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Limp Bizkit's single Take A
Look Around (Interscope)
is new at number eight
on this weeks's Eurochart
Hot 100 singles.

radio
M&M chart toppers this week

Eurochart Hot 100 Singles
EMINEM

The Real Slim Shady
(Interscope)

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

ALL -TALK AT RMC
French radio group NRJ plans to
turn Radio Monte -Carlo into an
all -speech station, but it may
have to shed some of its other
radio interests in the process.
Page 4

FESTIVAL IN FOCUS
Brand -building, deregulation and
the digital revolution were all on
the menu at this year's UK Radio
Festival in Glasgow, not to men-
tion a few more familiar topics...
Page 7

SMOKE SCREEN
Hits can come from the most
obscure places. Tayfun Kesgin

hears how a Ger-
man radio station
discovered a top
selling single as a
result of a dance DJ
seeing a cigarettes
ad at his local cine-
ma. Page 8
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Capital expands online
and snaps up Beat 106
by Jon Heasman

LONDON - The Capital Radio group
has signed a ground -breaking con-
tract with Universal, BMG, EMI, Jive
and UK indies grouping AIM to clear
online streaming
rights for three new
Internet -only radio
services it intends to
launch this autumn.

The new Internet
channels, targeted
primarily at the UK market, will be
Diva (women's anthems and bal-
lads); Rage (a "skate meets club"
format designed specifically for
computer game players) and Urban
Grooves (R&B and soul). They are
the result of a £5 million (euro
8.25m) investment by Capital in its
online division Capital Interactive,
Which will also see ,upgrades for
Capital's existing radio station web

continued on page 21

CAPITAL

interactive

GLASGOW - While it is putting
substantial sums of money into
Internet and digital radio, Capital
Radio's thirst for new terrestrial
acquisitions continues apace with a
£33.7 million (euro 55.6m) deal to
buy central Scotland alternative
rock and dance station Beat 106,
writes Jon Heasman.

The move for Beat comes just
weeks after Capital's purchase of
Border Television and its three
Century Radio -branded AC/talk
stations.

. Beat launched last November
under the guidance of managing
director Bobby Hain, and is owned
by a number of private backers,
including the owners of London's
Home nightclub. Its first official
RAJAR audience ratings saw it
achieve a reach of 13% and a 5.5%
share of listening, one of the most
impressive debut figures recorded

continued on page 21

The new Marshall in town
by Adam Howorth

LONDON - There's a new bad boy in
the 'hood-and his terri-
tory extends to Europe.

Despite-or perhaps
because of-being out on
bail for alleged threaten-
ing behaviour with a
handgun, Eminem is on
the verge of becoming
the biggest ever hardcore
rapper to break Europe.

His latest single The
Real Slim Shady (Inter -
scope) has made the top
10 in eight of Europe's
major territories and

this week stands proudly at number
one in the M&M Eurochart Hot 100
singles chart.

The Marshall Math-
ers LP, Eminem's new
album and sophomore
release, is top 10 in 11
European territories
and, after just six
weeks, has already
shipped one million
units in Europe and
eight million world-
wide. That figure is fore-
cast to rise to a poten-
tial 14 or 15 million.

Universal Music
continued on page 21

Artists, executives
call for protection
by Emmanuel Legrand

BRUSSELS - Leading artists and
key music industry executives
came together at the IFPI Plat-
inum Europe Awards on July 13 to
demand that European politicians
grant them appropriate legal pro-
tection for the digital age.

Jim Corr of Irish group The Corrs
said during a media conference
staged prior to the Brussels show:
"It is imperative that the right legal
environment is in place to protect
the artists." The band were appear-
ing in their new role as the IFPI's
official artists' spokespeople (M&M,
May 13).

"There is a situa-
tion threatening the
livelihood of artists,"
argued Corr (pic-
tured), describing
the extensive use of
free music downloads
from the Internet as "cyber
shoplifting" and asking the politi-
cians present for "proper legislation
to be brought in to the European
Parliament."

Sister Caroline Corr added that
all they were asking as artists was
"the right to have the control of our
distribution. It cannot be free-for-
all," she maintained.

Echoing these comments, the
IFPI's previous artists' spokesman,
Jean -Michel Jarre, observed that
artists like himself were in a diffi-
cult position because "the kind of
Robin Hood attitude is always
more trendy" in cyberspace.

Looking at the global evolution
of the music environment, Jarre
warned the risk for artists nowa-
days is that "beyond financial
issues, there is the fact that artists
will not be considered in the future
as content providers. If music, cine-

continued on page 21

LL COOL J
Imagine That
The new single from
"THE GREATEST OF ALL TIME"
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

There's something in the air which says it must be the
holiday season.

It's certainly not the weather, at least for those of us liv-
ing in the more northerly parts of Europe. It's this kind of
feeling one gets looking at radio station's playlists and the
airplay and sales charts...there isn't much going on. One
programmer even sent his playlist in last week expressing
in just three words his perplexity at the lack of new mate-
rial to offer to his listeners: "Misery, misery, misery!"

