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Victoires strive for new image

by Remz Bouton

PaARis — It’s time for urgent action to
save the Victoires.

French music awards organisation
Victoires de la Musique is attempting to
restore the appeal of the struggling
event and the credibility of the awards
among the artistic community. As a
first step, the organisation has appoint-
ed former radio personality and current
Mercury France MD Yves Bigot as its
new president.

Bigot says he wants to, “Implement
changes and make reforms,” and his
immediate aim is to put artists at the
centre of the Victoires.

The absence of major acts Eddy
Mitchell, Myléne Farmer and FFF dur-
ing the 1997 ceremony did not go unno-
ticed in industry circles, and Bigot com-
ments that the show could have had
another flavour if all the honoured
artists had been participating, and also
suggests involving artists more closely
in the run-up to the awards.

Backed as a candidate by recording
industry body SNEP and independent
producer’s association UPFI, Bigot
was unanimously voted president by

the board of the Victoires—which
includes members from all music
industry bodies, artists and produc-
ers—on March 17.

Bigot was involved
in the 1997 Victoires
as a member of the
artistic committee of
the event. He replaces
Régis Talar from inde-
pendent label Tréma.
Talar had served for
two years and did not
seek re-election.

After the 1997 Vic-
toires, which took place
on February 10, Bigot
drafted a five-page
memo for the attention of record compa-
nies body SNEP. In the memo, a copy of
which was obtained by Music & Media,
Bigot claimed that the 12th Victoires de
la Musique had “not been geared
towards the dynamism |[...] that we need
for our artists, the development of their
careers and their sales.”

In his memo, Bigot also remarked
that to restore interest in the event,
urgent action is required. He acknowl-
edged that artists’ unwillingness to

Yves Bigot
R

commit themselves to participate in the
Victoires can be explained by the lack of
appeal of the ceremony.

Bigot recommended chang-
ing the award categories, in
order to prevent veteran acts
such as Charles Aznavour
(72) or Barbara (63) from com-
peting in the same categories
as young artists. He also sug-
gested creating a French
equivalent of the Hall of
Fame, to which two or three
leading acts would be intro-
duced each year. “As soon as
an artist is induced in the
Hall of Fame, they will no
longer be in competition at
any time, in any category,” he wrote.

Bigot further recommended drop-
ping some categories in favour of new
awards—including rock, rap and
world music—and extending the cate-
gory of “up-and-coming act” to include
three categories, for male, female and
band respectively.

The proposal also suggests revamp-
ing the newly created Academy of the
Victoires. “Many artists and media peo-
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Celebrahng 30 years of the Bee Gees

In this week’s issue, Music & Media cel-
ebrates 30 years of one of the most dis-
tinguished careers in the pop industry.
The Bee Gees are entering their fourth
decade as a chart act with their current
hit single Alone and album Still Waters
(Polydor), both flying high in their
respective M&M European charts this
week. On pages 13-26, we offer readers
a comprehensive overview of their
career plus an exclusive interview with
co-founder Robin Gibb, and also give
leading figures from the radio and
music industries a chance to pay their
own tributes to the act.
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Sony dances
info the DeeP

by Christian Lorenz

LONDON — Sony Music Entertain-
ment has launched a fourth dance
music label under the umbrella of its
Dance Pool division. The new label,
DeeP, is dedicated to European talent
in R&B and hip-hop.

DeeP falls under the auspice of Guy
Brulez, Sony Music Entertainment
Europe VP Dance Pool, in London. The
label commenced operations on March
17 with the release of the single Where
Are You Going To by Dutch rapper DJ
R.E.D. The track is available in Aus-
tria, Belgium, Denmark, Finland, Ger-
many, Holland, Spain, Sweden,
Switzerland and the Philippines. A
U.K. release for it is set to follow later,
featuring different mixes.

“DeeP is born out of a concrete

continued on page 36

Dutch rapper DJ R.E.D. kicks off
Sony Music’s new dance label
DeeP with his single Where Are
You Going To. Celebrating the
event are (left to right): singer
Giselle Banel, Sony Music Hol-
land label manager Dance Pool
Charles Hunfeld, Sony Music
Europe VP Dance Pool Guy
Brulez, DJ R.E.D. and his manag-
er Marvin Tholen.
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Radlo Ireland launches on schedule

by Mike McGeeuer

DuBLIN — Following weeks of contro-
versy, with shareholders pulling out
against the background of a senior
level power struggle, Radio Ireland
launched as promised on St. Patrick’s
Day, March 17,

The republic’s new national com-
mercial broadcaster went on air at the
stroke of midnight, with the declared
intention of exploiting the recent
renaissance in popularity of Irish cul-
ture and music. The programming fea-
tures blocks of CHR, dance and MOR,
plus Irish-language speech and music,
drama and sports.

