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Eminem's Lose Yourself (Inter -
scope) is this week's highest
new entry on M&M's
Eurochart Hot 100 Singles, at
number three.

we talk to radio
M&M chart toppers this week

Eurochart Hot 100 Singles
LAS KETCHUP

Asereje I The Ketchup Song
(Columbia)

European Top 100 Albums
ROBBIE 'WILLIAMS

Escapology
(Chrysalis)

European Radio Top 50
ROBBIE WILLIAMS

Feel
(Chrysalis)

European Dance Traxx
MADONNA

Die Another Day
(Warner Bros.)

Inside M&M this week

EUROSONIC SET TO SOAR
The 2003 Eurosonic Festival in
Groningen, which takes place
alongside Holland's Noorderslag
Festival in January, will see 24
new acts from around Europe
playing live and broadcast on pub-
lic music stations. Page 6

DVD'S SOUNDS OF SUCCESS
In a difficult year, the one big suc-
cess for the music industry in
2002 has undoubtedly been the
DVD. Olaf Furniss looks at the
impact the format has made, and
highlights some of the big DVD
releases for Christmas. Pages 7-9

LIFE AFTER LUNAPOP
Warner Music Italy
are hoping that the
solo efforts of Luna
Pop's Cesar Cre-
monini will echo
those of Robbie Wil-
liams after he left
Take That. Page 10

US media groups cool
on UK expansion plans
by Frank Saxe

NEW YORK - Despite intense specula-
tion that US media groups are poised to
buy into UK radio when the
British government's Com-
munications Bill becomes
law, major US radio players
downplayed such a possibili-
ty during a pair of media
conferences held in New
York December 9-12.

"The press is ahead of the
interest of US companies,"
said Viacom CFO Rich
Bressler during a speech at the UBS
Warburg media conference. Following
two "fact-finding" trips by Viacom CEO

Sumner Redstone and COO Mel Kar-
mazin to Europe, including a Redstone
meeting with UK prime minister Tony
Blair earlier this year, the media con-

glomerate is thought to be
among those actively prepar-
ing for the expected relax-
ation of the UK's media laws
allowing ownership of radio
and TV stations by non-EU
corporations.

"We're in the hunt," Kar-
mazin (pictured) confirmed
earlier in the week at a
media conference held by

Credit Suisse First Boston. Viacom has
spent $18 billion in the past 18 months
on worldwide acquisitions, including

TLC complete unfinished business

by Jon Heasman & Paul Sexton

LONDON - Despite the shocking death
in a car accident of Lisa "Left Eye"
Lopes (pictured left) in Honduras this
April, the remaining two members of
TLC-Rozanda "Chilli" Thomas and

Tionne "T-Boz" Watkins-were deter-
mined that the group's fourth album
3D (Arista) should see the light of day.

"We were halfway through [recording
the album], it was right before we were
about to work with Rodney Jerkins,"
says Thomas of Lopes' death. "She was

continued on page 21

Executives turn
up heat over
local music
by Chris Graeme

LISBON - Relations between Portu-
gal's record industry and the coun-
try's radio sector took a turn for the
worse last week when record execu-
tives stepped up
their campaign
to force Portu-
gal's commercial
radio networks
to give more air
time to domestic
repertoire.

A group of
record compa-
nies, including
Universal Music
Portugal and
EMINalentim de Carvalho, have
circulated a petition to the media
accusing the radio networks of
"killing Portuguese music." The
local industry has also called on an
"indifferent government" to enforce
the ,country's domestic repertoire
quotas, for radio, which it complains
are being flouted.

According to Portuguese broad-
casting laws laid down in 1981 and
amended in 1984, radio stations'
music output must constitute at
least 40% domestic repertoire. But
this has dwindled to anywhere
between 3%-15% in recent years.
For its part, the government claims
it has more urgent priorities to deal
with than clamping down on quota -
busting radio stations.

Toze Brito (pictured), MD of Uni-
versal Music Portugal and David
Ferreira, MD of EMINalentim de
Carvalho, say the networks are
"frightened to play Portuguese

continued on page 21

INTRIGUED BY NORWEGIAN MUSIC?
YOU'VE JUST SEEN THE TIP OF THE ICEBERG.

