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Major's revamp turns divisions into standalone record companies with focus on expansion 

Universal plots growth 
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Retal chain targets online mail-order and catalogue after disappointing six months in-store 

HMV looks to net after sales dip 
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After spending years on the sidelines, the success of bands 
such as Air and Daft Punk have given French acts the 
confidence to strike ont internationally, writes Ben Cardew 

French artists 

take distinct 

sound overseas 

Astonishingly, more than a decade has passed since young French duo Daft Punk tore up dance floors across Europe with Da Funk. Practically inventing a genre in its own right - what became known as the "French touch" - it was followed by Airs Moon Safari, which practically invented another genre - chillout; and a string of other electronic-based releases led by names such as Cassius, Dimitri Frora Paris and Alex Gopher. Of course, figures such as Laurent Gamier and 

Ludovic Navarre had been synonymous with cutting edge dance music for some tirae, but, front an international perspective at least, French n ic would ni ir be the se And in the ensuing years, the country has exported some of most eclectic and ground- breaking sounds around - taking 2005 as an example, albums ffom the likes of Sébastian Tel- lier, Saïan Supa Crew, Nouvelle Vauge, Vitalic, Amadou & Mariam and Le Peuple de L'Herbe 

ail found significant audiences and critical acclaim in the UK and beyond. Arguably, confidence within the French music scene has never been so high. To the point where, according to Eric Morand, manager of leadine French dance music label F Communi- cations and président of the French Music Export Office, that most Gallic of genres - chan- son - has been reinvented for 21st Century con- sumption. "In the past, French music that exported was mainly electronic music, world or jazz," he explains. "Now for the last three or four years we have seen that French chanson has been having more and more success outside of France. Only five years ago people in France were saying that you can't export chanson." Morand believes interest in French music Worldwide has been helped by a growing interest in foreign cultures, with many French releases being found on record shops' world music shelves. And there is a new génération of young French artists who have grown up with the notion that there is a feasible international mar- ket for their work. "There is a génération of French artists that include an export strategy in their vision of their career," Morand explains. "They are more open to dffierent things and lis- ten to a wider range of music." The new energy and expérimental verve of the current French music scene is encapsulated by young singer Camille, who recently won France's illustrions Prix Constantin - an award dedicated to the best new artists - for her acclaimed sec- ond album Le Fil. Alongside artists such as Ben- jamin Biolay, Pauline Croze and Françoiz Breut, Camille is part of a wave of young musicians, dubbed nouvelle chanson, who are radically reinterpreting the most traditional of French genres by incorporating new elements and mod- em techniques, to create a mix that is expéri- mental in outlook but fEiithful to its roots. As well as considérable success in France, Camille has started to make waves internation- ally. After a soft release in April 2005, EMI has sold 2,000 copies of the album in the UK with virtually no promotion, picking up a rave review in the Observer Music Monthly, which placed it at number eight in their albums of the year. In addition, DJ Charlie Gillett, via his shows on BBC Radio London as well as the World Service, made the album his record of the month for May and has continued to support it over the year. The importance of the success of Camille, as well as other chanson artists, is that their music offers an alternative to the anglo-saxon pop/rock model rather than a straight copy. The same is true of so-called "world music", another area in which France excels. "In France there's a lot more to music than the anglo-saxon model," says Ludovic Merle, who présents a French music show for Résonance FM. "The French State real- ly encourages world music because it can mix up other languages with French." The international success of Malian duo Amadou & Mariam, who last year picked up a Grammy Award nomination for their album Un Dimanche à Bamako, illustrâtes how foreign artists can develop in France's fertile musical environment. The duo released albums on Uni- versal France to little effect, before comingto the attention of Manu Chao, who produced Un Dimanche à Bamako in his Parisien studio, adding a lilting modem feeling to their sound. The resuit was a massive hit; the album has gone on to sell 300,000 copies Worldwide, reaching number two in the French charts, as well as win- mng Best Album in 2006's BBC Three World Music Awards in the UK. Of course, France has long been renowned as a producer of hip hop. with a réputation that 



