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M&M chart toppers this week

Inside M&M this week

THE NEW NORSE GODS

Since Abba’s heyday, a
relatively small number of:
contemporary artists have
successfully emerged onto
the world stage from the
Nordic countries. But
recently, that picture has
drastically changed. In a six-page
special, M&M offers profiles some of
the best of the region’s current crop
of bands and solo artists ready for
export. Pages 7-12

A KIND OF MAGIC

“A cool, clean environment with min-|
imalist furniture, lots of air and lots
of space.” Not the M&M offices, but
MD Mark Story’s description of soft
AC/MOR station Melody FM/Lon-
don’s new sound, relaunching as
Magic 105.4 in the highly competi-
tive London radio market. Page 4

STONES: $250M & SECURITY

As The Rolling Stones unveil details
of their new live album, No Security,
their Bridges To Babylon world tour
has wound up, leaving them with a

German gov't closing culture gap?

by Scott Roxborough

CoLOGNE — If freshly-elected chancel-
lor Gerhard Schroeder is true to his
word, it could be music to the ears of the
country’s record and radio industries.
Following the outcome of the federal
elections on September 27, Schroeder

will head up a government led by
his centre-left SPD party, almost
certainly also including represen-
tatives from Germany’s Green Par-
ty in a “Red-Green” coalition.
Schroeder has pledged to tackle what
labels say is the root cause of Germany’s
declining music sales—a stagnant econo-

my and a record unemployment
rate of 10.6 percent. The industry
also hopes it will get a more sympa-
thetic hearing from Schroeder’s
administration than it did during
the 16 years of Helmut Kohl’s centre-
right Christian Democrat government.

continued on page 29

Heavy Cardigans
hoping to fit radio

by Christian Lorenz

StockHoLM — Two year ago, they
were the First Band On The Moon—
now Sweden’s Cardigans are looking
to a new sound to kick their global
career into a higher orbit.

The band are shedding their “cute”
pop sound to don one which captures the
energy of their live performances. Gran
Turismo, their fourth album to date, is
due out in Europe on October 19 on
Trampolene/Stockholm Records. “It’s
rockier than previous Cardigans’ albums

r;: [ because we toured for

two years after the
(&2 = release of [previous
SR talbum] First Band
On  The Moon,

continued on page 29

MTV wants
‘recognition’

by Emmanuel Legrand &
Christian Lorenz

The Cardigans

LoNDOoN — MTV is seeking greater
recognition for its role in marketing
music in Europe.

Speaking at a press conference to
announce the nominations for this

P3 seeks more girl friends

by Fredrik B Nilsson

StockHOLM — Swedish pub-
lic CHR network SR P3 is
aiming for a younger—and
more feminine—audience
with its programming plans for 1999.
“We have two objectives for next
year,” says P3 scheduling manager
Mikael Nilsson. “Without losing the
20-25 year olds, we would like to reach
the under-20s and be more attractive
to female listeners. We have always
been weak in those two areas.”
Although Nilsson is unwilling at
this stage to reveal explicitly how those
demographics will be targeted in terms
of changes to music policy, he says
that, from January, the number of pro-

R P3

grammes specifically designed for
younger listeners will increase.

“P3 must retain a
broad appeal, but we
must have more pro-
grammes that work for
the teenage audience,” says Nilsson.
“We haven’t been successful when it
comes to the 12 and 13 year olds—to
catch them, we have to give the sta-
tion a new character.”

In terms of redressing the gender
imbalance of the P3 audience (ratings
figures show 62 per cent of its listen-
ers are male and only 38 percent
female), Nilsson admits: “It isn’t easy
to set the tone [of output] that fits
young women—if somebody had the

continued on page 29

Behind the mask: Lena Nystem of Universal's hugel successful Danish

SR o L

exports Aqua, captured on stage during their recent concert at the Tivoli

total gross of $250m. Page 15 continued on page 29 | Gardens theme park in Copenhagen.
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Upfront

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

Is the SPD’s Gerhard Schroeder about to transform a dis-
illusioned Germany into “cool Deutschland”?

The question is not, perhaps, as odd as it seems. After
16 years of Christian Democrat government under chan-
cellor Helmut Kohl, which saw the reunification of
Germany and the creation of the European single curren-
cy, power has shifted to the centre-left Social Democrats.

