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Johnny Hallyday’s Sang
Pour Sang (Mercury) is
this week’s Sales Breaker
on the European Top 100
Albums chart.

M&M chart toppers this week

Eurochart Hot 100 Singles
BON JOVI
It's My Life
(Mercury)

European Top 100 Albums
BON JOVI
Crush
(Mercury)

European Radio Top 50
WHITNEY HOUSTON &
GEORGE MICHAEL
If I Told You That
(Arista)

European Dance Traxx
BLACK LEGEND
You See The Trouble With Me
(Rise)

Inside M&M this week

by Emmanuel Legrand

This sense of possibilities being

Le francais est la langue Universal

Paris — Vivendi Universal, the new
media giant created by the combination
of French media, utilities and telecom
company Vivendi, its affiliate Canal+
and Canadian spirits and entertain-
ment group Seagram, celebrates the
alliance between content and distribu-
tion platforms on a global scale.

Vivendi chief executive Jean-Marie
Messier, who will be the chairman of
the new company, said that the wealth
and catalogue of Seagram’s music divi-
sion Universal Music had been a key
factor in the deal and would be exten-
sively used on the group’s platforms,
from pay-TV to mobile phones and the
Internet.

“When Edgar [Bronfman Jr., Sea-
gram’s CEO] came to see me in Paris
while he was on holiday last October,

|
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Celebrating the creation of Vivendi

Universal (I-r): Seagram CEO
Edgar Bronfman Jr., Vivendi presi-
dent/CEO Jean-Marie Messier and
Canal+ chairman Pierre Lescure.

we talked for hours and at the end of
the conversation, we had a shared feel-
ing that music was going to swing the
Internet,” revealed Messier.

explored by a powerful, new global play-
er may also be helping thousands of
Universal Music employees worldwide
to take news of their new ownership in
their stride—even those for whom
memories of Seagram’s hostile takeover
of PolyGram in 1998 remain vivid.
“What is great in the venture is that it
combines a US [group] with a European
group,” says Universal Music France
president/CEQ Pascal Négre, a former
PolyGram executive. “It brings the best
of both sides, and it is a perfect combi-
nation. There is very rich content com-
bined with media assets and new tech-
nology.”

Jorgen Larsen, chairman/CEO of
Universal Music International (UMD,
comments: “It’s unusual for a European
company to acquire US and other inter-

continued on page 21

SER FACING DE-MERGER?

In a move which could send the
Spanish commercial radio sector
into chaos, the country’s High
Court has sensationally ruled
that 1994’s takeover of Antene 3
Radio by the giant SER group
was “illegal.” Page 4

PLANET OF THE APES
Germany’s

Guano Apes have
j gained an increas-
ingly global follow-
ing for their brand
of traditional rock,
which they hope to
extend further with
the1r new BMG album Proud
Like A God. Page 10

DANCIN’ ON THE BEACH

In a two-page Dance Spotlight,
Gary Smith looks at the hot
trends and tracks emerging this
year from the summer dance
resorts of Ibiza and Ayia Napa.
Pages 7-8

MTV offensive in France, Spain, ltaly

A M&M staff report

LonpoN — MTV is launching new
local channels in France and Spain—
and also now has a chance of keeping
its terrestrial coverage in
Ttaly.

The new French service;
MTVS, launched on June 20
covering the francophone
markets of France, Belgium
and Switzerland, replacing
the previous MTV European
feed currently servicing the three
countries. MTVf will be distributed
via cable and on the TPS and Canal-
Satellite satellite platforms.

The twist is, however, that the new
French channel channel will be in
English. Brent Hansen, president/
CEO of MTV Networks Europe, says
research carried out by MTV showed
that English language and the inter-
national dimension of MTV remained

a key attraction to the channel in a
market where there are already a
number of French-language music
channels with a strong local content.
“It was a big surprise to us,” Hansen
admits. “We asked the
audience what they want-
ed and that’s what they

countries, they wanted us
to remain more interna-
tional.”