Radio Ireland’s chief executive,
Dick Hill, comments, “We believe the
timing is right. We are introducing

Radio Ireland at a
time of unparalleled
prosperity in Ire-
land.” The new sta-
tion’s main competi-
tion will be local
mainstream commer-
cial broadcasters in
Dublin, and national
public  broadcasters
RTE 1 and 2.

Hill says the sta-

tion forecasts a 10 percent cumulative |1

market share in a country of 3 mil-
lion, and will primarily be targeting
the 24-45 year-old age group. If the 10
percent figure is attained in the first
year and then continuously improves,
Radio Ireland would go into profit in
its third year, he predicts.

According
sources close to the
company, the sta-
tion’s U.S. consul-
tants, Paragon
Research had
urged Radio Ire-
land to take a more
soft AC approach
to music program-
ming rather than
full service broad-
casting. Hill, how-
s ever, counters crit-
L icism that the
station’s program-
ming will be too
broad, saying,
“Somewhere down
the road, not all programmes would

|

have the broad parish they do now.”

Meanwhile, on the eve of the sta-
tion’s launch, it was announced that
former chief executive and programme
controller Dan Collins (who was
replaced by Hill, a former Irish televi-
sion executive on March 3) and the
station’s board reached a financial set-
tlement over his sacking on February
21. Collins’ firing by the station’s
board last month arose following a
bitter dispute over editorial and pro-
gramming policies, which surfaced
around last Christmas.

Details of Collins’ settlement pack-
age have not been disclosed, but
sources say it is worth in the region of
£250,000. At the time of his firing,
Collins was roughly one year into a
£80,000-per-year, five year contract.

New chart show set
for U.K.'s Channel 5

LoNDoN — The U.K.’s new terrestrial
TV station, Channel 5 (C5), is planning
to produce a weekly show, based on
CIN charts, by the end of the year. The
channel is scheduled to go on air
March 30, writes Mike McGeever.

Details of the CLT Multi Media-
backed channel’s music programming
emergered during an open Q&A ses-
sion with staff of Sony Music UK. on
March 11.

The meeting was the latest in a
series of five, staged by Sony to
exchange views between its staff and
the main national media.

The planned Channel 5 show
breaks the 33 year monopoly held by
Britain’s longest running charts show,
public broadcaster BBC’s Top Of The
Pops (the ITV network’s Chart Show
uses its own listing).

Sony Music UK. VP communica-

tions Gary Farrow comments on the
new charts show, “It is a long term
commitment for Channel 5. They have
to build an audience through familiari-
ty with the programming.

“However,” he adds, “The music
industry does not want the new show
to succeed at the expense of Top Of
The Pops. There is room for another
chart show with a competitive
approach to presentation, which is
great for the music and record indus-
try and reflect the success of the indus-
try in general.”

Executives from C5 say they will be
targeting viewers under the age of 50.
Regular programmes which will fea-
ture musical acts include Exclusive,
hosted by Virgin Radio breakfast pre-
senter Jonathan Coleman, Brunch
With Mariella Frostrup, and a nightly
late show with Jack Doherty.

: h/business dlrector' M
Halstead C5 group manager; Tony Clark, Sony Music VP of strateglc
marketing; forum moderator Gary Farrow, Sony Music VP communi-
cations; Adam Perry, C5 head of regional independent.productions
and special events and Jason Talley, C5 account director.

EDI ventures into Turkey

by Rémi Bouton

ISTANBUL — French radio group Europe
Développement International (EDI) is
making its first inroads into the Turkish
radio market.

EDI has made the move through the
creation of a 50/50 holding company in
partnership with Osman Ataman, cur-
rent president of the Turkish association
of radio broadcasters. The new company,
Avropa (Turkish for Europe) will have
interests in broadcasting, programme
syndication and advertising sales hous-
es. Martin Brisac, managing director of
ED], has been appointed president of
Avropa; Ataman is managing director.