Features are etlited by Adam Webb 
stretches back to the international success of MC Solaar's début Prose Combat in 1994. And, as with chanson and world music, the genre is more diverse that you might expect. "We bave a rich bip hop scene in France," says Warner Music France international manager Guillaume Crisa- billi. "We bave a range of music that stretches frora hip hop coming from jazz, to spiritual rap to aggressive, hardcore beats." One of the groups at the forefront of the new wave of French hip hop are Nantes's Hocus Pocus, who blend éléments of jazz, soul, funk and live instrumentation to create a mix that is both very Gallic and full of international poten- tial. Indeed, the band has already received plays from the BBC's Gilles Peterson in the UK and will appear at the 678 festival in London in April. "They are really incredible and remind me of MC Solaar at the beginning," Crisafulli says, "Ifs a sound that is very well produced, that the international markets like." Meanwhile, French dance music, while attract- ing less média attention in the UK, is arguably stronger than ever. While the old guard contin- ues apace - the emblematic Daft Punk were recently nominated for a Grammy award in the best electronic/dance album category for their third album Human After AU and Bob Sinclar had a worldwide hit with Love Génération - a new génération of artists has sprung up, produc- ing a range of music that is far wider in scope than the old filtered house sound. This stretches from Jackson And Mis Computer Band, whose album Smash was picked up by Warp, to Parisians Justice, who are hotly tipped for 2006 after their reraix of Simian's Never be Alone became a favourite with DJs worldwide. There is even a surge afoot in that most tradi- tionally un-French of genres - rock. In January 2005, V2 released Le Nouveau Rock'n'Roll Français, a 22-track compilation of new French rock music that has sold 6,000 copies in Europe. Ludovic Merle, who compiled the album with British club promoter Sean McClusky and rock archivist Jean Baptiste Guillot, explains his rationale. "I was looking at French music after the 'french touch"," he says. "There was nothing strong coming to the UK so I thought, 'what about rock bands?' Guitar bands were selling well in the UK, so why not French rock bands?" The album also proved a big hit with the UK média, with articles in T/te Independent, The Guardian and i-D, as well as positive reviews almost across the music press. Buoyed by such success, Merle is planning a second volume, which he believes will represent a blossoming scene. "The French rock scene is healthy," he explains. "People in Paris say there are new bands everywhere." Central to this is the nascent Parisian new rock scene, a recent phenomenon that has seen bands such as Naast, Second Sex and The Brats, with members sometimes as young as 12, play- ing a frantic mix of Stooges power pop, Stax Soul and Chuck Berry-esque R&B to frenetic and often equally young audiences around the capi- tal. So far, despite intense média attention, these bands are yet to release any records, but this will change in February, when Because Music, the new label from former EMI Music Continental Europe président Emmanuel de Buretel, releas- es a compilation called, inevitably, Paris Calling. Jean-Louis Brossard, founderofRenne's long- running Transmusicales festival, which this year played host to a number of this new rock wave, compares the Parisian scene to Britain's own punk explosion. "Ifs like 1977," he explains with the enthusiasm of a man who has been booking bands for more than 27 years. "There are a lot of new bands with a lot of energy. They are like punk rock bands but ifs not political." 

However, to isolate individuel scenes is to ignore the wonderful cross-pollination that has long been at the heart of French music's creativi- ty. Long considered a particular trait of British music, musicians in France have taken to mbdng and matching genres with great aplomb and impressive effect. The results range from DJ Click's unique electro-gypsy hybrid, to Sao Paris' combination of Brazilian music with clicky elec- tronica and the dub/world music/drum and bass fusions coming out of Lyon's Jarring Effects label. Such moves may be radical, but creating new genres has always been vital for new French artists looking to escape from the shadows of their Anglo/American counterparts. Philippe Grundler, label manager of Catalogue, which has achieved international success with Telepop- musik, says that French artists have to make something a bit différent if they want to compete commercially with established artists in olher territories. "French artists are doing hybrids because they are taking stuff that already exists and mbdng it," he says. 
a French Libertines, who cares? Ifs just The Libertines sung in bad English, so imagine the lack of potential abroad." Morand agréés. "In pop and rock, the US and the UK are so good, if you want to do the same thing, you have to be so good," he says. As with so many new scenes, this cross-polli- nation is being driven by a fortuitous combina- tion of shifting attitudes and new technology, forged in the fertile ground of France's booming club culture and live scene. "We have a lot of nights that are mixing cultures," explains de 

(top right); ani 
Buretel, "for example, dance clubs and hip-^hop clubs playing world music." De Buretel also notes the importance of French festivals such as Rennes' Transmusicales and Les Eurockéennes de Belfort, for bringing an incredible variety of new bands and encouraging musical eclectism. France is also benefiting from the révolution in terms of musical production, which, in cut- ting the cost of recording, has encouraged pro- ducers to experiment. "Music is now available everywhere and it is easier to produce at home, you can do whatever you want," says Crisafulli. "We have people who are talented and we have a rich cultural héritage. They are taking advantage of that culture to produce and re-invent," However, most iraportantly of ail, led by the success of Daft Punk and the subséquent reap- praisal of France's musical history, French artists have gained the confidence to believe in their own musical identity. "AD of these French bands' musical éducation came from listening to UK and US bands and they suddenly started to apply that un-self con- scious attitude to their French attributes of spontaneity and instinct," says Hugo Cas- saveti, a writer and journalist with French mag- azine Télérama. "A lot of this was from the 'French Touch'," he t " ~ , , , adds. "It was actually very crédible and it made IlS better to people feel like being a part of something rele- (lo tlliligs a vant. At the same time, we realised the only |itt|e strength we can have is where we corne from. People being themselves is what makes good music, rather than being fashionable." It is a way of thinking that continues to reap differently Philippe Ciundler, C.iteiûijiic 

2005: a fine vintage for music 
2005 was certainly a good year for French-produced music 
performances have rocketed from 2004's already encouraging figures: almost 500 releases (+65%) and more than 600 concerts (+43%). Two of the year's new highlights were the African Soul Rebels Tour and the first incarnation of the Fête de la Musique in London in collaboration with 10 major British cultural institutions, together with 250 cities around the world. Watch out for the next instalment of both of these events in 2006. Illustrating the diversity and vitality of French productions, artists to have had a big impact and a significant média presence this year include Amadou & Mariam, Lura, Pink Martini, Scu Jorge, Nouvelle Vague, The Film, Rachid Taha, Saïan Supa Crew, Vitalic, Jackson, Sebastien Tellier, Laurent Garnier, M83, David Guetta, Agoria, and recently a wave of young songwriters such as 

