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M&M chart toppers this week

Inside M&M this week

MUSIC MAKERS AT MIDEM
As the

international
music community gath- _
ers in Cannes for the
1998 Midem music mar-

ket, M&M offers inter- midem
views with leading record company
executives and Midem organiser
Xavier Roy on the agenda for atten-
dees at this year’s event. Pages 9-12

DANCING TOWARDS 2000
M&M dance correspondent Gary
Smith assesses the state of the
genre helped by representatives
from several of Europe’s leading
dance labels. Pages 28-29

CRISIS? WHAT CRISIS?
Italy’s independent labels are
facing a crisis, with news
this week of the closure of
two leading indies. In a_
% nine-page Italian spe-
cial, we attempt to put
that “crisis” in perspec-
tive, and look at the
" current state of the Ital-
ian market. Pages 13-21
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Royalty deal at Midem?

by Rémi Bouton

PARIS — A long awaited major
new agreement on mechanical
royalty rates for continental
Europe looks close to signature.

According to sources close to
the deal, it is likely to be signed
this week at the Midem music
market in Cannes (January 18-
22). It would end a year in
which there has been no stan-
dard contract between BIEM, repre-
senting mechanical societies in
Europe, and IFPI (the International

Federation
Industry). The previous standard con-

Jean Lo&

Tournier

of the Phonographic

contintied on page 40

‘Body blow’ for U.K. radio

by Mike McGeever

LonpoN — Major players in U.K. com-
mercial radio have been dealt a severe
blow by the publication of a govern-
ment report with major implications
for the industry.

On January 13 the Monopolies and

Mergers Commission (MMC)—the UK..

government’s  anti-
trust  body—pub-
lished its report
into the proposed
acquisition of
national broadcast-
er Virgin Radio by
the Capital Radio

continued on page 40
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uss7 Singing Le Blues; Music &
DrL11.50 Media profiles Patricia
| Kaas, France’s hottest

export item. Pages 24-26

Radio is Just
The Way for
diva McNedl|

by Christian Lorenz &
Mike McGeever

STOCKHOLM/LONDON — Mariah Carey
personally signed her to her Crave
label for the U.S.—now Swedish R&B
diva Lutricia McNeal appears to have
the world at her
feet, thanks to _
radio’s love affair ¥
with her break-
through  single
Ain’t That Just
The Way.

The U.S.-born
artist first came
to notice as the
lead singer of
Swedish dance act |
Rob’N'Raz;  her
career moved into
top gear when
that band’s man-

Lutricia McNeal
continued on page 41

BMG revamps
European ops

LonnoN — BMG Entertainment Inter-
national is reorganising its European
operations into two new regional struc-
tures BMG U K.-Central Europe and
3 BMG  G/S/A-Eastern
| Europe writes Emm-
anuel Legrand.

The new structure,

| three previous
pean  divisions, is
designed to allow BMG
to “redouble the Euro-

continued on page 41

Ipsos fo expand activifies

by Emmanuel Legrand

PARIS — The temperature of the com-
petition in Europe’s airplay monitor-

ing business looks set for a major rise. .

French research and polling group
Ipsos—which has monitored airplay in
France for the past five years—plans to
extend its operations into other Euro-
pean territories. Ipsos, one of the world
leaders in market/advertising research,
is setting up a new stand-alone divi-
sion—tentatively named Ipsos Cul-
ture—which will be involved in moni-
toring the whole range of consumer
behaviour in the “cultural goods” sector,

including music, cinema, literature,
theatres, museums and multimedia.

Ipsos Culture will be headed by
Sophie Martin, who says that from the
outset, she wants the division to have
an international profile, especially with
its airplay monitoring activity. “In
1998, I want to develop our-[airplay
monitoring] business in other territo-
ries, with priority targets being Spain
and the UK

Martin was in at the start of Ipsos’
move into airplay monitoring five years
ago; she says Ipsos Culture will include
under its banner the activities of Ipsos

continued on page 40
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ltalian dance indies folding

by Mark Dezzani

MiLAN — Two of Italy’s most influen-
tial independent record companies are
closing down as a result of a drastic
drop in domestic dance music sales
during the past year.

Naples-based Flying Records, once
regarded as innovators on Italy’s
underground dance and rap scenes
and responsible for launching the
careers of Articolo 31, 99 Posse, Alex
Party and Blast!, is being forced into
liquidation due to “an unsustainable
debt load.” The independent Sugar
Music Group says that the imminent
closure of its own Milan-based Zac
Music represents “a strategic with-
drawal from a depressed market.”

Flying Records managing director

Flavio Rossi was unavailable for com-
ment at time of going to press, but a
spokesman for the company confirms
that “Flying Records is no longer in
operation and only exists as an admin-
istrative entity, which is currently
being liquidated.” Offices in New York,
London, Rome and Milan have already
been closed and their staff made
redundant.

One industry insider says Flying,
which described itself as “The major
independent,” overstretched itself by
expanding too rapidly (especially
internationally) and trying to take on
all of the traditional roles of a major
label. “Expansion worked fine as long
as the dance market was booming,
but as soon as the domestic market
started falling off two years ago

Flying found itself in immediate trou-
ble.” The source adds: “Most of the
indies restructured and focused more
on artistic production, but Flying
tried to expand theirway out of their
difficulties, and as a result collapsed.”

Filippo Sugar, managing director
of Zac Music, confirms that he will be
liquidating the label within the next
two months. “We entered the [dance]
market three years ago when it was
very strong, but there has been a col-
lapse in 12-inch singles sales and the
majors are now keeping compilations
to themselves. As a result, we have
decided that independent distribu-
tion represents too much effort for too

little return.”

Further analysis of the difficulties currently fac-
ing the Italian indie sector can be found in our
Italy special, starting on page 189.

Verve lead

by Christian Lorenz

LoNDON — The surprise comeback
act of the year, Virgin Records signing
The Verve, top the nominations for
this year’s Brit Awards.

In addition to the prestigious Best
British Group and Best British
Album categories, the Hut/Virgin act
have also been nominated for the
Best British Single
and Best
British  Video
categories.

Organised by

U.K. labels’ body

the British Phonographic Industry
(BPI) and sponsored by mail order
operation Britannia Music Club, the
awards ceremony will take place at
the London Arena on February 9.

At a press launch in London on
January 12 to announce the nomina-
tions, Brit Awards chairman Paul

AT T8

Brits'sweet

Conroy (also Virgin Records U.K.
president) revealed that EMI act
Chumbawamba will perform at the
awards show, which will also feature
live performances by Texas, Finley
Quaye and, from the U.S., the Fun
Loving Criminals.

There were no real surprises
amongst the nominations, although
the Spice Girls—despite their astro-
nomical international success during

1997—were absent from all cate-
gories bar the Best
British Video
award for Spice Up
Your Life (Virgin).

In addition to
The Verve, Radiohead (Parlophone/
EMI), Oasis (Creation/Sony), The
Prodigy (XL) and Texas (Mercury) were
nominated for both the Best British
Album and Best British Group cate-
gories. Nominations in the Best British
Newcomer category included Roni

sympho

Size/Reprazent (Talkin’ Loud/
PolyGram), All Saints (London) and
Shola Ama (WEA).

Commercial TV station Carlton
will produce a two hour edit of the
awards ceremony, which will be
shown at prime-time across the
U.K’s ITV network on February 10.
Last year’s ITV broadcast attracted
some 10 million viewers.

French exporters mind their language

by Rémi Bouton

Paris — To export French music, it
seems it's best to avoid singing in the
French language.

According to export statistics to be
released during Midem for the first time
by the French music export office, 35
albums produced in France have sold
over 40,000 units each outside France
since May 1996—a combined total of
some nine million units.

The genres that sell well abroad are
electronic instrumental music (Era,
Jean-Michel Jarre, Eric Serra), world
music (Carrapicho, Khaled, Wes,
Cesaria Evora), techno (Daft Punk,
Laurent Garnier), and jazz (Michel
Petrucciani). “The biggest sales are
achieved by albums from acts who don’t
sing in French,” notes Virgin interna-
tional exploitation manager Thierry
Jacquet. However, he notes, “It’s reas-
suring that in the Top 3, there’s a band,
Daft Punk, which is in a genre [techno]

that people originally considered as
non-commercial.”

Traditional French language “chan-
son” fares.less well in export markets—
the most popular album during the sur-
vey period was Patricia Kaas' Dans Ma
Chair (Columbia), the seventh best sell-
ing export album overall. Another
French language genre—rap—sold
around 100,000 units outside France,
most notably by IAM and MC Solaar—

(Polydor), sold 90,000 copies.

“Overall,” reflects Jacquet, “it’s quite
an interesting result. There is a large
variety of styles represented and our
repertoire is receiving better considera-
tion nowadays. It proves the ability
French labels have acquired in selling
their repertoire outside France. It is not
an instant thing—it’s the result of a lot
of field work in A&R and marketing,
and in how we present our products to

the latter’s album Paradisiaque our affiliates.”
Top 10 French album exports (May '96-Dec. '97)
Artist Album Label Release date Units sold
Carrapicho Fiesta Da Boi Bumba RCA/BMG June 96 950.000
Supertramp  Some Things Never Change EMI March 97 900.000+
Daft Punk Homework Labels/Virgin June 97 900 000
Gipsy Kings Compas PEM. July 97 770.000
J-M Jarre Oxygéne 7-13 Dreyfus Feb 97 600.000
Era Era Mercury March 97 600.000
Patricla Kaas Dans Ma Chair Columbia March 97 450.000
Nana Mouskouri Nana Latina PolyGram n/a 400.000
Khaled =~ Sahra Barclay Nov 96 350,000
Eric Serra Fifth Element OST Virgin May 97 320,000
(Source: french Music Export Office)
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Open Mike

Paul-René Albertini
President of Sony
Music  Enter-
tainment France,
Albertini was
elected president
of French record
companies’
body SNEP in
October 1997.

Q: What are your goals as
president of SNEP?

A: I plan to have goals which are in
synch with the future of our industry,
not its past. I view our function as
looking ahead and seeing how we can
protect our business within three,
five or 10 years. So for me, the main
questions we have to deal with are
linked to the rights situation.

We will focus on the rights of
[music] production companies with the
advent of new technologies. In short,
we are going to re-adjust the priorities
of SNEP in order to take more into
account the business of music produc-
tion. We also want to make more room
for independent companies.

Q: Indies already have their own
trade body (UPFI), so how do you
plan to achieve that?

A: I want SNEP to become much
more representative of the whole
music production field. I'm convinced
we can bring together independent
production labels and major compa-
nies. We are currently reviewing the
way we make decisions—I want to
give more power to the [SNEP]
board, which will allow members to
be more involved.

We should also welcome more
independent labels on to the [SNEP]
committee. Those changes, which
should be effective within the next
three months, will allow SNEP to be
much more efficient and the indies to
be better represented.

Q: Are issues such as the VAT rate
on records and minimum retail
pricing less important to you
than they were before for SNEP?
A: A lower VAT rate remains an
important issue. SNEP started the
whole debate which is now taking
place in other European countries,
most notably in Italy. We will contin-
ue to follow this marathon process to'
its conclusion.

As for the the minimum record
retail price, it has been a constant
concern for SNEP, as we want to
avoid abuses, loss-leading sales and
dangerous imbalances within the dif-
ferent branches of the retail sector.
That said, a lot has already been
done—especially with the implemen-
tation of the notion of minimum rate.
And I don’t think it is up to SNEP to
go further and decide upon a specific
approach towards retail.

Interview by Rémi Bouton

1998




' ON THE BEAT

XFM MAKES CHANGES
LoNDON — Alternative rock station Xfm/London has
revamped its daytime programme schedule just four months
after its September 1 launch. American breakfast show host
Eric Hodge has been replaced by the station’s drivetime DJ
Paul Anderson—in turn substituted by former
Heart 106.2/London presenter Ian Camfield,
who also gets a new Sunday night metal
show. The changes have further fuelled
industry speculation that Xfm is not
reaching the 500,000 listeners it had
hoped for (M&M, September 13). Xfm’s
first official audience figures will be published in
RAJAR fourth quarter 1997 survey results, due February 6.

