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M&M chart toppers this week

Eurochart Hot 100 Singles
MADONNA

American Pie
(Maverick/Warner Bros.)

European Top 100 Albums
SANTANA

Supernatural
(Arista)

European Radio Top 50
ALL SAINTS
Pure Shores

(London)

European Dance Traxx
CHICANE

Don't Give Up
(Xtravaganza)

Inside M&M this week

MCA's NEW WINNING WAYS
Once dubbed the "Music Cemetery
of America," MCA Records has

achieved a remarkable
turnaround and is now
a hot label with massive
international credibili-
ty. M&M talks to presi-
dent/CEO Jay Boberg.
Page 7

MOSES KEEPS THE FAITH
Ten years after its first release,
a re-release of German hip -hop
artist Moses P's The Bastard
Looking For The Light on his
own 3P label enhances his repu-
tation as self-styled "pioneer of
the national hip -hop movement."
Page 9

POLYDOR NO MORE IN ITALY
The Polydor name will disappear
from Italy when the label merges
with the Universal label division,
bringing Universal Music Italy
into line with the group's other
international operations. Page 2

EMI moves into Internet radio
by Emmanuel Legrand & Jon Heasman

LONDON - EMI has become the
first major record company to offi-
cially launch Internet radio ser-
vices, with a stated goal of exploit-
ing the full depth of its catalogue.

The UK -based music giant has
signed a non-exclusive deal with
Chicago -based Internet company
RadioWave.com "for the production
of branded, Internet -only radio

channels."
In addition to a round-the-clock

stream of music, the channels will
provide artist biographies,
discographies and links to
retailers to enable visitors
to purchase records and
related merchandise.

The first Internet radio station to
be launched under the agreement is
jazz channel Blue Note Radio
(www.bluenote.com), which debuted

two weeks ago using the extensive
catalogue of Blue Note Records.
According to an EMI statement,

"additional branded channels
are currently under develop-
ment," although company
sources declined to discuss the
projects more specifically. It is

certain, however, that the channels
will cover niche music genres cur-
rently underserved by terrestrial

continued on page 21

EMI

Echos of latin & rap in Hamburg
HAMBURG - Germany's Echo 2000
awards had a distinctly latin rhythm
as local hero Lou Bega
(Lautstark/BMG Berlin), Ricky
Martin (Columbia/Sony) and
Buena Vista Social Club
(World Circuit-TIS/eastwest)
picked up five accolades
between them at Hamburg's Congress
Centrum venue on March 9.

Rap and hip -hop were also well

represented-both national male
artist (Xavier Naidoo) and national
female artist (Sabrina Setlur) awards

went to Moses Pelham's 3P
label signings, underlining the

hop guru on the rap and R&B
genres. German rap group Die

Fantastischen 4 (Columbia/Sony) won
the national group title.

continued on page 21

The Spice Girls were honoured with a lifetime achievement award at
this year's Brit awards ceremony in London on March 3, during which
they performed material from their forthcoming album as well as some
of their classic hits. Full Brits report and more pictures, page 9.

Noa finally set
for global push
by Robbert Tilli

release of her
seventh album, Israeli singing star
Noa finally looks like repeating her
domestic success in Europe. A recent-
ly -inked worldwide recording contract
with Mercury Holland will see her
new album Blue Touches Blue
released across the continent on
March 13.

In France, Germany and Spain the
album, which is a European priority
for Universal, will be out on Polydor.
Mercury Holland managing director
Kees van Weijen explains how his
company got to work with
Noa. "After the Univer-
sal/PolyGram merger and
the subsequent restruc-
turing, Noa's deal with
Geffen US was taken
over by us. Through her
longstanding relationship with Uni-
versal Music Holland president/CEO
Theo Roos it was the logical step for
her to be signed to our company."

