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Market Kaitorougfv 

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

» The nightmare which lays before us is the p 
autumn season plagued by a rash of CDssu 
distributed by The Mail On Sundo]/ - Editorial, pi^ 

Your guide to the latest news from the music industry 

EC gives green 
light to EMI bid 
• nie Eurapean Commission has given 
£24bn acquisition of EMlîbut the majors shareholders have still not yet backed tlie offer. nie deadline for them to agree tlie deal lias now been extended further until Ipm on July 19 after only 3.82% of shareholders backed the bid, up from 356% after tlie last deadline of July 4, • More than £60m worth of gross transactions were generated online by the resale of tickets to the 100 top- selling events in tlie second quarter of 2007, according to live entertainment intelligence company nxDaq. • nie UK music industry has kept up with the growth in digital, witli 90% of ail singles now sold tlirouoli online and fnnhiip niattnrms. accnrriinn to latest figures from the BRI. • GCap group opérations director Steve Orchard has defended Xfm's controversial XU format, which éliminâtes DJs from its daytime programming. Orchard was participating in a discussion at the Radio Festival. 

® Emap chairman Alun Cathcart told the group's AGM that the compan/s 2008 finances are "in line witli expectation", » Ofcom has awarded scven new communily radio licences in Scotland and Northern Ireland. 

HMV promûtes 
key heads 

permanently, joining the HMV UK board, while former head of DVD Rudy Osorio will become head of music. Commercial manager Charles Fotheringham will replace Osorio as head of DVD. • Virgin Group Branson, Apple chief Jobs and BBC controller of music Lesley Douglas have, namedinthetoplOofthe Media 100 list ® Avril Uvigne is facing battle witli On " - the Rubinoos, 

are taking positive efforts to reduce their own company's carbon footprints in the wake of Live Earth by appointing environmental specialists. o Aim has promoted Remi Harris to the new post of général manager. Previously Aim's project manager, Harris will now manage the organisation's day-to-day activities. 

and 7pm and feature a live performance and an "Over 2 U" request hour each week. • Graham Coxon, The Bravery and The Rumble Strips will be among the acts to headline the Virgin Mobile Union stage at this yearis V Festival. 

Live Earth pulls 
in 4.5m viewers © Live Earth achieved a viewing 

Canadian rock singer of ripping off one of their songs. Lavigne déniés ; 

Other winners on tlie night inc saxophonist Simon Spillet, who was named rising star, and Curtis Stigers, 

d Sm wntrhinn Madnnna. compared to the previous week's Diana mémorial show, which peaked al tASm viewers, Q BBC IXtra has announced the line- up for IXtra Loves Summer, a seven- week summer schedule including live broadcasts from across the UK and 
O Virgin Radio is to give ail wannabe DJs a chance to front their own radio 

ODigiDJ, an online 

® George Michael has reportedly been fined £130.000 for allowing the first night of his recent Wembley Stadium shows to overrun by 13 mincîtes. O Warner Music Group has withdrawn tlie lawsuit it launched against social média network Imeem in May. instead entering into a stratégie partnership witli the company. • A new report debunks the économie analysis underpinning tlie Gowers Report p4 • Centenary Music Holdings, a subsidiary of Universal, has extended the deadline for Sanctuary shareholders to accept its takeover offer to July 26, after receiving acceptances from 30.9% of 

r of popuiar North London Disque has laid the blâme for its dosure firmly at the feet of Islington Council, saying it was due to the décliné of Chapel Market wliere tlie store was based. Islington Council, 

• This yeaks Edinburgh International Film Festival will 
films with m spearheaded by Anton Corbijn's Joy Division biopic. Contrai. © Radio One DJ Trevor Nelson is to présent a weekly Saturday show on IXtra for six weeks this summer. Starting July 14, Nelson's show will 

Al! of the 40,000 early-bird tickets for T Tu The Park 2008 were sold in a record 69 minutes, less than 48 hours after the final curtains came down on this yenr's three-day ovent, which took place in Balado near Kinross The Park arena was openéd to (pictured). Tlie cariy-allocatlon canipers for the first ti tickets were sold at 2007 prices,   * with the lino-up for next ycar's event yet to be announced. 

This year's festival saw 80.000 fans brave torrential rain to catch performances by Kings Of Léon, Scissor Sisters, Kasabian and Tori Amos, somo of the 180 artists playing on U stages, as the T In 

• The Fratellis, CSS and Kaiser Chiefs are among the artists confirmed to perfomi as part of a sériés of London gigs to celebrate the lOth anniversary ofXfm London S MTV IS to champion emerging talent with tlie launch of its Spanking New Sessions starting today (July 16), acoustic performances from new acts of ail genres, both signed and unsigned, • Three VIP music sessions filmed by Tiscali at tlie 02 Wireless festival are now available to view online. Tlie ns to go live are by Badly Drawn Boy, ex-Morcheeba vocalist Skye and Faithless. • Every Liverpudlian alive who has had a number one single is being 
celebrating the fact that Liverpool has had more hit singles then any other city in the world. • Entries from artists and music 

Pepsîaddsfîzzto 
live events ® Pepsi has entered into a three-year sponsorship and supply partnership with Live Nation, following a sériés of initiatives at a range of UK music festivals this summer. • Online social music network Lastfm lias signed a global content agreement with Sony BMG. p5 O Universal is understood to have signed an initial deal with BlackBerry to offer to stream videos to BlackBerry devices using QuickPIayer. • The Barfly Club has entered into a partnership with University of London Union to become the exclusive promoter of live events at ULU. • Pet shoP Boys bave renewed their deal with Parlophone, continuing the band's 20-year association. • Video ringtone sharing operator Wingo has entered into a trial licensuig agreement witli Universal 

Friday night. SnowPatrol played the closing set before fireworks hrought the weekend to an end 
• Global digital distributor The Orchard Enterprises lias merged with music and video catalogue 
distributor Digital Music Group, 



News 

News is edited by Paul W 
The Officiai Charts Company and Mail On Sunday head for confrontation over giveaway album 

Prince album provokes charts row 

include The Mail On Sunday's free offering within the chart. The newspaper's managing director Stephen Miron warned the OCC's chart director Omar Maskatiya in a letter last week that lie would "engage lawyers for légal advice" to force a challenge over restreint of trade, unless the charts organisation reconsidered 
in the chart. Up to,3m copies of the £1.40 newspaper, cover-mounted with a copy of the artist's new studio album Planet Earth, were expected to be snapped up yesterday (Sun- day) in what is being billed by The Mail On Sunday as "the greatest newspaper giveaway... ever". The row with the OCC was one of a number of developments to 
controversy last week, which began with HMV publicly being attached by Virgin Retail managing director Simon Douglas after the rival's CEO Simon Fox backtracked by agreeing to stock copies of the paper in the chain's stores. Previ- ously. Fox had condemned the giveaway 

"absolute madness", but then U- turned by suggesting stocking the paper was "the only way to make the album available to customers". The Entertainment Retailers Association (Era) also entered the fray by questioning the environ- mental impact of having hun- dreds of thousands of free Prince CDs, which could simply end up in landfill sites. In tum it has called for ABC, which compiles 
: sales of newspapers 

calculations on the basis these "skew" the figures. In the dispute with the OCC, The Mail On Sunday's Miron has taken to task arguments put for- ward by the charts organisation why sales of the album achieved through the paper car included in the chart. Maskatiya argues that Millward Brown, which undertakes research for the Oflficial Charts, would be unable to verify sales as "genuine con- sumer purchases", while, even if the dise were acceptable under OCC rules, the newspaper's distri- bution outlets do not qualify as chart reporting retailers. However, in a letter to Maskatiya, Miron argues, "Sales of The Mail On Sunday are audited ofificially on a weekly basis. We therefore have very dear evidence 
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Covermounts 
giverîsetoa 
new Madness Nfoclnessare iooking to follow the lead of Princë's controvcrsial newspaper CD giveaway as marketing plans arc ' 

iclude an album with The Mail On Sunday, a large proportion of customers pur- chase the paper to own the album. 