COMMUNITY STATIONS BOOSTED IN SAXONY

BERLIN — Saxony radio regulator the SLM has agreed to
pay German Telecom charges—as well as related technical
broadcasting costs—incurred by the state’s non-commer-
cial stations during 1998. The SLM has also allocated
some $21,000 for the partial funding of university station
Radio Mephisto, community broadcaster Radio
Blaw/Leipzig, and Radio T/Chemnitz (which carries a wide
range of minority music programming). State regulators
in Germany are responsible for—at least—the partial
funding of non-commercial stations, which are also
financed through listener donations.

MusiC DATABASE SET TO LAUNCH

LoNDON — UK. labels’ and publishers’ organisations are
teaming up to develop and manage “the world’s most
advanced music database.” The organisations claim the data-
base will assist distribution of all forms of royalties, and help
combat piracy by facilitating easy identification of genuine
rights holders. A joint venture company, National Discogra-
phy Limited, will be set up to “promote and service use of the
database by third parties and in common areas of business.”

NEw ARTISTS GET KiCK IN DENMARK
COPENHAGEN — Danish indie
label Kick Music is to release a
series of four promotional
albums featuring unsigned local
acts. The non-profit-making pro-
ject, on Kick’s Recordservice
imprint, will contain tracks from
various genres, from pop/rock to
jungle. The CDs will be distrib-
uted at trade fairs, sent to 350 record companies in Den-
mark and to the media. Public broadcaster Danmarks
Radio’s CHR station P3 has already agreed to support the
project, and has produced tracks on the first CD by The
Dawn Pirates and Supersilent.

RADIO DONNA GETS MAKE-OVER

BRUSSELS — Flemish CHR station Radio Donna is freshen-
ing up its output for ’98 with a new programme schedule and
jingle package. Michel Follet leaves the breakfast show to
host a new lunchtime quiz show—his replacements at
breakfast are former traffic reporter Johan Henneman and
ex-Radio 2 Vlaams Brabant presenter Birgit Simal. Mean-
while, Donna’s parent corporation, the BRTN, is changing
its name. The Flemish public broadcaster will now be known
as VRT (Vlaamse Radio en Televisie) following recent
approval of the change by the Flemish parliament.

MOVING CHAIRS

Paris — Former Mercury France
managing director Yves Bigot (pic-
tured) has been appointed scheduling
manager of the new Paris sports station
Sport O’FM.

OsLo — Marius Lillelien, formerly a
local A&R manager at Sony Music Nor-
way, is the new music director at public
CHR station NRK P3. His responsibili-
ties at Sony Music Norway will be taken
up by the affiliate’s other local A&R
manager, Per Ostmark.

Today’s menu:

by Mike McGeever

DUBLIN — Less than one year
after going on air, Irish national
commercial broadcaster Radio
Ireland—rebranded as Today
FM-has relaunched with a soft
AC format and a I£1 million
($1.6 million) marketing blitz.
The programming changes
have been carried out by Gin-
ger Radio, a division of UK.
broadcaster Chris
Evans’ Ginger Media
Group (GMC), in an
attempt to bolster the
station’s low audience
figures. Ginger, hired last
year to revamp the station’s
output and structure (M&M,
September 27, 1997), moved
swiftly to implement the
changes after they were
approved by Irish broadcasting

regulator the IRTC.

“In its former life, Today FM
never had a music policy. It was
all block programming, like TV,
observes Ginger Radio head of
programming Geoff Holland. “So
what we have done between the
hours of midnight and 17.00 is to
give the station a mainstream
music policy. It is now positioned
as a soft, classic-leaning AC

00\ ,‘Iéohz\l

tRELAND

broadcaster,” says Holland,
who was also recently appointed
programme director at U.K. rock
station Virgin Radio following its
take-over by GMC.

soft classics

Under the new music policy,
softer contemporary tracks by
artists such as Celine Dion are
“bang on the mark,” along with
older titles from the likes of The
Eagles or Van Morrison, says the
programming executive.

The station’s new music pol-
icy is filling a gap in the Irish
radio market, Holland claims.
“Most of the stations in the
country are chart-driven to a
point, which Today FM is not.

Nationally, there is an
opportunity for a really
well-defined, well-
focused soft AC broad-

caster with a classic lean.”

Today FM has kept some of
its specialist music output cov-
ering soul, jazz, blues, and
domestic music, but these are
now scheduled in separate pro-
grammes during the evening.

Rebet’'s ‘Naive’ move

by Remi Bouton

Paris — Frédéric Rebet, the
Sony Music France executive
behind the international success
of Deep For-
est and Wes,
is leaving
his  Saint
George
imprint to become a partner/
managing director in Naive, the
company set up last November
by former Virgin France chair-
man Patrick Zelnik and advertis-
ing executive Eric Tong Cuong.

“Frédéric is quite an uncon-
ventional figure in this busi-
ness,” comments Zelnik. “I
think the word ‘Naive’ fits him
quite well, because he is open to
all music genres, while having
a fresh and innocent attitude.”

Rebet will continue to act as
A&R consultant to Saint George
for one year following up on
important label projects such as
Wes (currently breaking in Ger-
many), the new Deep Forest
album and new releases from
Stone Age and Dan Ar Braz.

“I'll be 100 percent dedicated
to Naive, but I will remain
associated with the main deci-
sions taken at Saint George for
a year, without getting involved
in the day-to-day running of my
former label,” explains Rebet.
“This provides a smooth way
out from the label I founded at
Sony. It is important for the
acts I've signed and for their
international development.”

At Naive, Rebet says he
plans to sign “acts that have an
international potential and
who have the capacity to work
beyond the boundaries, and
write for movies, multimedia
or TV”

na ¢

Zelnik says the philosophy
behind Naive is to “accompany
artists without distorting their
intentions, and to find natural

ways of develop-

ment.” He adds:
“Rebet knows
how to do that—
he is the best
partner that we
could have |
found to dev-
elop Naive.”

Danubius boosts
Hungarian music

by Susan L. Schuhmayer

BuUDAPEST — Hungarian musi-
cians have received an unex-
pected boost following the pri-
vatisation of Radio Danubius.
Since the station’s new own-
ers—UK. company DMG
Radio—unveiled its program-
ming changes on January 1,
three songs from Hungarian
artists are being aired each hour;
the early morning 04.00-05.00
slot now features back-to-back
Hungarian records each day.
When the station—which
covers 67 percent of the coun-
try—was state-owned by the
state, only one Hungarian
track was played per hour. “It’s
a very important change,
because the Hungarian people
like Hungarian music,” says
Radio Danubius music director
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Sandor Buza.

Under the direction of its
new managing director Robert
Clarkson, Radio Danubius is
focusing on the 18-45 demo-
graphic, offering a mix of pop,
dance and Hungarian music.
The station’s new breakfast
show, “Cappucino,” offers a
healthy slice of humour, while
the early evening 18.00-20.00
slot now features a game show.
Talk is prominent in the late
afternoon - and late at night.
Between 20.00 and 22.00, the
new-look station carries spe-
cialist music programmes, from
jazz to rock and blues to soul.

From the middle of Febru-
ary, Danubius will face nation-
al competition from a new com-
mercial station headed by U.S.
broadcaster Emmis Interna-
tional (M&M, November 15).
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VQX The monthly U.K.

music magazine takes a behind-the-
scenes look at the role of PRs in the
music industry. “Some journalists
want you to be a sycophant, a door-
mat, a shopping service, a punchbag, a
travel agency and their nanny,”
observes one (anonymous) PR. The
article, brim-full with anecdotes of
journalists’ and artists’ treatment of
PRs, notes that the vast majority of
press officers—in an otherwise male-
dominated industry—are women.
Says one female PR: “Record compa-
nies are full of sexist wankers...
they've driven an entire generation of
the best female press officers out of the
major labels and into independent PR
companies, with the result that fewer
and fewer bands are willing to have
their record company do their press.
There are some really good male press
officers, but most of the really success-
ful ones are women.”

Vox (U.K.) Feb 1998 issue

LIMVE NOVINY In an article in the

Czech dallys media section, Petr
Stepdnek, vice-chairman of the
Czech Council for Radio and TV
Broadcasting, claims the behaviour
of national commercial TV broadcast-
er TV Nova is damaging the Czech
radio industry. “TV Nova has already
threatened some broadcast services
by price-slashing morning advertis-
ing, which are the most important
hours for radio stations,” claims
Stepédnek. In a recent deal, the U.S.-
owned Nova—already the favourite
channel of 60 percent of Czechs—has
linked its programming to another
commercial TV station, TV Prima.
Stepanek says further co-operation
between the two commercial TV sta-
tions “will lead to the destruction of
the entire Czech media market.”

Lidové Noviny (Czech Rep) Jan 12

fellonde) . .. ..

old French rock icon Johnny Hallyday
has given the French daily a candid
and unprecedented interview, which

received massive media coverage in
France. For the first time, Hallyday
discussed with writer Michel
Braudeau his father (a “bum” who left
home when he was eight months old);
drugs (“cocaine, yes, I used to take it as
soon as I got out of bed in the morning,
but not any more. Now, I take some for
work, to put the machine into gear. 'm
not proud of it, but that’s the way it
is”); religion (“T'm a Catholic and a
believer”) and death (“I am scared of it.
My dream would be to die brutally,
without noticing, like James Dean”).
Le Monde (France), Jan 7

¥
THE INDEPENDENT

Chris Evans’ new
breakfast show on rock station Virgin
Radio has already come under the
scrutiny of U.K. commercial radio reg-
ulator the Radio Authority (RA),
according to the British daily newspa-
per. The issue is “the way he [Evans]
talks about the programme’s sponsors
during his show.” Media correspon-
dent Paul McCann reports that Evans
may be failing to comply with the RAs
strict sponsorship code, which does not
let presenters explicitly endorse prod-
ucts on-air. David Lloyd, RA head of
programming and advertising, is quot-
ed as saying: “This is a matter that has
been discussed and we will monitor
the situation.”

The Independent (U.K.) Jan 10

Cal)&l The Rolling Stones

are “the leading rock multi-national”
according to a piece in the French
business monthly. Looking at the
business side of the band, writer Eric
Wattez comments: “Fully professional
on stage, the band members are
equally careful of every detail when it
comes to the exploitation of their sta-
tus as living legends. The band works
with the cream of lawyers, financial
advisers and rock promoters.” The
1997/98 Bridges to Babylon tour is
expected to gross over $200 million
world-wide, according to Capital.
“Only one band can outsell the
Stones—the Stones themselves,” con-
cludes Wattez.

Capital (France), Jan 1998 issue
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THE GRAMMY WEBCAST

http://www.grammy.com

Leading search engine company
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Yahoo and The Recording Academy
have joined forces to bring The
Grammy Webcast to the music buy-
ing public, with a graduated roli-out
of offerings designed to build excite-
ment in the run-up to the February
25 ceremony. It features audio clips,
daily articles on nominees,
rehearsal photos and an opportuni-
ty for fans to get questions
answered by stars, plus live chat

and competitions. On the awards mght itself there w111 be 11ve talk w1th win-

ners, interviews, photos and backstage
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coverage. This co-operative project is an

enhancement of, rather than a replacement for, the official Grammy Award site

(//grammy.org).

Chris Marlowe

Danish group promotes
Grammies outside U.S.

by Charles Ferro

COPENHAGEN — Copenhagen-based
Eminence Promotion Group has won
a unique contract to promote the U.S.
Grammy Awards in all territories
outside North America.

It is the first
time the awards
have been actively
promoted on a co-
ordinated world-
wide basis outside
the U.S,, and radio
is  central to
Eminence’s strate-
gy. Eminence man-
aging partner
Kristen Skogrand
says participating radio stations
will have the opportunity to run offi-
cial on-air Grammy promotions in
collaboration with their own sponsors
and advertisers, giving away
Grammy tour packages as prizes to
their listeners.