Keren Ann, Camille, Françoiz Breut, Don Nino and Benjamin Biolay. The music scene in France has never been as productive and innovative as it is today, bringing to the forefront emerging talents and adventurous mixes of genres, and attracting international attention. Alongside new productions from established artists such as Mr Oizo and I;Cube, French Talent 2006 focuses on some of the most exciting new acts, predominantly in electronic fusion and nouvelle chanson, the majority not yet released in the UK; Wax Tailor, Orange Blossom, Birdy Nam Nam, DJ Click & Rona Hartner, Scénario Rock, Katerine, Bumcello, Spleen, Lionel Belmondo & Yusef Lateef, Titi Robin, Hocus Pocus, Mansfietd Tya and Pauline Croze, ail ready and waiting to be discovered. 
Corinne Micaelli, director, French Music Bureau, London 
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Eclectic output results 

in musical tour de force 

Music WeelSs annual French Talent CD - produced in partnership with Fondons French 
Music Bureau - showcases the nation's most exciting acts, writes Ben Cardew 
This week's 18-track CD, French Talent 2006, is the latest mMusic WeelSs look at the music coming from their neighbours across the Channel. Front the exciting, sensual wordplay of Camille to the lo-fi orchestral stylings of M ansfield Tya to the simple affect- ing chanson of Pauline Croze and the hip hop of Hocus Pocus, it highlights the continuing wealth of exciting new music coming from the market 

13. Rubin Steiner - Que Bonita Es La Vida (Platinum/Disorient) Rubin Steiner - or Frédérick Landier, to give him his propcr narae - has long been the enfant terrible of French music, packing everything from punk rock guitare, to jazz, drum & bass and bossa nova into his musical mix. New album Drum Major, released in the UK through Disorient, continues the 
14. Titi Robin - Florica (Naïve) 
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As he eues up his lÔth internationally-released solo album, MW 
pays tribute to Italian ténor Andréa Bocelli. By Andrew Stewart 

Singing 

Bocelli's 

praises 

; artislic terms, is an Italian inven- . It could easily by applied to the recorded oul- put of Andréa Bocelli, the snperstar ténor from Hiscany, whose Worldwide album sales loom large in the picture of the contemporary record industry. In short, Bocelli is an international phenomenon: a man who can deliver an unadulterated version of Puccini's Nessun Dorma one moment and switch to a Perry Como number the next. The stoiy's opening chapter is set in 1992, an auspicious year for a certain court-appointed jun- ior defence lawyer with a massive passion for singing. The 34-year-old Bocelli was supplement- ing his légal income by perforraing in piano bars, investing the proceeds in vocal coaching lessons from the legendary ténor, Franco Corelli. It proved to be raoney well spent Italian rock star Zucchero was on the lookout for a young ténor up to the job of recording a demo dise of Miserere, the duet he had recently co-written with U2,s Bono. The plan was to use it to persuade Luciano Pavarotti to record the song. Bocelli took his tum to audition for the job and held Zucchero spellbound in the process. "Andréa was just unbelievable," he recalls. "He had something not one of the other ténors possessed. He had soûl." Fourteen years after the Zucchero audition, Bocelli has more than 50m album sales to his name and looks set fair to score a heavy percentage increase for that figure with the early March UK release of Amore, his lOth solo album. The career achievements that go with such bare retail figures make equally - perhaps even more - impressive reading. Here is an artist who has sung for two Popes, Queen Elizabeth II, présidents George Bush Jr and Bill Clinton, Vladimir Putin, Tony Blair and vast open-air crowds eveiywhere from the Leaning Tower of Pisa to the Statue of Liberty. He has also revised just about every sales record foraclassical pertbrmer, dominatingthe USclassi- cal chart for the past seven years and capturing the title of world's biggest-selîing classical recording artist every year since 1997- Bocelli's presence in the UK, both as a popular and classical performer, is immense. He has achieved UK album chart Top 10s or Top 20s with four successive "core" classical albums, and held the number two single spot with Time To Say Goodbye for four weeks in 1997. His classical solo albums bave racked up World- wide sales of 15m. The ongoing harvest of record- ings from a 10 -album deal to record complété opéras has added to that score and placed the famous ténors voice before a knowledgeable, high- ly critical, if select, audience. To date, Bocelli has recorded lead rôles in Puccini's Lit Bohème and Tosca, Verdi's 11 Trovatore and Requiem, and Massenet's Werther. Cavalleria Rusticana is sched- uled for release later this year, followed by Bizet s Carmen in 2007. "He can bring this type of music to an incredible amount of people," says Filippo Sugar, managing director of Milan-based Sugar Music, who first encountered the Bocelli phenomenon at a Zuc- chero gig in 1993 and signed him thereafter. "I have seen how he has developed his voice for opéra. He's done a lot of training and the voice has changed a lot over the years. He wants to record as much and work as hard as possible overthe next 10 years, because he wants to acltieve his goals while his voice is still healthy and strong." Bocelli's personal manager since 1993 and direc- tor of MT Opéra & Blues, Michèle Torpedine, says that the ténor is detennined to achieve signifieant goals in his opéra career. Début performances at New York's Avery Fisher Hall and the San Carlo Opéra House in Naples are on the cards, with appearances in the demanding title-role in Gior- dano's Andréa Chenier scheduled for a number of Italian opéra houses. "Since he was a boy, Andréa always wanted to be a ténor," says Tbrpedine. "In 
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spite of this he is perfectly aware of how important the pop aspect of his career is to maintain a level of popularity that opéra cannot always achieve." According to Sugar, Bocelli's unprecedented global success rests on secure Italian foundations and years of dedicated hard work. Success in the Italian pop chart was spurred following Bocelli's wnning performance at the 1994 Sanremo Festi- val, with international ears pricking up to the tune of Con Te Partirô, a track from the Mauro Malavasi-produced album Bocelli. In November 1996, Germany's world light-heavyweight bojdng champ, Henry Maske, called on Sarah Brightman to sing at his farewell bout Brightman, who had heard Con Te Partirô, invited Bocelli to record a bi- lingual duet version with her, and entered the stu- dio to set down Time to Say Goodbye. Their per- formance before Maske's fight triggered a stampede for copies of the single. "We really understood that it could be some- thing very big when we enjoyed that enormous success in Gennany," recalls Sugar. Time To Say Goodbye became the biggest-selling single in the history of the Gerraan record market in 1997, registering sales of around 3.8m, not to mention 3.3m albums. "At that point," he adds, "we understood that we had an incredible phenomenon on our hands." Sugar Music decided to focus on the US with the UK as a second priority market. Although his début international album Romanza achieved an impressive retum in the UK, it took the release of Sogno in 1999 to consolidate Bocelli's mass-mar- ket appeal here. Bocelli's power to communicate with vast audi- ences has been undiminished by adverse critical comments, especially from purist classical review- ers and other specialist pundits. "My opinion, after so many years, is that Andréa has agift to reach the emotional part of people," says Sugar. "Ail our big successes have been sparked by a TV appearance or a eombination of his music and images that can touch people's emotional side. There's a very strong truth in his voice and in his physical appearance that goes beyond what critics might say, for good or bad. He is exactly as he is - he's not portraying 