KINIUVV eiC HES
by:Larm is both a convention for the Scandinavian music industry and a festival where new talent is presented.
Alternating every year among Norway's most influential creative centres, by:Larm showcases the beSt of the country's
up-and-coming artists. Since it began in 1998, by:Larm has presented Royksopp, Sondre Lerche, Madrugada,
Jaga Jazzist and Kings Of Convenience to name just a few. For more information: www.bylarm.no

by:Larm
TRONDHEIM 13-16 FEBRUAR
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

Once again people are warming to the notion of further
consolidation in the music industry.

Last week (see story, front page) the conference calen-
dar brought together two of the industry's most prominent
players-and near -partners until Europe's bureaucrats
intervened. AOL Time Warner chairman Richard Parson
and EMI Group chairman Eric Nicoli both spoke at a UBS
Warburg media conference in New York, with Parsons
telling analysts he envisages a time, not too far away, when
US regulators will eventually allow further horizontal con-
solidation in the music industry. Nicoli-quite smartly-
told the same crowd that he would not be "fuelling market
speculation, which is already rife" on the issue, but added
he still believes that "enormous value" can be created by
combining two major companies.

Nicoli also reminded his audience that regulators "have
taken a dim view of such mergers in recent years", but he
recognised that this situation had changed in recent months.

Neither Nicoll, nor Parsons alluded to European regu-
lators-who are unlikely to top either executive's Christ-
mas card list-but both have surely been closely monitor-
ing the recent setbacks suffered by the European Commis-
sion's competition division, which has seen a series of its
decisions overruled by European courts.

What has also shifted is the overall market situation.
Sales of recorded music are down and all the majors are
under extreme pressure in a shrinking business.

There's also a third element: EMI's share price-and
AOL's, for that matter. Despite a drastic restructuring pro-
gramme, Nicoll and EMI Recorded Music chairman/CEO
Alain Levy's efforts have not boosted the company's share
price to levels acceptable to shareholders. The only way
forward to create "enormous value" for
shareholders, and for themselves, is to
orchestrate a merger of their company.

But in a merger process, as Nicoli
quite rightly pointed out, "the rewards
are high and the regulatory and exe-
cution risks are considerable". Con-
templating the costs of failure with no
guarantee of success might also cool
down some amorous intentions, even
of the corporate kind.

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

Revealed at last: Dutch auction formula
by Menno Visser

HILVERSUM - With a Rotterdam court's
deadline on the matter looming, Hol-
land's outgoing government (a general
election is due January 22)
has finally come up with a
definitive formula for award-
ing the country's radio
licences.

In the latest development
in a saga that has been drag-
ging on since 1997, the gov-
ernment has decreed that ter-
restrial AM and FM licences
should be awarded by a sys-
tem that combines both cash
auction and "beauty parade"
elements. The proposals were
made by secretaries of state
Cees van Leeuwen (culture
and education) and Joop Wijn
(economic affairs) and
approved by the Dutch cabinet, just in
time for the court's January 1 deadline it
had imposed on the government in the
summer (M&M, August 10).

Of the country's nine terrestrial
national FM licences, four will go to the
highest cash bidder, with the freedom to
broadcast whatever format they wish.
For the remaining five national FM
licences, there will be prescribed for-
mats-one must be a news/talk station,
one classical/jazz, one for "European
music" (under European law it is not
possible to overtly prescribe a Dutch
music station) and two more for "non -
mainstream pop" stations, which could
include stations devoted to dance or
alternative rock. For these specialist
licences, the diversity of programming
on offer and the applicant's business
plan will be more important criteria
than the amount of their cash bid,
though it is believed that cash bids will
be the deciding factor if all other things
are equal.

On the AM band, there will be five
national and seven regional frequencies
up for grabs, to be awarded to the high-
est cash bidders. Under the plans, no

single company will be able to own more
than two national stations.

Cash auctions will also decide who
gets 25 regional FM licences, whose for-
mats will not be specified. No single

company will be
allowed to reach
more than 30%
of the Dutch
population via
regional sta-
tions, although
networking of
output will be
permitted.

Established
national and
regional stations
such as Sky
Radio and Radio

538 will not be
guaranteed
frequencies
and will have
to compete in
the licensing
process along-
side new
groups who
want their fre-
quencies.

