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The Backsireet Boys’
Shape Of My Heart
(Jive) is the new number ‘
one on the Eurochart !
Hot 100.

M&M chart toppers this week

Eurochart Hot 100 Singles
BACKSTREET BOYS
Shape Of My Heart
(Universal)

European Top 100 Albums
U2
All That You Can’t Leave Behind
(Island)

European Radio Top 50
U2
Beautiful Day
(Island)

European Dance Traxx
MODJO
Lady (Hear Me Tonight)
(Universal)

Inside M&M this week

A CLASSIC MAKE-OVER

Flemish public broadcaster VRT
is remoulding its classical and
jazz network Radio 3 into the
more melodic and harmony-
driven Klara. Page 5

MUSICALS SCORE IN FRANCE
Musicals have been an unlikely
source of chart success in France
this year. M&M’s annual France
Spotlight looks at this trend
together with the continuing
success of French electronica.
Pages 7-12

BERLIN
BLOCKBUSTER
Radio’s digital
future was very
much to the fore
once again at this
year's NAB Euro-
pean Radio Confer-
ence in Berlin
Pages 13-14
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NRJ drops RMC bid: Weill
prepares to take its place

by Emmanuel Legrand

Paris — Four months after
announcing the acquisition of
financially-troubled  full-ser-
vice station RMC (Radio Monte
Carlo), French radio group NRJ
has thrown in the towel.

On November 13, the day before it
was due to present its project for
approval to French broadcasting
authority the CSA, the group made
the surprise announcement that it
was withdrawing its bid, due to diffi-
culties over ownership regulations.

If cleared by the CSA, the station
will now fall under the control of Nex-
tradio, a newly-created company
which has made an offer to Pierre
Fabre, RMC’s current owner. Alain
Weill, the founder of Nextradio, is cur-
rently managing director of the NRJ
Group.

Weill has been closely associated
with the RMC acquisition from the
outset. With the backing of investors

he plans, in the first year, to
spend some Ffr 200 million
(€ 30.5 million) to finance
the purchase and relaunch
RMC as a national news
talk station.

] Weill will own 35% of
Nextradio, a company with a
capitalisation of € 15 million, and will
invest personally in the venture.
Financial group Groupe Alpha will
own the remaining shares. Nextradio
will own 83% of RMC and the state of
Monaco will retain the remaining
17%.

NRJ, which owned 20% of RMC,
will dispose of all its shares, and will
acquire from Fabre the 20% it did not
own in Gold network Nostalgie.

Weill says that, after exploring all
the options, it became clear that NRJ
would not be able to acquire RMC
without having to dispose of other
assets. It was then he suggested to
NRJ Group president of the superviso-
continued on page 25

U2 leave the
rest behind

by Adam Howorth

LoNDON — To hit the number one
spot in 31 different countries is a rare
feat.

The fact U2 have done it with their
ninth studio album, All That You
Can’t Leave Behind—selling five mil-
lion copies in less than two weeks—is
testimony to the vitality of a band that
has ignited stadiums around the world
for the better part of 20 years. It is
also tribute to the international vision
of the band’s record company Univer-
sal Island, and to the business acumen
of manager Paul McGuinness.

“It’s always been my practice to
acknowledge that major companies

continued on page 25

EMI Recorded Music has teamed up with two European Internet com-
panies as it prepares to launch digital downloads in Europe in 2001.
DX3 and On Demand Distribution (OD2) will become recommended dig-
ital service providers for the online downloads and sale of EMI’s reper-
toire. Peter Gabriel, co-founder of OD2 along with Charles Grimsdale,
comments: I have always been frustrated at the music business’ inabil-
ity to provide fast and free information. OD2 has been designed to pro-
vide that both for artists and record companies.” Peter Gabriel (left) is
pictured with EMI Recorded Music chief executive Ken Barry.

Bertelsmann
moves for EMI

A M&M /Billboard staff report

LoNDON — Two months after EMI
Group and Time Warner were forced to
withdraw the proposed merger of their
music divisions, Bertelsmann has
emerged as a potential alternative
suitor for the British company.