MTVf will use interna-
tional programming supplied by
MTV’s European feed with French
subtitling. Hansen says the subtitles
will be done in an attractive and inno-
vative way.

“It’s a specific [French] feed but
most of the programme will be similar
to MTV European,” says Hansen. The
specific feed will also allow for more
tie-in promotions with concert promot-

continued on page 21

answered. Unlike in most -

‘CIive Dickens quits
UK’s Capital Radio

by Jon Heasman

LoNpOoN — One of UK radio’s best-
known radio programmers is moving
on after seven years with the Capital
Radio group.

Clive Dickens, Capital’s group
head of programmes, is leaving with
immediate effect, although contractu-
al obligations mean he won’t be able
to work for a rival broadcaster for at
least three months. In a statement,
Capital says that Dickens’ decision to
leave immediately “was an amicable
one.”

Dickens says that, while he
already has some firm options in
mind for the future, “in three months
time I'll be a free agent and obviously
some very interesting conversations
are going be had.” Asked whether he

* continued on page 21
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Upfront

by Emmanuel Legrand, Music & Medlia ediitor-in-chief

So Universal Music is going mobile.

The world’s largest record company crosses the
Atlantic Ocean back to Europe and its content will be
used for the platforms of its new parent company Viven-
di Universal—not least its mobile phones.

This new deal is the confirmation that the way in
which the music industry is operating is changing. In
the 1980s, the model was to associate hardware with
what was then called software (Philips/PolyGram,
Sony/CBS, Matsushita/MCA). This model is now obso-
lete. In the 21st century, content is in bed with digital
conduits.

The AOL Time Warner deal earlier this year came as

| a warning that the world was changing, and for those
| who still had doubts on where the priorities are now, the

Vivendi Seagram alliance will simply make it clearer—
content is king, but the platforms own it!

Music will be a vital part of this new model. The com-
bination of portable phone and broadband will make the
largest catalogues of music accessible anywhere by any-

one. And music will create traffic.

One of the results is that artists have become com- |
modities—their works are badly needed to make all |
these platforms attractive. But unsurprisingly, no one |
asked them how they felt about changing ownership |
three times in two years or if they had any objection in |
helping Monsieur Messier promote his Vizzavi Internet |
portal.
The other interesting consequence of this new |
arrangement is that it shifts once again the centre of |
gravity of the music industry towards Europe. It brings
an added cultural diversity to the ownership of major
music companies—although it is not certain it will rad-
ically change the way Universal Music operates.

Compared to the Universal/PolyGram merger two
years ago, it is likely that the integration will be
smoother. Vivendi has no music ;
operations and therefore should let
Universal Music continue in its
present shape and form.

No doubt that someone with a
French passport, who was once
running the largest record compa-
ny and lost his job two years ago,
must savour the whole irony of the
situation.

| Music & Media values ifs readers’ opinions—you can e-mail the editor-in-chief at: elegrand@musicandmedia.co.uk |

Court ruling stuns Spanish radio

by Howell Llewellyn

the ruling to Spain’s Constitutional

Felipe Arrizubieta, a lawyer act-
ing for the journalists, said the rul-

MaDRID — Spain’s High Court has
sensationally reversed the Spanish
government’s May 1994 approval of
the take-over of the Antena 3 radio
group by the country’s biggest radio
group, SER.

The ruling obliges SER’s owner,
media conglomorate Grupo Prisa, to
re-separate the 137 former Atena 3
Radio owned or associated stations
(26 of which are music outlets) from
SER’s 450 stations. Currently, both
are managed by the same holding
company, Union Radio.

Union Radio is to appeal against

Tribunal, while the government will
study the High Court’s arguments.
Secretary of state for justice; Jose
Maria Michavila, said the ruling
was “extraordinarily important for
the plurality of the media.”

The legal challenge was original-
ly brought by a group of former
Antena 3 journalists at the time of
the 1994 take-over, but it has taken
six years for the court to reach a
decision. In essence, the verdict
finds that the government’s 1994
approval of the deal permitted
“excessive concentration” “in the
radio sector.

ing “returns operative indepen-
dence to Antena 3.”

