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NEWS: has renewed its deal with THE BOX while also moving into other areas of music sponsorship 

FOR EVERVOHE IN THE BUSINESS OF MUSIC 

Whitney and Brihiey bid 

lo ease release famine 
by Paul Williams Music retailers have issued a stark warning to record companies: corne up with more big releases or face the conséquence of losing more business to computer games, DVD and other rival leisure pursuits. The arrivai today (Monday) of new albums by Whitney Houston and Britney Spears is expected to ( stores is widely acknowledged the quietest release periods for many years. Last week's TojWB artist albums chart trOfitâîfw^SSr 24 titlejî released this year, under- '"limngln albums market totally dom- inated by titles issued last autumn or earlier. The équivalent week's chart four years agp contained 48 titles released thaf year. Virgin Entertainment Group chief operating officer Simon Wright fears the ongoing lull in releases could mean consumers lose the habit of buying music. "If you have this dearth of releases it does tend to turn people off to being hooked into what's going on. If you have a malaise over the number of quality 

albums ■ first big appearing flnally in chart week 21. Although early 1999 was itself rela- tively quiet, big albums by Blur and Stéréophonies had already appear- 
The absence of big new releases so far this year has corne not only before the traditionally quiet sum- mer period sets in but also before the start of Euro 2000, which is expected to hit the High Street even further. Retailers' usuai concems 

releases is now spreading to other 
Following the disappointing sales gesting that of Oasis' Standing On The Shoulder direc ' Of Giants' album since its release in incor 

lack of releases is disposable products including 

"life saver" to music retailers. Several big titles, including albums by Richard Ashcroft, The Corrs, Stephen Gately and Ronan Keating are set for release before the end of the third quarter, but retailers note record companies are focusing their attention earlier than 
releases. Asda music buying man- ager Andy Spofforth notes with sur- prise that he is already having meet- ings with labels about Christmas schedules, which are expected to include new albums front Radiohead, Robbie Williams and a Texas best of. Andy Records managing director Andy Gray stresses the industry needs big albums coming out throughout the year and not just from September onwards. "These big albums drive people into the stores automabcaiiy. if they don't appear people get out of the habit of buying records," he says. However, HMV Europe managing 

while adding the business is always budgeted to take account of the expected quiet summer months. 
Telstar picks Edel 
as Europe partner Telstar is stepping up its commit- ment to breaking acts and selling records across Europe after sign- ing a three-year licensing deal with 

The move means the German group will manufacture, distribute and market future releases from the Telstar, Multiply and Wildstar stable of labels throughout Europe 

Graham Williams says, "Previously we have had to sign deals with dif- férent companies for a release in Germany, Spain or the Bénélux countries. This treats Europe as one marketplace." The first release under the deal is expected to be Craig David's Fill Me In on Wildstar, Telstar's 50/50 Joint venture with Capital Radio. 

New look team to drive MW growth 

Jullan Clark has Jolned as sales director responsible for sales across MW and sister titles MB! and fono. A restrueturing of éditorial sees ail UK publications including Promo, Tours Report, The Green Sheet, HH Music and Future HHs, reporting to MW editor Ajax Scott. Claik, 36, was previously com- mercial director at légal weekiy The Lawyer, and has worked in télévision alrtime sales and at IRC Magazines where he was group ad manager of Shoot and 90 Minutes. The UK sales team will report to Clark through Judith Rivers, promot- ed to UK sales manager. MW publlsher Steve Redmond says, "In Jullan we have a real heavy- hltter who will drive forward our plans to better serve the i Industry in the UK £ "' 

ing as a real promotional partner to the industry." In a sériés of retated éditorial changes, MaryLoulse Harding has jolned MW from New Media Age with a brief to develop coverage of 
Woods Is promoted to MW spécial projects editor, reflectlng what Redmond describes as "an out- standing performance in developlng MWs suppléments". 
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Hammer & Tongs producer Garth Jennings (plctured) gleefully br two of hls company's unbeatable five awards at last Thursday's Music Week Creative and Design Awards staged at London's Hilton Hôtel. The video production company grabbed awards for best pop video, best cmematography In a video and best editing in a video for its promo for Blur's Coffee + TV and Personal awards of best producer for Nlck Goldsmlth and best director for Jennings. Goldsmlth says, "It was a shock to get the [Blur] video In the first place, and it's been amazing to see the réception it's got from the MTV Awards through to the Cads. It was really nice, because it came through for the entire team. It's just a shame the carton of milk couldn't be there." See story, p4 
R2 and Atlantic post Rajar gains Radio Two and Allant the big winners in the latest Rajar audience survey. The BBC station has added almost 1m new listeners in the past year and now has a reach of 10.6m, whiie Atlantic, which has been rebranded The New Atlantic 252, posted its first increase in five years 

industry of £500,000 in an attempt listeners. The total idio now stands at 

Total hours, the figure often used ; a measure by the advertising dustry, has now remained above e Ibn hours per week mark for for the first quarter of two quarters running. At the end of 
were surveyed 

• Rajar analysis, pli 

Therei 2000 me ed a full year of results using the new research methodology intro- duced last year at i 
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BBC TV Is to use Andréa Bocelll's performance of Canto Délia Terra as the Match of The Day Live theme to Its Euro 2000 coverage runnlng from June 9 up to the event's final on July 2. The deal, secured by Bocelll's independent publlclst and promoter Matthew Ryan, heads a huge promotional push for the singer during the Kt three months, Including 

He will also be subject of an LWT- produced documentary due to go eut on Channel 5 In the summer. Canto Délia Terra was penned by Francesoo Sartorl and Lucio Quarantotto, who wrote the original version of Time To Say Goodbye, and is the opening track to Bocelll's 1999 Polydor-lssued pop album Sogno. 

(mwnews@unmf.com) NEWS 
news file 

EARNINGS DISE AT CHRYSAUS Chrysalis Group, which saw ail of its radio stations' listening figures 
Capital Interactive signs 
MiliïientdealwithEUK 
Capltal's Internet arm Capital Interactive has switched online fulfil- ment of its orders from Startle's 24-7 division to EUK. The move cornes ahead of the group unvelllng its £5m new onli business at the end of next month - expected to focus on the Xfm and Capital Gold brands - which should see a sharp increase in its fulfilment for CD and merchandlse needs. Startle went Independent when when the Telstar new technology division, led by former Telstar direc- tor Barry Watts, staged a £30m buy- out at the end of last year. Capital announced last week that group turnover had risen by 14% to £59.5m in the six months to March 31. 

interest, taxation, dépréciation and amortisation from £1.4m to £2.6m in the six months ended February 
id, from £63,6m to £81.7m, helped by a 27% increase in the music division to £17,2m. 

SCHÔNLERER TARES NEW MCPS ROLE MCPS has appointed former Abbey Road Interactive account and 

Dickins snys IV ralings vital 

to Classical Brits* expansion 

Schônleber to the newly-created post of commercial projects manager. Schônleber has a brief to work with other industry bodies to develop projects outslde of MCPS's day-to-day remit. 
CHA CLOSES LOHDON OFFICE The Country Music Association (CMA) is closing down its London and Cologne offices as part of a European restructuring. CMA executive director Ed Benson says the group reassessed its use of 

by Andrew Stewart Classical Brits founder Rob Dickins believes winning respectable view- ing figures for this coming Sunday's highlights show is vital if the event is to establish itself. The inaugural Classical Brits, hosted by Trevor McDonald on the first Saturday of May at London's Royal Albert Hall, has generally won pralse from the industry m its bid for the sector to reach a wider aui ence. However, it faces its bigge test at lOpm on Sunday when it 

market. But the Gramophone Awards went on to ITV and failed, We were coming in fighting against the wind, aware that ITV was giving 

enceto ITV to justify thi slot given to the awardi produced the show tha 

Dickins concédés that it would be hard for the event to move for- ward if it does not attract a mass télévision audience. "We wanted to produce something much more populist than the Gramophone Awards without usurping their posi- n at the specialist end 

lucky if it was aired on BBC2 on Sunday at lam," he says. He criticises those knocking the show who, he says, 'wanted us to go for performances by classical artists who are completely unknown. Classical music will become extinct if that attitude prevails. The idea of the Classical Brits is to use the pop- ulism of certain classical perform- ers to lead people towards unfamil- 

igel 

Church and Kennedy: mass appeal Core classical artists such as lan Bostridge, Bryn Terft Choir ofKi - " were among those h Classical Brits. But th side of the class 

Lesley Garrett, Julian Lloyd and Nigel Kennedy. EMI Classics headed thf rate tally of winners witl Kennedy's outstanding to classical music honour coming in te night as wins for Martha Argerich, the Choir of King's Collège and Stephen Cleobury, and lan Bostridge. Universal Classics took two prizes and Sony Classical and Virgin Records one apiece. "The show i 
"I was genuinely surprised and pleased by the first three award winners: Daniel Harding, lan Bostridge and Martha Argerich. It is difficult to combine the artistic and 
doesn't appear as if it has been cosmetically contrived. But 1 felt that the balance was about right." 

now enables the CMA to se these markets in other ways. CMA UK/Irelandchlef and former Columbia marketing director David Bower says he is negotiaUng a future consultative rôle with the 
CLICKMUSIC RECRUITS BAUGHEN Online music content portai Cllckmuslc has taken on former Jazz FM sponsorship manager John Baughen to fulfil a similar rôle at the start-up, to work on its existing student pages Cspot, Its web chart actlvlties Lamacq Online, online retaillng aggregator ShopBot and the Playroom. 
Jquid Records founder Mark Vilkinson is preparing to launch an nternet broadcast channel, DVTV, m June 15. The channel will 
music show, Big Mouth, UK hip-hop programme Off The Head and clubbing magazine show Club Fin, 

Marot Sites senior rôle 
at MusicSw net start-up 

Universal streamlines 
road sales opération 
Universal is to slash Its road sales team in a restructuring of its sales Former Universal Island managing | j. /"Sî., P director Marc Marot has been taken f ;:,T ' (y*-- g on as director of stratégie planning of jjgg 

The opération, which was officially HH launched at a réception in London's . / Sugar Reef last Wednesday, has ^ signed up acts including Bryan '■Hpi v" 

functions prompted by the strength of the pound and grey imports. The current 25strong road crew Is expected to be sllmmed down to just a dozen after a slgnificant fall in the amount of business they bave been pulling into the major. However, it is likely that at least three new staff will be added to the four already in the telesales department in an effort to continue to provide cover to the independent sector. 'We have for as long as possible endeavoured to maintain the Indie sector visits, but slmply on the basis of ordering pattems for some this is no longer possible," wrote Universal sales director Nlgel Haywood in a letter sent to retailers last week. The move cornes Just six weeks after Sony downsized its sales team by four to refiect the diminishlng business coming from indie dealers. Universal commercial director Steve Gallant blâmes the move on poor exchange rates. "The road sales force are just as much victlms of the high pound as anyone at Rover or Ford," he says. 

