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Inside M&M this week

BELGIAN CHEER
M&M's Belgium Spotlight looks at
how the local industry is countering
falling music sales with a number
of innovative initiatives; reports on
the country's booming market in
children's music; and showcases the
hottest new talent. Pages 9-12

WOMEX'S GLOBAL MISSION
In the present international cli-

mate, world music's ability to
bridge religious and cultural divides
(as well as the geographic and
musical) is more welcome than ever.
Terry Berne previews this month's
WOMEX festival. Pages 13-14

THE WORLD OF CHARLIE GILLETT
As part of our special
world music issue, one of
the genre's best-known
enthusiasts-Charlie Gil-
lett-talks to Emmanuel
Legrand about the ups
and downs of his UK
radio career. Page 15

Levy replaces Berry in
EMI management coup
A Music & Media/Billboard staff report

LONDON - Alain Levy will now
have to put to the test the skills
that helped him turn PolyGram
into the world's leading
record company.

After three years of
maintaining a relatively
low profile, the French
music executive has been
appointed to replace Ken
Berry as chief executive
of EMI Recorded Music.
Architect of the October
14 change is EMI Group
chairman Eric Nicoli, to
whom Levy reports.

Levy, 54, will be
joined by industry veteran David
Munns in the newly -created posi-
tion of vice chairman. Munns, who
reports to Levy, will have under his
direct supervision marketing and

human resources.
"We have never had a formal

worldwide marketing approach,"
explains Nicoli, "and for that mat-
ter, we've never had a formal

approach for managing
human resources. David
comes in with special
responsibility for those
two areas."

Until the merger with
Universal, Munns was
senior VP of pop market-
ing worldwide at Poly -
Gram and, prior to that,
held various positions at
EMI and PolyGram. More
recently, he was co -man-
ager of Bon Jovi.

Levy, who started his career at
CBS, joined PolyGram in 1984 as
head of its French operations before
rising within the management

continued on page 28

Universal aims sky high with Bocelli album
by Mark Worden

MILAN - "Our objective is to make
this one of the biggest albums in
music history and Andrea's biggest
record ever."

A bold statement of intent from
Universal Music International
chairman and CEO Jorgen Larsen
that left no-one at the October 4
launch in Venice of Andrea Bocelli's
new album Cieli di Toscana in any
doubt that the label was going for
the sales jugular.

The expectations for Cieli di
Toscana (Skies of Tuscany), which
received its worldwide release on
October 15, are immense.

Max Hole, Universal Music
continued on page 29

Brussels brush-off
for music business
by Emmanuel Legrand

BRUSSELS - Representatives from
the music industry hoping that the
sector would finally be given special
consideration by the European Union
have been told by Europena Commis-
sion bureaucrats that they may have
to wait for that to happen.

Over 200 representatives from
various organisations and companies
discussed the future of music in the
EU at the Music In Europe confer-
ence held in the Belgian capital on
October 13. The conference was
organised by the Bel-
gian presidency of
the European Union
as a fact-finding ex-
ercise for the EU.

"What we are
expecting from you
are leads, and the
specific needs you
.have," said European
Commissioner for ed-
ucation, culture and
broadcasting Viviane Reding in her
opening speech.

The Commission is currently
reviewing its Culture 2000 pro-
gramme, which, as Reding admitted,
currently contributes little to the
music sector. Many organisations in
the industry are pressing the EU to
adopt a specific, multi -facetted pro-
gramme to help develop music in
Europe, similar to the five-year, euro
500 million Media Programme for the
film and TV industries.

Patrick Zelnik, president and
founder of indie label Naïve and presi-
dent of French indies' body UPFI, was
one of several speakers who pointed
out the discrepancies between the
EU's treatment of the two sectors.

"I asked to be faxed all the schemes
existing to support the film and TV

continued on page 29
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

"Wow!" That was probably how many in the industry
reacted last Monday morning on reading M&M's
daily sister publication, Billboard Bulletin.

"Ken Berry out, Alain Levy in as EMI's Nicoli
takes action," ran the front page headline. In retro-
spect, it's obvious that, following a series of profit
warnings, Nicoli was under pressure and had to make
a move. But that move? It was quite unexpected-and
in the process, Nicoli has earnt his first gold star as a
leader who can make tough decisions.

