
Masic
Media®

JUNE 2, 2001

Volume 18, Issue 23

£3.95

Atomic Kitten's Whole Again
(Innocent/Virgin) is this
week's Sales Breaker on the
Eurochart Hot 100 Singles, at
number two.

we taller to radio
M&M chart toppers this week

Eurochart Hot 100 Singles
SHAGGY FEAT. "RIKROK" DUCENT

Ii Wasn't Me
(MCA)

European Top 100 Albums
REM

Reveal
(Warner Bros.)

European Radio Top 50
REM

Imitation Of Life
(Warner Bros.)

European Dance Traxx
FAITHLESS

We Come 1
(Cheeky/Arista)

Inside M&M this week

STAR SUBSTITUTES
'60s mod -gods The
Who (pictured) have
for the first time
endorsed an official
all-star tribute
album, which sees
the likes of David
Bowie, Paul Weller

Crowe covering Who
Page 6

and Sheryl
classics.

CARPET SLIPPERS TO
CARPET BAGGERS?
Much to the chagrin of the UK's
commercial radio sector, public
MOR station BBC Radio 2 has
been moving into younger, AC ter-
ritory in recent years, with spec-
tacular success. Pages 7-8

AGGREGATORS ADDING UP
In this month's M&M Online,
Julia Koranteng asks whether the
Internet's generalist content
aggregators, such as Yahoo! and
AOL.com, represent the future of
digital music delivery. Pages 9-10

Enemies become friends
as Vivendi buys MP3.com
by Juliana Koranteng

LONDON - The acquisition of US
music portal MP3.com by French media
giant Vivendi Universal is not the prod-
uct of a snap decision.

Michael Robertson,
founder of MP3.com, tells
M&M that he was in talks
last year about working
with Vivendi Universal,
which on May 20 agreed to
acquire MP3.com for $372
million (  423m), even
though the two companies
were at loggerheads during
a bitter legal dispute.

Through its subsidiary Universal
Music Group (UMG), Vivendi Universal
was one of the five multinational record
companies that won nearly $140 million
from the unauthorised use of copyright

works on My.MP3.com, MP3.com's digi-
tal locker service.

In fact, while four majors reached
an $80 million out -of -court settlement
with MP3.com, UMG saw the dispute
through to the bitter end and won $53

million in damages.
"Even though we were in

dispute, I approached, Mr.
[Jean-Marie] Messier [chair-
man and CEO of Vivendi
Universal] because it made
sense to get in front of him
and discuss what we were
doing," the San Diego, US -
based Robertson explains.

After the litigation ended, the
majors began licensing repertoire to
MP3.com, and UMG's new media unit
eLabs started exchanging research
information with MP3.com. Two

continued on page 21

REM recapturing glory days?
by Siri Stavenes Dove

LONDON - A decade ago they were
the biggest band on the planet. And
with the May 14 release of Reveal,
REM's record company expects to
return the band to "the dizzy sales
heights of the late '80s and early '90s,"
according to Warner Music Europe's
senior director of marketing Jon Uren.

The band's last album, Up, sold
only 1.6 million units compared to
over six million each for 1991's Out Of
Time and 1992's Automatic For The
People. This optimism is fuelled by a
record that bass player Mike Mills
describes as comprising "a very strong
batch of songs" and a marketing cam-
paign that Uren says has been "all
about planning."

Warner started gearing up the cor-
porate machine in support of Reveal at
the end of last year. In January 2001, a
number of key marketing directors and

continued on page 21

Buoyant EMI
looking ahead
by Emmanuel Legrand

LONDON. - Just like its recent 22 -
million selling Beatles compilation,
the EMI Group is planning to be 1.

After what EMI Group chairman
Eric Nicoli described as a "challeng-
ing" year dominated by two aborted
mergers, the UK -based major is plot-
ting its future to grow and develop as
a stand-alone company.

Presenting EMI Group's results for
the financial year 2000-2001 on May
22, Nicoli reaffirmed his belief that
the company has
the strength to
thrive and the re-
sources to grow.
"Now that it is clear
that, in the current
regulatory environ-
ment, a merger with
another major music company cannot
be pursued at acceptable cost and
risk, we will proceed as an indepen-
dent, music -focused group," said
Nicoli in a statement.

EMI Recorded Music CEO Ken
Berry and EMI Music Publishing
CEO Marty Bandier both tell M&M
that, after a one-year hiatus linked to
the merger regulatory process in
Europe and in the US, they will be
pursuing their own growth strategies.
"We'll stick to selling records and
music publishing and making money
for our shareholders in that way,"
says Berry.

"Obviously we plan to make our
years successful through the organic
growth process," he adds. "But if the
opportunities to buy things do come
along, and they don't that often in the
recorded music world, we're definitely
interested if it's a good fit and brings
something to us that we don't have
otherwise."

continued on page 21
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

Slowly but relentlessly, the online music map is being
redesigned, and to the benefit of those who initially
looked like the losers in the new digital environment-
the record labels.