“One of our main objectives is to
promote the Grammies through
radio,” says Skogrand. “We have
developed promotional concepts that

benefit both. the stations and their
respective sponsors.”

Eminence is working closely with
the L'Express Group, the U.S. compa-
ny responsible for promoting the
February 25 event in America.
L’Express decided to license the

rights outside the U.S. because it

believed that would be a more
effective way of promoting the
show abroad.
European acts amongst the nom-
inees for the key Grammy
categories this year
include Radiohead
(album of the year and
alternative
music perfor-
S mance); Daft
Punk (dance
§ H\\\§§ recording); Elton
John and Seal (male
vocal pop performance); Paul
McCartney (album of the year); The
Chemical Brothers (alternative music
performance and rock instrumental
performance). All five nominations for
best alternative music performance
come from Europe—David Bowie and
Bjork being the others.

During a recent appearance on German TV game show “Wetten Da,”

the Spice Girls were presented with platinum discs in recognition of
500,000 German sales of their album, Spiceworld (Virgin). Pictured with
the group are Virgin Germany’s outgoing head of radio promotions,
Jane Smith (left) and Virgin Germany product manager Stephanie

Reisinger (right).

Voz teams with Te

by Howell Llewellyn

MaDRID — Grupo Voz, owners of the
14-station Radio Voz group based in
Spain’s north-western Galicia region,
has announced that it is forming a
new joint company with telecommu-
nications giant Telefonica, which is
looking to expand its media interests.

On paper at least, the purpose of
the new company is to bid for con-
tracts to install cable TV in the region.
Grupo Voz says its project with
Telefonica will involve cabling more
than 450,000 Galician homes over the
next 10 years at a cost of more than
Pta25 billion ($167 million).

However, there is speculation that
the deal is also linked to recent
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reports of interests close to Spain’s
centre-right government planning to
form a major new radio company
around Telefonica to rival the
SER/Union Radio group, which
owned by the socialist-leaning media
conglomerate Grupo Prisa (M&M,
December 27).

Radio Voz already owns three sta-
tions outside Galicia—Radio Voz
Madrid, Radio Voz Palma de Mallorca
and Radio Voz Sevilla—and it is wide-
ly known to have ambitions to become
a fully-fledged national radio grouping.

Neither Telefonica or Grupo Voz—
which also controls Galicia’s largest
newspaper, La Voz de Galicia—were
able to comment on the matter at time
of going to press.




The voice is King In
Deep Forest s world

by Cécile Tesseyre

Whether it’s in a Celtic folk song or a tribal
chant, for French duo Deep Forest, the human
voice still reigns supreme in an age of elec-
tronic sounds.

Standing at the cross-roads of various types of
music, Deep Forest feel their roots are in world
music rather than new
age or pop. “Despite
the technology, what
comes first in our
songs are the voices,”
declares the act’s
Michel Sanchez.

That mixture of old
world vocals and new
age technology has
helped Deep Forest
clock up sales of more
than three million
albums worldwide over the past five years. Now,
they’re with their third album Deep Forest III—
Comparsa (Saint George/Sony Music)}—due out
on January 20—which features a new and dis-
tinctive voice, Europe’s current crossover King,
Wes Madiko.

Sanchez and the other half of Deep Forest,
Eric Mouquet, stay true to their ethnically-
charged brand of new age music on Comparsa,
which draws from a wide range of sources, from
celtic folk to African chants. Deep Forest invited
a number of guest vocalists to record for the

]
Deep Forest

album, most prominently Sanchez’ protégé Wes,
who at present has a pan-European hit with his
single Alane (Saint George/Sony) (see Music &
Media, January 17).

To write the songs for Comparsa—the Cuban
word for companion—the pair travelled the
world for the first time rather than using tapes
from sound libraries. Sanchez went to Cuba,
while Mouquet visited Mexico
and Belize to collect fresh
material. “It was a great expe-
rience,” recalls Mouquet, “to
land in a country with no ref-
erences at all and to build up
connections from scratch with-
in a few days.”

Mouquet and Sanchez com-
pare their approach to music
. to surrealist artists’ collage
technique. “We don't use tradi-
L B tional [folk] songs in their
entirety,” says Sanchez. “We use some of the
words and notes and build up a melody arcund it.
It gives us the chance to mix up voices from dif-
ferent parts of the world.”

Deep Forest are signed to Sony Music
France’s Saint George label, which is distributed
worldwide by Sony Music's Columbia division
except for the U.S. and Australia, where it is han-
dled by 550/Epic. The first single from Comparsa,
Madazulu will be released on January 19 in most
territories. Germany and the Netherlands will
follow in February, the UK. in March.

SRR,

by Sally Stra;;an
. Bernard Butler, the guitarist who left Suede at
- the height of the U.K. band’s suceess in 1994,
~returns this
~spring with his
first solo album,
People Move On
(Creation/ Sony),
due on April 6.
His debut sin-
~gle Stay, released
across Europe on |
January 5, is |
picking up radio
_support in the
UK,  Scand- .
" inavia and Switz- |
~erland. It will be
followed by the |
uplifting ~ Not |
" Alone—reminis- |
“cent of Yes (Hut),

~ his 1995 U.K. hit
with David
MeAlmont-—-on-‘
March 16. Low-
key live dates are ®

planned around the release, ahead of a ﬁﬂl'r

tour this summer.
‘I .didn’t leave Suede because I wanted to

start a huge solo career,” Butler says when

" asked about the split four years ago. “I left the
| band because I had no choice, nobody wanted
me in it. I hated the music I was making, the
vision of the music and the atmosphere around
it. I wanted to do things musically that I eould-
ggﬁx’t do within Suede.”

olo career calls for Butler

Suede have been called forerunners of the
Britpop scene, but Butler declares it: “The
worst thing to happen to British music in the
last 10 years. Bntpop had this great impact
and sold so many records
but will never influence
anybody.” However, he
cites Radiohead and The
Verve as “inspirational”
" artists of the moment.
Move On’s grand
4 arrangements and bitter-
| sweet lyrics recall those
bands, particularly The
Verve’s rhythmic accom-
plishment. “I've never
been a very good guitar
&P player technically,”
" admits Butler. “I've writ-
ten a lot of my songs from

the perspective

~of a drummer,

S0 you get some

strong and
interesting

: rhyﬂ)ms on Move On.”

Butler praises .
‘Creation for giving him

Bernord Butle

1

the creatlve freedom to be his own pr oducera

on this album and the label’s distribution

‘partner Sony Music for their hands-off

approach. Both companies’ reactions to his
solo recordings have made him positive about
promoting Move On in Europe. “I haven't
done promotional stuff in the last few years,”
he says, “because I've been a bit embarrassed
{about the past] but now I'm fully in control of

my emotions.”
s

Dance
lgrooves

by Gary Smith

MIGHTY REAL....

The appropriately named Feels Real by The Mudmen
(eXtatique/U.K.) packs a gutsy, in-your-face soul/garage
feel. Combining a vocal-heavy radio mix which concen-
trates on the melody with two excellent garage mixes and
an extended house version, this EP offers variety and
quality. Especially good is the London Bass Mix, a thump-
ing city soundscape with a slightly incongruous but
attractive flute riff.

...AND MIGHTY FUNKY

A furiously funky house beat plus a dash of jazz sophistica-
tion, some sublime electro drops, a rap and a dreamy chorus
are the core ingredients of Oh Boy by the Fabulous Baker
Boys (Mo’ Bizz/Netherlands). The original mix is a 130 bpm
shuffle that unites those elements to create a classic club
moment; the Ramsey & Fen Mix whips up an even funkier
groove with extra saxophone, string arrangements and a
plaintive vocal.

JUNGLE FEVER

Despite Goldie and Roni Size, drum’n’bass is still struggling
to find its place in the greater scheme of things, especially
when it comes to harnessing those beats to a pop tune.
Consequently hybrids like Kapta's Everything Changes
(Flow/UK.) are particularly welcome. With its soaring,
atmospheric strings, jangly guitar and cute vocals, this track
really should be on the radio.

LIQUID SATISFACTION

If Prague-based Liquid Harmonys debut single Disco
Satisfaction (S3/Sony Music) is a measure of where they’re
at, they have a chance to become European dance heavy-
weights. The track starts with a junglist breakbeat which,
without pausing for breath, becomes a mad disco stomper. A
storming soul vocal and a distinctly live feel to the instru-
mentation makes for a vibrant, fresh, club/pop song.

NINE DEADLY FINNS? _
After an apprenticeship in his §
native Germany in A&R for
TI.S/East West, then represent-
ing Acid Jazz and Yellow
Productions in Hamburg, Rafael
Rybczynski moved closer to the
Arctic circle on a new mission.
With business partner Europekka
Rislakki, he launched dance label
Sauna Connections with the aim of bringing the best of
Finnish music to the world.

“We started putting our first release—the Sauna
Connections compilation—together about five months ago.
The results have surprised a lot of people,” says Rybczynski.
Indeed, the nine track/five artist compilation is quite a head-
turner. Apart from its original packaging, the quality of the
music is excellent, taking in house, techno and dance/pop.
Licensing deals have already been struck for Asia/Japan,
Germany, Spain and the UK.

Media reaction has been positive, with German CHR
broadcaster Eins Live regularly playing Sauna acts New
Composer and Koneveljet on specialist shows. Closer to
home, Danmarks Radio’s Jan Sneum has been playing
Sauna tracks and Swedish Radio has just completed a one
hour special about the label. A Viva TV programme on
Helsinki, to be broadcast in February, will feature Sauna’s
launch party, with Corporate 09 and Koneveljet.

Europekka Rislakki (1)
and Rafael Rybczynski

All new releases, biographies and photographs for con-
sideration for inclusion in the Dance Grooves column
should be sent direct to: Gary Smith, c/o. Roger de

 Lluria 45 -3° -2, 08009 Barcelona, Spain.
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L\/Ic:urke*l*plc:uce

by Thessa Mooij

For Midem ’98, Marketplace looks at
what happened to three of the more
promising records featured here
in 1997.

Y FRONT
PATCHWORK OF A HAPPIER PLACE
Abatrash/Boucherie (France)

= This debut album from
the French techno trio
provided a single,
Parasite, which was
picked up early on by
French CHR network
NRJ, and Boucherie’s
international manager
Stan Hintzy signed a
deal with Germany’s Art Beat label for
the G/S/A after the Marketplace entry
in issue 30. Hintzy also received reac-
tions from five U.S. labels—At the
moment, he’s talking to all five, and

hopes to conclude deals for
Scandinavia and the UK. at Midem.
LEIGH BLOND

See ME THrRU

RM Records (Netherlands)
This was the second sclo album by

Dutch singer/songwriter Blond—a
veteran of the British blues scene.
Bert de Ruijter (Blond himself) says
the Marketplace review (issue 44)
resulted in immediate responses from
two Scandinavian and two German
labels—he’s currently talking to all
four labels about a possible deal. The
album also received radio support in
Warsaw and Gdansk, and Sony Music
Poland has also shown interest.

JC HOPKINS

ATHENS By NiGHT

Shell Records (US.)

“We got a very quick response to the
Marketplace entry (M&M, issue 15),”
says Shell Records MD Shell White,
“from Tommy Sarig, president of TVT
Records in New York. I was told that
after reading Music & Media, he had
his entire staff hunting down infor-
mation on us.” Hopkins (discovered by
U.S. singer/songwriter Peter Case)
found an audience for this jazzy
album at American colleges last year:
“It was a Top 10 add to college station
rotation in May,” says White. He
notes, however: “We haven’t made
any foreign deals yet, but the next six
months look promising.”

Records featured in Market Place are by acts signed to independent labels for which
licensing and/or publishing rights are available, except where noted. Please send your
samples to Thessa Moolj, PO Box 59115, 1040 KC Amsterdam, The Netherlands, Fax (+31)
20 682 0614. When submitting material for this column, please indicate for which territories
licensing Is still available.
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Pearl Jam looking for
Europe to Yield rewards

by Christian Lorenz

Album and ticket sales outside their
home market have formed the back-
bone of U.S. alternative rock stalwarts
Pearl Jam’s career.

