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Inside M&M this week

THE BIG PICTURE
' , The globally-felt

, impact of the
s “ﬁ d music from Titan-
+« o ic has sparked
- conjecture  that
there may be a
major sea-change
on the way for the
soundtracks mar-
ket. M&M tests
the waters. Pages 6-8

A&R’S LOCAL ACCENT

The new focus for A&R across
Europe seems to be firmly on devel-
oping local talent for international
exploitation. This week M&M’s
music business/talent editor Christ-
ian Lorenz looks at the A&R scene
in two contrasting territories, Ger-
many and Ireland. Page 9

RMC: READ THE SMALL PRINT
French regulator the CSA has
approved the sale of the publicly-
owned RMC radio networks to
Sud Communications—but some
significant conditions are

we tallsk to radio

‘Give us protection,” SNEP asks MPs

by Rémi Bouton

PARIS — French industry body SNEP is
learning the hard way that political lob-
bying is a long-term process.

That was apparent after SNEP
organised its first ever major gathering
targeting French MPs on June 3. The

four-hour conference, entitled “The
challenges  of
multimedia for
musical produc-
tion” and held at
the French Parlia-
ment, had a dual goal—to present the

music industry as an important eco-

nomic and cultural partner in
the French market, and to
voice concerns about the cur-
rent legal framework in the digi-
tal age, particularly with regard to
digital radio and the Internet.

Some 400 people—lawyers, music
continued on page 21
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British media personality Mariella
Frostrup is to host the second IFPI
Platinum Europe Awards, which
take place in Brussels on July 9.
The announcement was made as
IFPI released the latest additions
to the list of albums which have
passed the million unit sales mark
in Europe (see page 5). Frostrup,
whose career to date has encom-
passed public relations, TV broad-
casting and writing, is pictured
(second from right) at IFPI’s Lon-
don offices with (from left): Catrin
Hughes (director of communica-
tions, IFPI London); Paul Russell
(president Sony Music Entertain-
ment Europe, chairman IFPI com-
munications committee); Lisa
(executive producer
IFPI Platinum Europe Awards).

attached. Page 3

BMG's continental drift:
Griffiths raids A&M U.K.

by Dominic Pride

international music editor, Billboard

LoNpOoN — Repertoire from
BMG’s continental European
companies looks set for a
smoother entry into Britain
after reorganisation at the
major’s UK. & Ireland company.

The moves within BMGs UK.
music operations are being made by

Richard Griffiths, appoint-
ed chairman of BMG U.K.
& Ireland in February;
Griffiths 1s also executive
vice-president of BMG
central Europe, covering
all territories outside the
G/S/A territories and for-
mer eastern bloc countries.

Two new executives are due to join

continued on page 21

Mousse loose
across Europe

by Christian Lorenz

Mousse T 4

HANOVER — The
arrival in the top
10 of M&M’s
Eurochart Hot
100 singles list-
ing of Mousse T’s
Horny '98 finally
marks the Ger-
man  producer/
mixer’s  emer-
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NEWS

Upfront

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

The acquisition of PolyGram by Seagram is certainly the
most important event of the decade in the music industry, at
least since Sony bought CBS Records in 1987.

What happened two weeks ago not only means the cre-
ation of an entity which will command some 25 percent of
| the world’s music business (more in European territories like
| PFrance, Germany or the U.K.), but is also an event that rede-
fines profoundly the nature of the business of music.

The “UniGram” deal—providing the acquisition is
cleared by competition authorities on both sides of the
Atlantic—adds the biggest major record company to the
smallest. In North America, it creates a new market leader,
ahead of Warner and Sony. There, competitors will have to
deal with a new giant with the power to drive the market on
issues like pricing, distribution and marketing expenditure.
In Europe, PolyGram’s position is already quite strong and
the merger will simply give a few more percent market share
to an already established power player.

Two sectors particularly likely to feel the strength of the
new entity are retailers and radio stations. A company com-
manding 25 percent of the market would be able to set its
own agenda and not let retailers dictate their own terms.
Some may argue this is already the case in several European
countries, and a few more percent market share will not
change much the situation. That is true to some extend, but

don’t underestimate the importance of those extra percent— |
they give “UniGram” a major competitive edge.

Radio programmers will certainly be aware of the size
of the new house Seagram’s chief executive Edgar
Bronfman Jr. is building; it's going to be tough to redist
and counter the combined promotional and marketing
capacity of “UniGram”.

Artists will also certainly feel the difference. First of all,
artists within the companies face the risks which follow
management changes and shifts in priorities. The artists
with strongest potential will survive the changes; those with
a weak track record will feel the heat. But overall, the “win-
dows” for artists are probably going to be reduced as a result
of consolidation, where one plus one rarely equals two.

Bronfman now has to act and act quickly, say who is the
new boss—whether it’s Alain Levy, Doug Morris or someone
else—what his plans are and what his strategy for the com-
pany is. It's obvious, as one PolyGram executive put it last
week, that Bronfman is “not going to wreck the Ferrari he
just acquired,” but sometimes facts ¢
and human beings tend to resist
rationality; what looks good on
paper can turn out to less appetis-
ing in reality.

Nothing would be worse than
seeing the situation stagnate
through lack of decision. It would |
spoil management morale, affect &8
artist relations, and ultimately,
be counter productive and benefit
only Bronfman’s competitors.

CSA approves RMC Group sale

by Rémi Bouton

Paris — French radio regulator the
CSA has approved the sale of the three
publicly-owned RMC networks to Sud
Communications—although there are
some significant conditions attached.

Sud Communications' is a
consortium comprised of Sud
Radio/ Toulouse owners Pierre
Fabre SA (52.9 percent),
newspaper La Depéche du
Midi (27.1 percent), and radio
group NRJ (20 percent). The
RMC group comprises full-service RMC,
AC/gold network Nostalgie and MOR-
formatted Montmartre FM.

According to CSA figures compiled in
November last year, the NRJ Group will
own, after the conclusion of the RMC
deal, four networks with a total poten-
tial audience of 120.5 million, more than
CLT’s 112.7 million but behind Europe 1
Communications’ 148 million.

However, although the CSA is allow-

ing the deal to go ahead, it has
set conditions on program-
ming and advertising.

The regulator is insisting
the full-service RMC (in which
the Principality of Monaco
will retain a 16.7 percent

stake), keeps its
format. And with
regard to NRJ’s proposed 80
percent stake in Nostalgie,
the CSA has ruled NRJ must
stop selling local advertising
on AC/comedy network Rire et
Chansons, “to ensure balance between
the different radio operators.”

The CSA also says NRJ must give up
local advertising and one locally-pro-
duced programme per day from either
the NRJ, Cherie FM (soft AC) or
Nostalgie networks in six medium-sized

cities: Saint [Etienne, Annecy,
Chambéry, Bourg en Bresse, Oyonnax
et Chalon and Saone.

“Some of the CSA’s conditions are

justified,” concedes NRJ
Group general manager
Alain Weill. “However, the
ban on local advertising for
Rire & Chansons seems to
be a political gesture from
the CSA to our competitors.
This decision is unwarrant-
ed and damaging, because
we w111 have to lay off around 50 Rire &
Chansons employees.”

However, Sirti, the trade body
which represents France’s independent
stations, is satisfied with the CSAs
conditions. “The ban on local advertis-
ing on Rire & Chansons is a good deci-
sion,” says chairman Philippe Gault.

However, Sirti still wants the gov-
ernment to refer the matter to the coun-
try’s anti-trust authority. “There are
still questions of ‘concentration’ in the
wake of the merger of NRJ and RMC,”
adds Gault, “and the government—
which is also the seller—has to under-
take this with total transparency.”

Mulholland makes Wlse move

by Mike McGeever

LonpoN — UK. radio syndication
and production company Wise
Buddah has appointed a leading pro-
ponent of the development of digital
radio as its new managing director.

Stephen Mulholland, currently edi-
tor of BBC Digital Radio, will step into
his new post on August 3. Wise
Buddah’s current managing director
and founder, BBC Radio 1 presenter
Mark Goodier, will take up the post of
chairman of the four year-old company.
The changes are part of a company
expansion strategy.

“Stephen has a firm grasp of where
radio is going and can implement cre-

MUSIC & MEDIA e

ative ideas to take Wise
Buddah forward,” com-
ments Goodier. -

Part of Mulholland’s
brief is to expand the com-
pany’s services overseas.
“We intend to build the com-
pany into a major player in both British
and international radio,” he says.

