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M/ V ^ Justin Nozuka 
îifêl? Début album March 07 
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Joss Stone 
New album March 07 

Ben's Brother 
Début album Spring 07 

X J. 

Seth Lakeman 
2 times Radio 2 Folk Award winner 
New album Summer 07 

KT Tunstall 
3.5 million albums sold 
New album Autumn 07 

Union Of Knives 
New album Winter 07/08 
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News 

MiL-iMViaay Retailers report five-fold 
sales spikes for winners 
Amy Winehouse, Take That and The Killors were yesterday (Sun- day) on couree to be the main ben- eficiaries of a post-Brits sales boom, the impact of which was already apparent as the crédits rolled on the live TV show, Both HMV and Virgin Retail's download stores reported immé- diate sales uplifts of many of the artists who performed on the night, with some artists benefiting from as much as a five-fold 

Leading the field, a HMV head of music Gary Rolfe, are Take That and Amy Wine- house, whose success h due to a mbi of strong f es and tabloid appeal. such a bi ound Amy Winehouse, which people wifl pick up on," he says.1 can see it propellingherto over li sales, particularly as there ai 
the album. She will be one of the 

Virgin Retail head of mu Rob Carapkin expected 1 Killers to benefit from their spi ed live performance. "They ca 

to benefit from a raft of sales pro- motions around the Brits. These include HMV offering 10% off albums by ail nominated artists, Virgin Retail promoting albums from Brits artists in-store and Tesco running press advertise- 
"Commercially, the Brits have become a hugely significant event, with their effect on sales of i 

Brits dominâtes column inches, 
as secrecy adds to anticipation 

Organiser committed to live format, assut 

Brits back on tr» 

off for organise" 

By Paul Williams The Brits is poised to continue as a live TV event for the foreseeable future, after triumphantly passing its biggest broadcasting test in two 

The Brits vs Match Of The PV 
The Brits"—53 

Match Of The DayP31® 

"The reality is we've 

was caused by the industry having 

"The sho Brits co-chairman Peter, "We've proved we can now do it and Tm sure it's going to stay live for a long time to corne." Jamieson, in his last Brits before stepping down as BPI exec- ' e end of this 
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ssuccessful 2007 Brits spectacle improves TV audience 
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Oasis's perfonnance at 9,55pni. Overall, it certainly was a taie of two cliannels, with BBC2's Dragon's Den averagiiitj 3.0m (share 12%) ami Chaimel FouKs Relocation, Relocation 3.4ni (share 14%). 
nal and Bolton Wanderers, which Cup Final replay, but l'm happy as screened at the same time. The FA Cup match scored an average 5.7m viewers over the same time- frame as the Brits and claimed a 24% audience show, compared to 22% for the music ceremony. "It would have been better still had it not had to compete against a 

with the rise," sa, This year's show was half-an- because hour shorter than the previous two not to I years, which may have reduced the Allen ai ofviewer fatigue, but for "With m ic. The show would have benefited rather than suffering." paulw@miisicweel:.com 

How the Brits fared in the TV ratings 

U 

The Brits' audience trend 
11.8m: Jarvis invades Jacko's stage 1 9,5m; Spice Girls open the sh 9.2m: Three gongs for Ro 8.4m: Robbi 

Average audience 
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Universal wins biggest 

share of Brits to date 
As the dust was settling on the Brit Awards last week Universal Music Group International and UK chairman and CEO Lucian Grainge was already looking to 2008, tempting fate to suggest Mika could be the big winner at next year's event Chuffed with the dominant rôle the major played in this year's awards ceremony, Grainge pointed ont, "Let's not forget that Mika has the number one single and album this week; l'm hoping he will be on the show next year." Grainge's sentiments go some way to explaining the dominance Universal Music companies 

you have to be compétitive." It is a sentiment echoed by Universal Music Opérations président and Polydor co- président David Joseph who enjoyed Polydor Brits wins with James Morrison, Take That and Nelly Furtado this year. "The market really is an open fieid at the moment and you only have to look at Domino's success to see that Strategically, we are signing artists and getting them to market quicker than anyone else," he says. "I don't like to get compiacent about 

Wednesday, with the major scooping eight ont of the 12 shortlisted awards. In a show of its growing market and repertoire strength, Universal enjoyed its biggest share of the Brits prizes yet, leaving just four shortlisted category awards - best British group, best British album, international maie and British live act - to its competitors while Big Brotheris Oasis took the ontstandmg contribution award. The results echoed Universal's 2005 triumph when it also won eight awards - including three for Scissor Sisters - but witli additional catégories such as the pop act award and best urban act still included at the time, it was not guite as sweeping a victory. Universal accounted for some 30% of the albums soid in the UK and around one-third of singles sales in 2006. Radio One's head of music George Ergatoudis says the major's success last week merely reflects this market position. "They [Universal] offer new artists attractive conditions and, of course, they pursue the right acts in the first place. The music business is exactly that, a business, and whether anyone likes it or not, the rules are real: 

have achieved." Mercury supplicd three of Universal's other wins, via The Killers and Orson, and Island two 
We are signing artists 
and getting them 
to market quicker 
than anyone else David Joseph, Polydor 
(Amy Winehouse and The Fratellis) with Island président Nick Gatfield noting, "The success is a 
company is making in A&R and in domcstic talent If I was an artist manager ont there now looking at which label was going to sign my artist l'd find it very hard to go anywhere else." In a show of strength for the 
claimed the second highest awards tally of the night with two wins for Arctic Monkeys. Alongside a link with Oasis - whose repertoire is owned by Sony BMG and licensed ta Big Brother for the UK - Sony BMG picked up a prize through Justin Timberlake, while Warner's only win came through Muse. 

