & Back - The Farewefl Tour (Universal 0251705774) 

B 

an artist with his pedigree and fotlowing, Chris Rea has never 
released a live 

this impressive double-disc digipack set documents his last performance. Allhough iU heaith has played a big part in Rea's décision to quit the stage, he seems in fine musical fettle at least, as his adoring and somewhat emotional fans lap up an excellent set that spans the years, and includes vintage Rea classics !ike On The Beach Let's Dance, The Road To Hell and Julia in razor sharp pictures with crisp 5.1 DTS Surround Sound, as well as neofhisi jazz-based tunes. Includes is an informative and well-edited documentary about Rea's farewell tour, and four postcards of Rea. 
The Complété Live Performances (Eagle Vision EREDV 613)     It's more than 10 years since the popuiar rapper was slain; his ùned I popularity and 

1 demandforhis mrkhas resulted in this définitive new two-discset, which includes the only two concerts he played that were ever filmed. Among a bumper sélection of bonus features there are promotionai videos for five of his hits and an audio commentary. The House Of Blues set - previously released on its own - is the better of the two, with Hipac on fine form but 

James Thylor can 
I the darkest day, 

filmed set, shot at Thylor s bam/studio in Martha's Vineyard ahead of a 1992 tour, findsthege at the top ofhis form, with a stellar collection of session players, including the excellent Michael Landau on guitar and vocalists Valérie Carter and David Lasley. Everytiring is perfect, with crisp, mélodie tunes beautifully sungbyTaylor, including the classics Pire & Rain, You've Got A Friend and Your Smiling Face. If you're looking for an ail-action, visually exciting way of passing 6S-minute, move on - but if you 
professional etfortlessly making 



Singles 

The top two positions are filled by new 
entries, with McFly taking the chart 
crown and Fedde Le Grand settling 
for the runners-up spot 

The Officiai UK 

1 1 IRAZORIIGHT ■ : ; ; 
4 ; 3 I SCISSOR SISTERS1 DON T FEEL L1KE DANC1N' 5 ' 18 j BEYONCE1RREPLACEABLE \ | BOB SINCLAR & CUTEE B ROCK THIS PARTV (EVERYBODY DANCE NOWT" 7: 7 | JAMES MORRISON WONDERFUL WORLD 

3 | AMY WINEHOUSE REHAB 3 j THE KILLERS WHEN YOU Vt'ERE YOUNG Ul 9 j P D1DDY FEAT. NICOLA SCHERZINGER COME TO ME 12112 ( JUSTIN TIMBERLAKESEXYBACK 
14; BjDAMIENRICEÇCRIMES 15, n jULY ALLEN LDN 

10' 10 | Ul' CHRIS CHECKIN' 1T PUT 

H 1 1 SCISSOR SISTERS 1 2 : 2 I RAZORUGHT AMERiCA 
4 ; 3 [JUSTINTIMBERLAKESEXTBACK 5 ; 6 I P. DIDDY FEAT. WCOLE SCHERZINGER CQME TO ME 6 5 j SHAKIRA FEAT. 7 8 j SHOW PATROL CHAS1NG CARS 
10 15 j FEDDE L£ QUAND PUT YOUR HANDS UP FOR DETROIT Il1111 UL' CHRIS CHECKIN11T OUF ~ 12 7 ULY ALLEN LDN 

16 16 | NELLY FURTADO PRQM1SCU0US 17 17 I CASS1E ME & U NEXT SELECTIQN^OTTQLA 18 19 I INFERNAL FROM PARIS TO BERLIN 

l,106.328JlcFly imiiTnplO 

(November 6). First-woek sales of 54,802 make 

M 4- ■ ..Y J 
2 FEDDE LE GRAND PUT YOUR HANDS UP FOR DETROIT 
3 5 3 IRLS ALOUD 
4 ! MY CHEMICAL ROMANCE WELCOME TO THE BLACK PARADE 
5 14, 2 BÉYONÏ 
6 2 5 RAZORLIGHT AMERICA (R.uor'uqhl) Sony ATV (Bcmll/BurroA-s) ^"001705368 (U) 7 19 2 AMY WINEHOUSE REHAB 
8 3 5 BOB SINCLAR & CUTEE B ROCK THIS PARTY... 
9 3 MEAT LOAF FEAT MARION RAVEN if'S ALL COMING BACK TOME NOW 
10 < SCISSOR SISTERS IIn'M irEFi 1 1 E Dilli, HT 
11 M BODYROX FEAT. LUCIANA YEAH YEAH o (Pwm/BritJaa) UnnersaVCC (PeanYBntJges/nionus/Cjporasfttkw/) Uruvasal TV {U> 12 38 2 CASSIE LONG WAY2G0 ^ 
13 5 P DIDDY FEAT. NICOLE SCHERZINGER COME TO ME 
14 « 3 JAMESMORRISONWQNDERFUL WORLD 

i 15 60 2 THE^VIEW SUPERSTAR TRAOESMAN 
16 50 2 THE MAGIC NUMBERS TAKE A CHANCE (Stod»l/SlodaiyWiIkinson) V/amer-OupptH (Stodanf) Kwvwiy HVN163C0 (D 17 » 2 RIHANNA WE RIDE (SlarGale) EMI/Sony ATWoga FLunes (Riddick/Hennanseii/Ericksen) (M Jam 1709084 (TO 18 12 l JUSTIN TTMBERLAKE SEXYBACK 
19 6 LIL CHRIS CHECKIN' IT OUT 
20 58 2 THE KOOKS OOH LA 
21 17 21 SHAKIRA FEAT. WYCLEF JEAN HIPS DONT LIE 
22 £ 7 THE RACONTEURS BROKEN BOY SOLDIER 
23 20 15 SNOW PATROL CHASING CARS 
24 22 6 CASTOFHÏGH SCHOOL MUSICAL BREAKING FREE 
25 15 7 promiscuous 
26 21 14 CASCADA EVERYTIME WE TOUCH 
27 16 7 THE, KILLERS WHEN YOU WERE YOUNG 
28 11 BEATRÊAKZSUPERFREAK 
29 18 6 LILY ALLEN LDN 
30 M THE WNGB^LONDK ONCE AND NEVER AGAIN 
31 10 3 