On November 10, EMI Group con-
firmed that it had been approached by
Bertelsmann about combining the two
companies’ music operations. According
to EMI's statement: “The transaction
proposed by Bertelsmann does not

continued on page 25
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Upfront

by Emmanuel Legrand, Music & Media editor-in-chief

After proposing to Napster, divorcing from Dorne-
mann and Zelnick and bringing Rudi back home,
Thomas Middelhoff is now flirting with EMI.
| What an appetite he has! And welcome to the lat-
iest weekly episode of the ongoing saga of the Bertels-
imann’s chief executive’s career in the music industry.
Obviously he is on a roll. After all, this is the man
who said in March this year that he expected to be No.1
/in the music industry “within the next 12 months”—
lalthough not “by the end of the year,” as written every-

‘where else.

| It’s a dangerous thing to 'say but, if he succeeds,
‘everyone will shower him with glory. If he doesn’t, his
long-term credentials as a manager will be seriously

‘questioned.

After the collapse of the EMI/Warner deal, Middel-
'hoff knew he had a window of opportunity, albelt only
thalf open. But, if it is confirmed, clearing a deal with

EMI/Warner.

hurry.

What the EMI/Warner case
has proven is that you cannot
take for granted the Commis-
sion’s clearance of a deal. Mid-
delhoff probably appreciates
this. Even though he is in a

EMI could be a hard nut to crack. It is quite fascinat-
ing to see that so many people fail to remember the
pitfalls EMI and Time Warner fell into when their
proposed merger was put under the microscope by
Europe’s regulators. |
Why would the Commission’s verdict be any differ-
ent than it was two months ago? Have things changed
so drastically in the music industry that the concepts
of dominant position and oligopolies described in the
EC “statement of objections” are no longer valid?
The size of the combined EMI/BMG entity is not
too dissimilar to the size of EMI/Warner. So, unless
EMI shrinks in size, it could be a good bet that the
Commission will apply the g
same reading of the situation
as it did when it ruled on

[ l\/|u5|c & I\/Iedlo values its reoders oplnrons—you can e- mon the edl’ror in-chief at: elegrand@musicandmedia.co.uk |

Sanz walks off with honours

by Howell Llewellyn

MADRID — Warner Music act Ale-
jandro Sanz capped a triumphal
week on November 13 after receiv-
ing awards for Best Spanish Male
Artist and Best Spanish Album at
Madrid’s Premios Amigo ceremony.

The honours came just seven
days after topping the same cate-
gories at Barcelona’s Premios
Ondas, and in the wake of Sanz
smashing Spanish sales records
when his new album El Alma Al
Aire, which sold a million units in
its first week of release.

Other double-award winners at
the Amigos included Catalan
rumba duo Estopa (Best Spanish
Group and Best New Artist), San-
tana (Best International Group
and Best Album), and Colombia’s
Carlos Vives (Best Latino Male
Artist and Best Album).

The Amigos, organised by Span-
ish labels’ association AFYVE, also
honoured Luz (Best Spadnish
Female Artist), Gloria Estefan
(Best Latino Female Artist), Tom

André Midani, Miami-based BMG
Latin Region VP Adrian Possé,
Universal Music International
senior VP Max Hole, RCA UK mar-
keting manager Peter Nilsson, and

Jones (Best Internation-
al Male Artist), Madonna
(Best International
Female . Artist), and
Christina Aguilera (Best
New International
Artist).

U2, who performed at
the ceremony, won an
honorary award for their
contribution to music.
Christina Aguilera,
Backstreet Boys, Hevia,
Estopa and Alejandro
Sanz himself also performed live.

Among label executives who
flew in for the event were IFPI
president Jay Berman, Warner
Music International president

RCA executives from
New York.

The 47th Premios
Ondas—which is organ-
ised by Radio Barcelona,
part of the Cadena SER
radio group—took place
a week earlier in
| Barcelona. Apart fom
Sanz, winners at the
awards (which cover
radio, television and cin-
ema as well as music)
included Estopa,
Joaquin Sabina, Luz, Jose Merce,
and Cuba’s Amaury Gutierrez.

Sir Elton John won an honorary
award and performed Don* Go
Breaking My Heart with Kiki Dee.

UMG pays artists half MP3.com damages

by Carolyn Horwitz & Bill Holland

NEw YORK — Universal Music
Group is paying half of the $53.4
million (€ 62.3) in damages it won
in its copyright-infringement suit
with MP3.com to its artists.

Both parties agreed
to the figure, said to be
the largest statutory
damage award for
copyright  infringe-
ment ever.

“We always said
that this was not just
about us, but about our
artists,” UMG presi-
dent/COO Zach
Horowitz told Music &
Media’s sister publica-
tion Billboard. “Given
the unprecedented
nature of the award, we decided
that the appropriate thing to do was

My.MP3.