himself as something he is not." The upward trajectory of Bocelli's post-Sanremo career certainly held no problems for Albert van der Croft, président of Polydor in the Netherlands. He spotted the singer's wider European potential as a pop artist and put in a call to Iris opposite number at Philips Music Group in Amsterdam. "1 went over to Albert's office to hear this Italian guy s records, not expecting anything," recalls Costa Pilavachi. "He played II Mare Calrao Délia Sera, where Bocelli suddenly goes into fifth gear to show his operatic ténor in fbl] flow. It knocked my socks off. I went to meet him a week after the holiday and was amazed by how musical he was. The first thing I saw in his library was a Braille score of the Brahms symphonies - how many ténors could you name who've studied the Brahms symphonies?" Croft was determined to match Bocelli's Polydor pop contract with a parallel signing to one of Poly- Gram's classical labels. He gave Viaggio Italiano, an album chiefly of classical tracks, originally put together by Caterina Caselli Sugar, for Pilavachi to play during a long drive from the Netherlands to the French Alps. The record Company executive, now président of Decca Music Group, circumnav- igated a few rough vocal edges to reach the touch- ing core of Bocelli's art. "I just got it and knew that we could do some- thing with this artist," says Croft. "It took a while to make others understand what this was about, since he was totally unknown outside Italy. But then things happened incredibly quickly and I was just glad Td signed the deal." Polydor Holland licensed existing pop tracks from Bocelli's Italian albums, added new material and distilled the mix into a new album, titled Romanza. It proved an immédiate international hit, marketed by Pilavachi's team at Philips Music Group throughout mainland Europe. Tire album has, to date, notched up sales of 18m units. Of Bocelli's classical albums, Saered Arias leads the way, with 5ra sales since ils release in 1999. Viaggio Italiano has shifted around 3m copies, while the more recent Sentimento is already push- ing the 2.5m mark. Verdi Arias has racked up a staggering 1.5m sales worldwide; by contrast, the 

Bocelli took the classical 
crossover 
market to previously 
imimagmed heights Clive Bennett. 