A SER/Union Radio statement
said the verdict “clashes head-on
with the reality of the commercial
radio sector in Spain,” and that the
existence of major radic groups
such as itself, COPE and Onda
Cero has enabled country-wide
commercial radio services to be
viable. The statement als¢ points
out that, since 1994, a further 350
FM stations and 12 new national
digital radio services have taken to
the air.

New SNEP president wants protection

by Emmanuel Legrand

Paris — EMI Music France presi-
dent Marc Lumbroso, unanimously
elected president of French labels
body SNEP at its general assembly
on June 19, has put protection of
rights at the forefront of his agenda.
Lumbroso says there is a heavy
agenda for the industry in the com-
ing months, as France will assume
the presidency of the EU for six
months starting July 1. “There are
some very crucial issues, such as
the lowering of the VAT on records
and the Copyright Directive that
we want to push forward during
this period,” he explains.
Lumbroso, who has a reputation
for being close to artists, says the
industry could also enlist the sup-
port of artists over rights protec-
tion. “It seems to me that there is a
consensus between the record com-
panies and the artists on the issue
of defending their rights,” he notes.
Lumbroso was the only presidential
candidate and has been elected for a
two-year term. Gilles Bressand, presi-
dent of indie XIII bis Records, was re-

elected as vice president. The SNEP
board also welcomed a new member,
Zomba Records, represented by its
French MD Christophe Lameignere.
Lumbroso replaces Pascal
Negre, who held the post for a six
month interim period. Many SNEP
members wanted Negre, who is
also president of collecting body
SCPP, to continue his presidency.
But he says he made it clear that
when he took the job six months
ago, it would only be for a transito-
ry period. “I have enough at SCPP

to keep me busy,” he tells M&M,
“and I don’t think it is desirable
that the market leader is also in
charge of the industry body.
Besides, Lumbroso is a very smart
professional, and he’s going to
bring a new approach to SNEP.”

Lumbroso says he wasn’t origi-
nally candidate for the job but he
“succumbed to the unanimous
pressure of my colleagues. I think I
can bring the vision of someone
who is close to the ground and to
the artists.”

. v
CGD East West Italy

=

staff recently presented All Saints with a gold

disc in recognition of Italian sales of the group’s East West single Pure
Shores at the Gala of Festivalar in Naples.
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by Robbert Tilli

HiLversum — Radio 538’s
recent big-money DJ sign-
ings seem to be paying off
on the ratings field.

In particular, the
high-profile move of
popular  morning
show presenter
Edwin Evers (pic-
tured) to 538 from
public CHR station Radio
3FM helped 538 to increase
its overall market share
from 7.3% (March-April) to
8.1% (April-May) in the bi-
monthly official Intomart
ratings. Evers has taken
538’s share of the breakfast
audience from 7.3% to
10.4%, with a particularly
strong increase among
young males.

Over the same period,
3FM saw its audience drop
from 14.2% to 13.6%. CHR

rival Veronica FM appears
to have suffered less, how-
ever, from the defection of
its leading presenter—
Jeroen van Inkel—to 538.
Veronica was down a
marginal 0.1% to
4.9%.

Radio 538 is opti-
mistic of further audi-
ence growth in the
next survey, as the

‘Dream team’ lifts 538 ratings IKEARIsISNEIZaV

figures for April and May
only include six weeks of the
station’s new line-up, which
took effect from mid-April.
Soft AC market leader
Sky Radio has seen its audi-
ence fall by 0.7% to 14.4%
this survey, although this can
almost certainly be attrib-
uted to the recent expansion
of Intomart’s survey to
include10-13 year olds.

Top Dutch stations

(% share)
Station (format) Mar-Apr 00 Apr-May ’00
Sky Radio (Soft AC) 15.1 14.4
Radio 3FM (CHR) 14.2 13.6
Radio 2 (AC) 9.1 8.8
Radio 538 (CHR) 7.3 8.1
Radio 10 FM (Gold) 7.9 7.9
Radio 1 (News/Talk) 7.6 7.5
Noordzee FM (AC) 4.9 54
Veronica FM (CHR) 5.0 4.9

Source: Intomart

Power Hit comes to Estonia

by Johan Lindstrom

TALLINN — MTG Radio is
bringing its  Swedish
CHR/Dance brand Power
Hit Radio to the Estonian
capital of Tallinn. MTG
already runs AC network
Star FM (formerly Easy
FM) in the country.