and that they keep the album and playit" He also suggests Maskatiya's point about the newspaper's outlets not meeting OCC criteria to qualily as chart-reporting stores is now made invalid by HMV agreeing to sell the newspaper. "1 should also point out that many of our retail outlets - supermarkets, garages and multiple newsagents such as WH Smith - are established retail- ers of CDs and therefore meet your criteria for qualifying chart report- ing outlets," he notes. Maskatiya tells Music Week he explained to Miron that the OCC's job was to monitor sales rather than free gifts. He adds, "We do have a section in the chart rules which says that any promotion that is free to the consumer will not be included. From our perspective, it's simply chart inéligible u nder the rules." He also disputes Miron's asser- tion that the OCC standpoint is a restraint of trade. "WeTe not restraining their trade at ail," he says. "We're not preventing them 

in a row over chart qualification conceming a CD giveaway. In May 2004 Prince's Sony BMG album Musicology reached number three on the Billboard 200 chart, its suc- cess helped by the fact copies of the album given away to concert goers in the States were chart eligible. The issue prompted Billboard to revise its chart raies. 
We're not restraining 
[The Mail on Sunday's] 
trade at ail. We're not 
preventing them selling 
newspapers or CDs 

dates at the 02 Arena during August and September, although there has been no debate about any of these CD units being included in the chart.  

prevîously signed to V2, arc witliout a record or a publh _ But they recentJy took contre 1 of their 
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Baxter's self- 

Currently unsigned, Sergeant affîrmed 

STEPHEN FRETWELL Man On The Ro 
FREAKS TheCreeps (Field/Island) 

enjoying plays from Radio One's Tong, Jules and Pearce. Crossover potential. (single. August 27) 

best kept secrets, The King Blues blend ska influences and big rhythms witli punk attitude. Seethemat Reading/ Leeds. (7° single, August 6) 

début album will 

LETHAL BIZZLE Look What You've Done (V2) Guest vocals from Kate Nash inject a iseofpop 

THEPOLYPHONIC 

introductioa (from 

UKdate thisyear, these reworkings of classic hits could find a broad audience, (album. 
210707 MUSICWEEK 3 
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Flaws uncovered in Gowers Review 
conducted in tlic copyright ai-ca, including work doue by PwC, Bernt Hugenlioltz, Prafcssor Stan 
Iiitollcctnal Property and 

calculations. Ryan explains that the "effect of tlie etror they made is that the length of terni is irrelevant In tlieir formula, term could be infinity ( 
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record labels, managers 
publishers, artists, 
producers: get your tracks 
heard by radio and club djs 
digi dj: a brand new digital 
promotions service that is: 
• cost effective 
• fast 
• targeted 
• informative 
for further information contact 
kelly@digidj.co.uk or log on to 
www.digidj.co.uk 
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4 Digital wins praise for 

marketing spend on DAB 
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Successful talks would see ail majors feeding Lastfm 

Last FM woos Universal 

g rad 
News of the discussions cornes after the web 2.0 company last week signed a global deal with Sony BMG to slream the major's catalogue lo Lasl.fra's listenership. The deal follows similar lie-ups Our mission is to get 

ail the n 

that doesn't really get re that it deserves, back catalogue, obscure stuff, really great material. One of the great things about our System is that it keeps oldermusic in circulation. "We've obviously always had the ambition to get the Sony BMG cat- Last.ffn, and the unique- ness about this deal is that it's truly global - from Kazakhstan to Britain, every countty is covered. And that's great, because we're a truly global operator. "It also shows that record com- thinking outside of 

ss^ïss sssJib 
^ In light of bis company's 
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radio site in tlie world, while the 

still be around, he says. 

DJ service gives labels 

download feedback 
service bas been launched today (Monday) in the hope of tapping into the increasing number of DJs abandoning tlieir vinyl collections for digital downloads. Tlie brainchild of DJ Matt White, plugger Kelly Skipper and tnnsic finance director Geoff Hanls, Digi DJ will allow DJs to download an unlimited number of MP3 tracks posted free of charge by record labels and unsigned artists. 

ired to give feedback on downloaded, information which labels and unsigned artists can access for £400 per track. As part of the fee, 

comphmentary subscriptions to the site have been given to nearly 100 big-name DJs including Pete Tong, Shortee Blitz, Judge Jules, Graham Gold and Panjabi Hit Squad. Rcgular users will be able to subscribe for three, six and 12 
maximum subscription of £100 per year. "We're going to be multi-genre, the cost at point of entry is free and we can help break DJs abroad as well as the UK," says co- director Harris. Polydor head of marketing Orla Lee says, "A service like tins helps us to know whether a track is reaching the right target and, as 

SaS 

DJs might fmd the service 



Début album unswini 

The last few 
years have seen 
new artists from 
the Arctic 
Monkeys to the 
Kaiser Chiefs 
dominate both 
the headlines 
and the charts. 
However, new 
Music Week 
research shows 
that this trend 
may be slowing, 
as up-and- 
coming acts 
stmggle to 
break through 
commercially. 

Corning on 
the back of 
another 
disappointing 
quarterly set 
of sales 
figures, such a 
phenomenon 
gives cause for 
concern. Yet, as 
Music Week 
discovers, hope 
still remains 
among music 
industry insiders 

by Ben Cardew On the face of it, sumtr should be a time of célébration for the UK music industry; the live sector continues to boom, Wemb- ley Stadium and the 02 are finally open for business and the Concert For Diana and Live Earth evenls offered the perfect opportunités for artists to showcase their music to massive TV audiences. 
over the UK has dampened spirits as the festival season unfurls, so too has a truly wretched set of sales figures for the first half of the year taken the ardour off any industry summerjoy. Artist album sales slumped 10.0% on a year-on-year basis to 47.74.m units in the first 26 weeks of the year, a performance even worse than that of the first quarter ~when sales of artist albums were down 8.94% on the year. Addmg to the high street's woes, the half-year ended on a sour note for the retailer sector, as Fopp dosed its doors, HMV announced declining profits and The Mail On Sunday confirmed that it would be covermounting the new Prince album, ail in one day. The reasons for this slump are both diverse and widely acknowl- edged - notably the impact of illé- gal downloading and copying, the relatively slow take-up of légal 

Universal commercial direc- tor Brian Rose told the audience at the Era New Music Conférence that, apart from the success of Mika, the market had struggled to break new acts in the first half of the year, citing Just Jack and Klaxons as examples. Sadly, sales figures appear to back up this pessimistic view, at least in comparison with recent history - albeit a period of histori- cally strong performances by début acts. Of the 40 best-selling 

artist albums in the first half of the year, only 12 were débuts, eight of which were released in 2007. By comparison. in the first half of 2006, 15 of the 40 best-selling artist albums were débuts; in 2005, this number was animpres- sive 19 albums and in the first half of 2004, there were 13 débuts in 
More worryingly, many of the highest-selling débuts in the 2007 

chart are now approaching 12 raonths old, including The Fratel- lis' Costello Music (released Sep- tember 2006), James Morrison's Undiscovered, LilyAllen's Alright, Still and Paolo Nutini's These Streets (ail released July 2006), suggesting that 2007's new breed of artists have yet to really capture the pu  An ing is 

big money pub- nsning ana recording deals this year - including Air Traffic, The Twang, The Horrors, Tiny Dancers, Ross Copperman and Gallows - have yet to perform to their full potential. One notable exception, how- ever, is Mika, whose début album Life ' In Cartoon Motion - 
Singles 
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loses its momentum 

The number of début albums in the haif-year Top 40 albums charts by year 
2007 

2005 

Top 10 

notes the grow- want to bet agalnst that. The quarter, growing its shLe of thf of digital album major again dominated the quar- albums market to 12.4%, from ing importance^of digital album major again dominated the quar- albums market to 12.4%, from 
physical sales (something, inci- its 36.1% share in Ql, which itself to 11.8%, from 9.0% in Ql, over- dentally, that has only happened was dotvn on its 37.0% share in taking EMI to take third place on 

never going fo Cable to indeS Ca 35.4%^share oTtheCXt, the albums martet aCseriousîy never going to be able to indefi- to a 35,4% share of the market. 

behind only Amy Winehouses's So is there hope then, the fact that the drop in CDs in jangle nerves at suitor Terra album My favourite the UK is already starting to be Firma, EMl's market share for the mare to rival Minist by growth in quarter fell again, to 13.5% of BeCifid hide'Vsilver Uni^?0» would digital 
relative,y 

down on QI, yet still ahead of 

sS«sfaîs« 
0.8% in Ql). 