JS?SS^L(|NELY AT THE T0P 
32 J! 6 A MAN 

13 
34 26 DONT BE HASTY 
35 ^I^EETTHEONE 

//t;y' THE COOPER TEMPLE CLAUSE HOMO SAPIENS 
T ME WlfkfoU'RE SOBER 31 12 
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39 28 ̂ o. PINKU&URHANU 
4U 37 12 DAVID GUETTA VS THÉ EGG U .Vtl< 'jl 1 Û 1 ME Gn 
41 32 12 BONE RID1N' 
42 36 10 THE FEEUNG NtVER BE LONELY (OtlMMlmtEUiniitlKSnl i.'-j/urkiTrim-mnii 43 29 8 JAMEUA^METHING ABOUT YOU 
44 34 9 LEMARITSNOT THAÏ EASY 
4b MUMMRAOUTQF THE QUESTION 
46 PAWCÀfltiE DISCO' I WRITE SINS NOT TRAGEDIES o 
47 SETH LAKEMAN THE WHITE HARE 
48 40 6 FERGIE LONDON BRIDGE 
49 27 4 DAVID HASSELHOFF JUMP IN MY CAR (VandalEMIlMuliv) SSMsWCDKOmiAMIVOl 50 à f SIMO^|K MMM AROUNIAGAIN © 
51 THE GOO 600 DOLLS1RIS/STAY WITH YOU CiolWoo Coo WIsBalWI EMI IBïinitlteni/amml) IVim» BroOim l'/736CDl (lai 52 23 2 PET SHOP BOYS NUMB 
53 46 19 THE WOOKS SHEIWOVES IN HER OWN WAY 
54 44 u BEYONCE FEAT. JAY-Z DEJA VU 
55 4! 12 BEDOUIN SOUNOCLASH WHEN THE NIGHT FEELS MY SONG Oemitr) CC/ttoîite (Kmiltrl B Unqie/Wjlfa- BUNMBCD flj) 56 42 HOT CHIP OVER AND OVER (HolCIiplWCIHsiaiip) EWICDEW07 (El 57 G GNARLS BARKLEY SMILEY FACES (Danger Meuse) Wamer-Chappdl/Diryufe (CalLrway/Burlon) Wamer Bitithcrs WEA410C01 (T£N) 58 33 2 ROGUE TRADERS WATCHING YOU (AsMBMGIAsM Sur/ 6MG B6Û9701967? (ARV1 59 61 ROBBIE WILLIAMS RUDEBOX 
60 É r SEAN PAUL FEAT. KEYSHIA COLE (WHEN YOU GONN A^GIVE IT UP TOME o i 
61 RAZORLIGHT IN THE MORNING (Thomas) Son-/ ATV (Borreil) Vertlgo 1/01083 (U) 62 V CASS FOX TOUCH ME © 
63 t ^ MUSE STARLIGHT h E 
64 NYLON GLOSER 
65 THE GAME FEAT. JUNIOR REID IT'S OKAY © (Reela/D Roc) tbc (Ta-, tor/Sialef/ColLnqtofi/Reid) 1,61113111,1 
66 51 18 PAOLO NUTINILAST REQUEST 
67 30 2 THEHOLLOWAYSvtl.LI ATCR    (Urear/MnstinfcïlIVTmsHolMW) 1VT H01lOCD!(W»f) 68 59 m GHRISTINAAGUILERAAINTNOOrHERMAN [1 t ^  
69 lê f 

ALESHA KNOÇKDOWN o   , ... .. 
70 52 RIHANNA i r> o-iJn.i707M4lW 71 43 3 LLOYD BANKS FEAT 50 CENT UNI" ■ 
72 É l JAMIROQUAIRUNAWAY o ^ ,ssv) 73 4 w SHITDISCO REAÇJOR PAR t Y 
/4 ROGl'l TRADERS 
75 47 4 CORINNE BAILEY RAE LIKE A SIAK (mmm) 

•SOS BHflhKlteEBry 1600 000) ® Sik» 12001)001 ■ ftghesiain*» ®M(400.000) ONe«»ir)baSi4oilta.Ti»lsi»l) 
^RBELONaY-W 
WCEAWNEVKMyUN» ^OfrKEQ^SÏÏCN-lS ^OMISCUOUS ?-f 

GlRLSALOUDSQMETHfNGKir CE WELCOME TO THE BLACK PARADE 
RAZORLIGHT AMERICA AMY WINEHOUSE REHAB BOB SINCLAR & CUTEE B ROCK THIS PARTY (EVERYBODY DANCE NOW) 
SCISSOR SISTERSI DONT FEEL UKE DANCIW IT'S ALL COMING BACK TO ME NOW 
SNOW PATROL CHAS1NG CARS JAMES MORRISON WONDERFUL WORLD THE FEEUNG NEVER BE LONELY :moves in herownw/ P DIDDY FEAI NICOLE SCHERZINGER COME TO ME BODYROXVEAHYEAH FINKU&UR HAND 
SHAKIRA FEAT. WYCLEF JEAN HIPS DOI NELLY FURTADO FEAT. T1MBALAND PROMISCUOUS JUSTIN T1MBERLAKE SEXYBACK THE MAGIC NUMBERS TAKE A C LEMARITSNOT THAÏ EASY JAMEUA SOMETHING ABOUT YOU RIHANNAWERIDE SI DONTNEEDAMAN 
THE KILLERS WHEN YOU WERE YOUNG THE VIEW SUPERSTAR TRADESMAN DA EVERYTIME WE 7DUCH DAVID GUEnAVS THE EGI 

UL'CHRIS CHECK1NTT0UT THE ORDINARY BOYS LONELY AT THE TOf 
THE RACONTEURS BROKENBO CAST OF HIGH SCHOOL MUSICAL BREAKING FREE 

) MCFLYSTARGIRL isuwi 
sic > GIRLS ALOUD SOMETHING KINDA OOOOH fASCiKAim 
s4 MY CHEMICAL ROMANCE WELCOME TO THE BLACK PARADE REP8I5S 

BOB SINCIAR & CUTEE B ROCK THIS PARTY (EVERYBODY DANCE NOW) OEFECIED 
9ifi! 1 THE VIEW SUPERSTAR TRADESMAN Bffi 
n:3 P DIDDY FEAT. NICOLE SCHERZINGER COME TO ME : '0 ; ; > 
13[fiS ) THE MAGIC NUMBERS TAKE A CHANCE HÎAVK.V 
B!O ) AMY WINEHOUSE REHAB ISIAW 
17(3 ) THE RACONTEURS BROKEN BOY SOLDIER usicosonios 
19! ) THEKOOKSOOHLA Ipn 
21 10 BEATTREAKZ SUPERFREAK 
BfcJ ) THE COOPER TEMPLE CLAUSE HOMO SAPIENS 
25 16 JUSTIN TIMBERLAKE SEXYBACK zova 
27 19 
29 13 30© JAMES MORRISON WONDERFUL WORLD PCDOOS 1 MUMM-RAOUTOF THE QUESTION couvas 
Ail thc sales and airpiay charts published in Music Week are also available online cvery Sunday evenimj at www.musicweek.coni 



Albums 

/ri 
In one of the biggest weeks for album 
releases, Robbie Williams, My Chemical 
Romance, Meat Loaf and Rod Stewart enter 
the chart in the top four positions 

m 

The Officiai UK 

m 2 C TARE THAT THE ULTIMATE TOUR M*» m THE OSMONDS L1VE IN CONCERT - 10ND0N 2006 và^id IPI 
41 LEO ZEPPEUN SONO REMAiNS THE SAME Wjmer BmammiJi 

UVECASTRECORDING LES MISERABLES IN CONCERT VrtoCoMmiiK) 
8 VAN MORRISON L1VE AT MONTREUX1980/1974 E* v» in 
io|l PINK F10YD/SYD BARRETT PINK FIOYD/SYO BARRETT WDUKIP) Mh THE WHOUVE AT THE ISLEOFWIGHT FESTIVAL 1970 wjmrMKfe™™ 
13 DEPECHE MODE TOURING THE ANGEL-UVE IN MILAN Ma.® 
15 1 ELVIS PRESLEY ELV1S - THATS THE WAYITIS Wam Bowvd»» 
17 1 THE EAC1ES FAREWELl TOUR - UVE FROM MELBOURNE vv™tr Ctet v™ (ido 
wj 1 PINK FLOYD THE WAU SMVfttotfelAW) 
^0 

a 1 OST H1GH SCHOOL MUSICAL m (0 
■«1 5 j VARIOUS POP PARTY 4 Scr, bmg twjmtv (U) 

| VARIOUS THE ANTHEMS unimsaiTVW) 
| VARIOUS DANCE MANIA UMTVAATV/ (U) 

|?|u | VARIOUS ULT1MATE DIRTY DANCING (OST) SCAimi 
U 9 | VARIOUSHAROCOREEUPHORIA u-réWOISouxKU) 
13 J12 j VAR10US ESSENTIAL R&B - AUTUMN 2006 Sm BMC reuwiv mi) 
15 O | VARIOUS DISCO KANDI M M. m 16 14 | VARIOUS WESTWOOD - THE GREAIEST - CLASSIC J0INT2 Oei J^n (Ui 17119 i VARIOUS FIOORFIUERS - CLUB ClASSICS mumm 
19! 17 | VARIOUS THE VERY BEST OF POWER BAILAOS EMitomiE) 

