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pean Hot 100 Singles

® Highest New Entry.
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Upfront

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

Of all the new technologies that will be used to dis-
tribute music digitally, the wireless option is probably
| the one that offers the most exciting potential for the
- music industry, and for broadcasters.
Come to think of it, the growth of mobile phone
. ownership in Europe and in the rest of the world is
staggering and in a not too distant future, everyone
over 14 will own one of these devices (even in regions
of the world such as South East Asia). What WAP sys-
tems can offer is an instant capability to access ser-

prediction.

H

tion of titles, accessible through mobiles. Once you |
have the title of the track on your (mini) phone screen,
you can order it from an e-tailer or—not yet, but
soon—download the title, or listen to it.

A few months’ back, M&M published a guide to |
WAP for dummies in which an executive from Eric-
sson stated that “music and mobile devices are a |
perfect combination.” This is proving to be a correct |

And if offers immense business potential, simply |

because at one end of the phone you have the user and
at the other end,
identified and can be billed through his telecom compa-
ny, providing additional resources to the whole chain |
(telcos, artists, labels and stations). @5

Of course, the system is still in

a telco. In such a model, the user is |

| vices, any time, anyplace—and be accessed in return.

More and more, there are reports of new deals,
| partnerships, tests, and experiments where music is
used in conjunction with wireless applications. Take
this week. We report that in Germany, the playlist of

its infancy and lacks broadband
capacity. This will be solved with
the next, third generation (3G) of
high-speed systems, perfect for
music streaming and downloads.

a handful of stations is now accessible through the
phone. In France, Yacast, a new entrant in the busi-
ness, is offering radio stations 24/7 instant recogni-

Once those technical hurdles
are passed, it’s a good bet that the
future of music will be mobile.

[Music & Media values its readers’ opinions—you can e-mail the editor-in-chief at: elegrand@musicandmedia.co.uk ]5

BMG gets Cheeky and launches into Orbit

by Emmanuel Legrand

LonpoN — BMG UK is broadening
its sources of repertoire with the
acquisition of left-wing label
Cheeky and the signing of a long-
term, worldwide deal with produc-
er/composer William Orbit.

The acquisition of p=
Cheeky—home of acts
such as Faithless and
Dido—was announced by f
BMG UK & Ireland chair- &
man and president BMG
Entertainment Central
Europe, Richard Griffiths
at the company’s annual
sales conference on Sep-
tember 7.

Griffiths tells M&M the deal
had been under discussion for
about two years and was closed
just before the conference. He
declined to reveal precise details,

simply stating that BMG “paid a
fair value for the company.”

Rollo Armstrong—the master-
mind behind Faithless and one of the
co-owners of the label—will be join-
ing BMG UK in an A&R capacity.
Griffiths says he has been a longtime
fan of the group. “I love Faithless

g and Rollo is just brilliant—
I absolutely wanted to
work with him,” he says.

Cheeky will cease to
exist as a stand-alone
label and will be merged
into Arista UK. A new
Faithless album is
expected in March 2001
and an album by Dido is
planned for October.

Griffiths also announced that
Madonna producer William Orbit
has been signed up by VP of inter-
national A&R and marketing, Nick
Stewart. Orbit’s first BMG release

will be a self-titled album early
next year.

On the sales front, Griffiths
issued a broadside to retailers,
revealing that BMG UK had
caught some retail partners trying
to return to BMG products shipped
from abroad. “Next time this hap-
pens, we will sue,” he warned.

The BMG executive continued:
“Retail can have pricing at import
level, but you can’t have it both
ways. If we cut our prices we have
to end our marketing support and
discounts.”

One answer, said Griffiths, was
to have different features enhanc-
ing the value of the products for
retailers as well as consumers.
Accordingly, on November 6 BMG
will release the new album by UK
boy band Westlife containing
three additional songs for the UK
market only.

MTV goes Dutch in latest regionalisation

by Siri Stavenes Dove

LonNDON — The latest in a long line
of regionalised feeds, MTV Nether-
lands (NL) was launched on Sep-
tember 12 in a bid to boost
its poor market share.

The ninth regional ser-
vice launched by the US TV

company in the past four MUSICTELEVISION

years, MTV NL is competing with
Dutch language music TV chan-
nels TMF and The Box.

TMF currently accounts for
80% of music television viewing in
the Netherlands, giving the chan-
nel a substantial lead over both
MTV and The Box, which account
for just 10% each, according to fig-
ures published by KLO.

Brent Hansen, president & chief
executive MTV & VH1 Europe,
admits: “We know we aren’t as
close to the viewers as we’d like to
be.” He believes the inclusion of
local presenters, local content, sub-
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titled foreign programming and a
playlist designed to suit the Dutch
market is the way to close that gap.

In addition to the local
material, MTV NL will

. broadcast events
V' such as the MTV
Europe Music

Awards and will, in
Hansen’s  words,
“in that way remain a
network.”

Treading a fine line
between regionalisation and MTV’s
international appeal, Hansen con-
fesses: “The strength of the brand

Bren

is that it is international.” On
screen MTV NL, like all regional
outlets, will still be called just
MTV. “We don’t want peo-
ple who have been watch-
ing the pan-European
MTV to get the feeling of
having something taken
away from them,” he
explains.

’ Hansen says that the
GEhHNl pan-European  format
* which was launched in
Europe in 1987 never was meant to
be kept. “We always intended to
regionalise,” he says.

MTV Espana also launches localised service

MTV Espafia was launched just two
days before MTV NL, on September
10. The channel is created for Spain,
The Balearics and the Canary
Islands. As in Holland, the channel
will be aimed at local youth and will
feature Spanish-language program-

SEPTEMBER 23,
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ming and presenters, as well as a
tailor-made playlist for the Spanish
market. MTV Espafia will also
broadcast the network’s events and
can boast an added category in the
MTV Europe Music Awards 2000—
Best Spanish Artist Of The Year.
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Germans to receive radio
playlists on mobile phones

by Tayfun Kesgin
BERLIN — The playlists of
some radio station will be
available to German listen-
ers next month through
their mobile
phones. Listeners
can also order CDs
directly by sending
a text message.
Commercial
stations, Radio
Ingolstadt, FFN,
Antenne Bayern
and Radio Energy
have supplied
their playlists to Hamburg-
based company Minick,
who have developed the
system called mobileSound.
Available by the end of
the month, mobileSound
enables listeners to send a
text message to a service
number and receive back
information on the name

and performer of a track
hearf on the radio.
Information on the CD
and its price can then be
dealt with by mail order
company alphamusic,
which claims to be
able make the CD
available for sale
with a delivery
time of a maximum
of 48 hours. To buy
the CD, the user
simply sends
another SMS mes-
sage to confirm the
transaction.
Because of the greater
efficiency in marketing and
distribution, alphamusic
claims that the prices of the
CDs are competitive with
those in music shops.
Alexander Trommen,
MD of Minick says:
“mobileSound provides cur-
rent and individual infor-

mation on the radio pro-
gramme plus a transaction-
al offer—that is real added
value for the customer and
it makes the radio interac-
tive.”

Despite favouring the
SMS system the company
is also putting its faith in
WAP technology. “At this
moment there are only
some 200,000 WAP-
enabled phones in Ger-
many, compared with some
32 million mobile phones

with SMS,” says press
spokesperson Heiko
Biesterfeldt. “On top of

that the SMS tool is much
cheaper than WAP. Once
the WAP technology has
advanced, however, we will
most definitely sell single
songs digitally, but for now
SMS is an handy tool to
capitalise on the cellular
phone hype.”

| by various Radio Deejay presenters,

ON THE BEAT

NEW BREAKFAST JOCK AT RADIO DEEJAY

MILAN — Fabio Volo, presenter on the highly-popular
Italia 1 TV show Le Iene (The Hyenas), is taking over
the breakfast slot at Radio Deejay. The appointment

follows the departure of Marco Baldini,
along with fellow presenter Tony H, to
dance-pop station Radio Italia Network.
The show, due to launch on September
18, will be co-hosted by journalist Laura
Piazzi who, according to the station, will
act as Volo’s “muse and inspiration.” In
the meantime the slot is being covered

including Platinette. There is no substi-

tute yet for Tony H, who presented a
techno-mix show on Saturday evenings.