Wise Buddah currently produces
about 10 percent of the output of public
CHR broadcaster BBC Radio 1, includ-
ing dance programming presented by
Pete Tong, Judge Jules and Trevor
Nelson. It also provides programmes for
public MOR station BBC Radio 2 and
the BBCs World Service. Syndicated
programmes include the two-hour Boy

JUNE 13, 1998
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George Dance
| Show, which is
aired by several
. commercial sta-
tions in the UK.
and elsewhere
- in Europe.
A newly-created Wise Buddah
Music Division is also being set up as
part of the company’s expansion. It will
focus on the production, composition
and publishing of music, ranging from
TV and radio jingles/themes to song-
writing and record production. The
new department will be headed by cur-
rent director of operations Bill Padley,
who becomes the new division’s man-
aging director.
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| Q: Would a single European broad-

Open mike

Paul Brown
President,  Association  of
European Radio (AER)

In addition to his AER
.. fole, Brown s chief
' executive of UK. trade
«® body the Commercial
Radio Companies
Association. Here, he
talks to M&M about
AER’s current concerns
and the goals for com-
mercial radio in Europe.

Q: What is your role as the current
president of the AER?

A: To chair AER meetings [there are five
a year], to represent AER at internation-
al broadeasting meetings and to express,
by whatever means are the most appro-
priate, the views of AER’s members on
matters of importance to commercial
radio in Europe.

Q: What are the major issues on the
agenda for AER members?
A: Media convergence; digital radio;
unfair competition; copyright, advertis-
ing and ownership restrictions. The
AER wishes to prevent or remove
unnecessary regulation of—or restric-
tions on—commercial radio advertising,
output and ownership. We want to pro-|
mote the development of radio—partic-
ularly digital development—autonom-
ously from other media, and to draw
attention to, and seek change in, those
matters that give publicly funded radio
broadcasters unfair advantages over
their commercial competitors.
Examples include the unfair distribu-
tion of radio spectrum, mixed commer-
cial and public funding and the inequal-
ities which exist between commercial
and publicly funded broadcasters in the
funding and facilities offered for digital
radio development.

Q: How difficult is it to get broad-
casters from different countries to
form a unified industry voice?

A: The situations in each country are
very different. Copyright rates differ sig-
nificantly, for example, and legislative
frameworks for the launch of digital
radio are at different stages of develop-
ment. Some are less happy than others
with current ownership restrictions.

casting regulator be viable?

A: Not until, and if, the broadcasting
environments in all European countries
fall into line and harmonise—and that
seems unlikely even in the long term.
Radio is a local or national rather than
international medium, and is very much
the result of the cultural environment
which applies in each case.

Q: Are there any calls from within
the AER for a single European
broadcasting regulator?

A: No. We want less regulation, not more.

Danish ratings reveal litfle change

by Charles Ferro

COPENHAGEN — Public broadcaster
Danmarks Radio has retained its grip
on Danish radio listening, according
to official Gallup ratings for the first
quarter of 1998.

The survey is the third set of
results to be published under the
country’s new diary-based ratings sys-
tem which has been jointly approved
by the commercial and public radio
sectors (M&M December 13, 1997).

The new figures show Danmarks
Radio’s national and regional services
enjoying a combined marketshare of
70.7 percent, compared to 70.8 per-
cent in quarter 4 last year
Commercial radio stations saw their
share fall from 27.3 percent to 23.8
percent quarter-on-quarter. The
share of cross-border listening to for-
eign broadcasters also dropped, to 2.6
percent from 2.9 percent. The benefi-
ciaries appear to be the country’s
numerous local community and polit-
ical radio stations, which are non-

commercial and & .
staffed by volunteers. ‘T.,"" :

“The statistics are _g
another sign that as
long as Danmarks
Radio has a monopoly
in national [terrestri-
al] broadcasting,
nothing much will
alter the status quo,”
says Hans Otto Bisgaard, head of pro-
gramming at the satellite/cable-deliv-
ered national commercial AC station
Radio 2.

There were, however, some shifts in
listening amongst the Danmarks Radio
services quarter-on-quarter. Pl’s
news/talk format fell to 5.6 percent from
6.8 percent; classicaljjazz P2 moved up
to 4.3 percent from 3.4 percent, while
CHR station P3 dipped slightly to 28.7
percent from 29.3 percent. Danmarks
Radio’s nine regional stations, known
collectively as P4, moved to 32.1 percent
from 31.3 percent.

In the commercial sector, the Radio
2/Radio Uptown group’s marketshare

Hans Otto Bisgaard *

§ remained steady at 2.5 per-
! cent. “We're satisfied that
we've succeeded in estab-
lishing the station given the
technical options currently
available to wus,” says
Bisgaard, “and our ad rev-
enues are on the increase,
s0 we've won more than just
the listeners’ confidence.”

Despite the drop in overall commer-
cial radio listening, the Nordisk Radio
Reklame group, which comprises The
Voice/ Copenhagen and the Radio
Jylland group of stations, managed to
boost its tally to 14.4 percent, up from
13.5 percent last quarter. Jylland's sta-
tions include CHR outlets Radio
Viborg, Aarhus Naerradio, Radio
Colombo, and Radio ABC.

Around 3.9 million people listen to
the radio each day, a healthy 23,000
increase on the previous quarter. And
the average Dane is also listening for
longer—an average of 24 hours per
week, which represents a 55 minute
increase on the previous quarter.

Interview by Mike McGeever

Gold dawn
in Flanders

by Marc Maes

BRUSSELS — Belgium’s biggest radio
group is to press ahead with the
Flemish launch of its oldies service
Radio Contact Gold.
= Already on the
Yy | ST air in French-
JICONTACT speaking southern
g Belgium as a con-
tinuous music service, Radio Contact
Gold will launch in the northern half
of the country in September, despite
uncertainty surrounding the possible
involvement of Flemish commercial
TV station VTM in the project.

Francis Lemaire, founder of the
existing CHR Radio Contact network
in Belgium (and CEO of parent com-
pany Contact SA), says: “We have lost
valuable time [because of VTM], and
they still haven’t made up their
minds. I dont want to work like this—
so we've now laid the table, and we'll
see who comes to dinner!”

Lemaire reveals that Contact Gold
in the north will have a different for-
mat to its southern counterpart.
“We're planning a ‘family-oriented’ for-
mat in the north,” he reveals. “In the
south, no new station with a substan-
tial speech element would have much
of a future, but in Flanders, people
still want more ‘animated’ program-
ming. But the Flemish network will
benefit from joint promotion and mar-
keting synergies with the French-lan-
guage stations.”

The launch of the new network
will add 20 more local stations to the
41 outlets in Flanders which are affil-
iated to the existing Radio Contact
CHR network. It will be headed by
two senior executives: product man-
ager Danny De Bruyn, and network
manager Rudy Dierckx.

MUSIC & MEDIA

Flemish public broadcaster VRT Radio 2 recently broadcast live from
the studios of its public AC’/MOR counterpart in the U.K., BBC Radio 2.
VRT Radio 2 presenter Rino Ver Eecke invited 20 of his listeners to
catch the Eurostar train with hime to London, from where he present-
ed his Saturday afternoon show, Radio Rijswijck. Pictured in the BBC
Radio 2 studios with Ver Eecke (far left) are (I-r) Karl Schellemans
(VRT Radio 2 sound engineer), and BBC Radio 2 studio managers Ro
Khan and Kevin Rumble.

Radio Deejay

www.deejay.it

S

| infernet in-site

A total revamp has done won-
- ders for Radio Deejay’s web
é site. The Italian CHR network
- still has rather a lot of adver-
| tising on its site, but it has
- now added a RealAudio link
g and a live Webcam (with a 30-
H

|

FREE DOWNLOAD ¢
memaoday’

TR N

second refresh rate), as well as
an on-line games area. Its bul-
| letin board has been upgraded
to a chat area, and the much
improved pop news now offers
an archive. Everything else, [§
such as presenter biographies &=
and schedules, is presented in a livelier fashion and with more interesting i
graphical navigation. With the exception of some colloquial English, the |
' site is in Italian. ]
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SurJerez in ‘missionary’ posmon

by Howell Llewellyn

JEREZ DE LA FRONTERA — The
annual SurJerez talent show—

Alejandro Sanz

backed by Spanish radio giant |

SER—could be about to under-
take a mission to bring live
new music to Spain’s rural out-
posts.

This year’s three-day event,
the second of its kind, took
place in the southern city of
Jerez de la Frontera between
May 29-31. The 47,000 who
attended heard live music from
acts including Alejandro Sanz,
Ismael Serrano, Rosana, Dover,
Miguel Bosé, Compay Segundo,
Carlos Nufiez, Ketama, Ana
Belén and Miguel Rios.

Surderez is organised by
music publishers Nuesa Edito-
rial, which, like SER, is part of
the giant Prisa media group,
and it works closely with SER’s
music networks on the event.
This year’s SurJerez was mar-
ked by a series of events to

commemorate the centenary of
the birth of poet/playwright
Federico Garcia Lorca—and
Nuesa director José Manuel
Bravo explains that the link
between the event and Lorca

may grow.

In the 1931-36 Spanish
Republic, Lorca organised an
itinerant theatre group called
“La Barraca” which staged per-
formances in rural towns and
villages which never normally
saw theatre,

“We
thinking serious-
ly about turning
SurJerez into a
kind of *musical
barraca’ by hold-
ing it in a differ-
ent town every
year,” reveals
! Bravo. “SurJerez
has many aims
—to seek and

- promote new tal-
ent, to encourage a blending
between different musical cul-
tures, and to unite music and
the word.”