D i | GNARLS BARKLEY CRA2Y PtoB™ 
3 3 ; ; SANDITHOM1WISH1WAS A PUNK ROCKER RCA 
5 ( . | SCISSOR SISTERSI DONT FEEL fflfflOANCIN" Wri» 
7i 1 ' {RIHANNA SOS WJ» 
9 5 » 1NOTORIOUS BIG/DIDDY/NELLY„. NASTY GIRL BadBoy 
11 1 2 j JUSTIN T1MBERLAKE SEXYBACK Jm 
13 1 3 i SHAYNE WARD THAT'S MY GOAL s,» i«c 
15 1 5 j MECK FT LEO SAYER THUNDEfi IN MY HEART AGAIN AtdWwZte 
17 1 6 iCORINHEBAiLEYRAE PUT YOUR RECORDS ON EMi 7 i RIHANNA UNFAITHFUL Dcf Jan 19 1 20 2 9 THE AUTOMATIC MONSTER B uwjpk,*, OfRMÛTtRADERS VOODOO CHILD «™t, 

taHyoflIniimber ones4&Jaeaten_ 

Tliree Checrs For 
peaked at 34, and 

VB ROBBIE WILLIAMS RUDEBOX 
2 MY CHEMICAL ROMANCE THE BLACK PARADE ^ 
3 MEAT LOAF BAT DUT OF HELL 3 - THE MONSTER 1S LOOSE 
4 ROD STEWART STILLTHE SAME... GREAT ROCK CLASSICS 
5 i - THE KILLERS SAM'S TOWN ® 2 
6 2 B SCISSOR SISTERS TA-DAH ® 2 Bifcdaddy/GredhMjrauefat    "•■T'Kr 1/03087 (U) 7 3 « RAZORLIGHT RAZORLIGHT ® 2 
8 4 13 JAMES MORRISON UNDISCOVERED ® 
9 3 26 SNOW PATROL EYES OPEN ® 3 
10 Ê / JOHN LEGEND ONCE AGAIN 
11 JUSTIN TIMBERLAKE FUTURESEX/LOVESOUNDS ® 
12 A 4 EVANESCENCE THE OPEN DOOR Forlnun Wind Up 82876860822 (ARV) U | 3 LUTHER VANDROSS THE ULTIMATE ® 
14 7 7 THE FRATELLIS COSTELLO MUSIC ® 

"15" THE ORDINARY BOYS HOW TO GET EVERYTHING YOU EVERJ/ANTED 
16 B * PAOLONUTINI THESE STREETS® 
17 30 LEMAR THETRUTH ABOUTLOVE® 
18 14 40 THE KOOKSINSIDEIN/INSIDE OUT ® 3 ï 
19 ' LILY ALLEN ALRIGHT, STILL® 
20 21 KASABIAN EMPIRE® 
21 16 30 PINKTM NOTDEAD® 
22 13 35 CORINNE BAILEY RAE CORINNE BAILEY RAE ® ? ®. 
23 0 35 MEAT LOAF THE VERY BEST OF® 
24 24 37 MUSE BLACK HOLES & REVELATIONS 
25 U 2 PDIDDY PRESS PLAY 
26 32 8 BEYONCE B'DAY 
27 26 2 DANIEL O'DONNELL UNTIL THE NEXT TIME 
28 15 2 PATRIZIO BUANNE FOREVER BEGINS T0N1GHT 
29 35 20 KEANE UNDER THE IRON SEA ® 2 ® > 
30 42 U CHRISTINA AGUILERA BACK TO BASICS ® 
31 18 2 DEACON BLUE SINGLES KeHy/UvKFy/TraseriDsbcm/Ross/OAentold Colutriw 828/63848?? (ARV) 32 | 8 BREAD THE SOUND OFBREAD 
33 22 2 ROXETTE ROXETTE HITS 
34 2= 8 BOB DYLANMODERN TIMES 
35 19 7 LIONEL RICHIE COMING HOME® Goprell/Jfriû'is/RicTe/Saadiq/Saenci ^ j 1 ,-06602 (U) 36 31 21 THE FEELING TWELVE STOPS AND HOME ® U» FecImc^Andy Gretn lstaid085/88l(Ul 

liL 65 24 GNARLS BARKLEY SI ELSEWHERE 
38 I 27 RIHANNA A GIRL LIKE ME® RoqerVSlurtifl/Stoijale/RotenVCilvi'CodMn/Ilclilei [x-, i^q^ss/mU) 
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Albums Chart 
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QO 2 Ô _3lO 
THE LONG BLONDES ONCE AND NEVERAGAIN t-ar-ivf, H THE RACONTEURS BROKEN BOY SOLDIER hmsu fl THE COOPER TEMPLE CLAUSE HOMO SAPIENS 5 ^12. SH 

# / /^/ 4] 2 BOBS1NCLAR & CUTEE B ROCKTHIS PARTY (EVERYBODY DANCE NOW, fr'.ïiuMMi ■ 
1 ^r 7,/rr  . // 5|0 UPPER STREET THE ONE fl 39 23 3 |KmuiVI IHbUKUbAUh A© SHITDISCOREACTOR PARTY ___ ■ 

40 € 49 «ODSTEWARMHbb 1URY SO FAR - THE VERY BEST OF ® ® ;_tm. ¥© THE OTHERS THE TRUTH THAT HURTS io,i3 H 
j 41 20 '«h 0RB1S0N 10 OAVJD GUETTA US THE ECG LOVE DONT LET ME GO tWALKINCAWAY) I.: OABHANDS&STEVE EDWARDS OYOT (00 YOUROWNTHING) H 42 33 . THE K1LLERS 1 lÎHSoo 3. Meat Loaf Witli seven out of cightofhis previous studio 

the Top 10, and his latest 

with Bat Ont Of Hcll 3: Tlie 
on sales of ^S^Tt.e follow-up to his 2003 release 
Said It Better, which debuted at four on sales of 33,250, Itis joined in the chart by the 
promoted 2003 

4. Rod Stewart After crooning his way through four volumes of 
Songbook, Rod Stewart becomes 
with Still The' Same... Great Rock Classics Of 

aHnîmTasrïveek. In theJJKJt is the 61-year-old's 
29th to reach the TÔpT^rprimarily 

including, 
of Bonnie Tyler's 
being dubbed "the female Rod 
débuts at 
sales of5L484. 
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midemnet forum ' 

Miles Flint Président 
SONY ERICSSON MOBILE COMMUNICATIONS   

CONSUMER ELECTRONICS ASSOCIATION 

lie tô, the-'Sburce 

MIDEMNET FORUM: THE WORLD'S DIGITAL & 
MOBILE MUSIC FORUM 
In January 2007, international business leaders will 
be meeting in Cannes to network and exchange digital 
music knowledge. 
Held at MIDEM, the world's music market, the two-day 
MidemNet Forum was sold out in 2006 gathering 1,200 
decision-makers. 
Amongst others, key MidemNet Forum topics will include; 
• Music 2.0 - partner with consumers through social 

networking and user-generated content. 
• Niche markets (long tail) and ad-supported content: 

the next gold rush? 
• A focus on the exploding Asian Market. 