SWEDISH RADIO ADVERTISING INCREASES

STOCKHOLM — Radio advertising in Sweden has
grown 18.4% for the first six months of 2000, and is
now worth SEK 292 million (€34.7).

However, the survey found that Internet advertis-
ing has trippled over the past year and is now twice as
big as radio advertising in a market that is up 13% in
total. Christer Jungeryd, managing director of com-
mercial radio’s trade organisation RU, says that one of
the reasons for the continued growth is money from
dotcom companies. There has also been an influx of
new advertisers that have increased the amount of

Flemish girl trio K3 are pictured at
Belgian broadcaster VRT Radio 2,
after winning the station’s Zomer-
hit (Summer Trophy) for the sec-
ond year running. K3 have just
released their new album, Yippiee
(BMG Belgium). The group sold
over 100,000 copies of their album
Alle Kleuren and are currently in
the top 10 of the Belgian charts

advertising spots sold. Jungeryd predicts that they
will reach sales of SEK 620 million with a growth of
12% for the full year.:

RoBINSON ExiTs Noorpzee FM

HiLvErsuMm — Elliot Robinson has left Noordzee FM,
the Dutch AC commercial station which can be
received on cable networks as well as on FM. He was

with the single Kleuren (Colours).
Pictured (I-r) are: Anja Daems
(Radio 2 presenter), Kristel (K3),
Karen (K3), Jo De Poorter (TV1 pre-
senter VRT TV) and Kathleen (K3).

Universal exTends presence
in Arab-speaking countries

LoNDON — Universal Music
International is planning to
increase its presence in
Arab-speaking countries as
part of reassignments with-
in the organisation.

Pascal Negre, chair-
man/CEO of Universal
Music France, is adding the
title of senior VP (UMI)
Middle East/North Africa
region to his current respon-
sibilities. His new position
includes overseeing Univer-
sal’s expanding licensing
operations in Saudi Arabia,
the Gulf Region, Lebanon,
Egypt and North Africa.

“Although we do not cur-
rently have companies in
those countries, Universal
mtends to play an increas-
ingly active role through our
local licensees,” says UMI
chairman Jorgen Larsen. He
adds that he views Negre'’s

appointment as a way of
extending Arabic language
repertoire from the region
into Western markets.
Neégre’s interest in
Mediterranean artists can
be traced back to the late
1980s when he signed
Algerian act Khaled
to the then Poly-

Gram-owned label
Barclay. More
recently, Neégre

signed Turkish act
Tarkan for the
world, where they
enjoyed success in Europe
and Latin America.

Negre’s appointment
comes as Universal Music
Turkey’s CEO Sevket Goza-
lan relinquishes his region-
al responsibilities, which
included a reorganization of
the Middle East region and
the development of major

MUSIC &
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Arabic and Turkish lan-
guage artists. Gozalan is to
focus on his post as chair-
man of the Turkish compa-
ny, split between its four
labels: Universal, Mars,
Nese and S Miizik.

Thomas Hedstrom, VP
Eastern Europe,
who adds responsi-
bilities for Eastern
Europe and Direct
Export, is relocating
from Hanover. Ehd-
strom, who is based
in London, oversees
those Balkan countries that
were handled by Gozalan.

In addition, Peter Bond,
regional president of Uni-
versal Music operating
companies in Australia,
New Zealand, and South
Africa, will be responsible
for sub-Saharan Africa.
Bond is based in Sydney.

AmericanRadioHistorv.Com

programme director of
the station and
increased its listening
figures during his
| time there. Public
relations director at Noordzee FM, Jerney Kaagman,
will also be leaving the station in November to become
director of Conamus, a foundation set up to promote
Dutch productions on the radio and to bring Dutch
artists to international attention. Kaagman is also
well known as the lead singer of the Dutch band Earth
and Fire, which was heavily promoted on Radio Caro-
line as well as on RNT in the Seventies.

MovVING CHAIRS

Paris — Thomas de Fossez has been appointed head
of marketing and communication of the Internet activ-
ities of Paris rock station Oui FM. He reports directly
to the station’s MD Michael Gentile.
STOoCKHOLM — Per Ankersjo has been
named new music director at Bonnier }
Radio’s gold-formatted Stockholm sta-
tion Vinyl 107. Rolf Arsenius is
appointed as managing editor. The
changes come after the station’s pro-
gramming director Lars-Goéran Nils-
son was named managing director at | 3
Vinyl 107, replacing Bonnier Radio MD |/
Marcus Forsell. :
LoNDON — Jonathan Goodwin has left his position
as group managing director of The Wireless Group.
Goodwin is leaving to join a corporate finance house.
The Wireless Group says Goodwin’s duties will be
taken over by new chief financial officer Keith Sadler
and by the group’s chairman and chief executive, for-
mer editor of the Sun newspaper Kelvin MacKenzie.

SEPTEMBER
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Naive matures with investment

PARIs — French indie label
Naive has secured the finan-
cial backing of Part’com, an
investment company
specialised in the
communication sec-
tor, in a deal worth
“several tens of mil-
lions of francs.”

Part’com, part of
Caisse des Dépots,
will become a share-
holder in Naive with 17% of
the capital. Naive chief
executive and co-founder
Patrick Zelnik declined to
reveal the details of the
investment, but says that
the new partner will help
finance the company’s
developments in music as
well as new media.

Naive has recently

Zelnik

acquired Opus 111, a presti-
gious classical label with
over 300 titles covering Ital-
ian baroque,
medieval music and
Russian repertoire.
Details of the trans-
action have not been
disclosed.

Zelnik says this
acquisition will per-
fectly complement
Naive’s classical catalogue,
already strong, commanding
10% of France’s classical
market. Zelnick says he is
confident about its future
growth, which now repre-
sents some 40% of the com-
pany’s revenue. “Classical
music has long shelf-life, is
international and has a big
potential on the Internet,”

he says.

Revenue rose 117% to Ffr
55 million (€8.4m) during
the first half of 2000, com-
pared to the same period
last year. Zelnik forecasts a
turnover of Ffr 110 million
for 2000, up from Ffr 70m in
1999.

“We had a strong
growth,” confirms Zelnik.
The biggest sellers for
Naive during the past year
were US group Pink Marti-
ni and UK rock band Muse.
Zelnik also says he has
high worldwide expecta-
tions for the album by Mir-
wais, who co-produced
Madonna’s most recent
album and co-penned her
current number one single
Music.

Amsterdam Dance Event registrations up

by Gareth Thomas

HILVERSUM — Next
month’s Amsterdam Dance

Event is set to be the

biggest ever, with regis-
trations up by 15%,
according to organisers.
The fifth edition of the *
dance music business con-
ference takes place between
October 19-21 and is being
broadcast by the European
Broadcasting Union to
a network of Euro-
pean radio as well
as live on the web.
ADE is expected {s
to pull in around a
thousand music @
industry professionals
to discuss the state of the
dance music scene. ADE also
includes a busy a nightime
programme, featuring acts
and DdJs from across Europe.
There will be a French

flavour to this year’s event
with the French Bureau
Export de la Musique
Francaise putting on a
showcase featuring Super-

funk (pictured) (Virgin), Les
Clones (Sony) and DJ Olive
at the Melkweg. “It’s a good

development,” says
- spokesperson  Pieter
van Adrichem. “We

N like to have acts pro-

moted from all terri-
& tories in Europe.”