The finalists of the new tal-
ent contest were chosen from
hundreds of candidates who
sent demo tapes to SER’s sta-
tions, which include CHR net-
work Los 40 Principales and
the all-Spanish Cadena DIAL.
The winners. were Chaleko
(folk), All  Fools’ Day
(pop/rock), and Hombre Lobo
(singer/songwriter).

Material G|r| mlnes more platinum

LoNDON — The spectacular
success of Madonna’s “come-
back” is reflected in the Inter-

national Federation of the

Phonographic Industry (IFPI)

platinum awards for April.
The Ray Of Light album

(Maverick/Sire) has now gone

Madonna

triple platinum with European &°

sales of over three million,
while her previous album, Bed-
time Stories, passed the double-
platinum mark during April.
Turning  platinum in

LOOR000

Europe for the first
time during April

were Patricia Kaas’ Dans Ma
Chair (Columbia), Ricky Mar-
tin’s A Medio Vivir (Tristar/
Columbia) and The Corrs’ Talk
On  Corners  (143/
Lava/Atlantic). Enya’s
greatest hits package,
Paint The Sky With
Stars (WEA) went dou-
ble platinum, while
European sales of
Aqua’s Aquarium (Uni-
versal) have now hit the
four-million mark.

Music Rights manifesto launched

by Jeff Clark-Meads

international news editor, Billboard

LoNDON — A new voice for
U.K. music spoke for the first
time last week.

British Music Rights (BMR),
an organisation which repre-
sents composers, songwriters
and publishers, launched its
manifesto on May 26 with a call
for government help

One of the key points of its
manifesto is the call for a gov-
ernment working parly to
examine all areas of rights in
relation to the Internet. The
document says authors and
publishers are eager to do busi-
ness via digital systems but
need adequate protections in
place before they can proceed.
The task force should “ensure
immediate, effec-

in fighting piracy,
protecting rights in
the digital arena, and
support in preserving
the level of music
teaching in schools.

BRITISH

RIGHTS:

tive, and continu-
ing electronic
trade in music,”
BMR argues.

In addition to
U.K. government

BMR is the
umbrella body for the Music
Publishers Association, the
Alliance of Composers Organi-
sations, and authors collecting
body the Music Alliance.
Although BMR has been in
existence since September
1996, the May 26 manifesto
launch was its first public dec-
laration of intent.

support for the
worldwide battle against pira-
¢y, the manifesto says politi-
cians also need to act to halt
the erosion of music teaching
in schools. BMR argues that an
adequate supply of trained
teachers is essential to ensure
the continuing effectiveness of
music education, and that such
education is the bedrock of the

U.K’s musical success.
Director general Nanette
Rigg says BMR has been pre-
senting its case to British and
European politicians since its
inception, and has now devel-
oped to the extent that it is able
to take a more public stance.
Asked how BMR will fit with
labels body the British Phono-
graphic Industry, she notes that
there is a large amount of com-
mon ground between the two
organisations. She adds that
she hopes both can present a
unified argument over issues of
mutual concern such as rights,
piracy and education.
Nonetheless, Rigg contends
it is vital that composers and
publishers have their own voice
in the political and public
arena. She comments, “Cre-
ativity has to be valued and
nurtured. The creators and
publishers of music have to be
the spokespeople for the music
industry, because they are the
people with whom it all starts.”

ON THE BEAT

GERMAN RADIO AWAITS FESTIVAL FEAST

BERLIN — German radio stations are gearing up for this
summer’s music festivals around the country. Regional com-
mercial station Radio Regenbogen (CHR/Gold) and public
TV broadcaster ZDF are co-sponsoring a weekend of concerts
between July 17-19 in the state of Baden-Wurttemberg, with
live performances from Caught in the Act, Wes, No Mercy
and La Bouche. In the neighbouring state of Bavaria,
Antenne Bayern (AC) has planned an “open-air spectacle” to
celebrate its 10th anniversary. A July 25 show at Moessling
Airport near Muehldorf will feature Chris de Burgh, Bell,
Book and Candle, Touché and The Soultans. Other station-
sponsored music events scheduled for this summer include
CHR station Radio RPR Eins’ Day Rave in Rhineland-Palati-
nate, and Hit Radio FFH’s Hit Tour 98 in Hessen.

CNR Snaps Up DJ JONATHAN
HILVERSUM — Jonathan
Joosten, AKA The
Happy Groover and DJ
Jonathan, has signed a |
record deal with the
Arcade-owned Dutch
label CNR Musie. Joost-
en is currently in the !
Belgian Top 20 with the
single When I Snap My
Fingers, a hit earlier
this year in the Nether-
lands on indie label
Trust. Joosten (left) is
pictured inking the deal fard >
with CNR Music A&R manager Len Doens

ARAGAN FACES LICENCE DELAY

MabDRID — The regional government of Aragan in north-
eastern Spain has postponed its award of 32 new FM radio
licences from May 15 until August 6, after it received over
300 applications for the frequencies. However, Aragan’s
opposition parties are claiming that the region’s ruling cen-
tre-right Popular Party has already decided upon the licence
winners, but wants to delay the announcement until Spain’s
main holiday period to avoid any negative publicity. Licence
allocations in the Popular Party-controlled Galicia region
caused a storm earlier this year when nearly all the licences
went to groups regarded as being pro-Popular Party.

PrOMOTER EMA TELSTAR EXPANDS

StockHOLM — Concert promoter EMA Telstar has bought
the pan-Scandinavian booking/management agency Motor,
whose clients include The Cardigans. “As a result of this
merger, both companies can see opportunities to further
strengthen Swedish music exports and to coordinate the
Hultsfred and Lollipop rock festivals,” says a joint press
release. Motor will retain its company profile, staff and
offices in Gothenburg, Malmé, Oslo and Copenhagen.

UniuE 1o selL SW NETWORKS
LoNDoN — London-based radio syn-
dication company Unique Broadcast-
ing has signed a deal with Sony-
owned U.S. syndicator SW Networks
to distribute and market SW’s
entertainment and music news
services throughout Europe. SW

Networks provides a music news service for nine different
types of radio format in the U.S., and also offers stations
two different entertainment news services.

v

Movine CHAIRS

GENEVA — Charles Anson has been appointed head of
communications at the European Broadcasting
Union. Anson spent seven years as the (U.K.) Queen’s
press secretary between 1990-97.

LoNDON — Presenter Mike Toolan is leaving the early
breakfast show at CHR station 95.8 Capital FM/London
for the breakfast slot on Manchester station Key
103 (CHR).
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Hearing the big picture: Europe g

A Disney animated film without an accompanying sound-
frack release containing songs with hit single potential is vir-

tually unthinkable nowadays.

In addition, the sales potential

of repackaging back catalogue and current material into a
“soundfrack” of individual songs—which in some cases don’t
even feature in the film—is well established. To that mix can
be added a fresh ingredient exemplified by Titanic, heralded
as the flagship of a new revival in the popularity of classical
film scores. The soundirack market appears to have a high-
er profile and more options than at any time since the hey-
day of the celluloid musical. Terry Heath looks at the current
hot tickets in the European markefplace.

Soundtracks in Europe:
the main features

RECENT SUCCESSES:

Titanic (Sony Classical) 5 million sales to
date, cumrently no.4 in M&M European
Top 100 Albums Chart (19th. week)

The Full Monty (RCA Victor) cumrently
no.77 in Europe (17th. week), and chart-
ing in Ireland, Spain, U.K.

Jackie Brown (Maverick) currently no. 37
in Europe (7th. week) and charting in 7
countries

UP & COMING:

Blues Brothers 2000 (MCA) currenily
no.45 in France, 89 in Germany

Taxi (5.M.A.LL.) currently no.9 in France

City Of Angels (Reprise) currently no.2 in
the U.S., 84 in The Netherlands.

Godizilla (Epic) currently no.4 in the U.S.

Grease (Polydor) re-release due soon

LT s the late "90s dawned, the
&\ pattern of soundtrack
% recordings seemed to have
"W settled into a familiar
Wgroove. They were largely
either specially written and efficient-
ly marketed songs by major artists,
compiled specifically to be worked
alongside—and to synergise with—
major movie releases such as the
Disney animated films, or CD collec-
tions of back catalogue material,
more or less connected to the film, but
with varying degrees of prominence
ranging from high-profile (as in the
tracks used for the dance routines in
The Full Monty) to practically inaudi-
ble—or not in the movie at all.

Both options have a mainstream
radio-friendly angle, and the potential
to spawn successful singles. Then
Titanic (Sony Classical) steamed into
the picture, refocusing on the idea
that a “real” film score, written specif-
ically to provide thematic and inciden-
tal enhancement to the visual experi-
ence, could capitalise on a broader
music-buying market.

