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M&M chart toppers this week

Eurochart Hot 100 Singles
ATOMIC Kfl"FEN

Whole Again
(Innocent/Virgin)

European Top 100 Albums
R.E.M
Reveal

(Warner Bros.)

European Radio Top 50
R.E.M

Imitaiton Of Life
(Warner Bros.)

European Dance Traxx
FAITHLESS

We Come 1
(Cheeky/Arista)

Inside M&M this week

NETWORK HITS BRITANNY
A new radio network covering Brit-
tany is hoping to corner the market
in that part of the west of France.
CHR station Hit Radio signals the
coming together of Frequence Ille
and Radio Nantes. Page 4

BACK TO ZERO
UK indie label
Ultimate Dilemma
could have a Euro-
pean hit on their
hands with the
debut album by
London band Zero
7, (pictured) Sim-

ple Things. Chris Barrett assesses
the appeal of the band hailed as
"the new Air". Page 6

CLASSIC ARTISTS CONTROL
Artists who own their own labels
and control their own product are
flourishing in the classical music
field. Terry Berne looks at the
trend. Page 8

Bertelsmann pursues
its online ambitions
by Juliana Koranteng

NEW YORK - The acquisition of US
"digital locker" company Myplay.com
by Bertelsmann on May
30, one week after Vivendi
Universal's deal with
MP3.com, went some way
to reveal the German
media giant's online goals.

BeCG, Bertelsmann's e -
commerce division, paid a
reported $30 million
( 35.4 million) for Myplay,
which enables consumers
to upload, store, manage
and listen to music online via a per-
sonal digital locker.

At a press conference in New
York, BeCG president/CEO Andreas
Schmidt declined to confirm the
price, but did note it was a bargain

compared with the $372 million
Vivendi Universal paid for MP3.com,
which also operates a digital locker
service called My.MP3.com (M&M

June 2, 2001). He said
BeCG had approached
MP3.com but felt the ask-
ing price was too high.

The purchase of
Myplay, which features a
subscription -based music
management system,
completes BeCG's found-
ation for BeMusic, the
single -destination Web
site encompassing BeCG's

different brands. MusicNet, the sub-
scription -based online service that
Bertelsmann partly owns and is
scheduled'to launch this summer, will
then license streamed and download -

continued on page 21

Macca's flying high again
by Mark Worden

MILAN - EMI's golden goose looks
to have laid another multi -million
pound egg.

Following the dramatic success of
the 22 million -selling Beatles compi-
lation 1, McCartney's group Wings'
retrospective double album Wings-
pan: Hits And History is proving to
be another soaring success story for
the label

"We're delighted with sales so
far," says vice president EMI
Recorded Music, Chris Windle. The
album, released on May 7, has
reached number two in the States,
where it has gone platinum, number
four in Canada (gold), five in the UK
(gold) and Japan. "For the initial

ship -out we'd envisaged a figure of
about 1.2 million," says Windle.
"But we put it up to 1.5 million and
we expect to sell between 2.5 and 3

continued on page 21

Popstars shine
in European
success story
A Music & Media staff report

LONDON - There is no doubt that
manufactured music in the form of
the Popstars phenomenon has not
only captured the attention of Euro-
pean music fans, but has proved a
money -spinning venture for record
labels.

Eschewing the traditional radio
route and products of televised tal-
ent -scouting competitions, bands No
Angels in Germany, Hear'Say in the
UK and Lollipop in Italy all stayed
at number one in their respective
charts for weeks, selling hundreds of
thousands of units.

Whether their success is durable
continued on page 20

Goodman adds to
Virgin desertions
by Gareth Thomas

LONDON - The staff changes con-
tinue at the UK's Virgin Radio.

Deputy programme director at
the rock station Nik Goodman has
resigned from his post, just weeks
after the departure of his boss, for-
mer programme director Henry
Owens (M&M, March 31).

The move co-incides with the
arrival at the station-which serves
London on the FM band and the
nation on AM-of Paul Jackson, who
recently quit the Capital group
where he was regional programme
director overseeing its Century
(AC/talk) stations in Nottingham,
Manchester and Newcastle. Jackson

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

If you were recently living in the UK, Germany, Holland
or Italy, it would have been hard to avoid being exposed
to Popstars' Hear'Say and their various Euro-clones.