So, what of the new management team, at EMI?
Levy and his sidekick David Munns are two seasoned
executives who know a thing or two about running
record companies. After all, they turned PolyGram
into the world's leading company. Levy is a master
strategist, and Munns has amazing marketing savvy.
Both know the value of repertoire and have proven
that they can think global, but also act local.

Everyone who's worked with Levy reckons he has
a superior intelligence. And everyone who's worked

for him will also remember vividly his abrasive man-
agement style, which has certainly bruised a few egos
over the years. At the same time, however, he man-
aged to command the loyalty and respect of those
around him.

Has Levy changed? His friends say he has. Levy
himself admits that in the past three years, he's had
time to be more reflective of his past actions-profes-
sionally and personally-and has become more philo-
sophical about life. But will he be able to retain such
a state of mind when faced with the pressures of day-
to-day business?

Besides, Levy and Munns are certainly not in for
an easy ride at EMI. The company has lots of valu-
able assets-not least its talent, artists and manage-
ment-but it also has a series of
issues to address, with the US mar-
ket right at top of the list.

Meanwhile, Ken Berry will have
some additional time to go trekking
in Nepal. But he will surely not be
gone for long. After all, there aren't
that many capable and experienced
executives on the market, and I'm
sure a couple of companies could
certainly find a role for him.

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

Costella pans for Gold in northern Italy
by Mark Worden

MILAN - The man with Italian
radio's "golden" touch has high
hopes for his latest oldies radio
project.

Gianluca Costella-
a freelance radio con-
sultant and Milanese
radio veteran who was
involved in the setting
up of the Gold -format-
ted Radio 105 Classics
network-is now man-
aging a brand new
Gold outfit, Radio Disc
Jockey Classics.

Owned and operated
by Luxembourg -based
Europublicite, Radio
Disc Jockey Classics
has an emphasis on rhythmic
material, and began broadcasting
to Milan and the surrounding
region on October 3. Costella says
attracting a big audience is impor-
tant, but with this format it's not

just about the numbers.
"Two hundred and fifty thou-

sand daily listeners in Milan would
be a great objective," he says. "But
let's say we're aiming for quality

rather than quantity.
I'd rather have a small-
er number of listeners
and know who they
are."

The station is play-
ing 95% international
repertoire, mainly
drawn from the 1970s
and '80s. "It's mainly
up -tempo, positive
dance -oriented music,"
says Costella. "It can
include Earth, Wind &
Fire, Barry White and
Stevie Wonder, but also

acts like Spandau Ballet."
Radio Disc Jockey Classics'

main competition is Costella's old
station Radio 105 Classics, which
is now branded simply as FM Clas-
sics and broadcasts to Milan,

Turin, Genoa and Florence,
attracting a daily listenership of
around 185,000.

"This new station is, in my opin-
ion, just copying us and they're not
the only ones," says FM Classics
director, Edoardo Hazan, adding:
"But I suppose imitation is a form
of flattery."

Costella responds: "This isn't
imitation, but the use of a similar
format in a spirit of free competi-
tion. As far as I'm concerned, the
more Gold stations there are, the
better."

Costella reveals he hopes to
acquire frequencies in other cities
and believes Italy has plenty of
room for the development of differ-
ent Gold formats playing interna-
tional repertoire.

"You could even have a station
playing just songs from the '50s
and '60s. Look at how well Radio
Italia Solo Musica Italiana has
done with a specialist station for
'60s Italian music," he says.

Flemish government promotes local music
by Marc Maes

BRUSSELS - The Flemish govern-
ment has launched a campaign to
help producers, artists and man-
agers identify ways to fund their
music projects.

The campaign, billed "We Want
Hits," was launched on October 5
and aims, among other things, to
highlight the government's finan-
cial support for local production,
which increased from Bfr 115 mil-
lion (euros 2.85 m) in 1999 to over
Bfr 250 million this year.

"The current package includes
subsidiaries for music infrastruc-
ture, financial backing for record-

ing and touring, promo-
tion for Flemish artists
abroad and logistical
support by means of an
`easy -access' adminis-
tration," explains Flan-
ders' minister of culture
Bert Anciaux.

The campaign is
being publicised
through ads on public
VRT stations Studio
Brussel and Radiol.
Some 15,000 brochures
have been produced,
mainly targeting young artists.

Anciaux is also calling on radio
stations in Flanders to play more

wij Wie4

domestic product, and
said the idea of intro-
ducing quotas had
been discussed.