Jools Holland and The Pretenders to Làunchlng MusicSw (l-r): marketing exclusive one-year deals which will & commercial director Gordon see them offering downloads, web- Biggins, Marot, director of content casts and merchandising from the acquisition Cari Leighton-Pope and site. Holland Bryan Adams' agent Cari Leighton- membership of the independent label Pope, Music3W's head of content website iCrunch advisory board last acquisition, stresses that the e-label week - will be focusing on building is also talking to more current, Music3W's stratégie alliances and younger acts including Ash, Manie developing the site intemationally. Street Preachers and Super Furry The online label has secured initial Animais. "It's very difficult to get investment of £3m from a group of artists to commit to a new project investors led by venture capitalist before it is launched," he says. "We Elderstreet, and including games were able to get Adams and the rest software publisher SCI plus Phil of the guys based on longstanding, Collins and Genesis and their man- working relationships. However, we ager Tony Smith. It currentiy has part- expect to be slgning 15-20 pop or nerships in place with Boxman for CD young acts over the next month." fufillment and FortuneCookie for Marot - who also announced his community and chat. 

- Mjjfi ■ 
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NEWS mwnews@unmf.com 
iiKtiiiiim 
SALUTING THi UK'S CREATIVES The carton of milk In Blur's Coffee + TV video; the shatterlng hand in Leftfield's Afrika Shox; the robotic kiss in Bjôrk's Ali Is Full Of Love; that highland plonge in Travis's Why Does It Always Rain...; unforgettable images ail of them and also totally inséparable from the music that inspired them. It was work such as this, not to mention creatlvity in other areas including sleeve design, that was honoured at the Park Lane Hilton at last week's Creative And Design Awards. And there was no shortage of creatlvity on display. Indeed, what was most striking seeing ail the nominations together was the reminder of the depth of talent présent in the ranks of UK-based video makers. While complaints about the lack of exciting UK music are commonplace at the moment, the same broad généralisation could certainly not be made about music video. Yes, they are too many identikit dance videos. And yes, we seldom have the budgets to compete with the epic futuristic blockbusters pioneered by the likes of US superstars such as Hype Williams. But when it cornes to sheer imagination there is no beating the Brits. It is an area of the creative process to which Music Week - like many in the music industry - perhaps pays insufficient attention. We plan to rectify that. And It is an area that has certainly been hit by squeezed budgets and shifting music TV schedules. Now that looks like It is set to change thanks to technology. DVD and enhanced CDs offer the opportunity to distribute videos along with basic audio, while digital TV is spawning new music channels. But far more significantly the arrivai of broadband wlll soon enable web TV broadcasters, not to mention artists, labels and anyone else to stream videos across the web quickly and efficiently. Hopefully some of the unsung heroes of the UK creative community will then gain new platforms for their work - not to mention more of the 

AJax Scott 

Eros replacement 
setforjuly launch A replacement to the Electronic Record Ordering System (Eros) is being launched at the beginning of l July after a survey showed around I 300 indépendant dealers would 

1er Ordering System (PDOS) has , port from six distributors - Pinnacle, Koch, Proper Music, Vital, 
in negotiations 

. "This could be bigger than eros," he says. "We are going for the UK's leading distributors, but even if we don't get participation from the majors there is enough support to go ahead." 

New association gives 
indies voice in Europe 
The world's independent music groups are being given a new voice In Europe following last week s launch of a new association. The Independent Music Publish- ers and Labels Association (Impala), was brought into life In Paris last Wednesday (May 10) with a charter to represent the interests of independent record and publishlng companies in Brussels. The organisation is backed by an influential group of founder mem- ber companies and trade organisa- tions across Europe, including the UK's Association of Independent Music, Mute, Cooking Vinyl, Strictly Confidentlal and Beggars Banquet. It will be chaired by Play It Again Sam's Joint group chair- man Michel Lambot. Philippe Kern, formerly director of European affairs at PolyGran w body's secretary général. he says. 

He says that while the IFPI and other bodies have done a good job representing the majors and also lobbying for regulatory issues, there is a perception that they have not worked so effectively for the indies. "We want to influence the Brussels agenda, coverlng Issues such as the copyright and e- commerce directives and also lobby for funding Initiatives at the EC level for the music business," 
Kern, who now heads hls own consultancy group Kern European Affairs, says because Impala wlll be based in Brussels it will be close to the decislon-making process. Initially the group wlll con- centrate on policy objectives, but Kern does not rule out business alliances between members in the future. "We wlll be a pan-European opération so that is not unllkely, ' 

Promo pioneer Godley 

scoops lop Cad award 
by Mary-Louise Harding Kevin Godley, one of the founding fathers of the pop promo, received a standing ovation when he collect- ed hls prize for outstanding achieve- ment at the Creative and Design 

CLASSICAl BRIT CRITICS ARE OFF KEY ~ ■Sn't It sad that thp rritiVc anrf fhoro   3 Isn't it sad that the critics, and there are plenty of them, are at it again, slagging off the Classical Brit Awards. We as a record Industry can't seem to do anything rlght. I thlnk its great that we have brought classical music Into the 21st Century and such revered musicians as Paul McCartney and John Williams should be heaped with praise for their work, as should Charlotte Church who, in particular, has brought her voice to a lot more of the younger génération and aiso to the hearts of the American public. Mozart, Beethoven and their ilk left us long ago - stop being so elitist about classical music and get in the modem world, otherwise you won't have any music to criticise. There is bound to be criticism too of the Mercury Music prize - first off from me. I have never understood some of the nominations and even less the winners, but, like the Classical Awards, we have to acknowledge that this does bring to the fore areas of music which are otherwise little catered for. It is a great achievement for the organisera of both events that they get so much coverage and interest from the média. I, for one, hope that they manage to make good télévision out of the Classical Awards, not least to prove something to the numerous critics who have lived up to their name and réputation by suggesting that celebrating modem classics Is another sign of dumbing down. There is the audience out there, as the continued success of Classic FM and the enormous popularity of artists such as Miss Church, Vanessa Mae, and John Williams proves. What should they care if the purists have the audacity snlffily to describe them as mlnor talents - they can laugh ail the way to the bank. Good music is good music whatever genre and anything that encourages the public to buy in these extremely dlfficult and changing trading conditions is to be welcomed. 
Tllly Rutherford's column Is a Personal vlew 

received from the band's Bono and The Edge at the event last Thursday and thanked The Artist Company and hls wife as he accepted his award from Promo editor David Knight. Video production company Hammer & Tongs dommated the win- ners, scooping three awards for its video for Blur's Coffee + TV and two other pnzes. Its Blur wins came for best pop video for director Gareth Jennings, best editing for 'Ming' [Dominic Leung], who thanked fellow shortlisted editor Tony Kearns for his inspiration, and best cinematog- raphy for Igor-Jadue-Lillo. Jennings was also named overall best director with Nick Goldsmith honoured as st producer. 

Godley: standing ovation The first International video of the year award went to Hype Williams (Big Dog/HSI) for his video for Busta Rhymes' Gimme Some Mo'. Black Dog's Chris Cunningham collected the inaugural best alterna- for 5r video for Aphex Twin, picked up the 

The ceremony, hosted by Mariella Frostrop, also saw sleeve art design company Blue Source collecting the best design team overall, whilé pick- ing up best design for a sériés of sleeves for Mark Tappin's design work for Chemical Brothers' Out of. Control campaign and best photog- raphy/ illustration for Johnathan Cook's Gomez campaign, commis- sioned by Hut/Virgin. The Beastie Boys' Sounds of Science campaign won Parlo- phone's senior product manager Gareth Currie and director Jez Murrell best TV ad award, while Greg Jakobek ail campaign d for Michael's Songs From me Last Century campaign. Interactive Cads catégories 
Bjôrk's Ail Is Full of Love video. However, Cunningham failed to score a hat-trick by taking the best video of the year for the third year awards will appear in Music W "  ' "y roi uzan ivhui minuit oirector nearer the event. 