“After Russia, Turkey is the most
important emerging country in Europe,
with 62 million inhabitants,” claims EDI
statement. Total Turkish advertising
expenditures reached $280 million in
1996, with 6 percent allocated to radio.
The goal of Avropa is to control some 20
percent of the Turkish radio advertising
market by the year 2000.

A first 50/50 partnership has already
been set up between Avropa and Turk-
ish electronics manufacturer Raks. They

plan to create a national radio network,
known as Geng, targeting a youth audi-
ence. The launch date has yet to be set.

In addition, Avropa and Raks will
create a joint syndication company
which offers programmes composed pre-
dominantly of modern Turkish music to
local radio stations. Raks and Avropa
have agreed to set up a joint ad sales
house, 75 percent owned by Avropa.

With the Raks partnership, Avropa
has teamed up with a dominant force in
the Turkish music industry. Raks,
through affiliate Raks Mizik, is
Turkey’s leading music production com-
pany, with an estimated 60 percent local
market share. Its music activities took
an international turn last January,
when PolyGram acquired a 25 percent
stake in its four imprints.

EDI is an affiliate of French radio
group Europe 1 Communications, in
charge of the international development
of its radio activities. It currently oper-
ates stations in Germany, Poland, Rus-
sia, Czech Republic, Rumania, Hungary,
Ukraine, Kazakstan, China, Hong Kong
and India. In 1996 EDI posted revenues
in excess of FF 250 million ($46.2m).

Lépez heads BMG Ariola Spain

by Howell Llewellyn

MADRID — BMG Entertainment Spain
has appointed Carlos Lépez as director
of its BMG Ariola Spain division, effec-
tive May 1.

Lopez replaces dJuan Manuel
Romero, who has become managing
director of BMG Venezuela, where his
first priority will be to build up a local
roster, some 18 months after BMG
opened its Caracas office.

The appointment underlines the
Spanish music industry’s optimism that
it is coming out of the doldrums of recent
times. Lépez is currently employed as
rock/pop promoter of Spanish authors’
society SGAE. His final project for
SGAE is the organisation of Spain’s first
ever Music Awards ceremony set up by
SGAE and the artists’ association AIE
on April 10 (Music & Media, March 15).
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Commenting on his appointment,
Lépez says, “Although I am thrilled to
have been appointed, I only have time
to think about the awards ceremony
at the moment.”

Prior to his arrival at SGAE, Lépez
spent nine years at BMG Ariola Spain
in the international marketing depart-
ment under present BMG president
José Marfa Céamara, before moving fo
EMI marketing for two years.

In his new role, Lopez will report
directly to Camara. BMG Ariola Spain’s
artist roster is dominated by established
singer/songwriters like Joan Manuel
Serrat, Joaquin Sabina and Victor
Manuel & Ana Belen. More recently, the
label added “new school” songwriter
Pedro Guerra and Cuban singer Carlos
Varlea to its roster. The latter move
makes BMG Ariola the first Spanish
label to sign a Cuban-based artist.



Grainge rises
at Polydor

by Jeff Clark-Meads, international
news editor of Billboard

CLT pulls British bids, but
seven still in licence race

LonDoN — The Polydor UK. A&R
machine is changing driver—but not
altering direction.

The man behind the label’s new gen-
eration of acts, Lucian Grainge, has
been appointed managing director of the
company, replacing Marc Lumbroso

by Mike McGeever national broadcasting agenda (Talk
' Radio, Atlantic 252 and Channel 5 TV).

Commenting on the move, CLT U.K.
Radio’s managing director Travis Bax-

ter says, “The decision to withdraw the

LoNDON — Two bids backed by CLT
UK. Radio for a regional commercial
licence have been pulled after the group

who has returned to his native France
after two-and-a-half years in the job
(M&M, March 22).

Grainge, previously Polydor’s senior
director and general manager with
responsibility for A&R and legal and
business affairs activities, says his
appointment as head of the company is
a sign of creative continuity.

“What's at issue here is a personal
culture and, therefore, a company cul-
ture,” Grainge states. “I continue to be
committed to new talent as well as
established talent, whether it be the Bee
Gees or the Lighthouse Family.”