"We included a
paragraph in the
national broadcaster
[VRT]'s licence delin-
eating strict cultural
guidelines," he says.
"But before really
going into a quota sys-
tem for local product,
I'd prefer to see if our
negotiations on a more

informal basis have any effect.
We'll keep the quota issue in the
wings."
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Banville re -formats Sport OFM
by Emmanuel Legrand

PARIS - Guy Banville, the
radio executive from Quebec
who engineered the success
of the Lagardere Group's AC
station Europe 2 between
1993 and '98, has returned
to France after a
three-year sojourn
back in his home-
land.

Banville (pic-
tured) has left his
position of VP in
charge of develop-
ment at Canada's
Telemedia Radio
group to become pro-
gramme director of Paris -
based Sport OFM, with the
mission of turning the
sports station into a mixed
sport and music format.

"It's a modest station but
it's a great challenge," says

Banville, who believes that
Sport OFM has the potential
to become a national net-
work, with a format unique
in France. The station has
recently been authorised by
broadcasting authority the
CSA to become a fully-

fledged commercial
broadcaster, having
previously been in
the "non-profit mak-
ing" licence catego-r

Banville says
the emphasis will
still be on live cov-
erage of sports

events, and that the target
audience is 25-44 year olds.

The music mix consists of
60% Gold tracks from 1975
to 1994, 25% recurrents and
15% of new material from
the likes of Manu Chao,
Zazie, Elton John and Rue

de la Paix. Banville also
says the station will pro-
gramme a number of live
recordings of songs.

"In our music program-
ming, we aim to be the sta-
tion that plays the highest
number of live track§," he
explains. "These live ver-
sions in front of an audi-
ence fit perfectly with the
type of experience that peo-
ple enjoy in a [sports] stadi-
um, and I must say it
sounds pretty good."

Banville is working with
a team of 50 staffers and
freelancers, with Main
Remy appointed scheduling
director and head of music.

"There is a very young
team and we have managed
in a short space of time to
transform the style of the
station and its production
process," adds Banville.

Before and after: Kristian Bartos, head of music and presenter at Stockholm's
Modern AC station Wow! 105.5 has broken the world record for broadcasting live on
the radio. Bartos was on -air for 100 hours, three minutes and 22 seconds over four
days (October 8-12), beating the previous record set by Glen Jones of New Jersey's
WFMU in the US, and securing himself a place in the Guinness Book of Records.

UK programmers assess terror coverage
by Jon Heasman

LONDON - Coverage of the
US terrorist attacks high-
lighted the different
strengths of radio and TV,
according to UK program-
mers gathered in London on
October 11 to discuss how
radio had handled the
events of a month earlier.

Organised by the UK's
Radio Academy as one of its
regular evening events, the
panel included Bob Shennon,
controller of national
news/talk station BBC Radio
5 Live; Francis Currie, pro-
gramme director of Heart
106.2/London (AC); Dirk
Anthony, group programme
director of the GWR Group;
and Howard Hughes, editor -
in -chief of 95.8 Capital
FM/London (CHR).

"If ever you needed a
demonstration of the differ-
ences between radio and TV,

then this was it," claimed
Currie. While most people
initially turned to TV for
news coverage, the Heart
programme director argued
that radio provided listeners
with "real human contact"
and a platform to articulate
what they were feeling.
Radio 5 Live's Shennon con-
curred that "radio [had pro-
vided a level of re-
assurance."

GWR's Anthony
(pictured) said that
his company set up a
"command post" at
its Oxford Circus
headquarters in Lon-
don on September 11
to "judge the tone of what
was going on." The music
was immediately reviewed,
and all ads were dropped as
soon as the second plane hit
the World Trade Centre.

GWR's network of CHR
stations subsequently aired

audio footage of the events
over a music bed featuring
Manic Street Preachers' If
You Tolerate This Your Chil-
dren Will Be Next. Anthony
said this had been done to
"bring through the emotion"
of the events, but admitted
that this, and some other
aspects of GWR's coverage,
"didn't go down well with a

section of our audi-
ence." He said that
GWR had received
nine complaints
"about the way pro-
duction had been
used."

A couple of panel-
lists criticised Terry

Wogan's breakfast show on
public AC/MOR station BBC
Radio 2 the following morn-
ing for being too "business -
as -usual," while Capital's
Hughes observed that "some
stations didn't know how to
depart from the format."