EMI joins online distribution bandwaqon EMI has become the first major ta ^ — ,, . \J -ou  vaMous technologies that nM muoL EMI has become the flrst major to commit to making albums avallable for digital online distribution with plans to start making repertoire avallable this summer. The major announced from the US last week that it is to launch a six-month trial selling singles and albums by artists Including Frank Sinatra and Spice Girls - using Microsott's Windows Media pack- age - from leading sites Including Tower 
Sinatra: avallable 01 

various technologies that get royal- ties for safe distribution, back-end Systems, encryptlon and water- marking." BMG also unvelled its digital dis- tribution download summer plans last month, while Universal under- llned its parent Seagram's March commitment to beginning digital online distribution this year by Investlng in digital rights manage- ment Êroup Magex last month. The lower than company has also a intention t 
Sammit, says both single      album priclng wlll not be lower -  Sony Music, which physlcai retall. announced Its Intention to seli dlgi- "We do macc m   , .y "LI r, wiui oony 10 tal download singles at $3.49 such a quantity that the ohvslcm enC0?:

e rePertoire for an online sub- (£2.20) last month, EMI has not cost of a CD Is quite small In co^ T" Streamlng servlce within 
yet announced spécifie priclng for parison In this new wona l year' Wa,ne'. which wlll soon be the trial. However, EMi senior vice severaî new coste h'f Under jo,nt sagement with EMI, président for new média, Jay cals. ' y 'echnl.   - - - - 
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Stnirnoff increases 
marketing spend 
totarget (lancers Drinks brand Smlmoff is increasing the marketing actlvltles of Its dance music Initiative the Smirnoff Expérience. Smirnoff, whlch has worked closely with Emap Performance brands Kiss and Mlxmag In the past year and aise operated club nlghts and syndlcated a radio show across Scotland, will fund a 1,000-capacity club venue at Glastonbury this summer and sup- port ail actlvltles organised by Cream. This will Include Creamlands In Ireland on June 24 and Llverpool on August 26 as well as the club's projects in Ibiza. Marketing manager Russell Jones, who leaves Smirnoff In July to take up the post of youth brand director at Emap Performance - where he will have marketing responslbility for Kiss, Mlxmag and Kerrangl - says, "These are natural links. Smirnoff is the num- 

EDITED BY STEVE HEI\/lSLEY(TEi.:01892 519504/steve.hemsley@talk21.com) — MARKETING 
news/7/6 

Woolworths extends 

music sponsorship 

£500,000 with music channel The Box and expanded its presence on the internet by agreeing to brand chart sponsor worldpop.com's calen- 
The Kingfisher-owned cha supported The Box Tops slot features a countdown of the most-requested releases, 1996 and ha: 

is consid- ig broadcasting The Box via TV tainmentdepart- 
category implemen- tation managerfor entertainment, Jo Scott-Dalgleish, says the arrange- ment gives the chain the opportunity to reach a large and important audi- ence who enjoy real involvement with music through interactivity. "We realise that in a compétitive market we must retain our traditional busi- ness, but also reach the younger génération who are first to adopt new technology. We must also find ways to tell young people who may 

f H m 

wTirBë"redesigped on May 20,'aïïd the Woolworths sponsorship incl- udes spécial offers which visitors can sign up to online by linkingto the High Street chain's own site. This is 

committed as the industry in want- ing to drive dance music forward. We want to add value to dance events, which may include helping Cream bring in acts they other- wise wouldn't be able to and pro- viding a drinks facllity." 
The first title to be released by Castle Music under Sanctuary Records Groups' metal-ls.com label will be The Best Of Black Sabbath (pictured) out on June 5. The two-CD set was to be issued on Castle's Raw Power label but this has been replaced by metal- ls.com following the company's acquisition by Sanctuary, which took place officially on May 5. The digitally-remastered compilation cornes 30 years after the band's début album Paranold and the Initial ship-out Is 150,000 units. The marketing campaign will Include a £70,000 TV advertising spend beginning in the week of release during early coverage of Euro 2000 to reach the predomlnantly maie target audience. Castle Is currently in negotiatlons with retailers to part-fund ads on terrestrlal channels, while solus ads will appear on satellite stations. There are press ads in the latest issues of Q and Mo]o, while In-store promotion will Include a leaflet compétition offerlng a trip to the Ozfest festival in the US as first prize. Castle has also produced a limlted-editlon seven-inch version of the single Paranold and a llmlted 2,000 units of a flve-track album sampler. 
Free Eurythmies single with Sunday Times BMG and 19 Management gave away 1.7m copies of the new Eurythmies single, Peace Is Just A Word, with The Sunday Times yes- terday (Sunday) in a flm market- ing strategy aimed at boosting sales of the act's Peace album. The third single to be taken from the album Is released through retall today (Monday), but the décision was taken to distribute copies through The Sunday Times' Culture section after market research revealed the newspaper's readershlp matched the target audience ofthe album. 19 Management managing director Charles Garland, who devised the promotion, says the idea was to reach ardent Eurythmies fans from the Elghties who may no longer buy singles or vlsit record shops. "There was sound loglc behlnd this plan as we are targeting an older démographie and the concept of any single 

already shop at Woolworths about the entertainment offer we have," she says. The Box currently reaches 1m homes on SkyDigital and a fiirther 2m through cable connections. Head of sales Niok Downes says its audi- ence is an important target market for many brands such as Woolworths. "There has always been good awareness of The Box among the record industry and this is spreading as brands realise that the people who tend to watch the channel are ot only the first to buy 

Eurythmies; album promotion audlo tracks Peace Is Just A Word, 17 Again and Beautlful Child and a CD-Rom capaclty provldlng llve performances of these songs and an exclusive Interview. There was also Internet starter software for service provider World which sponsored C 

Slenzenation links with 
Diesel for CDs and tour 

CREATION PBs FORH NEW COMPANY 
former press offlcers have formed a PR company eovering primarily music but also other areas includlng film, the Internet and photography. Johnny Hopklns, formetly 

fully operational by the autumn. "We are still the country's leading retailer of music and a significant supplier of chart product so it made sense to link with worldpop.com at the time it is supporting the chart," says Scott-Dalgleish. Worldpop.com head ot business development, GaryPiJ, says the tie- uptsas-a natural progression after agreeing the £4m chart sponsor- ship. "it was clearatth 

Sansom's music clients ar Primai Scream, Super Furry Animais (regionally) and Sloan. 
MOSREUUHCHES WEBSITE Ministry Of Sound is relaunching its website ministryofsound.com today (Monday), featuring four new channels under the headings music, club, life and shop. The musio channel will include a radio section eovering ail genres of dance music, downloads and 

that we had much in common. The core of the singles buying public interact with both Woolworths and Woridpop,"hesays. 

a DJ ar 

and festivals. 
BBC MUSIC UVES REACHES CHINA BBC Worldwide has struck a deal with Internet média company China Onllne's entertainment division ChlnaPop to put out an eight- hour broadeast of BBC Music Llve. The event runs from May 25 to 11,000 
TRAVIS IN SWITCH2 WEBCAST Fledgling lifestyle UK site Switch2 is to weboast one of Travis' last US dates tomorroi (Tuesday). The webcast will b( shown live on the Switch2 Do & Dusted channel, where an 

Swinstead Publishing's under- ground music magazines Sleazenation and Jockey S/ut have linked with fashion brand Diesel to produce cover-mount CDs and organise a promotional tour. During June around 300 copies of each magazine will be given away 
who spend more than £55. The magazines will include a CD and tickets to attend one of six branded Slut vs Sleaze Dirty Tour events. These take place in Birmingham at the Medicine Bar on June 22, Bristol at the Maze on June 23, in Manchester at Planet K on June 29 and Glasgow's Renfrew Ferry on July 15. Dates for London and Belfast have yet to be confirmed, The 11-track Sleazenation CD includes new material from 23 Skidoo and a track called The Look Of Love Pt 1 by Détroit hip-hop act J- 

Montreux Festival's music category for Robbie Williams Live At Slane Castle for Sky TV. 
GENE BACK WITH LIVE IP AND DVD Former Polydor act Gene are performlng at Los Angeles' 
a concert that will be recorded and fllmed for a llve album and DVD. The Rislng For Sunset album will be put out by the band's own Independent label Sub Rosa Internationally on June 26. 
BRITNEY GOES GOID Britney Spears' Oops...l Did It Again album was  certified gold last week by the BPI. Agold.sirgle award went to Melanië C s Never Be The-Same Again, while Madison Avenug(s single Don't CatCWe BaËyreached silver. 
HOW nTsHÔWS^RATÎNGS COMPARE sleazenation 

Sleazenation: forglng fashion links 88. The eight-track Jockey Slut CD Includes Chicago house tegend jmmendng April 24, 2000 
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• Melanie C's Never Be The Same Agaln finally brings to a close the Ail Saints track Pure Shores' remarkable run of 10 consécutive weeks at the top of fono's survey of the blggest UK-sourced tracks on European radio. Sporty Spice makes the vital one-place cllmb in a week that has seen her blggest solo hit to date rlse to two on the Australian sales chart behlnd Destlny's Chlld, hit the German Top Five, remain in the Dutch, Norwegian and Swedlsh Top Flves and cllmb 7-6 In 
• Continental Europe ar 
Tom Jones' Reload project, but are now getting behlnd différent singles. While Sex Bomb was finally issued as a single in the UK last week, havlng already become a huge continental hit, mainland Europe is now throwing its weight behind the prevlous UK single Marna Told Me Not To Corne. The Gut-issued duet with Stéréophonies moves 47-27 to become the highest climber on 

20. BMG, Universal and Warner have three apiece, Virgin two and EMI one. 
's Fool • RCA a< Agaln has Itself as a Top 20 airplay hit across Scandlnavia, movlng 17- 10 In Denmark and 14-11 In Norway havlng already climbed as hlgh as three on Sweden's survey. The same terrltory has the single at nlne In its sales chart, while the band's self- tltled flrst album progresses 14-13 to Just éclipsé Melanie C's Northern Star - whlch rises 27-14 - as the hlghest-ranked UK-sourced release. 