Grainge 1s one of the rare breed of
executives with a respected A&R track
record who have also run the financial
and legal sides of
a ompany. He
showed his apti-
tude for that
range of funec-
tions when he

established
PolyGram
Music Publish-

ing in the UK.
J in 1986 before
' moving in

1993 to Poly-
dor, where he also had a joint A&R and
business responsibility.

PolyGram U.K. chairman and CEO
John Kennedy says Lumbroso’s return
to France is entirely amicable. “Marc
felt he had done everything he could do
and that it was time to move on,” says
Kennedy. “He wants to start a new ven-
ture in which he is the primary mover.”

Of Grainge’s promotion, he says,
“People would have considered that I
had lost my marbles if T had appointed
anybody other than Lucian.”

Noting Grainge’s A&R track record
as a publisher and a label executive,
which has encompassed the Euryth-
mics, Metallica, East 17, Lighthouse
Family, Suede, and Bjork, Kennedy
says, “What we have with Polydor is a
company that has been A&R-driven
now being run by somebody who was
responsible for the driving.”

He adds that both Polydor and Poly-
Gram in the U.K. are hopeful of success
in the U.S. over the coming 18 months,
with the attack spearheaded by the
Wild Card/Polydor band Lighthouse
Family. “They’re our best and first shot
for’97,” Kennedy comments.

Kennedy argues that many things
are possible given Polydor’s recent
improvements. Between 1995 and 96,
its singles market share in the UK
grew from 3 percent to 5 percent, while
its share of the albums market rose
from 2.5 percent to 4.1 percent.

announced it is examin-
ing its position as a UK.
local commercial radio
player (Music & Media

March 15).

At the time of the
announcement, CLT
conceded the Radio

Authority might be
reluctant to award the
group any more licences,
because one of the
options CLT is consider-
ing as part of its review,
is selling off all—or most
of—its local UK. commercial radio
holdings while concentrating on its

Travis Baxter

licence applications follows
our decision to review our
local radio strategy.”

The bids—one for a
country service, the other a
station fashioned after
CLT’s national broadcaster
Atlantic 252—were for the
East of England regional
commercial licence, which
will be awarded sometime
in May. The new FM ser-
vice will have a potential
audience of about 1.3 mil-
lion adults covering the

main population areas of Norfolk, Suf-
folk and Cambridgeshire, and other

39

CLT UK Radio Ltd

parts of those counties subject to fre-
quency availability.

The remaining seven applicants
were notified of CLT’s decision to drop
out of the race by a letter from David
Vick, the Radio Authority’s deputy chief
executive and head of development.

L
BELGIUM

Studio Brussels celebrates

Sneaker Pimps, Republica and Soul
Coughing will headline a one-off fes-
tival in Brussels on March 28 to cele-
brate the 14th anniversary of Studio
Brussels. Launched in 1983 by public
broadcasting company BRTN as a
local Brussels AOR station, with six
hours of programming per day, Stu-
dio Brussels gained national cover-
age in 1990. It changed its format
from AOR to alternative music in the
same year. Over the past seven
years, the station has established
itself firmly in the Belgian market
and can currently claim a market
share of 10.2 percent. Recent playlist
additions by producer Jan Hautekiet
include tracks as diverse as the Ben
Folds Five single Battle Of Who,
Mansun’s She Makes My Nose Bleed
and Talvin Singh’s Jaan.

DENMARK

Voice gains ground in Copenhagen
Local Copenhagen station The Voice
gained ground over ist rivals in the
first two months of 1997, according to
an analysis of the latest Gallup rat-
ings released by the station itself.
Some 199,000 listeners tune into The
Voice each day, compared to 140,000
in December. The station’s weekly
tally has risen to 535,000 from an
average of 463 ,000 in the second half
of 1996. According to head of pro-
gramming Eik Frederiksen, the jump
in audience figures is mainly caused
by the increase of transmitter power
to 160 watts, after the former legisla-
tive limit of 30 watts was dropped by
Danish authorities at the beginning
of January. Figures for the station’s

news bites

closest competitors were not avail-
able at presstime.