ON THE BEAT
WAXEGARD LAUNCHES ADS -

STOCKHOLM - Haan Waxegard
(pictured), one of Sweden's most
prominent A&R executives and fes-
tival organisers, has embarked on
a new business venture after part-
ing ways with Virgin Records Swe-
den, with whom he owned and
managed the Grand Recordings
label. His new Stockholm -based

company, provisionally named ADS (Artist Develop-
ment Strategy) Entertainment, is signing artists and
songwriters for music which can be pitched to multi-
national record companies. Initial signings include
Susie (of '80's pop duo Lili & Susie), rock group
Dynamo Chapel pop band Bobby, and singer song-
writers Haan Akesson and Robert Blom. Ulrika W
Adair-who continues to run production company La
Contessa-will handle promotion out of offices in
Stockholm and Malmo.

KEEP IT SOFT, SAYS RESEARCH
NEW YORK - Kelly Music Research in the US has
observed a trend in listener preferences toward a soft-
er, more friendly style of music in songs being played
on the radio following the September 11 terrorist
attacks. Comparing listener appeal scores of songs in
its weekly audience research pre- and post- Septem-
ber 11, Kelly reports that there is a noticeable tenden-
cy towards less aggressive, more emotional music. "As
Americans are being super -served with continuing
coverage of the latest developments, it is evident that
listeners are turning to music for relief and healing,"
says the company.

NEW BRIT CATEGORY

LONDON - Another inter-
national category is being
added to the UK's Brit
Awards, set to take place on
February 20 next year. The
best soundtrack album is
replaced by best international
album, recognising the number of
European and other international acts that
established themselves as major players during 2001.
The Brit Awards voting academy this year contains
2,000 representatives from all areas of the music indus-
try. UK's label body, the BPI, is launching a campaign
to encourage the academy's members to vote, since only
around half of the academy members did so last year.

410

SOUNDWRAP WRAPS UP DEALS
LONDON - Four UK independent labels have adopted
Soundwrap, an anti -piracy technology which prevents
unauthorised copying of digital music. Cooking Vinyl
(whose roster includes Echo and the Bunnymen),
Assassination Music Promotions, Knova Records and
General Production Recordings have all signed up to
use the digital rights management (DRM) system.
Soundwrap allows consumers to hear a sample of each
track, which can then be "unwrapped" after the con-
sumer has paid for it.

MOVING CHAIRS
LONDON - Ben Cherrill has been appointed A&R
manager at EMI label Positiva, with effect from
November 2. Cherrill joins Positiva from Mani-
festo/Mercury Records, where he has worked as A&R
manager since January 1998.
BRUSSELS - Gust De Coster, former managing
director and founder of Radio Roxy, has become head
of music at Contact 2, Contact Flanders' AC network,
which is set to launch by the end of the month. Both
Roxy and Contact failed in their applications for a
national Flemish licence (M&M, September 22).
LONDON - James Bethell has exited as head of
media at UK dance specialists Ministry of Sound after
six years with the company.
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SBS goes urban in Copenhagen
by Charles Ferro

COPENHAGEN - Ten thou-
sand tracks, played back-
to-back without any speech
or ads.

That's how SBS is
launching its new urban
station in Copenhagen,
Kiss FM.

The Danish new-
comer-launched
October 8-is aimed at
young listeners and
sees SBS providing Copen-
hagen with a third format
choice, in addition to The
Voice (CHR) and Pop FM
(AC).

"Our research indicates
there is a gap in the radio
market among the 12-22
age group," says SBS group
programme director Hans
van Rijn. "Our ambition
with the launch of Kiss FM

is to maintain our position
as the largest player in the
12-40 age group. Young-
sters in Copenhagen will
finally get what they want."

Broadcasting on 89.2
FM, Kiss FM's strapline is:
"100% Copenhagen, 100%

dance, rap and R&B."
"It's an exciting idea and

the first of its kind in Den-
mark," says Sony Music
Denmark radio promotions
manager Bjorn Bengtsson.
"From a label's point of
view it's a great new link in
the food chain: I will be
able to break music that

has too much edge for the
other stations and, once it
becomes a hit, it can then
go to The Voice. Lots of
times stations say music
has too much rap or is too
club -oriented."