Martin Banga, Sky board member
and director of commercial radio body
VCR (pictured), is highly critical of the
plans and particularly the format pre-
scriptions. "It looks like the cabinet
wants to create a shadow public broad-
casting system," he says. "It's a rather
vague document that leaves plenty of
room for government officials to pick
favourites at their own discretion."

However, Jan Hoogesteijn, radio
director of the Veronica Foundation,
which owns cable stations Veronica
Radio (CHR) and Kink FM (alternative)
and wants to bid for terrestrial licences,
is pleased by the announcement. "The
cabinet finally looks convinced about the
cultural and economic importance of

Kink FM," says Hoogesteijn, who opened
new studios for Kink and Veronica in
Hilversum on the same day the news
broke.

Ad Ossendrijver, MD of classic rock
station Arrow (currently on AM and
cable) also thinks his station has a good
chance of gaining an FM frequency now,
although he criticises the decision to
allow networking among regional sta-
tions. "There should be a level playing
field," he says. "Regional commercial
stations won't have to pay nearly as
much for their frequencies as national
stations."

All the new licences have to be allo-
cated by June 1, 2003, and speculation is
mounting over who is likely to win out in
the battle for the national frequencies.
The classical or jazz licence seems to be

destined for Sky's Clas-
sic FM, while Business
News Radio, which cur-
rently broadcasts on
AM, is the only likely
candidate for the
news/talk licence. For
the two specialist music
licences, there are set to
be four candidates:
Arrow Classic Rock,
Kink FM plus cable sta-
tions Colorful Radio
(urban) and ID&T Radio

(dance).
Which station is going to end up with

the domestic repertoire licence is harder
to predict: cable outlet Radio Nationaal
may start favourite, but now AC outlet
Noordzee FM, which recently poached
popular singer Gordon from Radio 538
to become its new breakfast show host,
could also win the licence, particularly if
it ups its local music output.

Among those expected to bid for the
"highest cash bid" national licences are
current national FM stations Sky Radio
(AC), Radio 538 (CHR), Yorin FM (CHR),
Veronica Radio (CHR) and Radio 10 FM
(AC/Gold). The latter is also likely to bid
for one of the five national AM licences,
which are likely to attract fewer bidders.
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NEWS

by Marc Maes
Deficom ties up 4FM deal
BRUSSELS - Investment
company Deficom has con-
firmed that it has succeed-
ed in acquiring a 50% stake
in Flemish AOR station
4FM (M&M, November 30).

Deficom has created an
investment sub-
sidiary, Viacom, to
buy the share-
holding, which
was previously
owned by maga-
zine publishers
Think Media.

The Flemish
Media Commis-
sion has given its approval
to the transaction, and
Viacom now wants to boost
its holding to 51% via a
rights issue. The four

founding partners of 4FM,
including station managing
director Jan Caerts (pic-
tured), are maintaining
their 50% holding in the
station.

Deficom plans to provide
the resources, via Viacom,
to enable 4FM to fund the

installation of 17
new terrestrial
transmitters, sub-
stantially improv-
ing the station's
coverage through-
out Flanders.

"We're particu-
larly happy that we
will be able to

expand the attractive radio
proposition that is 4FM,"
says Lhomme. "We have
been persuaded by the pro-
fessionalism and enthusi-

asm of the [station's]
founders and will support
them in any possible way to
make 4FM a success."

The deal means that
4FM can start a long -over-
due expansion programme,
believes Caerts: "We will
start installing the new
transmitters right now and
I'm optimistic as to the
future: our competitor [Q -
Music] has a marketshare
of 3.5 % with 30 transmit-
ters, while we are achieving
1.6% with only six trans-
mitters-things can only
get better. The participa-
tion of Viacom in the com-
pany will guarantee the
further development of
4FM. Our new partner has
everything it takes to
achieve our goals."

After performing his
new single Feel on
Germany's ZDF TV
entertainment show
Wetten Dass? last
week, Robbie Williams
then took on the might
of fellow guest and
Formula 1 racing dri-
ver champion Michael
Schumacher, suggest-
ing that UK Fl driver
Jensen Button would
give the German dri-
ver a run for his
money during the next
season of Grand Prix.
Or words to that effect.

Lostprophets, Kosheen, score at Welsh awards
by Gareth Thomas

CARDIFF - Lostprophets and
Kosheen walked away with
two awards apiece at the
Welsh Music Awards, held in
the Welsh capital Cardiff on
December 5-6.