In this media -driven world we're living in, it really
should come as no surprise that totally unknown
wannabes can be turned into major pop stars by virtue
of appearing on a TV show.

Of course, this is not a novelty in itself Manufac-
tured pop acts are as old as the business-after all, Phil
Spector made a reputation from creating (and manipu-
lating) artists to fit his vision, but one can argue that at
least they had the talent in the first place.

Even Berry Gordy's Motown excelled in uniting
artists with composers, authors, producers, musicians
and choreographers in order to package them and dic-
tate their creative output. In the late '50s, a Philadel-
phia hustler by the name of Bob Marcucci "fabricated"
acts like Fabian and Frankie Avalon-whose only "tal-
ent" was their cuteness-got them onto Dick Clark's
American Bandstand television show and bingo!

Besides, TV -manufactured artists are as old as, say,

the Monkees, probably the first Popstars-type act.
What is interesting (hum!) behind this new wave of

manufactured acts is the simultaneous strike. The
concept of Popstars is being implemented with various
levels of success in different European countries, as
we report in this week's front-page story, in much the
same way that Big Brother has been rolled out in var-
ious territories. What is also surprising is that the suc-
cess bypasses the traditional ways of promoting
music, in which radio plays a major role. In the Pop-

stars case, the impact of TV alone is sufficient to
ensure success. If airplay comes afterwards it's a
bonus, but it's not vital.

In broad terms, there is no doubt that Hear'Say and
the likes of No Angels will do little to contribute to the
advancement of music, but they seem to hit a chord
with the public, who probably feel
some empathy with them. In a way,
it is the revenge of the silent major-
ity. People who, in theory, stand lit-
tle chance of getting any attention.

Andy Warhol's theory was that
everyone is entitled to 15 minutes of
fame... Alas, it might even last
longer than that: this summer,
there'll be a Monkees revival tour!

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

Original research to be unveiled at Festival
by Gareth Thomas

LONDON - For the first time,
research into music radio carried
out by the organisers themselves
will be presented this year's Radio
Festival, the UK's annual gathering
of experts from the radio industry,
to be held at the G-Mex complex in
Manchester (July 9-11).

The survey-funded by the BBC
and the Radio Authority-looks at
whether programmers' perceptions
of what presenters achieve through
their style are the same as the pub-
lic's.

"We are still finishing off the
quantative stage of survey," says
Tony Stoller, chairman of the Radio
Academy Committee and chief exec-
utive of the Radio Authority. "The
results will be very interesting."

Under the heading "Presenters
Who Needs 'Em?", radio DJs and
programme directors will give their
response to the survey results at
the conference.

According to its organisers, this
year's event will focus more on the
peculiarities of radio. "We will be

looking at what is permissable on
radio, what you can get way with in
terms of language and humour,"
says Stoller.

Keynote speakers include BBC
director general Greg Dyke and the
South African freedom fighter -
turned -broadcast regulator, Mand-

la Langa. The UK Secretary of
State for the Media will also outline
the next steps for the radio indus-
try in this country. Dependent on a
potential change in government fol-
lowing the forthcoming elections

(June 7), the industry expects to see
a relaxation in the rules governing
media ownership introduced this
summer.

Other topics under discussion
will be streaming data on digital
radio, audio on demand, crossfield
antennas, collecting radio data,
audience marketing and access
radio.

"We are really covering as broad
a range as we have ever done, in
more depth and with high -profile
speakers," says Stoller.

"It's an exciting time for radio-
partly due to new media and partly
because of the response coming
from established radio services," he
continues. "Radio has always re-
invented itself when three's a chal-
lenge, particularly traditional
music radio."

Director of the Radio Academy
John Bradford says: "Currently
radio is going from strength to
strength with overall listening fig-
ures reaching all time highs. This is
clearly going to be a quite outstand-
ing Radio Festival and I am looking
forward to it enormously."