The Killers: Universal acts picked up eight ot the 13 Brit Awards on offer 
24,02-07 MUS1CWEEK 3 
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Fight against piracy 

receives ESm boost 
Trading Standards officers and other Ul< enforcement agencies are to win an additional £5m in the battle to fight music pirates and other IP criminals. The extra money cornes via recommendations in the Gowers Review which, while last year 
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Making It In America; part two 
:o crack the notoriously difficult US market, MW looks at l0W 2007 could be a pivotai year for British music 
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Featuresare edited by Christopher Barrett 

The classical market has faced the same challenges as any other in recent years, but, writes 
Andrew Stewart, one of music's more traditional genres is finding its feet in the digital world 

Classical tackles the 

Iheory of évolution 
Darwinian theorists once looked to classical record fans for proof positive of the evolutionary processes. Those who clamoured for dassics on dise readily hought in to the tempting technologi- cal advances of electric recordings, "full frequency range" albums, stereo LPs, the digital compact dise and SACD, inspiringboffins to strive towards sonic perfection for almost a century. The iPod génération, measured by the yardstick of recent market figures, has bucked the progressive trend, deciding that lo-fi MP3 downloads of Bach, Beethoven and beyond axe worth their money. Sound quality remains an issue for providers and potential consumers of download classics. Yet increased public demand for paid-for, download- able classical tracks has lately attracted serious attention from major labels, a host of independ- ents and e-tailers in search of new business. Universal Classics and Jazz UK unveiled its own dedicated online download store last month, launching with around 8,000 CDs' worth of music and offering WMA files at 320k while working towards the delivery of WAV files. Mean- while, EMI Classics and Sony BMG Classics are preparing to follow suit later tliis year, following on from the user-friendly download store estab- lished by Warner Classics last spring. Avie Records, LSO Live and Chandos are among the download standard-bearers for UK-based classi- cal indies hoping to capture a slice of burgeoning online niches, with Harmonia Mundi and Naxos also moving aggressively into download territory. In addition to her company's site providing exclusive online content, Universal Classics and Jazz new média manager Clare Nash explains that :o.uk offers other lures to tempt 

classical devotees, including Gramophone and consumer reviews. "We're getting 25,000 unique visitors a week, which means we're off to a fantas- tic start." The UCT new média team is currently brokering partnerships with independent labels, propelled by negotiations at Midem. "We have six or seven indies on board already, ranging from ones with 100 albums to others with over 2,000 titles. Other labels are keen to distribute their albums through the store. We want to be a site for everybody. Ultimately, we want. to provide con- sumers with an all-singing, all-dancing site." International download interest in Yo-Yo Ma's latest album, an eclectic mix of tracks recorded between 1978 and last year, offers a con pelling case for the future of online classi- cal sales. The cellist's Appassionato dise attracted 57% of initial sales through iTunes in the United States, with the balance restored in favour of high Street and mail-order purT chases by the end of week tliree of release. Sony BMG International A&R vice-president Chris Craker suggests that the album's retail pattern offers considérable encouragement to the entire classical business, especial- ly the major labels. "That statistic on a very healthy ship figure," he recalls. "I think the download percentage breakdown 

ic magazines, according with a few specialist m to Chris Craker, are over. Although Craker believes that targeting classi- cal download markets deraands fresh thinldng, he adds that running advertising promos for Ma's album on the iTunes pop homepage falls reassur- ingly short of rocket science. "It's inévitable that, in time, the UK classical market will replicate what has happened in the States with Appassion- ato and other key releases. I think we'U see vora- cious downloaders rushing to devour new titles while physical sales continue as a longer hum." Universal Classics and Jazz head of classics Mark Wilkinson agréés that classical downloads are set to soar in 2007- Internet sales and marketing matter to Wilkinson. However, he remains convinced that UCJ's enduring success as UK market leaders will continue | to dépend on its attention to 
s the quality of artist signings I and of the selling propositions attached to them. "The deliv- ety of physical product instore or by online mail order remains - /y vital to UCJ's business," he 

BbW- says- Wilkinson also ^ points to the tidal ; of high Street 

album in the initial week of release. Of course, Yo-Yo has a very high profile in the States. But those down- load sales also reflect our very strong paign with iTunes. It's about attending to marketing with new vigour for this particular area and addressing 

