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even in recent times, has shone
in left-field beacons held up by
the likes of Quentin Tarantino (a
waiter in ‘Pulp Fiction’, called
Buddy Holly, refers to Uma
Thurman as Peggy Sue), the US
college band Weezer – which
named a song after him – and
episodes of the irreverent US
animation show ‘Family Guy’. In
2004, Rolling Stone magazine
ranked Buddy Holly number 13
in its list of the Top 50 most

influential artists of all-time.
The scope of modern artists who

have been lured by Holly’s music
still grows at a significant rate
to this day. Los Angeles-based
peermusic International
president/COO Kathy Spanberger
explains, “You can certainly
measure how iconic he was, just
by looking at how long ago he
passed away and seeing how
many new artists are still
covering his material – that in
itself shows his influence.”

A goldmine 
for synchs

Even in the past year, swathes
of younger acts have re-recorded
some of Holly’s biggest hits.
‘Rave On’, although not written
by Buddy Holly, but most
certainly made famous by him,
has recently been re-recorded
by US solo artist M Ward and
London-based electropop band
Dragonette, whose version later
went on to be featured in a
massive TV advertising campaign
for US department store Macy’s.
Strokes guitarist and solo
performer Albert Hammond Jnr
recently put together his version

of ‘Well All Right’, while the US
country singer Martina McBride
had a hit with a re-working of
‘True Love Ways’.

“His songs definitely lend
themselves to interesting covers
– they’re very romantic – and it
makes you want to sing them in
a heartfelt way,” explains Andy
Bell, singer with Erasure who
recorded versions of ‘True Love
Ways’ and ‘Everyday’ for the
2003 album ‘Other People’s

Songs’. “One of my proudest
moments is when my dad came
to watch us play in Cambridge
and he saw us perform ‘True
Love Ways’. Afterwards he said
he thought I’d sung it really
well. I was delighted.” 

And TV and film synchs have
proved to be particularly
successful in introducing Holly
to younger audiences. While the
track ‘Heartbeat’ might forever
be associated with the British
80s TV show of the same name,
over the past ten years there
have been a number of other
special usages. The BBC film
‘Maybe Baby’ in 2000, ‘Stones’
in 2005 and ‘Charlie’ in 2003 all
included Holly’s songs on their
soundtracks. Channel 4’s TV
cricket coverage regularly used
‘Rave On’ while Wallace and
Gromit featured ‘Not Fade
Away’ in 2000. 

Peermusic UK managing
director Nigel Elderton explains
that such classic repertoire has
long lasting relevance simply by
the sheer quality of the
songwriting. “Buddy’s songs
never go away,” he states. “In
most classic catalogues there are
obvious dips and gains, but
Buddy always remains constant.
He was incredibly innovative for
his time, he had an unusual
playing style and an undisputed
gift for writing very commercial
songs. Anyone who plays guitar
and sings in a band has a
reference point for Buddy in
their repertoire.” 

In the past few years, brands
in the UK such as The Daily
Express, Smooth Radio, Tetra
Pak and Procter and Gamble
have plundered Holly’s library of

songs for
soundbeds. And
The Daily Mail is
poised to run
another TV
campaign, using
Holly’s
‘Everyday’. It’s a
similar situation
in the US, as
MPL licensing
manager Lynnae
Crawford points out: “Usage of
his music is constant. One of the
most frequent songs we’re
asked to license is ‘It’s So Easy’
because it’s so easy to get a car,
a loan, it’s so easy to do a lot of
things. The song is mostly used
in car commercials around the
country. It’s not just for national
campaigns either; we get a lot
of requests for regional use.” 

Protecting 
the brand

Banks, mobile phone
companies, shopping malls,
residential real estate firms,
furniture stores and credit cards
have all turned to Holly’s music
for use in advertisements, each
requiring the clearance of the
publishers and Maria Elena,
who remains a close custodian
of his works. She explains, “I’m
very careful to make sure his
music is represented in the right
way. We won’t allow any
product to use the music – it has
to be right. I certainly wouldn’t
let alcohol or cigarette brands
use Buddy’s music. I’m still very
protective of him.”

