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like Elton John, Robbie Williams and
the Beckhams with a new emphasis
on ‘personal’ clients like Naomi
Campbell, Jenson Buttton and Jamie Oliver, The George
Clooney lookalike Edwards learned his trade during the
punk era under music PR legend Keith Altham. A skilled
networker, he rarely socialises outside of the music indus-
try and likes to take contacts to his big passion outside
work - Arsenal FC.

The Rolling Stones and Tina Tumner.
Keeping a coterie of loyal cronies, %
he can share gossip, safein the
knowledge he will never be betrayed
and his clients will never hear. At least that was the theory
until the 3am Girls stitched him up over some off-the-
record remarks about Mick Jagger. Big-names are thinon

i the ground but he's still first on the list for any major event.

RICHARD WOOTTON

The king of country, blues and folk.
Just about anyone who wears a
Stetson is on his books, as are
many of Britain's folk fraternity. A
- smooth networker who can usually
be found either in a blazer and
slacks or a blue denim cowboy
shirt, depending on the company
he's keeping, Wootton's mission is
to break through the seemingly impenetrable barrier
between his clients and the British music-buying public.:
Clients include Dolly Parton (of course!), Steve
Earle, Ryan Adams, Emmylou Harris, Robert Cray and
folkie Kate Rusby.

tused to be a simple PR job to
“break” aband. Not necessar-
ily easy - but the strategy was
rward. You'd dole out.
free CDs and gigticketstoyour
favourite music journalists, throw
ina few freebies like T-shirtsand
tour jackets, take them on exotic
foreign tours and give them VIP
passes so they could hang out in
the dressing room with the band,
their drink, their drugs and their
groupies. So keen were the young
hacks to taste a bit of the
roek'n'roll lifestyle, and so eager
to enhance their coolness by bei
the very first journalists to spot
new talent, that NME covers beck-
oned faster than you could say
“Menswear” and mass exposure
was just around the corner.
That, though, was in the days
when the music papers led the
way, when their influence - prin-
cipally of the NME, followed by
Melody Maker, Sounds and Record
Mirror — was paramount. Today
thelast three ave long gone and
the NME is nc w a glossier
beast with a differ-ggs.
enttone. [thasadis-
sonant impact
on record sales
and downloads,

but still plays a multifarious role
as an aggrandised influence on
the mags media, which devours
its stance on the “next big thing”,

These days, the tabloid press
has a hunger for music-related
gossip every bit as strong as its
lust for stories about seap and
sports stars. Butbackin the hey-
day of the “inkies”, the music pa-
persset the agenda. Today's NME
has arelationship with television,
radio and the national press rather
like that of a foreign “feeder” club
with a Premiership football side.
It willunearth some useful talent,
which will promptly be appropri-
ated by the big guns.

The NME doesn't “break” any-
one any more, it's merely a “cool
meter”. Today’s big-name actslike
Scissor Sisters, Franz Ferdinand,
TheKillers and Kaiser Chiefs start
toreap rewards for their label via
TV advertising, radio and the na-
tional press. There'sjust too much
competition in our world of seem-
ingly hundreds of music TV chan-
nels, thousands of digital
radio stations and millions

Rocking a

They're the people who keep the celebs in - and out - of the m:

Music PR used to be

easy - take the press on
tour and let them hang
out with the band, their
drugs and the groupies

record companies increasingly
demanding instant success over
longevity, the mass media is the
driving foree of the business. All
of which is why the PR movers
and shakers behind the music in-
dustry are not groovy young indie-
kids but veterans who have been
at it for decades. In PR there’sno
substitute for high-level contacts,
and getting hammered on
snakebite with NMFE staffers or
sharing lines with Kerrang! won't
get.you past the door; let alone into
the corridors of power at the BBC
or News International.

Today’s music PR stars form
two very distinet camps. In one
corner are the cool indie compa-
nies, the alchemists of
buzz who seed the
trend idea
and get it
in front

ofthe cognoscenti editors for the
first time. Staffed by bright young
things who live and breathe music
they tend torepresent clients be-
cause they are passionate aliout
their music - something which i
not always true of the big players

The indies are the ones with
their earstothe ground, who pre-
dict and foresee trends, generate
the buzz, set the margins of cool
and watch to see if a cult becomes
part of the culture. And they do it
through the underground - the
online media, word of mouth and
the few remaining bastions of
counterculture (J-D, Dazed, Jock-
ey Slut and, yes, NML’)

Then, in the other corner, are
the mainstream power brokers
who've seen it all, who as legend
has it are just as rich as their
clients and who know how to han-
dle performers when they’ve be-
come established brands in the
crowded aisles of the worldwide
musical supermarket. Most of
thembuilt close relationships with
artistsin previousroles asrecord-
company heads of press - and took
the clients with them when they
set up on their own. They're not
just about
getting

RACHEL
HENRY

Her Darling
Department
brought The
Killers to
prominence.
Andwho

would have

Moﬂey Crue, SMophonits and..
.lalmeCallm Unmrsalfarmed

predicted
that a second-hand Duran Duran
would become our new favourite
band 20 years later? She also gets
extra points for setting up offices in
Denmark Street - the original “Tin
Pan Alley for rising talent.

