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Get the top 

performance 

oui of your rlghîs 

Know your rights and 
collect your dues 
Whether you're performing live on stage or 
in the recording studio, you give ail you can 
- but are you getting ail you should? 
If you've been particularly successful, your 
recordings could be heard hundreds of 
times every month, every week - or even 
every day. 
In the UK alone, a host of télévision and 
radio stations with national coverage give 
air time to recorded music. Thousands of 
pubs, bars, restaurants and other public 
spaces also play recorded music. 
That's a substantial amount of air time 
for your work - ail of which will produce 
considérable revenue from performance 
royalties and other neighbouring rights due 
to you. 
When you multiply this Worldwide, and 
factor in the additional challenge of 
régional variations, you begin to see the 
potential - and the complexities - of 
collecting your dues. 
What you need is a group of skilled 
professionals, acting as an extension 
of your business team, working with ail 
parties, collecting and distributing what's 
due to you in a bespoke, professional and 
- crucially - forensic manner. 
Which is what Compact Collections 
Performer Services can do for you. 
A sound company 
Compact Collections was formed in 
1994 as a business venture with PAC! 
(Producers' Alliance for Cinéma and 
Télévision). 

Our record speaks for itself in the 
music, film and télévision industries, via 
music publishing, and in the collection 
of secondary film and TV rights. Over 
the years, Compact have collected and 
distributed over £100 million in royalties on 
behalf of our high profile clients. 
Our Performer Services division has 
been hand-picked from key areas of 
the creative industries, and is backed 
by an international infrastructure with 
représentation in Germany, France, Spain 
and America. 
With expertise like this, covering ail 
aspects of the copyright business, we 
can offer you an unrivailed personalised 
service - and play a valuable part as an 
intégral member of your business team. 

Find out more at Midem 
Having an efficient, dedicated, 
independent collection company working 
for you will increase your income from 
neighbouring rights around the world. 
If you'd like to know more about our 
performer services, and how - by adding 
Compact Collections to your team - you 
can maximise your income, please visit 
us on the 'British at Midem' stand, or call 
Paul on +44 (0)7824 414700 to arrange 
a meeting. 
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It's ail change for 2007, as senior heads roll at EMI, HMV and the BRI in week of drama 

New year révolution 

By Martin Talbot Eric Nicoli took the helm at EMI last Friday, after a week of the long knives which saw the record indus- try fadng 2007 with new leader- ship across the board. Nicoli assumed the rôle of CEO of EMI Music - tlius relinquishing his rôle as board chairman - after taking the shock décision to fire Alain Levy and David Munns last Thursday night The I n of ev dramatic week. The préviens day Steve Knott left his post as HMV UK & Ireland managing director, by mutual agreement, a move which will also see him relinquish the rôle of chairman of retail asso- 

In-depth focus 
on MidemNet 
AsMidem approaches fast, MW reports on the trends 
affecting the digital and 
mobile markets pl5-19 

longside chairman Tony ond-half 
But the most dramatic move- ment of ail centred on EMI, with staff at both the UK head office in Brook Green and the global HQ in Wrights Lane in the dark about the changes until late last Thursday night. Many of EMI's artist man- agers also found out about the changes from Friday morning's news bulletins. The décision to fire chair- man/CEO Levy and vice-chairman Munns was taken after a revenue 

October 1 last year 'below prior expectations", accordingto an EMI 

k market conditions, particu- over the Christmas period, lower-than-expected sales EMI Music's portfolio of sec- " :ases to date". The pub- lislung company continues to per- form well, the stalement added. Levy and Munns' failure, according to one source, was not taking the key next steps after bringing new discipline and a hard- noscd business approach to EMI when they took over five years ago. The statc of the market and expected dismplion of the business because of the restructuring led EMI to predict a décliné in full- year revenues of 6% to 10%, year- on-year. A restructuring designed reduce the size of EMI's cost base - amounting to almost 20% of 

overheads - w mounced, adding an extra BHOm in savings to its previously-announced cost cuts. These will be delivered over the next two years, with half reflected in the financial results for the year to Mardi 312008 and the rest in the year to Mardi 31 2009. The majority will be delivered through élimination of fixed costs - réduction of front- and back-office overhead, as well as central over- heads at EMI Music and EMI Group - with a small proportion coming from a permanent réduc- tion in the variable cost base. They will be generated largely from EMI Music, with some from EMI Music Publishing. A senior EMI source indicates that the US company will bear the brunt of the pain, There will be 

big changes in the US, especially with Virgin and Capitol, with a consolidation on the East Coast," he says. How the d on the UK ren: Il impact 
m One s rd on any changes is 

ary. But, like ail m says one source, EMl was nound to be examining its opérations after a disappointing Christmas. One source says, "Ail of the major companies - aside from Uni- versal, perhaps - will be looking at their opérations and EMI will be no différent from that. VVhat hap- pened on Thursday evening will not change that particularly." inartir!@musicweekcom t See HMV news, p3; EMI news, 

Lovîng that 
syncingfeeling 
The creative and financial 
rewards for syncronisation 
have never been so good 
for music publishers p20-22 

Talent focus 
on Yorkshîre 
Accompanying this week's 
free CD, MW focuses on Yorkshire talent, such as 
Four Day Nombre (pictured) p23-25 

For the latest news 
as it happens, logonto 
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@ The departure of Steve Knott from 

HMV felt a bit of a shock to the System 
last Thursday' - Editorial, p28 

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

Your guide to the latest news from the music industry 

MTV présidents 
step down 9 MTV Netwofks' président and COO Michael Wolf and président of affiliale sales and marketing Nicole 
departure cornes after 15 months in the job. MTVN will begin searching to replace the pair immediately. ® Orange has created a new UK Music team, appointing Richard Wheeler, ex-vice président of digital business development for Sanctuary, as head of music partnerships for Orange UK. and moving Hayley Uoyd internally to become the new music relationship manager. ® Xfm London has appointed Mark Rivers as marketing manager. He joins the team from The Guardian, where 

Eurovlslon appr 
® Beggars Group head of média Rich Walker is taking charge of a re- organised press department at the indie. The department has been tumed into a "média department" to help exploit new promotional 

into working practices, alongside 
• Legendary country rock guitarist "Sneaky" Pete Kleinow, one of the 
died at the âge of 72. He began his 
effects artist before joining former 
Chris Hillman in the Flying Burrito Brothers in 1968. • Education Secretary Alan Johnson is ta discuss the Music Manifeste at a conférence. p5 • David Virr, the man who discovered UB40 and signed tlicm to 

:d 58, Virr, foi 

The Prodigy have teamed up with Coolcing Vinyl for the release of a new studio albiini, expected later this year. The album will be released on the group's own label Ragged Flag in partnership with the indie and its overseas affiliâtes. Cooking Vinyl managing lirector Martin Goldschmidt iffirms that the deal takes the 
be honoured with an officiai Parliamentary tribute during his ing UK tour Paxton will vi Parliament on January 22, when he 
• Susan Stone, who joined Leap Music last June following a career in research and programming on the US West Coast has been promoted to music services manager • Former Virgin Radio chief Fru Hazlitt is being linked with GCap p6 

MPs debate 
Gowers review 

software package Protégé. • Cisco Systems, which owns the 
Apple for trademark infringemt agreement for Apple to buy the iPhone trademark from Ciscn w 
Apple's unveiling of its 

questions about the Gowers Review in a Parliamentary debate last Wednesday. Perth and North   "" îWishartquizzed DT1 mimster Malcolm Wicks in an a'tjjc "^Int debate on a number of issues relating to Gowers and copyright term extension. Wishart, a 
did not get many concrète answers 
• Virgin Retail has reassured customers that its digital service in the UK will not be affected by the closure of Virgin Digital US. © Sainsbur/s chief executive Justin King admitted last week on BBC Breakfast that his Company was "stealing" business from entertainment retailers after the supermarket posted its eighth consécutive quarter of like-for-like sales growth, on the back of a strong Christmas period. Like-for-like sales rose 5%, excluding fuel, for the 12 weeks to December 30. Meanwhile, 

consumers premium products such as pre-loaded full-length songs, ringtones, 
and wallpapers. • Ofcom has awarded Aberdeen a new FM local commercial radio ^ 
Aberdeen FM « The MCPS has announced that rates for production music in 2007 will remain frozen at 20061 ^ changes to the e of MCPS 

The 

"This is the biggest deal we've ever done. It means that The Prodigy can choose their idéal team in each territory," he says. The group's manager Mike Goldsmith says Cooking Vinyl felt like the right home. "Liam [Howlett] felt that having been with an independent. wc didn't want to suddenly go into a bigger label and become part of the mix," he says. 
rival WM Morrison reported buoyant sales for Christmas. The retailer announced that sales, excluding fuel, rose 63% in the six- d New Year period. 