• / m 



retail interest that broke following the release last autumn of Voices Of The Valley, Fron Maie Voice Choir's début album. The dise has so far exceed- ed its projected 100,000-strong sales figure by 380,000 units. "Creativity is at the heart of what we do, but there's room to broaden our scope in order to stand out in an overcrowded marketplace," says Wilkinson. "Whatever you have to say, you must find ways of saying it differently. The public will vote \vith their wallets if you stand still." Standing still is not an option for staff at EMI Classics. The major label is midway through a restructuring of its marketing department, which sees the departure of Théo Lapp, vice-president, international marketing and A&R, at the month's end, and the ongoing revision of reporting lines. Costa Pilavachi, recently-installed président of EMI Classics, admits that the décision to end the widely admired Lapp's contract was not an easy one. °It was necessary for me to lighten our man- agement structure and make it more flexible," he explains. "1 want the core of the marketing department to be divided in two, with one half overseeing product création and the other con- cemed with international marketing and dealing with individual territories." Pilavachi is determined to strengthen the mar- keting of EMI Classics' digital downloads. "It's going to be lean and mean, but veiy flexible," he says. "As we enter the digital era, it's not just about marketing new releases; it's also about how we handle deep catalogue. I want these areas to work together. This is about renewal of an already well- run company. Any organisation needs to evolve, change and adapt. The priorities are différent today to what they were five years ago. I think our new structure will reflect our renewed priorities." When it cornes to the challenges of the down- load market, Pilavachi places development of the :r base high on his list. He stresses the 

lA/ill see i/oracious downloaders 
msliingto 
devour new m- titleswlnle 
physical sales continue as 
a longer Inirn 

importance in this case of partnerships and co- opération with existing digital e-tailers. "We have very good relationships with the main digital serv- ice providers," he observes. There are hundreds of digital service providers who are effectively replacing those high street record dealers no longer in business. Obviously, we'll ail feel better when the growth of digital exceeds the décliné of physical product, and we're ail working to that day. I feel confident that it's not that far away." Back at Sony BMG, Chris Craker admits that it has been quiet on the release front since the label's US chief executives were axed last November. He points to a major corporate restructuring at inter- national and UK levels, including the imminent relocation of Son/s legendaiy Masterworks A&R department from New York to London. "It's true that Sony BMG has been rather quiet over the last 12 months, but we have a reinvigorated mission to go fonvard with new projects," Craker explains. 

Fewer new albums will fit a revised marketing strategy driven by "event" titles from the likes of vétéran pianist Murray Perahia and albums by a small nuraber of new signings. While download classical business is likely to concentrate executive minds this year, wider con- cems about the relationship between A&R and marketing remain in sharp focus. The upward rise of a new breed of core classical artists, from singers Anna Netrebko and Juan Diego Florez to violinist Nicola Benedetti and trumpeter Alison Balsom, has proved that crossover is not the only path leading the majors to chart-topping sales. Deutsche Grammophon's Grammy award-win- ning executive producer Christopher Aider says that he is heartened by public interest in exciting classical artists. "One has to help the public make a choice in ail fields today," he observes. "The demise of the local record store means people do not readily have access to the advice of an informed retailer, so packaging is so important in gaining the public's attention. Attractive packag- ing is not more important than talent, but it helps convert the undecided, I would say. If you're unmoved by a performer, then that's the end of the artist for you. We remain totally committed to quality here but are fiilly aware that image can help gain an audience." Aider, who is set to exchange 30 years at Deutsche Grammophon for life as a freelance pro- ducer in April, says that the labels strategy of developing high-profile artists is matched by a corresponding development of consumer trust In short, it offers room to introduce rarely-heard repertoire to a large audience. "I don't accept the argument that people who listen to crossover move on to classical music, but we do see young people being attracted to mainstream classical releases from Lang Lang and Yundi Li. There are still high quality artists out there that large num- bers of people want to hear." 

The future looks good: the best of classical's emerging young talent 
Young British classical artists • » -b-hct——  . ammin rhnca V Emightennient. We plan t< Young British classical artists are among those setting major label A&R agendas where mainstream repertoire traditionally rules. The point is well made by the rise of Kate Royal, who signed an exclusive contract with EMI Classics last October and has since set down her début album for the company's full-price label. The 27-year-old Londoner, a strong favourite for this year's Classical Brit young artist award, addressed a new audience as soprano soloist in Paul McCartney's choral work Ecce Cor Meum. Royal's strikîngly attractive voice and equally alluring appearance have also caught the attention of casting directors and orchestra managers Worldwide, presenting her with acclaimed débuts at Glyndebourne Festival and with Simon Rattle's Berlin Philharmonie Orchestra. 