HOLLAND

Circus Pop comes to town

Public broadcasters Radio 3 FM and
KRO are teaming with Dutch music
magazine Oor to launch Circus Pop, a
monthly tour through twelve Dutch
university towns which offers stu-
dents reduced price tickets for new
acts from the Netherlands and
abroad. Each month, two new bands
for the tour will be selected by a com-
mittee including representatives
from all three partners. The selection
mainly highlights contemporary pop
and alternative rock artists. The first
Circus Pop tour starts on April 6 in
Amsterdam’s prestigious Melkweg
venue and features local guitar bands
The Bartales and Shamus. The Cir-
cus Pop organisation is currently
looking for contemporary pop/rock
artists from other European territo-
ries for the September, October and
November tours. The organisers plan
to extend Circus Pop’s schedule in
the near future to include university
towns in Belgium.

SPAIN

Radio beats TV for ‘credibility’
Spaniards aged between 18-30 believe
that radio is more credible and objec-
tive than television, according to a
survey of over 2,000 people carried
out last winter by Madrid’s Com-

plutense University. No fewer than-

82 percent of those surveyed say they
listen to the radio “often,” with
women (84.4 percent) tuning in more
often than men (79.7 percent). The
average Spaniard spends 3.35 hours
per day listening to the radio; peak
listening periods are around 9am,
6pm, and then again from midnight
into the early morning hours. Of
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those questioned, 58.6 percent state
that they listen to music, 37.4 percent
to news programmes, 22.8 percent to
morning shows, 19.7 percent to the
peculiarly Spanish type of chat show
known as the ‘tertulia,’ 18.8 percent
to sports programmes, 15.5 percent to
late-night shows, 10.6 percent to
afternoon magazine formats, and just
5 percent to cultural programmes.

U.S.A.

Murdoch buys Heritage Media
Rupert Murdoch’s News Corp. has
acquired Dallas-based broadcasting
group Heritage Media Corp. in a deal
worth $754 million, financed through
a stock swap. Heritage’s broadcasting
assets include six TV stations and 24
radio stations across the USA. It also
operates several marketing-related
businesses and had 1996 revenues of
$620.8 million. News Corp. said it
would sell the broadcasting activities
of Heritage to concentrate on its mar-
keting operations.

ROTOWN




by Mike McGeever

LonnoN — BBC Music Live '97—a
week-long festival of music in Manches-
ter, May 21-27, showcasing artists, per-
formers and orchestras covering all gen-
res of music—promises to be the BBC's
biggest outside broadcast to date.

More than 100 hours of live pro-
gramming from 90 events will be
broadcast by BBC Radios 1,2,3 and 5
during the festival. Some 120 artists,
established acts and unsigned talent
alike, will take to the stage at venues
ranging from pubs to concert halls.
Artists scheduled to perform range
from country vocalist Trisha Yearwood
to up and coming Scottish alternative
rockers Travis.

BBC Radio 4 is sponsoring the
Music Live at the Edge fringe festival,
highlighting the city’s music and arts

scene during 40 events
and exhibitions. Direc-
tor of Music Live ’97,
Bill Morris claims, “No
one can match the
BBC’s support for live
music across the board.”

Morris, who is also the
directorate secretary for
BBC Productions, adds,
“Music Live is an exam-
ple of how we break down
musical barriers. We are
bringing top talent to Manchester, the
musical heart of the nation, but also
will feature the enormous variety of
inspired individuals already living and
working there.”

In addition to the live broadcasts on.
the four public service stations, the
BBC will record an additional 30 hours
of concerts for future airing on the net-

works. The festival will also receive
extensive coverage from BBC national
and local TV and its local radio outlets.
For Manchester, Music Live '97 is an
opportunity to bring national attention
to the strides the city has made since it
was the target of an Irish Republican
Army bomb last year. Leader of Man-
chester City Council, councillor Richard

Leese comments, “Nearly a year after
the IRA bomb devastated the city cen-
tre, Music Live 97 will bring a wealth of
exciting music talent to Manchester.”

Music Live started two years ago in
Birmingham. Last year, Music Live '96
took to the road, touring major cities
and towns using the networks’ road-
show facilities as venues.

Swedish singer Pandora picks up a platinum award for Japanese sales
of her album Changes. Signed to Universal Music Germany, the artist
has sold over 330,000 copies of her album Changes in Japan since its
release last November. Universal is currently focusing on breaking
Pandora in Germany and plans to release Changes in Europe this sum-
mer. Celebrating the success are (left to right): Universal Germany
manager international exploitation Sabine Bauerfeind, Universal head
of legal & business affairs GSA Henning Zimmermann, Universal VP
GSA Heinz Canibol, Universal Germany manager artist marketing
Frank Strobele, Pandora, Universal Sweden marketing director Henrik
Steiner, Universal Sweden MD Gert Holmfred, Universal Denmark GM
Jens-Otto Paludan and Universal Norway GM Petter Singsaas.