A few months after the AOL Time Warner merger
(which linked the biggest online portfolio of clients with
the biggest "content" group), in the wake of Bertels-
mann's acquisition of Napster, and following the cre-
ation of the Duet and MusicNet platforms, another
bridge has been crossed with the arrival of MP3.com
into Vivendi Universal's portfolio.

Some analysts are arguing about the price paid, but
Jean-Marie Messier's investment in MP3.com should
prove to be a smart move and a valuable asset in the
long run.

For a start, the company built by Michael Robertson
is one of the best-known brands in the online world and
has built a strong community of followers. Rather than
being embroiled like Napster in a bloody legal battle
with labels, MP3.com cleared the table last year of all

copyright infringements through a painful and costly
settlement process with all the main labels.

In the coming months, the majors will be ready to
license their music for downloads, through their Music -
Net and Duet portals. Because it is a legitimate site,
MP3.com will be in the enviable position of taking full
advantage of the catalogues made available for down-
loads, while Napster will have to await the end of its
legal confrontation with the labels.

MP3.com is mostly a US site, but through its associ-
ation with Vivendi Universal it could quickly take a
more global outlook, rolling out its site in other territo-
ries and languages.

On the whole, the Vivendi Universal/MP3.com
affiance proves that it is becoming increasingly difficult
for independent online services to -
sustain a business without being
part of a wider group-a point that
has not escaped some US congress-
men, who have expressed serious
concern about the future of indepen-
dent online music providers.

It's another example of the old
economy taking its revenge for being
made look outmoded by the new
economy.

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

Bernard to take strategic role at GWR
by Jon Heasman

LONDON - Long -serving GWR
Group chief executive Ralph
Bernard is to become the UK
radio company's executive
chairman, with fmance director
Patrick Taylor stepping up to
replace him as chief executive.

Bernard says the move
"allows me a bit more space to
do things more involved with
our strategic development,
while Patrick will have the
same space on the operational
side: GWR is now a very sub-
stantial business with a lot of inter-
national interests, and we need to
manage those very carefully. This
allows us to do that."

Taylor joined GWR in 1996, hav-
ing previously been financial director
at the Capital Radio group. The
changes will take effect after GWR's
AGM on July 26.

Elaborating on the split of duties
between himself and Taylor, Bernard

says: "I come from a programming
background so I have an interest in
the product. Although he's interested

in the product
as well, Patrick
is more on the
financial side,
and is also very

comfortable with
the commercial
and new media
side. But he'll be
involved across
all areas of the operational business.
My specific interests have developed
over the years in getting involved in
deals, and in corporate development
as well as the product development."

The moves were also prompted by

GWR's need to find a new chairman,
following Henry Meakin's decision to
step down from that post after 14
years.

Bernard is quick to point out
that his change of role will not
mean he is in any way reducing his
role in the business that he has

managed since its early days
as Wiltshire Radio. "I've been
involved with this company
for a very long time, and I'm
not stepping down, I'm step-
ping up," he says. "The rela-
tionship between myself and
Patrick is a very strong one,
and we think we can take the
company into the digital age
very powerfully."
 GWR's results for the year
ending March 31 2001

showed pre-tax profits up 8.1% to
£20.7 million ( 33.9 m). Turnover
increased by 24.4% to £127.2 mil-
lion. Revenues at the group's
national station Classic FM were
up by 22%.

Swedes scrap frequency auctions
by Johan Lindstrom

STOCKHOLM - The Swedish parlia-
ment has approved new legislation for
commercial radio which will see an
end to the country's frequency auction
system.

The new law, passed on May 18,
will come into effect on July 1, with
frequency auctions replaced by "beau-
ty parade" licence awards which will
consider ownership, amount of local
programming and format.

The decision follows several years
of political debate between the current
Social Democratic government (who
oppose the auction principle) and the
centre -right opposition parties which
introduced the auctions when in

power in the early '90s.
The current stations, which were

all licensed through the auction sys-
tem, will keep their frequencies until
2008, but with the same high fees (up
to Skr 3 million, or 333,000, per year)
they currently pay. However, new
licences awarded through the beauty
parade system will cost only
Skr40,000 per year. That's unfair com-
petition, says commercial radio trade
body the RU.

"In combination with the current
downturn in advertising, this will
have a bad effect on the stations that
are hit by the new competition," pre-
dicts the RU's CEO Christer
Jungeryd. "I won't miss the auction
system, as [the auctions] have cost the

Swedish radio companies Skr800 mil-
lion in annual fees, and this has
affected the development of commer-
cial radio. But at the same time, a new
model must be neutral in the market
and the government's new beauty con-
test clearly isn't. It's discriminating
against existing radio companies."