Van Weijen is confident that Noa,
who already has a loyal fan base in
France, Italy and Spain, will now

continued on page 21

EBUT SINGLE "LUCKY STAR"
NO.1 IN EUROPEAN CLUB CHAR
CHARTED IN 8 EOM COUNTR
IN AIRPLAY CHARTS IN TO EUROPEAN COUNTRIES

TAKEN FROM THE ALBUM "HOLDUP"



THE J4yc1P MUSIC GROUP

The most successful indipendent Italian Label

(ANDREA BOCELLI, FILIPPA GIORDANO and ELISA)

is proud to announce the partecipation of

AVION TRAVEL,

GERARDINA TROVATO

and ALESSIO BONOMO
at the forthcomin

AVION TRAVEL GERARDINA TROVATO ALESSIO BONOMO
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

It was bound to happen. Half jokingly a few weeks back
we threw in the idea, in this column, of Universal launch-
ing a jammin' oldies station -because, as the owners of
Motown which provides a lot of the content for this for-
mat, they would be in a good position to do it.

Well, this week, a major company crossed the line and
will be launching specific thematic and targeted Internet
stations. The first station created under the deal EMI has
just struck with RadioWave.com is Blue Note Radio. It's
so simple that it's surprising no one thought about it
before. Here is one of the most recognisable brands in
music, a label which exemplifies jazz, with enough reper-
toire and covering enough periods to sustain the pro-
gramming of a dedicated station.

Of course, some label -branded Net stations have
already appeared here and there, but they were usually
the brainchild of indie labels. This time, it's one of the key
music industry players entering the game-and, more-

over, a player which will become one with another big
name in a few months' time. It is not very difficult to
imagine the kind of radio services giants such as Warn-
er/EMI and Universal could concoct with such depth and
scope of repertoire.

For the label, it's an ideal situation. At a minimal cost,
they capitalise on a brand, keep their repertoire alive and
build a direct relationship with the audience.

That said, labels are probably going to take a cautious
approach to the development of such stations. If they are
a good way to exploit current and past repertoire, they
also carry the germs of possible conflicts with broadcast-
ers, in the same way that labels' entering e -tailing creates
friction with established bricks -
and -mortar retailers.

What is happening in this field
is typical of the state of confusion
in today's music model, and at the
same time it highlights the fantas-
tic opportunities for record compa-
nies to create new channels to pro-
mote and distribute their music. It
is still in the making, but already
full of promise.

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

Spain's Premios take shape
MADRID - The three nominees in
each of the 35 categories of Spain's
Premios de la Miisica Awards have
been announced, together with the
creation of a new Academy to promote
Spanish music abroad, organise the
show from next year, and choose a
new name for the event.

The fourth annual Premios de la
Ml sica will be staged on April 6 by the
Spanish authors' and publishers' soci-
ety SGAE and the artists' society ME.
It will be the inaugural event at
Madrid's recently covered 6,000 -capac-
ity Vista Alegre bullring, and is sched-
uled for live airing by public TV net-
work TVE. It is, along with Novem-
ber's Premios Amigo, organised by
labels' association and IFPI affiliate
AFYVE, one of the Spanish music
industry's two big annual celebrations.

Veteran singer/songwriter Jaoquin
Sabina, singer Luz Casal and latin-
pop group Cafe Quijano have won

most nominations this year. Sabina,
who is still able to write youth
anthems at the age of 51 and whose
album 19 Dias Y 500 Noches has sold
more than 500,000 units in Spain,
took five nominations: pop author,
pop artist, song, album and video.

Luz, whose album Un Mar De
Confianza has sold more than
300,000 units, has four: pop author,
pop artist, album and
video. Cafe Quijano, whose
debut album La Extraordi-
naria Paradoja Del Son
has sold nearly 200,000
copies, also take four nomi-
nations: pop author and
new author for group
leader Manuel Quijano,
new artist, and song.