Michael Robertson

to share it with the artists, whether
or not their contracts require it.”
After UMG removes $3.4 million
for legal fees, $25 million will be
distributed among the artists
whose material has been used on

UMG also agreed to
license its entire
music catalogue for
use in the
My.MP3.com music
storage service.

Michael Robertson,
CEO of MP3 said:
“This provides clear
evidence that the
‘needs of rights hold-
ers and music fans
can be accommodated
in the digital music
space. The market-
place that has served artists and
consumers for so long will continue

to thrive in the era of the Internet.”

The judgement was the result of
strong suggestions by Judge Jed
Rakoff of the district court for the
Second District of New York that
the parties settle. Otherwise, both
would have had to face weeks and
perhaps months of legal wrangling
over the final number of infringed
recordings and arguments such as
the validity of UMG’s copyright
registrations and whether or not
they were illegally registered as
works made for hire.

In a separate agreement, UMG
struck a deal to receive a “signifi-
cant amount” of MP3.com stock
warrants.

Still pending are suits against
MP3.com by shareholders and
indies that include Zomba and
TVT, as well as a class action
brought recently by Unity Enter-
tainment Corp.
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VRT rebrands Radio 3 as Klara |lKe \NNNi=/=N1=7-NA

by Mare Maes

BrusseLs — Flemish pub-
lic broadcaster VRT’s clas-
sical channel Radio 3 is
changing its name to Klara
from December and spawn-
ing its own record label.

The rebranding is a reac-
tion to the station’s 1.7 %
share of the audience in
Flanders—the specialist
classical/jazz channel is
considered the weakest link
in the VRT radio chain.

VRT spokesman Paul de
Meulder says that the new-
look Klara’s music will be
based on “harmony and
melody.”

The station will broadcast
a mix of different styles of
classical music during day-
times. After 19.00, there will
be live music or themed pro-

gramming featuring jazz,
ethnic and world music,
avant garde and fusion,
according to De Meulder.
Klara also intends to
produce its own studio
recordings of Flemish
music and musicians. A

ment, emphasizes that sta-
tions such as Klara contin-
ue to play an important role
in breaking classical and
jazz music. “They are cru-
cial in promoting culture,”
he says. “I'm convinced that

Klara, with new and

new record talented presen-
label, called ters such as
Klara,  will (' Chantal Pattyn
release around [hired from
six albums a VRT’s alterna-

year, to be distributed
through Baltic.

The newly launched sta-
tion will also-be sponsored
by financial group Dexia.
“This sponsorship allows us
to add to the programming,
with live broadcasts and
outdoor events,” explains
De Meulder.

Lut Behiels, manager at
Universal Classical Depart-

tive music station
Studio Brussel] will get
its teeth into the job,” adds
Behiels. “Apart from
crossover artists like
Andrea Bocelli or Allesan-
dro Zafiro, who also get air-
play on the more popular
channels, a station like
Klara is able to put its
energy into more specilaist
classical releases.”

AlM sets up e-commerce platform

by Gareth Thomas

LoNDON — Musicindie, the
company set up by UK
independent labels’ body,
AIM, has signed a deal to
enable ATM members to sell
music through their web-
sites.

Musicindie is a stand-
alone company part-owned
by AIM (which rep-
resents 450 labels
including Mute,
Beggars Banquet,
V2 and Warp) and
has joined forces
with technology
company DigMedia
to set up the e-com-
merce platform.

“It’s about how we collec-
tively represent a load of
entrepreneurial labels
without interfering with
their business,” explains

Musicindie MD Gavin
Robertson. “We're locking
to support labels in busi-
ness decisions.”

Musicindie is the largest
UK music e-commerce ven-
ture of its kind and has
developed a three-part busi-
ness model. Stage one offers
e-commerce facilities to
labels and will be rolled ocut
around spring next
year. The infrastruc-
ture will enable
ATIM’s member labels,
which account for
26% of the UK music
industry, to handle
online shopping
carts, credit card
clearance, customer services
and fulfilment.

Funding is currently
being sought for stages two
and three, which will,
according to Robertson, “be

far more sophisticated and
empower labels to trade in
ways that no-one can do at
the moment.”

The e-business solution,
created by DigMedia, will
enable independents to
compete globally not only in
the Internet, but also in
digital broadcasting and
mobile telephony.