Hollywood too has always
been partial to Holly’s music –
the sound of Buddy playing his
much-loved Fender Stratocaster
is synonymous with the 50s, but
somehow that sound remains
fresh regardless of which
decade we’re in. The hit US 80s
TV show ‘Tour of Duty’ regularly
used Holly’s material, while the
1986 film ‘Peggy Sue Got
Married’ would have been
weakened without title track
‘Peggy Sue’. More recently, his
music has popped up in the

most unlikely of
places: it
featured on the
Oscar-winning
film ‘Brokeback
Mountain’ and
music channel
VH1 places
Holly on its
idents, while his
catalogue was

raided on
countless occasions for ditzy US
drama, Ally McBeal.

In a 1957 interview, Canadian
disc jockey Red Robinson asked
Holly, “What do you think
about rock ‘n’ roll music? How
long do you think it will last:
another six months, seven months?

Holly said, “Oh, possibly,
yeah,” to which Red replied,
“Think after Christmas things
may change a bit, then?” 

“It might pick back up, but I
really doubt it. I'd prefer singing
something a little more quieter
anyhow,” came Holly’s reply. 

The journalist and author
Spencer Leigh, who recently
wrote the book ‘Everyday:
Getting Closer to Buddy Holly’,
muses that Buddy would have
been likely to return to his
country roots, collaborating
with everyone along the way.

Maria Elena Holly says it is
incredibly heart-warming to
know that, despite a tragic
accident, Buddy Holly continues
to live through his music,
touching every generation and
inspiring musicians, filmmakers
and producers the world over.
She fondly explains why she
thinks he touched so many

people’s lives: “He loved to
show everyone how things were
done. He had that special
something – it’s hard for me to
explain – I was lucky to have
seen it first-hand. Sometimes
we’d take a walk to Union
Square and Buddy would play
guitar to all of the people
sitting around. Other musicians
would join him and he’d show
them how he played. He loved
to teach people. It didn’t matter
who you were – Buddy would
take time to talk and listen.”

“I’m very careful to make sure
Holly’s music is represented in the
right way. I’m still very protective
of him.” Maria Elena Holly, widow

“In most classic catalogues there
are obvious dips and gains, but
Buddy always remains constant.”

Nigel Elderton, peermusic UK
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Creative Voice Award honoree Wyclef Jean
and industry legend Quincy Jones at the
ASCAP Pop Music Awards in Los Angeles on
April 22. (Photo by Jeffrey Mayer)

The Global music Publishing panel at
Musexpo 2009 with (l-r): Ritch Esra,
publisher, The Music Registry; Julie
Enzer, senior vice president & GM,
Disney Music Publishing; Jens-Markus
Wegener, managing director, AMV
Talpa; Justin Kalifowitz, president,
Downtown Music Publishing; Jay
Faires, president of music &
publishing, Lionsgate Entertainment;
Scott Francis, president, Warner-
Chappell Music & chairman/CEO,
Warner-Chappell, US; Kenny
MacPherson, president & senior
executive, Chrysalis Music Group, N.
America; and Keith Welsh, chairman,
Australian Music Publishers
Association (AMPAL). 

Peermusic has renewed its alliance with Puerto
Rican singer/songwriter Victor Manuelle with a
world-wide administration agreement. Manuelle,
who is one of the best-selling salsa musicians, had
initially signed with peermusic for six years.
Pictured (l. to r.): Ramon Arias (VP Latin
operations, peermusic), Victor Manuelle, and Julio
Bague (East Coast creative director, peermusic).

At the ASCAP Pop Music Awards 2009, the Publisher
of the Year honors went to both EMI Music
Publishing and Sony/ATV Music Publishing, who tied
with 20 award-winning songs each. Pictured (l-r)
are: Irwin Z. Robinson, chairman of Paramount
Allegra Music and ASCAP board member; Martin
Bandier, chairman and CEO of Sony/ATV Music
Publishing; and Paul Williams, president and
chairman of ASCAP. (Photo by Lester Cohen)

At Musexpo 2009 in Los Angeles, Steve
Schnur, worldwide head of music &
marketing for games company EA Games
and president of Artwerk Music
Publishing, receives this year’s award for
his contributions to and support of
international music for the past few
decades. Schnur (left) received the award
from Neil Portnow, president of The
Recording Academy. 