• Independiente's Travis rise another notch to 12 on the Australian singles chart with Why Does It Aiways Rain On Me?, which last week debuted on the Canadian chart at 22. The band are also slowly moving up Canada's albums chart with The 

• Klrsty MacColl 1s the unlikely blggest climber on the Itallan airplay chart with the V2-issued In These Shoes, whlch soars 18- 7 and Is expected to be further boosted by two dance remlxes commlssloned by V2 Italy. As a resuit of Its chart rise, the track leapfrogs the superstar palring of Whitney Houston and George Michael, whose If I Told You That rises 14-10. 
• Cliff Richard drops out of the Danish Top 10 this week with his The Danish Collection album, but he is now enjoying a 
Norway, where the EMI-issued My Norwegian Collection makes its arrivai in the Top 20 at 15. 
• Sarah Brightman's La Luna album Is maklng a promlsing start on the continent, debuting at nlne in Austria, 10 in Norway and 32 In Germany. Meanwhile, In the US, two othor albums ara contlnulng to gl 
erossover chart, with Eden holding at five and The Songs That Got Away at 12. 

London sinrls Slnleside nssnult 

with UK-mixed Essenlifll release 
by Paul Williams London Records has set in motion a fuil-scale marketing campaign to mark the arrivai of the Essential compilations brand in the States. The double set Essential Sélection Vol. I hits US stores tomor- row (Tuesday), backed by a large pro- motional push which will indude club nights, online marketing and télévi- sion advertising. "This is a very big deal because it's the first release in America by one of the leading dance 
head of international David Wille. The arrivai of the album, which comprises one dise mixed by Paul Oakenfold and another by Fatboy Slim, cornes just several weeks before Ministry Of Sound Recordings also makes its compila- tions début in the US with Trance 

mixed by West î DJs Jerry Bonham and Taylor. Both albums reflect the renewed attempts of labels finally to cross dance musio over into the US 
London's plot for its first Stateslde Essential album will include a sériés of sponsored club nights startingthis week and visiting 16 key urban areas including Los Angeles, Miami, New York and San Francisco. The nights, 

autumn by an Essential by name DJs, though the iine-up hz yetto be revealed. Meanwhile, the Essential nam will reach around 150 collèges i the States following a deal to broai reekly Pete Tong's Friday nigt One Essential Mix pn Radii 

Tong; collège i gramme. Tong is also responsible separate mixes, which will 
anyone buying ix Vol. I via a password ie album's booklet. The downloads are part of a specially- designed Essential US website, which will also carry links, relevant news and compétitions. 

A three-week TV campaign for the album running from this week will consist of 60-second ads going out on stations including MTV and Comedy Central, while print support will include ads going in titles such as Rolling Stone, Spin and Mixer. Wille anticipâtes there could be two more US Essential albums this year with the possibility of further spin-off releases to follow. He notes the key to it taking off in the States will be the credibility of the Essential brand in the UK, so the new album's tracklisting is strictly a UK affair. "The Essential brand is ail about crédible new British music so if you i couple of American hits it wouldn't have to be careful not to dilu 
Sony S2 Is linlng up a promotlonal trlp to Scandlnavia at the end of this month to capitalise on encouraging radio interest In Toploader, who last week made their first appearance In the UK Top 10 with Achllles Heel. However, it Is the Eastbourne group's prevlous single Dancing In The Moonllght whlch is maklng ail the running in the région at présent, leaping Into the Top Five of the Danish airplay chart last week, while also topplng national Swedlsh station P3's own airplay survey. It has also hit the overall Swedlsh Top 40 airplay chart and reached the Top 30 of the Danish sales chart, while the band are winnlng strong support from MTV's Nordlc service. Full détails of Toploader's Scandinavian vlslt are stlll to be finalised, but Sony Muslc international vice-president Catherine Davles says it will Include national radio interviews and acoustlc performances plus leading press and dally newspaper interviews. Thelr flrst album Onka's Big Moka Is "S».... t Monday (May 22), released In 

f 

(MM 
AMERICAN CHARTWATCH 
 byALAN JONES  

' klSync 3 No Strl'nës Attached soid less than 200,000 copies for the first W time last week, but its 191,000 tally was still enough for it to extend its ■ 1 reign at number one on the Top 200 album chart to seven weeks. With Tonl Braxton's album The Heat cooling faster than expected and falling 2-5, it was left to the 504 Boyz to take runners-up —' — Goodfellas, which soid 139,000 copies last week. Named after the télé- phoné area code for their home city of New Orléans, the 504 Boyz are a hip- hop supergroup comprising Mystikal, Krazy and three brothers who have ail had top three albums in their own right, namely Master P, Sllkk The Shocker and C Murder. Their album's excellent début owes much to the success of their single Wobble Wobble, currently number one in the rap singles chart. As expected, Plnk Floyd's Is There Anybody Out There? The Wall Live con- tinues its rapid descent, sllding 40-67 and allowing Stlng's Brand New Day to commence its fourth run as the top album by a UK act. Sting's album soid more than 32,000 copies last week, and jumps 44-38, while the single Desert Rose takes a 10-place leap to number 88. Another UK artist with hits on both charts is Sonlque, who dips 11-14 on the singles chart with It Feels So Good, while her album Hear My Cry continues its slow décliné, falling 79- 

. The most volatile UK artist in recent weeks has been Charlotte Church, ose two albums have been careering wildly around dependine on her TV 
albums'resn dK0n th® 0Prah ^ Sh0W 'aSt Week and' Predictab|y- her albums responded by bounomg again - Voice Of An Angel moves 127-118 while Charlotte Church improves 173-135. DemancHor The Man Who by Travis is undiminished, and while they have 
^ 1 the Chart alight' movinS 138-135-154- 142-136 smee release, their impressive support slot for Oasis on the current tour has brought them sales of more than 40,000 to date, includ- ing 9,000 last week. The Very Best Of Cat Stevens (pictured) has had a more uneven ride, 

^ i-l'13 beSt week yet last week ancl JumPs 
194-176 as a resuit. UK acts in décliné include S Club 7. down 120-167 with their self-titled Elton John, whose Road To El Dorado ,  bas slumped 97-150-199 in the past diooed 49 59 R7 Mnfth r C® ^0m fi'm' Someday Out Of The Blue. has 

West ife s Swear it Again is becalmed at number 44 though iUeteins ^buF 
!a|ow^h MS^hart Santana iS numt>er one for the seven.hweek 

fortnight, 
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TFI Friday, Top of the Pops, CD:UK, Later with Jools Holland, The O Zone, The Priory. 
Campaign 'Splnning Around' released June 19. National Radio and TV advertising. Advertising in pop, style, dance, teen and female press. National poster campaign. 

\ 



A & R - EDITED BY SIMON ABB0TT(sabbott@unnif.coni) 
n e w s f / / e 
BHGMUSIC APPOINTS CANNON BMG Music Publishlng's director of A&R lan Ramage has appointed Lee Cannon as creative manager. Cannon joins BMG afler six yeais at Mercury 
assisting senior A&R manager Aian Pell on projects such as the soundtracks for Four VVeddings And A Funeral and Bean The Movie. He succeeds Incumbent Pauline Grant: who left last year to re-surface as creative manager at Chrysalis Music Publishlng, following Celia McCamley's departure to Sony/ATV Music. 
WE LOVE YOD SNAPS OPI AH KIOBT I Am Kloot, the Manchester-based trio led by Johnny Bramwell, have signed an albums deal with Jolyon Hillier at Wall Of Sound imprint We Love You. The band, who previousiy released two limited-edition seven-inch singles on their own Uglyman label, have the first track, To You. on We Love You...So Love Us, the imprinfs début compilation album (released on May 29), which also features rester members The Bees, The Dust Brothers' protégés 10<t and Shawn Lee, It also includes tracks by emerging acts such as Domino's Clinic, Mule's Appliance, Twisted Nerve's Sirconical and Ten Benson. As reported In MWs sister A&R magazine The Green Sheet, We Love You has also licensed Family Of God's Exiler album from Chicago- based indie Sugar Free Records, which has released two albums by Wheat in the US. 
KUIE SONSSINK DEAl WITH RIGSBY Rlgsby, the guitar pop band haillng from Huddersfield, Manchester and Exeter, have signed a publishlng deal wlth Adam Slngfield and Andrew King at Mute Songs. The five-piece, whose songwrltlng nucleus Is keyboardist Alex De Boer, released début single Mystery Machine on manager Mark Crowther's Flood Records label In March, after promo track What's Wrong With Albert? made numerous ILR playllsts last year. They are also one of the fïrst bands to be plcked by Tony Wilson to both feature on hls new website and to play at thls year's In The City. 

Of Dalliance), have signed a eal with Oave Pearce and Jon BMG-funded NuLife Records. unpublished duo's :, the three-track Future EP View, wili the 
ta Ryan's Pistolwhip, licensed from LA-based Fragrant Music, will also appear on Split later this year. NuLife is riding high in the charts with the success of first single Buggin' by True Steppers featuring Dane Bowers, while its next two releases will be Weird Science's Feel The Need (at number six in this week's MWclub chart) and Happiness by Sound Design. 

Papillon inks deal 

wilh Humaa league 
by Simon Abbott ~ " cords, tl r Cliff Richard back to the top of the charts last year. has signed Elghties elec- tro-pop pioneers The HumanJ-eague. The band, who enjoyed a sériés of hits on Virgin Records, including five Top 10 albums between 1981 and 1988, last appeared in the charts five years ago when Octopus, their first and only album for East West, reached number six. Core members Phil Oakey, Joanne Catherall and Susan Suiley have already begun recording tracks for their first album with production team TOY, made up of former ABC member Dave Ciayton, Q and Kerry Hopwood, at the act's studio in Sheffieid. "The Human League are perfect Papillon 
Chrysalis Records marketing director who heads Papillon with former Chrysalis manag- ing director Roy Eldridge. "They have a superb track record, a brand name with an 

The deal reflects Papillon's strategy of picking up bands with an estabiished track record. Its first release last year was the J- Tull.com album by Jethro Tuil, while Sir Cliff Richard's The Millennium Prayer was the biggest selling single by a UK artist in 1999. The label is currently in negotiations with a handful of other acts, including one UK rock band who achieved high-profile chart suc- cess last year before parting company with their label. 