Motorola calls 
on Warner • Motorola and Warner Music Group have announced a global 

Irish awards 
unveil shortlist @ Snow Patrol, The Divine Comedy and Duke Spécial have been shortlisted for the Choice Music Prize 2006. The winner of the Irish Album Of The Year will be announced in Dublin on February 28. 

Macworld in San Francisco early last week. However, with no agreement reached, Cisco is taking légal action. Forum p25 ® A group of music retailers is threatening the Government with légal action over the Clmnnel Islands tax loophole. This allows CDs to be imported into the UK without paying VAX The retailers say the Government is breaching European law by allowing a tax relief that distorts compétition, ® A French court has ordered Sony France to make the limitations that are caused by its DRM software clear on the packaging of its digital music players. French judges say that the limitations that exist on Sony's digital Walkmans breach France's rules against "linked sales". 

• Radio Two is to air an hour-long Sparks documentary, charting the 35- e of pop's most The show will 

System requiring ph stop Ucket touting. Ticket registration will be introduced on February 1. and everyone applying for a ticket will have to provide fiill contact détails and a passport photo. • The 25 finalists in this yeaKs Australien Music Prize have been announced. They include The Grates, with their 2006 début Gravity Won't Get You High, Howling Bells' self-titled début, Dappled Cities' Granddance and The Hard Road by Hilltop Hoods. ® Universal Classics & Jazz has launched a downloads site. p4 • Organisera have revealed the 10 finalists for the Radar Festival new music video director compétition. The shortlist includes Kazcai for The Kills. Passion Is Accurate, James Healy for Clark, HerrBarr and Kim Albright for Souvenir, There Is Only One Ihing Left Now. The awards event takes place at the Apple store in London's Regent Street this Friday. © Ofcom is overseeing a debate on the future of AM radio. p6 
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wecks to Decembor 

Chain store bosses roll out initiatives to build on encouraging figures over past five weeks 

HMV & Virgin plan sales turnaround 

by Ben Cardew The heads of HMV and Virgin 

year though; sales for the 26 weeks to October 28 declined 8.6% on a like-for-like basis, as the group posted a loss after exceptional items of £31.8m. HMV is due to give a stratégie update on March 13 and group chief executive Simon Fox, who will take over as managing direc- tor in February pending the appointment of a permanent suc- 

ing the online business, improv- ing the supply chain and enhanc- ing store layout. 'I remain optimistic," says Fox, who joined HMV from Kesa in September, following the depar- ture of Alan Giles. "Having had a chance to understand the busi- ness and get to know people, there is no doubt that online and digital will be a big part of what 

further exploiting group synergies. its sales channels together Fox adds that no décision has coherent offer, That is very im been made on a replacement for  Knott and déclinés to comment on whether the 
And reducing costs [in the supply chain] is imperative to ail retailers," he adds. 

growth of 4.6% ir the four weeks to will be replaced," he says. "I am looking forward to getting my teeth into the rôle and getting to know the industry. When the time isright 

"Also we will look at how to make HMV stores more inspiring and how to improve the supply chain. By March, I will have had the chance to think through what I believe to be the best means to 

let Knott go was a move dnven by panic. "1 hope it isn't seen as a panic. It was a very considered décision by Steve Knott, myself 
he says. "We both felt fresh thinking was required. I 

Other plans for 2007 include the introduction of a loyalty card, adding new producl catégories and 

forward. With people 12 Zone goingbust it is important to be strong in the business. The market won't absorb growth in the number of stores, but it will absorb stores being better. That means strengthening in terms of the supply chain, margin, how to get the product in and the raix- ture of product"  

Era unties Knott, as deputy takes intérim chairman raie 
The Entertainment Retailers Association is meeting tomotrow (Tuesday) to décidé on a new chairman, after HMV announced the departure of UI< and Ireland managing director and current Era head Steve Knott Knott is to leave the retailer at the end of January by mutual consent and as a result will no longer be eligible for the rôle of Era chairman. Knott is expected to announce his résignation at the meeting, rather than hang on until the end of January. Under Era rules, deputy 

chairman Paul Quirk will temporarily assume the chairmanship and the board will décidé at the meeting whether he will continue in the rôle until September, when the organisation is scheduled to choose a new chairman, or whether to hold an immédiate élection. The move will make Quirk the first indie retail leader of the association since Andy Gray of Andys Records in the early Nineties. Quirk says he is looking forward to the opportunity. "It is another challenge and I am very 

proud to accept it", he says. "I would have to take on a more représentative rôle if I took on the chairmanship. I have specialised in the indie sector. That is something that can pass to another person in the courcil. I am sure I can represent our membership. I am chair of the Era /BRI meeting and I always take the Era view on that" The rôle of chairman for the OCC is also up for grabs. While Knott handed over the rôle to the BRI before Christmas, as part of a rotational policy occurring every 

] would have to take on 
a more représentative 
rôle if I took on the 
chairmanship Paul Quiik, Era  
the OCC's two joint owners the BRI and Era, it appears that Tony Wadsworth will not take on this responsibility himself when he becomes BRI chairman as plani The rôle instead is expected to be assumed by another record company 
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payments for November and December to most of its major 
£llm rtebBllankdotf Ireknrt 

rte 
Minister to address Roundhouse conférence this week 

Govemment to act 

on Music Manifesto 

"As far as I can see, the only thing that [the Music Zone man- 
Xngtas tog™ the wrong b^nk for a loan. The bank, as I see it, 
ïssriWSKr 

SBjHF sïÉEHH sell the business as a going con- cern. The firm placed an ad in the Financial Times last week 
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Fru Hazlitt tight-lipped as spéculation mounts over possible raie at GCap 

'Business as usual'at SMG 

as ex-boss is linlœd to rival 

by Jim Larkin Former Virgin Radio boss Fru Hazlitt is being tipped to emerge at GCap in May, but spéculation rages as to whether it will be as part of thc management team or as the head of the entire group. Hazlitt announced her surprise 

as meaning she aims eitlier to seek venture capital fiinding to stage an ambitious takeover bid for GCap, or that the group had offered her a place on the board, tvith responsi- bility for its London stations. Experts consider the latter 

Hazlitt didagoodjobat 
Vit-gin and she's got the 
personality and the 
support to succeed Richard Mcnzies-Gow, analyst, Dresdner Klcinwort 
to its lowest audience share at 4.7%. Hazlitt's job, says Hitchcock, would be to restore audience and to assess whether the décision to halve the length of ad slots has worked. Other analysts fancy Hazlitt could succeed in drumming up the private equity support to lead a buyout of the whole group. "It would be a big deal to get the "market spéculation". However, financial backing, but she did a analysts helieve there is every goodjobalVirgin and she's got the chance of Hazlitt being reunited personality and the support to suc- with her former employers. 