Lombard directs 
brandnewideas 
Ken L@iiiliarci, architect of 
Starbucks' music strategy, is to 
présent a keynote address at this 
Wednesday's MusicMeetsBrands 
conférence. Here Lombard sets the 
scene for his address 

resonance and will also seek to develop emerging artists with inspired vision of purpose. TVie goal to help i ail retail channels discover great musK Tlie entire MusicMeetsBrands conférence is about the partnerships between music and brands - wliat is it about music whicli appeals so much to brands 
How are you looking forward to your first conférence speaking engagement in London? l'm very excited about the opportunity to corne to London to speak at Music Weeks MusicMeets Brands conférence. I was pleased to be invited. People are going to be most interested in bearing about your signing of Paul McCartney - can you explain how tliat came about? Sure. We are constantly in talks with artists who contact us about potential partnerships and we were elated and honoured to be in discussions with such a remarkable musician about 
looking intoseveralop his new album, which at that time wa rot quite complété and did not yet 
Starbucks had with music, not just in terms of sales, but in terms of reaching new audiences and appnoached us about working logether. If you were looking for an iconic artist to highlight the activities of Hear Music, you couldn't bave chosen anyone bettcr.. Would you 

with music, do you tliink? For Starbucks, music is a natural part of the coffeehouse experience. The coffeehouse has historically taeen a home for music, literature, art and the free expression of ideas. Starbucks offerings in music, books and film enlighten, entertain, as well as ignite discussion and debate. From the very beginning. our focus has been on cnhancing the Starbucks experience. Whether it's our coffee, a book we recommend or the music played in our stores, the customer experience is at tire heart of every décision we make. You bave taken such partnerships to the next logical extreme. Do you see other brands following? Starbucks offers the music industry a unique set of assets that cannotbe 
inciudes a footprint of more than 6,500 locations across the USA and Canada as well as more than 550 in the UK and strong customer loyalty, to 

Music "ers cool credibility, and consumer brams - tron^ 

Brand aid: partner 

music and consuiti 
While the music industry struggles to justify the value of music in thelight of The Mail On Sundays giveaway, mounting peer-to-peer file-sharing and the •al décliné 

Brands conférence, the connection beUveen consumer brands and music has reachcd leights. Attend any of this summer's 200-plus music festivals and it is impossible to miss the Strongbow aderhouse stages, the Orange recharge tent, the Virgin Media tents. In turn, Lily Allen has her own New Look clothing range and Simon Cowell is even planning X Factor perfhme. And then there is, of course, brand-owned properties such as T-Mobile's TVansmission TV sériés, the Red Stripe Music Award and Vodafone's Live Music 

G « 

zunemsrf 

bverynooy, it seems, wanu, a    ■ - piece of music - everybody wants Music Week's MusicMeetsBrands to attach some of the'cool and conférence, which is staged at the ; of the cooland conférence, which is staged at the credibility which music brings to Landmark Hôtel in London on its consumer brands. Wednesday. It is a new environment which At the heart of the day will be 

emerging artists. tire resuit of expanding our music strategy Iras enabled us to change the rules of Absolutely. ils an honour to be working with Paul McCartney and we couldn't be happier with the success of 
After making such an impact with 

MusicMeetsBrands: Wedned 

3g July 18,2007 
ÎRÀNDSIl,eLandmarl1 

Hôtel, London, UK 

Jim Campling, SVP Marketing Partnerships - Live Nation Geoff Gray, Group Managing Partner - Naked Communications nf - INTENT MediaWorks 
09.30 THE STARBUCKS & HEAR MUSIC KEYNOTE The signing of Paul McCartney to the Starbucks- owned label Hear Music is the most talked-about brand/music partnership of the year. With Memory Almost Full reaching the top three in the US and top five in the UK, the man behind the deal will describe how the coffee giant came to sign an ex-Beatle and what it signifies for the future of brands and music companies. This is the first time Lombard has spoken in the UK, so delegates are nrged to take their seats for 9.30ani Sharp. Speaker Ken Lombard, CEO - Starbucks Entertainment 
10.15 BLESSED UNION OR ROCKY MARRIAGE? With its traditional income streams in a state of flux, it is clearly obvious why brand partnerships havo become so important to the music industry. But what of the other side of the équation? What are brands getting from their association with music? Are they content with the status quo as it stands or, if this marriage is to evolve and flonrish, are they going to demand rieeper and more lasting commitments? Speakers: Matt Black, Owner/Artlst - Ninja Tune/Coldcut Ciulio Brunini, CEO - Brand A mp 

11.05 COFFEE 1135 WHO OWNS THE GOLD? Music consumption has never been higher, but tlie new music economy is a jungle: labels are fighting for a share of non-traditional revenue, management is holding on to what it's got and a nnmber of third-party services have sprung up to facilitate business partnerships. This session will try to make sense of this confused and fragmented world: Where are we at? Where are we going? And just who should brands approach in order to eut deals? Speakers: Marcel Engh, Vice Président - Brand Entertainment Sony BMC Europe Eric Marie, Manager - DEF Management Harvey Goldsmith - Ignition International Karen Phipson, head of brand communication - 
Justin Shukut, GM & Patiner - Primary Wave Music Publishing Tony Wadsworth, Chairman & CEO - EMI UK & Jreland 
12.25 ENTERTAINMENT MEDIA RESEARCH présents "Pop Scores" Speakers: Peter Rapport Steve Evans - 
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iHiimes to gatnes consoles - are eager to exploit the link 

ships between 

1er marketing 
focuses on three of the most ongoing study - which it 

1e launcb of demographics. Ignition initiative, a Following this 

AiraCSX 

Vodafone backs MW 

industry conférence 
Music Week is to follow MusicMeetsBrands this autumn with its first live industry conférence - with Vodafone as 

day's full programme schedule 
15.00 BREAKING THE B(R)AND - Records 
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The business 

is changing. 

And so are we. 
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Whethent be premîutn or eco-friendly packaging, limited-edition USB sticks or 
the satisfying sound of vinyl, the industry is having to try that bit barder to tackle 
dwindling demand for physical product Adam Webb reports ( 

Vinyl eases 

pressing concéfns 

With Fopp going into administration and HMV's year-on-year profits dropping by 73%, it bas been a fairly tough period for the high-street music market. Though this double whammy could be attributed to any number of extraneous factors (the former overreaching itself after the purchase of Music Zone, the latter actually selling a greater volume of CDs - albeit at drastically reduced prices), the recent 1FPI sales statistics for 2006 tell their own story: global physical sales slumped by 11% and, as yet, digital ineome streams are not making up the shortfall. Even superraarket behemoth Tesco announced a slowing in non-food sales, singling out CDs and DVDs for particular concern. Against this backdrop, music fans' continued love affair with vinyl ofiers, if not a solution to the industry's woes, then certainly a glimmer of hope. BPI figures released in February this year revealed sales of 1.1m seven-inch singles in the 12 months to September 2006, a year-on-year increase of 6%. The figures for 2007 are even more impressive, with Ql vvitnessing the highest volume of seven- inch sales for 15 years, rising 15.4% over the same period in 2006. The July 1 Top Ten was typical here, with singles by Kate Nash, The Enemy, Jack Penate and Reverend & The Makers selling considérable volumes in the format - ail of which offers evidence that, for ail the egalitarian allure of digital, a viable market remains forphysical product, especially one that ofiers well-packaged, well-marketed and col- lectable items. Encapsulated by the recent tie-in between The White Stripes and MME (which saw the highest weekly sales of a seven-inch for 20 years) and Regal's Singles Club (the collaboration between Paul Weller and Graham Coxon will be made avail- able as a limited-edition vinyl at the end of the month), the likes of piclure dises, short-nm singles and 180-gram vinyl albums remain hugely appeal- ing to hardeore music fans, as well as a génération ofeBayhawkers. "We've seen a mini-revival in vinyl sales," says 