“Our goal is to create
Tallini’s hottest radio sta-
tion—a station that plays
the latest hits, creates
trends and is always one
step ahead of everyone
else,” says MTG Radio’s
group programme director
Christer Modig.

Modig says there are
around 10 commercial sta-
tions in Tallinn which he
regards as serious competi-
tors, with Sky Plus and
Radio Uno leading the
pack. Many of the stations,
however, operate with very
loose formats and without
strict playlists.

MTG has undertaken
music research both for
Power Hit Radio and sister
network Star FM in the
Estonian market. The result
is that the Estonian version
of Power Hit Radio has been
given a more dance-oriented
format than the Swedish

stations in Stockholm and
Gothenburg. The research
revealed big differences in
music tastes between Swe-
den and Estonia: “Some of
the songs that test well in
Sweden don’t work at all in
Estonia,” notes Modig, “and
most of the '80s songs are
totally unknown there.”
Star FM was recently
given a hotter music format,
which prompted the name
change from Easy FM. The
change was also made to
make the station’s branding
consistent with sister MTG-
owned Star FM networks in
Finland and Latvia.

Haentjes defends Edel Music losses

by Gesa Birnkraut

HamBURG — Edel Music CEO
Michael Haentjes made a
pledge to shareholders present
at the company’s AGM in Ham-
burg on June 14 that 1999s
loss of DM5.3 million (euro
2.71 m) would not be repeated.

“We want to be a global
player, but in the last year we
didn’t have the appropriate
repertoire,” admitted Haent-
jes. “Four albums that
weren’t released on time
ruined our results for 1999.”

The albums in question
were from Bliimchen, Sash!,
Jennifer Paige and Aaron
Carter. “These albums were
of a quality that satisfied
neither us nor the produc-
ers,” explained Bérbel
Tomas, executive assistant to
the chairman at Edel.

Last year was a strategical-
ly successful one for Edel, with

the acquisitions of Play It
Again Sam, Red Distribution,
Mega Scandinavia, Megasong
Publishing, K-tel Finland and
Eagle Rock, but its share price
has dipped since the compa-
ny’s initial flotation last year.
For 2000, Haentjes said
he expected to post profits of
euro 50 million on revenues
of over euro 0.5 billion. He

also predicted that publish-
ing revenues of euro 50 mil-
lion per year would be gen-
erated over the next three
years, and that his compa-
ny’s investment in music TV
channel Viva should garner
a “nine-digit figure” as a
result of Viva’s planned
flotation later this year.
Additional reporting by Welfgang Spahr

Rudi Gassner, Edel Music’s new head of its superviso-
ry board, is pictured (far left), alongside fellow Edel
board members (I-r) Michael Haentjes (CEO); Dr. Hans-
Martin Gutsch (personnel :and business affairs);
Michael Diederich (CFO); and David Hockman, (presi-
dent Edel Records Europe and Edel Publishing)
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96 CHEERS FOR WEB.DE

KARLSRUHE — German Internet portal Web.de has pur-
chased a 12.5% share in commercial radio station Radio
96/Baden Baden. The move is part of Web.de’s strategy
of investing in traditional media to enhance the offer-
ings of its own portal. “The potential for Web.de to offer,
together with regional media companies like Radio 96,
a better deal for our clients and to exploit the regional
advertising market is enormous,” explains Web.de’s-
business development director Matthias Hornberger.