which now makes a 50/50 split in ownership of the combined group look likely, although Men- zies-Gow believes UTV sharehold- 3 feel disappointed with such a deal as 
Spéculation also suggests SMG has a change of ownership clause over Virgin Radio, under which Richard Branson can take back the Virgin name should SMG be bought, meaning SMG could even end up taking a 51% stake. Hazlitt's replacement at SMG is Virgin Radio programme director Paul Jackson, who was acting chief executive of radio for SMG for five months before Hazlitt's arrivai in August 2005. Because of his involvement in so many of the décisions under Hazlitt's tenure, he says his promo- alyst Richard 
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Ofcom debates could outline future for music 

New talent given 
Radio One slot 
© Radio One has made its early morning Friday breakfast show a home for emerging talent by givirg it over to new presenters each week. The slot, which runs each Friday between dam and 7am, is intended as a showcase for new DJs, who will présent the show on a rotational basis. The first such présenter was Radio One Surgery host Letitia, who kicked off the concept last Friday. © Xfm London has made a raft of changes to its weekend schedule in what is the first reshuffle to be made by new programme director Adam Uytman. On Saturdays, Guy Garvey's show Payola is to extend beyond its 
broadcast in the capital, while former Xfm Manchester breakfast DJ Paul Tonkinson will take over the late morning slot on Saturdays in addition to his weekday shows. On Sunday, Steve Harris will fill the 4pm to 8pm slot and The Rock Show will move from Fridays to Sunday nights. O GCap Media has promoted Darren Henley to managing director ' of Classic FM, giving him responsibility for programming and 

which will go out be'tween 6°J0pm' and 830pm every Sunday from Janua^ 28, replacing the long- 

er 



The first 

stop for 

music video 

For anyone involved in music vision a 

subscription to Promo is essential 

Every issue gives you: 

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

interviews with the hottest new directors. 

features on the business of creativity. 

data, including full production crédits for 
UK and US music videos. 

contacts in the directory with twice as 
many company listings. 

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

And in addition four times a year Promo 
subscribers will reçoive a free DVD which 
showcases the best new work. 

www.promonews.co.uk 



Managers wake up to 
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Disappointing Christmas for major labeijw; 

EMl axe falls 

■.ssassttscs began considering his options fol- 

s 

of the Court of 

ts Lane and removed of The cl 

Although initial sources indi- realignment will see publishing 
WamerMusic'global'chLfllo'er Ames was being lined up to X ""'"WhLTthis do^y'Xng 

Levy and Munns 
Alain Levy and David Munns are years. During their five-year run I paying the ultimate price for fail- Levy and Munns could point té 



Reporting: Stuart Clarke, Ben Cardew, 
Martin Talbot, Paul Williams 

si was final straw for chairman, as Alain Levy and David Munns are sacked 

Is after annus horiibilis 

firing of Munns and Levy, with 
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is pay for lack of US success 
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ings^h^ CoUplayCTTbnSl and Sir Paul McCartney. 200107 MUSICWEEK 9 



Analysts wary of 
Nîcoliaftersackings 

ie dramadc action at EMI last major's cost-cutting restructuring 
)n the face of it, EMI enjoyed a ket sh non Wallis, a média analyst ts eslablished as the with Collins Stewart, adds, "At the nnent, EMI is giving no guid- ée about what kind of growth 

i, was driven by ing h merger spéculation around the they should be able to comment 
ri^ofTe^fa^Ut^ thé ^tock^lXe^^icufeïy amid a tie-up possibility tvilh bearing in mind the strenglh of Warner, whilc the share piice fell the publishing business." sharply last December on news Despite this, analysts are 

Sg 67%emPv!due by ^htime 

fairly dim view of the 

ketthat don^t think 
In addition. De Larrinaga expects the City to be wary of the 

Corning up for EMI 

BRI retums to traditional structure, withctef 
executive working alongside part 

BPI restructure 

places duo athelm 

oVECch^rrCEO 

is retuming to the BPI in the rôle 
ly left the IFPI to join the B^I in 

chair the3 BPI 

Jamieson is discussing a possi- as it had been in the past - which While Taylor's links with bol bk future involvement with the might makeU easier for record tlm IFPI and the BPI will potei 

p oHd toïeàd"1 ha™ beedn T ^ b^' We tri6'1 f0Ur^'e"S wS'notTi^iidt1^ 

nificantly Hft the"B^I's'charitebfe 

rdsworthandTaylorhigh- the BPIs reiationship "lth 
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For an industry in a period of great change, one thing remains true 
- that America is THE market that every artist and music company wants 
to break. 
To everyone in the music business, young and old, America is tbe land of 
opportunity, the holy grail. But cracking the code to US success is tougher 
than ever. Until now! 
Making It In America will bring together top names from the US to give 
an inside angle, together with managers and music executives with 
experience of tackling this huge market. 
If you want to make an impact Stateside,you can't afford to miss Making It 
In America. 

Look out for the full 
conférence programme 
coming soon in Music Week... 

Registeryour 

détails TlOW to 
secure your place! 

To find out more, please email your full contact détails to: lmelda@musicweek.com 
and we will send you the Conférence Programme 
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US acts dominate, but Colombian Shakira pips Gnarls Barkley to 
number one while Robbie heads the UK charge. By Poul Williams 

Shakira leads 

foreign invasion 

European downloaders and radio progranimers were in almost perfect unison last year, co ring that Gnarls Barkley and Shakira behind tire two biggest hits of2006. But, while Gnarls Barkley's Crazy outsold everything else digitally across the 12 months in Europe to condemn the Colombian to second place, on the airwaves it was a reversai of fortunes as Shakira's Wyclef Jean collaboration Hips Don't Lie emerged as the most-played track of 
The track, whose popularity was boosted by the Sony BMG artist performing it at last sum- mer's World Cup in Germany, accumulated more than 4.9ra audience radio points to head the Nielsen Music Control chart and establish a con- vincing 545,440 points lead over Warner's sec- ond-placed Crazy. Hips Don't Lie also registered 54,770 plays in total across the panel of European radio stations surveyed. Tt was theyear's number one airplay hit in France, Denmark, Germany and Sweden, while in Spain was only outranked by the Univer- sal-issued One from Mary J Blige and U2, which was also Norwegian radio's biggest hit of 2006. 

GWAfitS BARKLEY CRA2Y 
msmssmm 

One of the Shakira hit's least successful territo- ries in terms of airplay was the UK where, despite finishing as the third biggest-selling single of the year, ranked a more modest 43rd on the équiva- lent radio listings. Gnarls Barkley can count themselves extreme- ly unlucky to have faced such a strong record in Hips Don't Lie for the European airplay crown because, had Crazy been corapeting in 2005, it would have waiked off with the title. Its runner- up total of nearly 4.39m audience points was not only superior to what Daniel Powter's Bad Day secured to top the same chart the year before but Crazy's total of49,706 plays was also belter. Crazy, however, did finish as the UK's airplay number one of the year, did the same in Ireland, occupied third spot overall in France and Italy, sixth in Denmark and eighth in both Germany and the Netherlands. A year after Canadian Daniel Powter claimed the European airplay title, 2006 was another year in which Europe's airwaves were again largely dominated by non-European acts. Below Shakira and Gnarls Barkley, US artists Kelly Clarkson, Madonna, Rihanna and Pink supplied 