Organised by the Music
Academy Wales, the second
WMA-sponsored by PYNCI
(Promoting Youth Networks
in the Cultural Industries)-
was held at the 400 -capacity
Coal Exchange over two days,
with rock/pop represented on
the Thursday and dance
music awards handed out on
the Friday.

"It was a lot better this
year, especially in terms of
the infrastructure," says
event co-ordinator Nikki
Lang. "It's a great place for
networking, and there's loads
of talent out there."

Following an Internet poll,
rock act Lostprophets (Visible
Noise) beat V2's Stereophon-
ics and last year's favourites
Super Furry Animals (Epic)
to win Best Single and Best
Album, while Kosheen (BMG)
won Best Dance Act and Best

Dance Single for Hungry.
"This means more to me than
getting a dance award in
Miami or London," lead
singer Sian Powell told M&M
afterwards. "I'm proud of
being Welsh and there's a real
passion about music here."

Relatively unknown Welsh
folk-rock singer Amy Wadge
surprised many by winning
Best Female, beating popular
young classical singer Char-
lotte Church. Wadge has sold

5,000 albums through gigging
and the Internet, and major
label interest is growing. "We
were very confident about
Amy because she had a great
year," says Martin Bowen, co-
founder of Wadge's label FF
Vinyl, which won Best Label
on the night. "Our approach
with her is a very '60s-just
go out and tour."

BBC Radio Cymru, BBC
Radio Wales and various local
stations covered the awards.

Welsh Music Awards: 2002 Winners
Rock & Pop

Best Female Solo Artist/Amy Wadge (FF Vinyl)
Best Male Solo Artist/Steve Balsamo
Best Newcomers/Kennedy Soundtrack (Instant Karma)
Best Group/Stereophonics (V2)
Best Single/Lost Prophets-Shinobivsdragonninja (Visible Noise)
Best Album/Lostprophets-Fake Sound of Progress (Visible Noise)
Best Label/FF Vinyl
Best Radio Show/Kevin Hughes on BBC Radio Wales
Lifetime Achievement/Dave Edmunds

Dance
Best Live ActlKosheen (BMG)
Best Single/Kosheen-Hungry (BMG)
Best LabellPlastic Raygun
Outstanding Contribution to Dance Music/Danny Slade
Best Up & Coming DJ/Owain K
Best Up & Coming Artist/Dynamo Dresden (Plastic Raygun)

CDN1 THE BEAT
CHOICE FM SETTLES HARASSMENT CASE

LONDON - London urban music station Choice FM, which
was purchased a year ago by the Capital Radio group, has
settled out of court with a former production assistant who
claimed that she was the victim of sustained sexual
harassment by DJs and managers at Choice. Wendy
Browne-Osibo, 24, told an employment tribunal on
December 2 how she was subjected to groping, sexual
images and comments until she was forced to resign in
August 2001. The company contested all of Browne-
Osibo's claims.

BONNIER BREAKS REVENUE RECORDS

STOCKHOLM - Swedish independent Bon-
nier Amigo Music Group recorded a 12.5%
sales increase-to Skr 143 million (euros
15.8 million)-for the first 11 months of
2002, compared with the same period in
2001, the best result since the group
launched in 1999. "Our goal was to reach a

5% market share within five years from the launch in
May 1999. We've [already] achieved more than that," says
Bonnier Amigo Music Group CEO Jonas Siljemark (pic-
tured). In early 2003, Bonnier Amigo will release albums
by Antique, Markoolio and female rapper Remedeeh. Bon-
nier Amigo is owned by Bonnier, the biggest media com-
pany in Sweden, and is present in Sweden, Norway, Den-
mark and Finland.

GOLDBACH MEDIA IN NRJ TIE-UP
GENEVA - Goldbach Media, owner of Swiss radio stations
Hitradio Z, Radio Ri and Radio Central, is entering into
partnership with France's NRJ Group, a move that
should be approved by the Swiss regulator OFCOM early
in the new year. NRJ will receive 50% ownership of
Zurich -based CHR Hitradio Z in return for content pro-
viding, market analysis and technical
man -language station has a potential audience of 1.2 mil-
lion, giving NM Group a solid base in the economic heart
of Switzerland. Over the past year, the group has been
criticised for attempting to woo Swiss listeners with NRJ
Alpes, its local station based just over the French border.