usual measure for "global hit" albums of popular opéra arias rests around 250,000. Meanwhile, the Opéra Album, which caught fire again in the UK market following Bocelli's appearance last autumn with the great Welsh bass-baritone Biyn Terfel at the Royal Variety Show, has sold over 200,000 copies since November 2005 in the UK. In line witli the singer's early pop albums, staff at Philips deliberately set a high production and artistic benchmark for Bocelli's classical albums. Clive Bennett, executive producer in charge of the singer's classical recordings. is unequivocal about the massive impact Bocelli has made on the classi- cal market. "Many classical ténors sang popular repertoire before him," he says. "Andréas achieve- ment is that he turned the thing on its head. He started as a pop singer and won a huge following; he then recorded straight classical numbers exact- ly as the composées wrote them - without any compromises or any changes to the original music. He was able to take his pop audience on this new adventure into what was, for them, unknown territory and he achieved mammoth sales. Andréa made 1.5m punters put their hands in their pockets and pay good money for an album of authentic Verdi arias - a figure unheard of in the market before." Costa Pilavaclu agréés. He cites global sales fig- ures ibr Bocelli's classical albums of impressive magnitude, million sellers that most pop label executives would covet. The singer's uniquely soul- ful voice, top-drawer production values and shrewdly chosen repertoire have played their part in delivering sales success. "He's taken the high road with his classical recordings," says Pilavachi. "In some cases, such as Saered Arias, they have outsold his pop albums. For a classical artist to sell consistent!)' in the millions is remarkable. Like ail great artists, he's a one offT Since the international release of Viaggio Ital- iano in 1997, Bocelli has shown a striking consis- tency in what has become an increasingly fickle classical crossover market. Does Pilavachi feel that the artist's existing albums, by virtue of their retail history, place extra pressure on Universal's marke- teers when it cornes to new releases? "His pop and classical careers are separate, attracting a wide and international fanbase that's willing to support him in botli areas," he says. "As long as the classical albums carry reasonably pop- ular material, like Saered Arias, then they will reach millions. They have to have a crossover élé- ment to them." The programme of the next Bocelli classical title revolves around Neapolitan and other familiar Italian songs, repertoire that has served every recorded ténor from Caruso to Pavarotti and beyond. Over in the Netherlands, Stef Collignon, now managing director of Universal Music Holland and a long-time Bocelli campaigner, salutes the marketing professionalism and clear focus of ail concemed with promoting the singer's career. In the mid-Nineties, Collignon was head of classics and jazz for PolyGram Netherlands. Like Costa Pilavachi, he immediately recognised the spécial qualifies of the artist responsible for Viaggio Ital- iano. "1 suggested that we talk about him with Philips Classics, who were interested in doing more crossover projects at the time, and I was delighted when Costa agreed to corne on board as the classical partner. It has been a happv marriage between Polydor Holland and Philips Classics International, which is now part of Decca." Collignon is certain of Bocelli's appeal. whether m pop or classical repertofre. It is, he says, ail about overtly mélodie songs performed by an operatic ténor voice. "I would make the point that Andréa has single-handedly spawned a genre. There are not many people. be they songwriters, composer or performing musiciens, who can say that. Every- body who has corne along since Andrea, whether 
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it's Josh Groban, 11 Divo or Russell Watson, owe somethingto him." And, although Collignon concédés the path- leading importance of Luciano Pavarotti and the Three Ténors in creating a mass-market interest in operatic arias and songs, he feels that Bocelli was the key figure in attracting millions to a new world of classical crossover. "As vve ail like to remember, Andréa was playing in a piano bar to pay for his 

singing studies. That is not the conventional route to a career as an operatic ténor, but he's been able to achieve that and be a big hit as a pop artist. Hav- ing sold more than 50m records, he's obviously donc something very right." In 1997, when Bocelli was already a proven suc- cess in continental Europe, Liam Toner spotted an untapped market for the singer in the UK and set about exploiting it. The PolyGram Classics mar- keting man admits that it was a challenge. And yet he instinctively knew that Bocelli had the voice and charisma required to reach a mass British audience. "His voice, for me, had the elements of what the général public likes about opéra, and he also had the killer song," says Toner. "Time To Say Goodbye is one of the greatest hooks of ail time - it's like Super-Eurovision meets Puccini. I think it's fair to say that Bocelli invented a new genre of the operat- ic power ballad, so to speak, which fused what peo- ple like about the ténor voice with an almost Celine-like ballad sensibility. Nobody had done that successfully before. There's an inhérent melancholy about the voice, and that gets across 
A decade ago, Toner says that the insular nature of the UK record market and its openness to trans- Atlantic influences oflered little chance to artists with massive careers elsewhere in Europe. "Things are a bit better now, thanks not least to Andréa," he says. "But you just didn't hear anything that was not in English on the radio. Sarah Brightman pro- vided a very important link between Bocelli and the British public, because she sang part of Time To Say Goodbye in English. Bocelli proved to Uni- versal that artists outside the UK and US could sell 