Andrews (left) and Eldridge: 'thrilled' at deal us to concentrate on each project properly," says Andrews. "We're thrilled at the quality of 
the possibility of working with people whose music we love. The first nine months of Papillon announced our arrivai. This year and the next are already shaping up to be even better." Although not the first UK label seeking to cater for older acts dismissed by major labels and considered as lacking sufficient credibility for most independents - Eagle Rock got there first - Papillon is a good example of a label tailoring its signings to a spécifie audience. Recent signing Bill Wyman & The Rhythm Kings, featuring vocalists Gary Brooker and Géorgie Famé, release Groovin', their first album for the imprint, today (Monday). Other Papillon releases include Reasons to be Cheerful - The Very Best Of lan Dury & The Blockheads and The Secret Language of Birds, a solo album by Jethro Tull leader lan Anderson. 

MWs Jones takes up 
Universal Music post 
Former Music Week A&R editor Stephen Jones is jolning Universal Music Publishing as A&R manager. Jones' appointment - the first made by Universal deputy managing director Mike McCormack since he joined the publlsher last August - follows the departure of Dominic Walker to Famous Music and Daniel Payne to Popwire.com. "I was very keen to employ someone who was not talnted with a jaded approach you often see in people who have worked In other companies too long," says McCormack. "I know Stephen will fit in very well with the rest of the team and add a fresh, forward-thinking approach to the cre- ative department." Meanwhlle, Multiply Records managing director Mike Hall has hired Nick Hanson as A&R manager working alongside head of A&R Moussa Clarke, Lately Hanson has been a member of the A&R team at Ministry Of Sound, working at its Sound Of Ministry and Rulin' imprints and MOS' publishlng arm, set up with EMI Music. Hanson was Instrumental in signing the publishing to hotly-tipped dance act Bent and licensing releases by Baby Bumps and Tommy Boy Records artist Amber. The move marks a return to the Telstar Group for Hanson, who previousiy ran its Pukka imprint and, during his tenure there, released singles by The Fog and Eddie Amador. Multiply, which has enjoyed signifleant success during its six years with acts such as Sashl and Phats & Small, will release a new album by the latter shortly as well as Love Connection's much-touted single The Bomb, licensed from résurgent Itallan indie Time Records and a 24-track Multiply best of compilation later this year. 

MWPlAniST 

■ Programmed To Love (Sport) Lowslung funk (album, June 26); Sound 5 - No lllicit Dancing (Gut) Groovy psychedelic pop (album, out today); Gun Hlll Road - The Infestlcons (Big Dada) 21st Century hip hop (album, out May 29); Lambchop - Up With People (Zéro 7 mlx) (City Slang) Hottest ticket in town (single, out now); J-Walk - Soul Vibration (Pleasure) First from relaunched label (single, out now); The Kustom Built - Toreh Songs (Atomic Hi- Fi) North East massive (EP, oui now); Oak - 1 Wish/No Doubt Empire's latest (demo); Rowland S Howard - Teenage Snuff Rlm (Cooking Vinyl) Vaudevillian goth rock from former Bad Seed (album, June 5) 

I . —pi David Piccioni could scarely 
LADCLo have guessed back in 1990 
1 If—V - When he launchetLAzuli f i U— Recgtds out of the back of Uy-j his Black Market Records 1 1 shop - that the fledgling imprint would establish Itself as one of the UK's most respected dance labels in less 

But that is what it has achieved and now, nearly 10 years later, it is stronger than ever as the team - Piccioni, business partner Simon Marks, assistant Jamila Mohammed and head of promotions/press Paulette Constable - tees up its next sériés of singles and readies its Winter Music Conférence mlx compilation. Key releases include Moca's Higher - released today (Monday) and pro- duced by David Morales, who gave Manifeste a Top Five hit in 1998 with Needln' U - and House Of Glass's Disco Down, already num- ber two in Italy on Bini & Martini's Océan Trax 
Azuli's réputation has proliferated on the back of a solid base of US-influenced house and garage, weathering clubland's cyclical fashion changes. Secoming a platform for producers previousiy ignored by labels on 

*1# 

Negro; given boost by Azull 
have launched or supported the careers of big-name producers such as Tony Humphries, David Morales, Frankie Knuckles, David Morales and Joey Negro, while its tracks have showeased the volces of vocalists including Barbara Tucker and Jocelyn Brown. Azuli's partnership with Ministry Of Sound struck last year has seen the label chart two singles, Studio 45's Freak It! and Kathy Brown's Joy, as well as the Joey Negro com- pilation Can't Get High Without U. 

Rlverhorse Records, the imprint launched last year by former Warner/Chappell Music manag- ing director Robin Godfrey-Cass through Sony's Sine arm, is hoping for its first big hit wlth Summer Of Love, the début single by Lonyo Comme Ci Comme Ça. Co-written by Lonyo Bonfante - who, under the name Comme Ci Comme Ça (plctured), has been one of the most high-profile MCs on the UK R&B scene In recent years - and producer Paul "Sweet P" Watson, it blends UK garage wlth a latin twist, incorporating a sample from Oscar D'Leon's Madré. The track has already been playlisted at Capital Radio six weeks before its release on June 19 and has been highllghted by the Dreem Teem on Radio One. Previousiy the vocallst on Dem 2's Destiny, an underground club hit last year on Locked On/XL, Bonfante was a member of D-Firm, who worked with producer and Rlverhorse A&R consultant Nlgel Lowis. 
"The MOS deal has enabled us to invest in new producers, such as signings Bini & Martini and Class A, aka Asyium, and expand our opérations from just licensing in tracks to delevoping label-grown talent," says Piccioni. "Lately we've suffered a little because the perception of Azuli is still that of merely US- style garage, when we've been adventurous with two-step releases at the risk of aliénai- ing our cote fans." This year sees the release of two impor- tant albums for Azuli. Blackmarket Présents 2 Step: The Best Of Underground Garage Vol. Il follows the chart success of its predeces- sor and reflects a burgeoning L 

Compiled by Lee Coffey and mixed by Groove Chronicles, it includes tracks by Gabrielle, Glamma Kid and True Steppers. As previousiy reported in MW, Azuli Présents Miami 2000 showeases a number of the tracks that we - Mixed by Lenny Fontana, it includes tracks by Basement Jaxx, Joey Negro, Madison Ave and Moloko. "Today we have one eye on the général market without neglecting our original philosphy and under- ground fans," Piccioni says. 
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the évolution of music 

www.esounds.com 
A promise to retail. Launching on May 15th 2000, www.esounds.com will change the 

way the music industry works for you. 

cccesounosim 

www.esounds.com will provide: 
© instant online access for business customers to the entire EMI Group catalogue. 
O continually updated news on forthcoming new releases. 
© the ability to search directly via artist, title or catalogue number across EMI Records, 

EMI Classics, Virgin Records, and ail subsidiary labels. 
© up to the minute marketing information, promotional news and touring détails. 
© direct ordering via the site to our award-winning distribution team in Leamington Spa. 
© advanced search facility to select titles by a number of criteria. 
© a feedback section to allow you to communicate directly regarding any issues 

surrounding EMI Group releases. 

i f " y,,iv»! 1 > .  , i 
t ™in m m| m i a mwr 

:iBHj t. J 
ive délais on sgning up to this ground-breaking setvioa pnor to launcft on May 15 

One click will change the way the music industry works for you. 

EMI H 



PUBLISHING M A R KEJSHARES 
PUBUSHING: FIRST QUARTER2000 PERFORMANCE 

ALBUMS 

AMALYSIS 

COMBINED 

hlhcrs 19.3% VVn 

TOP 10 SINGLES FOR Q1 2008 
1 PURE SHORES Ail Saints Chrysalis 27.8%/EiVll 16.7%/ Rondor Z7.8%/Universal 27.8%/ 2 RISE Gabrielle Perfect Songs 33,3%/Sony/ATV 50%/CC 16.7% 3 AMERICAN PIE Madonna Universal 100% 4 BORN TO MAKE YOU HAPPY Brllney Spaars Zomba100% 5 MOVIN' TOO FAST Artful Dodger & Rcmlna Johnson Universal 100% 6 GO LETIT OUT Oasis Sony/ATV 100% 7 NEVER BE THE SAME AGAIN EMI 28.3%/Notting Hill 15%/ Mêlante C feat. Eisa Lopes Copyright Control 56.7% 8 U KNOW WHAPS UP Donell Jones Universal 18%/Waraer/ChappeII 62% 9 DONT GIVE UP Cteaae.'B fidsœ; BMG25WSonï/AlV25%fflicliolasBrace5inlle5(l% 10 BAG IT UP Geri Hallivvell BMG 66.7%/EMI 33.3% 
M s EMI and Universal predictably battled filto make tbe music publishing beadlines ■ïagain in quarter one, botb Sony/ATV and Warner/Chappeil were busy creating their 