Two nominations each
went to Andres Calamaro
and rock group Dover, both for rock
author and rock artist. 15 -year -old
newcomer Tamara is also recognised
in the Spanish song artist and new

artist categories. Nominees are voted
for by the near -15,000 members of
SGAE and ME.

Before the nominees were
announced, SGAE executive president
Teddy Bautista revealed that SGAE
and ME have created an Academy of
Music Arts and Sciences, which
through education schemes and schol-
arships will help promising musicians

and disseminate Spanish
music abroad. "It will fight
the vulgarisation of music,"
said Bautista later.

One of its tasks from
next year will be to organ-
ise the Premios de la Mnsi-
ca, and to choose a livelier
name for the event which
currently translates sim-
ply as "Music Awards."

"The academy will
include all sectors of music, including
those that have only a tangential link
with the [commercial] music indus-
try," Bautista added.

MTV joint venture set for Poland
by Tayfun Kesgin

WARSAW - MTV Networks Europe
has set up a joint venture with the
TV arm of United Pan -Europe Com-
munications (UPC), Europe's biggest
broadband communications compa-
ny, to launch a national MTV net-
work in Poland in July.

At a press conference in Warsaw
this week the parties confirmed they
will each hold a 50% share of the new
channel, MTV Polska, which will pool
resources with existing Polish music
channel Atomic TV, launched in 1996
by UPC company Ground Zero Media
Sp., to provide 24 -hour broadcasting
in the national language. Total reach
will be approximately three million
households.

MTV's English programming has

been available in Poland for nearly a
decade via cable TV and satellite, and
has been reaching up to 1.4 million
households.

VH-1 is also planning the intro-
duction of local programming with
the launch of VH-1 Polska
later this year, but prior to
that the English version of
the channel will be made
available via satellite and
cable at the same time that
MTV Polska goes on -air. Both new
channels, which will be produced in
local studios in Warsaw, will be fed
into several cable networks through
the UPC -owned Wizja TV DTH plat-
form. Broadcast and up -link capaci-
ties will be supplied through the MTV
broadcasting centre in London.

Recently appointed MD of MTV

MUSIC TELEVISION'

Central, Christian zu Salm, says her
channel's Polish expansion is "merely
the beginning of an aggressive region-
al phase of expansions of MTV Net-
works Europe. Soon, there won't be
one single `MTV -gap' left in Europe."

In Poland the joint ven-
ture has been welcomed as a
valuable contribution to the
long-awaited boost for the
national music industry.
Martin Goswami, pro-

gramme director of Wizja TV
explains: "All our research, the reac-
tions from our viewers and discus-
sions with the music industry show
that the combination of Atomic's local
know-how and MTV's international
strength will enable us to supply our
subscribers with the best music TV
Poland has ever seen."
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Radio France pushes Le IVouvi
by Emmanuel Legrand

PARIS - Public youth -oriented rock
station Le Mouv' is expanding this
summer from its home base of
Toulouse in the south of France, and
will gain close to three million addi-
tional potential listeners in the cities of
Lyon, Marseille and Paris by taking
over frequencies used by full -service
stations broadcasting under the FIP
moniker. The changes are part of a
massive reorganisation plan affecting
public broadcaster Radio France's net-
work of local stations.

The plan, which was confirmed by
Radio France president Jean-Marie
Cavada on February 23, still needs to
be approved by the corporation's board
in April and reviewed by broadcasting
authority the CSA. It will eventually
affect 14 million listeners and involves
the reassignment of different pro-
gramming to local stations.

"It is a very touchy and political
issue," says a
source, "so there is
still no guarantee
that it will go
through." Cavada
says that change
could bring "pain
and tears," but
argues the corpo-
ration has always
succeeded in its
innovations.

French indie
labels organisation

UPFI has expressed "worries" about
the proposed Cavada plan. According
to the UPFI, "FIP is the only radio net-
work which has programming open to
all types of music, especially jazz and
traditional music, and which devotes
such space to new French talent."
UPFI has asked Radio France, the
ministry of culture and the CSA to
ensure the development of Le Mouv'
does not affect the future of FIP.