Ifit’s too soon to evaluate the kind of policy changes that
Schroeder will make, what does seem certain is that his per-
sonal style will mark a radical departure from the Kohl era.
For the first time, Germany will be ruled by someone who
was born after World War II, like his “New Labour” British
counterpart Tony Blair. Those visiting the SPD’s campaign
HQ in Bonn on the night of his victory were welcomed by
loud rock and techno beats. Quite a contrast to Kohl’s
beloved classical music.

What’s also apparent is that for the first time in decades,
a German chancellor is—or at least claims to be— close to

" the artistic commumty . But will that result in tang1ble gains

for the music industry? Hard to answer, but the creation of
a federal ministry of culture should certainly help in
addressing industry issues which, until now, have only been
dealt with at a local level.

Let’s not forget, too, that Germany (along with all the
other European countries) is currently embarked in a vast
revision of its copyright regulation. It is vital for the
German music industry to have access to the government
at the very highest level and to make its voice heard on
these highly sensitive issues.

It was quite clear at Popkomm. this August that the
German music industry was looking for a new dynamic in
the market, and there were hopes that a political change
might prov1de that. Schroeder will certainly be judged on his
capacity to improve the economic s1tuat10n and on his abili-
ty to make Germans feel confi- |
dent about their future. '

Indeed, perhaps even more
than a new head of state, what
the country badly needs is a
new state of mind—the sort of *
“cool” revolution which would
put Germany in harmony with
the rest of Europe.

‘Minimalist’ Melody will be

by Jonathan Heasman

LoNpoN — “Melody FM is the first radio  cool,
station in London to be ‘feng shui-ed.””

So says the soft AC/MOR station’s
managing director Mark Story, and
he’s not just talking about the broad-
caster’s trendy new offices on London’s
busy Tottenham Court Road.

As Melody prepares to be formally
relaunched as Magic 105.4, aiming at
(for advertising revenue reasons) a

ing at you!”

Story describes the sta-
tion’s on-air sound as “a
clean environment
with minimalist furniture,
lots of air and lots of space.”
He adds: ‘It’s a radio station
without phone calls, with-
out people winning £5,000,
and without people scream-

Since Melody was pur-
chased by the Emap Radio

Magic

“It’s patronising
these days to think that
a 55 year-old only likes
Frank Sinatra, Ella
Fitzgerald and Nat King
Cole,” says Currie.
“What Emap has bought
to the party is a lot more
research, a lot more
information about our
audience. What we do
know is that an awful

3

slightly younger core target audience
of 35-45 year-olds, Story sees
Melody’s music-intensive, “clutter
free” presentation approach as the
key point of difference between it and
other AC-leaning rivals in the highly
competitive London radio market.

group earlier this year, programme
director Francis Currie has been
using research to further modernise
the station’s music policy in prepara-
tion for the switch to the Magic
branding—what Story describes as
“assisted evolution.”

Universal Music International (UMI) executives gathered in Los
Angeles last month for an international marketing meeting chaired by
UMI senior vice-president of marketing and A&R Max Hole. Hole is pic-
tured (top) with Doug Morris, chairman of Universal Music Group, and
(bottom) with three of UMI’s London-based marketing directors (I-r):
Yoel Kenan, Kate Farmer and Liz Morris.
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lot of those people—the post rock'n’roll
generation—have a very contemporary
perspective on life. They may or may
not like ’60s, but they like Celine Dion
and the Lighthouse Family and other
adult contemporary artists.”

Consequently, Currie says the sta-
tion has “chucked out the chintz,” and
removed some of the more overtly MOR
material which “research showed was
quite divisive, and which alienated the
younger end [of the audiencel.”
Summises Story: “Melody started as a
Mantovani station, has more recently
been a Frank Sinatra station, and is
now an Eric Clapton station.”

But, maintains Currie, “the music
policy is merely an evolution of what it
always has been; a commitment to time-
less, quality songs and tunes—melodic
material without a strident beat.”

The name change to Magic, accord-
ing to Story, has been designed to alter
the public’s perception of Melody,
derided by many as an “elevator music”
station when it launched with an MOR
format in 1990. The switch is also
designed to make Melody the flagship
of Emap Radio’s AC/gold Magic brand,
which is used on the group’s local AM
stations across the UK. Story says
that around 70 percent of tracks on
Melody will also appear on the other
Magic-branded stations.