the third, fourth. fifth and sixth biggest airplay hits of the year respectively, while another Rihan. na track Red Hot Chili Peppers and Jack Jolln. son ensured the bottom three rangs of the Top iq were also steeped in the American flag. Only EMI's Robbie Williams guaranteed some Euro- pean presence in the upper échelon, with his track Advertising Space occupying the number seven position on the chart. Fellow EMI act Cold- play - fifth in 2005 with Speed Of Sound - fin_ ished 12th this time with Talk and the previous year's runner-up James Blunt made it to l7th place with his Warner-issued Wisemen. Typically, the non-Americans on the chart are heavily concentrated from the UK with old faces such as Robbie Williams joined by new acts, including EMI pair Corinne Bailey Rae (isth with Put Your Records On) and Lily Allen (26th with Smile) plus Universal's James Morrison (35th with You Give Me Something). However, it was a Frenchman - Bob Sindar - who uniquely supplied three of the year's 40 biggest European radio hits. Sinclar's highest-ranked hit Love Génération took 19th place on the chart with his Cutee B col- laboration Rock This Party at 33rd, while World, Hold On (featuring Bob Edwards), in 37th place, was one of several tracks featured on the survey to have World Cup connections. While World, Hold On was heavily featured during the touma- ment itself last summer, the draw the previous Deceraber in Germany provided the key promo- tional platform for Colombian artist Juanes, who landed his biggest European hit to date after per- forming La Camisa Negra there. It was Finland's number one airplay hit of2006, took fourth place in Denmark and was ranked 39th overall. Juanes - also at 28th on the chart with A Dios Le Pido - further swelled a Universal domination fhat included supplying exactly half of the year's 40 biggest radio hits and 40 titles across the Top 100. Its total within the Top 40 was more than double that of Sony BMG, although Sony BMG's eight entries did include three titles in the top six courtesy of Shakira, Kelly Clarkson and Pink. The same major also supplied Ital/s biggest radio hit of the year. Il Mondo Nuovo by Neffa. Warner daims 24 titles across the Top 100, six more than Sony BMG, including 2005 winner Bad Day by Daniel Powter whose hits enduring popularity gives him 38th place this time, while EMI has 13 hits on the Top 100. The indie sector's sole représentative on the Top 40 is Sinclar's Love Génération, with his other entries coming through Universal, while on Europe's Top 20 downloads of the year the con- centration of power is even more apparent. Just three corapanies are présent, with Universal sup- plying 13 titles, Sony BMG five and Warner hvo. 
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2006 Europe Airplay Top 100 
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36 MARY J. BLIGE BE WITHOUT YOU universai 1,627049 16326 86 RAZORUGHT AMERICA univers»! 829,407 8691 37 BOB SINCLAR FEAT. STEVE EDWARDS WORLD. HOLD ON univers al 1,617806 18925 87 ROSENSTOLZ1CH BINICH (WIR SIND WIR) universau 819,439 8501 
38 DANIEL POWTER BAD DAYwaeser 1,595,226 20335 GOLEO VI PRES. LUMIDEE VS. FAT... DANCE! univers»! 803,792 7435 
39 JUANES LA CAMISA NEGRA universai 1,594,807 18560 89 PLACEBO SONG TO SAY GOODBYE emi 794,168 7126 
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48 PUSSYCAT DOLLS DONT CH A universai L352.925 17206 98 NELLY FURTADO ALL GOOD THINGS (COME TO AN EN universa! 686,152 6724 

PINKU + UR HANDsmvBiœ 1,279,735 15321 99 LIONEL RICHIEI CALL IT LOVE univers»! 683,452 6517 
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Features are cdited by Cbristoplier Barrett 

Despite the dominance of iTunes, digital tnusic is teaming with new services, whose 
spirit of openness is sparking exciting download-based initiatives. Adam Webb reports 

Beyond à la carte 

If 2005 was the year digital music broke, then 2006 saw the floodgates open. Not only in terms of volume - which currently stands around 10% of global industry revenue; modest, but growing fast - but also in the manner in which it was sold. Apple's iTunes Music Store retained its market dominance in terms of music downloaded and sold its one billionth song, but just as intriguing were deals whereby Sony BMG, Universal and Warner would get a eut of ad-revenue from YouTube; the rise of subscription-based MP3 store eMusic; the promise of "free" ad-funded music with SpiralFrog; the popularity of recom- mendation services such as Last.FM and Pando- ra; the continued growth of genre-specific stores such as Bleep and DJ Download; and Universal's deal with Microsoft's Zune to receive royalties on every player sold. And thal's without mentioning the continuing évolution of mobile music; the establishmen t of social networking sites MySpace and Bebo as marketing channels par excellence; and a markedly more laissez faire altitude from the majors, for whora the words "MP3" and "P2P" though still associated with the pre-millennium nightmare of Napster, are perhaps not quite as dirty as they once were. According to Last.FM co-founder Martin Stiksel, the current music industry buzzword is "initiale, don't litigate". And aithough litigation will remain an indelible aspect of the digital music révolution (see, for instance, the protract- ed sabre rattling between Universal and MySpace), 2007 appears to have opened with a new spirit of openness, with record labels look- ing far beyond the à la carte download model to offset the gap left by declining physical sales. A more multi-faceted approach has been évi- dent in the number of digital-based initiatives announced by EMI alone, which, in the past month, has trumpeted the release of unprotect- ed MP3s from Lily Allen and Norah Jones, a video-on-demand agreement with BT Vision, the trial of "superdistribution" platform eListen- ingpost and an officiai partnership with Last.FM in the shape of its "tuneglue-audiomap". "As a label, we are very focused on the 360 degrees of opportunity digital gives us," states Barney Wragg, EMI's global head of digital. "There are rapidly growing opportunités tliat just didn't exist in the physical world - compa- nies like Google prove that we are living a world of web-based products and services that are con- stantly in beta, while new services emerge and can quickly get enormous consumer traffic. "Wereactively participatingin theearlystages of many new expérimental business models. These include everything from légal peer-to- peer, direct to consumer, and ad-supported serv- ices. We want to move ahead of the next YouTube, and make sure that our content is always available to the consumer however they 
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want it." The necessity for the music industry to grasp the full potentials of digital was reiterated at October's In The City conférence by no less a fig- ure than Ged Doherty. Sony BMG's UK head estimated that falling CD sales could resuit in a 30% revenue gap by 2010, and one that à la carte digital sales could not stem. 'We are running our businesses like it is 1982," Doherty told the industry panel. "We're running a business model that is so out of date it's not true." That labels would have to rely on more than à la carte downloads - which are, essentially, an évolution of physical product, albeit in the less lucrative form of tracks rather than albums - has long been recognised, says Jupiter Research vice président and research director, Mark Mnlligan. Not only have download sales been pretty mod- est, at around 8% to 9% in the UK, they also rep- resent a less appealing proposition to younger audiences who have grown up with the concept of "free" music via illégal file-sharing. "The iTunes à la carte model is disproportion- ately unappealing to younger demographics and the younger génération has a completely différ- ent perception of music as a commodity," he explains. "They understand it as being immedi- ately available and immediately disposable and demand a range of choice that makes your aver- age Virgin Megastore look like a tiny corner shop. Their expectations are completely différ- ent and the likes of [ad-funded P2P service] QTrax and SpiralFrog and, to some extent, Pan- dora and Last.FM, which are ail about experi- 

The younger génération demand a range of choice that makes your average Virgin Megastore look like a tiny corner shop Marit Mnlligan, vice president and research director, Jupiter Research 