The new law also includes a number
of other important changes to existing
radio legislation. Newspapers will now
be able to own radio stations, and com-
panies will be allowed to own more
than one station in a single market for
the first time. Licences will now run for
four years rather then eight, and, in a
move to curtail networking, all stations
will have to carry at least three hours
of local programming during daytime.
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AIM plans new UK indie chart
by Siri Stavenes Dove

LONDON - UK indepen-
dent label body ATM's busi-
ness development commit-
tee is planning to launch its
own indie chart by the end
of this year.

Just how the chart will
be compiled is yet to be
decided, but co-chair of the
committee Tony Smith
explains that the most like-
ly end product will be a
combined chart, including
all channels of music retail,
provided sales figures can
be accounted for accurately.

AIM chairman/CEO Ali-
son Wenham says that the
chart may well end up
being a unique multi -for-
mat listing in order to cover
the diversity of product of
ATM's members. "Music
comes in various different

outlets to the consumer
nowadays-singles,
albums, EPs, vinyl-and
we want to reflect that
diversity and all the differ-
ent genres and areas of the
industry that our members
populate," she says.

"The idea came from the
reviews of the current chart
situation and we found that
perhaps [the official UK
chart] wasn't as represen-
tative as it could be," says
Smith. He adds: "The
charts as they stand do not
represent the way people
buy music in the 21st cen-
tury. We want to have a
chart with as few criteria as
possible; if you buy it, it
counts."

While there will be no
emphasis on genre, Smith
explains that "The all -con-
suming criteria [for the new

chart] will be that, while
you don't have to be a mem-
ber of MM, or even a UK -

based label, no more than
50% can be owned by a
major."

So far no publishing or
broadcast deals have been
made for the chart. "We've
had enthusiastic reaction
from a number of media
outlets, but no deals have
been made, and will not be
until after the chart has
been finalised," says Smith.
A proposal will be put to
MM members at its annual
general meeting on June
26, and if approved Smith
expects the chart to be
ready in time for Septem-
ber or October. "By the end
of the year, it will be widely
available," he predicts.

Additional reporting by
Gordon Masson

Sony Music Europe president Paul Burger recently presented Scottish band
Travis with special discs in recognition of over three million global sales of the
band's album The Man Who (Indpendiente). Travis' new album, The Invisible
Band, is released June 11. Burger (centre) is pictured with (1-r) the band's Neil
Primrose, Dougie Payne, Fran Healy and Andy Dunlop.

Malmo's Hit Radio shut down by owners
by Johan Lindstrom

STOCKHOLM - Radiofore-
taget's CHR station Hit
Radio, based in the south-
ern Swedish town of
Malmo, ceased broadcast-
ing on May 10, citing prob-
lems with its frequency and
increased competition in
the marketplace.

Hit Radio was launched
in May of 1998 and had been
scoring well in listener sur-
veys, despite the fact that
the station had been operat-
ing on a low -power commu-
nity radio frequency. Last
year, Bonnier Radio-the
owner of national AC net-
work Mix Megapol and Gold
station Vinyl 107-took a
10% stake in the station.

"We've had trouble with
frequency co-ordination
with regard to Denmark for
a long time," explains Hit
Radio station manager

Robert Persson. "They gave
a licence for a community
station north of Copen-
hagen that is on the same
frequency as our transmit-
ter. Even when they turned
their transmitter power
down, there were still prob-
lems for us. We've been
helped by the Swedish
authorities, but this costs a
lot of money and we've
being trying to get a solu-
tion for nine months."

The other reason behind
the closure is that there are
more stations broadcasting
contemporary chart for-
mats in the Malmo area
then previously-AC net-
work Radio City in particu-
lar has recently skewed
towards a younger Hot AC
format.

Following the closure of
Hit Radio, RaadiofOretaget
will now focus on running its
own version, under licence,

of Bonnier Radio's Vinyl for-
mat at its stations in Malmo
and Landskrona. "We can
now concentrate on the older
target groups with our oldies
station Vinyl, which has
been met by a good response
from the listeners. We have
clearly introduced some-
thing new into the market,"
says Persson.

Bonnier Radio and
Radioforetaget have both
been heavily criticised for
their use of community
radio frequencies to, effec-
tively, run commercial
radio stations. Those critics
can be found both among
their commercial radio
competitors, who have to
pay significant licence fees
for "official" commercial fre-
quencies, and from commu-
nity radio representatives
who are concerned about
the commercialisation of
the community radio sector.

ON THE BEAT
SONGPEOPLE EXPANDS ACROSS EUROPE

LONDON - UK -based online music
research company SongPeople is rolling
out its service to the rest of Europe for the
first time. Listeners taking part in Song -
People's research are recruited via radio
stations' own websites, linked to SongPeo-
ple's survey page. Once registered, 15 to 20
songs are streamed for the user, with pro-
grammers deciding the criteria for the
questions and what data they wish to
retreive from the survey. "Our development of this
online technology affords programming policy makers
fast, quantitative audience research which can range
from track rotations to feedback on new music," says
SongPeople founder Peter Ruppert (pictured). "The
system is easily tailored to the needs of the broadcast-
ers, such as formats and target demographics." Song -
People has also developed an online system for record
companies to test new music that can assist labels
with marketing and promotional strategies.