The Voice's music pro-
grammer Phillip Lunds-

gaard has been named
director of music pro-
gramming at the new
station, in addition to

his current duties.
There is some controver-

sy over the name of the new
station, however. Steen
Sodergreen, MD of Det
Sonderjyske Medieselskab,
which runs Radio Mojn in
Jutland, claims that his
company owns the rights
Kiss FM moniker in Den-
mark. "We've had the name
registered for around two
years," he says.

On tour in Rotterdam, Universal Music's US rock group Live recently received
a platinum award for sales in the Netherlands of their latest album V, as well as
platinum and gold discs for sales of their previous albums. Pictured (l -r) are:
Chad Gracey (Live); Kees van Weijen (MD, Mercury Records Netherlands);
Patrick Dahlheimer (Live); Dan Waite (product manager, Universal Music
International); Nina Hansdotter (VP, marketing MCA, UMI); Ed Kowalczyk
(Live); Fred van Kruining (PM, Mercury Records Netherlands); Matt Voss (VP
marketing, UMI) and Chad Taylor (Live).

Return of the Mac as Ritz unveils new signings
by Gareth Thomas

LONDON - The UK's
expanding Ritz Music Group
(RMG) is creating two new
label ventures following the
signings of Dionne Warwick
and Mark Morrison.

Warwick has signed to
RMG in a joint
venture project
with DRW, the pro-
duction company
owned jointly by
Warwick and RMG
chairman Ron
Winter (pictured,
left, with War-
wick).

A new label,
DRW Entertainment, will
be marketed and distrib-
uted worldwide by RMG.
The first single to be
released on the label, War-
wick's What The World
Needs Now Is Love, fea-

tures guest rappers Coolio,
Bobby Brown and Kurupt.
The track, out next month,
is taken from the forthcom-
ing album Dionne Sings
Dionne, which has been
recorded in the US and fea-
tures east and west coast
rappers. The album is due

for release in early
2002.

A second project
slated for the label
is an album of
duets with War-
wick and other
female artists.

Meanwhile, the
second of the sign-
ings to RMG is a

five-year worldwide deal
with Mark Morrison, who
has signed to Death Row
Records UK, a joint venture
between RMG and Death
Row founder Marion "Suge"
Knight.

Morrisson, the first sign-
ing to the imprint, will see
his first single Thank God
It's Friday released to the
clubs with various mixes in
early December. A full com-
mercial release will follow
in January 2002, with an
as -yet -untitled album
scheduled for a month later.
This will follow a showcase
performance of his new
album at the MIDEM trade
fair in Cannes.

Commenting on the
signings, Winter says: "We
are delighted to be working
in partnership with such a
legendary and highly -
respected artist as Dionne
Warwick."

He added: "We are also
delighted to welcome Mark
Morrison on board to the
Death Row label. Both
myself and Suge believe he
has an immense talent."

ON THE BEAT
VIVA PREDICTS LOSSES

BERLIN - German music TV broadcaster Viva Media is
forecasting a potential EBITDA loss of euro 10 million
for 2001. The company blames the predicted loss on the
disappointing performances of Viva 2
and Viva Digital, as well as low sales
and poor market conditions. Viva
expects a rise in revenues of 11.4% to
around euro 61.5 million for 2001 as a whole-the orig-
inal forecast was euro 65 million. Viva CEO Dieter
Gorily blames the figures on restructuring and the
"weak market climate," adding: "The terrorist attacks of
September 11 in the US have put additional pressure on
the TV advertising market and have triggered greater
uncertainty as well as decreasing advertising bookings."

US BODIES AGREE ONLINE LICENSING DEAL
NEW YORK - In the US, the National Music Publish-
ers' Association (NMPA), its Harry Fox Agency (HFA)
licensing arm, and labels' body the RIAA have reached
an accord on the licensing of musical works for sub-
scription services on the Internet. Pending the determi-
nation of royalty rates to be paid by online music ser-
vices to copyright holders, the RIAA will pay a $1 mil-
lion (euro 1.1 m) advance to HFA for a two-year "bulk"
licence of musical works. If no rate agreement is
reached, the RIAA will pay HFA, which represents
more than 27,000 music publishers, an annual advance
of $750,000 until a rate is set, either through current
negotiations or by the Copyright Arbitration Royalty
Panel. The agreement clears a major hurdle faced by
Pressplay and MusicNet, the major -label online sub-
scription services.

ROGER SANCHEZ SIGNS FOR Kiss
LONDON - US dance DJ Roger
Sanchez (pictured) is getting his
own two-hour long show on Lon-
don dance station Kiss 100, pro-
duced by independent production
company Wise Buddah Broadcast.
Release Yourself-With Roger
Sanchez will air Saturdays at
19.00, featuring vocal and tribal
house and weekly guest DJs.