El: •- ËiSSiaa. encing music rather than owning it "There's absolutely a generational divide," he adds. "That's not to say that younger people aren't paying for music, it's just the majority aren't. And the music industry recognises that there is a significant risk that five years from now, when these teenagers have got a bit of cash behind them and they should be core music buy- ers, that they're not going to want to buy CDs and they're not even buying much from iTunes. So that's why they've got to look at ail these dif- férent models." With Apple dominating download sales in much the same way that eBay dominâtes online auctions and Amazon dominâtes online book sales, it is already évident that any new player entering die digital music arena would be better served offering an alternative business model to iTunes, or one directed at an spécifie démo- graphie or genre. Of the latter, Bleep, Beatport, DJ Download and Ministry Of Sound are already indicating there is a viable market for high quality MP3s in electronic and dance 
Meanwhile, those stores offering identikit mainstream Long Tails to Apple - such as the Windows Media-based offerings of HMV and Virgin - have struggled to find customers. Oth- ers, notably Coca-Cola, have abandoned the over-congested à la carte market altogether. "Spécialisation is usually a recipe for success from a marketing standpoint," says eMusic CEO David Pakman [see box], who has made the tar- geting non-mainstream music lovers into his 
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store's USP. "Trying to be ail things to ail people is a verj' hard proposition to satisfy, so we're looking at the inverse of the typical iTunes con- sumer - that is, people aged 25 to 54 who don't really want to buy Beyonce. •'A lot of brands today believe that music is consumed by youth and, although that's broad- ]y true, youth doesn't really pay for music any- more. Not nearly in the numbers that they used to. That's why we go after the customers that still pay." Looking to capture an entirely différent démographie will be SpiralFrog, the much antic- ipated ad-funded store aimed specifically at young file-sharers that is due to launch in the US and Canada in early February. Despite a flurry of média interest suggesting that the US-based start-up could be a potential "iTunes killer", Spi- ralFrog's European COO, Eric McClean, stresses that the store will be coraplementing Apple, not necessarily challenging it. "We don't believe we're the solution to the music industry's woes, but we do think that we can help plug a revenue décliné and bring some- thing new and exciting to the market," he says. "Ail our research tells us that there is a whole génération of 13 to 34-year-olds who simply believe that content should be ffee and they do not have to pay for it - and they can get anything they want ffom P2P sites. "So our position is to accept the reality that 'free' is a dynamic in today's business world, and to work out how to monetise 'free' for the benefit of the music industry. We will never fill the gap of the décliné in physical sales, because that would be impossible, but we believe we can make a positive contribution to artists and labels." Faced with the scénario of many ffagmented income streams, ail springing from multifarious niches, it is little wonder that labels are casting their nets in as many directions as possible, says Beth Appleton, V2's head of new média and business development. V2's recent deal with P2P music promotion service Quibis, signed in December 2006, is the label's latest entry into exploiting the potentials of file-sharing, having already licensed tracks to AltNet [KaZaA], iMesh [Gnutella] and QTrax. For Appleton, P2P's advertiser-funded model, although far from fully realised, has an obvious analogy in what we already know as commercial radio. "P2Ps never had négative connotations as far as myself or V2 are concerned," she explains. "Distribution between your Ifiends will always happen, but rather than run away ffom it, we'd rallier look at ways in which we can make it a good experience and commercialise it, so we can get payment for our artists and protect our copy- right. That's our job." This year, like the last, will see labels testing the waters with a variety of différent services and business models, confirms Universal Music Group International senior vice président ofdig- 

elUInsic flourishes in an iTunes woiid eMusic's subscription-based package offers perhaps the clearest example so far as to how alternatives to ITunes's à la carte download model can flourish. Following an officiai European launch in September 2006, the service quickly became the UK's second most 
position it has long c in the US) with European consumera downloading 2m tracks within the first month of business. Globally, the store recently announced the sale of its 100m track. The eMusic strategy is relatively simple: tempt lovers  ; with 25 free tr id then, fi 

store targets an older and more music-savvy démographie than iTunes or any of its 
derivatives, v 
encourages users to experiment with their choices. Accordingly, the store's offline marketing has been directed at readers of Mojo and The Guardian and listeners of Classic FM. "eMusic is focused on consumera who are aider than 25 and interested in music beyond the commercial mainstream," he says. 'We're not going to be of interest to every customer out there but, then again, we're not trying to build a mass market company - we're trying to build a speciality retailer that super- serves the 30% of the music- buying public that's interested in the kind of stuff that we do. "The number one reason why eMusic has been successful is because we focus 

agreed monthly fee, allow them to keep a designated quota of songs. Bundled together, these cost significantly less than iTunes (as little as £0.22 each) and are sold as unprotected MP3s - so while its catalogue includes no major label content, ail downloads can be played on 
For CEO David Pakman, the something that they want," he 

ital Rob Wells. "Because this area of our business is in its infancy, you're finding a lot of sharp- shooting entrepreneurial people being innova- tive with new models. The wise record label, when they're asked if they will make their réper- toire available to these services, will always turn around and say, Absolutely, let's make it work commercially'. No one in their right mind will turn around to any of these players and say, TSlo, we're not willing to license our music', so long as there is a decent, viable sustainable model on the back of it." For Wells, this should see Universal build upon its groundbreaking deal with Zune and ad- share arrangement with YouTube, by licensing content to a légal P2P service. "Aside ffom secu- rity, the problem of legitimate P2Ps at the moment is that there's not enough money in the per track rates to make it feasible for our artists...yet. But, this time next year, we'll defi- nitely be licensed to a légal P2P service. TU be araazed if we're not. That's not through lack of willing on our part, it's just we haven't been pre- sented to by one with the volumes or the right commercial model to make it work for us." For the record, Wells does, however, remain steadfast on the ongoing necessity for DRM. "I think the senior executives in major labels should fucking shut their loose-lipped mouths about DRM when they know absolutely fuck ail what they're talking about," he quips. Of course, the backdrop to this explosion of retail models has been a massive consolidation in the digital and communications landscape - to the point where, after its purchase of Virgin Mobile, NTL;Telewest became the UK's first quad-play operator, offering subscribers mobile, broadband, fixed line calls and pay TV ail for one monthly fee. Going forward, how music and other forms of entertainment plug into such platforms will be significant and, quite possibly, yet another dévi- ation from the à la carte concept of "owning" product. Aim has already proposed the idea of a levy on ISPs, while Peter Jenner, in his Music Tink report Beyond The Soundbytes, suggests a System of brakes-offblanket licensing, whereby 

I think the senioi' executives 
in major labels should fucking shut their mouths about DRM when they know fuck ail what they're talking about Rob Wells, senior vice presidenl of (llnitaUlnivercal 
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with trying to sell customers with what the music industry 
"There's no question that the consumer wants simplicity, universal compatibility and no restrictions - just like they got when they bought a CD or an LP or an audio cassette - and that's precisely what we're aiming to serve.' 

time-poor consumers pay services to locale music for them. "If there were a charge of $10 a month for ail the music you could use and there were 300m subscribers worldwide the recorded music industry would have the same turnover that it has now," wrote Jenner. To some extent, such ideas are already bound up within the proposais of Playlouder MSP, which aims to make légal file-sharing part and parcel of broadband subscription. After bringing Sony BMG onboard in 2005, co-founder Paul Sanders reveals that other majors are expected to license their content to the network in 2007, with the potential of using Playlouder as a white label platform for other ISPs. "The challenge to the music industry," says Sanders, "is to stop thinking of music as per unit and start thinking of value per customer. That is how advanced industries think. It's really quite primitive to stick a price on something and then, when it leaves the factory gâte, you don't know anything about it. "We're now having sensible discussions about how you would start to work out what the music value of a person is, how that relates to différent products, with the goal of increasing it, rather than take a factory gâte approach." From here, the key issue for music companies will be ensuring that they can take a fair share of the pie. For the indies, as they watch the majors strike deals with corporate giants such as Microsoft or the Google-fixnded YouTube, this is already a concern. "The independents will not tolerate having their copyright treated as second class," says Aim CEO Alison Wenham. "We will be enthusiastic and determined in pursuing équitable treatment irrespective of the size of company that owns it." But with so many so-called Web 2.0 business- es building their offerings around music, and with digital entertainment evolving into a mar- ket of many différent demographics and many différent consumption patterns, a further depar- ture from the traditional per unit retail model looks inévitable. The sawy record label will be chasing not just one "longtail" it seems, but tails of every shape and size. 