With five times platinum IFPI certi-
fication in Europe and a Top 5 position
after 21 weeks on the Music & Media
Top 100 Albums chart, plus 10 times
platinum status and a 24-week sojourn
to date on the U.S. Billboard 200 Top-
Selling Albums chart, classical compos-
er James Horner’s score for Titanic has
certainly capitalised. The question now
is whether Titanic is a one-off phenom-
enon, or the flagship of a reshaped
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international fleet of soundtrack mar-
ket invaders.

Wider market potential

Alun Taylor, marketing manager at
Sony Classical, emphasises the quality
of the musical score as a powerful factor.

“One would have to say that the
main reason that the
original soundtrack
for Titanic was such
a huge hit was that it
was a quite superb
score for an equally
superb movie.

“This may sound a
little simplistic,” he
continues, “but I can-
not imagine anyone
coming out of a cinema after having
seen Titanic and not wanting the
music; both as a keepsake and
remembrance, and for simple repeat
listening pleasure.”

Taylor also acknowledges the
breadth of the album’s international
market. “The fact that Titanic was an
original soundtrack [as distinct from
a back catalogue compilation],” he
says, “defined the major market as
those people who paid to see the
movie, be they general cinemagoers,
[director] James Cameron fans, fans
of the genre or those interested in the
subject matter.

“However, with an album of this
scale—with sales in the U.K. alone to
date of some 800,000—the marketing
intention is to hit the widest possible
audience for the budget, so it would
be virtually impossible to define the
target audience other than ‘all gener-
al music listeners.””

Having identified the overall mar-
ket strength of the Titanic soundtrack,
Taylor makes the point that the iden-
tification between a specially written
score and the movie itself is a crucial
factor. “An important distinction does
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Breaking the ice with Titanic:

(top right) and James Horner (bottom right)

“The key component of
selling music is fo get
people to listen to it.
There’s no better way

than in the cinema”
Alun Turner, Sony Classical

need to be made between soundtracks
that consist of existing songs—be they
popular, jazz, classical, whatever—and
soundtracks consisting of newly com-
posed music that is intended to form a
very real and important part of the
original cinematic experience.”

The benefit of this close association
was max-
imised, accord-
ing to Taylor.
“The basic syn-
ergy between
film and origi-
nal sound-
track,” he says,
“was achieved
by the use of
common art-
work on the film posters, CD cover,
printed matter and other promotional
and advertising material.”

Co-promotion the key

The co-promotion aspect appears to be
a common factor throughout Europe
where soundtracks are concerned.

In France, soundtracks are partly
shackled by the fact that TV advertis-
ing is not allowed during the first
year of exploitation of the movie. “We
do more radio advertising, and we
have to benefit from the film’s promo-
tion,” says WEA international prod-
uct manager Stephane Tardivel.

WEA France is currently enjoying
local success with the soundtrack of
Quentin Tarantino’s Jackie Brown,
with sales in France of around 80,000
units. “But the problem,” continues
Tardivel, raising the importance of
radio, “is that we do not have the right
to release a single [from the album], so
we have no airplay. If we had airplay,
sales would be greater,” he adds.

Most of the French radio networks
are deeply involved with the cinema,
and movies look for partnerships with
AC radio stations.



oes to the movies

“The best situation is when you
can work several months upstream
from the movie release, in total syner-
gy with the movie marketing team,”
says Tardivel, citing the example of
the Nicholas Cage movie City Of
Angels (Warner Brothers), which has
already spent eight weeks on the U.S.
Billboard 200 Top-Selling Albums
chart, and is currently at number 2.
“We already have places to promote
the soundtrack—on the movie posters
and in the trailer—and we also have
the time to set up retail and media
operations on the first single, which is
by Alanis Morissette.”

Back with Titanic, Sony Classical’s
Taylor, while acknowledging the boost
to the soundtrack through the huge
international publicity afforded by the
film’s major scoops at the Oscars, claims
some self-sufficiency for the album.

“The Oscars themselves certainly
had an impact [on record sales],” he
says, “but since the album was already
a best seller before the Oscar awards,
it would be near impossible to put a
percentage figure on that impact.
Similarly with the film,” he continues,
“Titanic had already become a phe-
nomenon before the Oscars, and was
widely tipped to clean up at the
awards, so its success was hardly
unexpected. I cannot imagine that
anyone watching the Oscars would be
unaware of what Titanic was.”

The role of radio \
The most significant factor which points
to Tifanic being a one-off phenomenon
rather than the precursor of a trend, is
the presence on the soundtrack, among
James Horner’s scored pieces, of Celine
Dion’s My Heart Will Go On.

That track opened the door to
mainstream radio programming
throughout the world, and raised
awareness on radio formats where the
classical pieces would have received
no—or at least very limited—airplay.

“Radio airplay was certainly impor-
tant regarding the Celine Dion single,”
admits Alun Taylor. “And while the air-
play achieved by Southampton [one of
the Horner themes released to radio]
was not in the same league, it certain-
ly helped expose the quality of James
Horner’s music to an audience beyond
the cinema.” Of the suggestion that
Southampton did not have a natural
home on European radio, Turner says:
“It is quite true. We lack the broad
sweep of the many U.S. stations that
cater to a very catholic listenership.”

One place in the UK. where
Horner’s work for Titanic did find pro-
gramming favour was UK. national
commercial outlet, GWR-owned Classic
FM. “Classic FM’s policy [on Titanic]
was the same as for any new CD,” says
GWR press officer Mandy Greene. “It
had to be vetted to see if it fitted our
format, and was categorised on our
Selector system for all sorts of factors
such as accessibility, length and mood.

“It passed the test of the music
department,” Greene continues, “and it
also passed the ‘people test. Probably

because of the success of the film,
Southampton made it into the top 300
of our reader survey ‘Hall of Fame,
along with the traditional favourites—
Mozart, Beethoven, Chopin.”

Different routes to success
At Walt Disney Records, retail effort
takes priority over airplay, according to
Walt Disney Records vp Europe, Middle
East & Africa, Jean-Philippe Randisi.
“In our movies, we generally have
only one single, which plays over the
end credits. Six years ago it was pos-
sible to break soundtracks with only
one single, but today you need more
singles to get more radio airplay.
“Meanwhile,” Randisi continues,
“you have another solution: invest in
your marketing operation. The essen-
tial step for Disney is to ship a mini-
mum of [for example] 40,000 records
to the stores in France alone.”
Generally in Europe, Randisi points
out, the English-language original
soundtrack represents the smallest
sales element, with best sales coming
from re-recordings using home-lan-
guage artists. This works best, says
Randisi, “when the artist’s record com-
pany wants to use an appearance on
our soundtrack to break [the artist]: it
is more efficient to work with a moti-
vated company than with a big star.”
Philippe Desindes is general manag-
er of Sony imprint S M.A L.L. in France,
which has just released the soundtrack
of Taxi, written by Akhenaton of French
rap act JAM. Desindes believes in the
power of singles, and that compiling a
good album may sometimes mean going
outside the film for tracks. “With Taxi,
we are going gold (100,000 units). It
takes music that fits the film, but it also
takes a good album, and in this one not
all the tracks are in the film. If you have
a hit single to propel the soundtrack,” he
concludes, “that is excellent.”

Still a market for the musical?
Meanwhile, PolyGram is pinning its
summer soundtrack hopes on the
belief that there is a lot of life left in
the “traditional” film musical—even if
it is two decades old.

The 1978 Olivia Newton John/John
Travolta film Grease has an imminent
re-release, repackaged and remas-
tered, throughout Europe. Inthe UK,
says PolyGram product manager
Matthew Tilley, where the album will
be released on Polydor, “the target
market is everybody from 8 to 80. A lot
of [European] territories will be using
TV for promotion,” he adds.

The soundtrack also features two
remixes [Summer Nights and You're The
One That I Want], to garner airplay for
what Tilley hopes will be “this summer’s
thing” on radio. The repackaged CD will
also feature video and film clips for
those with the computer hardware to
play them, strengthening the tie-in with
the film, also due for re-release in
Europe on a territory-by territory basis,
and backed in the U.K. with a “premier”
in London on June 25, due to be attend-
ed, according to Tilley, by original Grease

4

star Olivia Newton John.

Tilley points out that the album, in
its current format, has sold over 1.2
million units worldwide during the
past year, 800,000 of them in the U.S,,
“so there is potential for over a million
[with the re-release] in Europe. With
2 million, we would be very pleased.”

The Blues Brothers 2000 (MCA) for-
mula of music and car chases is anoth-
er sure-fire summer soundtrack for
Europe, and has already racked up
chart placings in France and Germany.

No more Titanics on the horizon

“Titanic is an individual phenomenon,”
says Tilley. “I don’t know what the next
generation of soundtracks is going to

Back to the future: Grease is
still the one PolyGram want
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be, but I can’t see Titanic heralding a
new era in soundtrack buying.”