Map of Flemish frequencies drawn up
by Marc Maes

BRUSSELS - Two new national com-
mercial stations for Flanders should
be operational by this autumn,
according to Flemish Media Minis-
ter, Dirk van Mechelen.

Ahead of the next round of radio
licensing set for later this year, the
Flemish Government is fmalising
negotiations on the frequency allo-
cation for the new stations with
neighbouring countries, as well as
with the country's French and Ger-
man community governments.

Whereas the process of co-ordi-
nating frequencies with Holland,

France, Germany, Luxembourg and
the UK is close to conclusion, dis-
cussions in Belgium are proving
more long-winded.

"Up to now, there hasn't been an
agreement on 67 frequencies
between 587.5 and 101.0 Mhz," says
Hilde Decoen, spokeswoman at the
Flemish Media Ministry. "Addition-
al research is needed to overcome
the final hurdles."

Decoen continues: "Media Min-
ister Van Mechelen is in favour of a
global FM frequency plan, based
on a well-balanced agreement be-
tween the three language commu-
nities."

Radio Contact, 4FM, Radio Roxy
and Top Radio are likely to be in
the running for bidding for the new
national licences, which the Flem-
ish Government will publish along-
side individual commercial sta-
tions. The new licences will be valid
for nine years and granted by the
Flemish Media Commission
(Vlaams Commissariaat voor de
Media).

"We will invite stations to send
in their application before sum-
mer," says Decoen. "They will be
judged on format and content, as
well as on their business plan, tech-
nical infrastructure and staffing."
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Hit radio aims to knock out Brittany
by Joanna Shore

NANTES - Two radio sta-
tions in western France
have come together to form
a network with the objec-
tive of becoming one of the
region's major FM outlets.

Launched on May 14,
Hit West is the result of a
merger between Frequence
Ille and Radio Nantes,
based respectively in
Rennes and Nantes. Trans-
mitting on 11 frequencies
throughout most of Brit-
tany and the Pays de la
Loire, the commercial net-
work targets a daily audi-
ence of some 200,000 and is
looking to increase its lis-
tenership still further.

"We are looking to
attract a wide audience,"
says Jerome Burnichon.

programme director of the
station which will have a
CHR format and have a tar-
get audience of 15-35 year
olds.

Hit West will feature
rotations of up to 8 times a
day as well as playing new
music. "A large part of the
music programming will be
dedicated to new talent,"
says Burnichon. "But we are
not talent scouts. We are
only interested in artists
who are really worked by
their record companies."

The station has also
promised it will respect the
national airplay quota of
French repertoire, dedicat-
ing 35-40% of its program-
ming to songs recorded in
French.

Burnichon states the air-
play ratio allotted to

French acts is even higher
than that, with French
artists such as Daft Punk
being placed in the interna-
tional category as they sing
in English.

Burnichon says that
there will be an emphasis on
featuring local acts on the
network. "There will be a
concentration on artists
from the west, particularly
Brittany," he confirms, citing
the inclusion on playlists of
local acts, such as Louise
Attaque and Matmatah.

Hit West is owned by
Precom, the sales house of
local daily newspaper Ouest
France. Other members of
the management team
include director Yann Oger,
music director Dominique
Lemonnier, and promotion
manager Eric de Grave.

After their Cologne concert on May 12, US rock band REM relaxed with Warner
Music Europe (WME) executives (and one MTV executive) who had attended the
gig. Pictured (back row, 1-r) are: Bernd Dopp (MD, WEA Germany); Alexander
Maurus (marketing director, WEA Germany); Paul -Rene Albertini (president,
WME); Thomas Starckjohann (VP marketing, WME), Paul McGhie (marketing
manager, US labels, WME) and Jon Uren (senior director, marketing and promo-
tion, WME). In the front row (1-r) are: Bertis Downs (REM's manager); Mike Mills
(REM); Carla Donnelly (promotions director, WME); Peter Buck (REM); Harriet
Brand (senior VP music, MTV Europe); and Michael Stipe (REM).

NRK fails to sell off ill-fated Metro
by Kai R. Lofthus

Ono - After negotiations
with several potential buy-
ers failed, Norway's public
radio and TV broadcaster
NRK has abandoned plans
to sell off its defunct Metro
radio assets.