Marc Garcia, director of Le Mouv',
admits that there are still many ques-
tions to be finalised, but is delighted
that "with the plan, the station will

triple its reach."
Le Mouv"s listenership doubled

between the summer of 1999 and the
end of the year to a 4% cumulative
reach, representing close to 24,000
daily listeners in Toulouse. "It seems
that an alternative [radio] offering in
a city with a large student base is
valid, and if it worked in Toulouse, it
can work elsewhere," says Garcia.

He adds that the programming
will evolve accordingly. "The strength
of our programming is that it is
localised," he explains. `We are cur-
rently looking at different options,
one of which could be networked pro-
gramming with some local opt -outs."

Le Mouv"s music programming has
already undergone some evolution in
the past year. The rock output, which
was in the region of 30-40% before the
summer of 1999, had increased to 75-
80% by September. The station plays
very few gold titles and takes pride in
being an outlet for newer music. Gar-
cia reacts strongly when asked if Le
Mouv' isn't simply a copycat of Paris -
based rock station OUT FM.

"We're not a copy," he asserts.
"We tend to add new songs quicker,
and the main difference is that we
target the 15-25 demographic while
Om FM is targeting 25-35s. In a
way, we are a youth version of Om
FM and the kiddie version of [soft
AC] RTL2," he jokes. Garcia says
that the role of a public broadcaster
is to offer what is not available else-
where on the market, hence the
choice to support rock music
because the genre is neglected by
France's major national networks.
"If rock was endorsed by other
national networks, we might look at
something else to do," he says.

"I've been inspired by [the UK's
BBC] Radio 1, which offers an alter-
native to what commercial broadcast-
ers offer," Garcia concludes. "Being a
public service means that our mis-
sion is to take our listeners into con-
sideration, treat them as adults and
try to encourage them to discover
new things."

Warner names
by Terry Heath

LONDON - Warner Music
tional chairman & CEO
Shrimpton has an-
nounced the appoint-
ment of Thomas Starck-
johann as vice presi-
dent, marketing for
Warner Music Europe
with immediate effect.

Starckjohann, who
was previously manag-
ing director of German
company Global New
Media, will be based in
London and report
directly to Shrimpton.
He will oversee all marketing activi-
ties for Warner Music International
affiliate and US label repertoire
throughout Europe, -and be responsi-

Interna-
Stephen

marketing VP
ble for the division's marketing and
promotion staff.

Mark Foster, whom Starckjohann
replaces, was recently named senior

vice president new
media, Warner Music
International.

Shrimpton comment-
ed in a statement on
Starckjohann's experi-
ence in the music indus-
try, saying, "He fully
understands both inter-
national repertoire and
artists and has proven
management skills."

Starckjohann's pre-
vious experience in-

cludes buying for Hamburg record
retailer Michael & Co., and manage-
ment positions with Deutsche Gram-
mophon, A&M Records and Polydor.

Benoot brings back
Nostalgie to Flanders
by Marc Maes

ANTWERP - Peter Benoot, former
head of Radio Bavo/Wilrijk, has con-
cluded an agreement with south Bel-
gium's Radio Nostalgie to carry the
network's gold format and name in
Belgium's northern, Dutch -speaking
region of Flanders.

Benoot's plans constitute a
relaunch for Nostalgie in
Flanders, where a Nos-
talgie-branded network
was formerly operated by
VLAM (Vlaamse Audiovi-
suele Maatschappij), the
owners of Flemish CHR
network Top Radio. When Top Radio
was acquired by Vlaamse Media
Maatschappij (which operates TV sta-
tions VTM and Kanaal 2) Nostalgie's
Flanders outlets were re -named
Radio Mango, a family oriented AC
network complementary to Top
Radio's dance format.