HMVs Gennaro Castaldo. "Last yi seven-inch singles were shipped I strongly from a couple of hundrec around 2000 and that's prompted the likes of HMV to substantially increase the floorspace it gives to this format. Vinyl album sales are also up and artist back-catalogue sales are holding their own. It shows that where you engage the passion of fans by talking aboùt the music and promoting its artistic merit, rather than treating it as a commodi- 1y, there's every chance they will respond." Citing recent releases from Amy Winehouse, Kate Nash, Fall Out Boy and Ryan Adams, Paul Quirk, co-chah-man of the Entertainment Retailers Association (Era) and owner of Quirk's Records, lias also noted the demand for vinyl. "It's marketing leaming old tricks," he says, "and even though some people probably don't have the equipment to play these things on, they look great, theyVe collectable, and they sell through. The/re not taking over from CDs, not for us anyway, but there are shops like Piccadilly in Manchester and Sister Ray and Rough Trade in Lon- don who sell masses of vinyl." / 'Mr Indeed, according to those involved in manufacturing, the f:r W BPI figures are probably underes- " ' 
^I3fhmk tbe BPI statistics are about a tlifrd of reality," says Vuiyl Factory co-founder Tim Robin- son, who purchased tire former EMI pressing plant in Hayes in 2001, renaming it Portalspace Records, in addition to opérations in Dagenham and Sydney. 'A lot of these products are distributed through independent record shops and independent distri- bution," says Robinson, "and they're not on the BPTs radar-. So when they talk about a million units, or whatever the exact statistic was, we alone proba- bly manufacture double that." For Robinson, the vinyl market lias undergone significant changes over the past six years, with seven-inches and bespoke collectible dises super- seding the 12-inch. "It would be wrong to say that vinyl across the board is growing, because it's not," he explains. 'At the expense of the DJ market, it's become a seven-inch and collectors' for- mat and I think that is where the fu lies - spécial packaging, heavyweig records, picture dises, shaped dises and so on. We're just finishing a Paul McCartney-shaped dise. It's a high- er value product and at the same time it's a marketing tool, so if you walk into a store like HMV ir Oxford Circus you'U now see 

We've seen a mini- revival in vinyl sales... where you 
passion of fans, the chances are they'll respond Gennaro Castaldo, 

racks and racks of seven-inches." "When we moved in 2001,1 didn't put any seven- inch presses in because the format had died," adds Portalspace général manager Roy Matthews, who has worked at the plant since 1957. "It's corne back and I guess nearly half our production is now seven-inch. We've done everything from the Cold- play set, which had 15 singles in a box, to the Arctic Monkeys who always do a seven-inch." Optimal Media director Mel Gale, also claims that seven-inch sales are much higher than officiai figures suggest Even EDC Blackbum, the countryk largest CD manufacturer, is now brokering vinyl shipments for a handful of chents. "It's quite small scale, but it's an added value for the service that we provide,' says managing director Andrew Lloyd- Jones. "As demand profile changes then we raodify- our offering and as clients demand that service, we're happy to add it" However, for Lloyd-Jones, the vinyl revival is only a rainor élément in the manufacturing 



ïi 

picture. After ail, the seven-inch still constitutes only 1.6'% of the total singles market and is outsold six to one by the CD single. Of far deeper concem, he says, is a général downward pressure on prices and die conséquent impact on the supply chain. With DVD sales currently slatic, HD-DVD and Blu Ray still to gain traction and the growdi of on- demand iddeo services such as Virgin Media and BT Vision, tins squeeze is also being felt on audio- visual products. Going fonvard, he says, the chal- lenge \vill he meeting the demanda of an increas- ingly fragmcntcd consumer base and ensuring that an increased range of physical product can com- pete with demand from new digital diaimels. 

"The appetite for music is as high as it's eyer been "A USB and there are a lot of différent mechamsmsm mem 
«is"ot 

varied and dwiamic and our objective m the short just a tenu is to support tliera and give them what the) m.0(]iict, lt S need. Picking that right horse is the big challenge. _ focliinii One product that deliberately bridges the gap between physical and digital is the Universal- aCCGSSOfy. backed USB memory stick. First utilised on the present it Keane single A Bad Dream in October 2006, the ..^ an(| format has been further roadtested on The Fratellis . i Baby FrateUi, as well as a commemorative reissue ot tiie IRarKei Bob" Marleys Exodus and by Warner Music on a US 0.,ens Up" version of The White Stripes' Icky Thump. The lat- Jon Tl|m0|. ter, limitedto 3,333 individual Jack and Meg White USBs, is already fetchmg internet auction pnces m excess of $200. For Island Records général manager Jon Tumer, feedback around the format has so far proved promising, with ail releases selling out on the day of issue - yet more evidence tliat physical média does have a future if targeted specifically towards certain consumer tastes. hideed, Universal Music opéra- tions président and Officiai Charts Company board chairman David Joseph is currently lobbying to have USB made chart eligible. "There's still an awfiil long way to go with USB," says Tumer. "There's apricing issue, and you have to identify the key market to who USB appeals. And from what we've experienced so far it's definitely for a younger audience. The Bob Marley album was a really interesting one to do, but I think we need to approach it from a younger perspective. univenai's Ecopac "We have to be so much more expérimental in packaging is 100% recyded the physical market," he adds, "not only in ternis of and biodcgradabie 

Sticky thump: Wliita Stnpcs' U! sticks are fetching $200 on while their WWf-giueaway suvcn-mcn was tlie liigiicst selling in 20 years 

peocock 

WWW.PEACOCKDESIGN.COM 



tlie products themselves, but also how we présent thero. A USB meraory stick is not just a product, it's a fashion accessory - and if you can présent it like that then tlie market really opens up. It's definitely sometliing we're carrying on with and something Universai as a group are championing." Another development with the potential to stimulate interest from both consumers and retailers looking to flex their green credentials - especially in the wake of Live Earth - is the roll- out of more eco-friendly packaging. Among these are Universal Music Catalogue's no-frills Ecopac, a 100% recycled product with biodégradable PaperFoam tray (even the shrinkwrap is made from starch and bio-materials) retailing exclu- sively at Asda. Then there's the Swedish-designed Jakebox, an innovative "claV-type package made entirely from cardboard and paper, used by UK indie label Horus Music, as well as games devel- oper Take 2 Entertainment; and the ActPac, a patented PaperFoam CD tray brought to market by Modo Design and Production, used on releases by Keane, King Biscuit Time, Warp and Sony BMGAustralia. As sales of CDs fall yet ftirther and reach their natural plateau, such innovations will patently be crucial if mass-market physical product is to bave a viable future. Certainly, the digital download might fulfil the needs of convenience and instantaneous- ness, but the evidence of vinyl and other bespoke formats proves beyond doubt that music fans still demand a tangible experience. Some of these might be niche, but collectively they ail add up. It's now up to both manufacturers and retailers to work in unison and deliver what those music consumers need. 