SIEFF NAMED SONY JAZZ HEAD
LONDON - Adam Sieff has been appointed to the
newly -created position of director of jazz at Sony
Music Entertainment UK and Europe. In the role,
Sieff will have responsibility for originating and
implementing marketing campaigns in the UK, as
well as directing the European marketing efforts for
all artists on the label's jazz roster. Sieff, who joined
Sony as marketing manager in the jazz marketing
department 'in 1995 before being promoted to head of
jazz in 2000, will report to senior VP marketing
Europe Julie Borchard and VP strategic marketing
Sony Music UK Brian Yates.

NEW PROMO COMPANY LAUNCHES
OSLO - Nina Jeanette Steinmoen and Christopher
Landmark have formed a new Oslo -based company,
Independent Promotion, to handle music promotion to
radio, newspapers, TV and events. Steinmoen, who
has radio experience from Radio 0s14ord, was previ-
ously head of promotion at Edel Records Norway.
Landmark, who formerly worked with Radio Tango
and Radio 1 Oslo, has more recently worked as a free-
lance promoter. The new company has also announced
a collaborative relationship with Oslo -based booking
agency Artistpartner.

BOOMFACTORY OPEN FOR BUSINESS

LONDON - The company behind

4111
the UK's MOBO (Music Of Black
Origin) Awards and the DanceS-
tar Awards, MOBO Holdings,
has restructured and renamed

itself BoomFactory. As part of the restructuring,
Simon Cave has been appointed group managing
director; Matt Donegan becomes events director; Susie
Vandi has been named the company's PR manager
and Helen Winter will manage the company's spon-
sors. This year's DanceStar Awards will take place on
June 6; the MOBO Awards will be on October 4.

..... -
CC MOBETAWARDS

TEMPERATURES RISE AT MW ESPAli 4
MADRID - MTV Espana has debuted its
first programme produced entirely in
Spain, MTV Hot. Launched on May 14,
MTV Hot (airing Mon -Fri 20:00-21:00)
is presented by drag queen Deborah
Ombres and promises to feature "music
gossip galore, such as who is sleeping
with whom, who is being unfaithful to
whom, as well as tons of music." Antonio
Campo Dall'Orto (pictured), MTV
Southern Europe director says: "This is without
doubt the most important innovation of MTV Espana
to date." MTV Espana spokeswoman Judith Marcos
says that Spain is the first country to have an MTV
service with "such a saucy and strong content."
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Virgin expands its Labels as
Belgium is added to network
by Emmanuel Legrand

BRUSSELS - Virgin is grad-
ually mapping Europe with
its specialist imprint Labels.

Belgium has become the
latest addition to a network
that already boasts similar
structures in France, Ger-
many, Italy and Holland.
Labels Belgium will be a
new subdivision of Virgin
Music Belgium, bringing
together a number of Virgin
sub -labels and licensed
labels under one umbrella.
The Belgian Labels will be
headed by product manager
Michel Will, and located in
the heart of Brussels.

Paris -based Alain
Artaud, Labels director for
Europe, says the new addi-
tion in Belgium is part of a
global strategy to provide
Virgin affiliates in the main
European territories with
similar set-ups. "What we
are doing is building a net-
work of companies, almost
a second record company
parallel to Virgin," he
explains.

Artaud, who reports to
Virgin Continental Europe
president Emmanuel de

Buretel, says these struc-
tures have three functions:
they serve as a marketing
and promotional platform
for selected Virgin labels
such as Source UK; they
handle licensed indie
labels, mostly from the UK,
with imprints such as Wall
Of Sound, Beggars Banquet
or Mute going through
Labels for all or part of
their repertoire; and they
develop local repertoire,
which in turn is handled by
other Labels in Europe.

In Belgium, the first
major release on Labels
will be Our Girl in Havana
by Buscemi, also scheduled
to perform at the Rock Wer-
chter festival in July.

Artaud, who started
Labels in the early '90s as a
platform for all the indepen-
dent labels licensed to Vir-
gin France, says all Labels
operations share the same
philosophy. "We have a very
independent spirit, in fact,
we try as much as possible
to locate our companies in
different cities than Virgin."

Artaud reveals that he
plans to create a similar set
up is Scandinavia.

The executive will gath-
er together all the different
Labels for the first time in
early June for a marketing
and A&R seminar in Rome.
"We are going to discuss
how we can set up com-
bined operating rules,
share ideas and launch
joint projects." These pro-
jects include a special mar-
keting campaign on select-
ed product, already in place
in France but awaiting roll-
out elsewhere, and a joint
web site.