REGISTER BEFORE 31 OCTOBER AND SAVE CLOSE TO 40% 
m 

informa télécoms & média 
Musique Infea mobiie-daisy Billboard. 
EMIMy music :)ally STKE/UVI 

AMONGST MANY OTHERS, WE WILL HAVE THE FOLLOW1NC 3 HEADLINE 
SESSIONS; 

1 Miles Flint, Président, Sony Ericsson Mobile Communications 
One of the most music-focused mobile manufacturers, who is getting increasingly 
involved in mobile content... The next key to the market? 

2 Mitch Bainwol, Chairman, RIAA 
Cary Shapiro, Président & CEO, Consumer Electronics Association Individually, they are leaders in music and technology.Together, they are shaj the new landscape for entertainment! 

3 Chris Anderson, Editor in Chief, Wired 
The father of long tail theory: what if small sales were the next hit? 
SPEAKERS PRESENT THISYEAR; 
Gary Ge Chen, CEO, Orca Digital Inc. David Israélite, Président and CEO, NMPA Larry Kenswil, Président, Universal Music Group - eLabs Robin Kent, CEO, SpiralFrog Terry Me Bride, CEO, Nettwerk Music Group & Steve Page, Musician, Desperation Records/Barenaked Ladies Nigel Morris, Président, Isobar Worldwide Costa Pilavachi, Président, EMI Classics Mika Salmi, CEO, Shockwave/Atom Entertainment Dan Sheeran, SVP Music, RealNetworks William Stensrud, Chairman & CEO, Muze Conor Yang, CEO, Rock Mobile Corporation 

MidemNet Forum: 20 - 21 January 2007 . MIDEM: 21 - 25 January 2007 
Palais des Festivals, Cannes, France . www.midem.com 
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As EMI Gold celebrates its lOth anniversary, Music Week looks o\r 

SETTING THE GOLD STAI 

Besides the frontline labels of the majors, how many British record companies have clocked up 25m domestic album sales in the pasf 10 years? Of those that have, how many can say they did sa with virtually no marketing budget and a maximum dedicated staff of six, including a sales team? 
That is the size of EMI Gold, those are its sales figures and that is its âge. Over the course of a decade, kicking off with a slate of releases which included such unlikely label moles as Kim Wilde and Peter Tosh, EMI's low-price division has quietly delivered the kind of numbers which some other labels are surely js of. 
Armed only with its own imagination, a huge volume of catalogue and great tracts of material which has already mode its way inlo millions of households at higher price points, EMI Gold has delivered a decade-long maslerclass in catalogue alchemy, lurning sometimes the bases! of musical matériels into, well, gold. 
For most of that time, the company has held firm as the leader in its price point. "We've consislently been one of the top budget labels", says head of EMI Gold Steve Woof. "In the pas! 10 years we have always been one of the top three labels, spending the majorily of that lime 

•F 

* 

bring it up to date, with new arl collections and fresh packaging 

Différent faces of EMI Gold: The Beach Boys, Cliff Richard & The Shadows and Kim Wilde 
al Diana Ross, Cliff Richard, Frank Sinatra, Madness, Deep Purple and David Bowie along the way, it also takes in Bernard Cribbins, karaoké collections ond an album of Wurlilzer dassics. But, as repertoire manager Jon Wilson points out: "We can't be worried about being 

non, an unerring commitment to quality, an ear to the ground, constant consultation with retailers, artists and fans and, frankly, a gigantic archive of music and images also play an essential part. 

To flick through the company's 10-year 
catalogue, EMTs low- price powerhouse does not necessarily beor the hallmarks of a hit factory. 

The main reason our releases One dut 
are of such high quality is ^old's 

that weown such à depth of SpuLAtanyti 
outstanding catalogue 

Steve Woof 
î, the label has around 900 tilles in ils available catalogue, including «v,.,.  range 

Some, but perhaps not ail, of these qualifies could also be ottributed to Music For Pleasure, the venerable EMI 
budget label which Gold replaced in the mid-Nineties 

It is easy to forget how far the catalogue business has corne in the past 10 years, but for a sign of the times, consider the fact that, in the mid-Nineties, EMI had very few Eighties artists in ils low- price repertoire. 
Part of the problem was the baggage ■' 1 ame with the 30-yearold Music For 

six-CD and four-CD box sets, a   of three-CD sets, dozens of doubles and" Si Zenlner, hundreds of single albums, and it - ionally refreshes its books at the rate of at least 

which came wnn me   . Pleasure brand, "When we were applyi"9 for mid-Eighties artists, some of them were unsure about being associated with Music For Pleasure, becausr 
From Abbott & Costello to the A to Z of EMI Gold is c inauspicious thing. Even if it does stop off 150 releases a year. 

Music For Pleasure had become a little outdated and the whole thing had to be revamped," says Woof, the only remaining member of staff with first-hand 
repPutahaneof ,hrb0ld imprint- "" hQd a recently and we mainly u: •hings like thafwhichViotTiltaTs"111 SiXlieS n05tal9ia relea5eS' 

being an older person's label," sv-,- Wilson. "In fact, we have 

2 EMI GOLD 10TH ANNIVERSARY ot quite the first UK major to 
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jt^the low-price label, its history and its prolific and successful output 

INDARD IN CATALOGUE 
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modernise its approach to the budget ow-price was then more commonly known, but if wasn't far off. "We were still slightly ahead of the game; we got in earlier than most", " ' ' /s Woof. 
Universel had recently set up its Spectrum label, while, in the independent sector, a degree of compétition existed in the likes of Pickwick, K-Tel and Ronco, ail of which licensed the majority of their material. 
Its vaults full with material dating back as far as the late 19th Cenlury, EMI was dearly going to have a compétitive advantage against indie operalors. "The main reason our releases are of such high qualily is that we own such a depth of outstanding catalogue," says Woof. On the question of just how much catalogue EMI owns, Woof is 

momentarily stumped. "There is 110 years' worth," he says, gesturing around an office lined with CDs, "and Ihere's just a few of the catalogues up there. I could probably fill a room with catalogues." 
It would be easy to simply slice and dice the EMI archives until the law of dîminishing returns kicks in, but EMI Gold is far more proactive than that. It constantly revamps its titles, generating exclusive releases for supermarkets and specialist mail order companies and licenses rich new catalogues such as Disney and brands, induding fTV's Hearlbeat and Cold Feet sériés. 
In an industry which, with the best will in the world, owes many of its repertoire décisions to instinct, blind faith and notions of fashion, EMI Gold is at once 

For a major label, or indeed any copyright owner, the beauty of the low- price sector is the abilily to take a chance on a niche product, in the knowledge that the music is already paid far, apart from the usual artist royalties and copyrights. The overheads on a release are low and the potential relurn is significant. 
"We don't aclually spend a lot of money on above-the-line marketing," says Woof. "Our main marketing costs are the printed catalogue that we publish and glossy sales brochures. Once we have paid for production and arlwork costs there is minimal further expenditure." 
The other curious fact about low-price is the fact that, while it may be squeezed by falling prices overhead, the sector itself is pretty much piracy-proof. Even as File- sharing and CD-burning appear to exact a toll on the frontline product, EMI Gold and many of its rivais offer product which is hard to find, usually aimed at an âge group which is still happy to buy music and at a price which, in any case, renders piracy virtually pointless. ojlutely commercial, ludicrously prolific id incredibly reactive to the demands of "We are selling music to the 30-plus âge 

"We've got an ideas list as long as your arm," says Wilson. "Some of the projects ideas are saies-related, with retailers requesting repertoire that we are 
One of our consistent 

strengtfis, in addition to 
quality product, has been 

our affordability 
Jon Wiison 

market that is buying more phy product than digital," says Woof. 
The label's view is that, as responsive as the low-price market is to qualily, nothing stimulâtes sales quite like ar 

"One of our consistent slrengths, in addition to quality product, has been our affordability," says Wilson. 