“We're developing this
cutting-edge approach. The
difficulty is how to say that
without saying what the
new approach is...to people
who could posssibly do it
much quicker than us,”
says Robertson, who is still
finalising patents and the
funding: “Once that’s in
place we’ll be able to
announce the other part-
ners we're working with
and give a bit more away
about what we’re doing.”

Sony’s Borchard moves to Europe

LonDON — As predicted
three weeks ago in M&M,
Julie Borchard has been
confirmed as Sony Music
Entertainment Europe
senior vice presi-

dent international, Colum-
bia Records, has relocated
to London. Reporting to her
are SMEE VP marketing
for Europe Holly Diener
(Columbia) and

dent, marketing.
Borchard takes
over the responsibil-
ities previously held
by Richard Ogden,
who left the compa-
ny in September to
set up his own man-

Frank Stroebele

New president of
Sony Music Enter-
tainment Europe,
| Paul Burger, said in
a statement that
Borchard brings to

agement company. She will
be responsible for the mar-
keting activities of all Sony
Music labels across Europe.

Borchard, previously
based in New York where
she was Sony Music Inter-
national’s senior vice presi-

Sonys European opera-
tions “a wealth of experi-
ence, creativity, knowledge,
ideas and relationships
that will prove invaluable.”
Burger added that he
expects  Borchard to
“ensure that we maximise
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the opportunities for our
strong international roster
of artists while at the same
time work with all our affil-
iates in attempting to
spread the success of our
European artists beyond
the boundaries of their
home territory.”

Borchard, who joined
Sony Music in October
1993, began her career in
radio (KWVE, San
Clemente, CA) and music
television (KWHY-TV, Los
Angeles). “I lock forward to
working closely with Paul
Burger to help the company
continue to bring our
artists’ music—in all its
forms—to as wide an audi-
ence as possible,” she said.

SR PLANS FIVE NEW CHANNELS

SToCKHOLM — Swedish public broadcaster, SR, is
planning to launch five new digital radio channels to
go on air next year. The new formats are outlined in an
internal “strategic document” and include proposals
for a teen channel produced by P3, a cultural service
for the 35-55-year age group run by P1 and P2, a pop-
ular music channel for the over-65s from P4, and an
“experimental and interactive” station. The new out-
lets will be additional to SR’s current four FM net-
works P1 (talk/news/culture), P2 (classical music/edu-
cation), P3 (youth) and P4 (local) plus the DAB-dis-
tributed P6 International (ethnic minority program-
ming), P2 Musik and P7 (Finnish-language).

MME MAKES SHARE OFFER

BERLIN — German TV production company Me,
Myself & Eye (MME), which produces youth shows Top
Of The Pops and The Dome, is offering new shares to
investors as a way of financing its music and new
media ventures. The company recently launched a
marketing campaign to promote ShowNet.de—a live
entertainment web portal launched in collaboration
with concert promoter, DEAG—and Eyedoo.de, a
youth entertainment portal. MME’s is also producing
the Pop Grand Prix 2001, a search to find the best song
out of submissions by 14 participating countries. The
final will take place at London’s Royal Albert Hall.

UNSIGNED ACTS ON THE NET

LoNnpON — TV production company Perfunctory
Group is to webcast the forthcoming Unsigned Bands
nights at the London Astoria 2. Perfunctory Group
has entered into a deal whereby the weekly nights
will be transmitted live on the website of the concert
promoters Mean Fiddler (www.meanfiddlerliveon-
line.com).

MOVING CHAIRS

STocKHOLM — Dan Granlund has been chosen to
succeed Mattias Hansson at as station manager at
public broadcaster Sveriges Radio’s national CHR sta-
tion P3. Granland was previously assistant station
manager at SR Goteborg.

Paris — Jordi Finazzi Pallares has been appointed
president of Radio Latina, replacing Xavier de
Seguins. The move follows the Spanish group Prisa’s
acquisition of 60% of the Paris-based station.

interneft in-site

The Iceberg
www.theiceberg.com

This well-designed family of sites is the work of Ice-
berg Media, a Canadlan company that provides
turnkey productlon and delivery for online
audio/video content. It includes three round-the-
clock radio stations, each with its own visual identi-
ty: 2Kool4Radio is indie and alternative rock,
1Groove is electronica, and Illnoiz is urban rap and
hip-hop. All stations also provide archives and
playlists. The related sites include a nascent webzine
called Deeper and a music event archive site called
PrimeTicket. Standard Broadcasting and Newfound-
land Capital are stakeholders in deals that allow Ice-
berg to advertise its channels on the New Cap/Stan-
dard network of more than 35 radio stations.