It's indeed that time of the year when labels stop
releasing new records, radio stations put Selector into
cruise control, record shops wonder why on earth
they're open, and radio listeners look for "sunny"
tracks on their favourite stations (most likely based
on memories of their holidays.)

This has been going on for ages. And there's no rea-
son why it should change-or should it? A few years
back, the same could be said about the film industry.
In the US the summer season was traditionally the
time when studios released their blockbusters, while

in Europe filmgoers had access to very few new
movies. But this has changed.

This season, we see films like Mission Impossible 2
and The Patriot invading screens throughout Europe,
including countries like France where all film indus-
try activity traditionally freezes (!) during summer.
Film distributors have quite simply realised that
being on holiday doesn't mean you are not going out-
in fact, quite the contrary. Hence the amount of sum-
mer releases, which helps spread the flow of films
throughout the year, rather than clumping them all
together at the year-end period.

Why shouldn't it be different for the music industry?
Radio stations still play music, listeners continue to lis-
ten to the radio, stores are open, and people have more
leisure time to go shopping. One of the most often heard
complaints from broadcasters and
retailers alike is that labels concen-
trate too many of their prime
releases on the pre -Christmas sea-
son, starting in September.

Like the movie business, it would
surely be wiser to start looking at
the summer as an alternative
chance to grab the attention of radio
stations and consumers.

Music & Media values its readers' opinions-you can e-mail the editor -in -chief at: elegrand@musicandmedia.co.uk

NRJ will flip RMC to news/talk
by Emmanuel Legrand

MONACO - French radio group
NRJ is adding a fifth network to its
stable with the acquisition of
financially -troubled full -service
station Radio Monte -Carlo (RMC).

Under the deal, the value of
which has not been revealed, the
group plans to transform RMC into
a news/talk station, with a strong
emphasis on interactivity with the
audience.

The move will mark NRJ's first
foray into speech radio, although
NRJ was already indirectly a share-
holder in RMC through its joint Sud
Communication venture with phar-
maceutical group Pierre Fabre,
which owned 83.33% of the station's
shares, the remainder being con-

trolled by the Principality of Mona-
co. Under the new deal, RMC will
buy all of Pierre Fabre's shares in
RMC and sell its 20% shareholding
in Sud Communication to Fabre.

NRJ must first overcome two hur-
dles, however. French broadcasting
authority the CSA must approve the
changes in RMC's format and owner-
ship. CSA president Herve Bourges
says that the CSA will look closely at
NRJ's plans to ensure they "take into
account the interests of RMC, its
employees and those of the Principal-
ity [of Monaco]."

Furthermore the acquisition may
fall foul of government ownership
restrictions, forcing the group to sell
some of its existing assets. NRJ could
either dispose of a few local affiliates
from each of its five networks, or sell

AC/comedy network Rires et Chanson
to remain within the law.

Vice-president of NRJ Alan Weill
says of his company's move into the
speech radio sphere: "I don't see why
managing a news station should be
too different from managing a music
station." RMC's switch from full -ser-
vice to news/talk will be gradual, and
the station also plans to launch
regional opt -outs.

The take-over is set to result in
the loss of about one third of the
station's 132 jobs, most of which
will affect employees in Monaco,
although the Principality will
remain the headquarters of the
station. "There's a brand new
building with state-of-the-art
equipment well adapted to our
needs," says Weill.

During the recent Euro 2000 football
tournament, Dutch CHR station Veroni-
ca FM created its own "mini -stadium" in
Amsterdam, with the matches beamed
onto a giant video screen for 1,200 of its
listeners. The event was also attended by
Veronica FM's US programming consul-
tants, Broadcast Architecture (BA). Pic-
tured (front row, 1-r) are: Veronica FM
assistant PD Robert Feller; Veronica FM
PD Stephan Root; BA VP international
services Hal Rood; and BA director of
international marketing Gaby Isas.

Sony buys out remainder of Double T
by Siri Stavenes Dove

LONDON - Sony Music has
acquired full ownership of Bel-
gian alternative pop and rock
label Double T, in a deal which
also applies to the label's affili-
ates in the Netherlands, France
and Germany.

Although Double T will remain
an imprint, the acquisition will
result in the label being fuPy fold-

ed into Sony Music. "Double T will
not be a stand-alone operation any-
more," confirms VP communica-
tions Sony Music Europe Jonathan
Morrish.

The move follows the establish-
ment of a partnership between
Double T and Sony Music Belgium
in 1995. Morrish declines to speci-
fy the financial stake Sony had in
the label prior to the current deal.

Double T was founded in Brus-

sels seven years ago by Jan Theys
and Christophe Turcksin. Its artist
roster includes K's Choice, Arid,
Indochine and Sinsemilia.

Theys and Turcksin will contin-
ue to be involved with Double T as
consultants, particularly with
regard to the label's A&R activi-
ties. However, marketing and pro-
motion will largely be handled by
Sony Music and other Sony labels,
according to Morrish.
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Vitaminic increases rap repertoire
by Juliana Koranteng

LONDON - Pan -European
online music provider Vita-
minic has boosted its rap
repertoire following an
agreement with US
music/lifestyle website
Rapstation.com.

