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Muir also stresses that the educational users are future adult collectors. 
`Since NML started in 2004 we have seen people begin to use it while at 
school and continue to do so as they moved on to university or music college.'

Evidence from Classics Online and other download sites suggests most 
digital download consumers are not your typical CD collector. `Downloads 
tend to be compilations ± ªbest of º selections ± or single tracks, things peo-
ple listen to on the move, rather than Mahler symphonies,' Muir says.

• at may change with the ever-increasing improvement of download 
audio quality. Muir recalls that not long ago 128kbps was considered good, 
then 256kbps and now Classics Online and most other sites o€ er 320kbps. 
But audiophile label Linn has reported overwhelming demand for its pre-
mium, SACD-quality downloads.

• e Philharmonia last year opened its online shop, o€ ering downloads 
of its concert performances but Alice Walton, the orchestra's media and 
marketing director, concedes that many of its regular fans still want their re-
corded music on CD. But the online shops advertises forthcoming concerts 
alongside downloads and cross-selling from download to concert tickets 
and vice-versa is brisk.

• e orchestra is trying to educate its core audience about the digital arts: 
it o• en has laptop computers outside auditoriums for concert goers to try, 
and it holds study days on downloading. `We know that our core audience 
needs to be introduced to downloads, and sites like iTunes are still pre‚ y 
hopeless for classical music.'

On the other hand, she says chandos.net, indie label Chandos's pioneering 
online shop, is tailored to classical collectors' needs. But Walton says ƒ nding 
repertoire online is just a small part of what classical beginners need to know. 
À lot of what we do is showing people that they don't have to just listen to 
downloads on their computers but can make their own CDs.'  
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Having your own label is all very well, 
but how do you go about marketing and 
distributing it? Help is at hand, in the 

form of the Music Label Agency

One of the most recent additions to the booming area of provid-
ing ancillary services for self-publishers is the Music Label 
Agency (themusiclabelagency.com). It is a partnership of Jane 

Carter, whose CV ranges from working for the London Symphony 
Orchestra, and PolyGram in the nineties, to BBC Worldwide, where 
she teamed up with Judy Neal, whose marketing posts have spanned 
Radio Luxembourg, MCA Records and Universal Music. • ey decided 
to launch the MLA in January because, as Carter puts it: `We have seen 
a huge change in the climate of recording. • e major record companies 
aren't signing artists like they used, but the artists and orchestras are quite 
able to make the recordings on their own. • ey have the content but they 
don't know how to get them to the market. • eir skill is making the music.' 

• eir o€ er of providing both digital and o€ -line marketing and distribu-
tion skills has been taken up so far by clients including George Fenton and 
Michael Nyman, the la‚ er having set up his own MN Records label. `He 
is busy writing music and making his records, but he has got us to do the 
distribution with Select in the UK and other companies around the world.'

• ey also work with local publicity and marketing companies in 
countries where Nyman and his band are touring. `We bring all the pieces 
together of his publishing and recording and performance, and market 
it. I suppose we are like how the record companies originally started.' 
Carter sees digital distribution as more of a marketing than a sales tool ± at 
present. `It takes quite a long time to earn money from digital downloads 
but you have to be there.' 

• e world of metadata, aggregators, kbps download speeds, etc, can 
leave musicians confused. She cites one young quartet who asked: `How 
can you make money selling downloads for 79p?' Carter says: `I told them 
you can't think of it like that, it's part of the bigger picture. You've got to get 
on to iTunes and have your own website and sell CDs through Amazon 
and at your own concerts ± it's all part of the whole picture and if you just 
focus on one small part of it you get very depressed.'

! e bigger picture
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