NEw SCHEDULE AT HEART

LoNDON — AC station Heart 106.2/London is making
changes to itys daytime presenter line-up, effective from
the end of September. Stand-up comic Greg
Burns (pictured), previously confined to week- |
ends, gets a new prime-time weekday slot of
12.00-16.00, while former lunchtime presenter
Pat Sharp moves to mid-mornings, 09.00-
12.00. Sharp replaces Chris Farrell, who will
now present a new extended version of Heart’s highly
successful Saturday night disco show Dancing In The
City, which is to be relaunched as Dr. Glitz’s Disco Hits.

JOINT BOSSES AT ROADRUNNER ARCADE

BRUSSELS — In recent changes at the new Roadrunner
Arcade Music (RAM) Belgium, Arcade Music Belgium
MD Richard Dedapper has been replaced by former
product manager Koen Tillie and finance manager
Herwig Jonckheere, who now head RAM Belgium as
co-managing directors. Tillie will be responsible for
the company’s product and promotion divisions, with
Jonckheere heading up sales, administration and legal
affairs. Dance veteran Jo Casters heads up the indie’s
dance department, with Tom Van Peer as local product
and A&R manager.

FLESH WIN TALENT EXTRAVAGANZA

MADRID — Madrid four-piece Flesh have won this
year’s Imaginarock national talent contest, in the final
phase of the competition which featured 13 bands from
the 1,500 original entries. The annual event is organ-
ised by COPE’s AC/CHR station Cadena 100, Spanish
authors’society SGAE and artists’ association AIE.
Flesh, who have a glam-rock aesthetic but who cite
Gomez as their biggest influence, won Pta2 million
(euro 120,000) to record and publish their debut album.
The jury comprised major and indie label representa-
tives plus SGAE members.
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internet in-site

Lost and Found Sound
http://www.npr.org/programs/
index.html

-

This site, which has won numerous awards, is an
excellent use of Internet radio. It uses basic technology
and a simple layout, but it does something that could-
n’t be done any other way. Lost And Found Sound, orig-
inally an offshoot of a US National Public Radio pro-
gramme, offers a remarkable audio scrapbook. It
includes, for instance, Thomas A. Watson himself rem-
iniscing about when he received that first telephone
call from Alexander Graham Bell in 1876. There’s a
documentary about the first all-female radio station in
the world, and you can also hear silent film star Buster
Keaton singing at a friend’s party, restored wax cylin-
der recordings of extinct South African languages, and
many other evocative snippets from the past.

Chris Marlowe

2000
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IFPI faces up to online plrates

by Siri Stavenes Dove

LoNpON — The music industry is
' increasingly concerned by the
| emerging threat of piracy on the
Internet.

IFPI’'s 1999 report on the global
pirate music market, released in
London on June 14, reveals that
the international record industry
- federation and its national associ-
' ates contributed to the removal of
around 15,000 sites containing
over three million illegal files dur-
ing 1999. But downloading music
- from the Internet is estimated at a
billion downloads a year, according
to figures from Forrester Research.

The great bulk of piracy, howev-

are operating illegally.

On the consumer side, senior
vice president of new media at EMI
Recorded Music, Jay Samit, sug-
gested that “We have to make buy-
ing music as easy as stealing music
and at the same time make steal-
ing music a hell of a lot harder.”
This, he contended, should be dohe
partly by making high-quality dig-
ital downloads available from
trusted retailers—without the dan-
ger of contaminating software with
viruses—available through easy-
to-use dotcoms.

Web sites such as Napster,
which according to IFPI chairman
and CEO Jay Berman contains 25
million downloadable files, are cur-

er, remains in the
form of illegally man-
ufactured cassettes
and CDs. An estimat-
ed 1.9 billion units of
illegitimate  sound
carriers were distrib-
uted worldwide in
1999, of which 1.4 bil-
lion were cassettes
and 450 million CDs.
IFPI has estimated
the sales of pirate
CD-Rs for the first
time in this report,
which shows that an estimated 60
million units were sold in 1999.
The challenge now for the IFPI
is to deal with the new technolo-
gies which are readily available
online. In addition to taking action
against individual web sites, the
federation’s response to online
piracy is to educate both con-
sumers and service providers. In
co-operation with the US Motion
Picture Association, the IFPI is
developing automatic Internet-
searching systems which will allow
the industry to find portals that

Jay Berman

rently in legal pro-
ceedings with the
music industry.
Samit asserted that
to fight the illegal
downloads on the
web, legislative
changes are needed:
“The challenge is
that technology leads
the legal system by
about 15 years.”
Chairman and CEO
of Universal Music
International Jorgen
Larsen agreed that “Legislation is
the key to our ability to do busi-
ness.’