Vitaminic's seven Euro-
pean and one US localised
websites will now provide
access to more than 800
American hip -hop and rap
acts via Rapstation, which
was founded by lead singer
of US rap act Public Enemy,
Chuck D.

Visitors can stream,
download, customise and
purchase digitised record-
ings by acts such as Profes-
sor Griff, Funk Man, Killa
Kidd Blunt, Freeknixxx and
Chuck D himself. Vitaminic
already features hip -hop
artists from labels such as

Son Records, Scenario and
Defcon in the UK.

The deal is seen as fur-
ther evidence that Vitaminic
is developing from being an
online label focus-
ing solely on
unsigned acts to
one offering digital
platforms for artists
signed to major
independents. The
music provider has
already clinched
significant deals Chrl

with independents
Beggar's Banquet and Mute
Records, among others.

"Our commitment to all
rights owners remains," says
Vitaminic's UK general
manager Chris Cass. "We
will continue to provide a
free platform for all content
creators/owners to deliver
music. However, it is true to
say that Vitaminic is posi-

 tioning itself more and more
in the territory that provides
record labels a service, but
this is purely a natural pro-
gression from working with

rights owners."
The Rapsta-

tion.com deal
comes shortly
after Vitaminic
signed an agree-
ment with
www.ministryof-
sound.com, the
website covering
the various activi-

ties of the famous London
dance venue. Cass explains:
"What makes this special is
that Ministry of Sound is
both a record label and a
content provider. Its maga-
zine provides us with music
news and information.
We're reciprocating with
advertising banners that
drive visitors to their site."

Austrian industry triples in a decade
by Susan L Schuhmayer

VIENNA -The Austrian music
industry has tripled in size
over the last 10 years,
accounting for 1% of the coun-
try's gross national product.

A new survey, con-
ducted by University
of Vienna economist
Fritz Scheuch, shows
the industry generat-
ed profits of nearly
Sch 30 billion (euro
2.17 billion) in 1998, a
figure three times that of the
last comparable survey in
1986. The industry's revenues
in 1998 of more than Sch 1 bil-

lion compare to Sch 300 m in
1986, while profits made by
record stores have seen an
even bigger jump, from Sch
258 million to Sch 1.2 billion
over the same period. This
makes the industry compara-

ble to the domestic
hospitality sector and
more profitable than
the Austrian paper
and chemical indus-
tries.-

The survey was
commissioned by a

number of Austrian music
industry bodies, including
IFPI Austria, the Society of
Authors, Composers and

Music Publishers and the
Society for the Protection of
Mechanical Musical Copy-
rights. The sponsors have
revealed they will use the
survey's data to try to win
gOvernment financial sup-
port for new artists and the
promotion of Austrian
music abroad.

According to the latest
survey, more than 42,000
people are in the music sec-
tor, half of whom employed
are in production with the
rest working in distribu-
tion, education and the
manufacture of musical
instruments.

Radio parties swing in London and Leeds
by Paul Sexton & Beverley Evans

LONDON - Heavy rain failed
to dampen spirits at two of
the biggest radio station live
events ever to take place in
the UK.

BBC Radio l's first ever
Love Parade in Leeds and
95.8 Capital FM's third annu-
al Party In The Park at Lon-
don's Hyde Park took place
the same weekend, respec-
tively on July 8 and 9.

Tickets for Capital's
open-air spectacular had
sold out in just six hours
when they had gone on
sale earlier this year. And
despite steady rain, a
100,000 audience of young
pop fans and families
enjoyed performances
from the likes of Elton
John, the Backstreet Boys,
Christina Aguilera, Bon
Jovi, Destiny's Child,
Bryan Adams Travis,

Texas, All Saints, Ronan
Keating, the Corrs,
Gabrielle and Westlife.
The event was broadcast
live nationally on TV sta-
tion Channel 4 as well as
by Capital FM in London.

"What a day," enthuses
95.8 Capital FM pro-
gramme controller Jeff
Smith. "The weather was
atrocious, but nothing
seemed able to dampen the
spirit of the crowd."

HRH Prince Charles
meets Capital Radio's
group director of pro-
grammes Richard Park
at Party in the Park.

An estimated 150,000 peo-
ple turned out for the UK's
first ever Love Parade, organ-
ised by BBC Radio 1 and held
the same weekend as its
longer -established Berlin
counterpart. Re-inforcing its
commitment to dance music,
Radio 1 broadcast the eight -
hour festival live from the
main stage and from some of
the 17 floats which circled
Leeds' vast Roundhay Park
continuously.

DJs drawn from the
cream of UK clubs per-
formed live, including
Judge Jules, Paul van Dyk,
Darren Emerson and
Danny Rampling. "Love
Parade was a resounding
success," reports Matt
Priest, Radio l's commis-
sioning editor for live
music. "It was a fantastic
day for all involved and a
ground -breaking event for
DJs and clubbers alike."