Class acte EMI Classics arts Kate Royal (Icft) and Natasha Marsh have been maklng slgnlflcant i 
so much to offer," says EMI Classics président Costa Pilavachi. "Her album présents a kaléidoscope of what she do and offers a chance for 

 - satisfying than getting an artist away and / aetimg an artist away and ....en it cornes to presenting getting product to perform Natasha are excitinn si 
aZ"v"À\ \ J, 00 anfl olte,'s a chance f01" in mainstream or cross Roya s début dise spans an people to discover every aspect repertoire, UCJ's Mark pressive reoerto re ranoe. nf d„,„i cn-v   "^J^iviarK impressive repertoire extendlng from works by Mozart and Mendelssohn to the music of Debussy, Stravinsky and Orff. "The public is always happy to discover a new artist who has 

of Kate Royal. She's a super- sophisticated performer. I would say she's the first English soprano for many years with this kind of promise, who offers the complété package, l'm sure she will be very well 

— u ,u would perform." 
Wilkinson says that judging the Welsh s o p ra n o E M n M a na h a Thomas, an early musfc expert, 

Enlightenment. We pian to relaunch the Heliodor label as an early music line with this title. Elin is a very exciting prospect for us." Youth is in the ascendant at EMI Classics UK, where director Thomas Kaurich is pleased to be marketing Alfie Boe and Natasha Marsh. Both singers have proven classical track records and have shown considérable crossover promise. Boe's release on Classic FM's own label made strong lieadway in the classical chart at the end of last year, and Kaurich expects even better returns from the tenor's March 12-released album, Onward. Soprano Marsh's Craig Leon- produced début album, Amour, already has the makings of a chart-topping crossover hit for EMI Classics. "Alfie and Natasha are exciting signings 

remains key. "There's a nsn inhérent in everything we do and the financial investment involved is often frightening," he explains. "But there's 

 «cuiy inublC eX|] who has been by UCJ. "Her début solo album, for release i May, will mainly be of baroque arias with Harry Christophers us on the and the Orchestra of the Age of faig way." 

observes. "They live happily in the classical and mainstream crossover worlds, have great integrity, are out there singing opéra at Covent Garden, and can really reach out to people. i feel these two artists will put 



Release date 12th March 

atfiG boG 

onward 

A brand new album 
of uplifting songs 
featuring new 
arrangements by 
John Rutter and 
Karl Jenkins. Includes 
the timeless classics 
You'll Never WalkAlone, 
I Vow To Thee My 
Country and the 
spectacular new 
single A Living Frayer 

"Alfie Boe is a stunning 
discovery who could 
be the best ténor of his 
génération" The Observer 

Don't miss Alfie live on tour 
with the Fron Maie Voice 
Choir from 24th February 
Visit us online and sign up today to receive ail the latest news, music, video and more 
www.alfie-boe.comwww.alfieboeuk.com www.myspace.com/alfîeboe www.emiclassics.oo.uk 
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With picture & sound quality this good, there's no going back. 
More titles coming soon including; Yes Live At Montreux 2003 Santana Hymns For Peace and Deep Purple Live At Montreux 2006 
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Features are edited by Christoptœr Barreft 

Although some commentators say music DVD's days are numbered, 2006 was a boom year 
for the sector and, as Christopher Barrett reports, 2007 should see sales continue to rise 

A ray of light for 

music DVD market 

)espite remaining something of a niche genre in he overall DVD market, more music titles were old lïLst year than in any since the first music )VD hit the market back in 1998. With well over seven million units sold in 1006, a near 10% uplift on the prior year, the ;ategory remains a strong one for retailers and abels alike. But, with new formats and the digi- al delivery of audiovisual music material hur- ;eoning, some helieve music DVD's days are mmbered. "Ifs a niche and collectors' market, but I still bel that with the right artists and product there s a good market out there. But \yith traditional etail struggling and some retailers reviewing heir music chart, it will increasingly becorae a nore specialised market and I think that is vhere the internet and other routes to market vill thrive," says Spencer Pollard, managing lirector of fast-growing independent distributor Jberation Entertainment. However, with new catégories, such as music- ve games, sparking interest m 

music DVD, the genre being virtually unaffected by piracy and ils obvious appeal to the depend- able "£50 man" démographie, it's not surprising that retailers believe there is considérable life left in the category. "Music DVD is still a very big format for us," says Asda buying manager for music and games Duncan Cross. "It's increasingly compétitive in the marketplace, but it is a format that continues to grow in Asda so we are in it for the long haul." Virgin Retail head of music Rob Carapkin is equally enthusiastic. "We grew music DVD sales more than 10% last year and I don't see why that shouldn't continue this year as long as the new releases and campaign activity hold up," he says. But in line with other physical music formats, DVD prices are tumbling and retailers are increasingly looking to labels to provide prod- ucts brimming with added value in order to gen- erate sales and maintain a reasonable margin. "Music DVD has too long been the poor sec- ond cousin of music [albums] and I think once it gets constant focus it could be turned around," 

states HMV internet DVD buyer Rob Edwards. "Unfortunately, music DVD is still very niche, but when labels do a proper job, like the Puise DVD from Pink Floyd, and take care and put money behind a title they really seem to work, but too often they seem like an after thought." "Packaging is absolutely a focus," avers Cross. "Music DVD is not often an impulse purchase: it targets fans, people who really know what they are looking for and are prepared to pay a higher price if the packaging is attractive." Campkin adds, "Everyone talks about price déflation in the market, but I am of the opinion that if you give people a package, not just the album, but a DVD element, then fans will go out andbuythem." While packaging is key and the inclusion of a live show or héritage artists goes a long way to guaranteeing the success of a music DVD, tim- ing is also a vital factor and something that retailers believe labels should pay much doser 
"You will get an album and a tour and then 