In addition to Melody, Piccadilly
1152/Manchester and Red Rose
999/Preston will also be switching to
the Magic branding, bringing the total
number of outlets under the banner up
to 10.
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Phono Academy plans next 25 years

by Gesa Birnkraut

HAMBURG — As its record business
considers the implications of a change
of government (story, page 1)
Germany’s Phono Academy is focus-
ing its efforts on making the new gov-
ernment more aware of the music
industry’s economic significance.

The academy, which
celebrated its
birthday
month, has identi-
fied increasing the
strength of its polit-
ical  voice
founding a national
pop music institute
as two of its goals
for the next quarter century.

Prof. Werner Hay, director of the
Phono Academy since 1989, says
plans for the pop music institute,
which will be modelled on Liverpool’s
Institute for the Performing Arts in
the U.K.,, are “already at the
Hamburg Senate, and [we] hope that
the city of Hamburg will be able to
offer the institute a building as its
future home.”

Some 25 years after its launch, the

o 25th ,.._?:\
il

and DEUTSLHE is. But, as the
PHONO

AKADEMIE®

German Phono
Academy is more
than ever acting as
a mediator between
the music industry,
politicians and the
public, says Hay.
However, he con-
cedes: “There is still
a long way to go
until the pop
industry is
acknowledged as
the important eco-

nomic power it §

meeting last
year between
the  Phono
board and [federal *
president] Roman Herzog showed,
there are some positive developments
taking place in this process.”
The Phono Academy was original-
Iy set up in 1973 by 18 German labels
to support new artists. A major
change in the line-up of the board of
governors took place in 1991, when
the managing directors of the “big
six” labels—Sony, PolyGram, BMG,
EMI, Warner and Universal—decided

Prof Werner H ay

to create a more
- PR-focused Phono
Academy promot-
ing the interests of
the music industry
in Germany. One
year later, the
Phono Academy’s
international pro-
file began to rise
with the launch of
the Echo Awards
in 1992.

Torsten Engel,
programme direc-
tor of  public
CHR/dance station
N-Joy/Hamburg,
comments: “As the
2 media partner to
the event, we appreciate greatly the
efforts the Phono Academy has made
in the last few years to give the Echos
international prominence.”

He adds: “ The Phono Academy was
also one of the first institutions to
invest in the future of young east
German artists with their Contact! pro-
gramme. This support is not only
focused on Germany, but on Europe as
a whole.”

French collecting societies

MARSEILLE — French minister of cul-
ture and communication Catherine
Trautmann has announced a govern-
ment review of France’s collecting
societies and the way they function,
writes Rémi Bouton.

Speaking at the annual congress of
French authors’ rights society Sacem
in Marseille on September 28,
Trautmann said she expected the
probe, under the country’s 1985 copy-
right law, to focus on four key issues:
how collecting societies share informa-
tion with their members and the state;
voting systems within the societies;

financial and management control;
and the distribution of rights. A full
audit of the societies is not planned.
The minister said that the review will
be conducted by her own department,
with a report expected at the beginning
of 1999.

“Based on 13 years of practice, it is
clear to me that some improvements are
desirable, while respecting the spirit of
the law,” explained Trautmann.

There has been a series of recent
cases of alleged mismanagement at col-
lecting societies, including performers’
body Adami and its musicians’ counter-

investigated

part Spedidam. Sacem has also been
under fire for a lack of transparency in
its management of collected funds.

“For the time being,” said
Trautmann, “the government’s field
of action is limited to making recom-
mendations, or to using the ‘atomic
bomb’ of asking a judge to dissolve
[the collecting societies].”

Trautmann rejected a recent pro-
posal by PolyGram Disques president
Pascal Négre for all the societies to be
brought under the control of govern-
ment financial watchdog the Cour des
Comptes (M&M, September 12).

Open mike
Karlheinz Hoerhammer
General manager,

Anfenne Bayern

Commercial AC
station  Anfenne
Bayern celebrated
its 10th birthday this
year by becoming
the most popular
state-wide broad-
caster in Bavaria,
overltaking public
schlager station
" Bayern 1 in fthe
mosf recent MA audience
ratings. Hoerhammer talks
to M&M about how this has
been achieved.