ON THE BEAT
WARNER MUSIC EUROPE COMPLETES RESHUFFLE

LONDON - Warner Music Europe has announced a
raft of appointments which completes the restruc-
turing of the marketing division of Warner Music
International's (WMI) European division. Paul
McGhie has been made marketing manager US
labels with responsibility for the Warner Bros
Record Group; Jacob Harregaard becomes marketing
manager US labels with responsibility for the
Atlantic Group and Elektra Entertainment; and
Robert Sandercombe is appointed product manager,
group and affiliate repertoire responsible for WMI
product. Melanie Urquhart has been recruited as
promotions manager, while Nicky Button is con-
firmed as production manager.

BON Jovi GOES IFPI PLATINUM

BRUSSELS - Six albums have achieved IFPI Platinum
Europe status in June for sales in excess of one million
units in the region. They are Bon Jovi's
Crush (Mercury), Melanie C's Northern
Star (Virgin), Herbert Gronemeyer's
Live / Unplugged (EMI), Manau's
Panique Celtique (Polydor), Sasha's
Dedicated To... (WEA), and Xavier
Naidoo's Nicht Von Dieser Welt
(3P/Epic). Earning awards for two mil-
lion sales were Barry White's The Ultimate Collection
(Mercury), The Corrs Unplugged (143/Lava/Atlantic)
and Whitney Houston's Greatest Hits (Arista).

NOS DISPUTE GOES TO EUROPEAN COURT

HILVERSUM - The ongoing legal battle over fees
between the Dutch piiblic broadcasting organisation
NOS and neighbouring rights body SENA has finally
been referred to the European Court. The court has to
decide on the exact annual fee NOS has to pay SENA.
NOS claims that it voluntarily paid a yearly sum to
Dutch IFPI body NVPI before 1993, and that the due
fee to SENA should be along the same lines. A date for
the hearing has yet to be confirmed.

DICKINS EXTENDS HIS BPI TERM

LONDON - Rob Dickins, who has
been chairman of UK labels' federa-
tion the BPI since 1997, has extended
his term of office for an additional 12
months. The move comes as the
organisation's director general, John
Deacon, is preparing to step down
after 21 years of service. Deacon is
being succeeded by Andrew Yeates,

who joined the organisation last July as director of
legal affairs, and was promoted to the post of director
general on April 20.

MOVING CHAIRS

HILVERSUM - Len Doens has been appointed pro-
gramme director at Dutch music TV channel The
Music Factory. Doens replaces Frank Helmink,
who has stepped down to fill a similar post at media
content provider Aplha69.
LONDON - Vice-president of international at BMG UK
and Ireland Ian Dickson is replacing Keith Black-
hurst as general manager of RCA Records UK.
NEW YORK - BMG Entertainment has promoted Bill
Wilson from VP to senior VP of world-
wide marketing. Based in New York,
Wilson will oversee both traditional
and non-traditional marketing activi-
ties. He reports to Kevin Conroy,
chief marketing officer and president
new technology.
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ON THE BEAT
WBU AGREES TO TACKLE PIRACY

LUCERNE - The heads of the world's major broad-
casting organisations have pledged to explore solu-
tions to the problems of copyright and piracy. The
World Broadcasting Unions (WBU), which includes
the European Broadcasting Union (EBU) represent-
ing all of Europe's public broadcasters, made the

statement at its recent two-day sum-
mit in Switzerland. Members
promised to ensure cohesion in inter-
national negotiations to combat piracy
in the digital era. They also backed

the establishing of a global convention to guarantee
broadcasters' needs through the World Intellectual
Property Organisation (WIPO).

FOREVER MAKES 'NET INVESTMENT

LONDON - Forever Broadcasting, the radio group which
owns Liverpool Alt.Rock/Dance station Juice 107.6, has
paid £1 million (euro 1.65 m) to acquire a 15% stake in
the XY Network, a UK -based mobile Internet entertain-
ment service. XY Network was launched in May by inde-
pendent production company Somethin' Else, and
British Telecom's mobile Internet service provider,
Genie. The deal sees the appointment of Forever's man-
aging director Eric Lawrence to the XY Network board.

INDUSTRY INFO SITE LAUNCHES

LONDON -A new website described as a "one -stop
shop" for information on the UK music industry has
been launched on the net. www.hobomusic.com fea-
tures an online contacts directory
with details of music companies
and services. There is also a legal
advice service, information on studio availability and a
careers page. HoboMusic recently appointed former
head of press at ZTT Records, Jonathan Wingate, to
the position of marketing manager.

K -TEL CLOSES GERMAN OPERATION

HAMBURG - K-tel International has axed 123 jobs
and closed its German subsidiary in a revamping of
its European and US operations. Some 88 positions
were cut following the closure of German subsidiary
Dominion Vertriebs. The move follows the elimination
of 35 positions in the US and the combining of its two
UK -based operations under one roof. "The elimination
of the German losses and the reduced UK overhead
are all part of our plan to return to profitable opera-
tions in the fiscal 2001," says K-tel chairman/CEO
Philip Kives.