PlayStation 3 set to give Blu-i-ay the edge over its HD rival 
Since the launch of Blu-ray and HD DVD in the UK last October, the much touted battle of the next génération video formats is yet ta resembie anything more than a PR-driven souffle, wlth the newspaper column inches dedicated to it far outnumbering units sold. But on March 23, ail that could change with the tardy arrivai on UK soi) of Sony's PlayStation 3. Initially priced at £425, the highly- anticipatcd launch of the Blu- ray compatible games console is widely expected to give the format a huge advantage. By 2010, entertainment technology consultant Understanding & Solutions predicts that the PS3 will make up 52% of the total number of hîgh-definition DVD 

"We see the emergence and launch of PS3 as belng crltical. It plays a major part of our view that Blu-ray will corne to dominate in a relatively short 

ing & Solutions managing director Jim Bottoms. But with HD DVD cnjoying self-explanatory branding and the obvious benefits of being backed by Microsoft, there remains everything to play for and the vast majority of record labels are closely watching the progress of both formats before pledging an allegiance. Having released a batch of 

high-definition video titles across both formats last year, Eagle Rock has proved to be the pioneer of music on HD video in the UK. The independent label's UK marketing manager lan Rowe says that Eagle is "completely committed to releasing titles in both formats", and confirais that it is set to issue HD DVD titles from Carlos Santana and Yes in June and re-promote its previous five Blu-ray releases 

around the launch of the PS3. While EMI is also keeping a foot in both camps with its forthcoming David Gilmour project, being released across both HD DVD and Blu-ray, Sony BMG is obviously aligned to Blu-ray and is issuing titles from John Legend, Tony Bennett and Destiny's Child, on March 26. But despite its partisan approach, Sony BMG, along with the majority of labels, is taking cautions first steps into the realm of HD video. The music business has seen a succession of formats such as DVD-Audio and SACD whimper to extinction and with widespread digital delivery on the horizon the industry's reticence is understandable. "In the past few years there have been two or tliree new formats, such as DualDisc and UMD, that we and a number of labels have tried and they have not really picked up. "I think everybody wants to be a bit more careful and see how the market will develop," 

says Sony BMG Visual média marketing manager Sergci Kojine. Meanwhile, as retailers gear up for the release of the PS3 they remain largely unconvinced by music labels' plans for both Blu-ray and HD DVD. "As far as we are concerned, at présent, music suppliers do not have any set releases for Blu-ray. They have plans for them, but whether they will actually be out in time for the PS3 launch is not clear," says Virgin Retail head of music Rob Campkin, "It's yet another format, that with ail due respect, they have not got their head around. Because it's a Visual format, it doesn't seem to be a priority," says HMV internet DVD buyer Rob Edwards. "But if any music supplier approaches us with an opportunity on Blu-ray we would certainiy look at it and grab it with both hands. We expect to have a similar opportunity with Blu-ray as we did when music DVD first started." 

BOB DYLAN PONT 
WM 

I 

sixth months later along cornes a DVD, which doesn't benefit from any of the initial exposure," says Edwards. The HMV buyer is not alone in believing that the simultaneous releases of an album and DVD greatly benefits the latter's sales. By some way the biggest selling music DVD of 2006 was Take That - The Ultimate Tour. Released alongside the vétéran boy band's Beautiful World album, the DVD went on to sell 199,000 units, 45,000 more than it's closest rival, Pink Floyd's Puise. Sergei Kojine, visual média marketing manag- er at Sony BMG, agréés with the retailers' com- ments, but says that it is not always possible to deliver such an all-encompassing campaign. "Unfortunately they are right," says Kojine. "But we do try. For example, in March there is the Dolly Parton UK tour and we have put together an integrated campaign across the board. Among other things, we are doing a new best of compila- tion, re-releasing scveral CD catalogue items and issuing two new DVDs. Also Bob Dylan will be touring in April and we have a spectacular new DVD scheduled to coïncide with the tour." Timing is crucial on DVD; we leamt long ago that releasing titles in isolation, or once an album campaign is finished, achieves very little," agréés EMI director of audiovisuel Stefan Demetriou, who has coordinated the release of the forthcom- ing Corinne Bailey Rae DVD to coincide with her live dates, new album and the awards season. 