Q: Why has Antenne Bayern
proved so successful in Bavaria?

A: Our success has resulted from a
good mix of pop/rock, compact infor-
mation segments and entertaining
presenters. [Programme director]
Viktor Worms says he believes our pre-
senters are extremely important, since
“Phil Collins doesn’t sing better on our
station than he does anywhere else.”
Another strength we have is the rap-
port we have established with our lis-
teners, off-air as well as on. Antenne
Bayern tours throughout the year.

Q: What do you say to critics who
claim commercial radio offers little
variety in music and that, if you
want innovative programming, you
have to listen to public radio?

A: These critics don’t seem to have
been following the development of the
radio market very carefully in the past
few years. The qualitative results of
the FAB [Funkanalysen Bayern
statewide ratings], as well as the
[national] MA ratings research, show
that Antenne Bayern has performed
better in all areas—entertainment, on-

air personnel, and editorial content—
compared to our public rivals. Those
criticisms are not at all relevant to us,
especially as they don’t bother our tar-
get listeners.

Q: How do you see the develop-
ment of the Bavarian radio mar-
ket in the next few years?

A: The Bavarian radio market is, and
will continue to be, an increasingly
competitive environment. The over-
powering competitiveness of the pub-
lic broadcasters, the arrival of digital
radio, plus the stagnation of turnover
figures in the commercial sector will
lead to a shifting and a realignment
of the radio landscape. The radio reg-
ulators will have to actively represent
the interests of commercial radio if
there is to be continuity and a guar-
antee of further development among
commercial broadcasters. As for digi-
tal systems, there has to be equality
of opportunity among commercial and
public broadcasters.

MCM joins
café society

by Rémi Bouton
Paris — French music TV channel
MCM is planning to continue expand-
ing its branding, following Ophélie
Winter’s opening of the first MCM Café
in Paris on September 17.

The Paris café is the first of 15 such
establishments which MCM plans to
open in France within the next three
years—the next one will open in
Bordeaux early next year. The broad-
caster is also developing a range of
branded merchandise, including fash-
ion clothing and watches, and on
October 19 will launch a new Internet
site which MCM general manager
Thierry Laval claims will be “the essen-
tial reference site for teenagers.”

Says Laval: “We’re already in dis-
cussion with on-line music retailers
and other providers of Internet ser-
vices aimed at teenagers, to become
the biggest shop window for all
youth-oriented entertainment ser-
vices.” He adds that he hopes MCM’s
new spin-off activities will account
for around seven percent of the chan-
nel’s predicted 1999 turnover of
around Ffr100 million ($17 m).

However, unlike some broadcasters
elsewhere in Europe, MCM will not be
setting up a record label. “We prefer to
work with records companies rather
than against them, and that would be
the case if we had our own label,”
explains Laval.

The Ffr20 million ($ 3.5 million)
investment in the first MCM café has
been made by property development
company the Bertrand Group, which
will also finance development of sub-
sequent MCM cafés. Under a brand-
ing deal with Bertrand, MCM will
receive a percentage of each café’s
annual turnover.

The 300 seat, 1500m? Paris café
will be a regular venue for MCM tele-
vision shows, including up to three
live concerts per week. Kent, Stephen
Simmonds and Drugstore are all
lined up to play the venue in the next
six weeks.

Interview by Ed Meza

FOR SALE

U.K. Recording Studio in
Canterbury, Kent
with ancillary office
1,800 Sq. Ft. (167.5 SqM)
£87,500 Freehold
All Enquiries

CLUTTON.
Daniel Smuth

(+44) 1227 457441
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ON THE BEAT

COLES EXITS IN SHAKE-UP OF CENTURY
LONDON — Managing director
Ron Coles and programme con-
troller Ken Warburton have
both departed Border Radio
Holdings’ (BRH) East Midlands
regional  station Century
106/Nottingham. Coles will be replaced temporarily at
the AC/talk station (formerly known as Radio 106 FM)
by Harry Dunne, who last month joined BRH from
Emap Radio as group commercial director. Meanwhile,
BRH group MD John Myers will take temporary charge
of Warburton’s former programming duties. The depar-
tures are understood to be the result of disagreements
over programming strategy. BRH wants to bring the sta-
tion into line with its North West and North East region-
al stations (which also carry the Century branding), fol-
lowing its acquisition of a majority stake in the East
Midlands broadcaster.