Internet in -site
Hiwire

www hiwtre com

Streaming online radio is no longer exotic. And now
that so many stations have been offering it for a while,
they're beginning to pay more attention to the
finances. Hiwire has come up with a clever way of
dropping in targeted ads for the online audience into
the station's streamed audio output, broadcast in
place of the station's ads going out on its regular AM
or FM service. The technology is part of its own media
player, which works with all streaming audio formats
but which does include its own banner advert. Hiwire
also collects and sells data as well as having a rev-
enue -sharing partnership plan.

Chris Marlowe

Prisa, Universal sign Latina deal
by Howell Llewellyn

MADRID - Universal
Music Group (UMG) and
Spain's largest broadcast-
ing company GrupoPrisa
have launched their much -
anticipated Latin music
label, MuXXIc Latina.

MuXXIc Latina will be
based in Miami, not New
York as originally planned,
with 75% of the $5 million
initial share capital con-
trolled by Prisa through its
music division, Gran Via
Musical (GVM). The
remaining 25% will be
owned by UMG. The deal
was signed on 6 July in
Madrid after months of
negotiations and is valid for
an initial three-year period.

MuXXIc Latina describes
itself as the "world's pre-
mier Latin music group,
whose function is to sign
and promote Spanish -lan-

guage artists." Inaugural
president Jaime de Polanco,
who is also CEO of GVM
and director general of New
York -based Prisa Interna-
tional, says: "MuXXIc Lati-
na will sign and launch
artists in several
territories at the
same time, regard-
less of how big
they are in their
home country."
The label, focusing
mainly on pop,
plans to start sign-
ing up mainly new
artists in Septem-
ber and will launch its first
product in December or
January.

In addition to GVM,
Groupo Prisa also owns
Spain's leading music radio
stations, a potential synergy
not lost on UMG president
of Latin America Manolo
Diaz. "Radio is closer to the

street than the labels and
often knows better than we
do which song from an
album is best suited to the
public taste," he says.

MuXXIc Latina will set
its sights not only on the

Latin territories,
but also on North
America and
Europe, especially
Germany and
France, with the
search for artists
focussing on Spain,
the Dominican
Republic, Cuba,
Puerto Rico and

Colombia.
MuXXIc Latina will be dis-

tributed worldwide through
UMG imprints, except in
Spain where GVM will have
exclusive rights on the
exploitation and marketing of
the new catalogue of artists
through GVM's domestic
label, MuXXIc.

Navin gets wider Euro-role at BMG
by Gareth Thomas

LONDON - BMG Entertain-
ment has named Stephen
Navin as co -managing direc-
tor of its European services
division, in a consolidation of
its European activities.

Currently vice-president of
operations for UK and
central Europe, Navin
will now co -manage
BMG's European cen-
tral services division
alongside former
managing director
Christoph Schmidt.

Commenting on
the appointment, BMG
Entertainment president and

chief executive Strauss Zel-
nick said: "Stephen's exem-
plary business savvy and
knowledge of our industry
contributes to BMG's
extremely efficient pan-Euro-
pean operating structure."

Navin and Schmidt will
provide support in the areas

of IT, sales, manufac-
turing, copyright
accounting and dis-
tribution for the
whole of Europe.
Navin will report
directly to Richard
Griffiths, chairman
of BMG UK and Ire-

land and president Central
Europe, while Schmidt

reports to president Ger-
many/Switzerland/Austria
and eastern Europe, Thomas
M. Stein.

In a joint statement, Grif-
fiths and Stein said: "Over
the past two years Schmidt
and his team have developed
European services into a vital
support service for us.
Together they form a power-
ful management team that
will bring even greater suc-
cess in these regions."

Prior to joining BMG in
1998, Navin worked in a vari-
ety of capacities in the enter-
tainment industry including
book and music publishing,
film and video.

Edel aims to take Kontor higher
by Tayfun Kesgin

HAMBURG - German indie
label Edel Music has
acquired a majority 51%
share of Hamburg -
based dance label
Kontor Records, in a
deal which will great-
ly increase Kontor's
presence in both Ger-
many and the rest of
Europe.

Commenting on the
deal, Edel chief execu-
tive Michael Haentjes,
says: "There is no
doubt whatsoever that
Kontor is one the most cre-
ative and commercially most
successful labels in Europe.
The co-operation with Kon-
tor will greatly strengthen
its network in the dance
market and will bring us

nearer to realising our mid-
term strategic aims."

Kontor Records topped
the Most Successful Euro-
pean Dance Label category

1
Michael
Haentjes

for 1999 at this year's
German Dance
Awards, and its ros-
ter includes acts such
as Blank&Jones,
Trance Allstars and
ATB. The latter man-

aged to break the UK mar-
ket with his single (9 PM)
Till I Come with over 1.5
million units sold, in the
process earning himself the
accolade of having made
the second most successful

dance single of all time in
the territory.