Whichever way the wind is blowing, this is the sector of the music business which always tells the whole truth about popular tastes - that almost anything goes, given the right With the exception of the very latest Ireatment and that somewhere there is a releases, EMI Gold has a high-quality market, however small, for just about harvest of repertoire to draw on, from the anything you can imagine. past four décades and beyond. 
EMI GOLD 10TH ANNIVERSARY BROCHURE 3 
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With the exception of the very latest releases, EMI Gold has a high-qualifyi ^ 

PICKING THE CRU 

Some might envisage the job of a major company's iow-price departmenl as being ta use the weaker repertoire 
go near the good stuff. But, in the case of EMI Gold, at least, they could not be more wrong. 

can represent something of a watershed moment. Chas & Dave (see breakout) are an example of just how popular a Iow-price artîst compilation can become when the stars are in alignment. 
CHAS & DAVE RETURN TO RECLAIM CROW 

| With a catalogue the size of EMI's, it is not i surprising lhat the odd thing can go astray 

There is a significant ami and high profile catalogi the Gold team understandably don't have access too, though the majorily of the catalogue is accessible to them and there is more than enough for a top quality and high volume release schedule for the foreseeable future. 

hat case, a blockbuster emerged out of nowhere, but just as often, EMI of frontline Gold's repertoire décisions owe themselves to common sense and good customer research. 

period or 

"We're re very aware of which repertoire we can and can't touch," says Wilson. "We always have to be careful to avoid competing with 

As well as d 

"We have a brainstorm meeting with our sales team once a year to review the last 12 months, discuss ideas and plan ahead," says Woof. "From that cornes a lis) of potential tilles 
off ail to,devel?P °nd 

EMI in the late Seventies/early Eigh the détails of their tenure with the label had teen overiooked as their hit-making era ippeared to have waned and their catalogue had been filed in a dusty corner of the vaults. However, while record companies may forget, fans and artists generally do not. 
"Chas's wife approached our Business Affairs department requesh'ng a license of the EMI Chas & Dave repertoire, to re-releasc h," 1 covermg orr au re|ease fc;r the the artists and genres, we year ahead. Many 

try to cover ail the différent of ,hese are in 
t . response to request format options from retaii." Colin Hennessy Where single-artist , , —   albums and compilations are concerned, and contraclual issues. With pre-Eighties there is a certain symmetry within a artists we have more freedom; thereafter large record company, which partly we have to be more cautious. As part of dictâtes the activity of the Iow-price a larger EMI Catalogue team we make department operating at the bottom of re consult the relevant parties, bolh the pyramid. "We try to c< internai and external." 

c industr/s current pace of change, and there is an inévitable gravitational force which acts upon 99% of artists - or perhaps, ultimately, ail of them. 

possible to have a Iow- price collection by," says Wilson, "So if the other labels permit and it doesn't interfère with existing releases or future plans, Gold will put a release out and that artist will be represented at ail 
"We are still banging on the door of those artists we don't have collections of," says EMI Gold senior national account manager Colin Hennessy. "We are moving into the late Nineties now and there are so many artists there that are deserving of a budget collection." 

With the most popular artists, this model works well, according to Woof. "Blondie is a case in point; there is Very Best Of at full price, a Best Of at mid, and a Collection at low on Gold," he says. 

Chas & Dave repertoire, to re-release it," says Wilson. "She said we had a couple of albums and asked îf they licence them, because they were currentiy unavailable. 
"After some digging, if turned out we owned threc original albums - two studio LPs and a live album recorded at Abbey Road - which induded some of the biggesf hits they had, such as Rabbit, Gertcha and The Sideboard Song." 
With Chas & Dave's co-operalion a two-disc Best Of The EMI Years was compiled, comprisîng the three albums and a number of outtakes and B-sides, and 20,000 cc 

todo/s bands," says Wilson. "We really struck gold with that1 " 
promptly flew off the rocks, with hardly any marketing, apart from the endorsement of the duo themselves. 

they l't appreciate how massively popular ' still an    ire, and the legendary status 

"When we looked into it, it tumed out they shll had a massive following; they were still gigging extensively around the country and they were being name-checked by a lot of 
In a hugely compétitive market, the -t ' al peop.c expecf in 

In this case, the invofvement of the artists dearly helped to drive the release, bolh internally and externaliy. "We got them t and although they were a bit wary, """V in to see a big label after ail thèse years, * ended up singing in the office and havtng 

their 

For the greater mass of artists, there is no doubt lhat a first Iow-price release 

Some of our tilles act as samplers for an artisl's back catalogue, he says. "They are still strong albums in their own right, but they will contain less hits and more B sides, album tracks, rarities and so on." 

un. or marenal peo| Iow-price package ^unnnuus to ri ail the time and may provide another spurforanew product. "The standard 
for budget as a price point iscatching up wnhm.d-and full-price releases 

tH ANNIVERSART BROCHURE 

It might be a question of initiating a double album or a boxed set where previously a given artist or genre was only represented by a single CD. "Where there is a high-selling single CD of an artist in our catalogue, we look into the viabilily of also releasing a double- or even a triple-CD set of that artist," says Wilson. "As well as 
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ity harvest of repertoire to draw on, irom the past four décodés and beyond 

■AM OF THE CROP 

right old laugh," says Woof. "Ail these heads were turning as they walked through and, on ihe way out, the whole office was bowing down to them lilte they were gods." 
Wilson freely admits that another pleasant surprise of a similar kind could be wailing around the corner. "That will no doubt , happen again with somebody else, where wi ,3 ' suddenly discover what we have got," he the) says. "We can often help spark off an artisfs ! a i revival, then join in with it and help it alo— ° 

covering off ail the or genres, we try to cov format options." 
Every so often, a genuine gap becomes apparent in the catalogue where a particular artist has managed to go unrepresented. "We are constanlly finding artists we own repertoire of, for 

example The Nashville Teens or Chas & Dave, that are not represented in the catalogue," says Wilson. "People are always spotting gaps in the market and, with a 100-year-old catalogue, we are constantly pulling out ail sorts of things we never knew we had." 
Another important source of additional revenue is business in revamped versions of once-healthy sellers which have become a liftle "tired", The label keeps a constant eye on sales figures and if an album has done less than 200 a year, will think about deleting or repackaging it with new artwork and track list. 
Often the solution to the moribund sales of a particular catalogue item will be remarkably simple and surprisingly effective, Woof reveals. "For example, our Collection by Mud, which used to sell healthily, was starting to underperform, so we revamped it with new artwork and track list, re-launched it and sales shot up again," he says. 
In other cases, the results are slightly more subtle. "The Culture Club and the Human League were doing well," says Wilson. "But they needed a boost so we re-worked and re-presented them to the trade and they performed even beUer." 
However, it is not always necessary, or even helpful, to freshen an album up. In fact, where an album has become a well-known item in ils own right, meddling with the formula can sometimes be entirely counter- productive. 
"Some of the covers are synonymous with the album," says Hennessy. "The Beach Boys' I Love You, for example, we would never think about changing that cover. Some sleeves become stale, but some become classics." 