Artaud says that having
the Labels companies gives
him more leverage when it
comes to making pan-Euro-
pean deals with indie
labels. The most recent
example of this was Daniel
Miller's Mute, which had
already been with Labels
for some years in France,
but which recently signed a
more global deal with
Labels and Virgin. Mute
will now go through Labels
in the European territories
where it is operational,
expect in Benelux where it
is handled by PIAS.

Additional reporting by
Marc Maes

Universal's Internet -friendly artist India.Arie, whose Motown debut album
Acoustic Soul has just been released in Europe, was in London recently to per-
form a showcase attended by a number of executives from Universal's European
operations. Pictured (l -r): Jessica Connor (marketing manager, Universal Music
International); India.Arie; Lars Grewe (VP marketing, Universal Music Interna-
tional); and Katherine Baekkevold (product manager, Universal Norway).

NRJ positions itself in Denmark
by Charles Ferro

LONDON - French radio
group NRJ has become the
direct owner of its station
in Copenhagen, according
to its new Danish manag-
ing director Claus Pichnar.

NRJ has been broadcast-
ing in Denmark for two
years as part of a franchis-
ing arrangement with a
local company Main Media,
under the management of
Tino Thorsoe and Kristen

Persson.
"NRJ stepped in and

took over activities and I
have been named MD,"
Pichnar explains. "And now
we're formally a direct part
of the NRJ group." Follow-
ing the moves, Main Media
will no longer be involved
with the station.

NRJ Copenhagen trans-
mits from a suburb of the
Danish capital, Birkeroed,
and its signal covers most
of the greater Copenhagen

area. It currently has
around 102,000 weekly lis-
teners. "Our target group is
12-24 year olds, and we're
the only Copenhagen sta-
tion with a strictly CHR
format," Pichnar notes.

Although NRJ has just
the one frequency in Den-
mark at present, this may
change, according to Pich-
nar. "We plan to expand,
but I am not at liberty to
disclose any plans," he
says.

ON THE BEAT
DANISH CD SALES DOWN
COPENHAGEN - CD sales in Denmark during
the first three months of this year have fallen,
following a similarly disappointing first quarter
in neighbouring Sweden. Danish CD sales in
dropped by 19.8% to 3.4 million units in the first
quarter of 2001 in comparison to the same peri-
od of 2000, according to figures released this
week by labels' body IFPI Denmark. Michael
Ritto (pictured), IFPI chairman and CEO of EMI Music
Scandinavia and Finland says: "In my mind there's no
doubt that copying is the prime reason for such a drastic
decline." Sales of international repertoire fell by nearly
30% during the first quarter, while domestic acts enjoyed
a 7% increase.

PPL MAKES KEY APPOINTMENTS

LONDON - Restructuring is continuing at UK record
industry collecting society PPL. Following a number of
redundancies earlier this year, including CEO Charles
Andrews and managing director John Love, PPL has
announced the appointment of two key senior executives,
Tony Clark and Dominic McGonigal. Clark, who previ-
ously worked at CBS, A&M and Sony, has been named
director of licensing and will be responsible for oversee-
ing all licensing activities at PPL. McGonigal, who has
been appointed to the post of director of strategy, busi-
ness and development, was previously membership and
media director at MCPS. He will be responsible for lob-
bying and for overall strategy and development. Both
Clark and McGonigal will report directly to executive
chairman Fran Nevrkla.

MUSIC CHOICE INTERACTIVE IN SWEDEN

LONDON - UK -based
broadcaster Music
Choice, which trans-
mits 47 genre -specific

audio channels via cable/satellite TV and the Internet, is
launching an interactive TV service on the Corn Hem dig-
ital platform in Sweden. The move follows the success of
Music Choice's interactive TV roll -out in the UK on the
Sky Digital platform in March. The company says
increased viewer control is the main feature of the appli-
cation, and the next phase of development will include
CD sales via TV.

music choice

ROADRUNNER MAKES CUTS IN STOCKHOLM

STOCKHOLM - Swedish label Roadrunner Arcade, which
numbers Pop act Bubbles, singer Sahlene and rapper
Markoolio among its key acts, has laid off nine of its
employees in Stockholm. The three remaining staffers
are managing director Clas Dahlen, head of A&R Niklas
Rune and head of finance Katarina Strand. More cuts are
expected across the group's other European affiliates.

internet in -site
The 80's Server
www.80s com

Users of The 80's Server can wallow in nostalgia for
many happy hours. Television, sports, movies, fash-
ion, even the Rubik's Cube live are to be found on
these pages and links. There's also a radio station
playing nothing but that decade's music in RealAu-
dio. Find out what happened this day in music in
the '80s, play several music -related games, or
browse through a comprehensive listing of the
decade's top 10 charts. Similar layers of activities
are available for other aspects of '80s popular cul-
ture, and each section has a members -only area that
costs $40 a year. The entire site is lightweight but
extensive.

