


says. “They could spend $1.5 million on

a record and then shelve it. In advertising,
there’s a tremendous amount of account-
ability. If a client wants a product, that
product has to fulfill their ambitions. There
are real checks and balances that don't
exist in the music industry.”

Stoking the fire is the fact that musicians
no longer perceive advertising with the
same levels of contempt. Indeed, you could
make the argument that the independent
label sphere has been significantly fortified
by the advertising dollar. Whether by dint
of gradual cultural acclimatization or out of
a desire to usurp the status quo, artists are
now looking at advertisers differently. “It
used to be a sidebar and now it's number
one on the marketing agenda,” says
Gavigan.

Considering everything that's happened
in the last seven years, it's hardly out of
the realm of possibility to think there could
come a time when artists and advertisers
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get even cozier. “I think bands are going to
get attached to agencies,” predicts Caleb
Cliff, a music supervisor at Production
Supervisors. “There’ll be some going over
of heads of music supervisors and basically
bands will target agencies.”

“I don't think A&R people and labels
will ever be cut out — there will always be a
music business on some level, but | think
the A&R and supervisors are going to work
closer together,” says Munger. “I think a lot
of the money is going to start coming from
music houses and supervisors because
they're finding these new bands and
breaking them, and | might go to the level
of saying some houses might even become
record companies, with in-staff artists work-
ing on a consistent basis of getting the artist
broken through the ad world. It's already
starting to happen on some level.”

Gavigan, meanwhile, goes one further.
“None of this has happened, and a lot
is speculation, but there are all kinds of

different brands that are looking for a way
to gain cultural validity. They can do that by
joining forces with labels and musicians,
not just borrowing from them, but joining
forces with them, or maybe even financing
their album,” she says. “I think that's the
next logical step. | think brands are going
to replace labels. Especially since a band
like Clap Your Hands Say Yeah showed we
don’t need a label, all we need is distribu-
tion. They sold 25,000 albums out of their
apartment in Brooklyn. So, is there a brand
in existence they would be willing to lend
themselves to, and collaborate with, in a
way that could give them the money to

do things a label would traditionally do for
them? It could happen.”

And, if the notion of Apple sponsoring
Gorillaz' fifth record or Converse getting
behind Hawthorne Heights sounds a little
too far-fetched to believe, just remember:
two presidents ago, we didn’t even know
what MP3s were. “It'd have to be a hands-
off thing, but again, adaptation to market,”
says Gavigan. “What seven years ago we
thought was hideous and wrong is now
just a part of the process. It might become
a part of the process or it might become
completely rejected — | don't know. But it
definitely seems like it's in the air.” @
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Dragon Licks> www.dragonlicks.com

Leap Music> www.leapmusic.com

Production Advisors> www.productionadvisors.com
Siblings> www.siblingsmusic.com

Ten Music> www.tenmusic.tv

(F) Leap Music tapped
singer Sophie Barker for
BBH’s “Clouds” for Brit-
ish Airways.
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