In their homeland, the Seattle
band’s sales have steadily declined
since the high water mark of their
1992 debut album Ten (Epic). Whilst
sales for Ten reached 8 million units,
their last album No Code—released
in 1995—barely passed the 1.3 mil-
lion mark. At the same time, sales in
Europe, Canada and Australia
increased significantly. No Code sold
more than three million copies out-
side the U.S.—600,000 in Europe.

On February 2, Pearl Jam release
their fourth album, Yield (Epic) and
early signs are that the band may be
able to reverse that downwards
trend. Given To Fly, the first single
from the album, has received strong
support from European radio since it
was serviced on December 19.

The track—released commercially
on January 5—entered the singles
charts in Germany (67) and Holland
(76) this week, largely due to chart
points based on airplay. “Given To Fly
is the first Pearl Jam single since
Jeremy [1992] to get this amount of
airplay,” says Sony Music Europe
international marketing manager Epic
Daniel Levy.

At German rock station Radio
Gong, Pearl Jam share the playlist
with acts like U2, Sheryl Crow and
Bryan Adams. Programme director
Mare Stingl says “We played Pearl
Jam singles before, but only after
8pm. Given To Fly is catchy enough
for our daytime programmes, and we
have it on standard rotation with 4
plays per week between 06.00-19.00.”
Other European stations champi-
oning the track include SWF3
(Germany), Fun Radic (France),
Radio Deeday (Italy) and BBC Radio
1 (UK).

As an additional promotional
item, Epic has offered European
radio a 120 minute DAT of a complete

AmericanRadioHistorv.Com

- Pearl Jam

radio show pre-recorded by the band.
Titled Monkey Wrench, the pro-
gramme includes live performances
by the band and a number of special
guests. According to Levy, “[London
alternative rock station] Xfm and
[Spanish CHR network] Cadena 40
Principales have already shown
interest in the programme.”

Pearl Band’s Seattle-based man-
ager Kelly Curtis acknowledges the
need for the band to focus on territo-
ries outside the U.S. “At the moment,
the U.S. public is not much in favour
of rock,” he comments, “but the pen-
dulum will swing back eventually.
Rock’n’ roll will always be around and
Pearl Jam is a great rock’n’roll band.”

According to Curtis, the band’s
main markets abroad are Australia,
Canada, the Netherlands, the UK.
and Germany. Ticket sales for a world
tour which kicks off on February 20 in
Maui, Hawaii, seem to prove his
point—the Australian leg of the tour in
February/March is as good as sold out.
Later this year, the tour will hit Japan,
the U.S. and finally Europe, where
dates have not yet been confirmed yet,
although Levy expects some shows to
take place in September.

Famously publicity shy, live con-
certs have become the main means of
promotion for a band which routinely
turns down press interviews and who
have refused to shoot videos for their
singles for the past six years. Curtis
is aware, that “it became increasingly
frustrating for fans not to be able to
get hold of the band.”

He adds “the band wrestled with
this issue for a long time and we did
some press this time. I understand
the frustration of not having a video
[for Given To Fly], but the band is
very private and prefers to do records
or play live.”

Under those circumstances, Epic
is relying on airplay for Given To Fly
to promote the album. “We will work
the single for quite a long while,” says
Levy. On the strength of the first air-
play reactions, he says he expects
Yield “to cutsell No Code in Europe.”
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Music in ‘98: regulate, educate, organise

As the world’s music industry gathers in Cannes for the Midem international
music market, M&M editor-in-chief Emmanuel Legrand asks two key record com-
pany executives their views on the issues facing Europe’s music industry in 1998.

Paul Russell

President, Sony Music Europe

“1997 in Europe was a tough year for
everybody. We expect this year to be
better, but it is going to be a struggle
because we have to deal with a static
market. If you look at the net realised
price—what we actually get after
retailer discounts and so on—you actu-
ally see it is going down.

“In a declining market with rising
costs, you're in a margin-erosion busi-
ness. So you have to do things to coun-
terbalance that: keep your expenses
under control, look for cost-savings, be
more efficient in marketing expendi-
ture and sell more records.

“On the positive side, there will be a
continuing increase in the market
share of local artists everywhere in
Europe. We will see that trend continue
and it will cause people to look at them-
selves and think at what they’re doing.

“I don’t doubt our ability as record
companies to spread local success into
international success. From a local
A&R point of view, everybody is going
to be extremely competitive.

“In 1998, we'll see trends which
may set the agenda for the ensuing
years in the area of new technologies.
What is the Internet going to do or not
do with us as an industry? How is on-
line retail going to affect us? What are

L%?I

“From a local

A&R point of
view, everybody
is going to be
extremely

competitive”
—Paul Russell

Websites going to add to the promo-
tion of artists? Some of those trends
might not be that significant now, but
will change the shape of the industry.
“In terms of sound carriers, we're
rapidly becoming a one-carrier mar-
ket in Europe. We used to be a two—
if not three—carrier market. DVD
may be out there but it’s not going to
help us this year. So I think MiniDisc
will get a significant foothold in 1998.
There will be more repertoire avail-
able on MiniDisc by the end of 1998.
It'll start to become serious in the
mind of some people who don’t look at
it seriously these days—I'm thinking
about other record companies who
have dismissed MiniDisc so far.”

Rick Dobbis
President, PolyGram
Continental Europe
“During 1997, music from all around
the world had success in Europe; that's
good news for the European music
industry. There was also a lot of border
crossing in all sorts of music. It is very
healthy, especially in the light of the
changes at MTV and the speculation
about the end of pan-European media.
“The market as a whole didn’t
improve dramatically over previous
years, but there was some good news,
especially in Eastern Europe. Our
record companies there have become
fully integrated in our operations.
“For the year to come, three main
issues—piracy, the Copyright
Directive and electronic delivery of our
products—will have an effect on the
evolution of our business. Add to that
the coming of EMU, which is a very
important operational factor, but also
an indicator of the evolution of our
business. 1998 will be a transition year
for the EMU—we are just a year away
from publishing our prices in ‘Euros.’
“Overall, we are confronted with
big issues that operating companies
such as ours don’t like to deal with, but
we have to. The entire future of the
recorded music business is likely to be
quite different and the elements of
change are in front of us today. If we
want to march into this new world face
forward, we have to take action and if
we don'’t, we'll be dragged into a future
that will surprise us, disappoint us—
and maybe put us out of business.
“Ratification  of the
Intellectual Property Organisation
(WIPQ) treaty [agreed in late 1996]
will move forward in 1998. The ques-
tion is: will this common denominator
agreement be the basis of the future of
our industry? If that is the case, [ think
it is a dangerous set of circumstances.
“To be positive on that issue, there
will be a renewed and refocused lob-
bying effort from record companies
and the [FPI this year with regards to
the Copyright Directive in Europe,
which hopefully will raise standards

World |

somewhat and bring into the open
some serious issuess.

“At the very least, we need to be
clear in our lobbying efforts. We are
entitled [from regulators] to the same
ability to do business with our prod-
ucts as the computer software indus-
try is. I was disappointed with where
we ended up with the Copyright
Directive at the end of the year, but
you have to be hopeful that as the var-
ious players—the European
Commission, Parliament—get into
the process of approving the directive,
the protection will be improved. WIPO
and the directive are also tied to the
piracy issue and we have to demon-
strate how critical our situation is.

“The industry is getting closer to
policy makers, and with that regard,
the lessons of 1997 will be put to good
use in 1998. The IFPI, with input
from record companies, has drafted a
well-formed and clear lobbying strat-
egy for this year—it is a long term
process. The industry has learned
that we have to be willing to put in
the necessary time and effort if we
want things to change.”

“Piracy, the
Copyright Direc-
tive and electronic
delivery will have
an effect on the
evolution of our

business”
—Rick Dobbis

PROMOTIONS
UK Radio, TV, Press,
Tour Co-ordination

We are proud to be associated with artists such as:
Alison Krauss, Alannah Myles, Abra
Moore, Christy Moore, The Delevantes,
Etta James, Fairport Convertion,
Loreena McKennitt, Ruby Turner,
Walter Trout

Call: Frontier Promotions
Tell: +44 (0) 1760 756394 Fax: +44 (0) 1760 756398
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New music, new technology at Midem

Some 10,000 music and radio industry professionals from
over 100 countries are expected to attend the Midem trade
market in Cannes, January 18-24. The event’s organiser,
Xavier Roy, discusses the main themes of this year’s show.

his year sees Midem focusing
on two main topics. One is the
notion of tearing down barri-
ers between different territo-
ries to let music flow across,
and the other the impact of new tech-
nologies on the business of music.

At least, such is the belief of Xavier
Roy, chief executive of the event,
which celebrates its 32nd anniversary
in 1998. “The world’s music market,”
says Roy, “which has been predomi-
nantly Anglo-Saxon, is becoming
increasingly receptive to new styles of
music—dance and techno, for exam-
ple—but Latin American rhythms
and world music are also flourishing.

“For 32 years,” he continues,
“Midem has provided, and will contin-
ue to provide, an essential platform
which greatly contributes to and accel-
erates the internationalisation and
export of music produced throughout
the world.”

New and live
The blending of musical tastes, new
musical trends and the rise of new
sources of repertoire will be high-
lighted during Midem in more than
40 concerts, featuring some 130
artists (see M&M, January 17).
“Music is the pulse of the Midem
event, and at the very heart of the
industry,” Roy notes. “The
concert programme will con-
tinue its mission of focusing
on both major and develop-
ing niche music genres.
“Over recent years new
and emerging music trends—
dance music, hip-hop, new |
electronic music and the
hugely varied rhythms of ©
Latin America and the
Caribbean—have been «
increasingly successful in
captivating new audiences
across the globe, and have been a
growing focal point at Midem. This

year this visibility and support will
be strengthened.”

But if Midem is first and foremost a
place where the music community gath-
ers for business purposes, Roy points
out that the event “has always endeav-
oured to anticipate and reflect the evo-
lution of the music industry it serves.

“On the eve of the 21st century,”
Roy continues, “there are a number of
major factors and developments which
will have an increasing influence on
the music industry, and on the many
different sectors it incorporates.”

Digital age addressed

Those changes and new developments
affecting the music industry will be
tackled during Midem, especially at
conferences which will focus on the
evolution of digital technologies and
their consequences for the music and
radio industries. Roy considers that
“the birth of Internet and the explosion
of new technologies accelerate the cir-
culation of information and are revolu-
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copyright and production.”

Reed Midem has already embraced
these new technologies with the
launch—two years ago—of a Website
which operates, in Roy’s words, as “a
permanent on-line-market, which
enables professionals to communicate

International Music Makers honoured

This year, Midem once again celebrates three professionals’ “outstanding
contributions to the international music industry” and their “exceptional
influence in the world of entertainment” with its Music Makers awards.
The three Midem Music Makers for 1998 are: American independent music
publisher Ralph Peer TI (pictured), CEO of Peermusic; Michael Haentjes, founder

Harvey Goldsmith.

tionising communica-
tion.” They will, he pre-
dicts, “bring about sig-
nificant changes
throughout diverse industry sectors
including distribution, promotion,

M
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and CEO of German label Edel Music; and Canadian (Quebec)
lyricist Luc Platmndon, who created, with the late Michel Berger,
the musicat Stamza'- (Zr’ycoon) and who will present in Cannes
his new musieal, Victor Hugo’s The Hunchback of Notre Dame, co-
written with Italian singer/songwriter Richard Cocciante.

Last year’s Music Makers were Jean-Paul Baudecroux,
president of French radio group NRJ, Tom Yoda, chief execu-
tive of Japanese label Avex, and British concert promoter

constantly” The site also includes on-
line music samples, allowing labels to
present their products to potential dis-
tributors. “In this way,” comments Roy,
“Midem continues to provide an ideal
platform for industry players to
exchange information and conduct busi-
ness non-stop.”

