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‘GIMME A DECAF VANILLA
LATTE - AND A CD
to Go'

NEW YORK-In the battle to get people to buy more music, marketers
are going after a new target: your appetite. Now that digital music is
widely popular - and can be downloaded legally - companies like Pepsi,
Coca-Cola, McDonald's and Starbucks are associating eating and
drinking with getting hold of your favarite music.

Offerings for consumers that are already available or in the works
range from free song downloads (awarded after buying a bottle of soda or
a cheeseburger) to the ability to walk into a Starbucks and choose from
thousands of songs to make a CD.

The Seattle-based coffee company's foray into digital music is
perhaps the most dramatic, including a store dedicated to copying - or
burning - CDs, which opened in March in Santa Monica, Calif. Those who
stop in don't need to be tech-savvy or even own a computer to take
advantage of the service, which will spread later in the spring to 10
regular Starbucks stores in Seattle. The company aims to introduce
people to new music in an environment that's more appealing than a
chain store.

Making interacting with digital music easier - through the Starbucks
project and free song giveaways - may help online music reach a broader
audience, qne that wouldn't normally think of
downloading. At the very least, consumers,
marketers, record labels, and musicians are
benefiting from the deals. -

"It's kind of a win, win, win [situation],” says
David Card, an analyst at Jupiter Research, a
technology tracking firm.

After a cautious start, record companies are
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making more of their product available in
electronic form. Some analysts say digital
music likely won't save the sagging record
industry - with downloads astpbs_cription
services amounting to about $1.6 billion of
the roughly $12 billion industry by 2008,
according to Mr. Card. But with the variety
of portable players and download services
now ﬁé\)ailable, the number of potential
partnerships with big brands is still high.

Coca-Cola shopped a partnership with
its Sprite brand to a number of online
services before settling on Musicmatch.
Details of the promotion, which begins this
summer, have yet to be announced, but will
include free song downloads and even bigger prizes from
Musicmatch.com.

"We have for some time been looking for an opportunity to become
even more involved with digital music," says Scott Williamson, a Coca-
Cola Co. spokesman. "The launch of for-fee, legal service really made it
very desirable for us.”

Other partnerships are in the works, including one reportedly between
McDonald's and Sony, which would give away songs from Sony's new
Connect music site, set to launch shortly. Neither company would
comment on the deal. S

How consumers respond to such deals is unclear. The partnership
between Pepsi and iTunes, the download site from Apple, gave away free
songs to people who bought Pepsi drinks with special winning codes in
the battle caps. One hundred million songs were up for grabs - winners
simply had to take the codes to the iTunes site to obtain their free
downloads.

Lots of Pepsi and Sierra Mist fans saved themselves the usual
download charge of 99 cents, but the companies have dif'f»éring takes
on the promotion's succeés. Apple CEO Steve Jobs recently told The
Wall Street Journal that redémptions weren't as high as hoped. Pepsi is
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pleased with the response, says spokeswoman Nicole Bradley. "We have
had millions of redemptions and expect more throughout the month of
April," she says.

J"‘AH of the deals highlight one of the criticisms industry-watchers have
with the current digital downloading process: With so many online
services and related devices, you can't easily play music from one
service on the device of another. :

Starbucks is getting around that by offering its customers the ability to
burn songs and alibums. The company opened Hear Music Coffeehouse,
its first store dedicated to such listening, last month. While sipping cofe
all lait, customers can browse thousands of songs and make their own
CDs - paying $6.99 for five songs and $1 for each additional song. Later
this spring, the CD-burning service will expand to 10 Starbucks stores in
Seattle. "We're the first to secure the rights to do this in the US," says
Don MacKinnon, vice president of Starbucks Music and Entertainment.

Soon the company expects it will have as many as 140,000 songs, or
the equivalent of 15,000 to 20,000 albums,
available in genres ranging from pop to classical.
Knowledgeable staff and in-store features will
also offer guidance about new music, something
people don't get when buying from a giant retailer,
says Mr. MacKinnon. R

" We're trying to get people to have the discovery
of music be a part of their life again,” he says. "But
you kind of have to find a part of their routine that
you can tie it to."
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Don't Mean a Thing
'‘Causeit AintGotThat
swing

After one of the most celebrated careers in Australian jazz, veteran
drummer Len Barnard sadly admits that the music he loves is passe with
young people.

Traditional and mainstream jazz have been his love since his teenage
years, but he believes they hold no relevance in a musical world
dominated by the heavily marketed pop and rock industries.

"Keep sayingiit it's finished," he says. "The world doesn't need it any more."

Strong words from a drummer whose playing whether with a small group,
big band or backing a singer has been a byword for good taste. His
discreet yet subtly propulsive rhythm and superb brushwork have been
one of the joys of the Australian jazz scene for decades.

"I'm glad | did it right when | did it... we had the best years," says
Barnard, 75. "All the kids want to see today is someone young jumping
around on the stage." He adds with a twinkle in his eye: "If | jumped around
on the stage | would look grotesque."

Adding weight to his argument is the demographic of the audience at the
annual Bob Barnard Jazz Party in Melbourne, the country's finest
showpiece for traditional and mainstream jazz, named in honour of Len
Barnard's brother another great Australian jazz musician.

"They're older people who travel from as far away as Adelaide to hear a
weekend of good, straight-ahead, swinging music. And the music this year
was great butthere weren't any young people there."

Barnard loves great melodies, something in short supply in a pop and
rock-dominated culture. "Although the music of George Gershwin, Jerome
Kern and Cole Porter will still be played in 100 years, good taste will never
come back while the money's in marketing, where they don't give a damn
about style and class," he says.

"| love listening to those classic Billie Holiday recordlngs with pianist
Teddy Wilson from the 1930s. They are almost perfect, the ultimate in
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