The ADE day pro-
2 gramme features
panels covering the role
of A&R, the legal issues fac-
ing the sector, how to create
a successful concept for a
club and the role of radio in
dance music chart success.
Dutch authors’ rights organ-

isation BUMA will also pre-
sent panels on new media
and authors’ rights.

A party at The Arena
Hotel hosted by the UK
¢ Defected label will be one
of the most eagerly-
awaited evening events.
There will also be parties
hosted the Dutch Black.
Hole label and London’s
Bar Rhumba. Ultra Nate
will perform at the Desire
party at Escape. o

Van  Adrichem also
revealed that ADE is in dis-
cussions with the Dutch
Rock and Pop foundation to
hold a joint fair next year.
“We are sympathetic to the
idea of merging. But it must
be done properly and in a
way which retains the
unique character of ADE.
We represent a very differ-
ent area from rock music,”
says van Adrichem.

Chrysalis Publishing expands presence

by Emmanuel Legrand

LoNDON — Chrysalis Music
Publishing, the publishing
arm of the UK’s Chrysalis
Group, has created a new
international position with
the aim of increasing the
circulation of repertoire
within its network of affili-
ates and expand its inter-
national presence.

Current general manag-
er of Chrysalis Music
France Stéphane Barret
has been given the addi-
tional role of international
A&R co-ordinator. CEO of
Chrysalis Group’s music
division, Steve Lewis, says
that in his new position,
Barret will “optimise the
opportunities and benefits
for all the companies we

currently operate.” He adds
that this new role “is not
intended to create another
level of management and
bureaucracy—Stéphane’s
role is to do with co-ordina-
tion and requires every-
body to buy into the idea if
it is to be successful.”

Barret says he first sug-
gested the idea of the cre-
ation of a new position to
Jeremy Lascelles, MD of
Chrysalis Music UK and
Europe. Barret says: “Our
network of affiliates is
growing and we are starting
to operate as a quasi-global
company, but the affiliates
are being run autonomously
and there was no attempt to
co-ordinate our A&R
efforts.”

Barret says cross-border

collaborations are the way
forward. “My role is to look
into the rosters of our affili-
ates and see how we can
make our authors and com-
posers circulate better,” he
says. “We could have a
Swedish composer work
with a US lyricist, a French
rapper work with a UK
author to adapt a project for
the UK market, and so on.”

Barret says he will
organise quarterly meet-
ings with all the affiliates
to review the state of pro-
jects and set targets.

Chrysalis Music cur-
rently operates companies
in the UK, USA (Los Ange-
les), France, Germany and
Sweden.

A new affiliate is set to
open in Europe soon.

ON THE BEAT

RIDE THE TIGER ANNOUNCES PRESENTER LINE-UP

LoNDON — Chrysalis-backed Internet company Ride
the Tiger has appointed a raft of people with experience
in the broadcast industry to present on their music and
lifestyle website, due to go live later this year. Clare
McCann is one joining from London dance music radio
station, Kiss 100. Chris Buckley joins from his position
as head of music at Chrysalis Radio’s Galaxy 102.
Justin Wilkes arrives from Birming-
ham’s Galaxy 102.2. Neil Sexton
joins from 102.4 Wish FM
and Jo Thoenes has
moved from Capital Radio in Nairobi. The start-up has
also appointed a number of producer/journalists.

SPANISH RADIO LISTENING DOWN

MaDRID — Fewer Spaniards are listening to the
radio now than they were a year ago, according to
the results of a government study. The Sociclogical
Research Centre (CIS) carrued out the survey, which
shows similar falls in TV viewing and newspaper
reading. The study, covering July and released this
month, reveals that just 41.2% of Spaniards aged
over 14 listened to the radio every day at some point,
compared to the previous report, covering April
1999, when that figure stood at 48.6%. A rising num-
ber, 34.2%, of Spaniards said they “never or almost
never” listened to the radio, compared to just 19.4%
in April 1999. Radio news/magazine programmes
proved to be more popular than music format shows,
by 48.4% to 35%, with chat shows listened to by just
19% of the audience.

POLES SET RADIO RECORD

WARSAW — Two Polish DJs have earned themselves
an entry in the Guinness Book of World Records
after broadcasting non-stop for 93 hours and 10 min-
utes, according to reports in the Polish media.
Marek Obszarny and Dariusz Litera of public station
Wroclaw Polish Radio beat the previous world record
of 67 hours set by a British commercial radio station
in Blackpool. The two jocks apparently wanted to
continue for 102 hours and 30 minutes to mark the
frequency of their station (102.3 Mhz), but were
ordered to stop by doctors worried about the conse-
quences on their health.

internet in-site

Redband Broadcasting

www.redband.com

Redband Broadcasting, a spin-off of LookSmart,
launched in May with US$17 million (€19 million) from
Sony Music Entertainment and VantagePoint Venture
Partners. It’'s more than just an online radio station; it
also produces and syndicates music, news and talk pro-
grammes as well. For example, Redband claims to
reach 20 million listeners weekly through its partner-
ship with Public Radio International’s 660 affiliate sta-
tions, plus it has third-party arrangements to provide
co-branded radio for several major internet service
providers. Redband’s music content is provided through
a partnership with MongoMusic. Music streams can be
chosen via a variety of search mechanisms. Playlists
and track information are posted, and there are e-tail-
ing links. The site itself serves as a utilitarian gateway
to programming and therefore seems to be aimed more
at the business community than at consumers.

Chris Marlowe
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MD Lindborg brings about
changes at BMG Sweden

by Kai R. Lofthus

STOCKHOLM — Six months into his
new job as head of BMG’s affiliate in
Sweden, Bjorn Lindborg has struck a
distribution deal with Warner Music
through their warehouse in Kista
and has put his own distinctive fin-
gerprint on the 33-strong staff at its
offices in Stockholm.

“Being as young as I am, while
still having significant experience
from the traditional record industry,
I feel comfortable about taking the
big leaps and exploring
new ways of conducting
our business,” says Lind-
borg.

Lindborg (32), who
joined BMG as assistant |
sales manager in 1991, |
replaced Hasse Breitholtz |
as the head of BMGs affil-
iate in Stockholm in April.

“Hasse has been a | Ofmn
mentor for me, and by L sfelis]
gradually delegating several tasks
to me,” says Lindborg. “I've had plen-
ty of time to think about what I want
to do. It has been a perfect succes-
sion planning and very undramatic.”

A key player in Lindborg’s new
structure is Internet manager, Calle
Ekdahl, who arrived in August.
Ekdahl has also joined the compa-
ny’s executive management group,
which includes financial controller
Pia Soderhorn, sales manager Calle
Isaksson, head of A&R Per Lind-
holm, and an as-yet-unnamed mar-
keting manager.

Explains Lindborg: “We’re cur-
rently evaluating several business
models and we want to be well
ahead in embracing new technolo-
gies. We'll be initiating a lot of our
own projects.”

Meanwhile, a new A&R structure
is being put in place. Locally signed
rap artist Petter is establishing an
in-house rap label named Bananre-
publiken. Initial releases from the
label will come from Feven, Trippel-
Ett, and Eye-N-Eye.

Affiliated imprint Starboy Record-
ings will continue to be run external-
ly by label head and artist manager
Hansi Fridholm. With current
releases from Robot and Speed Of
Sound Enterprise, it remains a key
element of the company’s domestic

A&R strategy.

Lindholm was promoted to head
of A&R when Peter Swartling left
that position at the time of Brei-
tholtz’s departure. However,
Swartling will handle production
duties on forthcoming albums by
Jennifer Brown and Robyn, two
artists who he continues to manage.

