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News publishing
Tom Jones’ new singer-songwriter career path produces publishing tie-up with EMI

Late developer Jones pens first major deal
Deals
By Charlotte Otter
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TOM JONES’ LATE BLOSSOMING as a
songwriter has led the Welsh singer
to sign his first deal with a major
publisher, with EMI Music
Publishing now representing the
singer’s compositions worldwide.
The deal will see the publisher
look after all of Jones’ material since
2003 and covers all future work from
him, including his upcoming album
Praise And Blame.
It is the first time in his long
career that Jones will be represented
by a major publisher – Kobalt
currently administer a number of his
earlier works – and his manager and
son Mark Woodward says he hopes
the deal will see the singer develop
further as a composer and writer.
“When Tom started his career as a
singer, the industry was a completely
different world. Singer- songwriters
just did not exist, you either did one
or the other, and Tom decided to
carve an extremely successful career
for himself from singing,” says

Jones’ Give A
Little Love is
lined up for a
sync deal to
be used in a
trailer for
the film
Little Fockers
(right)

Woodward. “However, the landscape
has changed and Tom recognises
this. I hope that the deal with EMI
will see him develop his talents as a
singer-songwriter.”
Jones’ first highly-publicised
foray into songwriting came with the
release of his 2009 album 24 Hours
and Woodward is confident Jones’
new career path will prove successful.
“As a writer Tom is excellent,” says
Woodward. “He has a wealth of
material to draw from and over his
career has sung almost every genre of
music there is to perform, which
means that any material which he
will produce will be extremely diverse
and interesting.”
EMI has already arranged for the
Welsh singer to collaborate with a

number
of
composers
and
Woodward adds Jones is keen to
work with songwriter Sam Sparro.
The publisher has also lined up a
number of sync placements from the
singer’s repertoire, including Give A
Little Love, which will be used in the
trailers for the Universal film Little
Fockers (left) – the sequel to Meet the
Fockers.
Woodward says that EMI
Publishing’s head of A&R Felix
Howard was instrumental in
securing Jones and adds, “Tom met
Felix and just got on with him
extremely well and was impressed by
EMI’s enthusiasm for his catalogue.
He is excited by the opportunities
offered to him by the publisher.”
Howard says he is thrilled Jones
has joined the company and notes,
“Tom is an absolute legend and when
I found that he was looking for a
publisher I jumped at the chance to
sign him.
“The depth and breadth of his
work is tremendous and I am excited
to work with Tom over the next few
years.”
charlotte@musicweek.com

FIFA theme is a dream for TCB writer Los Angeles welcomes A&G
activity around the World Cup
after one of its songwriters was
commissioned to write the official
FIFA theme music for the 2010
tournament.
British composer Matt Clifford
wrote Africa Calling (FIFA World
Cup Theme 2010) for the
footballing body and the track is
being broadcast alongside all
coverage of the tournament to
more than 100 countries for the
duration of the monthlong competition.
The bespoke theme
was
developed
by
Clifford
alongside
sound designer Michael
Berthon
and
is
published worldwide by
TCB
Music,
with
administration carried
out by Kobalt.
TCB Group CEO Steven
Howard says he is proud an
English songwriter has been able
to gain such high-profile coverage
during the competition.
“We have enjoyed a longstanding relationship with Matt
and have shared some great
successes together,” he says. “But
this eclipses everything we have
done to date. The World Cup is a
truly global event and Matt’s
music will reach every corner
of the Earth over the next month
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TCB MUSIC IS TO PROFIT from

Africa Calling is played whenever
the teams walk out on to the
pitch at this year’s World Cup

Composer
Matt Clifford
(far left) and
TCB Group
CEO Steven
Howard

or
so
through
television
broadcasting.”
Howard explains the number
of people who will hear the
classical
theme
will
vary
depending on the broadcast
package arranged between FIFA
and different territories. In the
UK,
the
BBC
and
ITV
usually commission their own
music to be played before
each game rather than the official
FIFA theme.
However, he says that other

broadcasters, including ESPN in
the US, are featuring the music,
which is played every time players
enter the stadium for matches.
He adds, “We also anticipate
FIFA will release a computer game
from the World Cup coverage and
also DVDs, which will both
feature the music.”
It is not the first timethat
Clifford has written bespoke
music for sports coverage.
He previously worked with
the European football governing
body UEFA for the Champions
League final in Madrid, for
the
Six
Nations
rugby
championship and the Honda
Formula
One
gallery
at
Silverstone.

A&GSYNC MD ROY JACKSON says his
company is looking to expand its reach
across the US following the
establishment of a Los Angeles office
and predicts the organisation will open
a second base in New York next year.
The new LA office will be
managed by Jennifer Martinez and
co-ordinated by Ibbi Anderson from
the company’s London headquarters.
It will work alongside A&G’s partner
company in New York, Melillo
Music, which specialises in the US
television commercials field with
sub-publishing carried out by
Evergreen Copyrights.
Despite the expansion, Jackson
stresses A&GSync will keep its
“boutique style”, focusing on quality
rather than quantity of acts on the
organisation’s roster and describes
the move to the US as the “next
logical step for the company”.
A&G Sync has recently enjoyed
success with placements in the UK
including Sohodolls’ track Stripper
which appeared on Max Factor’s
Diva commercial as well as My
Federation’s What Gods Are These in
the film She’s Out of My League and
a sync for composer Simon Bowring
for the current Olay advert.
He hopes the company will have a
second office in New York established
in 12 months’ time in a bid to secure its
hold on the US sync market.
“To realistically be able to provide
a service to our American clients to

help place their music, it is inevitable
that if we are to continue to grow
that we need to be based in the
territory and have a permanent office
and presence there,” he says.
He adds the US is an extremely
important territory for his company,
which specialises in sync placements,
due to its strong domestic and
international advertising industry.
“The film, TV and games industries
are all largely based there, too, and
our American base will provide us
with more opportunities in these
areas,” he explains.
Jackson says the other reason for
establishing a US presence is to
ensure a fast response to music
searches and licence requirements –
having an LA office will mean the
business is effectively a 24-hour
organisation, combined with the UK
head office.
“Sync is a very competitive
business,” he says. “As a result, we
felt it essential to make that
commitment to our clients and
contacts and ensure that we have
people on the ground, available and
capable of providing the very best
service.”
The organisation is also
considering the launch of a music
supervision arm, based in both
territories, for film, TV, games, online
and television commercials. Jackson
says this will allow A&G to reach out
to smaller companies.