Music Choice Europe
scores roydalties victory

MunicH — Digital audio service
Music Choice Europe (MCE), has
scored a victory over GVL, the Ger-
man licensing society for producers
and artists, writes Mike McGeever.

GVL had proposed a different
licensing tariff for pay-radio MCE
from that paid by regular commercial
radio broadcasters. An arbitration tri-
bunal in Munich has ruled that GVL’s
royalty payment demand of 30 per-
cent of MCE’s subscription revenue is
not justified, and that MCE'’s royalty
payments should be in line with those
paid by commercial radio stations in
Germany, which pay about five per-
cent of their revenue.

The tribunal also ordered GVL to
pay for the costs of the proceedings.
GVL has the option of appealing
against the ruling in a regional court.

The ruling coincided with MCE
being awarded a licence to expand its
service throughout the whole of Ger-

many. Currently, MCE’s specialised
music channels are available to about
1 million homes in the Frankfurt and
Munich areas.

The new licence, issued by Hessian
media authority LPR, gives MCE a
green light to launch its multi-chan-
nel music programming nationwide
on German cable networks.

The broadcaster was also given a
second Digital Audio Broadcasting
licence by LPR for the Saarland
region. It will share the licence with
Munich-based MOR satellite station
Radio Melodie.

MCE CEO Stuart Graber, com-
menting on the developments, says,
“The national cable license, combined
with our two DAB licenses demon-
strates that Germany is taking full
advantage of the culturally adapted
programming [featuring a significant
proportion of German music] that
MCE offers to its subscribers.”

Internet on Swedish royalties agenda

by Keith Foster

StockHOLM — Radio broadcasts on
the Internet have become an issue in
ongoing royalty negotiations between
IFPI and Swedish radio stations.

Four Swedish sta-

porary agreement is in effect with the

Swedish Performing Rights Society.
The stations have no license to
broadcast on the Net, according to
IFPI Sweden MD Lars Gustafsson.
However, he explains, “So far we've
decided not to push

tions broadcast live on
the Internet: Bandit
(rock), Vinyl 107 (oldies),
Power 106 (dance)—all
three in Stockholm—
and the Hit FM net-
work, based in the
coastal town of Vaexjoe.
None pays any royalties

the issue too far, as
we want to concen-
trate on getting a cor-
rect overall royalties
deal. But this is being
discussed all the time
at an international
s level, and it is clear
the stations are

to IFPI, although a tem-

exploiting a broad-

casting medium without payment.”
Christer Jungeryd, chairman of the
Broadcasting Association which repre-
sents commercial radio at the rights
negotiations, says Sweden’s broad-
casters are ready and willing to talk
about the Internet. However, he
insists that it is not a simple subject,
since, “{The broadcasts] reach listen-
ers across international borders.”
Calculating the size of any poten-
tial audience is the key issue in decid-
ing the amount of royalties to be paid,
according to Jungeryd. He adds, “We
feel that IFPI is best equipped to come
up with an international model
regarding [broadcast] rights.”
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Albunms

RAHSAAN PATTERSON
RAHSAAN PATTERSON

MCA Records/BMG

Producers: Rahsaan Patterson,
Madeline Randolph, Ken Wilson
European release: April 7

This talented young New Yorker is a
bright addition to the neo-soul scene. A
former songwriter for Brandy and Tevin
Campbell, Patterson has already proved
himself capable in the R&B department,
but his stunning debut album is a mix of
Stevie Wonder pop, Sly Stone funk and
tons of spirituality. With Where You Are
he ventures into acoustic rock territory;
the acappella Jay betrays his gospel
roots, while the funky Stop By and So
Fine have real radio appeal.