Richard Manners pulled off his best performance during the period slnce taking the reins at Warner/Chappeil last June, while Sony/ATV's Charlie Pinder did even better by lifting the company to a new market share high of 12.1% thanks to a run which included the quarter's two biggest albums through Travis and Oasis. 
two companies in third and fourth positions ise as anyone has got ny quarters to EMI and Universal, who both lost share over the previous period but remained comfortably strong to retain their top two placings. For the second quarter running it was EMI which led the way, though its 1.4 percentage 
of 1997, when it was facing separate challenges from PolyGram/lsland and MCA in second and third positions respectively. EMI's 17.0% share this time owed more to its singles showing than its performance 
only Universal but also Sony/ATV, which headed the list for the first time with 16.3%. Peter Reichardt and his EMI team, though, were a reasonable 2.6 percentage points ahead of the opposition on singles with a performance which healthily included 100% 
as Lene Marlin's Sitting Down Here (llth of the period), Caught Out Here by Relis (21st), Andréas Johnson's Glorious {23rd) and Blink ^'s AU The Small Things (27th). Its share was boosted again by its deal last year with Windswept Pacific thanks to Melanie C and Geri Halliwell's respective songwriting crédits among the 10 biggest singles of the quarter. Universal put in a strong challenge ail round, though it ultimately came in second to EMI on singles and to Sony/ATV on albums, where Shania Twain once again provided Paul Connolly and his team with their biggest seller. Her multi-platinum Corne On Over, co-penned with her husband and Zomba writer Mutt Lange, was the period's third most popular artist album, while on the back of that success one of her older albums - The Woman In Me - came in at 32. Fellow Universal Music act Stéréophonies also featured twice among the quarter's 40 biggest albums with Performance & Cocktails finishing 12th and Word Gets Around at 30. The compan/s singles successes Included shares alongside EMI, Chrysalis and Rondor in the quarter's biggest hit, Pure Shores by 

COMBINED 12-MONTH TREND Writer/Artist 1 GALLAGHER Oasis 2 LEWIS/ORBIT/MELOVIN AU Saints 

Universal and EMI 

baille it out for 

the top share spot 
The challenge to the top two - EMI and Universal - 
is the strongest for some time, reports Paul Williams 

ZOMBA STARTS NEW MILLENNIUM WITH A BAN6 

obliterating the opposition to head the Inde- 

than the second, third and fourth com- panies' shares combined as It once again reaped the benefits of hits by Britney Spears and the Backstreet Boys (pictured), Born To Make You Happy, Spears' second UK chart-topper, came in at fourth for the quarter with the Backstreet Boys' Show Me The Meaning Of Belng Lonely ranking 12th to give the company the top indie singles spot with 20.5%. However, Zomba was even stronger on albums, where it clalmed 29.4% thanks to the llkes of Mutt Lange's —to hjs wife Shania Twaln's 

Corne On Over album (third of the quarter). Zomba's closest challenger was Rondor, which took 7.6% overall and 9.3% on albums, though it had to settle for 6.4% on singles after belng beaten by both Chrysalis and Peermusic. Chrysalis more than doubled its share from the previous quarter thanks to the likes of Moloko and its stake In Pure Shores. However, Perfect Songs experlenced an even bigger rise increaslng its share almost tenfold to 5.0%, putting it In fifth place overall. Its success was led on singles by a share of Gabrlelle's Rise which helped it to third place in the sector with 6.7%, while on albums It finlshed in the same spot with 6.1%. Bocu, fourth on albums and slxth overall] contlnued to benefit from strong sales of Abba's Gold - Greatest Hits album. PW 

le BMG he 

putting in 
i 5.1% share was its rince 1997's third quarter. i Sony/ATV and Warner/Chappeil both lellent performances, quarter = -""«==>1 became one of the most widely compétitive for several years. But, despite ail that, it was the familiar names of EMI and Universal that remained fighting for the top two places, reminding the rest of the field that they still must do even better if they are to corne anywhere near overcoming this dominant pair. 
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TOP 10 SONGWRITERS FOR Q1 2000 | Publisher Sony/ATV EMI/Rondor/Universal/ Chrysalis 3 HEALY Travis Sony/ATV 4 DYLAN/DAGOIS/BOBB/UNGER-HAMILTON Gabrielle Perfect/Sony/ATV 5 LANGE/LANGE Shania Twain Zomba/Umversal 6 HALL Moby Wamer/Chappell 7 LUNDIN/CARLSSON Britney Spears Zomba 8 McLEAN Madonna Universal 9 SCHWARTZ/RAP0NI/J0HNS0N/SUMMER/HOKENS0N/ ESP0SIT0/SUDAN0 Artful Dodger & Romina Johnson Universal 10 JONES/JONES/CABLE Stéréophonies Universal 
AH Saints, as well as Madonna's cover of Don McLean's American Pie, the Donell Jones hit U Know What's Up and Eiffel 65's Move Your Body, In combined third place Wamer/Chappell's 12.2% represented its highest market share since the first quarter of 1998, when its 13.9% showing earned it the runner-up slot overall. This time it had to settle for third position in a closely-fought contest with Sony/ATV, though that represented a 60.7% year-on-year rise and the first time it had been among the top three publishers two quarters running for nearly two years. While Stéréophonies remain one of Universal Music's biggest assets, in 2000,s opening period they were giving Warner/ Chappell support after duettmg on Tom ■ • Jones's cover of the Randy Newman- penned Marna Told Me Not To Corne - 28th of the quarter. It helped the company to third spot on singles with 12.4% compared to a fourth-place finish with 11.9% on albums. Like Wamer/Chappeli with Don McLean and Randy Newman, Sony/ATV, too, in the singles market found itself benefiting from royalties for a song penned more than a quarter of a century ago. The tune in question was Bob Dylan's Knockin' On Heaven's Door, which was partially used on Gabrieile's Rise, the second biggest single during the three months. Sony/ATV also featured among the 10 biggest singles through Oasis's Go Let It Out, though the company's performance in this market was only good enough to rank it fourth behind EMI, Universal and Wamer/Chappell. However, on albums Sony/ATV stormed to victory with 16.3% as Travis's The Man Who became the only album to sell more than 500,000 units during the period, while Oasis's Standing On The Shoulder Of Giants came in at two with around 410,000 sales. The two albums' success lifted Sony/ATV from fifth to fourth position overall with a 28.6% year-on-year market share rise. The pubiisher's improving performance knocked Zomba down to fifth position, even though it matched its 9.2% showing from the previous 



RADIO LISTENING - AN ALYSIS 
Qt 2000: THE NATIONAL PICTURE 

WEEKLY SHARE OF TOTAL LISTENING 

HOW RADIO LISTENERS USE THE WEB Q1 2000: THE LONDON PICTURE 

mmmm 

M 

Rajar has announced the résulta of its study Into how radio llsteners use the Internet. Some 30,000 people were asked how they use the net and whether they had visited a radio statlon's website and llstened to the radio via the web. The results revealed that although 9.4% of radio llsteners used the net on most days, compared with 9.0% for ail adults, the numbers actually llstenlng to programmlng via their computers Is still tlny. Just 8.3% of those surveyed had visited a station website and only 3.3% had actually tuned In uslng a PC. National stations were chosen by 1.8%, non- UK stations by 1.2%, local stations by 0.5% and other local stations - popular with people llving away from their home towns - by 0.4%. Those aged 15-24, the same démographie targeted by commercial radio, were the most prollfic users. Rajar dlrector Justin Sampson says radio and the web are complementary. "Research was needed to examine the small number of the population that were llstenlng to radio via their computers. The next step will be to determlne whlch indlvldual stations are being llstened to via the web and whether music or speech radio is the most popular," he says. However, he adds that there are obstacles holding back the growth potential of thls area. "These Include the speed of access to the internet In the home and the sound quality, whlch may not be as good as the FM people are used to. The cost of téléphoné calls v deterrent," he says. 

WEEKLY SHARE 0F TOTAL LISTENING 

Wogan and Wright double-whammy 

propels Radio Two past 10m mark 
Although temporarily relocated to Sweden last weekend, Terry Wogan and Radio Two controller Jim Moir couid be forgiven if their minds wandered away from this year's Eurovision. Back in the UK, their colleagues at Radio Two were celebrating a significant rise in the network's weekly audience, with Wogan's breakfast show and Steve Wright's afternoon slot the star performers. Radio Two is now reaching 10.6m 915,000 since March 1999 with Wogan adding 420,000 and Wright 440,000 in the first three months of this ye, Managing f 

appeal to ail âges," she says. The latest Rajar figures allow a direct year- on-year comparison for the first time since the research methodology was changed for the start of 1999. That décision has paid dividends for the radio industry with overall listening up 1.7% during the 12 months to 43.4m a week. The médium is now reaching 90% of the UK adult population (compared with 89% in the first quarter of 1999) and people are tuning in for longer, with average hours per listener up 3.5% from 22.4 hours a week in March 1999 to 24.0 hours now. Total iistening hours have Consolidated at slightly more than Ibn a week, three months after passing this milestone for the first time. The BBC continues to lead commercial radio with a 51.0% share of listening compared with the independent sector's 47.1%. A year ago the split was 50.3%/ 47.5%. While Radio Two was enjoying its time in the spotlight, this was a quiet quarter for Radio One following its recent gains. The to 9.9% or the same period lai 10.9% recorded at 
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O'Hara: winning back lost llsteners lowever, is up 25,000 on the quarter at 11.3m and is riow 470,000 higher than 12 months ago. Classic FM, voted UK station of the year at the Sony Radio Awards, also hit a new high and now has a weekly reach of almost 6.3m. This has risen steadily from 5.1m since Roger Lewis took over as managing director at the end of 1998, but he says the station's success is a team effort. "We give a lot of thought to the way we programme the station and in the past 12 months we have made subtle changes to the programmes and the music, although we have not reached our full potential in terms of audience or sales revenue," says Lewis. Among the shows to perform well for Classic were Henry Kelly's weekday breakfast slot, which had a record 3.2m listeners, and drivetime with Jamie Crick, which enjoyed a new high of 2.7m. Congratulations must also go to Atlantic 252, which has ended a long décliné by recording the first rise in its weekly audience for five years. The station was relaunched following a £250,000 research project and subsequently rebranded as The New Atlantic 252. The quarterly rise in its audience of almost 150,000 to neariy 1.7m and a 20% 