Chric Marlowe




Success of domestic product
can’t hide market problems

othing sums up the current
state of the French market
as well as a quick glance at
the album charts in recent
months—local repertoire is
dominant, with an average of six to
seven domestic titles in the Top 10.
Domestic repertoire not only sells,
but sells in higher quantities than
ever before. But the ever-growing
market share of local repertoire—now
over 56% of total sales—is small con-
solation to an industry facing its
biggest crisis in a decade. “The

market has been flat, if not in decline,
during the first half of the year, but
there haven’t been that many big
releases so far,” notes market leader
Universal Music France president
Pascal Negre. “On the bright side, the
share of French music is dominant

Faced with tough market conditions, French record
company executives remain however quite buoyant
about the future. Emmanuel Legrand reports on the state
of France’s music industry, as local acts ride high atop

the European charts.

which proves that we are doing a good
job.”

“From a pure creative standpoint,
there is no crisis,” adds Marc
Lumbroso, president of EMI Music
France and also president of industry

“From a pure creative standpoint,
there is no crisis.”
Marc Lumbroso

president, EMI Music France & SNEP

trade body SNEP. Local successes
cover a wide range of music genres,
including traditional chanson (Charles
Aznavour, Henri Salvador),.rap (Passi,
Saian Supa Crew), electronica (Saint
Germain, Etienne de Crecy), rock
(Louise Attaque, Tryo), and musicals

Export: a growing business

According to estimates, the export market for French music now represents
annual revenues in the region of Ffr 800 million ( €21.9m), more than inter-
national income from the movie industry. Universal’s Negre says that what
is also changing is the growing reach of export, which is no longer confined
to Europe, but has seen notable successes in Latin America and in Asia.
“There have been significant inroads made,” agrees Negre. “It is a tribute to
the quality of production in France, of our artist’s creativity and our capaci-

ty as labels to promote them abroad.”

The number of international success stories is growing. It's mainly
through a new wave of electronica/dance acts—Modjo (Universal), currently
topping M&M’s Eurochart, Saint Germain (EMI), Daft Punk and Air
(Virgin), Etienne de Crecy (V2), Benjamin Diamond (Epic), Bob Sinclar
(Yellow/East West)—that France is mapping the world (see story page 10).
But other genres are also selling internationally, from pop band Phoenix
(Virgin), rap act Orishas (EMI), world music artists such as Manu Chao

(whose debut Virgin album sold over two million
units worldwide) and Youssou N'Dour (Sony Music).

“Faced with a tough local market, labels turn to
the international market for additional revenues,”
says SNEP general manager Hervé Rony. “There is
a real pressure to develop export sales.”

Majors as well as indies are adapting their struc-
ture to develop international sales. “Today, you can-
not limit your horizon simply to France,” says V2’s
Zannettacchi, who has high hopes for de Crecy’s
recently released album Tempovision, out in 22

countries.

“Audiences are getting increasingly more open to
music coming from France,” says Virgin’s de

Zelnik

Buretel, eagerly anticipating next year’s release of
sophomore albums from Daft Punk and Manu Chao. “The international

potential of French music is growing.”

Naive’s president Patrick Zelnik sees the current blending of creativity at
a worldwide level—as exemplified by the success of Buena Vista Social
Club—as a very encouraging situation. “Music and creativity comes from
anywhere these days. There is a gigantic melting pot of influences. It is a
very exciting period on an artistic level. This is absolutely thrilling.”

(Les 10 Commandements, Romeo &
Juliette). The charting crowd also
includes established acts (Johnny
Hallyday, Patricia Kaas) as well as
newcomers (Le Rat Luciano, Tryo).
“The music industry is at a cross-
roads—it is a transitional period,”
analyses Olivier Montfort, presi-
dent & chief executive, Sony Music
France, who, like others in the
industry, paints a rather dark por-
trait of market conditions in
France: “There is less and less
space for artists, with radio sta-
tions reducing their playlists and
there are hardly any TV shows fea-
turing artists, and those who do
use artists as an alibi for something
else. Retail is in full consolidation with
fewer accounts, and those remaining
are becoming more important. In addi-
tion, TV advertising rates are going up
and with the reduction of advertising
slots on public channels space is scarce
and expensive.”