Joining Lindholm in the A&R
department is A&R manager Mikael
Hagerman. He inherits a number of
Swartling’s signings, including
Kaah, Laila Adele, and Dunder-
= honey.

Benke Berg, previously
~ international exploitation

| manager, has been named
| strategic marketing man-
ager, reporting to Isaks-
son. Berg’s international
| responsibilities are to be
! handled from London by
| Petter Nilsson, named
international exploitation
manager for Scandina-
vian repertoire, who will continue to
work in BMG’s European marketing
services division.

Cypress Hill member DJ Muggs
recently went to the Netherlands
to promote his new solo album
Soul Assassins Part Il out on Ruf-
flife. Here, Muggs (right) is pic-
tured outside Dutch CHR station
Radio 538 with one of the sta-
tion’s leading DJ Niels Hoogland.

Italian artist Irene Gran-
di pictured with East
West staff, receiving a
double platinum award
for sales of her last album
Verderossoblu (Greenred-
blue) and a gold award
for sales of her single La
Tua Ragazza Sempre
(Your Girl Forever). Pic-
tured (left to right) are:
Maurizio Miretti (promo-
tions director, East West),
Irene Grandi and Fab-
rizio Giannini (managing
director, East West).

MEDIA
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They shall be released

“The quality of our combined reper-
toire is staggering,” enthuses BMG
UK & Ireland chairman and presi-,
dent BMG Entertainment Central
Europe Richard Griffiths. Indeed,
BMG has lined-up for the end of the
year a combination of superstar
releases with sparkles of new talent.

While his company will continue to
capitalise on previously released
albums by acts such as Whitney
Houston, Santana, and Toni Braxton,
Griffiths is confident that new UK-
signed acts such as boy band Westlife,
singer songwriter Tom
McRea, R&B band The
Truesteppers or Shea
Seagar will also grab
the attention of con-
sumers and media alike.

Griffiths says
Christmas is the perfect
time to push Whitney
Houston’s best of pack-
age to new heights, as
well as  Santana’s
revival album, who
enjoys a success that
Griffiths calls “literally supernatural”
with five million copies in Europe so
far. As well as TV advertising,
Santana’s album will also be promoted
with a new single with Everlast, Put
Your Lights On.

Griffiths lists as one of the season’s
priorities US R&B act Pink, whose
debut album is on the way to become
double platinum in the UK. Most
Girls, the new single from her debut
album, was released in the UK on
September 8.

But high on the heels of the suc-
cess of Five, Nathalie Imbruglia or
Westlife, BMG is having very high
expectations for Westlife’s sophomore
album, Coast to Coast, due to be
released on November 6.

RCA UK MD Ian Dickson has set a
goal for the UK only of 2.5 million

BMG... AT A GLANCE

Vertical Horizon Everything You Want 28/8
Andy Summers Peggy'’s Blue Sky 08/9
Midge Ure Move Me 25/9
Waterboys A Rock In The 25/9
Weary Land
Various Shaft SRO Sept/
Oct
Tom McRea tbe 2/10
Eve 6 Horroscope 16/10
Dido tbe Oct
Wesllife Coast to Coast 6/11
Usher tbe 13/1

total sales for the album, half of it
before January. “It is obtainable,” he
claims, based on the fact that their
one-year-old debut album sold 1.5
million in the UK and 3.5 million in
the rest of the world, and that they
already had five No.1 hits in their
homeland. “We are ambitious but
with good reasons,” adds Dickson.

A £1.5 million marketing plan is
going to be roll out, and the label will
rely heavily on the media attention
the band can garner to promote the
release. Westlife’s album will come
out the same day as the Spice Girl’s

New release time is upon us and all the maijor labels are
gearing up for the traditionally lucrative pre-Christmas
market by preparing to launch major new releases—
many of them long-awaited—into a highly charged

marketplace.

In the first of a two-part report, Adam Howorth and Siri
Stavenes Dove preview the maijor label releases from the

UK and USA.

new album and Dickson makes no
secret of the label’s strategy to go
“face to face” with the Spice Girls.

Also lined-up for the year-end
sweeps is Girl Thing, a
fivesome pop female
| group, whom Griffiths pre-
dicts the same success as
Westlife or Five. These
acts are part of what
Griffiths describes as one
of BMG’s forte—emphasis
on pop music, A&Red by
Simon Cowell.

Says  Griffiths, “I
belieye the death of pop
music has been greatly
exaggerated. Great pop
music will always be successful—
unfortunately what we have seen in
the last few years is a lot of very poor
pop music being pushed onto the mar-
ketplace in a desperate attempt by
some companies to participate in a
market which quite frankly they know
nothing about. Consequently, most of
our competitors have lost a lot of
money. Not surprisingly they are now
retreating and I believe they will leave

For the final quarter EMI has kept its
heavy hitters spread out. September
saw Robbie Williams’ Sing When
You’re Winning debut at No.l in the
UK with the highest first week sales
of the year (315,000), and Kylie
Minogue’s Light Years is set to follow
the success of her number one single
Spinning Around at the end of the
month. Blur’s Greatest Hits should
maintain heavy sales for the label
through October, but it is Radiohead’s
fourth album Kid A that is arguably
the most eagerly-awaited record of
2000, even if it is unlikely to garner
much radio time.

“I think it’s a very well produced
album but we're going to struggle to
give the songs major airplay,” admits
Virgin Radio’s deputy programme
controller Nik Goodman, “It’s a great
studio album but not a great radio
album. I think it will sell—1.5 to two
million—but they are past caring;
they’re making a statement.” The
experimental nature of the album
extends to its promotion which pre-
cludes singles and videos.

“It throws down a chal-
lenge to the record company
and makes us think outside
the box,” says EMI vice pres-
ident, international, Mike
Allen. “It challenges us to be
genuinely creative, It’s going
to be a really interesting task
for us all,” he adds.

Allen reports that “in
many countries” the Robbie
Williams single Rock D.J “is
already the biggest hit he’s
had.” Virgin Radio’sGoodman
believes “the first three sin-
gles will be number one. I
don’t think he makes bad
records—theyre well pro-
duced and it will sell masses.”

This view is shared by
Dave Ellis at Hallam FM,
who says “anytime
[Williams] releases some-

behind a market which we will be able
to continue to exploit successfully.”
“My A&R strategy is to have a
broad but focussed approach, not con-
centrating on any one style to the
detriment of others, and signing and
developing those few artists who real-
ly can make it. And most importantly
they must have international poten-
tial,” explains Griffiths, who cites
Westlife, Five or Nathalie Imbruglia as
examples of this successful strategy.

thing it’s guaranteed A-list.”
Hallam is also a fan of the new pop
presentation of Kylie. “I think On A
Night Like This is absolutely fantas-
tic—reinventing her as a popstar will
work because they have to reflect the
feel of the moment,” he believes.
EMI’s Mike Allen feels that the
early success of Kylie Minogue on the
label has been down to careful plan-
ning. “A lot of work was put in on
Kylie in Europe over the summer

which is paying off,” he says. “[Wel
certainly had a very big radio record
which is a strong platform to take us
into the next single and album.”

EMI... AT A GLANCE

Everclear Songs From An 7/8

American Movie
Mansun Little Kix 14/8
Shirley Bassey Diamonds Are Forever

(Remix) 28/8
Robbie Williams  Sing When You're Winning 28/8
Kylie Minogue Light Years 25/9
Hevier The Other Side 25/9
David Coverdale Into The Light 25/9
Radiohead Kid A 2/10
Damage Since You've Been Gone 2/10
Blur Greatest Hits 30/10
Precious Precious 30/10

Throughout the autumn and run-up
to Christmas, Sony has a major
release campaign in place, with Ricky
Martin, Jennifer Lopez and Vonda
Shepard in particular likely to score
big returns.