Launched in February
last year, NRK's Futurum
division developed NRK
Metro as a digital and ana-
logue cable and internet
radio station designed to
compete with commercial
outlets, such as local hot AC
network Radio 1 Norway
and national AC station P4.

Metro closed nine
months later, with the cor-
poration facing financial
difficulties and following a
survey carried out in Sep-
tember 2000 by Gallup
which showed the broad-
caster had failed to register

any daily listening figures
during that month.

According to NRK Futu-
rum's programme director
Anne -Marie Kristensen,
the closure of the station
would save NRK in the
region of Nkr 8 million ( 1
million), but she refused to
comment on the asking
price for the assets. Execu-
tives at local Oslo TV sta-
tion, Metropol TV, similarly
would not comment on
reports they were in
advanced negotiations to
buy out the Metro concept.

"We had a total evalua-
tion of what we were able to
sell off and what financial
reward it could have given
us," says Kristensen. "But,
both we and the potential
buyers came to the conclu-
sion that there wasn't much
to sell."

NRK cannot sell off

Metro's frequencies-proba-
bly the station's greatest
asset-as they are owned by
the Norwegian Post and
Telecommunications
Authority. "It would of
course have altered the
financial valuation consider-
ably if we would have been
able to sell the frequencies,"
Kristensen concedes.

"What we considered as
the greatest assets were the
preparations we had made
to get the station going,
including music scheduling
rules and other program-
ming . strategies, not to
mention the human
resources," Kristensen con-
tinues. "However, the peo-
ple who were employed at
the station were already
involved in other projects,
and could not make them-
selves available to carry the
station further."

ON THE BEAT
SCANDINAVIAN DOTCOMS GO BUST
OSLO - Swedish internet music company Deo.com,
which had sites in several European countries, was
pronounced bankrupt last week, although negotiations
are reportedly continuing to save the company. Mean-
while, Norwegian download company Freetrax.com
shut down last week after failing to attract additional
funding. The firm offered promotional downloads of
local and international artists, including material from
major labels and unsigned artists, and helped artists
like Norwegian act D'Lay gain exposure.

LABELS LOBBY OVER M6 CHANGES
PARIS - French labels' bodies SNEP and UPFI have
written to the French minister of culture and commu-
nication expressing concern over a possible reduction
of the music output on terrestrial commercial TV
channel M6. M6, which currently broadcasts 30% of
music, says it wants to develop more mainstream non -
music -related programmes and would like to see that
share drop to 20% as part of the re -negotiation of its
licence. Labels are concerned that the channel will
confine music programming to the late evening and
say that the financing of music videos would be effect-
ed, as M6 would reduce its contributions. The channel
currently pays a flat fee to collecting societies for each
broadcast of a music video.

CADENA COPE LAUNCHES TV STATIONS
MADRID - Catholic Church -backed Cadena COPE,
one of Spain's three national private radio networks
that also operates Hot AC Cadena 100, is moving into
television. COPE chairman Bernardo Herraez
announced COPE is to open 20 local and regional TV
stations within two months. He also said that COPE
would hold at least 50% of the shareholding, with sav-
ings bank Caja Sur taking another 30% and with
"groups close to the interests of the local diocese"
accounting for the rest of the capital.

MOVING CHAIRS
LONDON - UK digital satellite music broadcaster
Music Choice has appointed Dominic Trigg as direc-
tor of media sales. Trigg will be responsible for adver-
tising revenues from Music Choice's recently launched
interactive I -TV applications and website.
STOCKHOLM - Ola Bergvall has joined European
web entertainment portal Speedy Tomato as its con-
tent manager. Bergvall was director of streaming
video company Musicbrigade.com in Stockholm.
LONDON - Oliver Buckwell, who was director of
artists and music for Universal Music International's
(UMI) London -based music portal Voxstar, has been
appointed as head of new media for UMI. He will
report to UMI VP marketing Matt Voss.