CD-R copying
Lumbroso says the situation is mostly
due to issues specific to the French
market, such as the development of
CD-R copying. In France, con-

access to a set of stations with a dif-
ferent culture and a different sound
offers more opportunities for artists.
The downside is that the power to
programme songs is in the hands of
very few people and that music test-
ing is king, which can affect artists.
As much as possible we have to fight
to preserve the diversity of the radio
landscape.”

Resentment towards radio
But there is growing resentment
among labels—especially indepen-
dent companies—at the way radio
stations run their programming. One
of the main problems is radio expo-
sure. Indie label’s industry body UPFI
is concerned about the power rotation
rates that some stations such as NRJ
have adopted. “It simply kills a
record,” says UPFI general manager
Jérome Roger. “How can you expect
someone to buy a record if it has been
heard 60 or 70 times a week on radio?
And it goes with tighter playlists. The
whole system is going to be blown
away if this continues.”

But looking at the future, many
industry executives see some reasons
for optimism. For once, the Internet is
viewed as a very good marketing plat-
form to “expose artists at a very inter-
esting cost,” according to Sony’s
Montfort. “The Internet is a fantastic
tool to reach the fans instantly and
create a buzz on an artist,” he adds.

Gerentes also sees the Internet as

sumers can buy up to 20 blank
CD-Rs for Ffr 100 (€ 15.25) and
it is estimated that up to 200
million blank CD-Rs will be
sold in 2000.

“Music is a high risk busi-
ness,” explains Virgin France
president ~Emmanuel de
Buretel. “The level of invest-
ment is growing.” Sophie
Zannettacchi, managing direc-
tor, V2 France, adds: “The
entry ticket is the same for
everyone—and it is very high. Signing
an artist is a big commitment. You
have to evaluate your risks and you
cannot multiply your signings.”

These comments show the frustra-
tion record company executives can
experience when looking at sales lev-
els and market conditions even at a
time when local repertoire is doing
well, both in France and abroad.

BMG president Bruno Gerentes,
whose company has made a recovery
in the past two years after a decade of
sliding market share, notes that radio
consolidation and formatting are key
elements in the change of the market-
place, but can work both ways.
“Radio segmentation has some good
aspects,” he explains. “There is a
wider diversity of titles played over-
all, but you have less overlap than
before from station to station. Having

a substitute for France’s lack of radio
diversity and for its reduced retail
base. “The Internet is great because it
can be accessed anywhere and there-
fore is a factor in easing up access to
music. [Rock formatted Paris-based
station] Oui FM is only available in
Paris, but through the Internet you
can listen to it wherever you are. This
changes the landscape.”

Virgin, as all the labels, has beefed
up its Intermet resources—financial
and human—and uses the Internet
intensively for marketing and promo-
tion purposes. “You have to invent the
marketing of tomorrow while taking
care of today,” says De Buretel. “It is
crucial to be creative, rather than
spending millions buying advertising
space on TV. We have to work differ-
ently and reinvent ourselves each
year.”
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Musicals stage renaissance in France

1l the world loves a show,

and France has fallen head

over heels for musicals dur-

ing the past two years.

ollowing in the footsteps

of the phenomenal success of Notre

Dame de Paris, no less than three new

French musical soundtracks—1I10

Commandements, Romeo & Juliette,

and Les Mille et une Vies d’Ali Baba

(all signed to Mercury/Universal

France)—have been in the upper

reaches of the airplay and sales charts

since their release. And the success

isn't limited to France, with Europe

getting in on the act, with Les Rois du

Monde and the Romeo & Juliette

soundtrack album each making their
mark on the European charts.

Extensive radio airplay

The musicals have also done well at
radio. At full service radio station,
RTL, L’Envie d’Aimer (10 Commande-
ments) reached No.l, Les Rois du
Monde number two, and A Quoi Bon
(Les Mille et une Vies d’Ali Baba) 24
on the station’s chart. “For a long time
it was thought that the French were
not receptive to musical comedy, but
with the enormous success of ‘Notre
Dame’ that attitude started to
change,” says Alain Tibolla, Head of
Programming at RTL Radio.

“Frankly I was very surprised by
the success of Notre Dame de Paris. No
one could have predicted it, but it was
evident in the strength of the melodies
and songs. There are now three mugi-
cals out at the same time, each with its
own style and appeal, but Notre Dame
has set the standards.”