The bulk of the shares
in Kontor are said to have
been bought by Edel from

Kontor's managing
director Jens Thele
who, over the past
three years, has
established the inde-
pendent company as

a major player in both the
domestic and international
markets. Head of Edel
Records Jens Geisemeyer
will be working alongside
Jens Thele as a second MD
at Kontor.

Thele agreed the signing
would be mutually beneficial.
"I am looking forward to work-
ing with Edel. We fit into their
roster very well and both com-
panies are looking towards
future expansion," he said.
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Glasgow Festival 'watershed' for UK radio
...That was the view of BBC
Radio 2 controller Jim Moir
in a speech closing the
final session of the Radio
Academy's three-day
Radio Festival, held in
Glasgow July 2-5. With the
UK government set to draw
up a White Paper on
broadcasting at the end of
this year, it was certainly
an opportune time for the
industry to set out its future
visions and hopes, as Jon
Heasman reports.

When delegates gather
in Manchester for
next year's Radio
Festival, the chances
are that the UK

industry will be looking rather dif-
ferent, with another round of consol-
idation sure to follow a de -regulat-
ing White Paper later on this year.

To this end, all eyes and ears
were on Radio Authority (RA)
chairman Richard Hooper who, as
reported in M&M last week,
revealed for the first time what the
RA would be recommending to the
government. Reactions to the RA's
wish list-which includes a signifi-
cant liberalisation of ownership
restrictions, the creation of
an all -media regulator and
a new tier of "access"
radio-dominated many of
the bar -room discussions
at the Festival.

Privatisation debate
One argument which cer-
tainly won't be settled in
time for next year's Festival, and
indeed was being debated at this
very same conference 10 years ago,
is the privatisation of the BBC's
national music stations Radio 1
and Radio 2. The latter station's
controller, Jim Moir, caught a few
people offguard with a no -holds
barred attack on GWR's group
operations and programming direc-
tor Steve Orchard, who had called
for the privatisation of the two sta-
tions during his keynote speech at
the Radio Academy's Music Radio
conference earlier this year (M&M,
April 29).

"When I read the report of
[Orchard's] speech, in which the
privatisation of Radios 1 and 2 was
seen as a foregone conclusion, I
was surprised to read that no criti-
cism of our distinctiveness was
backed up by fact or evidence," said
Moir. "Steve Orchard's woefully
thin proposition relied solely on
assertion and insinuation."

Moir continued: "Within com-
mercial radio's argument there is a
sub-plot-namely the complaint

that Radio 2 in particular has
ditched its older audience in a des-
perate attempt to steal
younger listeners from the
commercial stations. This
just flies in the face of
facts. We are actually
increasing our reach
amongst the older audi-
ence."

Anger and angst?
Moir claimed that GWR's

note was sounded by one of Moir's
charges at Radio 2, breakfast pre-

senter Terry Wogan, who
during a Q&A session on
his long and distin-
guished broadcasting
career described the
BBC's recent Talent ini-
tiative to recruit new pre-
senters as "window
dressing." Wogan said
that any wannabe pre-
senters seriously commit-

ted to a broadcasting career would
already be pestering radio and TV
stations. "You shouldn't need to go
out and find presenters," he sug-
gested.

The future is DIY
An interesting glimpse into the

tastes and interests of radio's
future audience was provided by
Nick Barham, a "trend watcher"
who works as an advisor on con -

policy was "if you can't beat 'em, buy
'em," and what Orchard had called for
was effectively "a curbing of success"
at the BBC. Warning that the quality
and diversity of the public broadcast-
er's networks would be irreversibly
changed for the worse under commer-
cial ownership, Moir claimed that
"what is attractive and desirable in
the board rooms of commercial radio
will, I confidently predict, be a cause
of anger and angst in the living rooms

of this nation." He predicted
that any public debate on the
issue would "demonstrate
the hollowness of [GWR's]
propaganda. The public
knows a good thing when
they see it. They are also
able to recognise a highway-
man when they see one."

Another controversial

Wogan

temporary culture for advertising
agency Bartle, Bogle & Hegarty.

Barham noted that there has
been "an explosion of amateur cre-
ativity" amongst young people
thanks to the cheap and ready
availability of tools such as home
recording facilities, desk top pub-
lishing and the Internet, in addi-
tion to huge increase in potential
outlets for creative work. "Creative
audiences don't just want to look,
they want to make it," he said, pre-
dicting that radio would need to
become a more interactive medium
in order to thrive in the future,
by-for example-giving 'Net users
the chance to build their own cus-
tomised radio stations.
Controversially, he also predicted
that-as a result of free access to it
on the 'Net-music would be
return to its historical status as an
activity, rather than a commercial
commodity.

Finally-but still with an eye to
the future-Capital Radio's chief
executive David Mansfield made
an impatient and passionate call
for the industry to keep the faith
and press ahead with digital radio,
perhaps in response to some
unfavourable press coverage
recently suggesting that the tech-
nology was in danger of becoming a
white elephant. "Digital radio is a
no brainer-it's just a matter of
how long it will take," he said.
"We've come too far to fail-we just
have to get on with it."