Enter the Techno Club

Another innovation at Midem 1998
which Roy stresses, reflecting the
growing importance of new music
trends, is the Midem Techno Club. A
designated area consists of a large
lounge, equipped for meetings and
discussions, with listening booths and
hostesses. The Club has direct access
to Jimmy’z club (within the Palais
Des Festivals), where delegates will
be able to schedule 30-minute slots to
showcase live performances and DdJs
during market hours.

“It has been specifically devised to
enable many of the smaller but very
creative labels who have never
attended Cannes, to do so,” says Roy.
“The club offers attractive prices and

Xavier ng

maximum visibility, and will allow
those young labels to benefit from the
hugely international business plat-
form which is Midem.”

Looking to the future of the music
industry, Roy expresses his faith in
the emergence of new markets in Asia
and Latin America. “Both of those
regions represent huge potential mar-
kets for music, in quantitative terms,
but also in the quality of the reper-
toire they possess,” he declares.

New market development
The development of the music mar-
kets in those regions has prompted
the Reed Midem Organisation to
launch two new markets in recent
years—Midem Asia in 1995 in Hong
Kong, and the Midem Latin America
and Caribbean Music Market, last
September in Miami Beach.

“Both these events were designed
to meet the specific needs of the
industry in these dynamic regions,”
says Roy. The former, targeting the
growing pan-Asian market, is now
moving location and will take place
May 26-29 in Bali, after three years
in Hong Kong. The decision to move
to the Indonesian holiday resort of
Bali was motivated by financial con-
cerns, and reflects the will to offer a
less expensive package to partici-
pants, Roy says.

The latter event was hailed a suc-
cess by Roy, with over 3,300 delegates
from 65 countries, but came under fire
when it became apparent that, due to
local regulations, professionals and
musicians from Cuba could not attend.

Reed Midem threatened to leave
Miami for another location.
Apparently, an agreement has been
worked out with local authorities
allowing “all the actors from the
world-wide music community to
attend the show,” according to a com-
pany spokesperson. As a result of this
agreement, in 1998, the Midem Latin
America & Caribbean Music Market
will be held again in Miami Beach,
from August 25-28.
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Ahmet Ertegun: Midem Man Of The Year

The Midem Man Of The Year for 1998 is Ahmet Ertegun,
the co-founder, 50 years ago, of the Atlantic label.
Ertegun will receive his award from Reed Midem chief
executive Xavier Roy during a special evening in Cannes
on January 19. Here, French journalist and former
Mercury France MD Yves Bigot profiles the ultimate
“music man” for Music & Media, and three of his many
friends in the European music industry give their views

on Ertegun and his achievements.

ne of the last survivors of a
long-gone era in the music
usiness, Ahmet Ertegun
is also one of the few in our
industry who can justify
the use of the cliché “living legend.”

Ertegun has lived a unique life in an
industry he helped to shape; he is still
co-chairman of Atlantic Records, the
legendary label which he co-founded
half a century ago.

At heart, Ahmet Ertegun remains
essentially what he was when he began
Atlantic operations from a base in the
Hotel Jefferson in Manhattan 50 years
ago—a genuine music fan. He’s a man
of many skills—talent spotter, music
producer, socialite, entertainer and
even composer (under the
anagram/pseudonym A. Nugrete). He
has written songs for Big Joe Turner,
Ray Charles and Aaron Neville, and
has produced artists ranging from Ben
E King to Manhattan Transfer.

European origins

Ertegun’s father was a Turkish general
appointed to the Society of Nations in
Geneva before World War II. The
young Ahmet picked up perfect French
there, then in Paris, before his father
became Turkey’s first ambassador to
Washington, DC.

After their father died in 1944,
Ahmet and his older brother Nesuhi
remained in the U.S, and it was there
that Ahmet developed his genuine love
for black American music, particularly
jazz and R&B. When he was still a stu-
dent, he used to have lunch in a small
near-derelict Chinese restaurant
because he loved the piano player.
Years later, they would meet again in a
posh Beverly Hills eaterie—the piano
man had become Nat “King” Cole.

An astute businessman, Ahmet also
had the vision to see further than the
next dollar, At Atlantic, which he found-
ed with fellow jazz fan Herb Abramson,
not only did he provide a home for
incredible talent, but he was also one of
the very first producers to actually pay
royalties to struggling artists, many of
whom had been happy until then to sell
their performances for a flat fee.

The team builder

The early days saw jazz musicians,
blues shouters and R'n’B balladeers
finding a home at Atlantic. However,
as great as they were, Ertegun didn't
stop there. He was instrumental, for
example, in changing the direction of
Ray Charles’ career; from a Nat “King”
Cole wannabe, he developed into—in
the words of Frank Sinatra—“the only

true genius in the business.”

By the mid-fifties, Ahmet Ertegun
had also put together arguably the best
team any record company ever had.
That team included brother Nesuhi,
soon in charge of the jazz division (with
a roster ranging from the Modern Jazz
Quartet to John Coltrane) and later, dis-

ing/production duo Jerry Lieber and
Mike Stoller joined up with the
Atlantic team, paving the way for a
stream of hits.

From soul and R'm'B, Ahmet
Ertegun went on to demonstrate an
equally well-tuned ear for white rock.
He acquired distribution rights for

tribution and over- British ’60s
seas operations. “supergroup”

Also on board Cream in the
were Jerry U.S. and was
Wexler, who went also one of
on to produce the first from
great artists from | the New
Aretha Franklin York music
to Bob Dylan, and A to make the
developed a fruit- @ Erfegun (centre) with Elekira founder Jac move to
ful relationship @ Holzman and Jemry Wexler at Alanfic’s 25 California,
with Stax @ anniversary sales convention in Paris, 1973. f§ signing Los
Records, and Angeles’

multi-track engineering pioneer Tom
Dowd, who assisted Wexler for years,
before going on produce the Allman
Brothers, Eric Clapton and Lynyrd
Skynyrd. Ahmet and Jerry Wexler
bought out Abramson in 1955—a
year later, the legendary song-writ-

A European

Eddie Barclay

Founder of Disques Barclay (France)
“Ahmet is one of the greatest profes-
sionals I've ever known. I made my first
deal with him and his brother Nesuhi
right after the [Second World] War. We
were all broke, and we agreed to an
exchange of masters, four each. Later
on, we signed a standard licensing con-
tract and I represented Atlantic in
France for about 30 years.

“Ahmet is a man of many talents—
not the least being able to spot the right
artists, and God knows he discovered
many of them—as a producer and as a
promoter. As a record man, he knows
how to take a chance on someone, to
invest when needed; he did some fan-
tastic coups. He is a gifted professional
and an exceptional human being, very
funny and entertaining.”

Claude Nobs

Founder of the Montreux jazz festival
and CEO, Warner Music Switzerland
“From the beginning, Ahmet was only
interested in culture: he wanted to pro-
duce records which would last, that
would make history. His ‘genius idea,
when he started, was to produce black
artists for the white market. Before
they were with Atlantic, Ray Charles
and Aretha [Franklin] weren’t making
the [right] records, or getting the hits

Buffalo Springfield. When that band
imploded, he gave development money
to one of its leading lights, Steven Stills
and his fellow musicians in Crosby,
Stills & Nash. After Warner Bros
bought the label in 1967, Ahmet
brought to it Dr. John, Led Zeppelin,

perspective

which they did when they got there.

“He has always been in control of
Atlantic’s destiny because he knew
what the real priorities were—signing
great artists, making good records,
building the best artistic teams. The
executive he feels closest to nowadays is
Chris Blackwell—they share this love of
music and artists, and this incredible
flair. Not your average ‘bean counter.’

“The most amazing thing about
him is how he manages to make him-
self so readily available to others. And
how much he still is, at 75, such a fan.
His office is full of CDs and tapes, and
he’s still discovering new talent, tak-
ing his company to clubs to see new
acts all the time. A few days ago, he
was in the studio again, producing a
blues album.

“He has this diplomatic culture
inherited from his father. He’s an
incredibly well-read man, always into
overdrive. Time spent with him always
provides incredible hindsight. He has a
wild sense of humour. Devastating. He

,mfﬂ “

the J. Geils Band, the MC5 and Yes.

A versadtile giant

When being the boss isnt enough,
Ertegun not only provides songs or pro-
ducer—he even helps others to get into
his own business, from the Rolling
Stones to David Geffen to the Montreux
Festival’s Claude Nobs.

Perhaps his only failure was trying
to turn Americans on to football by
launching a professional soccer league.
He built the New York Cosmos from
scratch, recruiting Pele and other
world stars, but couldn’t sustain long-
lasting public interest. He was also
unable to start his dream version of a
cycling Tour of America (as in the Tour
de France), but he had foreseen the
links between music and sport that
would become ever closer in the future.

In a era of rapid change—and in a
business where three years is consid-
ered a long-term commitment,—histo-
ry books and accountants’ ledgers alike
bear witness to Ahmet Ertegun’s
deserved place as one of the giants of
the modern recording industry.

1s also very down to earth, which gives
him a great rapport with musicians.”

Bernard de Bosson

Former president, WEA Music France
“Ahmet is the soul of Atlantic, the most
important A&R man in the United
States from 1955 through to 1975/80.
He has discovered an incalculable num-
ber of talents. He is one of those magic
people who attract artists. And in addi-
tion to that, he is great fun to be with.

“When Ahmet was coming to London
[in the ’60s], the rumour preceded him.
Everybody wanted to give him demo
tapes. I remember a meeting with him
at the Speakeasy at the end of the
1960s, and all the artists that mattered
in London at that time were sitting at
his table.

“Among the things he taught me was
respect for people. The first time I met
him, when I was working with Eddie
Barclay in 1967, he gave me the feeling
that I was the most important person in
the world. He knows how to put people
into the light, respect them and listen to
them. His brother [Nesuhi, who died in
1989] had the same qualities.”

“The most amazing thing
about him is how he manages
to make himself so readily
available to others.”

Claude Nobs,
CEO Warner Music Switzerland
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Aqua Aquarium 10 gold records
Rosana Lunas Rotas 2 gold records
No Doubt Tragic Kingdom 3 gold records

Antonella Ruggiero Registrazioni Moderne

Various Artists Hot Party 3 gold records
Andrea Bocelli Romanza 16 gold records*
Elisa Pipes & Flowers 3 gold records*

* distributed by Universal Music
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Co-existence the key for music indusiry

An economic crisis in the Italian music business in recent years has led to changes in
record company operations. The majors have all launched specialist labels aiming to
copy the independents’ creative A&R approach whilst exploiting their own infrastruc-
ture. Italian label executives talk to Mark Dezzani about their priorities for 1998, as
magjors and indies construct a new era of peaceful, profitable co-existence.

taly’s indies and majors have often
had a hostile relationship since the
majors split from domestic trade asso-
ciation AF] to form a new federation—
FIMI—six years ago. Now they are
finding new ways of working together.

Official statistics—and the coun-
try’s centre-left government—assure
Italians the worst years of austerity
are over and economic renewal is final-
ly underway in Italy, but record com-
pany executives—both independents
and majors—are not expecting any
immediate upturn in domestic sales.

With a low domestic per capita
spend on records, and increasing com-
petition from multi-media leisure
hardware and software, exports are
the music industry’s best growth
opportunity. Italy has a strong tradi-
tion of marketing its
artists abroad, and a new
wave of acts is set to be
launched on the interna-
tional stage.

In 1997, tenor Andrea
Bocelli, dance stars Gala
and Alexia and
singer/songwriter Nek
joined established Italian
acts with significant sales ,
abroad such as Eros Ramazzotti,
Laura Pausini, Robert Miles, Zucchero
and Jovanotti, who all managed to
sustain their international presence
last year.

Among the many more lined up for
export in *98 are rocker Ligabue, who
has sold millions of albums domesti-
cally, and singer/songwriter Elisa,
whose debut album Pipes

~ Zucchero

v
1
E 2

& Flowers (Sugar/Universal), released
in English last year, has already gone
platinum (100,000 copies) in Italy.