Chris Marlowe
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by Gaol Smith

SO FAR SO GOOD
While the sound now widely known as the "French
Touch" is rapidly becoming history, there are still
records appearing that have to be classified as having
that feel. Such is the case with Sebastian Leger's Seems
So Far (Black Jack-SOB/France). The rhythm is
sprightly and crisp, while the arrangement makes judi-
cious use of the trusty Rhodes piano. A vocal sampled
from Drizabone, that recalls Michael Jackson on heli-
um, provides the hook for a tune that was originally
released last year and now reappears with an extra mix
from Leger. Given the intensely agreeable nature of the
production this one has every chance of being a big
record this summer.

LOST IN MUSIC
Falling somewhere between post -trance, tribal and hard
house, Matanka's Lost In A Dream (Iceberg/Denmark) is
an undeniably feel -good sort of number. A lead synth
that sounds spookily like a hunting horn handles the
instrumental hook while big, sweeping chords dominate
the drops. Meanwhile the vocals, heavily vocoded and
sort of incidental, could nevertheless give the track a
way in to radio. Despite its thumpy nature, LIAD follows
a classic pop chord sequence and is, at root, a song with
chart ambitions, albeit ones swathed in club credentials.
The spacey, ambient DJ Tandu mix is a definite for Ibiza.

SLOW MO
Any track that features vocalist Maureen Parker is
worth checking out, and Ain't Gonna by Brent Laurence
featuring the aforementioned (SFP/US) is, happily, no
exception. Parker comes on like Shirley Bassey while
the music provides a backing that is both menacing and
melodramatic. Given the fact that space and delicacy of
timing play as much of a part in this track as do the
notes, it is difficult to imagine it squashed into a radio -
friendly three minutes. Still, in terms of running time
McArthur Park, Bohemian Rhapsody and Papa Was A
Rollin' Stone were just as "inconvenient", so perhaps
this camp masterpiece should be given a chance.

WR GET FRESH
Following an appearance on Trip Do Brasil vol. 1, WR's
splendid version of the Donna Summer/Giorgio Moroder
classic Love To Love You Baby showed that the group
was more than a one-off project. Their admirable han-
dling of a classic track has since given way to the debut
album We Are WR (Rhythmix-WEA/France). The record
provides further evidence that this loosely -knit collec-
tive of five musicians is capable of creating a sound that
is both original, fresh and genuinely organic. The previ-
ously mentioned Love To Love You Baby benefits from a
combination of sensitivity and ability from singer Lidy
Arbogast plus excellent guitar and bass from Art
Mengo's sideman Hakim Bournane. However, the two
tracks that really show what this group is capable of are
the bright, brilliant and artfully over -the -top Jazz Not
Jazz and No Shame. Opening with a visceral, thunder-
ing breakbeat and a mad vocal sample, JNJ then goes
into a brass -dominated section that is guaranteed to set
the blood flowing faster. Wonderfully exciting music
firmly rooted in the Stax tradition then gives on to No
Shame, another unorthodox but thoroughly satisfying
effort that manages to be pop without being in any way
mainstream.

All new releases, biographies and photographs for con-
sideration for inclusion in the Dance Grooves column
should be sent direct to: Gary Smith, 26, bd Guerin,
13008 Marseille, France. E-mail: garysmith@jazzfree,com.

Who's Who of a tribute album
by Nigel Williamson

"Hope I die before the tribute album," as The
Who didn't quite sing on My Generation but so
easily might have done.

After resisting many such approaches over
the past two decades, the band has for the first
time endorsed an official all-star tribute
record. Substitute-The
Songs of the Who is
released across Europe
through Edel on May 28
and even features a ver-
sion of the title track from
the band themselves-
originally a UK top five
hit in 1966. Recorded at a
sold -out show at London's
Albert Hall in November
2000 in aid of the Teenage
Cancer Trust, it features
Stereophonics' Kelly Jones
on guest vocals.

The official connection
is enhanced by the Who's
sound engineer Bobby Pridden who compiled
and produced the record. "Bobby asked us if he
could put together a tribute album last year,"
Pete Townshend says. "I'd been approached
many times before but with Bobby at the
helm for the first time I felt comfortable with
the idea. Then I left him to it and I'm flattered
at the number of great artists he managed to
get involved."

Pridden got the idea after working with
Liverpool band Cast, who recorded a cover
of The Seeker for a B-side. "I've worked with
the Who for more than 30 years and the young
bands I work with are always saying what a
great influence they have been," he explains.

"So I made a list of bands and took the idea to
Pete. He was up for it and gave me permission
to use anyone I thought was right to cover one
of his songs."