Virgin Megastore’s main Champs-
Elysées branch reports brisk sales on
musical soundtracks, acknowledging
a trend that is attracting customers of
all ages. Les Rois du Monde has been
the best-selling single for three weeks
running with La Peine Maximum (10
Commandements) not far behind. In
terms of album sales, both Romeo &
Juliette and 10 Commandements
reached the top 10.

France might have some catching
up to do on the American and English
tradition of musicals—or the run-
away popularity of an Andrew Lloyd

Musicals have dominated
the charts in France this
year, signalling a real
renaissance for the genre.
Millané Kang reviews the
progress of a phenomenon
that has become a real
French affair in 2000.

Webber blockbuster—but the genre
has definitely gaining a foothold. Its
roots can be traced back to
Starmania, the cult rock opera which
featured music by Michel Berger and
lyrics by Luc Plamondon. The show
recently celebrated its 20th anniver-
sary, and its soundtrack (WEA) has
sold almost 4.5 million copies, making
it one of the best selling albums in
France. An English-language version
entitled Tycoon was released in 1992,
featuring Cindy Lauper, Kim Carnes,
Céline Dion, Tom Jones and Nina
Hagen—it sold half a million copies.

Romeo & Juliette

€%

Luc Plamondon, along with
Richard Cocciante, was also responsi-
ble for the musical score of Notre
Dame de Paris, adapted from Victor
Hugo’s famous novel. The soundtrack
(Columbia/Sony) was the fastest sell-
ing record of the year and the single
Belle the 1998 smash hit of the
French-speaking territories. In total
the soundtrack has sold a staggering
7.5 million units (studio album, dou-
ble live CD, singles and videos com-

bined) in  France, Belgium,
Switzerland and Canada. The studio
album was No.1 in the album charts
for 17 weeks and the double live CD
sold more than one million units. The
single Belle sold three million copies
in France alone, spending 30 weeks at
the top of the charts.

Focus on albums

Universal’s strategy for the new gen-
eration of musicals is to market
soundtracks distinctly separate from
the shows. Pierre Satgé, who oversees
international  development  at

Mercury, explains that the label han-
dles the albums “without waiting for
the opening of the musicals, working

the soundtracks like a regular record
with singles, sales and TV cam-
paigns.” Satgé admitted he was sur-
prised by their success. “It’s the
strength of the titles and universal
message of the lyrics,” he said. “It’s
the music that speaks.”

Romeo & Juliette is a classic exam-
ple of how, the albums come first. The
musical doesn’t open until January
2001, but the soundtrack entered the
charts in April and has stayed in the
top 10 ever since. Singles Aimer (To
Love), and Les Roi du Monde (Kings
of the World), have also both been big
hits.

Another big hit musical is 10
Commandements (The 10 Command-
ments), based on the story of Moses,
and the work of French film director
and screenwriter Elie Chouraqui.
Music and lyrics were written by
Pascal Obispo, Lionel Florence and
Patrice Guirao. “With the need for
spirituality at the beginning of a new
century and problems in the Middle
East, this story of peace and bringing

people together came at the right
time,” says Satgé. The soundtrack
album has already sold over 400,000
copies, while its first single L'Envie
d’Aimer has sold 750,000.

The latest addition to the musicals
family is the Jean-Claude Camus-
produced Les Mille et Une Vies d’Ali
Baba (The Thousand and One Lives of
Ali Baba), which opened in Paris in
September. With music by Fabrice
Aboulker and Alain Lanty and lyrics by
Thibaut Chatel and Frédéric Doll, the
show has enjoyed success both in the
capital and on tour, and features a wide
variety of musical styles including jazz,
pop, dance, reggae, soul and Middle-
Eastern music. Its hit singles Tu Me
Manques Depuis Longtemps and A
Quoi Bon have helped push album
sales past the 100,000 (gold) mark.

On the international front, Romeo
& Juliette is selling well in Belgium
and Switzerland and will export to
Portugal, Holland and Canada at the
beginning of next year. Lyrics are
being translated into local languages
and 10 Commandements is set to be
distributed in native language in the
U.S,, England, Japan and Russia.

Export sales

Director of international exploitation
at Universal, Eric Vanderpoorter,
states: “Our musicals work well in all
French-speaking  territories—the
shows are filled with hits, impressive
scores, great casts—but it’s not easy
to sell a musical. The shows have
export potential but there are lan-
guage problems and production costs
are high. We still have to wait to see
the results.”