Despite an absence of nearly a
decade, Sade and her new album
Lovers Rock could be a surprise hit in
the view of Jeroen van der Meer,
international marketing manager at
Epic’s European Regional Office
(ERO). “Sade is going to be a big pri-
ority,” he says. “It’s eight years since
the last Sade
album and the
time is absolutely
right. Jennifer
Lopez is another
key release, and
Wu Tang of
course [have] the
most anticipated
hip hop album of

the year.”
At chart/AC ' '
radio station Ricky Martin

Hallam FM in
Sheffield in the north of England, pro-
grammes manager Dave Ellis
believes Jennifer Lopez’s record will
do well. “We've played all her hits to
date and our punters like the artist,”
he says. One Sony act that have
proved surprisingly popular at
Hallam FM are Australians Madison
Avenue, Ellis reveals.

“[They] are getting a lot of hype on
their new track Who The Hell Are
You,” he reports. “We played the
Australian chart one day and played
one track from the top 10 in full,
which was Madison Avenue, and since
playing it, on most of the request

SONY... AT A GLANCE

Barbra Streisand Timeless Live 18/9
Kandi Hey Kandi 18/9
Pear Jam 25 Live albums 25/9
Finlay Quay Vanguard 2/10
Ginuwine tbe 2/10
Madison Avenue Polyestor Embassy 9/10
Wheatus Wheatus 23/10
Celine Dion The Collector's Series  30/10
Ricky Martin tbe 30/10
Sade Lovers Rock 6/11
Babyface Greatest Hits 6/11
Vonda Shepard tbc (Christmas album)  6/11
Wu Tang Clan The W 6/11
Jennifer Lopez A Passionate Journey  6/11
Rage Against

The Machine Live 13/1
Vonda Shepard tbe (soul albumy) 13/11
The Offspring tbe 13/11
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Texas are to release their first T 5

shows we do we've had tons of
requests for it.”

One of the more unusual items on
the Sony schedule is the simultane-
ous release of 25 different Pearl Jam
live albums. “The albums are double
CDs of each of the concerts on their
recent European tour,” says van der
Meer. Pearl Jam are renowned for
their commitment to keeping ticket
prices low and van der Meer explains
that the records are “so fans don’t
have to buy bootlegs.” Despite this
saturation approach from the Seattle
group, Nik Goodman, deputy pro-
gramme controller, at Virgin Radio
(Rock), doesn’t think it will result in
any airplay. “The UK radio market
doesn’t cater for this kind of music,”
he says. However, Virgin has “gone on
the first Finlay Quaye single,”
Goodman continues, adding that the

artist’s “good fanbase” should ensure

“quite a successful project.”

Universal

“We're looking at an astonishingly
strong fourth quarter at the end of an
incredible year,” says Universal Music

International’s VP A&R and market-
ing Max Hole. “98°, Erykah Badu,
Manson, Limp Bizkit, Mark Knopfler,
Elton John, U2 are all multi-million
sellers. We have an incredible array of
hugely important records. We current-
ly have around 25% of the market
share in Europe, but looking at the
release schedule and then thinking of
Eminem—that’s flying, Bon dJovi—
that’s flying and Ronan Keating—
that’s flying, I think we can see our
position move up this quarter.”
Interscope act Limp Bizkit have
had great success with Take A Look
Around from the Mission Impossible

UNIVERSAL... AT A GLANCE

Erykaoh Badu Mamas Gun Sept
LL Cool J G.O.AT 11/9
Bjork Selmasongs soundtrack 18/9
Mark Knopfier Sailing To Philadelphia  25/9
98] Revelation 25/9
The Wallflowers Breech 9/10
Limp Bizkit Chocolate Starfish 16/10
SClub 7 7 16/10
Roni Size In The Mode 23/10
Texas Greatest Hits 23/10
The Beautiful South  Painting It Red 23/10
PJ Harvey Stories From The City 23/10
u2 All That You Can 30/10
Leave Behind
Blink 182 ‘Live’ Album 6/11
Boyz Il Men Nathan, Michael, 6/11
Shawn, Wayne
Bebe Winans Love & Freedom 6/11
Elton John One Night Only 13/11
Marlilyn Manson Hollywood 13/11
K-Ci & JoJo tbe 4/12

IT soundtrack and, according to Hole,
expectations are high for their second
album which is out in October.

“Their first album did well, but
this one is going to be massive,” says
Hole. “They have done festivals across
Europe this summer and have really
worked with us.”

Greatest Hits album through
Mercury on October 23. In
Demand, one of the two new
tracks on the long player, is cur-
rently at radio and Andy
Johnson, programme director at
96.4 FM-BRMB, says “after rein-
venting themselves [Texas] have
completely found their niche in
the market and the latest single
is incredibly radio friendly.” Max
Hole explains that the Greatest
Hits album is expected to sell
well in Europe where Texas are a
big name, and it will be used to
break the act in areas they are
less known, like Japan and
Australia.

Among the list of other heavy-
weight acts releasing records on
Universal, U2s All That You
Can Leave Behind stands out in
terms of fan expectations as well
as being the album Juice 106.5’s
Jo Euston would run out and
buy. “The new single is back to

old form—it’s Joshua Tree stuff =

people can identify with,” she
believes. “If you're a U2 fan, you'll
love this record,” adds Hole. “One of
the things that have kept the band so
fresh is they are not afraid of experi-
menting.”

Forthcoming Universal projects
include Vanessa Amorosi, Danish
Barcode Brothers and New Zealand
band Zed. “We're rich in repertoire,”
says Hole. “It’s exciting times for us
and we don’t have to worry about a
merger so we can get on with things!”

The story of the autumn at Virgin is
the Spice Girls’ first album since
1997’s Spiceworld. During the three-
year break that followed, the girls
have lost one member, and the
remaining four have all taken on solo
careers.

“Here we are 36 million albums
later,” says Virgin’s director of inter-
national Lorraine Barry. “People per-
haps thought there would never be a
third album, but here’s Forever. For
the first two albums, the girls were
always available for marketing, but
this time they all have solo projects,
so getting them together will prove
difficult.”

The first single Holler went to
radio on September 11. ‘There’s a def-
inite maturity to it,”
says Barry. “It's R
influenced and I per-
sonally I feel that this
is a totally natural
way for them to go.”

Programme direc-
tor at 96.4 FM-BRMB
Andy Johnson is look-
ing forward to hearing
the album: “The Spice
Girls have all done
incredibly different
and grown-up solos, in
different musical genres, so it will be
interesting to see what they are going
to do together now.”

Other priorities for Virgin this
autumn are Billie Piper and Placebo.
Both acts have had UK-driven debut
albums but now look set to break some
borders. “This album is a global priori-
ty for Virgin,” says Barry about Billie’s

i
1

Spice Girls

Walk Of Life. “800,000 copies sold of
the first album isn’t bad, but this one’s
ours. We expect to have her interna-
tionally by March/April next year.”
There are also high expectations to
Placebo’s third album: “This time

VIRGIN... AT A GLANCE

Gomez Abandoned Shopping  25/9
Trolley Hoftline

Van Morrison You Win Again 25/9
Billie Piper Walk Of Life 2/10
Mel B Hot 2/10
lzzy Ascoulta tbe 2/10
Placebo Black Market Music 9/10
Martine Over You 10/10
McCutcheon

Atomic Kitten Right Now 16/10
UB40 The Very Best Of 23/10
Lenny Kravitz Greatest Hits 30/10
Spice Girls Forever 11/11
Snoop Dogg The Last Meal 13/11

around the press reaction has been
incredible. They have no free dates in
their diary between now and
Christmas. This is a project we've
seen through—the news is spreading
fast and this is an album that will
make them worldwide.”

Jo Euston, programme manager at
Juice 107.6 FM says about Placebo:
“They’re dark and difficult to pro-
gramme, but they have actually man-
aged to come up with something you
can play on the radio.”