In the event, recruiting even the biggest
names proved surprisingly simple. David Bowie
was one of the first on board with a version of
Pictures of Lily. "The Who's work became a

major template for so many
of us. Pete made a phenom-
enally important contribu-
tion to the new 'language' of
rock," he says. The only
doubt in the mind of Paul
Weller, who recorded
Circles for the project, was
whether he was worthy. "I
don't know if we've done
the track justice because
it's hard to better the origi-
nal," he says. "But in the
end I just wanted to do it as
a thank you to the band."

Sheryl Crow, who covered
Behind Blue Eyes from the

1971 album Who's Next, was another who took
very little persuasion. "The Who embody every-
thing rock can and should be-rhythm, tension,
energy and passion," she says.

A four -track sampler featuring Weller,
Crow, Bowie and the Stereophonics went to
radio in late April. "It's a major campaign for
us," says Damian Wathen, Edel UK marketing
manager. "We're using radio advertising, full
page ads in the music press and a big retail
presence with window displays. Your name it
we're doing it." E-mail flyers are also being
sent to the fan bases of all the contributing
artists, and a website is being established at
www.substituesongsofthewho.com
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Germany's dead poet society
by Terry Berne

Some 75 years after his death, anguished
Austrian poet Rainer Maria Rilke has
become a pop star. Or a pop icon, at least in
Germany, where an album featuring a
selection of his poems as recited or sung by
a dozen acclaimed artists-including Nina
Hagen and Montserrat Caballe-has
entered the pop charts, climbing quickly
into the top 60.

The BMG Classics release, officially
called The Rilke Project: Bis An Alle Sterne
has sold nearly 30,000 copies since it hit
stores in early March, on the
strength of widespread airplay
of album tracks mainly on
regional public radio, before
any single had been released.

The CD features a surpris-
ingly eclectic line-up of singers
and actors. From soprano
Caballe, punk diva Hagen,
and pop/rocker Peter Maffay,
to veteran actors like Mario
Adorf, Hannelore Elsner and
Otto Sander, the album veers from arias to
hip -hop, from dramatic readings to rock and
is described by production consultant and
project manager Bernd Hoffmann as "hip
hop for grown-ups." It was conceived and
composed by Richard Schonherz and
Angelica Fleer, who have provided a suit-
ably sophisticated score for the poet's
image -laden lyrics. Previously, Fleer collab-
orated as both composer and arranger on
Andre Heller's albums Neue Lieder and Bei

Lebendigem Leib, and is well-known among
new -age fans for his albums One Night in
Vienna and Under A Big Sky. Fleer made
her mark as keyboardist and composer for
artists including Robin Beck, Sally Oldfield
and Cologne -based rock group BAP.

The first single, a duet with popular hip -
hop act Xavier Naidoo and actor Ben
Becker, called Lied (Du Nur, Du) hit the
streets on May 21 accompanied by a video.

"The duet of Naidoo and Becker seemed
the ideal track for radio promotion, and it's
anyone's guess what the single will do for
sales of the album," says Ralf Blasberg,

head of music at CHR Radio
FFH in Frankfurt. "It's an
accomplished piece of work. It
meets the young and trendy
zeitgeist through the composi-
tion of artists and through
unassuming arrangements. It
manages to make young
adults interested in German
literature. The CD is very har-
monious, they didn't just ran-
domly force things together.

Du, Nur Du could be a pop song without
the Rilke background-it definitely has the
potential to become a hit. Xavier Naidoo is
a very high profile pop artist in Germany
and the mix of him with actor Ben Becker
will probably work well. Whoever listens to
the whole album, however, will have to
leave his pop habits behind and has to
make an effort to listen carefully." Techno
and club mixes will follow, and a second
single is planned for autumn.
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RADIO ACTIVE

How 2 became number one
In the last five years, UK public broadcaster the BBC has
transformed its Sinatra and Carpenters -playing MOR net-
work Radio 2 into one of the most respected, and suc-
cessful, music stations in Europe, winning the ears of
many 30 and 40 -somethings in addition to its traditional
core audience of over -50s. Jon Heasman and Gareth
Thomas look at how 2 became cool.

STATION
IN FOCUS

Back in November 1996, this
magazine ran a front page
news story-gleaned from reli-
able inside sources-that the
BBC was intending to change

its national MOR station BBC Radio 2
into an adult contemporary -type sta-
tion in order to prevent the network's
sizeable, but increasingly elderly, audi-
ence from quite literally dying off.

The M&M story was responded
to via a fax from the BBC's then
director of network radio Matthew
Bannister, who wrote that "I am
sorry to spoil a good story but I have
no plans to 'revolutionise' Radio 2."

Five years on, Radio 2 has REM,
Turin Breaks, Mel B, Shaggy and
Semisonic on its current playlist.
Its presenters include Steve
Wright, Richard Allinson, Johnnie

the BBC were always going to heed
every lesson there was to be learnt
(and there were plenty!) from the
messy Radio 1 revolution.