Internet in -site
Sony Music

www.sonymusic.com/the-
lab/ConnecteD

This is the home page for Sony Music's ConnecteD
initiative, but is rarely visited. The idea is that cus-
tomers purchase a CD and put it in their computer's
disc drive. As with other Enhanced CDs, this reveals
tracks, videos and other content that otherwise
remains hidden on the CD. What makes ConnecteD
different is that an inserted CD can also act as a key
to exclusive, updatable sections of an artist's website
where fans can get bonuses such as non -album tracks.
Ozzy Osbourne, Ricky Martin, Jennifer Lopez, Yo Yo
Ma, Ben Folds Five and Miles Davis are among the
artists already featured, with others joining in the
near future.

Chris Marlowe
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by Gary Smith

TIME FLIES BACKWARDS
It is no surprise that Neja's latest single, Time Flies
(New Music/Italy), is all over the Italian dance and
radio charts. The combination of an intro that recalls
Lipps Inc's Funky Town followed by a highly program-
mable, US -style production with "bravura" chorus,
should see this track dominating resort cafes and bars.
So far so good for the airplay side, happily the track
also has a club mix, which, while it is not exceptional,
perfectly captures the '80s elements that could make it
such a potential crossover phenomenon.

HARD PARMESAN
Given its uncompromising hard house groove and
mass of fizzy keyboards interspersed with catchy as
hell, throwaway vocal lines, Karizma's Feelin' Good
(Fragile Records/Italy), is likely to blow up big this
summer. The track has a profoundly underdeveloped
sense of subtlety which works totally in its favour,
because, despite all the club frippery, it is a seriously
addictive slice of club pop with a delightfully cheesy
edge. The stroke of inspiration here is that the alto-
gether rawer UK version of hard house has been
hijacked by the classic Italian approach. Hence we get
that wonderfully chaotic sense of party madness as
personified by Italohouse classic, Starlight's Numero
Uno.

PELDING SHADE IT
Things have been a bit quiet of late on the once thriv-
ing and active Danish electronic scene. Although signs
of a general renaissance are currently not much in evi-
dence Jazz Fudge act Pelding are back with another
fine EP. Days In Shades Of Grey is, in fact, not nearly
as grim as it might sound, the group-who largely
play as opposed to program-have a fresh, cop -theme
inflected sound which, when matched up with singer
Maya Albana, creates a shimmering, moody take on
bluesy jazz pop. A little bit like Carmel if she'd had a
more adventurous backing band, this is son of hip hop
with strong tunes. Follow-up track Streetbuzz features
rapper Obi and a harder edge to the music which
touches on John Barry territory with a mesmeric
harpsichord line and abstract, tortured textures. Iron
Monkey is a dreamy, wistful closer that would not
sound out of place in The Persuaders. Interesting and
rewardingly deep material.

PLAY THE GAME
Leicester -based Cantaloop are one of those bands that
have evidently done a heap of live work before cutting
a record. It shows most in the muscularity of the play-
ing and of the rapping and singing. Having said that
this is a band on a mission for "da funk" and, as with
all such groups, that means that Sensitize (Diva
Records/UK) is a funky, slappy, rhythmically intense
record. At their best, as on Push, Fatman and Sad, the
music is impeccably tasteful and shot through with
references to everyone from James Brown to Sly
Stone, Graham Central Station and, most notably in
the massed vocal choruses, Parliament. A track like
Honey, I Funked The Kids, which owes a huge debt to
Johnny Guitar Watson's Mother In Law is, like much
of Cantaloop's music, a retro mosaic. Ironically their
best moment is final track Game on which the group
show an altogether less derivative side.

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

Appreciating the simple things
by Chris Barrett

After college friend and producer Nigel
Godrich commissioned them to remix
Radiohead's Climbing Up The Walls, Zero 7
found work remixing the likes of Terry
Callier and Lamchop before releasing two
limited edition EPs. Then, when the London -
based Henry Binns and
Sam Hardeker's debut

LP Simple Things
(Ultimate Dilemma)
came out on April 23 it
outsold Ash's chart -top-
ping album Free All
Angels (Infectious) in
HMV's flagship Oxford
Street store in its first
week. But Zero 7's
appeal stretches far
beyond their hometown,
as Alex Wall, interna-
tional product manager
at their label verifies:
"Simple Things has pro
yoked the largest ever initial ship
Europe in the history of the label.§"