However, Sony Classical’s Alun
Turner is convinced that film will pro-
vide a natural channel for contempo-
rary classical composers to reach a
wider record-buying public. “When
one looks at the ever-increasing atten-
dance numbers at the box office,” he
says, “I would have to say that sound-
tracks will (and indeed should)
become an increasingly important
aspect of music sales, both of newly-
composed works and compilations.

“After all, the key component of sell-
ing music is to get people to listen to it.
No better way than in the cinema.”
Additional reporting by Remi Bouton

The re-issue of one of the best selling soundtrack

THE Bic BLUE

The 10th Anniversary special edition

¥

Music composed
by Eric Serra
[ ]
A film
by Luc Besson
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Louis '
Prima - Olivia Newton John
Dr John - Dick Van Dyke - Julie
Andrews - Scatman Brothers - Peggyv Lee
Henri Salvador - Sissel Kyrkjebo - Karine Costa &
Daniel Levi - Myrra Malmberg - Gigi Proietti - Robin
Williams - Jose Maria Yuste - Enrique del Pozo & Michelle
Nina Moratto - Renato Zevo - Celine Dion & Peabo Bryson
Tommy Kérberg & Sofia Killgren - Charles Aznavour & Liane Foly
Jana Warner & Peter Hofmann - Gino Paoli & Amanda Sandrelli
Serafin Zuribi & Michelle - Elton John - Jimmy Clif'f - Lebo M - Debbies
Dayis - Guida - Lise Daandanell - Debbie Davis & Angelique Kidjo - lvana
Spagna - Massimo Di Cataldo & Manu - Manuela Villa - Vanessa Williams
Jon Secada - Shanice - Rita - Native - Monique Soren Launbjerg - Edyta
Gorniak - Jennifer Rush - Randy Newman & Lyle Lovett - Charlelie Couture
\rno Hintjens - Fabrizio Frizzi - Riccardo Cocciante - Klaus Lage - Eternal
Beile Midler - Ophelie Winter - Maurane - Francis Lalanne - Grzegorz
Mlarkowski - hasia Kowalska - Birgiin - Burak Kut & Sakis Rouvas
Ketama - Luis Miguel - Jette Torp - The Kelly Family - Mietta - | Neri
per Caso - Massimo Ranieri - Sara Tavares - Boyzone - Sounds Of
Blackness - Jocelyn Brown - Todd Terry - Mantronik - Alex Baroni
Belinda Carlisle - Ricky Martin - Michael Bolton - Jenny Maec kay
Paola & Chiara - Barbara Cola - Anita Hegerland - laura
Voutilainen - Maria Montell - Natalia Kukulska - Tarkan
Huey Lewis - Billy Joel - Peter Andre - Shaggy - Verena
Jil Caplan - Sabina Laurinova - Christa Bendell
Renata Dabkowska - 98 Degrees featuring
Stevie Wonder - Christina Aguilera
Rinat Gabay and more...

Now the Magic Continues with
%fs&ep’s

ULAN

@A#%fsNEPRECORDS

(The Original Soundtrack Available June 98)
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Locon A&R: a fale of 1

by C’hrlstzan Lorenz

Goodbye Spice Girls, hello Kerri-Ann
and Sabrina Setlur.

Those two pop songstresses—from
Ireland and Germany respectively—
are just the tip of the iceberg of
European talent which is forming
with the help of innovative ways in
local A&R activity. This week, M&M
looks at two labels which are chang-
ing the face of A&R in Germany and
Ireland—examples which suggest
that cheque-book A&R could be a
dying profession.

In Germany, the majors labels’ tra-
ditionally strong hold on all areas of
A&R has beeen increasingly loosened
as artists, producers and their man-
agement have gained knowledge of
the economics of the business.

According to Sony Music Europe VP
GSA and Sony Music Germany MD
Jochen Leuschner, “The situation in
Germany has changed dramatically over
the past five years. Artists and produc-
ers have become more professional in
dealing with record labels and publish-
ers. They know what they want and they
no longer automatically knock on the
doors of the big, established players.”

In this new environment, it is no
longer enough to sit back and wait for
the phone to ring, as Leuschner
explains. “You need eyes and ears on the
circuit,” he comments. “We need people
who are in the loop and who have the
trust of the artists.” Some record com-
panies, such as Sony Music, reacted by
relinquishing A&R responsibilities to
independent joint venture partners like
3P or Four Music. Others, such as BMG
Music Entertainment, now rely on a
network of small satellite companies.

Moses Pelham and Thomas
Hofmann, the two artists/producers
behind 3P, gained their knowledge of
the business as recording artists with
hip-hop act RHP (Universal). As part
of a closely-knit local music scene,
they discovered and developed suc-
cessful R&B diva Sabrina Setlur and
promising pop singer Xavier Naidoo.

The new type of A&R person has to
grow from within a local scene rather
than a corporate environment, just as
acts grow out of those same scenes.
Different urban centres in Germany
all spawn different types of artist:
R&B from Frankfurt, pop from Berlin,
alternative rock and dance from
Hamburg, electronica from Cologne—
they’re all born from local movements.

“It is important to shorten the dis-
tance between the studio and the
label,” says Leuschner. He emphasises
that a short time lag between finishing
a mix and getting feedback from the
A&R person at the label is necessary
to build a creative relationship.

“[Sony Music’s Columbia division]
is already a few steps ahead in this
direction,” adds Leuschner. In the
search for more local talent,
Columbia decentralised its A&R and
hired three new talent scouts in April.
Berlin and Munich are the first two
A&R outposts in Columbia’s new net-
work of creative satellites.

Former BMG Hansa A&R manag-
er Hannes Kraus joined Columbia to
run the Berlin operations, and pro-
ducer Levent Karahan was appointed
Columbia A&R scout in Munich. To
monitor trends outside the country’s
main urban centres, Columbia
appointed Tobias Schacht as a travel-
ling A&R representative. Columbia
MD Martin Brem says he hopes to
“establish a third satellite in
Hamburg soon.”

Leuschner adds, “now we will
build a similar A&R network for our
Epic division, and I definitely want to
establish a permanent A&R base [for
Sony Music] in Hamburg.”

Of all Germany’s A&R centres,
Berlin has a special position in
Leuschner’s book. In January, the com-
pany launched a joint venture with
Berlin-based producer George Gliick,
the key person behind the success of
Tic Tac Toe. Rumours also persist that
Sony Music is going to move—as a
whole or in part—to Sony Corp’s new
European headquarters in Berlin.

“I believe that Berlin will become
even more important for our business
once the German government moves
there,” says Leuschner. “Berlin
has the chance to become a centre

artist manager Louis
Walsh, thought up the con-
cept for Boyzone and developed the
act—adds “Ireland offers a great learn-
ing experience to new artists. Because
of the relatively small size of the mar-
ket you can easily do radio, TV and
instore promotions on a national level
and establish yourself in the charts.”
Having learned the ropes of the

“It makes no sense for a

of cultural life over the next eight |Qbel in a small i'erﬂfory to

years, and, a magnet for talent
from all over the world.
Eventually, we will have to ask
ourselves where we want to be
seen as a record company.”

If local A&R does become the
driving force in Europe’s major music
markets such as Germany, smaller
territories could specialise in a differ-
ent form of A&R: building artists’
careers in a protective environment,
as already practised in Ireland.

Artists from Ireland—with a value
of $109 million in 1997, the smallest
market for pre-recorded music in
western Europe with the exception of
Cyprus—were traditionally A&R-ed
from the UK. or the U.S. This is,
however, changing fast.

The success of PolyGram Ireland-
signed boy band Boyzone has shown
that local A&R in a small market can
develop an act to the level of interna-
tional success in a very short time on
a low budget. Now those benefits are
being re-invested in a number of Irish
artists being groomed for the home

“Artists and producers

no longer automati-

cally knock on the

doors of the big, estab-
lished players”

Jochen Leuschner,

Sony Music Germany

market and abroad.

“It works to our advantage that we
are a big player in a small market,”
says PolyGram Ireland MD Paul
Keogh. “It’'s a more hands-on situation
with majors still operating like inde-
pendents.” Keogh—who, together with
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stretch yourself beyond
your means”
Paul Keogh, PolyGram Ireland

business in the manageable Irish
market, the artists can then brave the
fierce dog-eat-dog competition in larg-
er markets without losing too many
feathers. “When Boyzone appeared on
[BBC television show] Top Of The
Pops in the U.K., they didn’t look like
a debut act,” says Keogh. “They had
the confidence to
pull it off.”

When Keogh
signed Kerri-Ann
two years ago,
she was a 16
year-old school-
girl. Instead of
putting her to
work  straight |
away, PolyGram arranged for her
to accompany Boyzone on their !
promotional trips, in the studio ¢
and on TV. “I had an opportunity
most artists would love to have
had,” comments Kerri-Ann, “to
learn the business without being |,
thrown in at the deep end like
everybody else.”

On July 6, Kerri-Ann launches &
the practical part of her recording £
career with the s1ng1e Do You

Love Me Boy? Keogh is positive that

she will fill the teen-pop niche “that
artists like Louise and Michelle Gayle
have grown out of.”

