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MEDIA 4

Unsigned bands versus stars ofthe hit parade

DOUBLE
STANDARDS

Tivo peoplewho
appreciate the
differencea good
tune can make to
anad tellus why
musicisworth
raking seriously

Are agencies right to set up
musie publishing srms?

What effect are agency muslc
divisbons having on the
advertising creative prodect?

Does the ad industry take
music serioushy enough?

Explain the culture clash
teetween adland and the
mausic industry

Wihat's the all-time best
examphe of music and an ad

working in harmony T

Wiho's the best unsigned
artist arownd?

‘Who's the bigpest star in your
mohile phone book?

How did you get to be doing
yoiusr carrent job?

What are your favourite five
tracks on your iPed MP3T

FI:'I:harl:I Hirstein managing director, I.up!lliil:

Yes, it'sanatural extension of music intellectual property
uisition, The model was taken from the film and TV
E?mmdadaphdmthe advertising sector, Leaphas

operated this system for more than three years.

We offer apencics and theirclients greater choice by
introducing composer talent outside the usual suspectsof
Soho-based music production companies, and fresh,
unsigned bands The effecl onereative product is
therefore p-;h;l_iv:.du.: toa new and more Nexible

supply chain.

Indeed it docs, though we should never forget that musicis

used by agencics o drive awareness of the advertised
brand - not the other way round, as the music indusiry

i might wish.

Labels and publishers’ income streams are reducing due
(o the continual decline in physical sales by value. While
digital and mobile are beginning to close the gap, these
channelshave vet toreach their full potential. The music
industry craves the returnof the good old days - late
Ysiearly noughtics —when synch fees were at a premism.
Those daysare gone and won'treturn. The balance of
power hasshifted away from the music indusiry,

Absolutely, though they would never admit this

Levis“launderette” and F Heard It Throwgh The
Crapevine —thisstarted the UK market forexisting tracks
imcommercials

Artisan.
Awla Master.

Music degree. Playing in bands Running a music
production company. Nine vears at Zomba Music
Publishers. Almost two years of discussions and
business-plandevelopment. The supportof Bartle Bogle
Hegarty s group chief financial nIﬁnr:r.Nigl:anilﬂ,and

head of TV, Frances Royle, who backed the idea.

Leaving onatet Plane - Sophie Barker. My Thief= Elvis

Costelloand Burt Bacharach, O Magrmim Mysierum
Muorten Lauridsen. Super Natnral Love = JohnThwaites.
The Birds and The Bees - Patrick & Eugene.

Tr.m:i Lnnnn-ﬁmll ﬂm TV and advertising,
Universal Music

Persanally.] think it's unnecessary. I belicvein playing to
yourstrengths There'ssomething less than altruistic
about getting unsigned artists togive up their publishing
rights for the possibility of a use in an ad. [tvery rarely
leads to anythingelse for them. 1t is alsoa way of avoading
paying fees for signed publishing and recording artisis.
The music may end upcosting a fraction of the price, but
may equally have afraction of the quality and impact.

Streamis a positive addition, as it values music and is very
prosctive with its work with the music industry. Amd it pays
reasonable fees formusic. ] iind it almest impossible 1o
work with music divisions in agencies whodo nol s¢e the
value of the right musicin an ad and expect us 1o work with
hugely restnictive music budgets,

1 think most realise the importance of having a great track
tohighlight their visuals and the impact the right track and
arlist can bring toan ad. However, I don't think that they
totally realise that it doesn’t have tostop there. There is no
end to the amount of cross-promotion we can do.

It can limnit an agency s options if they think of the music
towards the end of the schedule, when time and money are
runming out. [fthey involved ussosoner, we could work
together, supgesting tracks they could afford and that we

| could clear, rather than falling in love with a picce of music

only o find they cannot afford itor the artist will net
approve the usage.

Mo,italways has and always will be of mutual benefit to
both partics. The right track addsimpact to an ad; the right
ad can be of promotional value 1o an artist and track. This
doesnot necessarily equate torecord sales;usage ona
commercial is a uselul piece of promotion for an artist but
=withoneor iwoexce plions —rarely much more than that,

Ithastobe Guinness“surfer” featuring the Leftficld track
Fhar Planet, A hugely successful campaign for the client
and a number-one album for the band. Tean™ tell vou how
many people have taken the credit for placing the musicin
thisad over the years, but to put the record straight, it was
Peter Rachurn at Soundtree Music and myself,

Ijustdon’t deal in those circles but among newly signed
acts, I'd pick Mr Hudson - on Mercury.

Ehon, Zoe Lucker, Karen O from the Yeah Yeah Yeahs
andacouple of Girls Aloud!

Thad been working at Chrysalis Music for ten years,
running the TV/film department when Lucian Grainge,
undoubtedly the most powerful man in the music
industry, made me the offer of alifetime.

Lip AN Nighe - Matt Willisa A ppde Carr-The Boy Least
Likely To. Fill My Linle World —The Feeling. T Sei -
Witterio Grigelo. Dan 't Rain ovmy Parede - Barbra
Streisand.