massively, so he opened a lot of doors in the pop world which artists such as The Cardigans and Rammstein have since passed through." According to Toner, the Eurêka moment for Bocelli in the UK came in 1997 when vétéran broadcaster Terry Wogan introduced him to a priraetime télévision audience on the National Lottery Show. "Once the général public saw him, that was it." Toner recalls taking Bocelli to hear Pavarotti perform at the Royal Opéra House, Covent Gar- den the followingday. "On my wayto meet Andréa, the first thing the taxi driver said was, "You didn't see the Lottery Show last night, mate? There was this ténor there and me and the wife haven't heard anything like it for years. It was beautiful.' t thought, wow!" PolyGram Holland's aggressive marketing strat- egy generated a buzz that swept across the North Sea. The audience pulling power of Time To Say Goodbye struck Eddie Ruffett, an eager young marketing executive with Polydor UK in the late Nineties. Philips Classics had promoted the single, originally released in the UK on the Wamer-dis- tributed Coalition label, as a joint marketing ven- ture. "No one knew who the hell he was in the UK," recalls Ruffett, "but Philips pushed it thanks to Radio TNvo's new playlist and 15 to 20 airings a week. Terry Wogan really got behind it on his show. The single came at the right time and Andréa has had a massive effect on the market ever since. Tm sure Michael Bublé would not be selling half a million albums in the UK without Bocelli paving the way." Publicist Matthew Ryan, who successfully launched Bocelli in the UK with a wide-ranging 
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PRcarapàign, and one which has stood as the tem- plate foi' almost every "crossover" artist since, has no difficully in identifying the qualities that have delivered the singer's international career. "He is a remarkable man. The key to his success, populari- ty or whatever measurement we might use to quantify or illustrate his connection with the pub- lic, is the way his remarkable voice transcends lan- guage and culture, communicating universally to theheart. "Whether he sings an opéra aria or a pop song, he always communicates émotion. His voice inspires, com forts, moves and touches people. There is simply nobody like him, with this unique ability to bring the same emotional quality to both dassical and pop. The voice is 'God given', if you like. There's a sincerity and honesly about him that cornes through his art." Celine Dion, who first worked with Bocelli on The Frayer on his third pop album, Sogno, in 1999, is sure of the Italian artist's divine vocal talents. "If God had a singing voice," she says, "it would sound like Andréa Bocelli." Bill Holland, managing director of Universal Classics and Jazz, visited Dion's home base in Lake Las Vegas to attend a preview performance of Amore, Bocelli's latest album. The new dise, pro- duced by David Poster and Humberto Gaticawith Tony Renis as co-producer, contains Kosma's ever- green Les Feuilles Morte, and such Latin favourites as Amapola, Jurame and Cuando Me Enamoro. Other tracks include a duet version of Somos Novios, aka It's Impossible, with Christina Aguilera, and guest appearances by Stevie Wonder and saxophonist Kenny G. "I think it's his best record to date and that's not 
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just hysterica! hype from a record company man rr p j i i about the latest product. The expectation for this 1! . Ilclu 
album is huge, but I feel very comfortable with Slligilig that.'' Holland s division bas been charged vvith the voiCG, it responsibility of marketing Amore in the UK, in/nnlfl çniinri récognition of UCJ s signal success in handling crossover acts such as Katherine Jenkins and Aled "'<e Alldrea Jones, ils well as Bocelli's classical albums. BûCGlIi Tm delighted to get the record," says Holland. (;c|i|ie |)jot] "Bocelli is an operatic ténor, who takes his rôle as a   classical artisl very seriously. Some of the phrasing he does in one breath on the new album is quite incredible, and he was able to do that in concert too. Tm very happy to put my credibility on the line for a serious artist like that. He's developed a very good relationship with people at UCJ and we're in dose contact with Sugar Music. That makes it very 

As a self-confessed "opéra nerd", Holland says that he's impressed by Bocelli's encyclopaedic knowledge of great voices from the past "I love talking opéra with him, because I think his knowl- edge of the operatic legacy is second to none." When it cornes to reaching operatic néophytes, the UCJ man reckons that Bocelli is without equal in artistry and approachability. "He's straddled genre boundaries much more successfully than most classical artisls who try to cross over. He really has a grasp of tire idiom of a song such as Time To Say Goodbye or, from the new album, Cuando Me Enamoro, and sounds completely at ease." The idiomatic dimension of Bocelli's work has drawn praise from Gramophone magazine. Hol- land points to positive reviews from esteemed crit- ics such as John B Steane and Edward Greenfield, writers whose personal experience of the operatic 

juco interesting ; , - , "There's still a lot more to corne from him, that's for sure. It s up to us to push his dassical albums to an even larger mainstream market. Obviously, Amore will be heavily adverlised. But ils success will also dépend on personal TV appearances, and we've had a very positive response from the broadcast média so far." Matthew Ryan says that he and UCJ's Linda Valentine will be relentless in pursuit of PR oppor- tunities for Bocelli's lOth solo album. He explains that he is relishing what he describes as the thrill of working on a new Bocelli product. "Every time Andréa présents a new album, ifs a complété departure from the previous release. Each time there is a new distinct theme, sound, concept or artistic direction." Ryan goes on to list the respec- tive USPs of the Bocelli catalogue. "Sacred Arias is about moments where dassical music has a great o, the tri cal traditions Italian immigrants shared with the new world; Senthnento, the romantic sound of ténor and violinist in tum of the century Europe; Sogno, a fusion of the Italian ténor tradition with modem popular music, and Amore, Spanish and Italian pop standards from a classic era of Elvis, Sinatra and Bing Crosby. Ifs not just his talent that sets him apart, but his artistic drive and hunger." Repertoire variety clearly matters to Mark Wilkinson, marketing director at UCJ, who con- firms that the Bocelli catalogue has supplied the backbone of UCJ's business for the best part of a decade. The singer, says Wilkinson, has supplied a power-packed boost to the growth of classical m "One oftlie keys to his success has been 