"Creative audiences don't just want to
look, they want to make it."
Nick Barham,
advisor on contemporary culturO,
Bartle, Bogle & Hegarty.

Launch programmers establish their USPs
Managers of three very different
radio stations compared notes on
the launches of their stations, and
the contrasting strategies they
pursued, in a festival panel enti-
tled "A New Launch In a
Crowded Marketplace."

Bobby Hain, MD of
Alt.Rock and Dance station
Beat 106/Glasgow, said that
the nature of his station's
format lead his station to
"soft" launch using only
word-of-mouth (aside from a few
club flyposters) in order to make it
seem more alternative and excit-
ing to its young and style -con-
scious target audience. Only when
Beat 106 had been on air for four
months was an extensive ad cam-
paign launched-this strategy also
had the advantage of being able to
iron out any programming glitches
before most people were aware of
the station's existence. The focus

of all marketing activity
was the radically differ-
ent type of music to be
heard on Beat 106 com-
pared to its longer estab-

lished rivals.
For John

Myers (now MD of
GMG Radio) the role of per-
sonalities was crucial in his
launch (for Border TV) of
Manchester -based AC/talk
station Century 105 in 1998.

To this end the hiring of controver-
sial former politician Derek Hatton
to present a lunchtime
phone-in was a master-
stroke. He also recognised
the importance of exclusive
football coverage in getting
listeners to physically
switch stations, so pulled
out all the stops to sign a
£1 million deal with
Manchester United for exclusive

local/regional commen-
tary rights.

While both Beat 106
and Century 105 were
looking to fill gaps they
believed existed in their
local marketplaces,
recently -launched BBC

London Live's editor Paul Robey
had the difficult public service
remit of creating a station which
offers something "for all the
licence -fee payers in London." To
make his task even harder, Robey
admitted that there wasn't a sense

of localness among the
London audience, but he
said that there were "com-
munities of interest"
which London Live is tar -
getting. He also foresees a
role for London Live in
being "the cultural sta-
tion" for London, champi-

oning the arts and live music.
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ED c=incgrooves
by Gary Smith

FESTIVAL FOCUS - AQUAPLANING
For the second year the festival was held June 29 -July 1 in
the southern French town of Hyeres Les Palmiers. The
dual intention, of showcasing new talent and quality
music while at the same time giving the artists who play
a short holiday, marks the event as something intimate
and unique. Added to that the use, for the evening perfor-
mances, of the gardens of the Villa Noailles, a bauhaus
edifice perched on a hill overlooking the town, also adds a
certain cache. The festival was, as per last year, an excel-
lent mix of the familiar and the unknown with quality
being the common denominator.

LOCAL TALENT SPREADS JOY
Local DJs Steef & Le Club Landini were first up with
a genteel and original take on the music of Joy
Division. Samples of key passages from that group's
repertoire were mixed with D 'n' B head nod and hip
hop to create loungecore versions of music that lent
itself suprisingly well to such manipulation. Stand-
out performance of the night was by Matthew Herbert.
Already widely regarded as a recording artist of note
under such pseudonyms as Dr Rockit and Radio Boy,
Herbert's live show includes the jazz pianist Phil
Parnell and singer Dani Siciliano. It also includes a
section where Herbert, using 'found objects'-in this
case a selection of plastic bottles-plus three micro-
phones, a sampler and a few effects pedals, creates a
swirling, tribal groovefest. Jerry Dammers' first
appearance in years, with the Soul Jazz Sound
System, provided a thoroughly organic counterpoint to
the myriad electronic acts. His, and his cohorts' selec-
tion of Northern Soul and reggae included a fair num-
ber of classics and a few surprises, not least of which
was a reggae version of Freda Payne's classic Band Of
Gold sung brilliantly by Marcia Franklin.

THE FIRST MAN ON STAGE
The second day kicked off with the afternoon session on the
beach at Les Salins with A Man Called Adam creating a
thoroughly Balearic atmosphere. A typically eclectic selec-
tion, spanning Deep House, D 'n' B, Ambient and, er, John
Martyn was perfect summer afternoon programming.
AMCA was followed by Jimi Tenor performing live with a
costume that was pure Elton John circa 1979. Despite the
massive feather headdress and a voluminous multi-
coloured cloak in 35 degree heat Tenor sang, played siz-
zling Hammond organ and blew some superb saxophone.
Expect more crossover action from this eccentric Finnish
songsmith. The evening's stand out performances included
a splendid set of industrial strength breakbeat from
Wendy, a tentative but eventually triumphant set by Leila
-now signed to XL and soon to release the follow up to her
sparkling Rephlex debut Like Weather. Later in club Le
Reve, Thomas Brinkmann confirmed that when it comes to
live minimal Tech -House he is simply the best. After that
Markus Nikolai-featuring singer Clair Dietrich-turned
in a storming set of tuneful, witty Deep House.