DESIGN KEEPS QUALITY HIGH 
its releases, while consumers clear prize them for their affordability and value. But a fightrope must be walked between the demands of the market and the sensibilities of its mid and full-price 
Somehow, EMI Gold has la produce high-quality producl which sits comfortably in its low price point, without alienating consumers and retailers or compromising the rest of the catalogue releases. This is not always easy to achieve. 
"We put out a lot of albums, but we have hîgh standards," says Wilson. "We try to make sure our single artist booklets contain sleeve notes, photos, pack shots and other memorabîlia, fhough there is only so far we can go, because the price point is restrictive and also there is a balancing act between high volume and qualily." 
There is certainly a line where good value Hps over into something approaching a premium product, and EMI Gold is careful not to trip across it. 
"If we suddenly start doing albums fuil of hits, 20-page booklets with extended sleeve notes and spécial packaging, our mid-and full-price colleagues will quite 'ghHy objecf," says Woof. "It ail goes ito the same pot at the end of the day, nd we have got to be careful that retailers find room for ail of the releases across the range". 
Clearfy, co-operation among the catalogue departments is crucial, and this has increased significantly in the past few years, according to Wilson. "Everybody is aware of what else is 

make sure we don't put out an album that competes with ourselves." Director Of Catalogue & EMI Liberty Steve Davis oversees releases from both the Catalogue and Gold areas, which further ensures that potential dashes of interest are avoided. 
Another area of the team with similar high standards is The Red Room', EMI's in-house art départaient, which handles projects across ail price-points and is not in the business of pulting its name to half-hearted design work simply to reflect a low price. 
"We design budget, mid-price and full- price albums and the design of the budget albums will often be as good as the other ones," says EMI art director Drew lorimer. 
The Red Room handles 90% of EMI Gold releases and 80% of catalogue product, and traditionally it has mode the distinction between the two by reining itself in on détails such as the design of the inside of the booklet. 
"We are consciously aware of the need not to go over the top and make the low price releases too elaborate, but wc always deliver a qualily product, regardless of the price point," says 
Ail that being said, where there is no mid-price or full-price competitor within the wider EMI catalogue, the art déportaient has a much freer rein to add value with very strong design. 
"We maintain high standards right across the board," says lorimer. "So that means if you buy an EMI Gold 

EMI GOLD 10TH ANNIVERSARV BROCHURE 5 
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Releasing titles by massive stars such as David Bowie, Roxy Music, Meat Loaf and Blanc 

CREATIVITY UNDERPINî 

The question of exactly which EMI Gold release has sold the most copies over the company's 10-yeor lifetime is one which release it and say, 'Why didn't you provokes a degree of debate wilhin the involve me?' so we try to when eve team. For the record, the records, when consulted, reveal that the winner is Frank Sinalra's 20 Classic Tracks. 
can," says Woof. 

Certainly, everyone agréés on a handful of candidates for the EMI Gold hall of famé, induding Matt Monro, Nat "King" Cole, Dr Hook, OMD, Blondie, The Beach Boys and Peler Tosh. And, while many low-price releases in the long term represent fairly minor additions to an artist's catalogue, there are also those which emerge as genuine classics. "The Peter Tosh has done ridiculously well," says Wilson, "partly, I think, because it was one of the first Peter Tosh low- price releases." 

Some artists will volunteer unreleased material, recollections, unseen photos; some may even suggest a Irack listing. "It always enhances a package when you have an artist offering rare tracks from their own archive, unseen photos or their own sleeve notes," says Wilson. 

Likewise, The Beach Boys' I Love You - with its instantly recognisable cover shot of the title 

"What you end up with is an officiai, quality release that the artist and fans are really happy with, and it is obviously best to have them on board than not. The release can then be promoted on the artist's website, if they have one, or fan club site. As we don't have much marketing budget, we have to be a bit ithatside 

nside a heart on a sandy beach - is a definite perennial whose place in the cotalogu 

It is always nice when you portantÎLa' 
have an artist coming up 

with a rare track from their 
own archive 
Jon Wilson 

guaranteed for many years to corne. 
Wherever possible, EMI Gold does its best to secure the involvement of the ts themselves in both the conception 

One fact which might surprise those unfamiiiar with the low-cost arena is that ostensibly premium releases, which one might expect to sell, very often do little business at the lower price points. 
"Some things we have thought w^ and the promotion of new releases. "We going to be big have underperformed, do get them involved where we can, and says Woof. "We used to really value if they are contactable," says Woof. "We price-point réductions of well-known have worked recently with Bobby Vee, 

Low-cost releases out under the radar, only coming to the attention of the artist when he or she looked at a royally stalemenl or came across an unfamiiiar product in a shop. But even older arlists have no excuse n< to be aware, since the world went 

albums, because we always thought they ought to do well. But we were disappointed to find that they didn't sell as well as expecled, because these once have snuck albums have been available for so long that most people who wanted them have already bought them at full- or 

Big names: low-price releases from Dean Martin, Blondie and Peter Tosh have ail been 
years and now rarely takes on original albums. "We tend to create something 

But, while a particular album may have little or no life left in it by the time it descends to low-price, the songs it contains often will, if they are packaged 

The Bowie Collection is, once again, a case in point, collecting less well-known gems from the slar's golden period, including Low's Always Crashing In The Same Car, Scary Monsters' Teenage Wildlife and Hunky Dory's Andy Warhol. The Collection consists entirely of album tracks and is given an extra gloss by the fact that Bowie himself was involved in choosing the track listing. 
"What we have increasingly produced are collections of the biggest names which act like samplers for an artist's back catalogue, but are also designed to appeal to fans," says Wilson. "We did Roxy Music, David Bowie and Stranglers Collections where we have 12, maybe 14, tracks but few hits." 

"With higher-profile artists we might leave the track list up to them, they can choose favourite songs, album tracks and we will promote the catalogue and website, and it does really well," says Wilson. "These collections inlroduce many people to an artist's catalogue for an affordable price, and hopefully leads 
6 EMI GOLD 10TH ANN1VERSARY BROCHURE 



6. THE HOLiiES - Spécial Collection (CDTRBOX 28C 7. HUMPHREY LYTTELTON Best Of (583 2802) 8. BOBBY DARIN - Capilo Years (CDTRBOX 348) 

THECIASSIC 
comedybox 

londie at low-price has required Imaginative thinking - and carefully targeted packaging 

IS BIG-NAME RELEASES 

byEMI 
to them dipping deeper into that catalogue. The album also has a collectabililly appeal to the die-hard fan." 
An early example of the genre was The Slranglers The Collection, which dates to 1997 and mixes album tracks with a handful of greatest hits staples such as (Get A) Grip (On Yourself) and Walk On By. "That was one of the first Gold releases, and it is still going strong 10 years later," says Woof. 
In the multi-artist compilations field, the qualily of the releases is more remarkable still, with many collections benefiting from almost wall-to-wall hits. 

now in its fourth volume," says Wilson. "It is a strong album in its own right, but importantly promotes EMTs guitar-based talent. This îndudes established acts such as Radiohead, Coldplay, Blur mixed with "newer" bands such as The Bees, We Are Scientists and Morning Runner. 
Given the full-price profile of the bands in question, there is no particular suggestion that such releases cannibalise sales al higher price points. Nonetheless, The Alternative Album has sold 90,000 copies of its first volume alone, and well over a quarler of a millioi ss the se 

"We have an Alternative Album which is But it would be a mistake to imagine that 

EMI Gold can only generale sales where it has the benefit of high- profile, contemporary material. Far more oflen, it is the niche and nostalgie artists who provide the most satisfying relums. 
"We are not afraid of taking on anything and everything," says Wilson, trawling a mental archive for the most appropriate example. "The Very Best of Reginald Dixon - 40 Wurlitzer Greats," he suggests. "We have released many albums by artists some would judge as 'obscure', but something like that might sell 5,000 to 10,000 copies in a year. Reg Dixon was a true legend and has sold hundreds of thousands of LPs over the years - there are still many 