"The key is to make any DVD or audiovisuel pro- gramme an intégral part of the overall artist plot and ensure they are as involved as if it were a new studio album," continues Demetriou. Production schedules, authoring and post production are ail significant factors in the évo- lution of a music DVD, meaning that the effec- tive timing of a release requires considérable planning. But, despite the challenges involved in successfully planning the release of a DVD, the fact that the vast majority of artists have estab- lished fan bases to target makes the marketing process comparatively simple. "You know there are dedicated fan bases already established, album sales you can work with and areas where the acts are particularly popular, al] of which allows you to concentrate your marketing and sales efforts," says Pollard. "When you project on a music DVD you should be able to accurately predict sales. It's a safe business, but I wouldn't say that music DVD alone is ever going to get anyone very rich." With that in mind, independent labels and majors alike are increasingly looking at new delivery methods to maximise their audiovisuel music archives with many successfully exploit- ing TV and digital rights. The rapid rise of YouTube has enabled mil- lions of users to access footage of their favourite artists for free at the dick of a mouse. Whether it is a new single or vintage classic, the public's 

Music DVD hastoo long been the 
poorsecond cousin of music 
[albums] and I think once itgets 
constant focus it could be tumed around 

consumption of music-based audiovisuel maté- riel has changed dramatically. But following a plethora of deals, such as EMTs recent ad-sup- ported video streaming agreement with AOL and several majors' ad-share deal with YouTube, record labels are swiftly capitalising on the new 
"YouTube is just another, quite expansive, music channel," says Campkin who believes that the comparatively poor quality of the clips avail- able encourages viewers to "buy elsewhere". "New générations are becoming ever more visually aware and the passive audiences of the early days of music télévision have gone forever," says Demetriou. "This can only be a good thing as people respond to créative and challenging audiovisual material like never before." With consumers increasingly demanding interactivity. so DVD authoring houses are working hard to maintain the appeal of music DVDs. London-based post-production special- ist The Pavement is now offering its clients a new feature that blends DVD content with updateable, real-time internet content. The technology allows a DVD to be played in a cus- tomised DVD browser where it can link to a video clip from one website, flash animation from another and text from yet another website. The new feature could help generate sales by providing exclusive content that can be unlocked" while playing the DVD. The Pavement believes the technology is more closely suited to music DVD than any other genre and has begun to demo the System to music rideo j rectors and product managers. "It's a complete- y new, fantastic way to truly connect artists with eir tans and deliver top-qualily audiovisual content by making the best of both DVD and the internets strongest features," says The Pavement co-founder Kristen O'Sullivan. 
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••• Hon't miss out 

i Week to go! 

Last few places remaining... 

Register now! 

America remains the one international territory that 
almost every artist and music company dreams of cracking. 
And with ail the changes sweeping the industry, tt is more 
important than ever to find new avenues into the largest 
market in the world. 
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Rich Mix Cultural Foundation 
35-47 Bethnal Green Road, London El 6LA 
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Programme 
g.îoam THE SIZE OFTHE PRIZE 
Thls session will set up the day by providing an overview of the US 
market, with ail the latest farts and figures, and the U K arts who done wellthepastyear. 
9.45am FROM DEALTO RETAIL: 
gettlng started in the US -> Peter Gordon (Thirsty Ear/Worldwide Indépendant 
Network), David Massey (Daylight Entertainment), Patrick Moxey (Ultra Records), Jay Ouatrini (Davenport 
Lyons) 
This session will address the key question: how do you take your 
music to a US audience? Do you need a major, or can indies do a better job for you? Doyouneeda US-based manager? How do you find an agent? 
Is physical distribution the answer? Or will a digital deal suffice? 
io.3oam CASE STUDY; Corinne 
Bailey Rae Mike Allen (EMI UK), Kevin Brown (EMi UK), Miller Williams (Global Talent Publishing) 

ii.ooam REFRESHMENT BREAK 
n.3oam IT'S CACA: the mysteries of American radio Lee Abrams (XM Satellite Radio), Clive Dickens (Absolute Radio), Neil Lasher (EMI Music Publishing), Larry Rosin (Edison Media Research) 
This session will provide an overview of the changes that have been sweeping the US radio sertor, and their impart on anyone looking to raise their profile in the US. How important is radio for new arts today? Which formats are on the rise/in décliné? What is the impart 
of satellite. And, fundamentally, who are the programmers that UK artists needtoknow? 
I2.i5pm CASE STUDY; Imogen Heap Imogen Heap (artist), Mark Wood 
(Radius Music) 
i2.45pm LUNCH 
i-45Prii TAKING THE SCENIC ROUTE: 
alternative pathways into the 

média Simon Banks (SB Management/ KTTunstall), Imogen Heap, Jeff McClusky (Jeff McClusky Assodates), Zak Biddu (UKNY Music/Lady Sovereign), Nick Robinson (BMI) There is much more to média exposure than radio, with adverts, primetime TV shows such as Gray's Anatomy, not to mention tastemaker blogs ail offering alternative routes to raise profile. But how do you get your artists featured on these new channels long before radio picks you up? And how do you do it without major label muscle? 
2.3opm CASE STUDY: Franz Ferdinand Ceme Canning (Supervision Management), Mirelle Davis (Wind Up Bird) 

Nick Detnon (Belly Of The Beast/ 
Dizzee Rascal), Marty Diamond (Little Big Man), Una Johnston (SxSW) This session will examine how healthy the US live market is, asking how younger UK arts (or even héritage arts) can arrange successful tours. 