VAT still the big issue

Within the Italian market, the
biggest issue amongst label execu-
tives remains value added tax (VAT).
A 4 percent increase in the rate of
VAT levied on records (from 16 per-
cent to 20 percent) in October 1997
was the final straw for many labels
who were already being regularly
criticised for the high price of top-line
CDs in Italy.

Blaming the increase on compliance
with EU standardisation of tax brack-
ets within the European Community,
Ttaly’s culture minister Walter Veltroni
and finance minister Vincenzo Vita
have committed to lobbying
the EU for recognition of
records as cultural goods
(M&M, November 8, 1997),
and therefore eligible for a
reduced VAT rate as low as 4
percent, as with books.

“There are three priori-
ties for the industry in 1998,”
says Caccia Dominioni, pres-
ident of Warner Music {taly
& Greece, and president of IFPI-recog-
nised industry federation, FIMI. “A
considerable reduction in VAT, the re-
launch of our retail distribution system
and continued success in the fight
against piracy.

“Despite the political difficulties in
aligning opinion between various EU
members, there is a lot of awareness of
the campaign to reduce VAT on
records, and I believe much can be
done to secure a reduction this year,”
says Caccia. “As far as distribution is
concerned,” he adds, “we need more
new point-of-sale and music retail
chains to invest in Italy.”

Anti-trust blow

Following the increase in VAT last
October came another blow for the
majors. Italy’s anti-trust authority con-
cluded a year-long investigation into
the record business and found five
multinationals guilty of operating an
effective price-fixing cartel.
| The five majors named
il BMG  Ricordi, EMI,
A Polygram, Sony and Warner)
I have all appealed.

“I hope this year will
bring the situation under
control, that our appeal say-
ing we are not guilty is, I
hope, accepted [by the
appeals court],” comments
Sony Music Italy president
Franco Cabrini.

Many independent oper-
ators welcomed the anti-
trust watchdog’s verdict as

a moral victory, but believe it will not
have a practical effect in making the
market any easier for them.

“It was an excellent result,” says
Max Moroldo, MD of Milan-based indie
Do It Yourself. “As well as the price-fix-
ing verdict, it was an indirect recogni-
tion of how difficult it can be for an
indie to compete in the market against
the massive investment by the majors,
especially in radio & TV promotion.
However, it won’t change anything. The
price of CDs has not come down.

“At the other extreme,” Moroldo
adds, “electronic goods chains such as
Media World are selling CDs as loss
leaders at seriously discounted prices,
and putting many specialist shops—
the main outlets for indie product—
out of business.”

independents in crisis

Warner Music Italy president Caccia
Dominioni acknowledges there is a cri-
sis among Italy’s independent labels,
but suggests they are facing the same

problems the majors have to confront.

“There are no barriers against
anyone entering the market. Their
strength is creativity, and it is enough
to have one hit to be successful,” says
Caccia, adding. “Their [indepen-
dents’] weakness,” he adds, “is when
they overextend and try to maintain
their own distribution, which is very
costly and has small margins. The
recent failure of Flying Records
demonstrates that when an indepen-
dent forgets its creative priorities, it
is more likely to fail.”

Sugar Music was Italy’s most suc-
cessful independent in 1997, with
worldwide sales for Andrea Bocelli
and the successful launch of domestic
acts Kaigo and Elisa, the latter now
also being promoted internationally.
International exploitation manager
Monica Dahl says distribution by a
major for a non-dance artist is essen-
tial for international success. “It
would have been impossible to achieve
the international results we've had
with Bocelli by going through inde-
pendent distribution channels.

“When choosing major partners,
we keep our options open and find the
most suitable for each artist.
However, we've established a great
relationship with Polydor, and

continued on page 16
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ollowing a year of buy-outs,
launches and record advertising
growth, Italy’s radio operators
are looking to 1998 as a year for
focusing their formats and con-
solidation, writes Mark Dezanni.
Eduardo Montefusco, president
of Rome-based CHR network Radio
Dimensione Suono, says his priori-
(el0e (ole] ties this year are
VTN Iee] Programming and
sponsorship.
“Without  making
any radical changes,
welll be fine-tuning
our targeting our
core 25-34 year old
audience, and con-
tinuing to promote
major open-air concerts which are
aired live on RDS and national TV.”
Promotion and format fine-tuning
are common priorities for the five
leading commercial networks, which
are often criticised for being too “gen-
eral” and sounding too similar. CHR
networks Radio Deejay and Radio 105
are both focusing more on the 15-25
target, and RDS, (national music)
Radio Italia SMI and RTL 102.5 Hit
Radio on their 25-34 core audiences.

Changes at smaller networks
Guido Monti, station manager at
Milan-based Radio 105 predicts that,

while the top five commercial net-
works will concentrate on consolida-
tion, some major changes can be
expected from those struggling lower
down the ratings table.

“The leading
five networks
have created a
premier
league, and
will swap posi-
tions in the ratings
depending on the

strength of special promo-
tions and events they sponsor.” says
Monti. He adds: “A lot of turbulence
and change can be expected for the
other networks who, despite trying
out new approaches, are still too gen-
eralist. More specialist formats such
as AC, news and talk radio, urban,
classical and gold are completely
missing here in Italy.”

The two new networks launched
last year have still to make an impres-
sion in the ratings. Radio Capital,
with an AC and news/talk mix, has
still to register any significant growth,
while Station One, which is trying out
an all-new music formula for the 15-
25 demographic, is languishing in the
listening doldrums.

“Those stations who make radical
changes will have to expect a loss of
their traditional core audience, and

Radio networks fine-tune targets

invest heavily in promotion over a sus-
tained period before they can expect
positive results,” explains Monti.

New artists to benefit

Music industry executives point out
that, with the major network formats
becoming more focused, it is easier to
get airplay for new artists.

According to Adrian Berwick, label
manager at BMG Ricordis BMG
Records, one key event which is helping
transform the way in which Italian
radio and TV promotes music has been

. PR the expansion of
Ad"W'Ck MTV Italy last
. - y September. The
b music specialist
adopted a nation-
> al terrestrial sig-
nal, and
increased its ded-
icated  Italian
programming.

“The expansion of MTV Italy is
having a positive effect,” he says.
“More emergent local artists are get-
ting exposure thanks to MTV’s adven-
turous playlist policy, and this is hav-
ing a knock-on effect for radio.

“Many radio programmers are
adding new artists quicker after see-
ing the video clip on MTV, although
we are still having problems getting
rock acts onto radio.”

The music market

According to figures supplied by
Italy’s IFPI-recognised industry asso-
ciation, FIMI, the country’s music
market during 1996—the last year
for which figures are available—was
worth $414.5 million U.S. (trade),
$637.5m U.S. (retail).

That figure, based on sales in tra-
ditional music retail outlets, repre-
sents per capita sales of less than one
(0.7) top-price CD album per person.
In 1996, Italy was ranked tenth in
world music sales by value.

Because of the investigation which
found major labels guilty of operating a
price-fixing cartel, quarterly market
statistics were not published by FIMI
during 1997. Figures for 1997 will not
be compiled by FIMI but by accounting
firm Price Waterhouse and published
early in February.

Industry insiders, however, say
that the market was stagnant in
1997, and that whilst unit sales will
be up, due to increased mid and low
price catalogue sales, top price CD
sales have dropped and market value
will be around the same as 1996.

Music Market 1996:

CDs as percentage of total units
sold: 66%

1996 World Music Sales Ranking:
10 ($637.5 Million U.S.)

Per capita music sales: 0.7
albums $11.0 (U.S.)

Sales tax: 20% Source: IFPI
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although I wouldn’t want to sign all
our international acts with the same
company, once you have a good rela-
tionship, it’s a great advantage.”

Indies’ survival is vital

In Italy, Sugar Music is distributed
by Universal Music, which estab-
lished its own distribution network
just over a year ago.

Universal Music Italy President
Piero La Falce says the survival of a
healthy indie sector is fundamental to
the market.
“There is a turn-
ing point now, as
indies move away
from dance
towards more
mainstream pop.
Out of research
and development,
the two crucial elements for the music
business, the indies are good at
research but lack the structure to
fully develop artists,” he says.

“This is where licensing to a
major—including not only distribu-
tion but also investment in promo-
tion—becomes vital. The strongest
indies focus on research, leaving the
majors to develop artists, since they
don’t have the structure to take on
every aspect of promotion, marketing
and distribution, which are essentials
to maximise success.”

Whilst some indies lament that,
inevitably, majors will prioritise their
own artists above a licensed artist, this
can be overcome by being clear about
terms before signing a licensing deal.

gice

Roberto Zanetti, MD of indie label
DWA whose pop/dance artist Alexia is
distributed by Sony’s Dance Pool, says,
“Clarity is essential; this can be
achieved by getting fixed budget guar-
antees from the majors, especially for
TV and radio advertising, prior to sign-
ing a contract.”

Majors specialising
Virgin Music
Italy, like its par-
ent company, has
modelled itself
along the lines of
a large indepen-
dent, and last
year set up spe-
cialist dance label
VCI, run by Mario
Nicoletti, a former A&R executive
with the now defunct Flying Records.

Virgin Italy marketing manager
Marco Cestoni says that, despite a good
year supported by a strong internation-
al release slate, 1998 will be tough for
independents and majors alike. “The
sales crisis hit both in 1997, but the
indies were hit hardest as they don’t
have the strong backbone provided by
large catalogues, which the majors
have. Were regularly approached by
industry professionals and artists tra-
ditionally linked with indie labels,”
Cestoni adds.

“Although the local economy is
starting to improve,” he predicts,
“1998 will continue to be difficult
even for the survivors, because there
is a global dip in the music market
and ever increasing competition for
leisure spending from products based
on new technologies.”
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taly: a state of independents

The past two years have been tough times for Italy’s record market, especially for the
country’s independent labels, many of which had thrived on the dance music boom.
Here, M&M’s Italian correspondent Mark Dezzani asks executives from ten Italian
independent record companies for their thoughts on the current situation, and how

they are adapting to survive in an increasingly competitive market.

taly’s economic crisis has hit the

dance industry—and the country’s

independent labels—hard over the

past two years. It has been respon-

sible for the closure of many clubs
and discotheques, resulting in a dras-
tic drop in demand for 12-inch vinyl
singles, the mainstay of domestic
dance music sales. Sales of dance
compilations have also plummeted.

This erosion of the local dance
market has provoked many estab-
lished labels to review their strate-
gies and transform their operations.
Several, including the Naples-based
Flying Records, have had to
closed down.

But is Italian dance dying or just
sleeping off a hangover? Is it possible
to work with the majors, who have
established their own niche dance
operations and are taking more and
more of their traditional business?
The leading lights of several of Italy’s
independent labels have a number of
answers to those questions...

Franco Donato

President, AFl, and managing
director, Full Time Productions

m This year, [taly’s independent
labels’ and producers’ associa-
tion, AFI, celebrates its 50th
anniversary. After a split
with the local major labels six
years ago—those companies
formed the IFPI-recognised
FIMI  federation—Donato
now describes AFT’s relations
with FIMI and the majors as “positive
and constructive.”

Donato seems relatively unper-
turbed by the talk of major problems
for Italian indies: “Crisis, what crisis?
What we have seen is a cycle that has
been going on for years. Over the past
20 years I have been in this business,
I have seen many companies go out of
business, but they are always
replaced by new enterprises.”

He continues: “After a difficult two
years, I predict that 1998 will be a year
of renewal for the independent sector.
This is not grounded in optimism but
in reality. According to figures com-
piled by [authors’ rights society SIAE],
the indies’ market share was 24.4 per-
cent last year. Many companies who
established themselves during the
dance boom are now discovering new
niches at home and abroad, and using
events such as MIDEM Asia and
MIDEM Latino to break into new mar-
kets. There is very healthy competi-
tion between indies, especially in the
low-and mid-price categories.”