Top OF THE POPS DEBUTS IN GERMANY
4 BERLIN — After a year of prepara-
tion, the German version of the
UK. music TV show Top Of The
Pops enjoyed its first official out-
| ing on September 19, on commer-
cial channel RTL. The German
! rights to the show were acquired a
L e, ! year ago by film and TV produc-
tion company Me, Myself and Eye (MME). The show,
which features live performances from domestic artists
in a Berlin replica of the London studio, is hosted by
Jenny Elvers, with a different co-presenter each week
(Boyzone’s Ronan Keating was the first). The first hour-
long Saturday afternoon programme was watched by 1.2
million viewers.

INAVARRE LICENCE AWARDS FROZEN

MADRID — The Navarre regional government in north-
ern Spain has agreed to a demand from the opposition
socialist party that its allocation of five new FM licences
in the region should be frozen, pending a report from the
Navarre regional auditors. There was much criticism
from opposition parties that the awards (made in July)
had been overtly political choices. A tougher proposal by
Basque nationalist party Eusko Alkartasuna—that the
award of two licences in the Navarre capital of Pam-
plona be suspended until “irregularities are corrected”—
was rejected.

RADIO VETERAN HANGS UP HEADPHONES

HiversuM — The Netherlands’ (and quite possibly
Europe’s) oldest pop music DJ, Kees Schilperoort, finally
retired on September 26 at the age of 81. Since his “offi-
cial” retirement from public broadcaster KRO back in
1982, Schilperoort had continued to work as a freelancer,
initially at Veronica and, for the past six years, at com-
mercial CHR/dance outlet Radio 538, for whom he co-pre-
sented a popular night-time quiz show. Radio 538 manag-
ing director Erik de Zwart regrets Schilperoort’s depar-
ture, but appreciates his weekly show must have felt “a
bit like a crowded birthday party with his grandchildren.”

INDIE STATIONS BACK DEMO CLASH

Paris — Ferarock, the organisation which represents
France’s independent rock stations, has joined forces
with college radio association Radio Campus, commer-
cial rock station Oui FM/Paris and leading retail chain
FNAC to stage a major competition promoting unsigned
French bands. Titled “Attention talent-autoproduit,” the
first whittling down of entries was undertaken by pro-
grammers and FNAC buyers earlier this year. The next
stage of judging was carried out on July 9 by a jury of
music industry professionals, who chose the final five
acts. From October 3-24 CDs from the five acts will be
given exposure on the participating radio stations, and
in FNAC’s 50 record shops across France. There will also
be a special concert featuring the five acts at Parisian
venue I'Elysées Montmartre on October 9.

Less Spice for a bigger Top

by Howell Llewellyn

MapRID — Commercial CHR
network Cadena Top has been
relaunched as Top Radio Espaiia,
with a more “adult” approach.
“We've changed our target
group slightly, but crucially,
from 14-25 to 16-30, which
means we'll have fewer teen
programmes and a more adult
approach. This means, for
example, less Spice Girls and
more Joan Manuel Serrat,”
says new programme director
Gregorio Ramon Carrera, who
returns to the network after
leaving two years ago to set up

rival station Hit Fan Radio.

“I came back when I saw the
changes which were needed—
from a Ptal.2 billion [$8.4 mil-
lion] capital injection to new
executives—were being imple-
mented,” says Carrera.

The programmer says that,
under the new format, there
will be more emphasis on
European music and less on
U.S. product. He adds: “I want
Top Radio Espaiia to stay
young but not juvenile, and to
sound dynamic, happy and
positive.” The network’s new
07:00-10:00 breakfast show,
Ponte A Top, will differ from

most of its rivals by majoring
on music rather than talk.

Top Radio is owned by
news/talk  network  Radio
Espafa. The group’s managing
director, Jose Luis Vara, says he
aims to increase the number of
stations affiliated to Top Radio
Espafia from 18 to 30 by the end
of the year. “We are not seeking
any mergers, but we are inter-
ested in acquisitions and associ-
ations with other stations,” he
reveals. Top’s existing 18 sta-
tions have a combined audience
of 160,000 average daily listen-
ers, according to the most
recent EGM figures.