Working in a niche market, there is also an enormous amount of help and information which can be drawn from the fanbase itself, particularly since the emergence of the many thousands of online communilies which dedicate themselves to the music of a particular artist. 
"We produced our new Kim Wilde Collection in association with the fan club, who were delighted to be involved and advised on the track list and artwork, even suggesting rarities from the vaulls," says Wilson. "The fans were clearly happy with the sélection, which includes previously omitted favourites and remixes, as sales were strong." 
EMI Gold's six-strong team is remarkably self-sufficient where repertoire development is concerned and, unlike many catalogue companies, it needs to call upon relatively few freelancers to fill in the cracks in ils expertise. 
"We used to use a lof of consultants in the early days, but we have learnt a lot over the years and we have become pretty adept at doing most things ourselves", says Woof. "There are still a few experts we use; Colin Brown's knowledge of Forties and Fifties music is legendary within the industry, for example. For original swing and big band albums, he has corne up with some real old gems that he keeps in his garage on 785." 
Olher releases spring up from almost subliminal sources, as in the case of Jake Thackray, the Yorkshire-born singer- songwriter who enjoyed hits such as La Di Dah and Sister Joséphine and became a fixture on That's Life. A Collection inspired from a 'Thackray Street" sign has been a huge success. 
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Limited marketing budgets have encouraged strong partnerships with retail 

RETAIL LINK-UPS 

POWER MARKETING 

w-price margins leave lîttle left over for because the Sony BMG and EMI marketing, which is why EMI Gold works so bord to forge partnerships with bricks-and-mortar retailers, e-tailers, mail order companies, broadcasters and any Every other third parties who can help ' " provide extra profile. 
Noone in the music industry needs reminding of the power of the supermarkels and it is no surprise that EMI Gold's retail exclusives turn o' 

and again, the label will license a track or two if the combined catalogues offer an omission where a particular genre-based set is concerned. "We do license tracks when we think something is going to make a différence, for example on the Glam Rock album where we needed to add a iarly as much as the rest of its releases couple of key artists," says Woof. put together. In practice, however, with the : the EMI catalogue the need only rarelyarises. 
of 

Some of EMI Gold's surprise retail hits 
"Those are a huge part of our busines says Colin Hennessy. "Tesco is the largest client we deal with. That is a prime example of a label and a retailer TeSCO ÎS Q prime example of classification. 

" = l=bel and a retailer IZTJSt" demand, basically." WOrking together tO satisfy some time 
tl ,, ,. market demand wondering where Ine relatronship _ .. m its pnnted belween EMI Gold Colin Hennessy catalogue the label and Tesco alone might have filed its hos spawned more than 500,000 album of Birdsongs, under 'Various 

In much the same way as it tailors releases to the demands of the multiples, EMI Gold puts together bespoke releases for catalogue mail order companies such as Nostalgie Direct, which offer bolh an invaluable market insight and a platform from which to sell specialist repertoire, very often from the Fifties and before. 
"Sometimes mail order sell albums that retail hasn't got space for - real deep catalogue that might sell well if "  given a chance, but  L 
get racked i 

boxed sel sales, and a new bespoke range of 21 multi-artist double-CDs focusing on popular genres, including Best Of The Movies, Blues, Punk and Glam Rock recently hit the supermarket's shelves. 

HMV, WHSmith, Sainsbury's, Our Price, Boots and Virgin Retail among olhers, allhough it is the relationship with Britain's largest retailer which is currenlly the mosl fruitful. EMI compiles its lalest Tesco compilations as a joint venlure with Sony BMG, giving a guarantee of a fresh approach, simply 

Artists', perhaps? What is not in doubt is the fact that it has sold something in the région of 5,000 copies, despite the fact that it was put together solely for one retailer. 
Catalogue-based mail order may play only a limited part in the mainstream music market these days, but the format could have been invented for the more niche titles in the EMI Gold 
"They will take a lot of the things that we schedule, and will suggesl releases they can sell too," says Wilson. "A lot of it niche product, for example comedy, or 

that Steve Pritchard and Pete Duckworth [co-managing directors, EMI Music Marketing] put together, which enables us to use the brand across ail price points" says Woof. 
The arrangement, which has so far yielded albums based around programmes such as Heartbeat and Cold Feet, differs from the Disney deal in that EMI has licensed the ITV brands, rather than a large volume of material. 
A Heartbeat boxed set, for instance, has performed extremely well, as has the Heartbeat Love Songs collection, 

be overlooked," says Woof. "Mail order is différent - you can just put the album in a catalogue and it advertised directly to the cor audience." 

wen m h wus me neartoeat love oongs coik where it does both of which consist of Sixties ™,.a- drawn from the EMI It is always nice when you vaultsi not a'1 of 

have an artist coming up f|^|driiy 
with a rare track from their have featured in 

own archive the programme 
Jon Wilson 

In that respect, the ITV arrangement is a genuine collaboration, in that each parly brings 
Exclusives with retailers of various kinds are one key marketing tactic; another is the licensing of third- party brands and catalogues to provide a point of différence in a crowded market. 
EMI's deal with Disney runs across ail 

""'-"«-s-» 

s-vjiiuuuiuiiuii, m inar eacn pany uuuya something to the table which the other lacks and, without the collaboration, the product would simply not exisl. 
"Heartbeat as a brand is synonymous with the TV programme and with Sixties music, which is something we have got a lot of ," says Hennessy. 

ice ponus, our nos a sigmhcant impac -.1 the low-pnce catalogue (see plO), a does a relationship with ITV, which gives EMI the rights to the brand and image of spinoffs from some of the broadcasler's besl-known sériés. "We have done a good deal with ITV 

collaboration even more seamless. Ii a remarkably neat twist, recent seri of the show have drawn some of their background music from suggested lists of songs provided by EMI. 
8 EMI GOLD 10TH ANNIVERSARY BROCHURE 
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EMI's historic archive offers a strong vein of catalogue for the label to tap into 

DIGGING INTO AN 

ARCHIVE GOLD MINE 
A huge vault of material is only as useful as the filing system which catégorisés it ail, and EMi's 1 10-year history and lenglhy pre-rock'n'roll héritage has ensured that the master copies of the publicity re id ouf of the which er the 
"When EMI started, it was the 19th Century, and even by the tîme the wilder Sixlies came in, a lot of the staff who were looking after things still came from a much older génération," says Kate Calloway, senior photographie archivist at EMI's archive in Hayes. "For instance, when The Beatles were at Abbey Road, everything they recorded was kept, and ail the détails were written down in a card index system - although it has ail been digitised now." 
EMI Gold is among the main beneficiaries of EMI's careful caretaking, making fréquent use of the tape archive - held at Hayes, though the database remains al the studio - to dredge up unreleased or generally antique material. "I found and used a track from 1918 on an album once," fecalls Wilson. 
For anyone looking to Irawl the database of EMI's studio recordings, Abbey Road remains the place to slart. "The team at EMI Gold work with the tape library quite often, to try and find things that are on our computer system that sometimes may not even have been mixed," says Abbey Road post- production manager lucy Launder. 
We delve into the Abbey Road archives a lot," says Woof. "In the Fifties and Sixties, artists used to go into the studio 

and record 20 tracks. They would pick 12 of them for the album, but those other tracks quite often got put on a shelf somewhere and got left behind. Abbey Road have got ail the studio logs on a database and we often look through them and discover rare or unreleased material." 
"I dug up an Aima Cogan album that was recorded in the Sixties by Andrew Loog Oldham when he was producing the Rolling Stones. They mode her sound like Dusty Springfield, which EMI didn't want, they wanted the Aima Cogan they knew from the Fifties." 
The find was temporarily forgotten, but when Woof was pulting together a Cogan set with the coopération of the artist's family several years later, her sister, Sandra Caron, happened to recall the album, which she had never heard. 
"I told her I knew where it was," says Woof. "And a number of the songs have since seen the light of day on the full- price Cogan boxed set, The Girl With The Laugh In Her Voice." 
"It helps to work with the family for that kind of thing, when the artistis no longer around," says Woof. There are often a lot of détails only the estate knows about." 
Hayes itself houses an almost complété set of EMI releases, which often provide the raw sonic material for low-pnce releases of older repertoire, notto mention hard-to-find sleeve shots, 
"We have mastered from vinyl for Gold on a few occasions, because that is 

sometimes the only place we can get particular versions," says Launder. "They are always searching for tracks that haven't been released before; they spend a lot of time on research." 
As priceless as the tape archive is, Hayes' collection of images and artwork is almost as significant a day-to-day resource for EMI Gold. 