Benoot is convinced that Radio Nos-
talgie's oldies format is still viable in
Flanders. "Nostalgie's gold format is
very attractive to the 25-55 age group,"
he asserts. "Contrary to strictly gold

stations, we want to move away from
the flower -power '60s image and con-
centrate on the late '70s and early '80s.
We live in 2000 today, and disco sam-
ples are in the charts all the time."

Benoot set up music -intensive test
transmissions for Nostalgie from
Antwerp earlier this year, and from
March 1, news bulletins and traffic
information have now been added. "At

this stage we have
three Nostalgie sta-
tions operational. We
hope to expand with
two extra outlets
before summer," ex-
plains Benoot, adding

that "participation from the south
Belgian Radio Nostalgie will be essen-
tial to the further development of the
network [in Flanders]."

Advertising sales house IPRadio,
which has partnered Benoot in earlier
radio projects, will take on advertising
sales for the new network. It is antici-
pated that the relaunch of a Flemish
operation in addition to the existing
French language Radio Nostalgie will
bring advertisers back to the network
on a fully national basis.

NOSTALGIE

Radio demands more relevance
from Norwegian industry event
by Kai R Lofthus

OSLO - The third edition of By:Larm,
Norway's annual equivalent to the
UK's In The City event staging music
industry seminars and concerts by
unsigned acts, has prompted calls
from broadcasters for more radio -
related content.

This year's event, held in Bergen
March 2-4, drew 650 delegates from
record companies, the media and
related industries but had only one
significant seminar of mutual interest
to radio stations and record company
promoters. Its theme was why public
CHR/Alternative broadcaster NRK P3
plays too little rock music, a proposi-
tion which was widely questioned by
both media and record companies at
the seminar. Radio stations say that,
to entice them back next year, the
organisers must put radio higher on
the agenda.

Radio 102 music director Egil
Houeland says: "A debate about
whether P3 plays enough rock or not
[is] a narrow issue. I would also urge
the record companies to organise
release parties and concerts for
upcoming signed artists and major
priorities, so that we don't only get to
see unsigned bands which are likely
to remain unsigned."

Universal Music radio promotion
manager, international repertoire
Gjermund Moastuen comments: "The
organisers could, for example, have
asked the media to tell [the record
companies] what we are doing right

and wrong."
On the positive side, P3 music

director Marius Lillelien says: "There
was a lot of great music, and I have
met a lot of interesting people and
made some good contacts. That's
more important than the panel
debates."

A major piece of news to emerge
from By:Larm was the move by vari-
ous music industry organisations,
including IFPI, to launch a Norwe-
gian music export office along the
same lines as
Export Music
Sweden and the
French Export
Office. It is
believed that
the new, as yet
unnamed
organisation
will represent
Norway in an
even more focused manner at inter-
national industry events such as
MIDEM and PopKomm.

A&R executives were enthusiastic
about the potential for signing new
acts at the event. Some 140 new DJs
and bands performed during the three
days of the event, and a selection of
these have already attracted major
label interest, including Craven (Uni-
versal) and Kings Of Convenience
(Virgin). Other bands who have
recently issued recordings on their
own labels, and could arouse interest
from larger labels, include Briskeby
and Emmerhoff.

Marius Lillielien

MUSIC & MEDIA 0 MARCH 18, 2000



PUNISHING KISS, SEES
HER COLLABORATE WITH

A STELLAR LINE-UP

PHILIP GLASS.
NEIL HANNON,

TOM WAITS AND

WILL BE RELEASED ON
27 MARCH FOLLOWED

NEW FILbliM IIVIIILlibLE IN MRIICh
WWW.DECCA.COM/LJTELEMPER



NEWS

ON THE BEAT
M2M NAME CLAIMED BY BOY ACT

OSLO - Atlantic Records' Norwegian teen girl duo M2M face a legal dis-
pute with a Swedish act comprising two brothers who are attempting to
establish their rights to the name in a reported Nkr 1 million (euro
130,000) claim. The girls' debut album for Atlantic, Shades Of Purple,
was due for release in Sweden on 25 February but has been held back
because of the dispute. Brothers Magnus and Markus Lundberg claim in
Swedish newspaper Aftonbladet that "We took the name when the girls
were in kindergarten." They have reportedly called themselves M2M for
seven years, and released a single in Sweden in 1996 which sold an esti-
mated 500 copies. Warner Music Sweden legal adviser Fredrik Lundberg
is quoted in the article as confirming the claim.