Single Of The Week

MONACO

WHAT Do You WANT FROM ME?
Polydor/PolyGram

Producers: Hook/Potts

European release dates: from March 3
(Germany March 27)

™

INFINITE MASS

ALWAYZ SOMETHANG

Rooftop/edel

Producers: various

European release: April 7 (provisional)
European rap has since long reached its
goal of sounding just as good’ as U.S. hip
hoppers. This Swedish crew, consisting of
Cham (Amir Chamdin) and Rigorod
(Rodrigo Pencheff), have produced a truly
innovative album, which pushes the
boundaries of the genre a little further
with languid West Coast beats and
funk/soul influences, plus freaky rhymes

It’s unlikely we'll ever see another
new New Order album, but this is as
close as you'll get, with Peter Hook
encapsulating the spirit of the Man-
chester band with clambering bass,
washes of string synthesizers and a
strong, singalong pop hook. The
whole lot is welded inextricably here
to lyrics about loss, longing and
ruination, making a simply irre-
sistible combination.

DP .and samples. Guest Melle Mel is only one
of several LA connections on the album.
™
RIALTO
WHEN WE’RE TOGETHER
East West/Warner Music Album OF TS

ABC

SKYSCRAPING
Blatant/deconstruction/BMG
Producers: Martin Fry, Glenn Gregory,
Keith Lowndes

European Release: March 24

Producer: Jonny Bull
International release: April 7
An atmospheric and appealing pop
song marks this London-based five-
piece’s debut. Lyrically, it’s a stalker’s
serenade and a sinister organ intro-
duction is a nod to the band’s love of
film scores. Songwriter Louis Elliot
has a velvety voice which he roughs
up shightly to good effect, while gui-
tarist Jonny Bull handles production
with the skill of an old-timer. The
strong Vinegar Vera, a track worthy
of Blur's Parklife era, is almost
thrown away as the b-side.

s

DEPECHE MODE

Ir’s No Goop

Mute Records/Various

Producer: Tim Simenon

European release: March 31

After the spiky Barrel of A Gun,
Depeche Mode return with a sound
which programmers and audiences
can instantly recognise and identify
with—it’s one the band have used
with some success in Europe. Dave
Gahan’s voice soars above the mini-
mal electronics, which are inter-
spersed with some spartan synth
interludes, in a song that glides along
smoothly to its conclusion.

The rehabilitation of *80s idols contin-
ues... First single, Stranger Things,
with its strings and pianos, would not
seem out of place on The Lexicon Of
Love, while the title track showcases
Martin Fry’s powerful and distinctive
voice. While there are overproduced
torch songs here, there are also more
subtle numbers—most of these tracks
are made for radio, with strong cho-
ruses and instrumental hooks. Euro-
pean promo will follow in May.
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French boys’ brigade

are on the

by Cécile Tesseyre

A fever which has nothing to do with flu
is currently raging through France.

The country has fallen victim to a
surfeit of all-boy teen bands.

While in the past there have been
many successful all-male bands in
France, the concept of a bunch of good-
looking, singing and dancing guys, who
never go near a musical instrument, is
rather new to the country.

Indeed, until recent months, the
country had remained largely impervi-
ous to the charms of the all-boy teen-
pop genre. Despite all their efforts,
Take That never managed to break
into the French market as they did at
home or in Germany. But the Mancun-
ian combo almost certainly opened a
door for a welter of domestic acts.

Virtually unknown a year

ago, the British
quartet Worlds
Apart (signed in

France to DLA/EMI)
have now  sold
950,000 units of
their debut album,
Everybody, and two mil-
lion singles in France.
Naturally, the local
music industry jumped
on the boy band band-
wagon, and each
label launched its
productions  with g
some success:
800,000 singles sold
in six months for 2
Be 3 (EMI), 250,000
for G-Squad (Ario- -
la/BMG) and 300,000 for Alliage
(Bax Dance/PolyGram).

The fever reached its peak on Febru-
ary 22 with the eleventh Dance
Machine event, this year renamed
100% Boys, organised by TV station
Mé6. The event was a boy band extrava-
ganza at Paris’ biggest arena venue,
Bercy. It included Worlds Apart, G-
Squad, Peter André, 2B3, 3T, and “vet-
erans” East 17, in front of a crowd of
17,000 screaming girls.

Demographics fail to provide an
explanation for the rise in boy bands,
as the teenage population has been
decreasing since the ’70s. “It has noth-
ing to do with numbers.” says a very
happy Thierry Bizot, director of the
entertainment unit at M6 and the
man behind Dance Machine. “Boy
bands,” he suggests, “fill a huge need
for love and icons.”