If Kerri-Ann does attain chart suc-
cess at home, PolyGram U.K. will
then take over international exploita-
tion, and her records will be released
on either Mercury or London. “It
makes no sense for a label in a small
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Home-grown tal-
ent in Germany
(clockwise from

top left): Sabrina

Setlur, Bell Book &

Candle, Whirlpool
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territory to stretch
yourself beyond
your means and do all the interna-
tional work,” explains Keogh. “We
don’t have the resources to do that.
Cooperative A&R is what small mar-
kets should get into.”

Another example of the coopera-
tion between PolyGram’s Irish A&R
and international marketing comes in

the shape of Juniper, a five-piece
rock band from Dublin who are
being pitched at the U.S. market.
With their second single World Is
Dead out in Ireland since May 25,
“they are about to be picked up by
Mercury in the U.S.,” says Keogh.
“Their brand of rock is more suited
to the U.S. than Europe, that’s why
we wanted to work with a U.S. part-
ner in this case.”

Up to now, Irish artists have had to
sell records abroad to be able to sur-
vive. But things are beginning to look
brighter at home, with the Irish music
industry achieving growth rates of 10
percent by units and 20 percent by
value last year. Keogh is con-
fident that the peace process
in Northern Ireland will aid
the development of the mar-
ket. According to Keogh,
“international retailers like
.| HMV and Tower intend to
expand in Ireland.”

In the stagnating German
market, local
repertoire is the
strongest it has
~ been since the
’50s, when local
artists such as
Peter Kraus
charted with
German language
 covers of Elvis’
hits. According to
industry body

= IFPI in Germany,
domestlc productions’ share of the
singles market reached a staggering
48 percent in 1997.

“It’s a consumer-driven develop-
ment,” says Leuschner. “Kids grow up
with Sabrina Setlur next to All Saints in
their CD collection. It’s not just a wave
like the Neue Deutsche Welle in
1981/82—this time local repertoire is
here to stay!”
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THE FAIR FOR
POP MUSIC AND
ENTERTAINMENT

komm.

Popkomm., the world’s biggest get-
together for the music industry, symbolizes
the global pop scene. Musik Komm. and
Music & Media invite top radio DJ’s from
all over Europe to use the free studio
facilities of Radio Village at Popkomm.98.
Located at the heart of the trade fair,
Radio Village offers a sound-proofed radio
studio for interviews — recorded on DAT
or cassette or broadcast live via ISDN.
-Radio Village participants can register as
Popkomm. co-exhibitors at a special rate.

For further details please contact Music
& Media: phone +44/171/323 6686 or
fax ++44/171/323 2316.

Music
Medie.

General application Popkomm.:
before June 26, 1998

costs DM 320.00

Request application forms today!

Popkomm. Get yourself connected!

august

13-10, 1908

congress
center east
cologne fair

THTH

musik Komm. GmbH - Kaiser-Wilhelm-Ring 20 - D-50672 Kéin
phone ++49-221-91655-0 - fax ++49-221-91655-110
Internet: http://www.popkomm.de - e-malil: popkomm@musikkomm.de
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‘No-hit wonders” furn gold

by Menno Visser

So many records, so little time...
Through sampling “old crap” on vinyl
from her own record store—Liesbeth
Esselink, a.k.a. Solex—has created
what has been hailed as the most cre-
ative album release by a Dutch artist
this year with Solex vs. The Hitmeister,
on U.S. indie label Matador.

Formerly with the band Sonetic Vet,
(signed to Belgian indie Play It Again
Sam), Esselink developed her distinc-
tive sound as she began to experiment
with the leftovers in her Amsterdam-
based secondhand vinyl store, rather
than sampling the same tracks used by
producers and DJs across Europe. “It's
not that I want to sound different for the
sake of it,” says Esselink. “I just dont
want to come up with the same old
clichés all over again.”

Her “nom de disque” is taken from
an Eastern European make of motorcy-
cle. Solex, Esselink has her own sound
collage style which makes the most of
material which flopped first time
around. “It's not difficult to build a
strong track around, say, a Sly & The
Family Stone sample,” challenges
Esselink. “The real skill is to create an
exciting new track out of old crap.”

Armed with an old sampler, a pile of
records and an eight-track tape
recorder, Esselink began creating an

album which could
best be described as
the missing link
between Tricky and
Laurie  Anderson, |
with Esselink’s
vocals pulling the
whole mix together.

Demo tapes

resulted in offers
from five different
labels, and »
Esselink
signed with ™"
Matador, “partly because I like their
other signings, and partly because the
owners of the label are also responsible
for A&R.”

Thierry Catherine, head of music at
Lausanne-based CHR station Couleur
3, put the album track One Louder
Solex on powerplay rotation. He says:
“Our listeners may be surprised the
first time they hear the album, but I
think it’s a very good set, because it has
a truly special vibe to it. It fits well into
our afternoon and evening [sound].”

After a well-received showcase at
South By South West in Austin, and a
tour with UK. band Cornershop,
Esselink recently recorded a session for
John Peel’s show on national CHR sta-
tion BBC Radio 1, and she will be tour-
ing through Europe this summer with
label mates Cornelius.

Dance grooyves

by Gary Smith

SPONTANEOUS COMBUSTION
Without a radio edit in sight, the
Combustion EP from UK. label Dope
Dragon nevertheless provides four
tracks of  programme-friendly
drum’n’bass. Showcasing the poly-
rhythmic talents of Mask & Swabe, 3
Way and Gang Related, the EP con-
tains sweepingly tuneful moments like

| Dictation, with its sample of the theme

| from 2001 A Space Odyssey, alongside
the crisper, hard-edged hardstep style
of Mask’s Mad Professor.

SHAKIN’ WITH SHARKEY
DJ Sharkey is,
alongside Dougal,
the undisputed king
of the UK’s small
but thriving hard-
core scene. His lat-
est single, Product Of Society
(React/UK.), accordingly thumps
along at 170 BPM. It's nonetheless a
| full-vocal pop song, with chorus et al.
Cute, with a faux-punk attitude, the
' 3:22 edit is brutally efficient while the
remixes are as subtle as a brick. Not as
infectious as Technohead’s I Wanna Be
A Hippy, but this could still be hard-
core’s next big crossover hit.

SHANTEL TAKES YOU HIGHER
Combining dance grooves with a loose,
whimsical indie feel worked for
Kreidler, and now German DJ Shantel
has adopted a similar approach. His
- debut album Higher Than The Funk
on Berlin’s K7 Records is full-blooded

electronica with a female singer whose

fragile voice recalls the Cocteau Twins.

Some tracks take a minimalist

approach with limited commercial

appeal. Others work for exactly the

same reason: they’re so simple to hum |
along to. Delicate instrumental tones

support vocal-led tunes, creating high-

ly effective, memorable songs.

RE-BIRTH FOR NU-BIRTH

Ayear after its initial UK. release and
after having hung around just about
every U.K. dance chart for the last few
weeks, Nu-Birth’s Anytime XL
Records) seems set to jump across to
the mainstream charts. The major dif-
ference in this year’s single is its better
selection of mixes and a much stronger
radio edit.

The Nu-Radio mix places greater
emphasis on formal pop structure, giv-
ing more space to the soul diva vocal of
Jeanette Sewell and allowing the sam-
ple from IMPROM2’s Motown-released
Get Me Off—around which the track is
based—to carry the tune.

Meanwhile the new club mixes,
by Rhythm Masters, Dem 2 and
Crazy Bank, guarantee that all-
important dancefloor buzz. Dem 2s
version, with its fractured beat and
stark breakdowns, is nicely comple-
mented by the Rhythm Masters’
bombastic effort and Crazy Bank’s
jazzy, sax-led interpretation.