marketing campaign later this quarter. Managing director John O'Hara says dii ùble IV advertising and 
promotional strategy to win back more of the 15- to 24year-old target audience that has deserted the station. "We've done what we 
strong product and brand. We will continue to focus on our 12 Hits In A Row feature and non-stop rhythm and dance," he says. Virgin AM aiso picked up during the three months, increasing listeners by 271,000 to 3.3m, and that rises to 4.2m when figures for the FM station are added, a jump of 13%. Chief executive John Pearson says the station's heavily-promoted Ten Great Songs In A Row feature has appealed to the target audience of 20- to 44-year-olds. "It has deiivered a music promise that our listeners have appreciated. We have turned the corner," he says. Local independent stations are enjoying a period of growth and the ILR network has increased its weekly share of listening from 38.1% to 38.6% in the past year, One prime beneficiary of the new Rajar 

methodology has been Ci 104.9Xfim, whlch has increaseo ns auoience 
introduced. It has reached a new high of 420,000 listeners, up from 350,000 a year ago, and much of this rise can be attributed to the station's marketing activity during the weeks of March. This was part of overall promotional spend of £2m Ictober and this September, The of advertising breaks on June 15 co-branded compilab'on CD is being collaboration with NME "These results show that our TV and cinéma advertising has worked, and as more took in April, it ail bodes well for the next set of figures as we near our new target of 500,000 listeners a week," says Xfm head of marketing Charlotte Soussan. The highlights for Emap Performance Network include the highest reach yet for Magic 105.4FM in London. up 8.3% at 1.5m during the three months, while triple Sony Award-winner Kiss 100 increased its listening hours by 5.7% in the target 15-24 âge group to 3.4m a week. Emap's Big City Network's reach in the 15-34 démographie 1.9m, adding 100,000. ,ts tell yo is how well your branding and advertising is working and whether you have got your music polioy right. The new methodology has shown we are succeeding in attracting younger, lighter listeners." says Emap Performance Network chief executive Tim Schoonmaker. Among the GWR group stations to register audience rises are 2-Ten FM in the Thames Valley, which achieved a record reach of 279,000, while the audience for Beacon FM in the West Midlands and Shropshire rose 13% in the quarter to 375,000. Scotland's youngest commercial radio station Beat 106 was publishing its first officiai figures which gave it a weekly audience of 334,000 - 100,000 more than the station's managing director Bobby Hain had expected. Steve Hemsley 



DVD is the current darling of 
manufacturers, but many companies 
have found interest bas not translated 
into contracts, and thatflexibility is 
still the key to survival in the 
formats war. Report by Karen Faux 

THE FORMATS | 
since Nippon Columbia (Denon) Eproduced the first digitally recorded vlnyl album in 1972, heralding the beginning of the digital era in the process, pragmatism has undoubtedly been the safesl route open to manufacturers as they have contemplated the arrivai of each new format. Although a move into CD replication was 
3S from the mid-Eighties onwards, ligital formats have been distinctly ill- I in comparison. Philips' Digital ict Cassette (DCC), launched in 1992, 

the buying public voted to stay with the comparably humbie analogue muslc cassette. The simultaneous appearance of Sony's MiniDisc, which was aimed at the same high quality portable market, was enough to kill off DCC compietely by 1997. While MiniDisc was something of an underachiever in the Nineties, it has enjoyed a renaissance in the past three years. The UK represents the largest market for the format, with sales of 500,000 pre-recorded MiniDisc albums in 1999 (source: IFPI). Meanwhile, vinyl has defied its death warrant and continues to represent a thriving niche market for those ' ' ;h have maintained the 

production of a particular product, they can replace the lost revenue by moving further 
declining rival's sales. "Like most manufacturers, we have lost a very high percentage of cassette production in recent years but CD, CD-Rom and vinyl continue to represent very healthy areas of business," says Peter Cuishaw, managing director at north London-based First Sound & Vision. "DVD is certainly a priority and we plan to purchase two CD/DVD dual lines this year and begin installation at the beginning of 2001." According to Cuishaw, the obvious key to weathering constant market movements is to maintain operating profitability whichever way the format war swings. "We have a very strong customer base that goes back more than 30 years." he says. "We have a number of manufacturing divisions and 
sector under-performs." Just as CD fulfilled high expectations for market uptake in the Eighties, history seems to be repeating itself with the ascent of DVD, These days, few manufacturers can afford to ignore it. Cinram International claims to have established a 20% share of the UK VFIS market in the past two years, 

Such developments undoubtedly point to ti difficulty of predicting with any accuracy which way formats w " 
success in the UK DVD market. During the next year it will be spending between £10m and £20m on achieving this objective, with the ability to offer the UK an annual capacity of 12m units by the end of 2000. "Cinram already offers a full bespoke 
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M-H a long way baby: adaptable as the Industry blossomedh 
service throughout Europe that encompasses authoring, replication, packaging and distribution," says Cinram Europe vice président of sales and marketing Steve Parker. "While we currently offer pressing : UK, we expect shortly to DVD 

pipeline with regard to our anti-piracy contrais, so we are stepping up our activities in this vital area," says Disctronics général manager, European sales. Sue Mackie. 
not necessarily have to possess long-term 

in the 

is currently de al DVD format, DVD Plus, which provides a DVD 5 video on one side and more than 70 minutes of audio on the other. "We are still working with Philips to fine- tune the spécification so we are keeping month before Christmas 1999, se manufacturers are . proving harder to We llUVe dh impOrftml 
announcemenl in the d"meent manager At Ablex, for 

re confident th t°t anli-pimcy controls, so we 
are stepping up our format is compatible to wait ,U;„   i with existing DVD and CD activities in this vital area' 

certainly watching the market closely," says customer services director Martine Tatman. Despite the inoreasing emphasis on manufacturers staying at the cutting edge, Tatman believes that ultimately one manufacturer is much like another - which is why customer service continues to be the vital differential. "We have recently spent a lot of time expanding our core team and developing the parameters of customer service. In this industry, when push cornes to shove you've got to be able to deliver and that is where flexibility cornes in." As far as Disctronics is concerned, DVD is just one important element of a range of services. The company is set to add three new DVD lines to its Southwater plant, which will be capable of replicating DVD 5, 9 and 10 and will boost production to 60,000 dises a day. Additional test equipment is being installed to meet the increased throughput and ensure that ail final dises meet the stringent quaiity spécifications for DVD. Disctronics has aiso moved anti-piracy measures to the top of its agenda. "We 

encouraging record companies to see the potential of DVD for both music and video. Mute recently demonstrated the appeai of the format for fans with the release of Depeche Mode The Videos 86-98. In addition to providing optimum pioture and is DVD hé 
nus that eliminated the tedious id rewinding functions of VHS. " îs there Is aiso scope to create music DVD packages with a wider 

although currently th re appears to be some v this market can be developed. "DVD continues to be viewed by record companies largely as a video format," he says. "Butwe believe there is considérable scope to combine music and video into one user-friendly package. DVD Plus is particularly 
combining concert footage and band out- takes with a live version of the music on the CD side. Once this kind of product starts to take-off, achieving the right kind of profile in 

The fact that DVD combines the individual 
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make ends meet. With DVD videos already selling for less than £15 on the High Street, a higher benchmark for combined video, audio and multimédia packages needs to be established to ensure profitability. There is also the question of chart eligibiiity. "Preliminary rulings on chart eligibiiity follow CD guidelines and CD dealer prices which some companies feel are not partioularly helpful to building DVD sales at this time," says Anthony Daly, Sonopress business development manager for audio. "As a manufacturer with the capabillty to press DVDs in commercial volumes, we are looking to gain support from 

Key Production's director Karen Emanuel reports that her company has had many enquiries about DVD but none of these bave translated Into orders yet. Meanwhile orders for enhanced dises are contlnuing to climb at Key, which has recently produced spécial dises for acts such as Pascal of True Playaz. ■ has a'CtiRom for Leftfield le pipeline 

Chart Supervisory 'We are looking to gain e to estabiteh SUpporf from record labels 

hile DVD Audio is being hailed as the génération of audio dise to bring lumer spending and interest back into music CD, compétition is posed by the Super Audio CD (SACD) variant. Take-up of DVD Audio 

ail existing CD and DVD players, However, extra features are accessible only when the dises are run on the new SACD machines, which are not yet widely available. For the many replicators which already 
Audio is that the dises are basically identical to standard DVD dises, and can be produced with minimal changes to existing equipment. SACD, on the other hand, requires a différent process and addrtional expertise and investment. Apart from the issue of DVD. a big préoccupation for manufacturers is how they should position themselves to profit from developments on the internet. Cinram has identified audio download as an essential part of its future business. "We believe there is tremendous potential for the delivery of internet-sourced music on to high-quality CDs and ultimately DVD," says Steve Parker. Cinram currently supplies custom CD manufacturing from downloading through its facility in California. The service enables music fans to purchase compilations via the internet that are 

and the Chart Supervisory 
Committee to establish 

DVD guidelines that will 
help the format to grow' 

- Anthony Daly, Sonopress 
industry re 

analogue era to stat&of-the-art digital technology 
le streams of CD and video into one ;t is, perhaps, a black mark against ne in the eyes of a music industry is already struggling at most levels t( 

; format for films. "We haven't produced any DVDs yet, although we expect that will change quite soon," says Tribal director Alison Wilson. "The healthy quota of enhanced CDs that we are currently processIng hlghllghts the fact that there is a lot of scope for music releases with add-on features." 

purchasing a new génération of 'universal players" which will play DVD Video, DVD Audio and CD audio. Major manufacturers such as Matsushita/ Panasonic, Toshiba, JVC and Pioneer are currently rolling these out, although it seems likely that mass market pénétration will have to wait until hardware prices fall. Meanwhile, Sony and Philips are making an aggressive push for SADC, and Sonopress has recently been promoting its ability to produce SADC for the UK from its plant in Gutersloh, Germany. SADC scores on the basis that the dises can be played on 

time" process. Customised CDs are then shipped direct to customers within approximately 48 hours using its proprietary fulfilment software and technology. Cinram provides ail the manufacturing and logistics support for this. "We expect that the internet will become an important retail outlet for the major record companies, especially for new or secondary artists," says Parker. "This has recently been underlined by the proposed merger between AOL and Time-Warner." With DVD and internet applications expanding rapidly, there are those who believe the writing is on the wall for CD and CD-Rom. Ir " ' ' ' " " e those who can operate as le suppliers with a full service mix and ir web strategy. ■ 
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Parliament Square? 
Perfect 

Whether you need one copy or one million copies, 
we'll be nght there. With high quality, on-time delivery and the right price. Why? We're SDC - one of Europe's leading mass producers of video, CD and DVD, We've just changed our name from CD PLANT UK to SDC, but we haven't changed anything else. With our modem facilities and local sales people, we're in a position to give you whatever you need, whenever you need iL In fact. we go to great lengths to give you professional 
around the corner. So you don't have to go far to get what you need. Just call us. 