their bread and |
like Foo Fighters
moment Kaiser
Sheffield quarte
who everyone in
dicts are the Ne;
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headlines - they’re equally fo-
+cussed onsuppressing bad news,
,  When you’re Madonna’s publicist,
- youdon't need toworry about get-
. tingher INTO the papers; youjust
. need to make sure it’s not for the
. wrong thing and form the inter-
. view-seekersinto an orderly queue.
The indies still have a crucial
 part to play but it's no longer a
_ leading role. It's no coincidence
. thatthe creative and commercial
. heyday of the “inkies” was in the
- punkera Hereyouhad aclubthat
_ was cool only so long as it re-
mained underground, because

ing underground was what sep-

arated Us (the youth) from Them
(society). But the old underground
is the new mainstream. Today’s
consumers have been sold on the

myth of celebrity for solong
that they all want to be
rich and famous, if only
for amoment, Aslong
. asit’snow.
Of course, all this
meansthefun
publicity stunt is al
thing of the past, and
that's a shame, recalling
the brilliance of Malcolm

WVICLid e

Today's PRs have to
make sure their clients
are under control and
not seen in the wrong
clothes or wrong crowd

known Glen Coulson’s efforts on
behalf of Ian Dury’s album Do It
Yourrself on Stiff Records, which
involved him secretly getting into
the NME’s offices, Watergate-
style, and redecorating them. OK
it wasn't that cool, but it's adamn
site cooler than the contradiction
of claiming coolness while your
music’s flying off the shelves in
Tesco rather than Virgin.

Make nomistake, the PR pro-
fessionals behind the

Because they are %
chargedmthcreat-

B after the

i journalist agood time - especially

image of an act, praying that Holy
Moly or Popbitch doesn’t leak an
item of sordid gossip. And nowa-
days, nine times out of ten “i ”
isall anew act (callit “a product”
-they do!) possesses.

The big names like to stay with
tried-and-trusted PR people -
after all, they know their secrets
inside-out thanks to weeks of tour-
ing, hanging around backstage
and partying in hotel rooms. These
are the people who carefully feed
in the journalists, methodically
controlling the key to it all - ac-
cess — and earn their living being
theinterface between the megas-
tar and the outside world.

Once upon a time it was
deemed a privilege for pop stars
to enjoy exclusivity and privacy:
it was one of the perks of wealth.
Today there’s no option: it’s es-
sential to keep your products
under control and not let them
talk when they shouldn’t, or be
spotted in the wrong company,
or in the wrong clothes.

Now it’s no secret that giving a

a good time in a sunny foreign
eountrvwith some verv famons
. people, some beautiful com-
W, pany, fabulous food and

drink and (in the old days, at least)
aready supply of whatever else
they might fancy - is a good start
for a publicist.

Buttakethe spontaneity out of
it and all you’re left with is
“bribery”, which is a somewhat
crude instrument.

Still, if you want to live like a pop
star, eat, drink, travel and shag
like a pop star, and spend other
people’s money (unlike a pop star,
who has to spend his own - even
if many of them don’t work that
out until it's too late) then music
PR is the job for you.

The secret tosuccessisto have
at least one super-famous flagship
brand that draws the other prod-
uets - sorry, “artists” - into your
stablefor ashare ofthe action. So
who are the key PR players who
make it happen? Some record
companies give their big acts to
in-house heads of pressbut more
farm them out to specialist
music/celebrity
PR companies
- the most
powerful
movers and
shakers in
the record
industry...

Terri has built her late great
husband's company Hall Or
Nothing into a major force, with
aroster that could generally be
summed up as indie bands that
. have gone mainstream -

Radiohead, Muse, the Manics
and Feeder. Plus Oasis, who
Terri took on from Creation PR
Johnny Hopkins - now looking
after Kasabian and Primal Scream - at the height of
their career, Adding to Terri's clout is her long

iation with promoter, venue owner and festival

organiser Vince Nmr.

: ROBPARTRIDGE

' Noteven a heart attack could

. knock Partridge off his perch as
the boss of Coalition, whose
clients range from old-timers
like Tom Waits and Marianne
Faithfull to young turks like The
.. Strokes, Kings of Leon and The

“ Libertines. Not to mention the
Mercury Music Prize and a num-
ber of reggae labels; a legacy of his previous career at
island Records. A genial character with an inexplicable
dedication to Queens Park Rangers, Partridge's
enthusiastic team are almost universally well liked,

His young turk Tony Linkin manhandles the vagaries
L of Pete Doherty

Lﬁiﬁl\ VAEENT!NE e i
Valemme mined the phmse ‘Band Aid’for Bob Geldof
cal crossover’ hybrid. Adroitly used the mainstream
press and television to break huge-selling acts like’

 classical babes Bond, Russell Watson and jazz prodigy
Jamie Cullum, and then came up with the masterstroke

‘market.

20 years ago and, after switching from pnpln classical
“andj jazz, virtually: smgle-handedly invented the classr ?

of l’al'rmngnut her own client - Cullum - to groovy rock
PRKas Memertu malne hlm credible amnngihe youth

MURRAY

controlling
 inpop - Kylie and Coldplay. He's

with Yoko Ono and Siouxsie Sioux
Iilneady on the books.

. CHALMERS
Pariophone’s

access to two of the biggest names

now spreading his influence further
through music consultancy Infinite,