BMG fightens Milan fies |

Paris — French soundtracks
specialist Milan Records has
secured a new five-year united
licensing agreement with BMG
Entertainment International.
In the past few years, BMG
has taken over the distribution
of Milan on a territory-by-ter-
ritory basis. This new deal
“unites all other territories
under one deal and is effective
immediately,” according to
BMG. Milan already had sepa-
rate agreements with BMG for
the U.S., Canada and France.
Emmanuel Chamboredon,

who founded Milan in 1978,
says the agreement allows his
company to “further solidify an
already enriching relationship
with BMG, one that started
more than 12 years ago.”

BMG Entertainment Inter-
national president Rudi Gassner
explains that the rationale
behind the deal was to “take our
various individual agreements,
which have developed naturally
over the years, and bring them
together. It certainly makes a
great deal of sense to form a
cohesive strategy.”

Chamboredon

Milan Records operates
from offices in Paris, New York
and Los Angeles. Recent
releases include the sound-
tracks for The Truman Show,
Hazards and Coincidence and
Central de Brasol.

MA considers survey changes

by Gesa Birnkraut

HaMBURG — Official German
radio ratings body AG.MA,
which publishes the twice-yearly
Media Analyse (MA) surveys, is
considering switching to tele-
phone-based research.

An experimental ratings
survey by market research
company GfK was recently con-
ducted on behalf of stations in

North-Rhein West- s

falia, using comput-
er-assisted phone
interviews instead of
the usual face-to-
face personal inter-

nents of the introduction of the
new methodology say that unso-
licited telephone calls represent
an “annoyance” for the public,
and that there are still problems
in obtaining genuinely represen-
tative telephone samples. This is
because the density of telephones
in the former East Germany is
still lower than elsewhere, and
because some 25 percent of west
Germans refuse to have their
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internet in-site
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views used in the
MA surveys.

The AG.MA has
taken a keen inter-
est in the results of
the GfK research,
and board member
Jens Schaack says
that “a
about the use of com-

decision |

S S———————

—

puter-assisted tele- |

phone interviews
[for the national MA
survey| will be made
later this year. The
start date for this
new methodology
could be as early as
autumn 1999.”

However, oppo-

i%
{
\

Pelham Power Pro-
ductions, known to
the cognoscenti as
3P, has distingui-
shed itself as one of
Germany’s premier
hip-hop production
teams. It has also
created a very styl-
ish web site. The
pop-up browser win-
dows may be annoy-
ing, but they do look
good. Using a pre-

amplifier as a visual metaphor, the site offers tour dates, biographies,
photos, discographies and news of all of its related artists, as well as a 3P
label history. Visitors can also hear clips from most of the releases. Every-
thing is solely in German, but the navigation is clear enough that even
those who don’t speak the language can still glean a serviceable amount

of information.

e i
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phone numbers published.

However, Dirk Brill, a
spokesperson for commercial AC
broadcaster NRW/Oberhausen,
claims that the cost benefits for
radio stations resulting from
telephone methodology are
“very positive,” adding that
householders with full time jobs
who are hard to reach through
doorstep calls can be contacted
more easily by phone.
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NORDIC

YPOTLIGHT

Northern cool produces hot hits

A number of acts from the
Nordic area have burst onto
the international music
scene in the past twenty or
so years. Abba were the
first—and perhaps sfill the
biggest—Scandinavian
success story, but names
such as Roxeite, Bjork,
Michael Learns To Rock and
A-Ha have had their indi-
vidual triumphs in the
European charts and else-
where. Now, in the '90s, the
sum of those parts is creat-
ing a greater whole. Nordic
artists are featuring in—and
topping—charts Qacross
Europe and in the U.S.A.
Keith Foster analyses the
Nordic music phenomenon.

%

he home market in the Nordic

countries—Denmark, Finland,

Iceland, Norway and

Sweden—is growing at an

average of 5 percent annually,
and last year 61 million albums were
sold throughout the region. That’s
still some way short of the European
“big three”—Germany, Britain and
France—but ahead of other major
markets such as [taly and Spain. The
Nordic market was worth $1,047 mil-
lion in 1997, more than eight percent
of the total European figure.

