I have included some comments regarding Digital Rights Management. These comments are made as an individual and a father of 3 children approaching teenage years, not as a spokesperson for the company I work for.
 

Digital Rights Management should be pursued for one purpose only: to curb or prevent piracy of artistic work (especially recorded music or cinematic work) which is normally subjected to copyright protection.
 

However, it would appear that interested companies are using their own, proprietary, DRM offerings to control the spending habits of their customers. A well-publicised example of this relates to an America hardware manufacturer who has configured their popular portable music player to be able to only play music which has been downloaded from an online music store they operate.
 

I'm not a legal person, but this sounds clearly wrong to me - if not actually illegal it is certainly grossly immoral. 
 

There is no precedence for this in the music industry - record players and audio CD players produced by every manufacturer have always been able to play recorded music produced by every record company.
 

DRM should not be used to 'lock-in' customers to a particular manufacturer; they should rely on brand-loyalty and price differentiators to affect how customers roam from supplier to supplier.
 

Furthermore, there is another issue which DRM may be able to finally resolve. Up to the present (in the UK at least), it has always been necessary to purchase one's music recordings from the one record company which 'signed' the artist. This implies that the record company owns the copyright in the recorded work. 
 

However, the copyright act confers ownership of copyright to the artist creating the work. We wouldn't consider that a film-stock manufacturer owns the copyright in every photograph taken using their material, but we are led to believe that a record company owns the rights to every piece of music that they stamp onto plastic discs.
 

Perhaps it is now time to reconsider this paradox, and return the rights of ownership back to the artist, and allow them to distribute their work via as many record companies, on-line music stores, or whatever outlet, as they see fit, in same way that a photographer can publish his photographs where, when, and as often as he likes. 
 