CAPITAL UNVEILS BREAKFAST LINE-UP

LONDON - The Capital Radio group has for-
mally announced the new -look breakfast
show team at its flagship CHR station 95.8
Capital FM/London from January 6. The
show will still be presented by Chris Tarrant
(pictured), joined by former BBC Newsround
TV presenter Becky Jago. The show's execu-
tive producer will be ex -Virgin Radio producer Sarah -Jane
Eddon, and creative audio producer Adrian Bodenham has
joined from public CHR BBC Radio 1. Also working on the
show will be a senior researcher, Louise Pepper, and com-
edy writer Tony Nicholson. David Briggs, creator of TV's
"Millionaire" game show format, is returning to Capital as
a creative consultant to develop new listener competitions.

Internet in -site
Shazam

www shazam com
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Uncertain of what you are listening to on the radio or in a
bar? UK music fans can now find out a song's title by
dialling 2580 and then holding their mobile phone up to the
speakers-even in a noisy pub. Shazam then sends a text
message back with the name of the track and the artist. It
can also send a music clip, accompanied by a personal mes-
sage, to friends. Visitors to Shazam's website can read a
permanent list of every track he or she has "tagged", and
from there follow a link to purchase the relevant CD from
Amazon. Everything is in English, which is appropriate
since Shazam is only licensed in the UK.

Chris Marlowe
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LL Midem offers a unique opportunity to meet our international
distributors at least once a year... If a change needs to be made.
Midem offers the opportunity to do it... 77

LL To me, Midem is the most important market: to reach
new territories, to link with new partners abroad, to meet our
distributors regularly. 77

Midem Lilt's a chance to meet and talk to people from many places...
It can be very, very exciting... Midem provides a platform
for projection... It's an international event, so, there are internationa!
opportunities 77

LL I have been exhibiting at Midem for very many years because it is
still the most important event where you can do
business (seriously) in the music industry. 77

LL Midem has been a key factor in the ongoing growth of
our business. 77

January 19-23, 2003
MidemNet (Music meets New Media & Technology) January 18
Palais des Festivals, Cannes. France

LL... this was simply a conference we couldn't miss...
We believe that Midem provides an outstanding opportunity
to meet and communicate with the music industry. 77

LL ...it's the biggest trade show with the most
international participation. It's a potential meeting place for
almost every company and the decision -makers connected to the
music biz 77

Concerning Britney Spears' press conference at Midem 2002:
LL The turnout was incredibly impressive and the photo -call resulted
in print media coverage throughout the world.... 77.

LL Midem is most likely one of the only conventions which actually
has a reputation for business. My staff and I have signed many
deals in Cannes ... 77

OMIDEM
37TH INTERNATIONAL MUSIC MARKET

HEADQUARTERS (FRANCE)
Hot-line: 33 (0)1 41 90 44 60
Fax: 33 (0)1 41 90 44 50
info.midem@reedmidem.com

Australia / New Zealand
Tel/Fax: 61 (0)7 3217 3002
catherine.atthow@reedmidem.com

UK
Tel: 44 (0)20 7528 0086
Fax: 44 (0)20 7895 0949
emma.dallas@readmidemcom

Japan
Tel: 81 (3) 3542 3114
Fax: 81 (3) 3542 3115
lily.ono@reedmidem.co,jp

USA / Latin America & Caribbean
Tel: 1 (212) 370 7470
Fax: 1 (212) 370 7471
miclemusa@reedmidem.com

&Warn Classique & Jazz (Germany)
Tel: 49 (0) 7631 17680
Fax: 49 (0) 7631 176823
info.germany@reedmidem.com

Reed Exhibitions
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Free satellites promote live acts
The Eurosonic Festival is an
annual highlight for the
pop section of the
European Broadcasting
Union (EBU), the associa-
tion of public broadcasters
across Europe. Some 550
pop and dance acts have
been made available via
the EBU satellite system in
2002. Menno Visser reports
on the impact this unique
promotion opportunity has
on public broadcasters.