ATLANTIC 252 Sow To SPORTS GROUP
LONDON - The UK will have one less national music
outlet following the RTL Group's £5 million (euros 8m)
disposal of its 80% stake in Atlantic 252 to Teamtalk
Media. Atlantic 252 currently broadcasts a CHR/Dance
format to the majority of the UK on long -wave from its
base in Trimm, Ireland. Teamtalk, which specialises in
running sports websites, intends to create a brand new
radio service which will "enable Teamtalk's sports con-
tent to be broadcast over mainstream media," accord-
ing to the company's chief executive Bill Wilson.

internet in -site
Decca Classics

www.deccaclassics.com
www.philipsclassics.com

Universal Music Group has combined its websites for
Decca and Philips Classics into one destination. The
result of this complete revamp, commissioned from dig-
ital solutions company Razorfish, is that it is simpler to
navigate and more interesting to peruse, despite its
low-key appearance. Audio and video clips augment the
information, and there is a selection of newsletters
available. The site is organised primarily in lists-by
singers, conductors, film composers, instrumentalists,
ensembles and crossover artists-but the search engine
enables users to seek by many other criteria, including
by catalogue number.

Chris Marlowe
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SPOTLIGHT ON BELGIUM

Industry fights back in Belgium
year-to-date figures for 2001,
published in August, mark a
drop in Belgian music indus-
try turnover of about 8.7%
and the question being

asked is whether the trend can be
turned around. But the figures might
not tell the whole truth-even though
the industry has been hit by CD
homecopying in Belgium, sales are
likely to have also been affected by its
own evolution, where important
releases are being scheduled during
the second part of the year, leaving
springtime for young artists and
developing projects.

With music sales falling in
Belgium, the industry is

fighting back with a variety
of IFPI initiatives. And
there's good reason for
optimism, as sales of
dance and kids' music
continue to buck the trend,
as Marc Maes reports.
anti -home copying campaign, with a
ten day music promotion week (De
Belgische Muziektiendaagse)

"I hope our positive efforts will steer the 'fall
impact'-where important releases are
packed together before the holiday season."

Erwin Goegebeur, president, IFPI Belgium

Erwin Goegebeur, managing direc-
tor of EMI Music Belgium, was
recently appointed president of IFPI
Belgium, succeeding Universal Music
Belgium MD Dirk De Clippeleir. His
assignment is to make the consumer
aware of the music industry's assets
in a positive way, and he will continue
along the path started by last year's

designed to breathe new life into the
market.

"I hope that our positive efforts will
steer the Tall-impact'-where impor-
tant releases and 'best of compila-
tions are packed together before the
holiday season," he says. "We want the
consumer in the shops before the
December rush. But the industry con -

Booming kids' market boosts sales
One of the most remarkable aspects of the current Belgian market is the
success of repertoire aimed at a young audience. According to IFPI Belgium,
the country has the highest sales of kid -music repertoire in Europe.

TV characters Gert & Samson ignited the children's market phenomenon
inn Belgium 11 years ago, with combined sales crossing the one million unit
barrier as production company Studio 100 and Universal Music successful-
ly developed a new music -buying audience. "Both Gert & Samson and
`Kabouter Plop' are TV -related repertoire and account for the country's most

successful CD -releases in Belgium and
Holland", explains Niels Dierckx, mar-
keting manager at Universal Music
Belgium.

Studio 100 also handles the live per-
formances of [BMG-signing] K3, a suc-
cessful all -girl trio popular with young-
sters and who have sold over 85,000 units
of their latest album Teleromeo-adding
to the combined sales of 300,000 units for
their previous two albums. "The girls do

equally well in Holland where both albums went gold and where Teleromeo
is currently climbing the charts," says Philippe Coppens, product manager
at BMG Ariola Belgium.

EMI Music also runs a long-term series of albums based on the Smurfs
characters, which Guus Fluit, A&R/Marketing manager says is "an ever-
lasting concept, accounting for 150,000 units sold of each volume".

ARS has also delved into the market, releasing two double albums Hits
for Kids, which contain well-known chil-
dren's repertoire as well as popular dance
hits. "They both went gold, selling over
30,000 units each," enthuses Patrick
Busschots, managing director of ARS
Productions.