American singer/songwriter/producer – and current judge on ‘American Idol’ – Kara DioGuardi
(pictured) will receive the 2009 ‘Songwriter Icon Award’ at the National Music Publishers
Association annual meeting, to be held in New York on June 17. The Icon Award recognises
“outstanding songwriters for personal achievement and who personify the vision of the
NMPA and the goals of its members”. DioGuardi recently signed a deal with US publisher Bug
Music, which included the acquisition of her catalogue of songs. 

Lord Carter, the U.K. government minister of
communications, technology and broadcasting,
was this year’s keynote speaker at the April 30
annual general meeting for U.K. collecting society
PRS for Music. Carter discussed his plans for
Britain’s digital economy, originally outlined in
the interim "Digital Britain" report in January. Songwriters and publishers were celebrated at

the recent ASCAP Expo in Los Angeles, also host
to the Musexpo 2009 conference.

EMI Music Publishing chairman and CEO Roger
Faxon receives his ASCAP Publisher of the Year
award. Pictured (l-r) are: Robinson; Williams;
Faxon; and ASCAP CEO John LoFrumento.
(Photo by Lester Cohen)

Could Spotify eventually become the service the
music industry has been waiting for that will

convert file-sharers into consumers of legal music?
In the world of digital entertainment, the
Stockholm-based, ad-funded, on-demand streamed
music service is rapidly growing in popularity.

The start-up’s success may not yet be
global, but in just a couple of months it has
secured over a million subscribers attracted
by its easy-to-use interface, immediate
availability of the tracks clicked on and the
depth of its repertoire – several million tracks
available for streaming, thanks to deals
secured early on with the majors.

“A year ago, it already had the support of
the digital team at EMI and the other
majors,” enthuses Keith Jopling, formerly
research director for the IFPI and a London-
based music industry consultant whose clients
included EMI. “It makes sense to make digital
music services this simple to appeal to the
mass market and the older, time-pressured
demographic.”

Effortless experience

So how easy is it to play music on Spotify? To
access the service, all it takes is to download
the required software on to a PC and, at one
click of the mouse, the streaming service is
operational and lets you listen to brand-new
releases and ‘golden oldies’ in high-quality
stereo without any delays.

Unlike established online music services,
like à la carte download store iTunes or
subscription-based services Napster or
Rhapsody, Spotify does not fill up the user’s
hard drive by downloading tracks to keep
permanently or temporarily. Nor do users have
to fear the viruses and the untold number of
human errors found on illegal music distributed
via peer-to-peer file-sharing platforms. 

Spotify’s users can opt for one of two
versions: the free version, which is funded by
audio and banner ads, or the premium
edition, for which users pay between €0.99
per day or €9.99 a month to listen to the
service without any interruptions. In addition,
there is talk that Spotify is to add a new paid-
for download offer, thanks to an agreement
with 7Digital. Today, it reaches more than
one million regular legal users.

With digital accounting for just 20% of
global music sales in 2008, according to trade

body IFPI, Spotify’s founders believe its ease-of-
use should appeal to rights owners who want
to see the legitimate digital music’s market
share accelerate. “If Spotify fulfils its potential,
this will not only generate substantial revenues
for Spotify, but also for all rights holders,”
declares Daniel Ek, the company’s CEO and
co-founder. “It allows users to pick whatever
music they want, whenever they want, while
[traditional] radio forces listeners to listen to
only pre-selected songs.”

Conceived in 2006 by Ek, whose
background is in online virtual worlds, and by
fellow Swede Martin Lorentzon, who made
his name in online marketing, Spotify
originally distributed its music globally when
it launched last October. But some labels
disputed the territorial licensing rights,
forcing some songs to be removed. So, the
free edition is now in the UK, Sweden,
Norway, Finland, France and Spain with plans
for further international roll-out soon, a
spokesperson says. 