Timing, a sparkle of magic and a dose
of good luck are also the keywords to
their success, according to Nicole
Korchia, editor in chief of Salut!, the old-
est of France’s teenage magazines.
Korchia believes that boy bands are the
replica of “Yé-Yé’—the domestically
manufactured rock 'n’ roll in the 60’s.

“Until recently artists in France were
targeting an older audience, gave few
interviews and aimed for a more intellec-
tual press. These boy bands are always
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Boys keep singing (clockwise
from top left): G-Squad,

mMarch

happy to pose for photos, truly love their
fans and genuinely play the game.”

M6 Interactions (a department of
the aforementioned TV station), with
the help of Scorpio Music'and Poly-
Gram, released on February 11 a com-
pilation CD, Dance Machine 100%
Boys featuring the most popular boy
bands. It sold 180,000 copies in two
weeks, before the show was broadcast
twice on March 1 and 2.

Boy band fever has also help boost
sales of the teenage press: in just a year,
the circulation of the fortnightly Salut!
rose from 170,000 to 250,000. The buzz
around the boy bands is so loud in
France that media well beyond the
teenage or music magazines are echoing
the message.

Boy bands have been discussed and
analysed in serious newspapers such

as Le Monde or Libération. News mag-

azine Le Nouvel
Observateur and
womens' — weekly
title Elle published
articles about it
and the boy band
case was debated
on the set of day-
time magazine TV
show La Grande
Famille on pay
channel Canal +.
“It’s gone beyond
teenage  fashion,
parents want to
know what their
] children are mad
about” says Thierry
Bizot, who on Feb-
ruary 15 launched
a new teeny-bopper
show Fan De on

the Saturday late morning spot, usually

dedicated to family audiences.

While most seem to agree that the
influence of these acts is harmless and
unsubversive, one of the questions which
has been raised is that of their manufac-
tured nature and lack of “authenticity.”
However, in the case of boy bands, that’s
a matter which the French labels
involved seem to have little time for.

“Marketing bands has been around
since the ’40s” comments BMG-Ariola
general manager Fabrice Nataf. With
the exception of 2B3, pals since the
kindergarten, most of the bands were
set up after a casting session. “So
what?” asks Daniel Moyne, general
manager of the Baxter label, and the
man behind Alliage. “What do they do
before making a movie?”

Moyne also denies that good looks
and toned-up abdominals are key factors
for boy bands. “It matters,” he concedes,
“but personality and chemistry among
the boys is more important, as well as
some dancing and singing skills and—
above everthing—a will to work hard.”

And what about the songs? “The phe-
nomenon isn't about music, althought
some will—as with ex-Take That mem-
ber Mark Owen—have a career,” con-
cludes Thierry Bizot.
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BEST FRENCH
FEMALE ARTIST

OF THE LAST DECADE -
10 MILLIO

SALES OVER

HER NEW
UNNING ALB
UT NOW

tUROPEAN TOUR STARTING £ARLY 1998

ALBUM INCLUDES:

QUAND J'Al PEUR DE TOUT (Diane Warren Jean Jacques Goldman/Diane Warren)
DANS MA CHAIR (Shelley Peiken/Jeffrey CJ. Vanston/Tim Pierce/Jean Fauque)
CHANSON SIMPLE (Lyle Lovett - Philippe Bergman/Lyle Lovett)

J'Al TOUT QUITTE POUR TOI (Mick Leeson - Philippe Bergman/Peter Vale)

JE ME SOUVIENS DE RIEN (Sally Dworsky/Brenda Russell/Rich Wayland/Jean-Jacques Golman)
LES LIGNES DE NOS MAINS (Anne Preven - Enrique Andreu/Scott Cutler)

JE SAIS (Didier Barbelivien/Fancois Bernheim)

JE VOUDRAIS LA CONNAITRE (Jean-Jacques Goldman)

FAIS MOI LAMITIE {Frank Langolff/Francis Basset)

LAMOUR DEVANT LA MER (Joelle Kopf/Michel Amseliem)

JE COMPTE JUSQU'A TOI {Robyn Smith - Zazic/Barry Blue)

SANS TOI {Diane Warren - Philippe Bergman/Diane Warren)

DON'T LET ME BE LONELY TONIGHT {en duo avec James Taylor} {James Taylor)

Sony Music