UB40 have sold 40 million albums
for Virgin to date and their Very Best
Of is a major release before

w Christmas. The album
will include one new
track which will come
out as a single. Also
high on Virgin’s list of
priorities is unusually
enough a soprano—
British Izzy sings con-
temporary interpreta-
tions of classic pieces.
“It’s not the sort of act
Virgin usually works
i with,” says Barry. “But

she really captures peo-
ple’s imagination. The reaction has
been incredible.” Izzy’s debut album
Ascoulta, which means listen, will be
released globally in October.

Warner Music

“Collectively [it’'s] going to be one of
the strongest repertoires in the

Placebo

world,” believes Hassan Choudhury,
director of international marketing at
Warner Music UK, of the Group’s
assimilation of WEA, East West and
London under one roof. In terms of
new releases, Choudhury says “WEA’s
major player is the Enya album.”
Cleopatra are a key act whose success
in the US the label are “trying to feed
back to the UK and Europe,” while
Chris Rea’s new album is “his best for
years—I've had a very positive
response at the European marketing
meeting. Morcheeba are a global pri-
ority for the Group [and] David Gray
is starting to roll into Europe. It
should be a great year for Warners,”
Choudhury concludes.

Paul McGhie, marketing manager
for the US labels in Europe, is work-
ing on Madonna’s album Music. “Lots
of people think it’s better than Ray Of
Light,” he says. “She’s worked with
William Orbit and Mirwais—it’s a
progression and more dance-orient-
ed,” McGhie reports. “The second sin-
gle is likely to be What It Feels Like
For A Girl [then] mid to late
November she’s going on a promotion-
al trip around Europe.”

All Saints

24N

Nik Goodman, deputy programme
controller, at Virgin Radio, says that
Madonna avoids format restrictions
because of her “privileged position
[that] supercedes any [programming]
considerations. I've heard the album
and we'll definitely be looking at the
songs when they release them.”

WARNER... AT A GLANCE

The Doors Greatest Hits 11/9
Bare Naked Ladies Maroon 11/9
Madonna Music 18/9
Paul Simon You're The One 2/10
Green Day Warning 2/10
Chris Rea King Of The Beach 2/10
Ali Saints Saints And Sinners 16/10
Enya the 30/10
Cleopatra Stepping Out 6/11
Rod Stewart tbc 13/11
Artful Dodger All About The Stragglers 27/11
The Pretenders Greatest Hits tbe

WMTI’s director of TV marketing
Matthais Bauss is running a major
promotional campaign for The Doors.

o It’s the start of an 18 month market-
ing plan on The Doors,” Bauss says
which will coincide with “next year
[being] the 30th anniversary of Jim
Morrison’s death in July.” As well as
the Best Of 2CD compilation, the
campaign will feature club remixes of
Riders On The Storm as well as reis-
sues of the group’s original albums.

At London Records, “All Saints’ is
going to really be the big one”, accord-
ing to Mark Haddon from the label’s
international department.“[It] went
to radio on August 22 and the general
consensus is people love it,” he adds.
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The state of Independents

Whether the jazz renaissance of the late '80s was a direct
result of the CD revolution, changes in the music, the
cyclical nature of the public’s interest in jazz or a combi-
nation of factors remains debatable. But what’s not in
doubt is that a number of independent labels were there
before the revival, during its resurgence, and now, when
the market has once again fallen on hard times.

Terry Berne looks at how indie labels all over Europe

form the true backbone of contemporary jazz.

n the wake of the CD bonanza of

the mid to late ’'80s, the major

record companies, which had

reaped a rich harvest by transfer-

ring their vast back catalogues of
jazz to the new format, resuscitated
inactive but historically important
imprints like Verve, Blue Note and
Impulse!, creating new departments
dedicated exclusively to recording and
marketing jazz. Meanwhile, numer-
ous independent jazz labels were
launched throughout Europe.

This frenetic activity had the
appearance of a revival, and coincided
with the spread of major retail chains
across the Continent, which further
fuelled the frenzy. A plethora of new
artists appeared on the scene, many of
whose hugely hyped profiles eclipsed a
generation of musicians that had
struggled for recognition during jazz’s

dark ages, when the music was all but
ignored in favour of pop and rock.
Some veteran players, like Joe
Henderson—whose 1991 album for
Verve, Lush Life, became one of the
best selling jazz albums of the decade
and made the saxophonist one of the
most popular jazz artists in the
world—benefited from the renewed
interest in jazz.

Many of the new labels also flour-
ished, even as competition for retail
space and media attention increased.
Gradually, though, the market became
saturated, and the reality of diminish-
ing returns came home
to roost.

No one denies that =
the current situation
for jazz is a difficult
one, even for the major
labels. What’s surpris-
ing, then, is that during
all the ups and downs
of the last two decades,
a number of indepen-

dent labels, launched during the mid
to late 70s—a time when the majors
were abandoning the jazz ship en
mass—have quietly remained afloat,
sustaining and propelling jazz toward
its always uncertain future. Many of
these labels have now surpassed their
first quarter century, apparently
immune to the turbulence of the
market.

Outlet for musicians
“Igloo was created because there was
little interest from major companies
in jazz,” says Christine Jottard, MD of
the Brussels-based label, which was
founded in 1978. “There were lots of
good musicians and they had no out-
let, so the label was necessary. And
because there was not a lot of jazz
recordings at that time, we gained a
lot of attention from the media.”
Igloo followed the
path of similar labels
in other countries.
When both the public
and the industry re-
discovered jazz at the
beginning of the CD
era, the label found
itself competing with
the re-entry of the
majors into jazz, as
well as with newer
start-ups. The develop-
ment of jazz education
in erstwhile tradition-
bound conservatories, also amplified
the music’s overall profile. The result
was ap increase in the number of
releases fighting for shelf space at
retail, for media attention, and for
airplay opportunities at radio.

“At the beginning radio formats
were not so rigid,” Jottard notes,
“that’s changed in the last several
years, and now there is a lack of pro-
grammes for jazz.”

The label’s collaboration with
NetBeat, a UK-based web site dedi-
cated to independent labels, compen-
sates somewhat, although Jottard
feels that the Internet
as yet is not a solution
to the ills of the jazz
marketplace. “What’s
needed is more promo-
tion,” she says, “and
retail is little interested
in jazz.”

Initially focused on
the local market, Igloo’s
productions eventually

Alex
Wilson

Red Records’ Mb Serg:o'
Veschi (left) with sax
player Bobby Watson

evolved toward international distrib-
ution, though the label—which is sub-
sidised by public funds—still focuses
almost exclusively on Belgian artists.
Igloo releases between five and 10
CDs annually, and has recorded virtu-
ally every important Belgian jazz
musician. “We’re always trying to
work with new generations of musi-
cians, without losing sight of the
historical view,” says Jottard.

Jazz history is also important to
Dutch label Timeless, and
its series of historical
recordings from the first
golden age of jazz are
informative and carefully
produced sonic docu-
ments coveted by collec-
tors, though the main
focus is on modern jazz,
with forays into fusion
and other styles. Founded
by Wim and Ria Wigt in
1975, the label is actually
an offshoot of one of
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Europe’s principle jazz concert and
tour promoters. Indeed, their experi-
ence as promoters gives them a par-
ticularly acute view of the European
jazz scene.

“There’s lots of lost energy in the
jazz market,” observes Ria Wigt. “The
cost of recording, marketing, advertis-
ing have all increased. Retail, along
with everyone else, has begun cutting
costs, in presentation, in sales staff.
Buyers are having a harder time find-
ing the product, and sales
people are often not so
knowledgeable. And all
the labels are struggling
for the attention of buyers.
Profit margins are less
than before.” Market con-
siderations have forced
the label to reduce its
release schedule from 50
CDs to just half that now.