Gently does it
This time, under Radio 2's new con-
troller Jim Moir (appointed in
1996), the changes were to be intro-
duced gradually...very gradually.
There were to no mass presenter fir-
ings, and the new, younger voices on
the network, such as ex -Radio 1 jock
Steve Wright and ex -Capital
FM/London presenter Richard
Allinson, were broken onto the net-
work gently in weekend spots before
being given weekday programmes.

Perhaps most crucially, the exist-
ing Radio 2 audience was not disen-
franchised altogether in the way
that older Radio 1 listeners had
been in the mid '90s. For example,
many of the station's long -running
specialist programmes such as Sing
Something Simple, The Organist
Entertains and Friday Night Is
Music Night have been kept on the
schedule alongside more contempo-
rary shows from the likes of
Jonathan Ross and Steve Wright.

"We have kept flagship shows and we
have kept the diversity of programming"

- Lesley Douglas
Managing editor, BBC Radio 2

Walker, Janice Long, Mark Lamarr
and Jonathan Ross. It has also
overtaken sister CHR station BBC
Radio 1 as the UK's most popular
radio station, in terms of reach,
share or any other ratings mea-
surement one cares to use.

Yet one can understand
Bannister's sensitivity to such a
story five years ago. After all, this
was the man who had just been pil-
loried by the UK's tabloid press for
his radical overhaul of Radio 1,
which had seen presenters culled
and millions of listeners lost in
order to reinvent Radio 1 as a more
overtly "youth" service designed for
15-25 year -olds.

So, while the intention was cer-
tainly to reposition Radio 2 as a
younger AC service, Bannister and

Radio 2: A label perspective
"They address a wide range of genres and there is no doubt that a
demographic like the over -30s want this sort of music," says Gary
Farrow, Sony Music UK VP, corporate communication. "For Sony,
Radio 2 has been a major player for Anastacia and Toploader recently
and Savage Garden in the past. They did a major work on Springsteen,
who granted them his only interview in the UK and this week, Dylan
is record of the week. So overall, we can say that they now have the
power to break acts."

For Farrow, the main negative point is Jimmy Young's mid -morning
show "where we believe there could be a better use of the slot to pro-
gramme more music. And we'd also like to see them a bit more upfront
[with music]. But aside from that, they're doing fine-Jim [Moir] is
constantly in touch with the industry, trying to address the issues. He
is always available on the phone and so is Lesley [Douglas]."

Even in daytime, veteran presenter
Jimmy Young-now in his mid
70s-continues to host his long run-
ning mix of music and current
affairs. In short, Radio 2 has been
the very model of how to reposition
a station without attracting too
much controversy.

"Change can never stop," says
Radio 2 managing editor Lesley
Douglas. "Tastes change all the
time, circumstances change all the
time, but the word which is often
applied to us is 'incremental.'
The only way you can do it is
to constantly reappraise what
you do."

Unsurprisingly, the
changes at Radio 2-and its
subsequent audience
increases-have not been
appreciated by the UK's
commercial radio
sector, which sees
Radio 2's un-
announced format shift
into a demographic traditional-
ly dominated by commercial
radio as unfair competition,
given that the BBC is free to
change the formats of its sta-
tions while its commercial coun-
terparts are to a large extent
stuck with theirs.

Abandoned demographic?
The changes at Radio 2 are also
disliked by those who believe

that the BBC is there primarily to
provide what the market can't.
Previously, with its MOR music pol-
icy, Radio 2 was clearly serving the
"grey" market which commercial
sector has tended to avoid because of
the difficulty of selling an audience
of pensioners to advertisers.
Following the changes at Radio 2
and the demise of London's Melody
FM, there is now no terrestrial FM
or AM station in the UK playing
pre -rock and pop era forms of popu-
lar music during weekday daytimes.

"What we have done is broad-
ened the audience base," argues
Douglas. "But the average age of a
Radio 2 listener is still 53. So that's
not exactly youth radio. But I think
the age debate has become less rel-
evant. What's important is provid-
ing quality programmes that are
interesting, in a diverse schedule.

Lesley Douglas

And I think whatever age you are,
you'll find them interesting.

"If you take Jonathan Ross, con-
sidered one of the newer acquisi-
tions, his audience spans the gen-
erations, because he is funny and
bit cheeky," explains Douglas. "It's
about the quality of programmes
and the editorial mix. We have
kept flagship shows and we have
kept the diversity of programming.
I think one of the key things that's
happened is that when we change

things it's not necessarily that
we change the schedules or the
presenters, but we look in detail

at the programmes themselves
and re -invent the pro-

grammes with the presen-
ters on board."

Continues Douglas:
"Ken Bruce is a

good example.
He had been

in the mid-
morning slot for a while
and the programme was

great, but he himself was
saying, 'I think this needs to
freshen up'. So about 18

months ago that's exactly
what we did. We worked with
Ken and the producer and

looked at what we should do,
what musically we should be
doing, and the whole thing

evolved. So it's not necessar-
ily changing the schedule,
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