Gianfranco Bortolofti
Managing director, Media
Records/Impulse Promotions
Brescia-based Media Records has had

international success with Capella,
49ers and Clock. Recently the compa-
ny has concentrated on the progres-
sive dance sound as popularised by
Robert Miles, and on traditional
Italian pop.

“There is a series of new indepen-
dent distributors starting up to
replace those that have gone bust,”
says Bortolotti. “This is 1mportant
because if there is
only one—such as |
Self Distribution—
they can start dictat-
ing terms. The
newest indie distrib-
utors are becoming g3
hyper-specialised.

“We are reposi-
tioning Media
Records, including a
transformation of
our image from a
dance label to a pop
record company. We
are not completely
abandoning dance,
but it will more
and more be
handled by our
U.K. operation;
Clock have
another club
hit there. After
last year’s pro-
gressive trend
in the dance
arena, we are
trying out a
new  ge-
nre—speed
garage—
with roots
in the trip-
hop sound.
Otherwise,
we are
focusing on
domestic
pop produc-
tion with the
aim of dis-
covering a
local artist
with the
internation-
al potential
of an Eros Ramazzotti or Laura
Pausini by 1999.”

Alvaro Ugolini

Managing director, Energy Records
Rome-based Energy, once a prolific
producer of underground dance, is
now best known for its international

success with Whigfield.

“Italian dance isnt dead,” says
Ugolini, “even if the domestic market
is at an all-time low. In my opinion
this is not just an economic but a for-
mat problem. Most dance sales were
12-inch vinyl singles, and with the
closure of many clubs, and the virtual
disappearance of turntables from
homes, the CD single format has not
yet established
itself in Italy.

“Although
the majors say

: ‘ E.

Faces of independence for '98
(from top): 883, Whigfield, Galq,
Michele Zarillo and PFM

t};y support establishing the CD sin-
gle format, they keep pulling CD sin-
gles from retail early to favour album

“1998 will be a year of renewal for
the independent sector”
—Franco Donato, AFI/Full Time Productions

sales, and still use singles almost
exclusively for radio promotion.”

Roberto Magrini
Managing director, RTI Music
Part of the | .
Mediaset media
empire (51 per-
cent owned by
media magnate
Silvio Berlusconi),
RTI Music is one
of two large inde-
pendents surviv-
ing in Italy. Their
major artists
include Mina,
883, PFM and Michele Zarillo.

“There is not a lot the small indies
can do—the market reality today says
that only those with big resources can
survive,” says Magrini.
“Majors have their catalogues
with mid-price product to
turn to during the lean peri-
ods. Now that the dance
boom in Italy has imploded,
and the emphasis is on
developing artists, the
smaller labels just cannot
match the investment, espe-
cially for promotion, that
the majors have access to.

“RTT Music is part of
Mediaset, which is publicly
quoted media group [with
TV and movie interests], and
has to respond to shareholders, but it
gives us the resources to survive as one
of only two independents in Italy
regarded as medium-sized companies.”

Max Moroldo

Managing director,

Do It Yourself Records.

Milan-based Do It Yourself enjoyed
pan-European success with dance/pop
artist Gala in 1997; its latest project is
another crossover dance diva, Regina.

“Now that the specialist dance sec-
tor has faded,” says Moroldo, “it is
» important to focus on build-
' ing artists’ careers. The
biggest problem for an
independent in doing this is
the high cost of production
and promotion.

“The small size of the
Italian market makes it nec-
essary to target product for
abroad, or to secure invest-
ment through licensing to a
major. Although this invest-
ment helps, majors
inevitably put priority on their own
artists. Domestically, we felt that we
could have sold more than 50,000
copies of Gala’s first album [distributed
by BMG in Italy], but it was unavail-
able after the early shipments sold out.
Apart from Germany, where VIVA
refused to air the video for Gala’s sin-
gle, everywhere else in Europe where
we have licensed Gala to indie distrib-
utors sales have been excellent.”

Roberto Zanetti
Managing director, DWA Records
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Tuscany-based DWA has scored inter-
national hits with Double You,
Corona, Ice MC and, most recently,
Alexia. Like many Italian indies,
DWA product is distributed by a
major (Sony).

“The problem with dance music,”
says Zanetti, “is that albums do not
sell well. In Italy, the indies lament
that majors don’t give sufficient sup-
port to their artists. There is a chick-
en and egg situation, in that majors
do not give priority to dance albums
because they know they dont sell
well, but 50,000 sales for a debut
album in the Italian market is an
excellent result for any genre.

“Many indies made the mistake of
exaggerating their production poten-
tial. They tried to behave like majors
and spread themselves too thinly.
DWA is now more of a production
house than a record label, and we'’re
concentrating on crossover dance/pop
artists such as Alexia, with stronger
dance re-mixes for clubs. I think the
way forward is to take on fewer pro-
jects and focus on a few priorities.

“Through concentrating on produc-
tion and managing the artist’s image,
you can achieve a high quality product,
which is what consumers demand.”

Filippo Sugar

Managin Director,

Edizioni Suvini Zerboni

Part of the Sugar Music Group, one of
Italy’s two remaining medium-sized

yPECIAL

“There is very little space left for independents,
except as producers of individual projects”
—Filippo Sugar, Edizioni Suvini Zerboni

independents, which scored global suc-
cess with Andrea Bocelli in 1997.
Filippo Sugar is liquidating the group’s
dance label, Zac Music, after some three
years operation, as a result of the drop
in Italian dance music sales.

“Even Sugar Music has a problem
getting the right attention from the
majors,” says Sugar. “It took us 18
months of working with Polydor on
Andrea Bocelli before he became a
priority for them. In the dance music
field, the autonomous specialist oper-
ations set up within the majors—such
as BMG’s Movimento and Sony’s
Dance Pool label—have pushed out
the indies.

“Five or six years ago the majors
were still asleep to the dance explo-
sion and the indies thrived. Now they
have moved in there is very little
space left for independents, except as
producers of individual projects.”

Massimo Benini

Managing director, IRMA
Bologna-based IRMA moved away from
alternative rock and dance into acid jazz
and jungle 3 years ago. Its band
Jestofunk have enjoyed international
success, and its latest project—lounge
act Montefiore Cocktail—has found
niche success in the U.S.

“Although, like other indies, we grew
up on producing 12-inch vinyl singles,”
says Benini, “for three years we have
been focusing on developing groups and
producing albums in specialist genres:
acid jazz, jungle, trip-hop and most
recently lounge music. We have found
that whilst these niches are tiny in Italy,
we have carved out good markets in
Germany, the U.S. and now the U.K. We
are concentrating on quality and the
creation of a unique image.

“For indies to survive in 1998 the
most important things will be to serve
more targeted markets, and to plan a
project well before producing it.”

Marina Barbone

Label manager, Duck Records
Formerly specialising in traditional
Italian music, Duck Records has
branched out into Latin music and mod-
ern pop, and is finding export markets
in Asia.

“Latin music found renewed popu-
larity in Italy last year,” says Barbone.
“Merengue compilations sold especially
well. We manage our own distribution
and have had success with mid-price
product sold to large outlets such as
hypermarkets. Our core catalogue is
still traditional Italian pop, accordion
and liscio [ballroom] music, but we are

also investing in new age and modern
domestic pop artists.”

Giacomo Maiolini

Managing director, Time Records/
Self Distribution
Brescia-based
dance specialist
Time Records’
repertoire includes
DJ Dado, Datura,
Molella, Usura and
Outhere Brothers.
Self Distribution,
founded by
Maiolini two years
ago, is one of Italy’s
leading indepen-
dent distributors.

“I don’t regard the recent failures as
a crisis,” says Maiolini, “but the clearing
out of a saturated market. Companies
that have failed recently took on too
much and released a lot of average or
poor material. It is important to concen-
trate on good product and not make
music for the sake of it.

“The independents and majors have
complementary roles,” he argues. “We
handle the production and distribution
of 12-inch vinyl releases for several
majors (Virgin, BMG and Sony), and
expect to sign up another major shortly.”

INSIEME s.r.1.
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Kaas: 10 years of French style

A decade ago, the bluesy single Mademoiselle Chante Le Blues stormed the French
charts and launched the career of Patricia Kaas. Emmanuel Legrand profiles
France’s leading chanteuse, who this week embarks on an 80-date European tour.

single song can open the

door to stardom; for

Patricia Kaas it was the

catchy, melancholic
Mademoiselle Chante Le

Blues which was the passport to fame.
A decade later, in her early thirties
and still singing the blues—among
other styles—Kaas has become the
most popular French female singer in
France and the country’s most valu-
able musical export item. Since the
1987 release of Mademoiselle, the
Sony Music-signed artist has sold over
11 million albums, half of them outside
her native country. Her last two world
tours saw her play to a
total audience of more
than 1.5 million people.
“What she has
achieved is extraordi-
nary,” enthuses Paul
Russell, president of
Sony Music Europe.
“I'm probably not the
most objective person
to talk about her
because I'm a fan. She
has a unique talent
and is definitely part of
the Columbia group of
[elite] artists alongside
Bob Dylan, Mariah

Patricia Kaas with (from | t
Olivier Monttort, co-manager Cyril Prieur and Paul
Russell, president of Sony Music Europe

ted. One thing led to another, and I
eventually became her manager.”

Shortly after they teamed up, the
single took off in France. “Success
came quite rapidly,” Prieur adds, “and
we all got caught in a spiral. We didn’t
realise the scope of what she was
achieving because we were totally
focused on breaking her.”

Today, Kaas says she considers
both managers as friends. “We dis-
cuss a lot,” says Prieur, “but in the
end, she makes the final decision.”

Period of transition
The success of the single pushed Kaas’

o 1): Columbia France MD

thought things could happen.
Germany was on top of our list. Then
you have to motivate the affiliates of
the record company, and make yourself
available and be ready to do extensive
promotion. In the beginning, Patricia
would go anywhere there was some
interest for her. She did a lot of TV
shows and press interviews.
Journalists like her—she has a story
to tell. And it paid off.”

The radio connection
Prieur points out that Kaas has been
able to achieve her excellent European
sales levels without having had a pan-
European radio hit.
“Stations  won’t
play her,” he says,
“because she sings in
French, or because
her musical style is
not exactly tailored
for FM stations. She’s
sometimes played on
adult stations but
never on CHR.”
However, French
full-service  station
RTL has been a sup-
porter since the begin-
ning. “She definitely
has a style of her own,

Carey, Barbra
Streisand and Bruce Springsteen. As
a person she is enchanting in the tra-
ditional French manner—and she’s
also terribly sexy.”

Fairy tales and hard work
Kaas' life has some of the elements of
a fairy tale about it, according to her
co-manager Cyril Prieur.

Born the daughter of a coal miner
in 1966 in Forbach, in the heart of
France’s mining and steel region of
Lorraine (near the German border),
she started singing in public at local
events at the age of seven. For years,
her weekends were spent performing
in cabaret in Lorraine and across the
border in Germany.

In the mid-1980s her first single,
Jalouse—financed by actor Gérard
Depardieu, whose wife wrote the
lyrics—and released on the indepen-
dent BSO label. It failed, but Kaas
decided to go on with a singing career,
and picked up Mademoiselle Chante Le
Blues from popular and prolific French
composer Didier Barbelivien. The song
was eventually released through a BSO
tie-up with Polydor, but months later
nothing was happening with it, despite
Kaas’ own strenuous promotion efforts.

It was then she met Prieur who,
together with his partner Richard
Walter, now co-manages Kaas through
Paris-based management company
Talent Sorcier. Prieur recalls he met
her “in Lorraine on a radio show, where
she was promoting her song. She was
unknown but already totally commit-

debut album, Mademoiselle Chante
(BSO/Polydor), to platinum status in
France. However, soon after her link-
up with Talent Sorcier, Kaas decided
to sever her links with the Polydor
label. In 1990, a licensing deal
between newly-created company Note
de Blues (owned by Kaas, Prieur and
Walter) and Columbia was signed.