Packing a punch with physical product From combinée! vinyl and DVD dises to pink plastic donuts, the industry's ataility and willingness to produce innovative packaging could prove to be the lifeblood of the physical product market 
The aesthetic beauty of the iPhone might have already attracted some half a million consumers, but the identîty of music is fast becoming an anonymous - albeit highly transférable - digital fde. Little wonder then that those in tlie business of selling physical product are increasingly reliant on Smart design and innovative packaging - not only for marketing purposes, but also to simply generate profits. In a culture where such huge volumes of music are so easily accessible online - either legally or illegally - the concept of anything being limited, exclusive or bespoke gives a /" much greater allure. 
people are buying less and less physical product, the likes of CD and vinyl have got to stand out from the crowd," explains Optimal Media UK managing director Mel recent projects include everything from The Clash singles boxset to a Humble Strips promo that combined vinyl one side and DVD the other. "That means a lot of effort is going into packaging, and people like us are having lots of enquiries. Aside from budget, the only limit is people's imaginations really." Demand for innovation is particularly sharp at the design end, says Tim Bevan, director at Brighton-based Modo, whose recent projects have included an elaborate double-CD book package for UNKLE's War Stories album, as well as a 

sériés of board books for artists such as Paul Steel, the Humble Strips and Amiina and a soundtrack for the fortheoming Simpsons movie encased in a - what else? - pink, plastic donut "There's definitely an increased interest in doing limited packaging on a limited run," says Bevan. "1 was the managing director at Sonopress five years ago and on the horizon one could see that the ownload was going to remove mass manufacturers out of the picture and the bespoke market was going to be the place to be." "People want something spécial and unique and it cornes back to that connection with the artist" adds Modo's Henry Lavelle, whose professional connection with UNKLE stretches back bis cutting-edge designs for MoTWax. He is, of course, also James Lavelle's brother. "That fact is becoming more and more important and it works alongside the download and the other standard formats. "I think that side of things is creating a new demand for spécial packaging, particularly among more mainstream or pop artists. Things are really turning around and it's the ironie fact that, despite many people saying that the download was going to mean the end of packaging, it's given rhole new reason to do it The whole idea of design and back to simply having something beautiful 

The one to one 
GoldBi^ôk 

2008 / Your NEW source of Sales Enquiries! 
Here's your opportunity to be a part of a promotional vehide that reaches your target market for a whole year, both printand now online. 
The one to one Gold Book 2008.. 

■ NEW World-wide Guide to Media Manufacturing Plants 
NEW online version at www.goldbook.info 

■ NEW Classification Headings 
« NEW layout and look 
... offering you a wide range of new promotional opportunities both in print and online. 

Guarantee your products & 
; services are put in front of your target audience... I Call Ben Ellefsen on | +44(0)1892 771047 i or Email: benellefsen@boundaryimedia.co.uk www.thegoldbook.info 

optimal 
your cd, dvd and vinyl manufacturing service, your distribution and logistics service. 

MUSIC AND MEDIA ON THE MOVE 
optimal média production is one of the leading European manufacturers and full-service suppliers of média products. Your one-stop shop for the manufacturing of CDs, DVDs, HD DVDs, Vinyl and spécial products with in-house printing faci- lities as well as warehouse management, distribution and ful- filment services. 
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Princè's Mailireebiebrings short-term benefits to the few, tat will the many 

Free Prince CD could be first of many 

Martin TalboL editor, Music Week. CMP Information, First Floor, Ludgate House, 245 Blackfnars Road, london SE19UY 

The circus surrounding The Mail On Sundays PR campaign cum CD giveaway simply refuses to go away. And my fear is that high profile single artist giveaways are not going to go away quickly either. The difficulty that the music business finds itselt in is that, with the mai-ket generally soft, for artists with strong brands, but limited recent sales success, the appeal of a quick one-off pajanent (far in excess of any single market advance they could attract from a record label) is bound to be appealing. But the nightmare which lays before us is the potential of an autumn season plagued by a rash of CDs such as those distributed by The Mail On Sun- day. Let's not kid ourselves: many of the Prince CDs will end up as drinks coasters or in landfill, but a decent volume will also have provided casual music buyers with an excuse not to buy a CD over the past weekend. Another danger in the médium term is that, as the novelty wears off for newspapers and their readers, the advances will décliné, too. We can only hope that, as this happens, rights owners recognise that it is not worth the dechning revenues, to put the perceived value of music in such péril. 

Certainly,the mggesmosero m allthis aretiadition- 
al retailers. From his actions, you mxght thmk that Stephen Miron views these hard-workmg - hornbty- put-upon - traders as dinosaurs out of step with the 
^ÏTelfng that to a retailer like Era bo-chairman 
Paul Quirk, whose family bas run a record shop in Ormskirk for 50 years. He - and his fellow Era mem- 
bers - deserve more respect. 
One other alternative for Prince might have been for him to follow the example of Paul McCartney and sign with an unconventional record label, such as Star- bucks' Hear Music. This Wednesdayheralds the arrivai ai Music Week s 
MusicMeetsBrands conférence at London's Land- 
mark Hôtel, at which Starbucks chief Ken Lombard will talk about his company's music strategy. Along with a string of other speakers, from brands such as Proctor & Gamble, Boss, Diesel, T-Mobile, 02 and many others, he will highlight why music is so attrac- tive to them, why it cloes have value. If you don't yet have a ticket, there are a few remaining. I look forward to seeing you there. 

Don't expect me 
to pîck up the Mail 
Remember where you heard it Don't be surprised about the lack of radio play for P ' 

music were able to get hold of a copy was when they visited their local newsagent to buy their Sunday paper... They could have, of course, dropped by the02arenal 
album... Among those attending the launch were Rob Hallett (below) of 02 Arena owner AEG and Daily Miiror editor Richard Wallace, no doubt checkmg out the compétition... Talking of that covermount who would have thought that when HMV Group CEO Simon Fox condemned the Prince 

Madncss are indeed iiow looking into doing a new covermount of their own.. 

It gets worse for retailers. Tire BBC's Live Earth coverage included one helpful white-earphone-wearing talking head suggesting one way to reduce carbon footprints was to "download your music, as itTI save the petrol from the lorries taking the CDs to the stores",.. For LD Communications, Wembley Stadium a second home for h the company's Claire 
concert and tlien Bernard Doherty overseeing Live Earth. The publicists spent so long at the venue that Doherty ended up 
from GCap's box... the Radio Festival may not be a typical hang out for gossip columnists, but judging by this yearis event maybe it should be: Sam Girl fave and The Sun Shagger Of The Year Russell Brand (above) closed the festival in 

Its. In front 

when you want to smoke heroin (prétend you need it to change the lighting, apparently)... While the world and his wife were looking (in vain) for 
mpbell Diaries published last week, ne had other thoughts. While Alan ' ck (for calming 

présenter Jeremy Vine I and controversial - resi of an audience that contained more extravagantly-dressed teenage girls than your average Radio Festival crowd, Brand expounded his views on Al Qaeda ("If the besl they can muster is someone driving a car into Glasgow airport with a feulty lighter, then there is no global struggle"); being sacked from Xfm after bringing a number of homeless people into the studio CI put on a record and the controller of Xfm sacked me while it played"); BBC controller of popular music Lesley Douglas ("1 sometimes talk about terrorism and things like tliat that Auntie wouldn't like... by 'Auntie' I mean Lesley, of course."); and how to get tin foil from a hôtel receptionist 

behaviourofthe Gallaghers): 
Andy Saunders. "I got a me says the now-Velocity boss. "Unfortunately he refers to n 'Tony'Saunders, Gutted"   Sefs début album The Debt Collectii.. wasn't exactly a runaway best-seller, hence perhaps their departure from Independiente. But among the select fans of their album was none other than Danger Mouse, who personally approached the now-unsîgned band and they have just spent the last three weeks in California recording together. And that's not ail, It turns out one-time Brian Wilson collaborator Van Dyke Parles is also a fan and has provided string arrangements for the new album, while John Cale also features. Il shows what happens if you persevereand put out good music" says the band's manager Tony Crean,, 