NME TO LAUNCH WEB RADIO

LONDON - Historic UK music title NME is expanding the activities of its
nme.com Website through Internet -only TV and radio services. The TV

channel launched on March 2 with a 30 -minute
programme broadcasting the highlights of the
NME Premier Awards show, and the radio sta-
tion-Music Net Radio-will come on stream in
the next few weeks, featuring "masthead" pro-
grammes put together by journalists from

nme.com as well as other music consumer titles also owned by IPC Maga-
zines, such as Melody Maker, Muzik and Uncut.

www.nme.com

BMG GOES EAST
DUBAI - BMG Entertainment is becoming the second major after EMI to
establish a presence in the Middle East. BMG has set up a partnership
with Saudi Information Development Industries (SIDI), an integrated
sales and logistics company. The new Dubai -based company, BMG Middle
East EC, will take care of BMG's activities in Arabic -speaking countries
of the Middle East and North Africa. SIDI president Shuckri Bundakji
has been appointed chief executive officer of the company, which is plan-
ning to expand to Cairo, Jeddah and Beirut.

IFPI PLATINUM EUROPE CERTS.

LONDON - This month's IFPI Platinum Europe certifications include two
Brit Award winners: Best British dance act Chemical Brothers go plat-
inum with Surrender (Virgin) for sales over a million units; and Travis,
who won the best British group and best British album categories, have
achieved double platinum with The Man Who (Independiente/Sony Music).
Also certified single platinum this month are Swedish Abba tribute band
A*teens for their debut album ABBA Generation (Universal) and Enrique
Iglesias for Enrique (Universal).

SBS BUYS LAMPS! FM

ATHENS - Luxembourg -based pan-European broadcaster SBS has moved
into the Greek market for the first time with the acquisition of a 70% con-
trolling interest in Athens CHR station Lampsi FM. Lampsi FM is cur-
rently marketed to advertisers as a package alongside Athens news/talk
station SKAI 100.4 FM and music service Melodia FM 100, both of which
are owned by the Athens -based Kathimerini Newspaper Group. "Together
with our new partners we will seek to expand both revenue and program-
ming opportunities for all three stations by drawing upon SBS' research,
sales and programming skills and our partners' local presence," says SBS
chairman and CEO Harry Evans Sloan.

MIDEM's THOMAS GOES VITAMINIC

PARIS - Olivia Thomas, programme director of the MIDEM trade show,
has left the event's organiser Reed Midem Organisation (RMO) to join
Internet company Vitaminic France as VP business development. Her
brief is to develop the current catalogue of artists and labels using the
site to offer music downloads. Thomas joined RMO in 1989 as product
manager and was promoted to programme director in 1994. Vitaminic is
an Italian -based Internet company offering "a platform for prwnotion
and distribution of music on a European scale." Vitaminic has localised
sites in Italy, France, Germany, Spain, UK and the Netherlands, and will
open sites this year in Sweden and the US.

Also on the move is Marianne Rollet, who was conference manager for
the music and TV markets at RMO. Rollet will be joining French retail-
ers FNAC at the end of March, to work on the development of their Inter-
net activities. No replacements have been announced for either Thomas
or Rollet so far.

Classical Brits honour
the genre's strength
by Adam Howorth

LONDON - In recognition of the
growth in sales of classical music in
the UK, labels body the BPI is to host
the first Classical Brit Awards at Lon-
don's Royal Albert Hall on May 6.