Larsen expressed disappoint-
ment at how Internet piracy
seems to be “condoned in hipper
media.” He added: “It’s a miscon-
ception that everything down-
loadable should be free. Intellec-
tual property is property. It has
taken us as an industry a hun-
dred years to collect our art
gallery. Please don’t take our
paintings off the wall and walk
away with it.”

eJay launch online dance networks

by Tayfun Kesgin

| COLOGNE — Baden-Wiirttemberg’s
commercial broadcasting regulator
has given Internet broadcaster
eJay AG the green light to operate
five new radio services on the web
for the next eight years.

Under Baden-Wiirttemberg’s.
“Landesmediengesetz” media law
(also effective in other Ger-
man states) a licence to
operate a broadcasting com-
pany within the state does
not automatically guaran-
tee the granting of a terres-
trial FM or AM broadcast
licence. It does, however,
define the medium (TV or
radio), the programme
types and gives the licence-
holder a general right to
broadcast by other, non-ter- &2
restrial means.

edJay NetRadio’s offering con-
sists of five different full-time
music chiannels broadcast on the
Internet, including a “live” channel
and a charts channel alonside

three urban-formatted hip hop,
dance and techno services. The
channels can be found via the sites
ejay.de, gjay.com and ejay.co.uk.
The music programming of each
station targets 14 to 29 year olds
and will feature regular guest DJs
such as Paul van Dyke and Carl
Cox. “We are aiming at a niche
market with mainly dance and hip

hop formats, and do not regard
ourselves as competitors to chart

oriented stations,” says Michael
Kraenze, senior PR manager at
eJay AG. ‘
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1 blfdnfs may have regc;hegnsuhrohon point but
yean youth’s appetite for oﬁ

he dawn confinues to-gr

_ other side of the Mediterranean, Ayia Napa is patently
not bebomlng a second Ibiza. Gary Smith reports.

, sand and dancing
Meanwhile, on the

utting aside for a moment the

fact that both Ibiza and Ayia

Napa are touted as resorts

dominated by dance music,

the differences are huge.
While the Ibiza scene is dominated by
trance and hard house, Cyprus’ Ayia
Napa is the home of two step and
garage. The only real similarity is
that both spots cater in the broadest
sense to a huge volume of people who
want to dance.

“Ayia Napa is mainly a reflection
of a scene that comes out of south east
England,” says Dave Piccioni, MD
and head of A&R at Azuli Records.
“With the media coverage of two step
gathering pace it could prove to be
highly influential this year.”

While Ayia Napa’s club life is a
mirror image of a localised musical
phenomeon that is currently gaining
pan-European momentum, Ibiza’s
role in the greater scheme of things is
more complex. It is however, accord-
ing to industry figures, just as, if not
more important than ever. “I don’t
know how to measure the effect Ibiza
has on customers but for the industry
it is important as a.place to both
source and break records,” says
Piccioni.

Fully branded

One of Ibiza’s most pervasive aspects
is the way in which it has been so
widely hijacked as a brand. “These
days any idiot could A&R a ‘Largin’ it
in Ibiza’ type of compilation,” says
Thomas Foley, director of React
Music, the company that originated
the Cafe del Mar compilation series.
“But we choose to concentrate on
music that appeals to a more mature
type of listener.”

React’s Real Ibiza series, compiled
by Chris Coco and Phil Misen, is now
up to volume three. “The Real Ibiza
series is more about the quieter, post-
hippy side of Ibiza which still exists
alongside all the package tour club-
bing,” Foley says. “For us Ibiza is as
much about putting together classy
albums from the ambient/world music

“I don’t know how to measure the
effect Ibiza has on customers but for
the industry it is important as a place
to both source and break records.”