WEDNESDAY: "V2 ho intimate little listening party for the new Stéréophonies album last niglit and Music Week was there to soak up the sounds and help put a dent on the bar tab. We'd had a cosmopolitan and a few glasses of red by the time CEO Tony Harlow grabbed a mic to introduce the set, so found the whole experience quitc enjoyable." THURSDAY; "Dooley had the distinct pleasure of attending XL- signed troubadour Elvis Perkins' performance at London's Borderline last nighL There's been a lot of cheap scribbling focusing on the singer's rallier tragic back-story of late, but, rest-assured, judged on his sweet folk-country alone, the singer is still worth the column inches." FR1DAY: "Michael Eavis' (aged 70) comments about a lack of teenagers at this year's Glastonbury were both risible and stupid. What teenager, in their right mind, wants to buy a ticket for a festival where the line-up caters to an ageing youth-obsessed crowd?" —— To read the fûii entries on Ooolcy's cweek.coi 
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Jnlie's Bicycle to tahe on 
îamie's caHwn IwtpHnt 
il îiciceli has literally got on her bike to help save 
the planet, as full-time director of the music industry's 
new environmental pressure group Julie's Bicycle 

ie Julie's Bicycle 
Oh, lhat's [publisher] Andy Heath. A few of us, like [British Music Right's] Emma Pike and Andy met at Julie's: . Restaurant [in Holland Park] last Octoberto talk over the project It was raining and I was on my bike and arrived late. When I walked into Julie's I had ail my flashing bike lights stmng over me. I looked a right mess. We talked about launching the group and after a few drinks came up with 
Where did you get the money from? From the industry itself, the Culturel Leadership Fund and the Brit Trust We are applying to become a charity. It's a pretty serious business, 
Yes, we are going to tind out what the carbon émissions are for the whole industry. Julie's Bicycle is not just about helping some people to get their house in order, it is across the whole industry. This is probably the first time a whole industry, not just one or two leading businesses, have addressed the problem together. You've got the support for that? Yes, the music industry is incrcdibly networked. It is like a cottage industry, so a lot of people talk to each other and are getting behind this. This is something the whole 

And th dll pilot with th 

there are many climate change sceptics left This is an opportunity. What's the plan then? Firstly, we need to tind out where we are, what our carbon footprint is and then we need to find out where we want to be, Then we need to find out how we are going to get there How will you do that? We have the Environmental Change Institute (ECU at Oxford University who are doing a lot of work for us. They will start to interview companies and measure their émissions. We are talking to a sélection of companies from across the sector, from live music to publishing and record labels - companies such as Live Nation, Chrysalis, Big Life, Sony, Universal and some of the smaller indies. I expect we will mostly concentrate 
use, waste and recycling and transportation and travel. The ECI developing a new carbon measurement tool for businesses tl 

We will have training programmes to show what people need to know at work, how we can transfer this energy saving into their working lives. We need to help make change happen at work. In the live sector, there are some of the easiest bits to change by using biofuels and a lot of this is already being done. We will also develop campaign and lobby materials. Once people have set up 
émissions go down, You didn't fancy just asking someone like Paul McCartney to help out? No, we decided against the celebrity route. Live Earth and Friends Of The Earth have done that But artist-led campaigns are really fraughL If 
linge carbon footprint it undermines the message we are making. However, I don't see why bands can't be involved in some way. What happens if you are successful and get the industry to reduce émissions, won't you be accused of just adding to the carbon footprint? No, we have decided to disband Julie's er become surplus to 
Al Tickell IS full-time director of Julie's Bicycle, a pan-industry pressure group 

c: 
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Was HMV right to stock the Mail's Prince freebie? 

litetHau 

with 

PWBipa Jarman, co-director, Hccadilly Records, Manchester Anything like that when you give an album for free,itbrings down the value of the record. HMV is just doing "w best it can do in this climate, they Wst treating it like another record aunch and attracting people who ould be shopping for records anyway. « sets a precedenL but hopefully it 

Âlistair SpâîdïiiirBorders marketing director "Covermounting is pretty much 
especiall- is still fairly new with ne . always stock magazines and ncwspapers and we are nmenn copies of The Mail On Su wetliinkitis going tobe 

Tom Rose, managing director, Reveal Records, Derby "HMV are selling The Mail On Smdoy with the Prince covermount to i Prince fan them. Seems pretty sensible 
Jessica Koravos, AEG Enterprises ing director "Retailers will have to show flexibility - as HMV are doing - if they are going distribution 
Nigel House, c ide, London "It's a stupid move. If it was The Sundoy Times or The Observer. I might have sympathy. But not The Mail On Sunday. HMV are shooting themselves 

Phil Barton, c( icr, Sister Ray. 
MV, and Prince tsell many e - ai e getting loads of Tedealsoit's great for them, but for everyone else in the music industry it's a complété facking disgrâce." 

of Era which vas agreed to, if not led by HMV, was lot to support covennounls in any wa 
Ricliard Wigbt, managing director Chalky's, Oxford "Whoever decided to sell the album is 

ite idiot and they are looking at the bigger picture. The whole industry hàscondemned covermounts and here is HMV condoning them l've had four différent suppliers from the Continent offering me Prince's album, so for them to say it's the only way to get it to tlieir customers is nibbisfi*  Kevin Buckle, owner. Avalanche, 
"HMV are really very stupid, but they are sluck between a rock and a hard place. We have stocked The Scotlond On Sunday when it came with a " " iCDbecause customers want HMV for doing tlie leal solution to the îcord sales, but l've 

it won't affect 



Classified 
Contact Maria Edwards, Music Week CMP Information, Ist Fioor, Ludgate House, 245 Blackfriare Road, London SE19UY T: 020 79218315 F: 0207 9218372 E: ntaria@musicweek.coni 

Rates per single coluntn cm Jobs: £40 Business to Business & Courses. £2 Notice Board: £18 (ntia 4cnt x 1 co ) Spot colour: add 10% Full colour. add 20% Ail rates subject to standard VAT 

Tlte latest jobs arc also available online every Monday at www.niusicweek.com Booking deadline: Tbursday Ipm for publication the following Monday (spacc permitting). Cancellation deadline: lOam Wednesday prior to publication (for sériés bookings: 17 days prior to publication). 

Chief Executive 
Six-figure salary + bonus 
British Music Rights was created in 1996 by the British Academy of Composers and Songwriters, the Music Publishers Association, the Mechanical-Copyright Protection Society and the Performing Right Society. It provides a consensus voice for composers, songwriters, music publishers and their collecting societies, promoting their interests to legislators, opinion formers and the général public. 
We are now seeking a successor to the Chief Executive, who will be leaving in August 2007. The new Chief Executive will take charge of a smooth-running team of six people, and will be expected to extend still further the organisation's influence and profile. This will be achieved by building and extending relationships throughout the music business. The post calls for a highiy stratégie approach and vision at a time of rapid change for the industry. 
The idéal candidate will be a person of stature, ideally familiar with the music business a persuasive Communicator and skilled networker who is comfortable dealing with high level political and music industry contacts. 
Further information, including a full job description, is available from Kirsti Perera, British Music Rights, British Music House, 26 Berners Street, London W1T SLR; Tel. 020 7306 4446; E. kirsti.perera@bmr.org. Applications, including a full CV and current salary détails, should reach the same address   not later than 2nd August 2007. Applicants should also send a brief BRITISH summary of what they would bring to this rôle and any objectives they would wish to set. Applications will be treated in strict confidence. Website: www.bmr.org. 
Deadline for applications: Thursday 2nd August 2007 

M U S j 
RIGHTS: 

aie cunently looking loi a Creative, musically lager able to work 
magement experience. This position bas a au hour t week induOing Satordays Appty to rabecords@htconnect.com for an applicatioii torm.  

DIGITAL SALES & MARKETING 
MANAGER - BEGGARS GROUP 
of dealing with digital musi< 

020 7569 9999 Vi ci ri r| 1 p fir.onmOhandle.co.uk 1 ClllVirV 

y: C55K + Ben Locations; London Ret: 17028 Commercial Business Manager s tpv Odusbv olaver is looking for a commercially ast prafossionafeovering multi-territory arflst lead budgets from marketing and disbibution through to sales budgets and analysis. Exr opportunilies for long-term progression Salary C40K + Bens Looat 

Management Accountant One ot the sbongest brands m InC 1 - ■■ "-ualified Managerr strong analyïcal ski Salary; C45K I Assistant Ref:17637 needed for intemabonal label to take responsibility 

ideally from a f 

accounls assistant background as.... knowledge/ Interest of the music industry. Great opportumty for someone wilb very sbong Excel (pivot table/macro's) and people ski Study package on ofter. Salary; 21.5K + Study 

IMUSICWEEK. Book your Logo entry into 
the 2008 Music Week 

Directory NOW! 