that the consistent team supporting Bocelli, in tenus of MT Blues, Sugar Music, Polydor, Decca, Philips and ourselves at UCJ, really believe that thev can achieve incredible things nationally and intemationally with an artist of this quality" Michèle Torpedine is sure of the importance of teamwork in the development of Bocelli's career. He says that shared experience will play a key rôle in placing Amore before the public. "1 think that a group like ours, represented by us, Sugar and Uni- versal, which has achieved great results for years, will once again pursue the best strategy to achieve anofher great success, given that this is a spécial pop project in tenus of repertoire." Wilkinson echoes the point while saluting a UK Bocelli fanbase with buying habits that effortlessly cross from pop to classical and back again. The UCJ executive adds that shrewd handling of the artisfs live appearances in the UK has helped build anticipation and interest in Bocelli releases. Last year, he was seen on the BBC's Proras In The Park and Songs Of Praise, and also took star billing on the Royal Variety Perfonnance. "He's not here for weeks on end, but when he does corne to the UK ifs for big social and média events that have real 
In 2003, Bocelli drew a standing ovation at the Classical Brit Awards, both as soloist and in duet with Bryn Terfel. "When Bryn came offstage," Wilkinson recalls, "he was amazed by the love and affection that people were giving to Andréa. This strategy of coming in selectively, hooking up with the right people and delivering what people want engenders the most incredible warmth in his record-buying and live public the like of which is exceptional in any genre." 
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a privilège. 

Matthew 

tel: + 44 (0)20 8566 3426 fox: + 44 (0)20 8567 3699 
email: mail@matthewryan.co.uk 



Kitchenware's low-cost promotion on Editors' first album helps to propel it high up the charts 

Cnt-prïce deak can benefit new acts 
The realily for Editors is that their album will be seen by many more potential buyers at number five than it would at number 39, where it was two weeks ago. And how else can a brand new act be seen in Jan- uary, when the retail racks ai-e rammed with the likes of The Magic Numbers' acclaimed début on sale for £5.99? Ten years ago, Woolworths was making head- lines in Music Week for racking chart titles at £10.99. Don't let anyone tell you CDs are overpriced. 

Januaiy is a good time for developing acts looking to make a breakthrough onto the big stage, and this month's first big winners are Kitchenware's Editors. Their success in leaping up the album chart this week is attributable to a relatively new innovation in the UK market - the "development retail price". For, while the Editors' The Back Room will have sold something like 40,000 units in the past couple of weeks, they will have done so partly because of a TV campaign promoting their album at £6.99- There will be grimacing at such a rate, in a market where tire common dealer price for afixll-price album is just above £9. But none of us should be too surprised. Last year, similar "development retail prices" saw a string of albums ofiered to customers at £7.99 and 
£8.99- And such offers have long been part of market- ing in the US, where acts including Joss Stone and Keane have benefited. Putting new, relatively low-profile acts into the market at such a compétitive price gives wavering consumées an opportunity to sample an act witb little risk, with the potential upside of pushing a title higher up the charts, and thus giving the project a foothold. 

Another of this week's conundrums is when is an independent label not an independent label? Or, to be more straightforward, is Kaiser Chiefs' Brits success last week - five nominations, no less - a triumph for the major sector, or reason for the independent sector to crack open the bubbly? Signed by B-Unique, a wholly independently owned label run by Mark Lewis and Martin Toher, and initially distributed by Vital/THE, the act is mar- keted, promoted and now distributed by Universal. Ultimately, who cares? The success is great news for British music and the Leeds outfit. But it does, once again, raise that thorny question again: what exactly does "independence" mean? 

Technology means the k ids 

are doing ît for themselves 
The rapid consumer adoption of Personal digital players such as the iPod and the resulting explosion of digital downloading have increased press commentary on the music industry as it adapts to these "new technologies". In reali- ly, in the past 30 years, technology has continually been transforming the industry, not only in the way 
damentally in the way it is record- ed and performed. Technology has always been the industry's bedrock. The recent demise of Whitfield Street, though sad, was inévitable. 
We're retuming to the 
raw ability of an artist 
to communicate 
As an early pioneer of the digital âge, it invested heavily to provide clients with state-of-the-art facili- ties, Today, low-cost, high-quality recording, processing and mixing solutions have led to afîordable studio time being available coun- try-wide. Studios are no longer the domain of an exclusive clientèle of signed artists. Over the past three years, we've seen an increase in the qualily and 

receiving from aspiring artists, a significant proportion more than good enough for release. Arkade (www.arkade.com) was developed to give artists the tools to sell their product at a price they déterminé without losing control of their rights. Already we're seeing bands using the site, building their fan- base from live shows and viral efforts and communicating with discovering finding out are playing, buying tickets and ordering the T-shirt. Today, getting signed, being managed, being able to write, even being able to play an instrument well are no longer prerequisites for artists wanting to record, release and perforai their music. Instead, the industry is return- ing to the most basic and exciting élément of ail, the raw ability of an artist to communicate with their audience on their own merits and not as the subject of média hype. In small studios, artists are busy creating more music than ever before, performing it live, increas- ing their fan base and becoming ever more successful. Arctic Mon- keys are the first of many.  Greg Walsh is a Grammy Award- 