Negotiating rates

Meanwhile the service has also engaged in
lengthy negotiations with rights societies to
agree on licensing terms for both mechanical
and performing rights. The UK’s PRS for Music
has agreed terms with the service, and a deal
with France’s SACEM was announced by the
society in January.

The premium paid-for edition, currently in
the UK, France, Spain and Sweden, will be
enhanced in the future to include select
content, such as exclusive pre-releases. The
company declines to say the exact number of
songs in its catalogue, but discloses it has
“millions” of tracks from all four major labels
and aggregators such as CDBaby, The Orchard
and Merlin.

Like several online-music platforms, Spotify
still has no Beatles or Led Zeppelin recordings.
But it says it adds about 10,000 songs a day to

its list; recent additions have included U2’s latest
album ‘No Line On The Horizon’ (Mercury Records)
and Radiohead’s back catalogue.

The monetisation of these assets will
determine the longevity of this new digital
music venture. It can offer the kind of niche
advertising the internet is said to be ideal for,
by targeting listeners by their musical tastes,
gender, age group, location, plus various
combinations. Despite the recent demise of
the ad-supported service Spiralfrog in North
America, the company is convinced that its
niche-targeting strategy means its national
and pan-European advertisers, which include
games console brand Xbox, mobile operator
T-Mobile, and sunglasses brand Ray-Ban, will
be prepared to pay the right price. 

Moreover, Ek says, free music funded by
ads will help reach those lured by cheap
pirated content. “The ad-supported model
offers an opportunity to generate revenues
from consumers that are currently not willing
to pay for their music, which is by far the
biggest problem facing the industry at
present,” he claims. “We want to facilitate
brand partnerships with record companies
and individual artists too.”

Going mobile

Fast-growing Spotify still has gaps to fill in its
strategy. As digital mobile handsets grow
more sophisticated, dominated by Apple’s
iPhone, Ek accepts that Spotify will have to
go wireless. “It’s no secret that mobile use is
definitely something we want to do in the
future; it’s the most requested feature from
our users,” he says.

The music industry is keeping a close eye
on the progress of Spotify. MPA UK chief
executive Stephen Navin praises Spotify’s
strategy to license content before launching
the service. “The message to come out of that
and the YouTube wrangle is that new
business models must have licensing
considerations at their core,” he says, “not as
an extra to be added once the service is
already up and running.”

Ek is buoyant about the future of the
service. “We offer users the ability to listen to
millions of songs in high quality, whenever they
want, in full, immediately for free,” he add.
“And people have really opened up to that.”
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In just a few months, Spotify has become the most talked about digital music service.
Juliana Koranteng explains why the Swedish streaming site may succeed where others have failed.

Daniel Ek & Martin Lorentzon

“If Spotify fulfils its
potential, this will generate
substantial revenues for all

rights holders.” 
– Daniel Ek, Spotify

Can Spotify save
the music industry?  

Celebrating
publishers

Impact editor Emmanuel Legrand co-moderated Musexpo 2009’s
Global artist managers panel at Musexpo 2009. Pictured (l-r) are:
Legrand; Andre Recke, president, Boo Management; Ted Chung,
chairman, Cashmere Agency & president, Doggy Style Records; Kai
Robøle, managing director, Waterfall; Amos Newman, principal, GSA
Music & Management; Larry Jacobson, partner, The Collective Music
Group, Avenged Sevenfold; Spencer D. Proffer, CEO, Music & Media
producer, strategist & partner, McGhee/Proffer, Crooked X; and Safta
Jaffrey, managing director, Taste Music, UK. 
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Afew weeks ago, British rights
society PRS for Music asked a

few people – including yours truly
– how they would define
Britishness in music. And it
provided much food for thought...

Most Brits probably either take
it for granted, fail to notice it, or
simply don't care, but for an
outsider, even after living in the
UK for over 12 years, there is a
definitive character to the music
and artists that emerge from the
UK. There is also a Britishness in
the way of doing business. And,
unlike cricket, you don’t have to
be born in the UK to appreciate
the art.