JiAjt around the ov'rMt 

m 
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MANUFACTURING PACKAGING EDiTED BY ADAM WOQD 

With increasing pressure to invest in new technology and develop stratégies for a web-based future, the UK's manufacturers could be forgiven for feeling somewhat vulnérable. But among those  ;d companles which successfully 
îs and w< t on to bulld ne 

that future challenges can be met. Although market pressures have contraction in the number of presse dupllcators in the past 10 years, th high concentration of repli and the domestic market remains a fiercely compétitive one. For this reason many plants are now setting their sights further afield. The rebranding of manufacturers such as Nimbus Manufacturing and CD Plant UK under new, pan-European umbrellas underlines the importance of a shift away from a parochial outlook. At the same time, factories are working hard to deliver a local and personalised service within the parameters of their larger organisations and expanded product offering. CD Plant UK. along with its sister plants in Denmark, Sweden and Switzerland, has recentiy re-asserted its identity and capabilities under its new SDC Group name. 
'Having a network of plants 

ennbles us to provide an 
efficient pick, pack and ship 
service for our customers. 

That also applies to internet 
distribution throughout Europe' 

- Daragh McDonogh, SDC ts group capacities are impressive, with a weekly CD output of 3.5m CDs and 225,000 DVDs. "SDC is represented by sales offices and production facilities in ail of Europe's key markets," says Daragh McDonogh, sales manager for the UK. "We .^e importance of be ' 
srs-Justar fact, with loi 

PUSHING BACK 

THE FRONTIERS 

OF BUSINESS 
The UK domestic market remains fiercely compétitive and many 

companies have set their sights further afield. Karen Faux reports 

DOCdata's eCommerce fulfillment faclllty In the Netherlands 
customers and that also applies to internet distribution throughout Europe," says McDonogh. "Meanwhile, demand for DVD in the UK is growing rapidly and we are geared up to meet increasing demand. We are also committed to continued support of the VHS market, which we believe will be around for many years yet." More than 18 months after merging into a single international powerhouse for optical dise and video cassette manufacturing, 
recentiy took the next step towards complété intégration by merging under the Technicolor name. "The merger of the two companies under 
progression," says Stephan Corti, senior vice président of sales and marketing for Technicolor's European video and optical >e HQ is in Luxembourg, are continuing to receive _ jality service and will also benefit from 1 unified i packaging, fulfil'ment and duplication 

ts developing service, Technicolor is installing DVD compression and authoring services at its London site. These will be expanded as market demand 

accelerates. "We are committed to enhancing the services that our UK and European customers require if they are to bring their DVD products to the market quickly," says Corti. "As part of this we will provide them with comprehensive project management, compression and authoring for DVD title création, including sub-titling, multi-censorship, NTSC and PAL formatting and multiple language tracks. The Company also offers expanded graphie design capabilities and packaging opti„,,u At the DOCdata group, which incorporâtes the w London duplication facllity it purchased i the formel ...^kingMuitlm.. 1997, the priority look further down supply chain. As p™ i u, its "one-stop shopping supply chain sept , it now provides a company we can pote 
ervtaes0tdUCt'°ri'' fUlfil,!lent Powerful by following 

is designed to handle up to 28,000 units per hour of ail types of home entertainment products including CDs, books, mobile phones, eleotronic organisers and computer games. At the end of last year Bertelsmann Online (BOL), the e-commerce division of Bertelsmann AG, contracted DOCdata to handle the fulfiliment of ail its entertainment products via its website and the company is i currently shlpping product into the UK 
'We are committed to enhancing 

the services that our UK and ve^porM European customers require if strateec for 
from the former ' ^ ^ '0 1"^ UlBir DVD P —1 ^ 
iglftlie Sis io |lr0I,UC,S ,0 ,he n,arke, PCkly' - "■ look furthfir rinwn th< Stephan Corti, Technicolor 3 

. sales and marketing director. 'The aim is to become 
e-commerce fulfillment auLci Lainiuem products m Europe and as an independent 

nd multimédia industries 
nt^moTOdhito8 SerVi0eS and tePhnolog^to2 nuymovedmto latest formée division has recentiy ...RHjl e-commerce with an investment of £1 5m setting up an online fulfilment 

- seems that these days it is not enough have high volume replication capabilities 

7 "ic ironuers ot the -w sortmg System remain sucoessful. 
latest formats. Manufacturers must also thmk laterally about how they can push br the frontiers of their business in order to 
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We told you 

we were good 

at duplicating & packaging! 
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For Duplication of DVD, CD Audio, CD Rom, Vinyl, Cassettes, 
Packaging & Fulfilment (from left to right) 

MIKE REDFERN DVD Video Sales Manager mredfern@disctronics.co. 
TILLY RUTHERFORD Sales Consultant tills@globalnet.co.uk 
ROGER TWYNHAM Multi Media Sales Manager rtwynham@disctronics.co.uk www.disctronics.co.uk www.dvd-video.co.uk SUE MACKIE General Manager European Sales www.fulfilment.com sm@disctronics.co,uk www.disctronics.fr 
SIMON PAPWORTH Sales Manager, Packaging & Fulfilment spapworth@disctronics.co.uk 
DAVE WILLIAMSON Vice Président, OEM Sales & Logistics Disctronics dwilliamson@disctronics.co.uk ncco» FREEPHONE 0800 626698 MARTIN BIGNALL Disctronic Fulfilment Services CD Audio, Cassettes, Vinyl Sales Manager 01293 415250 bigsy@disctronics.co.uk 
DEAN PEARCE Sales Executive dpearce@disctronics.co.uk 
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THE OFFICIAI UK CHARTS 

SINGLE FACTFILE 
proto-feminist disco/house anthem Don t Call Me Baby improves on that by 29 places this week, debuting at number 

The biggest selling record in flustralia singeJUge, it was originally released on the tiny Vicious Vinvl label, and bas been a major success around the world with 

Britain, it appears on Virgin's VC Recordings, for which it is the fîrst ever number one. Madison Avenue are DJ Andy Van and vocalist Cheyne Coates, and Baby îs the fîrst number one here by an 
Sunscreen hit last July. It's the fîrst UK 
an'Antipodean act since MerTÀTWtorfs Down Under in 1583^. Jason, Kylie ar re ail UK créations. 

Britney Spears' number one position in the singles chart is eut short after just one week, with Oops! I Did ItAgain slippingto number two, the 80,000 sales it achieved last week being nearly 14,000 short of the opening total which êarn"' Madison Avenue's Don't Call Me Baby top billing and a similar amount ahead of third placed Tom Jones & Mousse T's Sex Bomb. Autophilia is a big feature of this week's chart with the Bluetones' single of that title (the first fruits of their upcoming Science & Nature album) in at number 18, while Armand Van Helden's single Koochy is based very heavily on Gary Numan's perennially popular Cars. Van Helden is one of a slew of contemporary dance talents to 

MARKET REPORT TOP 10 COMPANIES TOP CORPORATE CROUPS 

— lndiBs30.2% Sony 8.7°/ Universel 14.1% BMG9.6% — — Virgin 13.3% EM111.8%— -Wamer12.3% 
SALES UPDATE 

as thinking of doing yet ar :k but is reportedly very happy with m's adaptation of the track. 

PERCENTAGE OF UK ACTS IN THE CHART UK: 44.0% US: 34.7% 0ther;21.3% 
Nlcki French's Don't Play That Song Aeain >aw two disapointing perfomances this veekend first when Don't Play That Song 

Again sliimneri. tn 1 fith nnsitinn in the Eurovision Song Contest - the lowest placing by a British entry in the competition's history - and secondly when it fellshMtofthe Top 15. selling fewer lhan 1 nmcnpipsgLghBrk . into the chart at number sgTfhewinner of / the the 45th compétition was the Danish \ • entry Ry On The Wings Of Love by the Olsen Brothers. They are only the second Danish act to win (the first in 1963) and the second maie duo to win, foliowing Ireland's Paul Harrington and Charlie McGettigan in 1994. Comprising siblings Jorgen (49, also the writer of the song) and Niels (45) they are also the oldest act to win the compétition. Their song, romped home with 195 points, 40 ahead of runners-up Russia, Vétérans Iron Maiden extend their chart career to more than 20 years this week, debuting at number nine with The Wicker Man, which is their first hit of the millennium, their 12th Top 10 hit and their 30th hit in total. 

INDEPENDENT SINGLES 
OOPSU DID ITAGAIN SEX BOMB TELL ME WHY (THE RIDDLE) FUNKY MUSIC 
FEELING THIS WAY Conductor & The Cowboy 
THE TIME IS NOW DEEPER SHADE OF BLUE WHO FEELS LOVE? YOUSEE THE TROUBLE WITH UP WITH PEOPLE THEWOLF WALKIN IN THE NAME 4 CHORDS THAT MADE A MILLION DOWN DOWN DOWN FIXATION OVERDRIVE BANG THE DRUM/KING OF ROCK 
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