Should new CDs be eut to 
mid-price to boost sales?v 

imsmmBj sz-s-ss the choice of either receiving less The price of Editors' début album has been dropped to £6.99. Is this a sensible way of driving sales and boosting chart position, or does it serve to dévalué music and end up causing more harm than good in the long terni? 

downloaded illegally. However, the record label may take the view that by lowering the price to that extent and getting more people into the 
Alison Wenham, Aim "Music is being given away far too often for far too low a price. the only industry to discount 
Simon Douglas, Virgin Megastores "At the end of the day that is what consumera want - great prices and great value. We have to fight to get the best deal for consumera. Editors at £6.99 is great for consumera and for us " Ben Smith, 1 Nottingham "Editors aren't the first to do it Lots of acts have albums out at discovery prices, which encourages people to buy records, take them home and play them to their mates, which is a good way of getting the music out there. So it's a legilimate thing so long as it's only done for a month or so. Obviously, if everything halves in value overnight then profits will be slashed and shops will disappear, so it's a basic question of balancing the économies involveri " Nlcky steln, Cllntoni "  "By définition, selling the album for 

and band well going forward, through increased sales of both future product 
Ualcolm Allen, Malcolm's Musicland, Chorley, Lancashire "It dévalués the music and créâtes confusion, because a customer might see the album at £6.99 and then six or seven weeks later, when the price has been put back up, the same customer might expect it still to be £6.99. l'm ail for a lower price when an album first cornes out but everyone needs to know how long it's going to be at that price for."  Mike Caddick, Swordfish, 
"I could not understand it It was a curious move to almost halve the price to a mid-price album. I think they did it far too early and I don't believe it has done them any favours. A lot of people came into our store and were bemused, they thought the price stickers were wrong and othera who had bought the album early were left scratching their heads as to why the price was eut during the busiest period of the year." 
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Forum is editecl by Jim 
This week, Midem will stage its 40th annual event 
and Catalyst Musîc Group MD Peter ICiiight Jr 
explains why he has attended every one of them. 
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But weVe had arets'ed lo it and like ail us idiots 
down a lot and just do about 40 T remember I spent 

sis? 
meeting new contacts. I set the English, but it didrft stop us having I think I 

That's the beauty of it 

from grime to jazz- Itwill 

Dooley himself. The Word editor , Mark Ellen was only spirited through / thanks to the BPI's Mr Jamieson, who v 
loaned out his crew Media CEO Alan Cil 

tobesoft 
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from Wsappearances on OVs this year with talk of several Royal itar, the former TOTP Albert Hall concerts? Dooley hears idily confesses, "Ifs that The Wall of secrecy will soon be of a departure for me brought down... With Peter Hook, 

an avid soap fan by their: am I a huge fan of Great 
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Contact: Maria Edwards, Music Week CiassNtcd Sales, CMP Information, 3rd Floor, Lndgate Houso, 245 Blackfriars Road, London SQ 9UR T: 020 79218315 F: 020 79218372 E: inarianniiisicwcekcom 

Rates per single column cm Jobs: £40 eusiness to Business & Courses: £21 Notice Board: £18 (min. 4cnu I col) Spot colour: add 10% Full colour: add 20% Ail raies subjeclto standard VAT 

The lalestjobs are also available online every Monday at www.musicwcch.coni Booking deadline: Tliursday lOam for publication (lie following Monday (spacc permitting). Cancellation deadline lOam Wednesday prior to publication (for séries bookings: 17 days prior to publication). 

JOBS AND COURSES 

tunilies for experieneed sales and buying profe tently sirong rcsulis. Hcad of Sales Report ing to the high profile position offers expo- "jility for a diversified team îurial management style. 
stratégies and profilabilily. You will be 

[1 DVD products whi 

X2 Product Managers; U-Vud Reporting to the Head of Range ort^forrr 

i. Knowledge of the home en 
o & DVD; 2; Lcisure Software 
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WARNER MUSIC INTERNATIONAL 

Manager, Digital Commercial Opérations Warner Music International 
Warner Music International seeks a Digital Commercial Opérations Manager who will be primarily responsible for: 
• Coordinating global account management opérations. 
• Supporting Affiliate / WMI pricing decision-making. 
• Driving out online / mobile product innovation exécution. 
• Overseeing commercial exécution of prlority campaigns. 
Requirements: 
• A university degree or équivalent experience. 
• 3-5 years experience in music business commercial area, preferably i.. ai-v-ucnt management, sales administratio digital responsibilities in whole or in part. or opération - with 
We offer competith mpensation and benefits. 
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PA / Office Manager Wc are lookieg for an experieneed PA/Olfiee Manager to work alongside 
the !m a1^ A5'1- [l'reaor t0 P™'115 

Defected 
Bookkeeper / Crédit Controller required for Music Agency, EC2. 

MUSIC WEEK CLASSiriED 
BOX NUMBERS ommunicator and able to mage your tiino in this ion pleaso our Cy t0 Hector Dewar. Defected Rocorfs! 
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