THE FRENCH HOUSE
The final day's plaudits go to French house DJ Ivan
Smagghe for a superb set on the beach while the
evening saw Chicks On Speed confirm that they truly
are a breath of fresh air. Coversely u-ZIQ, aka Mike
Paradinas, merely proved that boys who spend too
long fiddling with knobs are very, very dull indeed.

All new releases, biographies and photographs for con-
sideration for inclusion in the Dance Grooves column
should be sent direct to: Gary Smith, c/o. Roger de Lluria
45 -3°-2, 08009 Barcelona, Spain.

Detour back to the '60s
by Adam Howorth

In a. small corner of West
Sussex on the English south
coast-location of the famous
Mod rallies of the '60s-a hus-
band and wife team runs a
small, independent record label
that celebrates the sound of the
UK scooter scene.

David "Dizzy" Holmes started
Detour in 1992 after a motorcy-
cle accident on the way back
from a scooter rally left him con-
fined to a wheelchair and unable
to continue his trade as a tool-
maker. His mail order company
quickly grew, signing four UK
distribution agreements,
including one with Virgin sub-
sidiary Caroline International,
and releasing 12 singles and
six albums each year.

Detour's signing policy is
strictly short-term and aimed at
empowering its acts, explains
director David Holmes. "We only
do one-off deals so we don't hold
them back," he says. What is
equally impressive about Detour
is that, despite its niche market, it
is able to function as a full-time
business employing five regular
staff. On top of wholesales, the
label survives thanks to a mailing
list of 1,500 subscribers who pay
£3 (euros 4.7) for singles, £8 (euros
12.7) for vinyl albums and £11
(euros 17.5) for CDs. The label
also has a strong Internet pres-
ence at www.detour-records.co.uk
which allows fans from around
the world to pay for records by credit card.

nr r-romil

As with many specialist record labels,
Holmes adds that, "we sell more
on vinyl than on CD."

European distribution is so
far confined to an exchange pol-
icy with similar labels on the
continent, says Holmes.
"Because we are a small label
we swap 25 of our releases with
others around the world and
[we each] sell them to get the
money back." Outside of the
UK, "our music is most popular
in Japan, Spain, Italy and
Germany," Holmes continues,
while in Britain on public net-
work BBC Radio 1 (CHR) "John
Peel plays it a lot and Mark
Radcliffe used to when he had
his evening show," he adds.

Of the acts signed to Detour,
the most well-known are The
Clique, whose Italian Job chant
was used on Channel 4's Big
Breakfast TV show. Most of the
Detour bands play high energy
power pop, often with
Hammond organ, that recalls
the sound of such Mod luminar-
ies as the Spencer Davis Group
and The Jam. Slightly different
are Yellowcayke, whose subtle

melodies inhabit the same hal-
lowed terrain as early Stone
Roses. And an unmistakable
feature of every Detour release
is the authentic, psychedelic
'60s sleeve artwork (pictured)
which invariably has pho-
tographs of the groups sporting
de rigeur Brian Jones bowl cuts.
Hardly modern, perhaps, but
undeniably Mod.

Radio picks up on smoke signals
by Tayfun Kesgin

In these days of heavily researched radio pro-
gramming, the story of German duo 2 Raum
Wohnung shows that "gut -feel" still has an
important role to play.

The story began two years ago
when national pop icon Inga
Humpe and her partner in life
Tommi Eckart were asked to
record the music for an advert for
Cabinet cigarettes. When
the track, Wir trafen uns in
einem Garten, was played
at his local cinema, the
Potsdam -based DJ Pasi
was determined to get a
copy of the song which, at
the time, did have not a
release. Eventually, he
found a copy of the haunt-
ing melody on a limited -
edition sampler and con-
vinced his friends at
Potsdam -based Radio EMs
(Alt.Rock/Dance) to give it
a spin. Within two weeks
the station was inundated with thousands of
callers trying to buy the record and quickly
playlisted the title.

"When DJ Pasi played us the song back in.
Jantiary, we loved it immediately without
knowing that Inga was the singer. Everyone

knew the song and wanted it-even retailers
called in, desperate because there were only
some 2,000 copies of the sampler [available],"
explains Peter Radszuhn, head of music at
Radio EMs. "Then when the record companies
started to show interest in the act, Inga told us

it was thanks to us they got their
record contract."

Public CHR station Radio
Fritz was next in line to pick up
on the record and within days the

song was top of the Fritz
listener charts. Finally, on
May 29, it was released
through a collaboration
between the Toneart and
Goldrush labels. Sabine
Ganske, managing direc-
tor of Goldrush, an imprint
of BMG Cologne, was
responsible for signing the
duet. "A friend from Berlin
told me about this song
that was constantly on the
radio," he recalls. "I asked
him to call the station and
find out who it was, but

the name 2 Raum Wohnung did not mean any-
thing to me, until Inga's name was mentioned.
I then met Inga and Tommi in March and
signed them. The story surrounding the song
is amazing-almost too amazing to be happen-
ing today," Ganske adds.
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