Dave Piccioni,

MD and head of A&R, AzulFRecords
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scene as it is partying.”

A brand it may well be with unde-
niable effects on some European mar-
kets but not every country feels the
Ibiza backwash. “The influence of
Ibiza and/or Ayia Napa on the Italian
sales market is negligable in real
terms,” says Time Records chairman
Giacomo Maiolini. “We are however,
currently finalising our own Rise
Party double compilation featuring
the best house music from around the
globe mixed by Robbie Rivera and
Alex Neri.”

The wave effect
Sales may be comparatively unaffect-
ed in some territories but the charts of
the UK, Germany, Benelux and, to a
lesser degree, France showed plenty of
evidence of the Ibiza effect last year.
Tracks like Paul Johnson’s Get Get
Down (Mix Connection/US) was one of
several that benefitted from island
dancefloor momentum. As a result of
its popularity on the island it was
licensed all over Europe, although
accounting is still ongoing and no sales
figures are available. Eclipse’s Makes
Me Love You (Azuli/UK) was licensed
to over 40 territories and has sold in
excess of 500,000 copies worldwide.
The utterly ubiquitous ATB sold
1.5 million copies of 9PM (Till I Come)
(Contour/Germany), Funkstar Deluxe
vs. Bob Marley’s Sun is Shining
(Edel/Denmark) went over the million
unit mark and has sold in excess of a
further three million compilation
units. Moloko’s Sing It Back
(Echo/UK), an early season Ibiza

Funkstar Deluxe

One of the highest profile breakouts
from last year’s Ayia Napa scene was
Rewind by the Artful Dodger (Public
Demand/UK). Alongside that Shanks
& Bigfoot’s Sweet Like Chocolate
(Chocolate Boy/UK) also enjoyed a
stint in the UK singles chart.

Near misses by DJ Luck featuring
MC Neat’s A Little Bit Of Luck (Red
Rose Recordings/UK) and Brass
Tooth’s Celebrate Life (Warner
Music/UK) should, at least in the case
of the latter record, be put right by a
re-release this summer. Meanwhile
DJ Luck and MC Neat are currently
already spilling into mainstream
radio with their update of Stevie
Wonder’s Masterblaster.

favorite, sold 250,000. =

Meanwhile, w1th the |
UK garage scene currently
exploding out of the under-
ground at breakneck pace,
the net effect of Ayia
Napa’s summer season on
Europe’s charts later this
year is bound to rise dra-

matically. A clutch of
labels like Criminal,
Release The Groove,

Uptown, Rhythm Division,
Jumbo, Slam Jamz and-
Fourth Wave look set to
guarantee a constant
stream of bass-heavy, ‘

song-based material. “Our Tuesday
night at Pzazz [in Aiya Napal last
week was rammed,” says Catrione
Emerald, co-director of promoters
Twice As Nice. “Considering that
Tuesdays are commuting days when
the airlines are shipping people in
and out, it’s busier than last year.”

The drugs don’t work

As for the type of person going to Aiya
Napa, Emerald draws a distinction as
clear as that between the preferred
musics. “Ayia Napa is based around a
25 plus crowd who are up for some
drinks and a good time. Unlike Ibiza
it’s not a drug-based culture at all.
People from a wide age-range tend to
come to the clubs in Ayia Napa and
dance as hard as any teenager.”

2000

“There has been a notable
increased in the number of records
that are played on shows like mine fil-
tering through to mainstream radio,”
says Kiss 100/London’s EZ. “The
amount of tracks coming through with
strong tunes, that have obviously had
a lot of thought and effort put into
them, is what is fuelling this crossover.
Having said that there are still a lot of
really average tracks being snapped
up by labels at the moment.”

As much a club DJ as a radio jock,
EZ also has a unique take on the dif-
ferences between Ibiza and Ayia
Napa. “I play tougher in Ayia Napa
than in Ibiza because the Ayia Napa
crowd understand UK garage,” he
says. “I tend to play more commer-
cial sets for the Ibiza crowd !”