"This success paved the way for our
new imprint, Kid's Music, which carefully
avoids the 12-25 age group, [which is]
most active when it comes to downloading
[music from the Internet] and CD -copy-
ing. With our new act, M' Kids [comprised
of three 12 -year -old girls], we had a platinum debut album, Cool, selling over
42,000 units. We have now struck a deal with [Dutch] Kindernet and M -
Kids' first single Swingen will be released in Holland in October."

tinues to face challenges like piracy
and the increasing competition within
the [home] entertainment range, like
games, PCs and mobile phones."

Goegebeur also welcomes the
launch of two commercial radio sta-
tions in Flanders alongside the state-
owned VRT-channels. "The weakness
for out part of the industry is that the
Belgian mediamarket is still discover-
ing format -radio. I hope that both Q -
Music and 4FM will position them-
selves inbetween the existing formats
so that artists get more airplay -oppor-
tunities," he says, warning that frag-

mentation of the audiences (and
diminished airplay impact) is another
possible danger.

Local repertoire
The local talent side is what worries
Goegebeur the most-the absence of a
local repertoire quota plus the overall
trend to have less music on TV has not
served the industry well. "You cannot
compare Flanders to the South of
Belgium-the August figures reveal a
drop of 22% share of local product in
overall sales," he explains. "The share
of local product in Flanders (Flemish
and English language) has always
been much higher than local produc-
tion in the French speaking part of the
country. Since the launch of VTM's
music programming, the Flemish mar-
ket has escaped from the Dutch influ-
ence and become self supporting. In the
South, the market is relatively small
and invaded by French product-the
only exception being Starflam."

At the helm of the national indus-
try association, Goegebeur is well
aware that IFPI Belgium has already
taken the important step of making
politicians and the media aware of its
credibility as a full scale industry
group. In the future he sees IFPI
Belgium playing a positive role,
replacing its hard-hitting campaigns
about counterfeiting and piracy with a
friendlier image offering more enter-
tainment and campaigns like the cur-
rent "Tiendaagse", in close collabora-
tion with both artists and retailers.
"We all have our responsibility as
employers as well-we offer a valu-
able product and we work with talent-
ed people. As record industry execu-
tives we hold the responsibility for the
artist's careers," says Goegebeur.

"We must get people back in the
record stores, and I expect an impor-
tant push from this first Belgian
`Muziektiendaagse'. We want to give
every consumer a bonus album with
every purchase above euros 25, and by
generating instore traffic, we will be
able to assess new buyer potential."

Dance market
still struggles to
really take off
With specialist dance shops boom-
ing-up from 25 a few year ago to
about 80 today-the vinyl market
in Belgium is gaining new life.
Successful releases such as
Delirium sold over 5,000 vinyl
copies, an appeal which clearly
goes beyond the club DJs and
dance die-hards.

With over 25% of the market,
Ghent -based dance independent
N.E.W.S. holds the top position in
Belgium. By successfully assessing
the market's
baseline, the
company caters
for the unserved
audience.

"Contrary to
the marketing
supported pro-
jects like
Madonna or
Michael Jackson,
the specialised
shops are not
served by the
majors. Comp-
anies like us are
the breeding
pond for new tal-
ent," says Lieven
Vandenbroeck, founder -MD of
N.E.W.S.

Vandenbroeck says the inclu-
sion of a specialised dance chart in
the Ultratop listings three years
ago was a good step forward. "On
the other hand, 12" -sales are
weighted differently in comparison
to CD -sales, and number one
dance chart singles are not visible
in the overall Top 50 list, they
[still] have to be discovered by both
radio and retail," he explains.

Like EMI's Goegebeur, Vanden-
broeck is worried about the
absence of formats and clear pro-
files for radio stations in Belgium.
"I have the impression that every-
body-including the dance -format-
ted Top Radio network-is evolv-
ing towards the `Donna -segment',
save for Studio Brussel. StuBru is
really concentrating on dance nov-
elties but the big problem remains
that dance music only gets airplay
if it is a hit."

With N.E.W.S. established as a
full scale record company,
Vandenbroeck strongly believes in
developing acts such as Green
Velvet or Sven Van Hees-artists
that do very well on a European
level. "Those crossover artists have
a vast and loyal following and this
will make the difference-artists
that combine innovative project
with live sets will make the future.
And we [also] hope that the overall
market will improve."
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