In Sweden, pop exports are at last
being officially recognised as an
important contribution to state
income, with the government intro-
ducing a special “Grammy” award for
services to exports. Sweden is also the
only Nordic nation with a body specif-
ically set up by the industry to aid the
export trade. Export Music Sweden
organises the Swedish presence at
Midem (Sweden will host the opening’
at Cannes next year), at Popkomm
and at other important international
events, and provides information on
Swedish product in book form and on
the Internet.

Swedes blaze dance trail
It was Sweden which took the lead
when it came to breaking national
boundaries in the early '90s. A loose
combination of DdJs set up a record
label called Remixed, and DdJs such as
Max Martin and the recently-deceased
Denniz Pop turned their talents to
production. Suddenly, the country
became a fountain of hugely success-
ful dance-based pop, with the likes of
Dr Alban, Rob’n'Raz, Melodie MC,
Leila K, Pandora, E-Type, Stakka Bo
and Rednex scoring hits all over
Europe and Asia. Biggest of them all
was the reggae-based dance sound of
Ace Of Base, who broke all records
with their debut album Happy Nation.
The irony is that Ace Of Base had
to go to Denmark to find a record com-
pany to back them. Claes Cornelius,
A&R business affairs manager of
Mega Records in Copenhagen, is
happy to relate the tale of how he and
his company snatched that prize from
their Swedish competitors, but he
admits that, in general, Sweden
has been a step ahead of its neigh-
bour in selling its music abroad. “I
think the roots go back to after
World War 2,” he says, “when the
multinationals chose Stockholm
as their Scandinavian base. It
meant that Danish MDs had to
report to London, LA, and else-
where via Stockholm. Plus,” he
adds, “Swedish is a more musical
language than Danish, and

“The world has
discovered that

Scandinavia has top-rate artists

and producers”

Gert Holmfred, Universal Music

Sweden has better public music edu-
cation and more venues to play.”

Other countries catch up

Now, of course, Denmark has found its
own “Ace Of Base” in Aqua, but
Cornelius is ambivalent about the bene-
fit to other Danish exports. “Now every-
one is making short-sighted efforts to
copy Aqua,” he says, “but I'm afraid
Aqua clones are dead in the water.”

However, perhaps there is a sea-
change taking place. Gert Holmfred,
the Danish-born MD of Universal
Music in Stockholm, says Sweden’s
position as Nordic No.1 is no longer so
clear cut. “Sweden’s only major new
success in the past year has been
Robyn. Denmark has Aqua and
S.0.A.P, while Norway has done
extremely well with Espen Lind, and
other bands such as the Tuesdays are
on the way,” he points out. Ironically,
Norwegian act Babel Fish had to take
their talent to Atlantic in New York to
secure a record deal.

“We've opened an office in
Finland,” Holmfred continues, “and
have signed some top artists with
international potential, such as the
dance act Sound Of R.EL.S. I defi-
nitely feel that in the last year or so
people in the business around the
world have  started saying
‘Scandinavian’ instead of ‘Swedish.’
The world has discovered that
Scandinavia has top-rate artists and
producers, and they all have a very
professional, easy-to-work-with atti-
tude, which helps a lot.”

Even little Iceland, with its popu-
lation of 260,000, is making a dispro-
portionate amount of international
music. Apart from Bjork and her for-
mer band the Sugarcubes, female
vocalist Alda recently had a top ten

hit in the UK with single Real Good
Time (Wildstar) while Magnus
Einarsson, music director at Iceland’s
public music station Radio 2, says
there are others on the way. “We have
bands like Silt, Lhooq, Gus Gus and
Bellatrix, all performing in English.
Well, they have to—the local market
isn’t very big!”

Testimony to the Nordic knack for
producing international product is
the consistent presence of acts origi-
nating or signed in Scandinavia on
the M&M Border Breakers chart: this
week, 11 of the top 25; last week, 12.

As to the near future, there is no
indication that the well of
Scandinavian talent has run dry.
Close to 90 artists in Sweden alone
will release debut albums in the next
few months, and many of them, such
as Jessica Folcker (Zomba/Virgin),
Jade.ell (edel) and Baxter (Maverick)
are earmarked by their labels for

New Exploding Talent
Born Under Northern Lights

3

The debut single "Merry-Go-Round”
Ready to cross borders!

records
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