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A new chart Contents

The basics

Routes to market

Since the emergence of
legal download services
last year, there are now
numerous services
available directed
specifically at helping
[independent labels] Contacts
to get started in the
digital world

Marketing
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The basics

Knowing
the rules

How will the chart be compiled?

The process by which download data
is absorbed into the new Official UK
Singles Chart is best illustrated by
the flow diagram pictured right.

M Labels (1) supply information to
CatCo (2) including relevant ISRC
codes and label copy three weeks
before release dates.

M All tracks are referenced by their
ISRC code. Millward Brown (3)
identifies tracks from information
previously supplied by CatCo. Any
tracks not identified will be sent back
to CatCo in the form of an ISRC
exception file for identification.

M The chart is compiled from daily
sales data received by Millward
Brown (3) from all eligible retailers
(4). Chart eligible retailers include

7 Digital, Big Noise Music, Bleep,
DX3, easyMusic.com,
Woolworths.co.uk, HMV, iTunes,
Karmadownload, Meantunes, MSN,
myCokeMusic.com, Napster, OD2,
Recordstore.co.uk, Tiscali, The Music
Engine, Virgin, War Child and Wippit.
M OCC are also in discussion with a
number of digital services due to
launch later this year and labels will
be kept informed of any additions to
the digital chart panel as they occur.
H Millward Brown collates all
received physical and digital sales
and delivers the new Official Singles
Chart to OCC (5) for broadcast each
Sunday by media including Radio
One and Music Week (6) and it is
delivered to the music industry (7).

GETTING YOUR SINGLES ONLINE: A BPI GUIDE FOR INDEPENDENTS

THE OFFICIAL
= |

7 iTunes M

music industry

SoNY(iBMG

elelc) s
RADIO' 97-99rm

media

MUSICWEEK

" COMPANY




The basics

Getting the
data right

Summary

1. Ensure releases are registered
with CatCo at least three weeks in
advance of being made physically or
digitally available.

2. All physical and digital releases
must be registered with CatCo via
App v4 or the CatCo load
specifications. To sign up contact
info@catcouk.com or call

0207 534 1331.

3. All commercial products must be
registered with a valid barcode.

4. All recordings must be registered
with a valid ISRC.

5. Ensure data supplied is accurate
and consistent.

If you want to be in the
first chart on April 17,
CatCo needs your
metadata by March 23

3 N
7)
Millward Brown

etailers
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Routes to

market

Overview

Five questions for

every label

When choosing a route to market,
labels should consider:

M Can | get a deal?

W How competitive is it?

H How long is it going to take me to
implement?

H Do they have the means to
produce and supply?

H If they have, then are they able to
see that through and get it live on
the site?

Just as CDs needed to be
manufactured and
distributed to the right
destinations, so digital
files need to be encoded,
delivered to retail and
marketed
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1. Selling
downloads
from your
website

Summary

M Can drive traffic straight to
website and enhance fan/artist
relationship.

H Can help sell other merchandise.
M Dual option - single track or
digital single downloads - gives
flexibility.

H Can be turned around quickly.

H But less appropriate to
artist/label without catalogue.

M Have to work with recognised
players for sales to be chart eligible.




2. Dealing
direct

with the
retailers

The digital store’s primary
advantage is that it drives
traffic straight to an artist
or label website and can
sell and promote a wide
range of catalogue as well
as physical merchandise

Players include

Summary

M Cutting out distributor cuts out
middle-man.

M Some retailers digitise for free.
Ml Some retailers prefer to deal
with distributor.

H Retailers often need tracks
encoded to certain format
specifications.

M Can use aggregator to handle
logistics.

Dealing directly with
retailers not only
appears more cost
effective but also means
- potentially-a
greater share of
the profit

Players include
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3. Using a
physical

distributor

Summary

M Directly mimics physical world,
therefore familiar structure - labels
can therefore broaden existing
physical deals.

M Distributor has the weight of an
aggregator.

M Can handle all logistics — from
encoding to delivery and marketing.
M Not all distributors offer a
comprehensive service.

Ideally, the digital
relationship should mirror
what goes on in the
physical world - except
that your distributor will
also take responsibility
for digitizing your music

Players include
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4. Hiring
an online
aggregator

Summary

W Aggregators are fully familiar
with digital processes.

M Can handle all logistics — from
encoding to delivery and marketing.
M Can fulfil the distributor function,
but only for digital.

M Can use their market influence to
maximise potential for label.

M Not as familiar with repertoire as
a physical distributor.

M Will licence digital rights for fixed
term and seek to exploit them.




5. Label
deal vs

single track
deal

Summary

M Single track deals give labels a
simple route to market.

M Can offer low cost and rapid
turnaround option.

M Enables label to ensure correct
representation without a full

label deal.

H Retailers often not keen on doing
single track deals.

M For single tracks, can be simpler
to approach a flexible, independent

retailer.

Players including
Four benefits to using an
aggregator/distributor .
M Production —these companies will If everyone else in the
have the facilities to transfer your market has downloads
pusic nioallelevant digial available, any label which
M Delivery - many will often have doesn’t have access to the
licenses with several, if not all, digital market because it
online reta.llers. This m.eans, instead is trying to hold out for
of attempting to negotiate deals “ -
with the numerous online retailers, the Perfed deal may be
labels can take advantage of the cutting off its nose to
!)lanket licenses which are already spite its face
in place.

M Management - ensuring files are
available and coordinated to appear
in the right place at the right time is a
key issue, especially for the new
chart.

M Marketing — distributors and
aggregators already have
relationships with the retailers and
can get effective and innovative
placement for your music. Good
marketing is key to sales and offers
the greatest prospect of making a
return on your outlay.
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Marketin

Overview

Summary

M Online marketing is crucial
to maximise potential once a
digital distribution deal is
secured.

Digital singles

W Offer plenty of flexibility,
especially for a smaller label.

M Key decision is which sites you
partner with.

Distributors/aggregators
M Operate like physical
distributor/sales forces.

M Can leverage their power for
smaller labels.

Direct to retailer

W More appropriate for big name
artists.

M But key independent sites can
work for smaller acts.

Effective online marketing
is the last piece in the
jigsaw. There are many
parallels with the
marketing of physical
product, but also several
key challenges
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Distributors/
aggregators

Direct to
retailer
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Helping independents

get online
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