New free online access to the directory with enhanced listings ciick through web addresses Make it easier for the UK music industry to find you Stand oui from your direct competitors Build your new sales leads by reaching a wider audience Enjoy year-long exposure to your target market Benefit from a highiy cost-effective marketing opportunity Be assured of the directory's crediblllty through association with the UK music industrys number one publication 
Call Maria on 020 79218315 or email maria@musicweek.com 
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Classified 

business to business 
SERVICES 
your one Decomes our one 
ïf you ping, pfomote, publicité, play, collect, review, distribute pr sell. 99t.com is calling you. if youVo clearing a box sholf attic or baseràent. a shop, office, llbrary or warehouse, we're tho ono. so dusl off your awards, dig out your vinyl and unearth your acetates because we travel the planet in search of records, cds and music momorabilia. and yours could be iust tbo one wo want. call juiian or mark 
xWz. 991 

JUKE BOX 
SERVICES 

REPAIRS AND RENTALS. 

15 LIMroa^ÉxTwi'^HHAM 

Hopkirk Jones 
Specialist accountancy and tax services for the i music industry. Independents, artists, bands, producers, managers ail catered for. 
www.hopkirkjones.com or call us on 07878 454709 

REPLICATION 
CD DVD VINYL REPLICATION INSTANT ONLINE LIVE QUOTES & PRICE MATCH GUARANTEE UK manufactured for security, quality and speed 

- 
■San EBEHEHl 

Contact; Maria Edwards, Music Week CMP Information, Ist Fioor, Ludgate House, 245 Blackfriars Road, London SE19UY T: 020 79218315 F; 0207 9218372 E: mariafffimusicweek.com 

Rates par single column cm 
Business to Business & Courses: £21 Notice Board: £18 (min. 4cm x 1 col) Spot colour add 10% Full colour. add 20% Ail raies subjecl to standard VAT 

The latest jobs are also available online every Monday at www.musicwcek.com Booking deadlinc; Thursday Ipm for publication the foliowing Monday (space permitting). Cancellation dcadline: lOam Wednesday prier to publication (for sériés bookings: 17 days prier to publication). 

BUSINESS FOR SALE 

Dj 

Valuers, Auctioneers & Agents www.robsonkay.co.uk 
GLOBAL MEDIA DISTRIBUTIONLTD & SAFESELL LTD 
 IN ADMINISTRA TION 

BUSINESS FOR SALE 
Developers Operators of www.safesell.coin The World's Most Flexible Audio and Video Distribution System A unique revolutionary approach to selling music & other média online With complété artist control of pricing, file types, accessibiUty, etc Licensing capability to allow demo tracks to be distributedfreely on CD (at concerts, seminars, with magazines, as part of albums, etc), with payment mode at the time of 'Iriggering ' the full download See Safesell website for a full product FAQ We are instrueted to invite offers for the business, as a resuit of insolvency 

Contact sole agent Jonathan Kay of Robson Kay for further détails 
Tel; 0161 998 8111 Fax: 0161 998 8222 

DUPLICATION 

COMPETITION 

redstorage 

visit 
www.musicweek.com/jobs 

>TANL PRODUCTIONS 

itriiimiiiiir 
STUDIOS FOR SALE 

Professional recording studio for sale. 
2000 sqft building, includes réception, green room, and acoustically designed control room (27' x 17'), live room (29'x 17'),drum room (13' sq),vocal booth (6' x 7'). Eacb studio room built on separate floating floors and fully air conditioned. 2 Toilets, inc disabled toilet. More than ample front parking. Great location 30 min from Manchester and Liverpool, 5 minutes from M6 and M62. Studio bascd around Apple G5, MOTU 2408s, Mackie D8B, Dynaudio Acoustics monitoring plus 4 independent remote headphone mixers. Large number of microphones. 

Please contact us for pictures, a vîewing or full equipment list. The buyer will acquire a new lease from the landlord. 



Follow the heard. 

across the Nokia WAP Portai // Tim ^ 

Uo Bloggs' // Handbag.com user generated blog tracking her Restylane treatment // Restylane 
Tï 

.1 Switchover Week1 // Feature on GM.TV // The Tech uys 

1^. 'Umversity Diaries' // A radio feature on Brunei University // Brunei University 

'BBO Zone' // Celebrity Chef web TV show to increase basket s.ze // 
Dolmio Cookery Zone' // Web TV sériés partnered with targeted web sites // Dolm 

mm -Social Networking Profile' // Using Bebo.com to create a brand personality // Smgtones 
Pr'nq'es Unsigned' // Web TV show with lan McColloch searching for new music talent // Pringles 

European Travel Guides' // Radio features extolling the virtures of European TraveT^P&O 

t Hide It Zone' // A sériés of themed programs on The Box Music TV // NSPCC 

sound IHWWWtBBja broadcast marketing agency that produces content driven campaigns 
aimca at both informmg and antertaining audiencas. Our content is markeled across broadcast média 
usina bolb edltoria! and promolional marketing tecbnigues. The on-demand campaigns created by Sound 
can be used for DM, CRM and as a direct roule to purchase tor the audience. 
To flnd out more about our services, corne and pay us a vlsit at MusicMeetsBrands 
oh contact Howard or James on 0207 253 5300 | muslcmeetsbrands®sounduk.co.uk 

Sound, creators and producers of 
musicweek.tv 

www.sounduk.co.uk 



Datafile 

Britain's most 
comprehensive 
charts service 

Week 28 

(JTïïi^ m m 

SINGLES BberonT rihannafeat.jay-zumbrella (DefJam) Def Jam's longest-running number one is top for the eigltth week in a row, but sales of juslBD23 are the third lowest in the last IMTweëks of singles chart adivity, SÎngoniythe 20,669 copies Leona Lewis' A Moment Like Tliis sold on its last week at number one, and the 17694 copies that Orson's No Tomorrow sold on its only week àt the summit 
ARTIST ALBUMS NUMBER ONE THE ENEMY WE'li UVE AND DIE IN THESE TOWNS (Warner Bros) 39,191 friends of The Enemy bought their album We'll Live And Die In These Towns last week, helping it to become the eighth différent number one in as many weeks. 
COMPILATIONS 
R&B LOVE COLLECTION (UMTV) It is ail changeai the top of the compilations chart, where Clubland lïs three-week reign is over. It dips 1-4, making way for a trio of new entries; 101 Club Anthems at number three (16,442 sales), Classic Trance Nation at number two (24,993), and R&B Love Collection at number one (25,678). 
RADIO AIRPLAY NUMBERONE MARK RONSON EEAT. ULY ALLEN OH MY GOD (Columbia) Tlie Kaiser Chiefs' original recording of Oh My God reached an airplay peak of number 21 in 2005, but Mark Ronson's remake with Lily Allen rockets 17-1 this week. 

Fergiefeels 
force of 
live boost 
by Alan Jones TV coverage of Live Earth provided a small number of artists a retail boost last week, but it was not enougb to prevent sales of albums and singles bolh declining 5.3%, albums to 2,138,415, and singles to 1,407,046 sales. Artist albums suffered a 7.6% dip, but the compilations market perked up 4.8%, which caused two of the five albums to sell more than 20,000 copies. One of the few performers to find cheer was Fergie, who followed up her successful appearance at A Concert For Diana with another weU-received performance (with her bandmates from Black Eyed Peas) at Live Earth. Her third solo single, Big Girls Don't Ciy jumps 8-2 on sales of 19,676, simultaneously eclipsing its predecessors, London Bridge, which reached number three and Glamorous (number six). Fergie's album, The Dutchess, improved its sales by 72.9% to 9,776 to fuel a 51-29 leap. That is the best sales week yet for the 43- week old album and places il just two notches below the peak of 27 it reached on début last Septemher. Its overall sales have topped the 100,000 mark, standing at 102,990 at close of 

iwing TV performances 
business on Saturday. With Black Eyed Peas, Fergie has had two million-selling albums, namely Elephunk (1,537,841) and Monkey Business (1,040,054). There are very différent duopolies dominating the top five singles and albums this week. On the singles list. Universel supply the en Monkeys fifth. But the top five artists albums are made up of two releases from EMI (Interpol and The Chemical Brothers) and three from their former suitors Wamer Music (The Enemy, TVaveling Wilburys and Smashing Pumpkins). Universal and Sony BMG have a massive joint monopoly of album sales with 48.1% of ail sales in the second quarter of the year and this 

week's chart is the first in the 21st Century where they have not had at least one album in the top five between them. Finally, the Kings Of Léon score their biggest single success to date with Fans, which jumps 54-13 on sales of 6,165 to éclipsé the number 16 peak of their previous biggest hit, The Bucket (2005); Fans is the second single 
quartet's album Because OfThe Times, following On Call, which reached number 18. The album gave the band their first number one earlier this year and responds to the new single's success by rocketing 41-10 this week, with sales up nearly 95% at 14,547. The 
weeks ago, has sold 232,692 copies to date. 