Incorporating African Gospel, Hammond
organ, strings and funk to the soulful
meanderings of vocalists Sia Furler, Mozez
and Sophie Barker, Zero 7 have created a
stunning debut and hot contender for
album of the year. The blend of electronica,
jazz and soul, is also too similar to Air to
ignore-not that Max Lousada, head of
A&R at Ultimate Dilemma, is bothered.
"I'm happy for them to be hailed as the

`British Air'," he says. "They both produce
21st Century soul music, but Zero 7 have a
much more organic sound and varied
instrumentation."

New single I Have Seen-released
throughout Europe on Play It Again Sam on
May 21-is A -listed at London alternative
station Xfm and has picked up spot plays on

UK CHR station BBC
Radio 1 as well as dance
station Kiss FM and
MTV. Radio 1 DJ and
Talkin' Loud label
founder, Giles Peterson
commissioned the Callier
remix and recently
broadcasted a live session
on his Worldwide show.
He believes they will do
very well internationally
as they have the commer-
cial appeal of Morcheeba.
He also believes they
have produced "the chill
out album of the year."

Peterson adds: "Every year there is a
couple of bands that break, and Zero 7 have
an edge and hot approach that will appeal
across the boundaries from the mature
market to the post club dance fan."

Zero 7 are already taking their extraor-
dinary sound to Europe where a summer
tour began in Cologne on May 11 and takes
in Spain, France, Sweden, Norway,
Denmark, Switzerland, Ireland, Belgium
and the UK before ending in Holland on
August 26.

out to

Rise of the Raman empire
by Nigel Williamson

The burgeoning British -Asian scene has in
recent years seen the emergence of artists from
Talvin Singh and Cornershop to Nitin
Sawhney and Asian Dub Foundation. But
Susheela Raman is surely the first to add an
Australian connection to the cross-cultural
meting pot.

"I was born in London
and my parents are from
South India," says Raman,
whose debut album Salt
Rain was released interna-
tionally by Narada/Virgin
on May 28. "But my family
moved to Australia when I
was very young."

She returned to the UK
four years ago and
immersed herself in the
British -Asian scene,
singing for a while with
global dance pioneers Joi.
Then three years ago she
met Sam Mills, veteran of
several ambitious Real World fusion projects.
"Sam inspired me because he also believed in
bridging musical gaps and he opened up a
whole new set of musical contact points," she
says. The pair began working together and
Salt Rain, produced by Mills, is the result.

On the record, Raman effortlessly weaves
classical Indian and contemporary western
sounds, while the title track was influenced by
supporting the Eurythmics and hearing Annie
Lennox sing Here Comes The Rain Again
every night. "The aim is to catch not only the
public which has created the crossover success
of world music artists such as Cesaria Evora

or Manu Chao, but also buyers of singer -song-
writer acts such as Tracy Chapman or Joni
Mitchell," says Gerard Beullac, Virgin
Continental Europe Paris -based vice-presi-
dent of marketing for the Narada and High
Octave catalogues. "It's an album of hybrid,
trans -cultural world pop with jazz and folk
influences."

The US -based Narada operates in Europe
under the umbrella of
Virgin Continental. Salt
Rain will be marketed,
promoted and distributed
by Virgin in all European
territories, except in Italy
and in the UK, where it
will be released via
MacTwo.

"Everyone from world
music specialists to style
and women's magazines
seems to be coming on
board," Beullac says. Radio
support is already coming
from France Inter, Radio
Nova and FIP in France,

Radio 3 in Spain SigloXXI), Deutschlandradio
in Germany and Couleur 3 and Radio Suisse
Romande in Switzerland.

Interest is particularly strong in Spain and
in France, where retail chain FNAC is part-
nering the album's launch. The marketing
campaign will be given added impetus by an
extensive tour of Spain and France commenc-
ing in September, followed by dates in
Germany and Italy. Beullac reports that
Narada expects to sell 100,000 units in the
first six months. "We think Susheela is a
unique artist who defies genres and has huge
crossover appeal," he adds.

Susheela Raman
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