All new releases, biographies and pho-
tographs for consideration 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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Eurochart Hot 100° Singles
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—

7 1% TITLE “we § 13 TITLE “we ] § 1§ TITLE
i 2% ARTIST : % ARTIST : T ARTIST
£ = 2 original label (publisher) £ = g origingl label (publisher) £ = g original label (publisher)
My Heart Wlll GO On ABDKFD.GREIREINLNESCHUKHUN Viu vHa Dlg . FINNS TOO ClOSe DNL.UK
1 1 20 Cgline Dion- Epic/Columbia (Fax/ EMI/Blue Sky Rider/Rondor) 34 31 5 Dromhus - CNR (Not Listed) N Next - Arista (Various)
Feel It BDKEDIREINES CHUK Let The Music Heal Your Soul DCH | Restless i
2 15 The Tamperer Feat. Maya- Jive/ Time (Mi~Jac/ Siggy/ Warner Chappell) 36 2 Bravo All Stars - Edel (Petersongs/Warner Chappell {Alex C /EMD | 69 69 6 Neja - LUP/New Music (Pielle | EMD)
La Copa De La Vida VA Heaven Is What I Feel/Corazén Prohibido 30MLECHUK | Formula 1205
3 ) 3 11 RickyMartin- it/ Caambia oo Cureics Desmophobia/ o Gram /ol N Gloria Estefan - Epic (EMI) 70 6113 Dy Visage - Dancelab/EMI (NR)
High ABDKDINLS.CH It‘s Like That B DK FD.GREIRES.CHUK I Ava Adore GRE.IRENLN.SUKHUN
@ 7 23 [ighthouse Family - Polydor/Wildcard (PolyGram) | 3@ 12 28 Run DMC Vs. Jason Nevins - Profile (Warner Chappel) | @4 42 3 Smashing Pumpkins - Hut/Virgin (MCA/Cinderful)
Ein Schwein Namens Maenner ADCH Wanna Be Your Lover NG| Save Tonight BEDIL
5 5 8 Dic Arste - Hot Action/ Motor (Urlaub/PMS) 38 35 6 Young Deenay . WEA (Click/ Hafenklang/BMG Uf) | 12 ™! 2 Eaglo-Eye Cherry - Superstudio/ Polydor (Various)
' La Fiesta P Wishing I Was There IRE LK
Fo¥sctok SALES BREAKER 505c 50503 | 39 37 19 Bagrick Sebastien - Polydor (ot Listed) @ B> Natalie Imbruglia - RCA (Dalmation/BMG)
Horny '98 DINLCHUK | Casanova BDNLS | Where Are You? B.GRE.NL.UK
54 4 Mousse T Vs Hot N'Juicy - Peppermint Jam | Edel (Mergmusic Rondor) 43 51 4 Ultimate Kaos - Mercury (EMI) 74 7 + Imaani - EMI (Charisma /Hit & Run)
’I‘ruly Madly Deeply ABD.GREIREINLNS.CHUK Dreams IRE.UK 1 Open Your Eyes ADCH
7 4 15 Savage Garden - Columbia (EMD 41 >4 ¢ The Corrs - 143/Lava/Adlantic (Sony ATV) 75 65 14 Gyano Apes - Ariola (EMD)
Stand By Me ADCH | Diablo DKEN | Life Ain't Easy DIRENLUK
8 s 4 The Cause - RCA (Melodie Der Welt) 42 s ¢ 666 - Dance Street (Activate/I & Ear) 76 & ¢ Cleopatra - WEA (EMI)
All My Llfe ABDKDNLNSCHUK All That I Need B.DK DIRENLS.CHUK ! YOyO F
@ 13 9 K.Ci & Jojo - MCA (EMI/Warner Chappell) 43 38 7 Boyzone - Polydor (MCA) 7T 75 4 Time Stretcher - Dance Pool (Not Listed)
> C'Est La Vie IREUK | a4 Remember The Time ADCH | The Final ADCH]
10 Béwitched - Gloworm / Epic (Chaysalis | PoyGram, Sugarfee Budks{BMG) #1 & Nana - Motor (Booya /Hanseatic| Warner Chappell) | 78 66 11 i) Fuldner - Kosmo (FKM Filmhunst)
La Tribu De Dana F Angels BF | Suddenly 2
11 1 4 Manau - Polydor (Not Listed) | 45 49 27 Rophie Williams - Chrysalis (EMI/BMG) 19) 5> Gala - Do It Yourself (Not Listed)
Under The Bridge/Lady Marmalade ARFIVAGREIRENLNSCHUK ‘ Cose Della Vita EDNECH] Ice Hockey Hair (REUK
12 5 ¢ All Saints - London (Warner Chappell | Jobete | EMI) 46 50 19 Eros Ramazzotti & Tina Turner - DDD (Unalira /Pelago) NEg Super Furry Animals - Creation (PolyGram)
|
Out Of The Dark (Into The Light) ADCH 4 Tabula Rasa G Vivo Per Lei &
1510 Rajco - EMI (Gliick / Intro { X-cellent | Sony ATV) 7 44 8 Mellowbag & Freundeskreis- Dounbeat/WEA (Seegang [ Four/BMG Uy 81 7 2 Andrea Bocelli & Hélene Segara - Polydor (Not Listed)
Laura Non C'E' LDCH) Together Again BENLS.CH Drinking In L.A. NLN.S.UK
30 3 Nek - WEA (Don’t Worry |/ Sugar Music) 48 4026 Janet Jackson - Virgin (EMI) 5> Bran Van 3000 - Capitol (Kaligram / Audiogramme)
Ray Oof nght AB.DK.ED.GR{E.IRE.I.NL.E.S.CH. UK Alane A.DJRE.CH Been A Long Time UK
1595 Madonna - Maverick / Sire (Warner Chappell | Rondor) 49 33 54 Wes - Saint George/Sony (Sony [ Michel Sanchez) Et* The Fog - Pukka (Miami Soul)
You're My Heart, You're My Soul =~ ABFINDGRESCHHUN Ocean Of Light ADCH Don't Say Goodbye F
16 =1 Modern Talking - Hansa (Warner Chappell) 50 « 5 In-Mood feat. Juliette - Universal (Manuskript) 84 21 2 Be 3 - EMI (Not Listed)
Last Thing On My Mind ZIRENELK When The Rain Begins To Fall EUNECH Hot Stuff REVK
17 56 Steps - Jive (BMG/All Boys/In A Bunch | Warner Chappell) Bl Pappa Bear - Universal (Wittmack | BMG Ufa) 85 58 3 Arsenal Football Club - Grapevine (Warner Chappell)
The Boy Is Mine e Say You Love Me S LELNEUICHEN Ton Invitation &
NES Brandy & Monica - Atlantic (EMI | Various) 52 2« Simply Red - East West (So What / EMI) 86 s ¢ Louise Attaque - Atmosphériques [ Sony (Not Listed)
Stranded URENSUK Everything's Gonna Be Alright & He Got Game NLUK
19 10 3 T,nicia McNeal - Sifjemark/ CNR/ Wildstar (Poer | MCA [Arcade) | DD 57 2% Sweetbox - RCA (EMD) N Public Enemy - Def Jam/Mercury (Chrysalis /Various)
Pata Pata a Without You D] Boom Boom UK
20 20 3 Coumba Gawlo - RCA (Not Listed) 54 74 Squeezer - EMI (BMG Ufa) m N-Tyce - Telstar (Mo Bounce/Boomin'{D Tree B/ Dreamworks)
Diva BEINDNEES How Do I Live URE UK Guildo Hat Euch Lieb DICH]
2134 2 Dan, International - CNR (Copyright Control) 85 52 14 TepAnn Rimes - Curb /Hit Label / London (EMD 89 80 3 iy Hom Und Die Orthopéidisthen Strimpfo - Spin/ EMI (Roof Growe /M)
Turn It Up (Remix)/Fire It Up ZFIVDIRENLSCHUK Stop e Tellement N'Brick &
@ 21 9 Bygta Rhymes - Elektra (MCA/Warner Chappell/Rondor) = I 45 13 Spice Girls - Virgin (Windswept Pacific/ 19/BMG) | 90 % 7 Faudel - Mercury (Not Listed)
Never Ever AN Super Sonic ADCH | Lola 07
23 17 30 A} Saints - London (Perfect/ MCA) 87 55 12 Mygic Instructor - Fuel /East West (Triple M/EMI) 100 2 Ajlan Theo - EMI (Not Listed)
Frozen BDER DCEENES CEHUN] Come Back To What You Know UK | Humana L
24 14 16 Madonna - Maverick /Sire (Warner Chappell | EMI) 98 2 Embrace - Hut/Virgin (Copyright Control) | 92 88 7 Lara Fabian - Polydor (Not Listed)
No Tengo Dinero ADINE No, No, No BDKDNLNS | Ooh La La IR
25 2 ¢ Los Umbrellos - Flex/EMI-Medley/Virgin (EMI) 59 6212 Destiny's Child - Columbia (Various) 93 % 2 Rod Stewart - Warner Brothers (Warner Chappell)
Life Is A Flower EEDEDINEES CHEU Mon Papa A Moi Est Un Gangster BF | Curious rg
32 7 Ace Of Base - Mega /Polydor (Mega) 60 o« 22 Stomy Bugsy - Columbia (Not Listed) 94 Ilt-‘* Levert, Sweat, Gill - East West (Various)
|
Dance The Night Away URELE Torn DKECRENLCH] Emmene Moi B
27 18 6 The Mavericks - MCA (EMD) 61 0 32 Natalie Imbruglia - RCA (Island | EMI/BMG) 95 92 20 Allan Theo - EMI (Nelson Productions/Le Cap|EMI)
Fight For Your Right ABDIRENS.UK Gettin' Jiggy With It BFDGRENLS.CH | Follow Your Heart i
28) 27 13 NYC.C. - Control (Melodie Der Welt | Def Jam | Brooklyn Dust) | O 59 1 Will Smith - Columbia (Various) 96 91 2 7Ti i Cal - LUP/New Music (Not Listed)
Yakalelo & NS Carnaval De Paris BFINDNLCH | Cleopatra's Theme ZEChH]
29 28 3 Nomads - Une Musique (Not Listed) Dario G - WEA (Copyright Control) % 2 Cleopatra - WEA (EMI)
Ll
La Primavera ABDK.FDIRENLSCHUKHUN Kung Fll Flghting UK | Push It GRE.IRE E.UK
30 1 Sash! - X-IT (Step By Step/Strongsongs) 64 5 3 Bus Stop feat. Carl Douglas - All Around The World (Edtion. Carren | Bucks) 98 s 5 Garbage - Mushroom (Rondor [ Deadarm)
Turn Back Time ABDIRENEUK My Oh My SEEDNES 11 Fait Chaud 4
3 % ¢ Aqua- Universal (MCA) 65 53 15 Aqua - Universal (MCA) 99 9 2 paggi- V2 (Not Listed)
My All EDGRENLEUK Follow The Leader oL Solo RC
48 2 Mariah Carey - Columbia (Sony/ ATV Rye/ Sony ATV Tunes/ Wallyworld) 74 3 The Soca Boys - Red Bullet (Copyright Control) 99 5 Thomas D & Nina Hagen - Four /Columbia (EM1/BMG Ufa)
Gone Till November D.IRE.NL.CH.UK = This Is How We Party NL.NS A:A\_Lmhlselg:_umcm:cm_aebuhuc, Dl_(:Denmark;m.=F‘n_ﬂa‘rd,F:F‘mrfxa.l?:(}emmny.l_]lb:[rehfud,l:]ﬁlx
33 2 « Wyclef Jean - Ruffhouse/Columbia (Fall River) | @ 8 5 5.0.A.P.- 5.0.A.P./Sony (Copyright Control) 3_2‘{'&:];4:3::5“”5@“?@;?;:: _spms_bwfe:;:,;x:z ot et