Ii

e upcoming Eurosonic Festival
in Groningen is already off to a
flying start, having attracted an
increase in EBU backing. Last
year 14 EBU members con-

tributed 18 acts, this year 20 EBU par-
ticipants will provide 24 new acts. But
EBU's involvement is just one among
the organisations projects regarding live
music. Laurent Marceau, EBU's radio
department head of popular music in
Geneva is satisfied with these develop-
ments, although better collaboration
from record companies is still possible:
"I just wished record companies better
understood the unique possibility EBU
provides them with. They've got a satel-
lite at their disposal that could poten-
tially reach 650 million listeners in 51
countries. They should consider more
carefully to plan events with the EBU."

The EBU system works very sim-
ple. Bills are picked up by the organis-
ing broadcast corporation, and the
EBU transfers the recordings to its
members. "The principle is 'if you give,
you get'. Especially the small coun-
tries are very grateful," says Marceau.

Live output
"We use a lot of EBU material on a
weekly basis. It enables us to plan the

"(Record companies) have got a satellite
at their disposal that could potentially reach
650 million listeners in 51 countries."

Laurent Marceau, head of popular music, EBU radio

production," says Ian Wilson, produc-
er RTV at RTE's public CHR-station
2FM in Dublin, Ireland. RTE is in the
middle of a cost-cutting operation but
the EBU material and recent collabo-
rations with the BBC in Northern
Ireland enables Wilson to keep his
live output on target. Otherwise
Wilson has to go out and find spon-

Clockwise from top left: Laurent Marceau, The Thrills and Jan Sneum.

sors. "Luckily we bought a live music
mobile a few years ago," he adds.

Live music on 2FM is mainly pro-
grammed during weekends, but there
is budget for a couple of studio sessions
a week. Some of the sessions later
appear on record, as in the case of
hotly tipped Dublin rockers The
Thrills, who used tracks as b -sides to
their debut single Santa Cruz (Virgin).

"Live music is used nowadays in a
different way than it used to be. Long
blocks of live music aren't considered
suitable for daytime radio any
longer", says Jan Sneum, head of live
music production on Denmark's pub-
lic CHR station Radio P3.

Sneum provides the EBU network
with input ranging from a Robbie
Williams gig in the regional Danish
town of Horsens to overall coverage of
the famous Roskilde Festival. "lb us
the EBU network is very important to
get access to a lot of material," he says.

Talent initiative is main event at Noorderslag
This year's Noorderslag gathering will
see the launch of a special project for
European festivals and radio to collab-
orate in supporting European talent.
On the Noorderslag seminar, held from
9-11 January in Groningen, the Euro-
pean Talent Exchange Programme
(ETEP) will be launched to stimu-
late European bands performing on
European festivals with EBU support.

The ETEP programme will take
maximum advantage of the fact that every year
Noorderslag attracts a larger number of international
professionals among its 1,300 delegates, including mem-
bers of the European Broadcasting Union (EBU) and the
European festival organisation Yourope. Fifty major
European Festivals are invited to join the ETEP pro-
gramme, and each must guarantee a position at their
festivals for at least one act from another territory out of
the 130 acts performing at the Eurosonic and
Noorderslag Festivals. Supported by the Netherlands
Culture Fund, the ETEP deal will create extra radio and
media support with the EBU festival recordings.

For the first time the Noorderslag gathering kicks off
on Thursday with number of closed meetings and a spe-

cial night programme in five
Groningen clubs.

The daytime Noorderslag
seminars take place on
Friday and Saturday, and
will include a keynote speech
by former Police and Sting
manager Miles Copeland. A
number of panels will deal

with the question of how to support European talent,
from a radio, festival and agent point of view, the main
theme being to find new ways of giving European talent
exposure. International topics include new develop-
ments in the German music market, a presentation of
radio internet sites and the way European magazines
deal with European talent.

In addition, M&M's news editor Hamish Champ will
moderate a panel about radio quotas.

Meanwhile the Eurosonic Festival spread all over the
city will feature 57 acts from 18 European countries on
Friday night. On Saturday night, the Noorderslag
Festival will showcase new Dutch talent, while Holland's
most prestigious award, the Pop Prize, will be
announced for the Dutch act that contributed most to the
national scene in 2002.

P3 currently programmes live
music mainly as three tracks in a row
on evenings, but the different
approach means Sneum is also
involved in a special session project to
launch 12 new Danish artists.

"There was a shortage in our pro-
gramming of new Danish language
material, so we started the Karriere
Kanonen [Career Canons] project. It's
like trying to shoot a career off like a
man in the gun."