Which are the key markets to play? Howdoyouhookupwith an agent? 
And, when it cornes to the crunch, how can arts help fund their tour? 
3.45pm REFRESHMENT BREAK 
4.iopm ONE ON ONE WITH JONATHAN DANIEL Jonathan Daniel (Crush Music Media Management/Fall Out Boy, Panic! atThe Disco) 
4-45pm AN AMERICAN JURY: running the rule over the next big things In a spin on the traditional demo jury,a sélection of our US guests will bring the curtain down on the day by listening to selected tracks by British arts with big hopes in the US and offer some genuinely practical suggestions on howthey can make it 

Finishing at 5.3opm Join us at the end of the day for drinks and a further opportunity to network with ail the speakers and delegates 

To register for this conférence contact Imelda Bamford: 
lmelda@musicweeT(.com or 020 7921 8300 
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Electrifying and live - the Brits returns to form, but UK artists still have \M)H< to do in the US 
Why us Brite cant gel camed away 

The return of the Brits last week as a live TV spectac- ular can only be regarded as something of a triumph. But it also suggests that, had the industry been bolder and more daring, it could have made this blindingly- obvious move manyyears ago. A few niggles aside, this year's ceremony at Earls Court was one of the best Brits I have seen. Russejl Brand provided that rare qualitv of being a hdst who is in total control, in possession of a ready wit and who knows jusfhow far to push the bound- aries. In addition, many of the live performances were electrifying and the winners were largely justified, albeit a bit unhealthily biased towards one company. But what really made it was the fact the show was totally live. That added an extra buzz to the room, the knowledge that whatever passed in front of your eyes would, in seconds, be seen by millions of viewers around the UK. What a shame that same buzz could- n't have been présent over recent years. While it was prudent to have initially switched to a pre-recorded event in the painftil aftermath of Fox- Fleetwoodgate, waiting so long to retum to a live set- ting can only really be explained by over-caution and a lack of courage and conviction. 

With memories naturally refreshed of the 1989 fiasco last week, it may appear odd to say it, but one criticism of this year's show was that it was perhaps a 
little too slick. For ail the ceremony's faultless présen- tation, it felt it needed a spécial moment to lift it above the norm. Jarvis and Jacko incidents only happen by chance, of course, but the re-introduction, say, of the one-night-only duets that used to characterise the 
Brits or an "off-message" perfonnance, such as the reformed Police at the Grammys a few days earlier, could provide a talking point. While the UK music industry and event organiser the BPI should be rightly proud of how this year's Brits tumed ont, the Grammys the previous Sunday must rank as one of the most disappointing from a British perspective in a very long time, given the num- ber of nominations gathered. It offers a reminder that, despite UK talent compet- ing more effectively across the pond than for many years, America firmly remains a market where domes- tic artists raie - making up 93% of sales, according to most recent IFPI figures. The homegrown-dominated Grammys provides some much-needed perspective. We Brits should not get too carried away. 
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Forum is odited by Jim 

Putting on the BHts - how to 

itage music's biggest party 
There are requests. 
Amy Winehouse wants 
10 kosher meals sealed 
and blessed by a rabbi 

we're the right side of the line 7pni. One hour left to go. The front pit llam. I walk the floor with our is looking a bit empty. We tend to fill it 
tics of Edinburgh has only just arrived. especially usher them quickly to the front 

ipm. Thank God for trainers - Earls run around maracally trymg to get Court is enormous. You end up right people in the right places, walking miles for this show. Why is it 8pra. I walk up to the back of the that whenever my walkie-talkie auditorium just as the Scissor Sist crackles into life they always want me take the stage and take a deep brc at the other end of the building? The Brit Awards 2007 have begun ses 
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Did the changes made to the iw-look, live 2007 Brit Awards icceed in revitalising the event? 
chard Murdoch, Radio One "The fart that it was live added a level 

^^VirginRetai, 

highpoint of the music industry calendar and have become a fanta 

away with nothing as Tm a fan, but it 
^^Ssgot 

Awards showcase back to ils lîve best 
animat-youkeep it on a tlght leash, THere WHS al WHyS this was a triumph for live music 
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  If but it ^utThr^mtor 

directed S 

teprelateS 

JoersonallyTiattBijaelLBrand and «Tfindhîs so-called quips at the expense of Robbie or his political 'jokes' funny. But having said that he held things together well and will no 
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Contact Maria Edwards, f CMP Information, Ist Floor, Ludgate House, 245 Blackfriars Road, London SE19UR 1:020 79218315 F: 0207 9218172 E: maria@musicweek.com 
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The latest jobs are also availabie online every Monday at www.muslcweck.com Booking deadline: Tbursday lOam for publication tlie following Monday (space permitting). Cancellation deadline: lOam Wednesday prier to publication (for sériés bookings; 17 days prior to publication). 