With technology advancing and coopération between mobile and online operators 
increasing, the future of mobile music certainly looks bnght 

The pocket révolution 

Handsct manufacturers and mobile networks bave long been confident that the digital enter- taiument révolution is heading inevitably in their direction. This is mainly a question of nurabers: Apple might bave sold 70m iPods, but there are an estimated Ibn mobile handsets around the world. Increasingly, these devices - which, let's not forget, are mostly given away - are capable of holding thousands of music tracks. Combine that with the steady take-up of 3G and the concept of the "internet in your pocket" seems a question of if, rather than when - not only in terms of listening to your favourite artists, but also watching TV on the move, downloading podcasts, using Skype and inter- acting across social networks. 'MP3 player ownership is growing, but its still 15-20% of the population," explains Mark Mulligan, vice président and research director at Jupiter Research. "Mobile phone ownership is at 80-odd% and those capable of playing music are growing ail the time. Before long that will be a standard feature, which will make it a mass market proposition and produce more consumers of digital music". Record labels and publishers have, of course, already benefited greatly from the growth in mobile music. Ringtones have become an invaluable and unexpected source of finance, while the success of \ideo to mobile has been astonishing, transforraing what was once writ- ten off as "promo" into a fully-fledged income slreara. The UK's 3 network, in particular, has been a key driver in establishing these products, promoting the concept of dual downloads (whereby a track is delivered to both handset and computer) and claiming to have exceeded Ira paid-for music downloads a raonth in April last year (approximately 4% of the UK's singles market). Despite these positives and the obvious scope for growth (according to a recent report by Informa Télécoms & Media, the global market for mobile entertainment is set to double in the next five years, to £19.lbn), the évolution of mobile music has also been hampered by a number of sturabling blocks, mostly centered around protectionism and price. Certainly, after paying billions of pounds for their 3G licenses, the mobile networks thera- selves have a vested interest in customers stay- ing on-portal and buying music from within their walled gardens, essentially locking out the world of computer-based digital music. Such interests are in direct conflict with handset manufacturers, who have the MP3 player mar- ket in their sights and are keen to facilitate the "side-loading" of music onto their phones direct from a PC. Added to the price and constraints of over-the-air downloads (generally higher than iTunes' £0.79, and often tethered to the hand- set) and excessive data charges, and that magie 'C word - convergence - still seems a long way off. 

However, a number of recent market develop- ments would suggest changes are afoot, with online and mobile players beginning to stray into each other's territories. Microsoft's wi-fî-enabled Zune appears to be a haliway house between a phone and an MP3 player, Apple unveiled its new iPhone just last week (Sep 25). Mixing it up even further, Nokia's purchase of Loudeye appears to have given the Finnish handset giants an entry into the PC download market. Couple that with 3's all-encompassing X-Series (which partners the network with Google, Yahoo, Microsoft, Nokia, Sony Ericsson, Orb, Sling Media, and Skype/eBay); the recently-announced hook-up between 02 and Napster (and rumours that 02 is looking to put Bebo on its network); and, in the US, partnerships between Verizon and YouTube and Cingular and MySpace, and it appears that online brands are breaking into the mobile world like never before and vice versa. The walled gardens are still présent but, it seems, the gâtes have been left ajar. For Simon Dyson, senior research analyst at Infonna Télécoms & Media, consumer behav- iour is forcing mobile networks to end their iso- lationist stance. "I can remember being at a con- férence a couple of years ago, I think it was when Vodafone launched their music download serv- ice, and it was to mobile only" he says. "There was no internet tied into it, and they were saying that this is what their consumers want, they just want a mobile service, and I can remember 

We want 
the user to 
access music 
whether they're walking clown the roatl, at a 
PC, in their 
liuing room, on their 
mobile, or in their car. ItMimo Stiammn, vice iiroslilcnt, Napster UK 

seeing mystified faces. One of the biggest mobile companies in the world and they couldn't fore- see any other type of future. "It's easy to talk about it two years on, but the idea of music being tied to a phone or tied to anything else is just really short-sighted. I don't think it takes an awful lot of study to know that consumers won't want to buy music on their mobile that they can only play on their mobile. This is why we're seeing so many partnerships and acquisitions that are tying internet and mobile companies together." Unsurprisingly, 3's marketing director Graeme Oxby views his network's X-Series - which allows users to make Skype calls, search the web with Yahoo! and access files on their PC - as a huge step towards this goal. "X-Series is a way of removing many of the hurdles to that Holy Grail of mobile internet," he says. "Obvi- ously, speed and charging have been the two big problems there, but speed goes away with 3G and we've dealt with the charging by making it fiât rate. Thereafter, the only thing that holds the consumer back is the fact that the sites they visit may not be tailored for use on a mobile. "We can pretty much mobile-enable any big popular fixed internet service to our advantage," he adds. "When we introduced MSN Instant Messenger on August last year, within 10 weeks we had 100m messages sent and received, which just illustrâtes how much potential there is mobile-enabling popular internet services. Pod- casting as well has worked really well since we introduced that on September 1, so you can see people do want to do this stuff on their mobile, ail we have to do is to work hard with people in the internet world to make it work seamlessly on the small screen." Such partnerships, of course, work both ways, says Leanne Sharman, vice président and génér- al manager of Napster UK, detailing the part- nership that allows Irish 02 users to browse and dual-download from the subscription services catalogue of 3m tracks. With plans to roll the service out to other European markets, and with the prospect of migrating Napster's "ail you can eat' streaming service at a later date, such tie- ins are mutually bénéficiai for everyone - Nap- ster potentially picks up new customers, the mobile network gets access to an established online music braud and the consumer is offered a choice about how they receive music. We believe that you've got to avoid islands of music," she says, "and our starting point has always been the user, and what they want and how they want to consume their music. We wimt ni to have choice so we need to put forward a service that is multi-platform - so they can . cess the music service whether they're walk- wg down the road, whether they're at a PC, in their hyjng room, on their mobile, or in their car. 
s. -LreaT' Clearl>' wc're entering the mob.lc spaçe. is because we understand that. I beheve y U ve got to keep to your core competency and 
acm6 t?ln,S t0 nnente something that works m b i P'atforms and it's up to the consume to how they accessit and use it." 



Although November finally saw Microsoft makc ils long-awaited entrance into the US MP3 play- er market with Zune, the world still awaits a device that can challenge the hegemony of Apple's iPod. Indeed, having sold more than 70m devices Worldwide and with the £55 1GB iPod Shuffle introducing more than deep-pock- eled early adopters to the iTunes universe, Apple's dominance of the hardware market, par- ticularly in the US and Europe, looks set to con- tinue for the near future. "Let me make an incredibly safe bet for you," states Jupiter Research's Mark Mulligan. "This Christmas period was an incredibly good one for Apple and they're still going to have the domi- nant MP3 player. Absolutely nothing is chang- ing there. They innovate constantly in the prod- uct line and the main innovation last year was appearance, because they know that the iPod is an occupational device. They happen to be really good to use as well, but it's ail ahout being a love- lylookingobject. "Zune just hasn't got any traction and at the moment it's just an iPod clone. Aside from the WiFi capahility, it's not offering anything new. And, let's face it, if [WiFi does] work that well, then Apple will probably cultivate it." Arguably more significant than Zune's much- vaunted WiFi capahilities (whereby tracks can be shared with other Zune owners for a limited period) was Microsoft's apparent move towards a walled proprietary ecosystem. Mimicking Apple's System of Fairplay DRM, which prevents protected tracks from other download stores from being played on the iPod, Zune-compatible tracks can only be purchased from Microsoft's Zune MarketPlace. Windows Media-protected tracks from other sources are not compatible with the player. This marked a déviation from Microsoft's existing PlaysForSure strategy - whereby music stores from the likes of Napster, MTV, HMV and Virgin are synchronised via Windows Media- protected tracks to devices from the likes of Cre- ative, iRiver and Archos - and an acknowledge- ment of Apple's success in selling a complété end-to-end solution, from track to download store to player. In the words of Paul Resnikoff, editor of online newsletter Digital Music News, "iPods are the meat and potatoes for Apple; iTunes is the seasoning and gravy." "Apple just seera to exceed expectations every time and Microsoft now want to grab their share of the market," says Simon Dyson, senior research analyst at Informa Telcoms & Media. "They've tried PlaysForSure and that didn t work and so they've nowtaken the approach that they did with Xbox to try and break into the Playstation market. The thing with Microsoft is that it's such a rich company that they can prob- ably afford to take a loss and eventually break into Apple's territory." Microsoft is not the only hardware manufac- turer to corne to this conclusion. The past six months have also seen SanDisk partnering with RealNetworks to put subscription service Rhap- sody on its Sansa player, while Nokia's purchase of Loudeye gives the Finnish handset manufac- turer a potential foothold into the online down- load market. This month will see Samsung hook up with MusicNet to create the Samsung Media Studio, a proprietary store for the next généra- tion of Samsung digital music players. For Derek Wright, Samsung's product manag- er for digital audio visual, the MusicNet partner- ship reflects the challenge that Apple has thrown down to hardware raanufacturers to provide con- suraers with a complété entertainment solution. 