The scheme gave artists the chance
to produce two tracks with a week of
studio time. Although the prime goal
was to dedicate airtime to new talent,
four out of the 12 acts ended up with
record deals with rock band Klondyke
on Bonnier first. Sneum sums up the
benefits of the project: "It provided us
with a lot of unique new material, cre-
ated a good relationship with the min-
ister of culture, and it was a good
experience for the artists."

German experience
In Germany, Reinhard Barenz, head
of music at CHR-formatted stations
JUMP and Sputnik in the east of
Germany, is EBU-representative for
the 12 regional youth -stations of the
national network ARD: "My job is
basically to help German Radio
understand the EBU task," he says.

Due to the competitiveness of
German radio and relative newness of
the EBU material, it is easier to pro-
gramme live content on stations such
as alternative formatted ORB/Fritz in
Berlin than on JUMP or Sputnik.

"We need to be very careful with
broadcasting live music. Radio is
sound, and the sound quality is very
important. But it's very expensive to
get good sound. Otherwise you just
get bad sound, lacking the pictures."

That said, Sputnik is able to use EBU
output in the form of dance DJ sets for
its streaming internet dance channel.
Despite this dilemma, Barenz keeps it
simple when he has to explain the EBU
system to young German programmers:
"It's a great system-so use it!".
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DM SPOTLIGHT

Format gives music sales a new spin
Judging by its massive
sales success over the
past 12 months, DVD is the
future. Olaf Furniss reports
on the impact-and ben-
efits-the format is having
on the music industry.

With European music
DVD sales increasing
year -on by around
100%, hardware pene-
tration showing mas-

sive growth potential and retailers
embracing the format with an enthu-
siasm unheard of with VHS, it is
hardly surprising that beleaguered
record companies are adopting the
medium with gusto.

Several have only recently begun
realising the opportunities offered
and are in the process of establishing
marketing and sales strategies, while
others have a longer track record. But
two things are certain: Consumers
love music DVD and the format is
undoubtedly here to stay.

Maarten Steinkamp, senior VP of
corporate development BMG
Worldwide, cautions against getting
too excited about the revenue poten-
tial of music DVD, but also believes it
could have an impact on how record
companies will work in the future.

"The real opportunity is if we can
grow towards an integrated audio
visual approach in 3-5 years," he says.
"That will require a fundamental
change to how creative people develop
new arists, new product. A&R teams
have to start thinking not just in
audio but also in visual terms."

Sony Music laid down a sales and
marketing approach very recently,
deciding in September to divide
releases between its strategic market-
ing division and the labels which are
responsible for new artist albums.

"For Sony, DVD has been an explo-
sive format," says senior VP for mar-
keting at Sony Music Europe, Julie
Borchard. "Retailers are embracing the
format because it sells-it's not a diffi-
cult format to convince retail to rack."

Warner Vision vice president of
international marketing and sales,
Frank Brunger, adds that online
retailers such as Amazon have proved
quick to push the format, while super-
market chains have also been keen to
stock it.

Gordon Montgomery, chairman and
founder of the rapidly expanding UK
music retailer FOPP, says consumer
demand is partly stimulated by a move
into TV advertising for the product.
But he adds, "Music DVD is finally tak-
ing off because record companies have
finally started lowering the price."

Nevertheless, Lindsay Brown,
Eagle Vision international director of
sales and marketing, believes that
one problem faced by music DVDs at
retail is how the product is racked.

"The buyer is often a video guy, not

Clockwise from top left: Frank
Brunger, Olivier Robert Murphy,
Lindsay Brown, Wolf Urban.

a music guy," he points
out, emphasising that more
music -savvy staff members are gradu-
ally being used. Having got involved in
producing music DVD five years ago,
Eagle Vision has taken promotion via
TV beyond simple advertising. The
company co -produces the Classic
Albums series which is aired on UK
terrestrial TV channel BBC2. Its most

onto
Universal

International's VP
Robert Murphy.

Companies are going to great
lengths to add value to their releases,
with Eagle Vision even including com-
puter games on the recently released
Big Beat Boutique 2, featuring Fat
Boy Slim.

a DVD," says
Music

DVD, Olivier

"DVD allows fans to find out a lot more about
artists, and artists are embracing that."

