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minds as possible. This competition is the
major selective force in the infosphere, just
as it is in the biosphere.

But, before I concentrate on what kind
of music-related memes flourish within the
cyberspace, let me make one additional
clarification. Speaking about "Music with-
out Walls" one inevitably begs the ques-
tion of cyberspace globalization and the
music-world within that setting. However,
it is important to be truthful about the
whole framework in question.

2. CYBERSPACE GLOBALIZATION

Globalization has become the most im-
portant economic, political, and cultural
phenomenon of our time. This process is
reshaping the world economy, creating
new social classes, and reordering the lives
of thousands and thousands of people. The
word globalization stands for all kinds of
different things depending on who uses it.



sition and see how globalization and music
viewed may be viewed from that narrow
perspective. To make the entire pursuit
even more bizarre and remote from the
conference's focus, I will primarily look at
the commercial music venues. This is be-
cause the vast majority of tools that are
used in production and distribution of so
called "academic music" are exclusively
created for commercial music purposes.
Pro Tools and MP3 were invented with
commerce in mind and then, later on, ap-
propriated by non-commercially inclined
academic music experimenters. Now, let's
see how all this came about.

Looking into the cyberspace let me
concentrate on what kind of cultural me-
mes are being exchanged through the
Internet. There are three kinds of memes
that travel most frequently from one com-





particular CD and pay the full price even if
they wanted to hear only one or two music
selections on that CD. Now, customers
may logon to CDnow site and select any
12 songs from their song library and have
them burned onto a CD for $15.99 plus
shipping and handling. This is the usual
retail price of a CD at the local record
store, but the major difference is that con-
sumer actually selected all 12 hit songs for
which, under the traditional marketing
scheme, IT would be necessary to pur-
chase 12 separate CDs, a value of $191.88.
Even though, by burning a custom CD, no
copyright laws get broken and both record
label and the music artist get their profit
share, neither side is interested in catering
to the consumers this way. All kinds of
lame excuses were put in place in order to
undermine customized CDs, such as ruin-
ing a concept of an album, or missing the
graphic design that goes on the cover of
the original CD. The essence is that both,
the record labels and the music artist, were
more than usually selling on a single CD
20% of listenable goods and 80% of bal-
last that nobody wanted to hear. For that
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