Apple is not 

the only fruit 

Apple's iPod remains the world's number one digital player, 
but are its rivais finally making inroads into its dominance? 

"Samsung is a hardware manufacturer, that's our core competency and where we'll always focus," he explains. "At the sarae time, we realise that in 2007 and 2008 our business is more about selling a solution. Consumera don't just want to buy a product, they want easy access to content, so what we're doing i of our critics and coming up with c iTunes to give our customers the cc MusicNet's 2.25m tracks within the software itself. So you've got the store already there, where they can buy tracks at a compétitive price. "Ultimately though, our business is hardware and we're trying to sell more MP3 players, and by having the store there and the accessories for those players, we're looking to offer a full pack- age to consumera." This Balkanisation of the hardware market, although perfectly logical from the per- spective of device makers, will do little to dampen cries from those who claira a lack of interoper- ability between downloads and devices is causing consumer i confusion. For Ben Drury, founder of yDigital, the music industry holds the solution to this issue. If the four majors, says Drury, performed a U-turn on digital rights management and sanctioned the release of unpro- tected MP3s - and therefore disabled the hardware manufacturera' ability to employ protective measures - /^k then issues of non-interoperabili- jflbi ty could disappear overnight. "There are still quite a few barriers to the digital music industry, noticeably lack of interoperable DRM, although there are some interesting moves in that area with some of the majors experimenting with unprotected downloads. It's really clear to me that that is what consumera an demanding. "When we sell ail three formats - WMA, AAC and MP3 - MP3 is the most popular by far every single time. * don't have précisé numbers, but it's clear that people 

iPods are 
the meat and potatoes for Apple; iTunes is the seasoning and gravy P.iul Resnikoff, 

prefer MP3 because they know it'll work on their phone, on their iPod and on any computer." However, for self-confessed DRM hardlinera, such as Univereal Music senior vice président of digital Rob Wells, the issue of interoperability is vastly overatated and, in any case, is not the music industryk problem to fix, "Consumera do want files that they can play across ail of their devices," says Wells, "but it's not our fault that they can't. "Ail these proprietary Systems are part of a for- mat war about who owns the hardware in the home. This is ail just a play, but it is not up to us to fix their problems of interoperability. A domi- nant platform will emerge and it will be brought out on the TVs and advertising rates and on the billboards and in press and on radio. That's where the battle will take place. "So why should it be up to us to make it easy for them? We should be standing firm on DRM, :r the n years really don't care. They won't know. They have no compréhension of file format security." But, with even Bill Gates coming out against excessive DRM - the Microsoft chief reportedly told an audience of.bloggers last month that, "DRM is not where it should be" - and the likes of EMI trialling the odd unprotected track (albeit in very limited circumstances) who is to say that the major labels won't circumvent the proprietary business model of hardware 1 manufacturera in 2007? After ail, says Ministry Of Sound MD Lohan Pres- encer, they are already selling unpro- tected digital files, and have been for the past 20-odd years, in the forra ' of circulât shiny dises. "If you don't want to make rights-free digital music available, then don't release CDs," says Pres- , whose MP3 
l download store . launched in Septera- I ber. "I don't under- stand the point of DRM. If I want DRM- free digital music then I can walk into Woolworths and buy a Christian Aguil- sra CD. I can then upload it to my PC and share it with every- one. I don't follow it - it doesn't ' make sense and it's created the Apple raonopoly...Why would we want a DRM System on our site that 

r 
r would prevent us from having a< 80% of players on the market?" 
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With crédible acts happily lending their music to advertising campaigns, 
finds the creative and financial rewards for syncronisation have never been y 

Publishers: sync when 

youïe winning 

Shiriey Bassc/s Bî appearance in Marks &Sp<!ra:i!r's 

Tm gonna rock down to Electric Avenue, where the music takes you higher." Eddie Grant's disco reggae hit reached number two in the singles chart in 1983. Some 20 years later, it became a cote floorfiller on the School Disco circuit too. Since then, in a severely short- ened form, the Warner Chappell-published track lias also been played on prime-time terrestrial TV virtually every night for the last 18 months as the soundbed to a sériés of high profile, computer- animated commercials for the Curr/s electrical 
Understandably, Warner Chappell head of TV and advertising Jim Reid is reluctant to say how much Electric Avenue has grossed in sync fees and the résultant broadcast royalties. But he does- n't baulk at the suggestion that a song with that much going for it could be generating at least £100,000 ayear. Across town at independent publishcr Music Sales, head of média, film and TV John Brought- wood tells a slightly différent, but no less success- ful, story about obscure Minnie Riperton song Les Fleurs, originally recorded in 1969. A sample of this choral piece was featured in an arrresting slow-motion Baileys commercial first broadcast in 2004. Since then, it too has garnered similar six-figure annual camings, not just via TV expo- 

sure, but also through mechanical royalties fol- lowing a rekindled interest in the song among chill-out album compilers around the world. But such numbers aie dwarfed by the million dollar-plus sync licence fee wliich former Virgin Music managing director Steve Lewis reports his new company Stage Three Music negotiated with Buick last year for US TV usage of Aerosmith's Dream On. "Only a dozen or so deals of that size are donc a year across the whole industry," he says. "We had to work hard to get it" Admittedly, neither the Riperton nor Aero- smith copyrights are British in origin. But such is the global nature of music publishing in the 21st century, both are now owned or administered by British-based companies who are as proactive on the global TV commercial licensing stage as they are at home - and are profiting from their efforts. Nevertheless, the compétition among publish- ers to secure those ad break spots is fiercer than ever. Most publishers expect to pitch titles for at least four or five commercials a week, most weeks of the year. Such pitches are made in response to requests from third-party companies such as Sound Lounge and Search (who aie "employed" by ad agencies to source suitable soundtracks) or through the professional relationships with brand 