IJOBS 

OUR PROGRAMMES REACH 
HUNDREDS OF MILLIONS OF 
PEOPLE AROUNP THE WORLD 
WHAT DID YOU EXPECT? 

LAST,.lEÂR,WEJH«trrO P^PAREMORE 
THAN 250 arrFPTANCE ^PEECHES 
WHAT DID YOU EX^ÉCT? 

Producer, Music Programming Ref.721434 
London 
BBC Radio International markets BBC radio programmes to radio stations and other services around the world.We are looking for a Producer who will be responsible for identifying, clearing and packaging rock and pop : material for international commercial exploitation.You'Il be working closely : with colleagues in the BBC, liaising with artists/labels, and helping produce recordings and effective promotional material. 

| With strong relationship building skills, you'll be a key point of liaison with BBC Audio and Music and artist/label contacts for rock and pop output. You'll I preferably have production experience and an awareness of current music trends.With a demonstrable understanding of the music industry, you'll understand rights/legal issues enough to help co-ordinate dearance/payment of contributors.The rôle requires well-developed negotiation skills, and initiative and tenacity to operate in a complex environment. 
Applications to be received by 26 February. 
You can apply for this rôle by visiting bbcworldwide.com/jobs where you can also find full détails of this vacancy. If you do not have Internet access, please call 020 8433 2898. 
□BS Worldwide 

EVERY WEEK 93% OF PEOPLE IN 
THE UKTUNE INTOTHE BBC □ 

ra WHAT DID YOU EXPECT? UÈÀ 
51 

Brand Executive, Audio & Music Team 
London, c. £30,000, 12-month cc 
As part of the team promoting the BBC's audio and music brands, you'll initially focus on driving the reach and interactivity for BBC Radio 1,2 and Five Live primarily using new média. You'll also manage aspects ofTV, radio and off-air promotions for these brands. 
You'll have substantial experience in a marketing position, with experience of stratégie brand planning, managing effective multi-media campaigns, briefing agencies and evaluating effectiveness. In addition to excellent présentation and interpersonal skills, you'll be brimming with ideas to develop these brands and will demonstrate a flair for creative promotion especially using digital média. 
Applications to be received by 26 February. 
You can apply for this rôle and learn about how we do things at the BBC, by visiting bbc.co.uk/jobs If you do not have Internet access, please call 0870 333 1330. Textphone 020 8008 4300. Ceefax page 696. 

to place an advertisement 
call maria 020 7921 8315 

maria@musicweek.com 

1 IXtra is the BBC Radio station for new black music. which plays the very best i in contemporary Hip-Hop, Rn'B and Dancehall together with ail the other | relevant music genres and with a strong emphasis on live music and supporting ! new UK artists. We deliver this informed and stylish music alongside hfestyle, ! news and discussion programmes to discerning IS-24 year old music fens. 1 We are seeking highly musically motivated people to undertake a sériés of ' crucial rôles across the station. You'll have a passion for, and in-depth | knowledge of, contemporary black music. You'll also demonstrate a sound i knowledge of music radio programming, along with an understanding of the ! musical taste and urban lifestyles of the 15 to 24 year old target audience, i Fantastic organisational and administrative abilities, relevant technical expertise and great communication skills are also essential. 
Broadcast Assistant, IXtra Ref:723499 

! London Providing full support to programme producers, the Broadcast Assistant will be self-motivated, adaptable and thoroughly informed on urban cultures. 
Producer, IXtra Ref;723709 
London 
A key part of the team, you'll strive to deliver unique programming which | encapsulâtes the mood, lifestyle and musical preferences of today's j contemporary black music fan. 
Executive Producer, IXtra Ref:725599 
London Responsible for the planning and effective, efficient production of I Xtra, you'll lead and manage the programme making teams as well as generate and develop 

[ You can find out more about these vacancies by visiting www.bbc.co.uk/jobs/lxtra If you do not have Internet access, please call [ 0870 333 1330.Textphone 020 8008 4300, Ceefax page 696. 
| Applications to be received by S March. 

®tra 

seelcs the following: 
INTERNATIONAL PROMOTIONS MANAGER The successful applicant will need to liaise regularly with overseas partners on press, we , an ra 10 play, and produce international promotional reports. y will be responsible for ail aspects of artist promo trips. from travel and accommodation to budgetmg and overseeing interaew schedules. Must have 
nr»enrLVn !" h". Wr'tten communicatio" skills, as well as breathtaking organisational and time management skills. Previous promo experience essential. 
NATIONAL RADIO PLUGGER 
national' radio^This ™ f With a Pr°ven record at the world of UK nahonal r ^ ^^T with a broad range of contacts in diverse roster^musicls a m'°t 10 ^ an imPa« at radio with a 

c lovers and eager to join the expanding 
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handle Established 2004 

MUSIC COPYRIGHT 
Licensing 
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PACKAGING WANTED 
DUPLICATION Posting Records? 

STANLEY PRODUCTIONS Good o/d bshioned Service 

ROYALTIES 
SERVICES WANTED 
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