Internet hopes

With a 600-strong cata-
logue, and a stagnant
market, sales of CDs at concerts has
become an important secondary
source of income for Timeless. Mail
order is another major source of sales
for most of these labels, and looks set
to be complemented by the Internet
for the time being, not replaced by it.

While Wigt is uncertain if the older
demographic—a significant percent-
age of the jazz audience—actually
uses the Internet, Alan Bates, presi-
dent of London’s Candid Records,
doesn’t see online sales threatening
traditional methods of selling records
any time soon. He does see the prolif-
eration of formats—such as CD-R and
MP3—as drastically changing the
industry landscape, however.

Candid was originally founded in
New York in 1960, but remained inac-
tive for 25 years, until it was acquired
by Bates in 1988. Now, in addition to
its formidable catalogue of legendary
recordings by the likes of Charles
Mingus, Eric Dolphy and Coleman
Hawkins, it records leading jazz acts
on both sides of the Atlantic to the
tune of some 20 releases per year.

Candid recently changed artistic
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Universal Jazz...

Christian McBride Band “Sci-Fi”

A diverse collection of material - from straight ahead jazz
to fusion, R&B to Pop. With Special Guests: Herbie
Hancock, Dianne Reeves, Toots Thielemens, James Carter

Mardi Gras.BB “Supersmell”

“a——— Mardi Gras.BB produce fat secondline-grooves and
nn [ @S, N mag.
@RDI" Gﬂ BB = funk with'a motown flavour and Afro-Cuban vibe. A

new blend of soun that is unique.

Danilo Perez “Motherland”

In Motherland, Perez absorbs and revitalizes a wide range of musical
interests and passions from classic jazz and post-bop, o folk and
world music influences that are as.surprising as they are
exhilarating. Includes v:rtu&so performances by.amongst many
others, Richard Bona Claudia Acuna, Luciana Sousa, Hegi a Carter and
John Patitucci

Silje Nergaard “Port of Call”

Norwegian singer/songwriter Silje Nergaard charts
traditional jazz classics with contrasting
interpretations of popular hits such as “If you live
somebody” as well as showing us her own unique
songwriting talents. )
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policy in response to changing times,
and now signs artists exclusively, and
concentrates on their development.
Says Bates: “As tastes, ideas of music,
and lifestyles have changed, I sub-
scribe more to the theory of giving the
people what they want and not what
I think they should have. No one
wants to hear a tenor and rhythm
section anymore, there are too many
other exciting things happening in
jazz. The market is very fragmented,
and there are a myriad of styles.”

And while not cutting back on
releases, he is being more selective.
To ensure greater control, Bates says
he will focus more on artists resident
in the English capital, “probably the
most creative city in the world.”

The label has also moved, like
many others, into Latin repertoire, a
trend he sees as here to stay. “Latin
influences
are now part
and parcel
of the cul-
ture,”  he
E says.
| A major

problem for
Bates is the
| lack of agency
management
structures for
jazz  artists.
: A “Labels have
to do everything these days,” he
asserts. “Artists depend totally on
their record company.”

Alan B_a!e

-

importance of sponsors
However, some record companies
depend on their sponsors to help
defray costs of important but commer-
cially risky recordings. The role of
sponsors in supporting jazz, both on
record and in performance, is under
appreciated. An example is Swiss label
Hat Hut Records, whose 15 year rela-
tionship with the Swiss Bank
Corporation ends this year following a
merger. A statement posted by MD
Werner X. Uehlinger on the label’s web
site affirms: “Because of their vision
and trust in us it has been possible for
Hat Hut to produce many recordings
of previously unknown performers and
composers without regard for the pro-
ject’s commercial potential... It also
gave us the opportunity to reach many
new listeners with music that they
might otherwise never experience, and
in so doing expand the audience for
new music and the arts.”

Free jazz was Hat Hut’s prime tar-
get when it began in the mid-70s, but
quickly moved into contemporary
classical music, championing com-

posers like John Cage and Milton
Feldman. Now the label manages to
release between 20 and 30 albums a
year, just over half representing con-
temporary jazz. Until a new sponsor
is found the direction Hat Hut will
follow is uncertain.

Profitability

Profits from jazz, even at the inde-
pendent level, are of course possible,
if not the norm. Otherwise jazz would
just be a rumour from across the
Atlantic. Italy’s Red Records, inti-
mately tied to the Milan jazz scene, is
generally profitable, according to
president Sergio Veschi. The five to
seven titles a year normally sell
between 1,000 and 10,000 units
(though a Chet Baker disc did three
times that). In its nearly 25 years on

Pooelnmlion by mgy gon Bone od o

the scene the label has managed to
build an international reputation
equalled by few other labels. Like
Francis Dreyfus in France, Veschi
encourages the musicians he records
to create projects in common; thus
many of his favoured artists appear
on numerous releases, whether as
leaders or sidemen.

Though Veschi claims that it’s
more difficult than ever to sell product
outside his home territory, Red
Records’ profile, with acclaimed
recordings by the likes of Bobby
Watson, dJerry Bergonzi, Kenny
Barron, Steve Grossman, Ray
Mantilla and Cedar Walton, as well as
the creme of Italy’s players, is as high
as any Furopean indie. Recent years
have seen the launch of the label’s
web site, as well as its promotional
magazine JazzNotice, distributed to
customers via mail order, and at retail
sites and festivals throughout Italy.

If the majority of independent
label managers complain about the
unfair advantages enjoyed by the
majors—stronger promotional clout,
more marketing muscle, better place-
ment at retail, dedicated evenings at
major festivals—it’s also evident that
with imagination, persistence, and
above all, outstanding recordings,
survival in today’s rapidly changing
music market is not only possible, but
necessary, and both the musicians
and their public seem to know it.
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Surely the summer’s most surprising one-two punch was the simul-
taneous release of two wildly different new Warner albums by
multi-reedman James Carter that
confirm him as one of the two or
three most consistently satisfying
mainstream players of his gener-
ation. Mainstream is not to imply
either conventional or unadven-
turous, just that he shows an
explicit respect for tradition.
Carter is in fact as radical in his
approach to the past as he is
brazen in the liberties he takes
with it.

Chasin’ The Gypsy is a richly
textured take on the the music of
Django Reinhardt, full of offbeat
arrangements and intriguing
instrumentation. The leader’s unusual bass and mezzo saxes, the
singular percussive touches, the pairing of guitar and accordion,
and Regina Carter’s fluid violin, offer an entirely new, entirely
modern rendering of the Hot Club’s famous sound. Layin’ In The
Cut, meanwhile, is a slice of progressive avant-funk that allows
Carter free rein to cut loose energetically amid a layered electric
groove featuring guitarist Marc Ribot and drummer G. Calvin
Weston. Knockout.

Martial Sefal

James Carter

Speaking of tradition, pianist
Martial Solal reinvents it with his
sophisticated arrangements of a
handful of Ellington classics for
12 piece orchestra on
Dodecaband Plays Ellington
(Dreyfus). If Ellington was a
veritable Mozart in his ability to
tackle a nearly inconceivable
range of styles, he was—also like
Mozart—particularly concerned
with orchestral colour. Solal’s
charts are full of shifts in dynam-
ics, changes in meter, bursts of energy followed by sudden calm,
dueling solo breaks and constant musical drama. The pianist and
his cohorts navigate these rapids like a taxi speeding through a
New York night. Ellington here is pure inspiration, and far from
plumbing the depths of these tunes, the Dodecaband take them to
one of many possible, beautiful extremes. | =

Three notable recent releases: In The
Moment (Blue Note) is the title of Dianne
Reeves’ latest set, recorded live in Los
Angeles. As we’ve come to expect from this
versatile vocalist, the programme is var-
ied, with a mix of jazz, R&B, folk and
gospel songs. Even at her most pop inflect-
ed, her voice is imbued with both lyric
emotion and clear-toned jazz musicality,
with just enough blues edge to leave her
audience—and listeners of this breathtak-
ing CD—breathless.