Put four 
people in a room with a 
Visual and a brief and they'll corne 
up with four very 
différent music 
choices Barbara Zaraoyska, UrôefsaiMuâc 

featuring tire stafs version of Pink-s Cet The PartyStarted 
managers, ad agency créatives or film directors which are carefully nurtured by publishers' TV and film départaient teams. Universal Music boasts the largest of those teams. It reports to head of film, TV and advertis- ing Barbara Zamoyska, who established the department at the then-MCA Music 10 years ago with just herself and a secretary. Now, her seven- strong sync squad is not only as large as Univer- sal's A&R line-up, but, unusually, includes ascout who spends his working days and nights in West End watering holes, hanging out with ad agency 
leads*VeS' ma^nS connections and picking «P Khowing the right people and having a fantas- hc catalogue gets you in the ffame," says Zamoys- ka. But it still doesn't guarantee you get the busi- ness. Put four people in a room with a visual and a bnef and they'll corne up with four very différent music choices." It doesn't help that the music track is invariably the last élément in the ad to be decided. Occasion- ahy. as with the recent Becks Steps commercial fotainng Universal Music's It Overtakes Me b> The Flaming Lips, the film simply could not bave been made without the soundtrack in p'art, tJther titles, such as Bucks Music's Leaving 0" ^ Jet Plane, Walk strai ht onto airline a(ls without 
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The worry is always that once you re ont onthe internet 
then you lose control 

going through passport control. Generally though, says Bucks Music syncronisation manag- er Jonathan Tester, securing any sync can be very much a hit-and-miss process. "They research and plan every other aspect of an ad in fine détail," continues Tester. "Yet it's not imknown for the music, which provides the mood, the cool factor and the reference in tirae, to be chosen at the last minute simply because it's what the editor has playing on his iPod speakers when the client came to see the rough eut" In order to ensure that every possible person who might potentially be involved in the ad production chain is kept covered, most publishers regularly press and distribute CDs made up of choice items from their catalogues. Over the past three years, BMG Music Publishing director of global marketing Steve Levy has increased the number of such promotional compilations titles sitting in Pinnacle's warehouse to nearly SO - and says that this has paid dividends by doubhng BMG's incrémental earnings from copyrights used as stings, traders and backgrounds m TV soaps aiid documentaries. "It's not just the quality of your songs that mat- lers," he says. "Ifs how good your clearance and licensing team is too. If a client gets a smooth service then they'll1 
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they sohreit. Simon Bumfrey, director, média finance team, Bank of Ireland Corporate Banking; simon.bumfreytgboiuk.com 
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But while most publishers agree that the domestic market for TV sync fees has been grow- ing healthily at between 5% and 10% a year, there are those who feel income from the ad breaks in the UK is coming under threat. Not only is there a new génération of young- sters that relies on the internet for its infonnation, but the plethora of satellite, cable and digital channels is splintering the TV market too. To make matters worse, the boardroom battle at ITV during 2006 left the top terrestrial falling behind in the race for ratings and had a knock-on effect upon advertisers' confidence and the size of their music budgets. "We are certainly seeing a dropping off in fees," says EMI Music's senior VP média and business development Jonathan Channon. "The overall business is still out there, but we have to put a lot more effort and resources into securing it because ifs spread that much vider. So what we once pas- sively regarded as Rights Management is now active Rights Marketing." Not that EMI Music hasn't enjoyed a fair share of tlie TV ad trade over the last 12 months, thanks to copyrights such as You've Got A Friend in an AA commercial, the James Bond Theme ir Focus clip and a specially commissioned Jack White track Love Is The Thith for Coca Cola. It 
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so branched 01 t into m m for s, securing places for new titles by The Prodigy and The Fratellis in a couple of as- yet-untitled, British-made Shaun Of The Dead- styled horror movies due to hit screens this spring. After helping revive cuit Sixties singer-song- v\Titer Vashti Bunyan via T-Mobile's eye-catching Flexible World commercial, leading independent Kobalt Music also looked to the cinéma to ensure the sync fees kept flowing in 2006, by packing Spanish cuit director Pedro Ahnodovar's bitter- sweet Volver \vifh tracks by equally cuit Nineties pop stylists Saint Etienne. This, says senior vice président, syncronisation and digital média Michelle Stoddart, is part of a Kobalt strategy to search out business opportunities in areas and territories where other UK-based publishers tra- ditionally don't think to look. "We've recently made inroads into smaller TV markets in eastern Europe, like Russia, Estonia and other Baltic States," she says. Kobalt also owned the rights to the officiai melody for the 2006 World Cup which, Stoddart admits, suf- fered a little from Filas failure to require ail TV broadcasters to use it, but still netted well thanks to a sampled inclusion in Hips Don't lie by ShaH- ra feat. Wyclef Jean. Meanwhile, a growing number of publishers are beginning to regard digital média as less of a challenge and more as a growth area. Almost everyone in the sync sector suggest, for exarnple, that revenues from computer games developers such as Sony Playstation, Electronic Arts and Konami were now helping to boost annual sync licensing incomes on a regular basis. "For rock and emo acts, getting a track in a good 

game can be a great promotional opportunity," says Notting Hill Music chairman Andy McQueen. He cites Notting Hill-signed act Funeral For A Friend, currently recording their début Atlantic album. One of the new tracks was accepted at demo stage six months ago by Elec- tronic Arts for inclusion in a game due for rclease in the summer, "Wlien you're talldng about a cut- ting-edge game, they don't want last year's music in it," he says. But for those with the courage to go after it, the real friture lies online. Not content with mopping up orthodox TV ads ail over Europe with UK band The Subways for products and brands as varied as Rimmel cosmetics, Hugo Boss fragrances and Opel cars, Stage Three Music bas also licensed another Subways track Oh Yeah as one of a sériés of five groundbreaking digital commercials which aie currently accessible through Coca Cola's offi- ciai website www.coca-cola.com. "The fees for this kind of online use are still not great and the worry is always that once you're out on the internet then you lose control." says Stage Three head of film, TV & média Mary Ann Slim. "But it's not hard to develop new deals based on existing technology which allows tracks to be timed out and taken down." When Eddie Grant wrote Electric Avenue in 1983, fewself-respecting artists would allow their work to be used for télévision, while the internet was still the stuff of dreams. Now that the two médias are beginning to morph into even more exciting consumer-facing forms, the UK's most enterprising music publishers are already posi- tioning themselves to benefit from what promises to be a brave new sync market. 

Sony/ATV for the weekend 
Sony/ATV may he the smallest of the maior publishers, but, followlng last October's soft launch of new web presence www.sonyatv.com/en-uk, It hopes to become one of the blgger players In the TV arena. "We're lucky to have some top-quallty catalogues llke The Beatles, Bob Dylan and Jlml Hendrix, which are avallable for TV If the proJect doesn't implnge on the song's Integrlty, says Sony/ATV managing director Rakesh Sanghvl. "But we still need to be aggresslve about promotlng ourselves across the board, wlthout looking llke we're carrylng out a schlocking exercise." Sony/ATV's new site glves média professlonals the opportunity to browse, search, 
3,000 dlgltlsed tracks by 70 différent wrlters. But central to the new service Is an emalled sampler Somethlng For The Weekend, which Is complled by head of sync/marketlng Karlna Masters and sent to over 300 key advertlsing executives 

every Frlday evenlng. Typlcally, Somethlng For The Weekend offers between elght and ten tracks by wrlters old and new. Past Issues have llned up blg contemporary names such as Mercury Rev and Simon Webbe alongslde developlng wrlters such as Léon Jean Marie and Architecture In Helsinki, as well as standard material by such wrlters as Boney M' Frank Farlan and Hank Williams. "It's much more proactive than sendlng out barrowloads of CDs," says Masters. Over the last nlne months, the publlsher has also hosted Invltatlon-only llve events - with acts as varied as vlollnlst Sophie Solomon and new rock band The Infadels - Inslde the offices of selected advertlsing agencles and at West End clubs llke The Penthouse. "Not only dld they help us get to know some of the key décision makers personally" says Sanghvl. "But we had a couple of wrlte-ups too." 
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Talking to someone who understands the Music business thoroughly makes things 
Our Media Finance team is the best when it cornes to your business. Intelligent, passionate, and creative in their thinking, our specialist team offers innovative solutions to often complex financial arrangements. So whether your business is Music, Publishing Broadcastmg, TV Production, Marketing Services or Games Publishing give youndeas the best possible chance of being realised by talking to us first. Call us at MIDEM or anytime. 
Contact us; Simon Bumfrey Tel: + 44 78 41 724 908 e-mail: simon.bumfrey@boiuk.com 
ré" ÎS"'!4i 724907 Bank of Ireland CH) e™,. Corporate Banking 