##k#r% SALES BREAKER + ¥+ %%+ indicates the single registering the biggest increase in char{ points. ® recognition of pan-European sales of 500.000 units A recognition of sales of 1 million units, with multi-million sellers ndicated by a numeral following the symbol.
The Eurochart Hot 100 Singles is compiled by Music & Media and based on the following national singles sales eharts: ChartTrack (UK); Ireland; Full chartservice by Media Control GmbH 0049-7221-366201 (Germany); SNEP/IFOP Tite-Live (France);
singles: Musica E Dischi/Mario De Luigi, albums; Fimi-Nielsen (Italy); Stichting Mega Top 100 (Holland}; Stichting Promuvi (Belgium); GLF/TFP1 (Sweden); IFPI/Nielsen Marketing Research (Denmark}; VG (Norway); ALEF MB/AFYVE (Spain); YLE 2 Radiomafia/IFPI (Finlandy; Austria Top 30 tAustria);

Full chart service by Media Control AG 0041-260 44 55 (Switzerland); IPSOS/Mahase-IFPI {Hungary) IFPI (Czech Republic). © BPI Communications B.V.
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European Top 100 Albums

©BPI Communications Inc.

%% ;E ARTIST countries | % 3% ;E ARTIST countries | % % é ARTIST countries
B f o« charted - charted SN (R charted
2 - TITLE = - 2 TITLE = » sTITLE
H & § original label g & § originallobel S 3 § original label
Simply Red ABDKFDGREIRE.NLN.PESCHUKHUNCZE | Supreme N.T.M. BF Guano Apes ADCH
1: Blue - East West 33 6 Supreme N.TM. - Epic 68 19 Proud Like A God - Ariola
Madonna ABDKFINFD.GREIREINLNE.S CHUK HUNCZE | Tori Amos ABFDGREIRENLNCHUK Anouk BGRELNL
2 2. Ray Of Light - Maverick /Sire 35 32 4 From The Choirgirl Hotel - East West 69 s 21 Together Alone - Dino
g I
/é\ g o Modern Talking ABDKFIND.GRENLES.CHHUNCZE | @ NS Fury In The Slaughterhouse D NS Total Touch L
M/ Back For Good - Hansa m Nowhere...Fast - SPV This Way - RCA
SoundtraclA BDPKFINED.GRE IRENLNPES CH.UKHUN CZE Articolo 31 7 Florent Pagny T BF
4 2 Titanic - Sony Classical @ 37 5 2 Nessuno - Best Sound | BMG Ricordi 71 o3 Savoir Aimer - Mercury m
- Massive Attack ABDKFINFDGREIREINLNPESCHUKHUN.CZE Jeff Buckley BFGREIRENLNSUK Soundtrack N F
8 5 U McommningCirs,/ Virgin - 38 22 ¢ Gietches For My Sweetheart The Drunk - Columbia | #2 ™ 7 Taxi- SMALL.
- Celine Dion ABDKFINFDGREIREINLNPESCHUKHUNCZE | Falco ADCH.CZE The Moffats n ADPCH
6 6 29 [eg's Talk About Love - Epic/Columbia 39 23 13 Oyt Of The Dark (Into The Light) - EMI 73 7 3 Chapter 1 A New Beginning - EMI
Lenny Krav-itz ABDKFINFD.GREINLN.PESCHHUN.CZE i Zazie BF ) Andre Rieu F
77 5 - Virgin 38 3 Made In Love - Mercury 74 76 2 Bal A Vienne - Philips
Die Arzte ADCH | Deep Purple FIN.ED.N.CH.UK CZE Luis Miguel E
@ N> 13~ Hot Action /Motor @ B> Abandon - EMI 75 61 5 Romances - WEA Latina
| —te.
Sarah Brightman NS Leann Rimes LK

frkfetek SALES BREAKER #keds @)«

The Andrew Lloyd Webber Collection - Polydor

76) >

Sittin' On Top Of The World - Curb/Hit Label { London

|
T

¢4 o BOyzone B INDIEINT GHIUK Pino Daniele LCH Shania Twain (IR SNTIRS
Where We Belong - Polydor 49 8 Yes! I Know My Way - CGD 77 5 13 Come On Over - Mercury
Garbage ABDKFINFD.GRE.IRENLN.PE.S.CH.UK Catatonia IRE.UK Wes ADPCH
10 5 ¢ Version 2.0 - Mushroom 44 7 1 International Velvet - Blanco Y Negro 78 s 18 Welenga - Saint George /Sony
Savage Garden ARPKFINDGREIRELNLNPSCHUKHUNCEE | Janet Jackson BDKFDNLNES.CH Gil D.CH
Mo Savage Garden - Columbia | 45 3735 The Velvet Rope - Virgin m hicg Here I Am - RCA
The Corrs AFDIREESUK | Lara Fabian B8 H-Blockx D.CH!
@ 13 32 Talk On Corners - 143/Lava Atlantic m 46 ¢ 33 pyre Polydor > Fly Eyes - Ariola
Lighthouse Family 4BPKDIRELINLPESCHUKHUNCZE | L2 Hanson BFINGREINLS Lo Fidelity Allstars UK
13 s Postcards From Heaven - Wildcard / Polydor m L Three Car Garage - Mercury NEg How To Operate With A Blown Mind - Skint
Frank Sinatra B.DKFIN.D.GRE.IRENLN.PES.UK 48 Soundtrack ABFD.GRE.IRE.CH Eagle-Eye Cherry FDNL
18 3 My Way - The Best Of Vol 1 - Reprise 0 9 Jackie Brown - Maverick 82 216 Desireless - Superstudio [ Polydor
Herbert Gronemeyer ADCH | Manolo Garcia il .. Bamses Venner Dx
15 12 6 Bieibt Alles Anders - Electrola 49 5 3 Arena En Los Bolsillos - Ariola > 95 Ars Jubilseum - CMC
Aqua BDKFD.GRE.IRE.INLN.ESCHUKHUN.CZE | r Robbie Williams IRENLUK Soundtrack ) IRE.EUK
16 ua Aquarium - Universal E 50 v Life Thru A Lens - Chrysalis m 84 1 The Full Monty - RCA Victor
Eros Ramazzotti AB.DKFIN.FD.GRE.INL.N.CH.HUN Andrea Bocelli B.DKF.GRE.NL.N.PSHUN.CZE Emma Shapplin o BFGRENL
@ 15 32 Eros - DDD | 81 an Romanza - Sugar/Polydor @ 85 6019 Carmine Meo - EMI
All Saints ABDKFINFD.GRE.IRENLESCHUKHUN | Hjalle & Heavy 5 Renato Zero T
18 w2 All Saints - London m 52 s ¢ Pa Rymmen - Start Klart | MNW 86 o s Amore Dopoe Amore - Fonopoli/Epic
8 o Ricky Martin BFINFLPES.CHHUN 53 2w Backstreet Boys _ B.DK D.GRE.IRE.LNL.N.PESHUN > Toto . DNLN
Vuelve - Tristar / Columbia m Backstreet's Back - Jive @ XX - Columbia
The Verve LUDNGIRIE LTS The Mavericks IRENLUK Sacred Spirit i
@ 29 36 Uyrhan Hymns - Hut/Virgin @ 54 25 1) Trampoline - MCA 88 HB Indi