Both Reeves and James Carter appear on Christian McBride’s
Sci-Fi (Verve) which sees the acclaimed bassist essaying a variety
of pop and jazz tunes, including Steely Dan’s Aja and legendary
bassist Jaco Pastorious’ Havana, as well as several originals.
McBride deftly manages to bridge all preconceived categories with
thoughtfully developed and played arrangements.

Steve Turre’s Spur Of The Moment (Telarc) finds the trombonist
venturing into three distinct musical realms: the blues, modal jazz,
and Latin jazz. What’s unusual is that each style features a differ-
ent all-star rhythm section. No less than Ray Charles plays the

blues with Turre,
Christian while pianist
McBride Stephen Scott,
bassist Buster
Williams and drum-
mer Jack

Dedohnette jam to
modes. Cuban super-
star Chucho Valdes
of Irekere fame takes
the Latin honours on
this fine album.
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Stacey Kent

Labels that keep the flame alive

London based Candid was originally
founded in New York City in 1960. In
just under a year of frenetic work,
artistic director and renowned jazz
critic Nat Hentoff built up a catalogue
of now classic recordings by the likes
of Charles Mingus, Max Roach, Abbey
Lincoln and Cecil Taylor. Inactive
for 25 years,
Alan Bates
relaunched the
label in 1988.
Current
artists include
chanteuse
Stacey Kent
(whose upcom-
ing Dreams-
ville will be
out in Octo-
ber), pianist
David Newton,
trumpeter

————~— Terell Stafford,
alto player Donald Harrison and
Latin pianist Alex Wilson, whose lat-
est CD, Anglo-Cubano, was recorded
in Havana.

Contact: (+44) 20 8741 3609; fax:
8563 0013.

CHALLENGE RECORDS |

™

2 2% - f

Founded in 1994 by Anne De Jong
and Chris Ellis, and located in
Arnhem, The Netherlands, Challenge
is one of the most ambitious of the
newer European jazz labels, and has
quickly accrued an
eclectic roster of
mostly Dutch and
American  artists.
Along with refer-
ences by Clark Terry,
Gary Bartz and Bob
Brookmeyer, excel-
lent recent CDs by
keyboardist Jasper
Van T Hof, altoist
Benjamin Herman,
trumpeter Eric §
Vloeimans, and The
New Cool Collective, #

More than 200 labels regularly release jazz or jazz-relat-
ed albums in Europe. Of those, about a quarter focus
primarily on jazz. France’s recently formed independent
label organisation Les Allumés du Jazz alone counts
some 40 members. So-called artist’s labels—launched
by musicians to release their own work—have proliferat-
ed in recent years, and the potential of the Internet and
other new technologies promises a veritable explosion
of such boutique labels. Still, as long as traditional retail
and distribution models survive, conventional labels will
continue to define the marketplace.

To highlight the diversity of the sector, Terry Berne
profiles some of the prominent European labels.

attest to the high qual-
ity of the Dutch jazz
scene.

Sub-label A Records
features younger, usu-
ally local players.
Contact: (+31) 26.339
7020; fax: 339 7029.

Created in 1991 by
Francis Dreyfus, this
quickly became one of Europe’s most
successful jazz labels, propelled by a
superb roster of artists including sax-
ist Steve Grossman, accordionist
Richard Galliano, guitarist Bireli
Lagrene, The Mingus Big Band,
organist Eddy Louiss, violinist Didier
Lockwood, and especially Michel
Petrucciani, the recently deceased
pianist who became
something of a jazz

superstar. Elegant
packaging, imagina-
tive programmes,

provocative collabora-
tions and excellent
sound are the hall-
marks of this French
imprint.

Contact: (+33)1.53 81
4000; fax: 5381 4030.

The label which rede-
fined jazz for an entire

BL@UE

Bugs Henderson “weartorobe again” (e nst o, st 150 Je iss)

The greatest and legendary Guitarist from TEXAS
GATEFOLD DIGIPACK CD WITH 4 PAGES BOOKLET {BFBL 001} T-SHIRY AVAILABLE

FLAME

E < o R D s

“THE LOST PASSIOY™ PRESENTS:

Honey Davis “my Heart arracked me”
Sideman Guitarist with Charles Brown and Solomon Burke.

GATEFOLD DIGIPACK D WITH 4 PAGES BOOKLET (BFBL 007) T-SHIRT AVAILABLE

BLUE FLAME PROJECT
volume 1
“In Aid of Amazonian People”

¢dm1'/y 5¢‘y/£’ “Live Style”

The Debut Album of one of the greatest Italiun Blues Band

GATEFOLD DIGIPACK D WITH 8 PAGES BOOKLET (BFBL 003} T-SHIRT AVAILASLE

AMAZING BLONDEL - toresgn rietd o is torever engiana-

GATEFOLD DIGIPACK D WITH 8 PAGES BOOKLET (BFFK 001) LIMITED EDITION PICTURE DISC (BFPD 001) + T-SHIRT AVAILABLE

{Live Abroad 1872)

The most historical british Folk Band

GATEFGLD DIGIPACK (D WATK 16 PAGES BOOKLET & POSTER BFCD 001)
LIMITED EBITION PICTURE DISC {DEPD 002) + T-SIRT AVALAIBLE

The Music helping the Couse of the Amozanicn Indios

Potick WM

Ol oven Mhe Place”
The Country Folk Sound from Connecticut
GATEFOLD DIGIPACK CD WATH 8 PAGES BOOKLET (BFFK 002)

DISTRIBUTED BY: DRAGON RECORDS
Via ). da Tradate, 11 - 20155 Milano - ltaly - Tel. +439-02-32.72.235 - Fax ++39-02-32.72.232
E-Mail: goldrano@micronet.it - www.blueflamerecords.com

generation. Pristine
sound, evocative
cover art, and a
decidedly European
aesthetic—even
while harnessing the
musical energy of
some of the most
important American
jazz musicians—have
elevated  Manfred
Eicher’s hugely influ-
ential label to iconic status. Keith
Jarrett, Pat Metheny, Dave Holland,
Jan Garbarek, John Surman, Jack
Dedohnette, Paul Motian, Egberto
Gismonti, Ralph Towner, and dozens
of other artists came to prominence
on the Munich-based imprint, which
helped put European players on a par
with their New World colleagues.

Contact: (+49)89.851 048; fax: 854
5652.

( . o

Le n l A records

Nearly 30 years of recording the
gamut of American, European and
Asian jazz makes this Munich label
among the oldest independent jazz
houses on the Continent. Founded by
Horst Weber and  Matthais
Winckelmann, the two formally split
the company in 1986 in order to bet-
ter satisfy their differing business
and production philosophies. While
A&R matters are now strictly sepa-
rate, the partners share the Enja logo,
and jointly run one of the largest jazz
publishing concerns in the world.
With few concessions to a notori-
ously fickle market, the label has
remained true to its ideal of the
broadest range of styles.
Contact: (+49) 89.161 777 or 165
172.

E——-*.*—*j:‘-f*,——*z Created in

' | 1986 by

. ° | Michel
i1Orier,

LABEL’ BLEU‘J Label Bleu

| e is an off-
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shoot of the Maison de la Culture
d’Amiens. Dedicated to documenting
the best European jazz and its
encounters with its American coun-
terpart, the imprint forms part of a
larger cultural project, which includes
the city’s annual jazz festival, record-
ing studios, performance spaces and
concert activities. Its more than 100
releases include titles by such key fig-
ures as Henri Texier,<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>