Mark Dunn, senior director DVD & new formats,
EMI Recorded Music

recent releases of the documentary -
style programmes include the Sex
Pistols' Never Mind The Bollocks and
Deep Purple's Machine Head.

TV potential
Other companies are also realising
the potential of television, with
Universal organising the Motown
Christmas show broadcast in the US
and subsequently releasing the DVD.
Meanwhile Germany's Mawa Film &
Medien has acquired the DVD rights
to the long -running Rockpalast show
and Warner Vision to BBC's Later
With Jools Holland. Furthermore, if
the rights for a televised concert lie
with the broadcaster, this can provide
an opportunity for record companies
to make a bid for the DVD release
even if the artist is signed to a rival.

At present around two thirds of
music DVDs are concert recordings-
an understandable fact when the high
quality Dolby 5.1 sound is taken into
account-with a significant minority
being clip compilations. However,
most executives are mindful of mak-
ing additional features available.

"We don't do 'vanilla' DVDs, its not
a matter of just putting VHS content

"The limits of the programming
will only be set by the artist," says
Sony's Borchard, underlining the
view of most executives, who report
an enthusiastic participation from
many stars including the likes of
Marilyn Manson and Alanis
Morissette.

"DVD allows fans to find out a lot
more about artists, and artists are
embracing that," says EMI Recorded
Music's recently appointed senior
director DVD & new formats, Mark
Dunn. "They want their fans to be
happy with the content they are
putting out."

Sony Music Europe's senior VP
strategic marketing international,
Wolf Urban, predicts that in the sec-
ond half of 2003 his company will also
be able to preview releases by web -
cast. And he believes that another
growth area for the music DVD will be
in lifestyle products including what he
describes as "health, mind, body and
soul". These are likely to be distrib-
uted through non traditional outlets.

Sales outlets
"We have to be clear where we sell
[such DVDs]. In the past they have

been sold in [music retailer] HMV
when they should be sold in [UK drug-
store] Boots," he says. Significantly
Urban is strongly opposed to adding
"bonus" music DVDs to CD releases
and believes that even short DVDs
should be established as low price
brand in their own right, similar to
the Nice Price audio releases. "I don't
want to use music DVD as a give away
or an add-on product," he says.

While some of the territories under
his watch have indeed engaged in this
practice, Steinkamp is also strong in
his condemnation. "How stupid is
that?" he asks. "It's like giving away an
I -Mode mobile phone with a phonebox."

Other executives express similar
reservations, but also believe that a
bonus DVD can have benefits. Robert
Murphy cites a 15 -minute bonus DVD
with the audio version of U2's Best Of
1990-2000 which included a trailer
for the full length music DVD
released three weeks later. When the
DVD came out, the box included a
space in the box for the bonus disc.

Brunger points out that a music
DVD with a CD can introduce poten-
tial consumers to the medium, citing
that player penetration in Europe is
still only between 10%-25%.
Moreover, he is also clear that the
music industry is competing with film
where music DVD is concerned.

Germany is regarded as one of the
most successful territories for break-
ing the medium, with music DVD
sales accounting for around 10% of
total DVD sales. While this ratio
could be attributed to both record
companies and retailers pushing the
medium with extra enthusiasm due
to the massive local decline in CD
sales, Brown also believes that overall
the media needs to offer more exten-
sive coverage of new releases.

"I don't think that the public is
aware of the number of titles avail-
able," he says. Nevertheless, this is
likely to change as the hardware pen-
etration increases further. According
to Brunger there is massive growth
potential with the highest level of pen-
etration in the UK and France with
some 25%, while Germany is expected
to reach 20% by the end of the year,
and Spain and Benelux around 15%.

"It is not inconceivable that in five
years' time DVD hardware penetra-
tion will be as high as VHS [is now],"
says IFPI director of research Keith
Joplin, who also predicts that in 2003
music DVD releases will outnumber
those on VHS and constitute the bulk
of music video sales.

Moreover, with computers and
games consoles such as Playstation
doubling up as players, many more peo-
ple are able to watch DVDs than the
sales of dedicated hardware suggests.

However, Eagle Vision's Brown
lends a cautious note to those pro-
claiming that music DVD is the future
of the industry. "How many Rolling
Stones DVDs do you really want?
Maybe one live and one of all the
videos. I don't think it is a saviour."
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