After the second world war,
young Brits got inspired by and
absorbed, sponge-like, the
imported sounds from America.
The story could have ended there,
but what set British musicians

apart is that once they had digested
these influences, they merged
them with their own tradition,
history and culture, and it became
something completely unique. 

It took a few disenfranchised
working-to-lower-middle-class,
skinny, spotty young blues and
R&B fans to ignite the revolution.
Mick Jagger, Keith Richards, Paul
McCartney, John Lennon, Van
Morrison, Eric Clapton, Pete
Townshend, Ray Davies and a few
others, combined their love of
black American music and the
long British tradition of poetry
and social commentary with a real
talent which made their music
unmistakably British. From the
first British revolution to today’s
global domination of Coldplay,
the list of acts that define the
British Isles is endless.  

Every time Brits sounded and
looked different, they conquered
the world – from Beatlemania
through glam rock to prog, punk,
the new romantics and Britpop.
These were distinctively British
genres. The moment Brits start to
sound like anyone else, they lose
the plot. But as a creative melting
pot, they’ve always managed to
bounce back.

Creative sparkle

Having a strong creative
community has also sparked
a very solid music industry.
The most notable
illustration of that is the
British contribution to the
pantheon of artists
managers by way of such
colourful personalities as
Brian Epstein, Peter
Grant, Don Arden and

Andrew Loog Oldham, who all
added their own episodes to pop
mythology as well as the
implementation of new business
practices which outgrew the
model created by the likes of
“Colonel” Tom Parker in the US.
Similarly, the way the Rolling
Stones set up their tours in the 70s
revolutionised forever the live
music industry. 

The UK music industry remains
vibrant – thanks in part to this
country’s insatiable thirst for new
music and new talent, and also to
the brilliance of many of its music
executives. Entrepreneurs like
Chris Blackwell, Richard Branson,
Chris Wright and Terry Ellis,
Martin Mills, Tony Wilson, Alan
McGee, Laurence Bell and their
respective labels (Island, Virgin,
Chrysalis, Beggars, Factory,
Creation, Domino), with their own
creative and business idiosyncrasies,
all contributed to keeping the UK
on the world’s music map.

The UK business works in its
own insular way and with its own
agenda. In fact it sets the agenda.
The creation of UK Music, which
groups together all the different
sides (one would dare to call
them…factions) within the music
industry, from authors, publishers,
musicians and managers to
collecting societies and labels, is in
this regard a landmark event. 

This achievement does not fail
to impress industry executives
around the world. When abroad,
the traveler from the UK is now
frequently asked by industry
executives: “And just how did
they manage to do it?” For them,
the simple achievement of putting
all these players in one room
without creating WW III appears
an unachievable task. 

Of course, it took nearly £20m
in lawyers’ and other fees
following an ill-suited legal
challenge to the Copyright
Tribunal for the local industry in
the UK to wake up to the notion
that, as UK Music CEO Feargal
Sharkey was saying in Impact issue
6, they should focus more on what
unites them rather than what
separates them. It probably
benefited from the arrival of a
new generation of leaders ready
to see, and do things differently.

United front

The British industry now has the
proper tool to represent itself and
speak with one voice, which seems
quite appropriate with all the
dark clouds currently hovering
over the creative sector. The
dangers of today’s situation were
rightly described by Andrew Lloyd
Webber in his speech before the
House of Lords in April (see page
20). The music industry had been
the first to be confronted with the
changes in the marketplace but
soon, he warned, all creative
industries will be affected. For
Lloyd Webber, it is urgent to bring
some revenue streams back into
the business, and the solution is to
have ISPs contributing. 

If nothing is done, he fears
that soon the British creative
sector will suffer, and its influence
and reach (not to mention its
economic weight) on the world
stage will vanish. 

If that gloomy scenario were to
be confirmed, everybody would
lose because what the world
needs is more Britishness in music,
not less. 

…from the United Kingdom
In each issue, Impact’s editor Emmanuel Legrand decrypts

global issues regarding creative industries.

38