VSEBSSSSÊ^ 
SINGLES Sales versus last week;-5.3% Year to date versus last year; +3,8% MARKET SHflRES Universal 44.8% Sony BMG 30.4% Wamer EMI Others 3,0% 14.0% 
ARTIST ALBUMS Sales versus last week:-76% Year to date versus last year -10.6% MARKET SHARES Universal 379% Sony BMG 26.1% Warner EMI Others 13.4% 5.9% 
COMPILATIONS Sales versus last week: +0.8% Year to date versus last year: +1.2% MARKET SHARES Universal 33.2% EMI 28.4% Sony BMG 8.7% 20.1% 9.7% Other 
RADIO AIRPLAY MARKET SHARES Universal 4Z9% Sony BMG 29.5% Wamer EMI Others 75% 125% 
CHART SHARE Origin of singles sales (Top 75): UK; 46.6% US: 472% Other: 6.1% Origin of albums sales (Top 75): UK: 54.8% US: 39,4% Other 5.8% 

albums thîswëêk Ghosts The World Is Outside (Atlantic): Eried Things Change (RCA): Josh Rouse Country Mouse City House (Bedroom Classics) JtiÎY23~ TheThrills Teenager (Virgin); Sum 41 WmjassHem (Mercury) JULY30 Kom tbc (Virgin): Newton Faulkner 
HandbuiltBy Robots (RCA); Amy Macdonald This Is The Life (Merairy), Ffetty Ricky Ute Night Spécial (Atlantic); Good Books Control (Columbia); Garbage Absolute Garbage (Wamer Bros): Océan Colour Scene The EïïKtjonWerairy) flOcOsu  Dragonette Galore (Mercury): Voice Of me Seven Woods Voice Of The Seven Woods (Twisted Nerve) 

AUGUST13 PrinzhornDanceSchool Prinzhom Dance School (DFA); Architecture In Helsinki Places Like These (Co-Op) AUGUST20 I Mario Go(RCA):MIA Kaia(XL):Tunng Good Arrows (Full Time Hobby); Eamon Love And Pain (RCA)  AUGUST 27 KanyeWest Graduation (DefJam); SEPTEMBER3 Hard-R Once Upon A Time In The West (Atlantic)   SEPTEMBER10 Unklejam Unklejam (Virgin); Natalie Imbmglia Glorious (RCA): Mark Knonfler Kill To Get Crimson (Mercury) SEPTEMBER 17 Turin Brakes Dark On Pire (Virgin); James Blunt AH The Lost Soûls (Atlantic); Edwin Collins Home Again (EMI) 

Symphonie rockers Tire Polyphonie Spree will release their third studio album next month, entitled Tire Fragile Army. The album will be the band's first for uew label, Gut Records, and is to be preceded hy lead single. Runniug Away, on August 13. Tire album lias been co-produced by John Congleton of The Paper Chase and Die Speekers. 

SINGLES THIS WEEK Manie Street Preachers Aulumn Song (Columbia): Mumm-Ra Starlight (Columbia): Nine Black Alps Burn Faster (Universal/Island): Beyonce Green Light (RCA)  JULY23 Arcade Rre No Cars Go (Mercury); Groove Amrada FeaL Mutya OutOf Contrai (Columbia): Ross Copperman Found You (RCA): Mario How Do 1 Breathe (RCA): Kom Evolution (Virgin): Black Rebel Motorcyde Club Berlin (Island): Gym Class Heroes Clothes Off (Atlanb'c); Timbaland The Way I Are (Polydor); Mika Big Giri... (island) JULY30 The Fray Look Afler You (RCA); Amerie Gotta Work (RCA): P Diddy Dirought The Pain (Bad Boy); Beyonce Green Light (Columbia) 

AUGUST6 Hellogoodbye Baby lis Fact (RCA): Mario How Do I Breathe (RCA): Sophie Ellis- Bextor Today The Sun's On Us (Fascination): The Magic Numbers Undeclded (Heaveniy) AUGUST13 Athlete tbc (Parlophone): Shayne Ward tbc (RCA); Hard-R Suburban Knights (Atlantic); R Kelly Rise Up (RCA): Kanye WestStronger(OefJam) AUGUST20 Clavin Harris Merrymaking At My Place (Columbia) AUGUST27 Kaiser Chiefs Angry Mob (B-Unique): Natalie Imbmglia Glorious (RCA) SEPTEMBER 3 Editors An End Has A Start (Columbia): Rlhanna Shut Up And Drive (Mercury) 



Upfront 

Mercurys: the ïastemake 

Leading tastemakers from across the music 
industry highlight their top 12 best albums from 
the past year, just before the Mercury Music 
Prize shortlist announcment tomorraw (Tuesday) 

MANAGiNG D1RECT0R, RAW POWER 
Arctic Monkcys Favounte Wwsl tôghlmare (Domino) BiffyClyn) Puzzle aithFloor) - "  iS&Engfish(XU 

y y y y y il 

ons Myths Of The Near Future (Poiydor) 

Bloc Party A Weekend In Tlie City ftVichiWV2) nom Regan End Of Hislory (Befla Union) Cet Cape. Wcar Cape. Fly Chronicles Of A Bohemlan Teertîger (Atlantic) " ' " "loifMagicPo^li* 

miowi&e hércKize 
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Jamie T Pani: Prevmtion (Virgin) Cet Cape. Wear Cape. Hy Chronides Of A Bohemian Teenager (Atlantic) Bloc Party A Weekend In The Cily (Wicliita/V2) Klaxons Myths 01 The Near Future (Polvdor) Biffy Clyro Puzzle (I4th Fkxrr) Mr Hudson And The Ubrary A Taie 01 Tm Cilles Arfie FowSs Cui'idh (Spil & Pûtah) Klaxons l.tyths 01 lté Hear future (Pdydofl The Cood, The Bad i The Quccn the Good, Tne Bad i TleQufertteloptiotï) ABcns Aslnnariy FwDogsfEMlî rrotm Regarr W 01 tetory IBeSa Urine) 

IMemrry) Enter ShihariTiki i Take To The Skies (Ambusli Reality) Alicns Ashonomy For Dogs (EM1) Edilore An End Has A Start (Kilclien\'rare) Cherry Ghost Tliirst For Romance (Heavenly) 

MANAGING DIRECT0R, EMI MUSIC PUBUSHING Arctic Monkeys Fasouhte Worsl Nightmare (Domino) Bloc Party A Weekend In The Cily (Wdiila/VS) Calïttr Hatris I Oeatcd Disco (Mumbia) 
ralMatlrs&EngtshfXU KasaMan Empire (Columbia) KaUrtyrr Williams Leave To Reerain (Caiv) Sintian Mobile Disco Atlack Oecay Sustim Release (V2I 

The Enemy We tive And Oie In Thcse Tcsvns (Warnc 
The Fratcllis Costcllo Music (tslarul) 

Egjjjjjjjggi 
Hold On; 'Shop Boyz Party RADIO 1 

Americ Gotta Work; Arctic Monkcys RADIO 2 
Il Like A Man; Enriquo Iglesias 

For Reasons Unknov/n; Timbaland Feat 
nrc Secret Sunday lr/;ers, Amy 

CAPITAL 

Fluorescent Adole Avril Lavlgno Wlien YoiFro Gone; 'Axwcll 1 Found Yon; Beyonce Gtoen Ughfc Clierry Glro Pcoole HnlnThr» Pfwnio- *n-1..ni.pu., 
Beautlful Girls Super Mal Fc 