and going to the photo archives is a privilège. You are often wading through material that nobody has seen in years." 
The archive is a long way into a digitisation programme, so that whenever an image is requested within the company, it is scanned in. The image database now stands at around 75,000 items, though that figure represenfs "the tip of an iceberg," according to Calloway, because while some items in the list are individuel shots, others 

Aima Cogan: ÉMI issued rare recording produced by Andrew Loog Oldham 
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TOP 10 BEST SELLERS PAST MATT MONRO 
12 MONTHS - COMBINED 

1. MATT MONRO-The Rare Monro (2CD) (372 5582) 

WORLD CUP StNG-A-LONO 

SUPTOmira_CLUBAND england band 
?: VARiOUS-Disney Princess ^ÊNG^tDWÔRTC^ , .    4. ELO - The Collection CLUB - World Cup Sing-A-Long (355 9782) (358 9132) 

Sixties, Seventies and Eighties." 
"We probably have Ihe larges! photo library of any record label and it is pretty comprehensive, considering," says Calloway. "Obviously, any gaps would be relaled ta olher labels we have picked up along the way, such as Chrysalis and Virgin, but nowadays we are pretty well covered for most acts. 
"Even the American artisfs, such as Frank Sinatra, where they have sent over pictures in the Fifties, ail résidé in the archives. We are fairly good at holding on to photographie images. Over the years, there has been some destruction. EMI was involved in munitions manufacluring during bolh world wars, so that obviously disrupted some things." 

One more advantage of EMI's héritage is the continuily that can sometimes be available within the organisations. When Chas & Dave mode their glorious return to the company which had briefly steered their career in the late Seventies, for instance, it was discovered that the man who had engineered their early albums was still on the team at Abbey Road, now working in mastering. 
"Peter Mew has worked here for 41 years, so he actually recorded their early albums, and now he is remastering the latest project for DVD," says Launder. 

Needless to say, the archive is accuslomed to receiving image requests from EMI Gold and the nature of the requests provides a snapshot of the company's overall output. 

Between them, Abbey Road and Heathmans Studios carry out the majority of EMI Gold's mixing and mastering, and they duly get their own insight into the rate at which a bustling low-price company blasts out material. 

They can ask for anything, from the past 10 years right back to the Thirties," says Calloway, "but usually it's the 

"In August and September, Gold did a Tesco collaboration and we mastered a considérable amount of two-CD sets, jus over the course of a couple of months," says Launder. "On a monthly basis, we will do up to 10 albums for them." 

A licensing deal with US film giant Disney < 

DISNEY TIEr 

BRING < 
As large as EMI's owned catalogue is, there is no rule which says the company shouldn't go out looking for more, which is how EMI came to partner Disney after the film giant's licensing deal with Warner Music came to an end last year. 
"The catalogue department look after the full-price releases such as Pirates Of The Caribbean and Cars, as well as Disney some of the dassic soundtracks, such as The Lion King," says Steve Woof, "and we get more or less everything else, However, we can't necessarily do what we like with it; we work very closely in conjunction with Disney." 
The Disney catalogue adds up to almost 120 releases at low-price alone and, in the first year of the agreement alone, EMI expects to shift almost haif a million units of Disney product at mid- and low-price. 
"That catalogue only came to us at the end of last year and, in fact, our best- seller this year is our Disney's Love Songs album, which we put out last October and must have sold at least 25,000 by now," says Woof. 

[ The Disney catalogue is a hugely 1 welcome addition to the EMI Gold repertoire, but it is far from the | company's first experience of high- cuinpuny s nrsr experience ■ [ selling children's product. 

Frank Sinatra; EMI archive holds rare images 
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"We have a history of releasing successful multi-artisf compilations and branded ranges," says Wilson, who cites Ihe far reaching 'Hello Children Everywherel' sériés as a very successful example - and one which also taps into the ever-iucrative nostalgia market. 

m 

Festive crackers: The Disney Princess ChristmasAibi 
"We control fhe brand name, which has its origins in the popular children's radio show of the Fifties and Sixties, and for a few years have revived it to brand a range of themed albums such as Children's Sing-along, Party, Nursery Rhymes and Classic Songs." 
Brands as strong as Disney and Hello Children Everywherel already enjoy consumer trust which, along with quality of product, is one of the two key 
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ahnbutes of a strong compilation While me qua.ny o.     • release. And where there is no brand to has to be a given, perhaps th generate that trust, EMI Gold goes about standout charactenstic of tue generating its own, eye catching genenc sleeve artw . Even those who would rather not allow a EMI Gold Karaoké CD and DVD karaoké set mto their homes would have C? LC,ion 's Q sufficîently important part ta acknowledge tha e . the caloloque to merit its own karaoké characters which grâce the " me cat )rochure. °iogue to merit its own Since 1999 the label has ^sed a hugely diverse range of tilles i Karaoké Punk to Pub Sing-along, oners to Party, and they have ail well. 
and charm. 

and bold," says Wilson. "With this generic though flexible design, we have eslablished a strong and 

EMI Gold's recent flirtation with DVD has also spun out of the karaoké area and, • although the format is expensive to produce, the DVD business is certainly profitable even at low-price. 
Other key generic ranges in the Gold catalogue include, the Original... Album sériés, now over 40 titles strong and extending into a box set range, The Most Awesome Line Dance Album, a leader of its genre with over 10 titles, a "2on 1 " nostalgia range, a very strong "EMI Comedy" collection and "Greatest Hits Of..." three-CD box set eries which is performing well and expanding rapidly. 
The Christmas albums in which EMI Gold also spécialisés represent a reliably healthy proposition, perhaps because, for better or worse, Christmas is one of the strongest brands of ail. 
The arrivai of Disney has given a significant boost to the Christmas range, with titles such as Christmas With Disney, The Muppet Christmas Carol and Beauty and the Beast: The Enchanled Christmas ail primed for the festive market. But elsewhere, the seasonal catalogue offers familiar and very popular delights. 
"People tend to buy similar Christmas albums every year," says Wilson. "We do repackage and release new titles, but there is only so 

quantily of that." 
Key Christmas titles include the Frank Sinalra Christmas Album, Dean Martin's A Winter Romance, Bing Crosb/s Winter Wonderland and a Christmas Party Album boasting staples such as Wizzard, Mud, Diana Ross, Bing Crosby, Hot Chocolaté and the Beach Boys. 
"Retailers know what we have got and EMI has one of the strongest Christmas catalogues in the business," says Wilson. "We've got Frank, Dean, Nat 'King' Cole, the choir of King's Collège. We also have a lot of pop hits and dassic easy favourites, and it just works, 
It looks very much as though EMI Gold can look forward to another successful 10 years in the low-price business. 
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