The success of Notre Dame has
undoubtedly reawakened France to the
musical as a genre, but it is still early
days, according to Alain Tibolla. “The
musical tradition is not fully estab-
lished in France but is on the right
track,” he says. “In France there is a
place for musicals which have the
capacity to unite several generations
around the same music. I hope we will
adopt a taste for musicals because they
are a fully-fledged spectacle with
music, scenery and costumes... a show
that transports us somewhere else.”

Rounding up the ones to watch in France

Saian Supa Crew
(Source/Virgin)
Compared favourably to
Pharcyde (whom they sup-
ported in the UK last May),
The Roots and Jurassic 5,
rap act Saian Supa Crew
have created a domestic and interna-
tional impact that only MC Solaar
can match. Angela, the second single
taken from KLR, their [global]
350,000 selling debut album, was
released in June. The track is cur-
rently still on the playlist of all the
main French radio stations, has sold
more than 480,000 units in France
alone and remains in the top five. In
the UK radio has been surprisingly

supportive despite the
language-barrier, with
various tracks getting
spot plays. That might be
about to change thanks to
a  half-French, half-
English track recorded
with UK rapper Roots Manuva called
Hey Yo My Man. The track has
already been serviced to radio and is
getting excellent response.

Merzhin (RCA/BMG)

After Premiére Lune (First Moon),
which sold more than 40,000 copies,
Merzhin continue their ludar cycle

with a second album Pleine Lune
(Full Moon) (RCA/BMG). Named

after ‘Merlin the Sorcerer’ in native
Breton language, the young six-
strong group serve up energetic,
Celtic-tinged rock which mixes fifes
and strings, slap bass and saturated
guitars in a humorous, light-hearted
homage to partying and drinking.
Released in France, Switzerland and
Belgium in June and in Canada in
October, Pleine Lune has alread
sold more than 65,000 copies. z
The single L’Hacienda, a
Mediterranean and North-
African flavoured title, is
being broadcast on selected
stations and its video is on
rotation on French channels
M6 and MCM.

Benjamin Diamond (Epic/Sony)
With his debut album Strange
Attitude set to be released in 20 coun-
tries, this former singer on
Stardust’s 2.5 million selling Music
Sounds Better With You is shaping up
»to be the latest French dancefloor
phenomenon. The lead single In Your
Arms (We Gonna Make It), which
includes a superb Joey Negro remix,
is currently a hit single in
Italy. The track is currently
in the upper reaches of
M&M’s Border Breakers
airplay chart, and has
appeared in the UK and
German club charts. Next
continued on page 10
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SONY MUSIC FRANCE...

INTERNATIONAL HOT NEW RELEASES...

Chrysalis

ANGGUN

Previous album Snow On The Sahara sold
1 million copies worldwide. New album Chrysalis
already Gold in Italy and Platinum in Indonesia.
First single “Still Reminds Me” Top 10 European
Breaker Single Charts. Video on MTV. European
tour starting Feb. 2001.

o uge sanenicic

YANNICK

First single “Ces Soirées-La’” sold over 2,000,000
copies worldwide! #4 European Single Charts,
#1 in France for 18 consecutive weeks, #1 in
Belgium, #1 in Switzerland, #1 in Canada, #5 in
Mexico, #10 in Colombia, etc. English version “0h,
What A Night! (It’s Party Night)” to be released
in more than 20 countries within Christmas 2000.

SKI

Ski Oakenfull, legendary player of the 90's UK Acid
Jazz scene, has released a jewel of House/Electro/
Jazz fusion Life Changes. Video on MTV. Available
throughout the world by January 2001!

BENJAMIN DIAMOND

The ex-singer of Stardust is back !

First album Strange Attitude released in more
than 20 countries. First single “In Your Arms (We
Gonna Make I1t)” Top 10 European Breaker Single
Charts, Top 20 UK Club Charts, European Dance
Charts, German Dance & Club Charts, Italian
Single & Airplay Charts, etc. Video on MTV.
2nd single “Little Scare (Love Will Bring Us
Back)” out now !

PATRICIA KAAS

New album - Live - double CD with the recording
of her last tour and of the philharmonic concerts
she performed in Germany. Patricia received in
Berlin the outstanding “Adenauer - Charles de
Gaulle” Award in Berlin, symbol of the French-
German cultural reconciliation.

WES

New album Sinami, The Memory produced by the
famous Brian Rawling (Cher, Enrique Iglesias,
Tina Turner among others). Releases in more than
20 countries.