Prieur says the change of label was
Kaas’ decision, and several factors led
her to choose the Sony Music label.
“They were offering guarantees on
international development; they had
the intelligence to propose a very
unusual contract, which involved both
France and Germany [this proved a
winner—Kaas has since sold over 1.5
million albums in Germany]; and the
personality of [former Sony Music
president] Henri de Bodinat was also a
factor she took into account.

“From the outset,” Prieur contin-
ues, “we concentrated not only on
breaking her in France, but on the
international market. We were con-
vinced that if we weren’t starting to
work the international [side] in paral-
lel with the local market, nothing
would ever happen. It was tough—
nobody knew her outside France—but
she rapidly became popular in Quebec
and in Japan. Germany came later,
with the second album:”

On Kaas’ international success,
Prieur says, “When you are an artist
singing in French, from the start you
have a handicap. Bearing that in
mind, we set priorities where we
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outside the streams of
fashion,” says Alain Tibolla, RTL direc-
tor of artistic services. The station has
gone into partnership with Kaas on all
her French tours, including this year’s.

“RTL is very proud to be associated
with such an artist,” Tibolla adds. “We
have a strong link with her and she
has always been faithful to us. She has
managed her career very intelligently.
What strikes me is that she has been
able to go through 10 years and still
has so much to offer.”

An international natural

Sony’s Paul Russell says of Kaas’ bor-
der-breaking abilities: “The fact that
she sells outside France has to do to a
large extent with the quality of her

10 steps to stardom

1966: Patricia Kaas bom on December § In Forbach, France.

1985: first single, Jalouse.

... 1987: first hit, Mademoiselle Chante le Blues.

comer,

1989: Mademoiselle Chante passes the milllion saies mark in France.
1990: leaves BSO/Polydor for Sony Music’s label Columbia, releases second

album, Scene De Vie.

1992: first tour of the USA, and another Victoire award for the most exported

French album.,

1993: releases third album, Je Te Dis Vous, produced by Robin Millar.

work, and it says something about her
as an artist. She just naturally merges
into the international landscape.

“It’s not a forced thing. She does
understand the business she’s in,”
Russell adds. “She knows how it works
and what is important. She works
unbelievably hard, and has good man-
agers. In other words, she is a pro.”

Columbia France MD Olivier
Montfort agrees. “She’s a real hard-
working woman, never afraid to start
from scratch in each territory. She’s
totally committed to making things
happen—we try to work with her all
the way.”

Kaas is now launching a new world
tour to promote her fourth and latest
album, Dans Ma Chair, recorded in
New York at Battery Studios. Her first
foray into producing, it sees her share
production credits with Phil Ramone.

The album has already passed the
double platinum mark in France (over
600,000 units) and has sold some
450,000 units outside France. It will be
followed by another challenge—an
album in English, tailored for the U.S.
and U.K. markets.

A full English-language album has
already been recorded, but Kaas and
her management were still not satis-
fied with the end results, and she will
record new songs during the first half
of the year, aiming for a tentative
year-end release. Kaas has recorded
songs by Sheryl Crow (When Love Is
Over), Diane Warren, and even from
rock band Garbage (Milk), with Joel
and Adam Dorne producing.

“A&R-ing an album in English is
not easy,” says Prieur. “It is a long-
term process. You have to listen to a lot
of songs before picking the right ones.”

But Kaas views this new project as
her gateway to the U.S. market, and
she wants to prove that a young
woman from Lorraine, of modest
upbringing, can make it in the States.

Columbia’s Montfort says Kaas is:
“a genuine popular artist in the most
thorough and noble definition of the
word. Artistically, she is not a copy of
a U.S. singer. She has
a real personality,
and she doesn’t cheat
her public.”

1997: releases Dans Ma Chair, an album she co-produced with Phil

Ramone.
1998: 80 date European tour begins.

“She has a real personality, and f
she doesn’t cheat her public” /i
—Olivier Montfort, Columbia France}
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Mademoiselle sings the hits

France’s most popular female artist Patricia Kaas talks
to Emmanuel Legrand about some of the key moments in

her 10-year career to date.

Q: When did you start singing,
and in what kind of environment?
A: 1 started when I was very young. I
had a good ear for picking up melodies.
Each time there was a singing contest,
I would go there. For me, it was a real
pleasure. I even had a band at the age
of 9, and we were playing every
Saturday evening in different places.

I was singing at balls and all sorts
of places, both in my native region of
Lorraine, and in Sarre, in Germany.
For me, there were no differences
between the two places. There were no
contracts then. It was just for fun. But
it was the best training school I could
ever have gone to. I was also blessed
with parents who were neither against
it, nor ever forced me to do it. And they
have always been very supportive.

Q: When did you think of becom-
ing a professional singer?

A: T always wanted to sing and be a
singer; I loved it. For me, being a
singer meant being on a stage and
playing to an audience. But I think
the idea of becoming a professional
singer actually came after the release
of the first single Jalouse (BSO).

Q: There’s a story that [French
actor] Gérard Depardieu was
involved in that first single. What’s
the truth behind that story?

A: [ went to record company audi-
tions, and someone who knew [com-
poser and music producer] Francois
Bernheim put me in contact with him.
Bernheim was friends with
Depardieu’s family. Gérard, who
heard me singing, said “We must do

something for the kid!”

So, he financed the production of
my first single, which had no success
at all. I see him from time to time,
when [ perform in Paris. I kind of
regret that he didn’t continue to sup-
port me after the first single, but I'm
grateful for what he did.

Q: The big break came with the
Mademoiselle Chante Le Blues
(BSO/Polydor) single in 1987. How
did that come about?
A: Well, after the failure of the first sin-
gle, I was in a strange situation. My
mother was very sick and she really
wanted to see me growing as a singer. [
went back to Bernheim, who put me in
contact with [prolific French compos-
er] Didier Barbelivien. He offered
me a song he had in his drawer.
It was Mademoiselle. I grabbed
it and recorded it.

In the beginning, it was-
n't easy. People were telling
me “it’s not commercial
enough.” But I fought for
it, did what was neces-
sary, called radio stations,
tried to get people inter-
ested. In fact, the public
adopted me and turned
it into a success. People
were calling radio sta-
tions asking for that
song. It took quite some
time to see it happen—the sin-
gle was released in March [1987] and
started to sell in October.

Q: The subsequent album,
Mademoiselle Chante, also took
off rapidly and ended up selling
over a million units in France.
Did you expect such a massive—
almost overnight—success?

A:You never know what can bring
success. I was glad I had a good
album I was proud of. I just moved

_on and on, not realising what was

happening. You always hope for suc-
cess, but, you know, [ wasn't really
getting the full meaning of sales
figures—one thousand or one mil-
lion units—and what it actually
represented. I knew something
was happening, but I was just
speeding along.

Q: You've been working with the

years and, except for that first
album, with the same record com-
pany. That’s pretty unusual...

A: The situations are quite different.
I've known Richard [Walter] and Cyril
[Prieur, both from management com-
pany Talent Sorcier] for more than 12
years. We are friends, we trust each
other, and we work together. As for the

same management company for

rest, it’'s a business wheré you meet a
lot of people. Some of them you can

start to really like, and the next day
they’re gone. People in record compa-
nies change all the time.

In the early days, I tried to be very
close to the people I worked with, only

artist too.”

to find overnight that they weren't
there any more. So, as the years went
by, I started to become much more
demanding. I can be close to people, but
I also ask for them to be professional.

I realised that when you're nice,
things tend to become loose. People say,
“Oh, she’s nice, she won't mind,” when
things are not done the right way.

The problem is that the public does-
n’t see what’s surrounding the artist.
All they see is the artist, and when
there is a cock-up, the spotlight is on
the artist too.

Q: From the start, you’ve concen-
trated your career on the interna-
tional market and not simply on
France. That’s not a usual atti-
tude for a French act.

A: French music [at that time] didn’t
have much of a profile outside France.
Some people—the older generation—

public
doesn’t see
what’s
surrounding the
artist. All they see is
the artist, and when
there’s a cock-up, the
spotlight is on the

had heard of Piaf, Brel, Chevalier,
Montand, and perhaps. of Mireille
Mathieu or Adamo. But that was it. But
because of where I come from, the idea
of going to Germany was natural, even
if I was warned that I'd never make it
there singing in French, and that it
would be too complicated.
You have to go to other countries,
show who you are, meet the public
and the media: It helps enormously.
The countries I have visited the most
are those where I have had the
biggest success—by contrast, in coun-
tries such as Italy or Spain, where I've
hardly ever been, 'm totally unknown.
ft’s hard work but it pays off.

That said, you can’t impose things
on people if they don’t like them, no
matter how hard you try. That I can
understand. But at least I try, because
I am interested in meeting a new pub-
lic and sharing my music.

Q: With such a hectic schedule,

don’t you get tired sometimes?
A: Of course. Sometimes you just get
exhausted. There are times when
I'd like to have less to do. But when
I'm on holiday, after a few days I call

Cyril and ask him if there is any-

thing I can do... [ guess I am what

you could call a hard worker.

Q: Looking back at those past
10 years, what comes to mind?
A: Well, it looks as if we have cov-
ered quite some ground, haven't we?
And there’s no reason to stop at this
stage, not least out of respect for the
memory of my mother. But just
because I have a 10-year career
doesn’t mean that things are easy.
When I'm recording a song, I
never think it’s “a home run"—
always have my doubts. One of my
concerns is to get the public to
evolve with me. When I'm recording
an album, I have two things in mind:
to get pleasure out of it and, ulti-
mately, to respect my public. I hope
that will continue.

Q: What’s
for 1998?

A: We start an international tour in
January which will keep me busy
throughout most of the first half of
the year. The concept of my show is to
take the public to places where I have
sung—such as smoky cabaret venues
or theatres—and to create different
moods and ambiences.

I'm also working on an internation-
al album in English. Some tracks have
already been recorded, and I've got a
few weeks off in my itinerary which I
will use to record the remaining songs.
But my priority is to really give the
best of myself on stage.

I don't really fit with one specific
style—it can be chanson Francaise,
bluesy or jazzy material—and that’s the
kind of variety of styles I'd like to
expose my public to, I'd like to take
them into these environments where I
feel good.
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JANUARY
16 ORLEANS

17 LORIENT

18 RENNES

20 CHALON/SAONE
21 ST-ETIENNE
23 NICE

24 VALENCE

25 ALBERTVILLE
27 MUNCHEN

28 WIEN

30 SAARBRUCKEN
31 ZURICH

FEBRUARY

1 MULHOUSE

5 PARIS BERCY
6 PARIS BERCY
7 PARIS BERCY
13 DUSSELDORF
14 HANNOVER
17 CHARLEVILLE
19 BESANCON
21 NIORT

22 PERIGUEUX
24 TOULOUSE
25 MONTPELLIER
27 LE MANS

28 CAEN

MARCH
2 STUTTGART

3 BERLIN
4 HAMBURG
5 FRANKFURT
7 HELSINKI

9 DRESDEN
11 MUNSTER
12 LILLE

13 BRUSSELS
14 BRUSSELS

16 CLERMONT-FERRAND

17 LYON

APRIL

1 BORDEAUX

3 GENEVE

4 GENEVE

8 KHARKOV

9 KIEV

11 MOSCOW

12 MOSCOW

14 ST-PETERSBURG
16 MINSK

18 VILNIUS

MAY
- 6 TOKYO

7 TOKYO

10 SEOUL

11 SEOUL

26 BOURG EN BRESSE
27 DIJON

28 ST DIZIER

JUNE
5 BREST

6 NANTES
25 MONTREAL
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1998: the year of the crossover?

With dance once again a heavily featured item on
the MIDEM agenda,Gary Smith assesses the state
of the genre at the beginning of a new year, and
talks to label executives across Europe about their
plans, predictions and hopes for 1998.

s 1998 dawns, dance

music in its multifarious

forms seems poised to fur-

ther consolidate its place

on charts and playlists
around the world.

Following the inexorable percola-
tion up from the underground of “nu
Disco,” a U.K.-led Garage revival has
given melody a new relevance. The
song is back, and “old s