The ceremony will fea-
ture six award categories-
four of which will be voted
for by an academy compris-
ing representatives of clas-
sical labels, radio, retailers
and orchestras-and live
performances from tenor
Andrea Bocelli, diva Cecilia
Bartoli, violinist Nigel
Kennedy and sopranos
Charlotte Church and Les-
ley Garrett. All performers
will be accompanied by the English
Chamber Orchestra.

Classical music is a growth market
in the UK with current annual sales of
13.1 million units-representing 6.6%
of all records sold in the UK each year.

BPI chairman Rob Dickins
believes it is important that the BPI
should acknowledge classical
music's importance to the industry
by giving it its own awards showcase
alongside the established contempo-
rary music Brits. "Classical music

has over recent years
spread its influence to
encompass all kinds of
markets," he says, "and in
doing so is reaching a
much wider audience.

"The Classical Brits
aims to reflect the widen-
ing of the music and the
audience," adds Dickins,
"and with the Brits team
behind it, it makes for a
great television show

which will further the development
of the genre."

A 60 -minute television special on
the Classical Brit Awards will be
broadcast in the UK on the ITV com-
mercial network on May 21.

Internet in -site
Worldpop

www worldpop com

Worldpop is striving to be the ultimate site for music fans in the younger
demographic. Coverage of artists such as Steps, Northern Line, Blink 182
and Atomic Kitten are the main interests of the experienced editorial
team, but the likes of Fatboy Slim and U2's Bono get mentioned as well.
The content is an amusing mixture of innocuous gossip, news, brief
sound -bite style interviews and reviews. Launched earlier this year by a
group of music industry professionals, Worldpop has partnerships with
Blaze Television, Wise Buddah and others which result in its branded
inserts appearing on ITV's "CD:UK" programme and on radio networks
across the UK. Its name and its own MRIB international pop charts
notwithstanding, the site is strongly British in orientation.

Chris Marlowe

Following his Lifetime Achievement Award at the Grammys in the US,
Elton John joined an intimate dinner party at Spago's restaurant in
Los Angeles honouring nominated and Grammy -winning Sony artists.
Pictured (1.-r.): Thomas D. Mottola, chairman & CEO, Sony Music
Entertainment; Columbia artist Billy Joel; Elton John.
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How the `graveyard'came alive
MCA Records has
recovered from a poor
reputation in recent times
to become one of the
hottest labels in America.
Emmanuel Legrand talked
to the label's chief
executive Jay Boberg
about how the company
has been turned around.

0 nce the joke of the world
music industry, MCA
Records was cruelly-but
with good reason-
dubbed the Music

Cemetery of America. "I also used to
call it that-it was not exactly a vibrant
or musically innovative label," smiles
Jay Boberg, the 41 -year old Californian
executive at the heart of the label's
transformation and rejuvenation.

With the recent success of artists
such as Mary J. Blige, Live, Blink
182, New Radicals, the Roots,
Semisonic and KC & Jojo, MCA has
regained the status of a "hot" label,
and its international profile has risen
accordingly.

"MCA has become a musically dri-
ven company and a more focused
company," says Boberg. The rejuve-
nation of MCA Records had started

"America is becoming more open
to some music from Europe."

Jay Boberg
president & CEO

MCA Records

in the early 1990s and took a more
consistent turn when Boberg joined
the label in 1996, not too long after
Seagram took over MCA and
renamed it Universal. After the
PolyGram/Universal merger, Boberg
was confirmed as president of the
label which became one Universal's
two West Coast outposts.

"Within the galaxy of Universal
labels, MCA's goal is to be diversified
from a musical genre standpoint and

to be solely focused on quality," says
Boberg. "Most labels put out signifi-
cantly more records than we do. We
have far less releases and
higher success rate. We
focused and very com-
mitted. We like to
believe that we can stay
with acts that we believe
in and have real artist
development in this very
difficult environment
that we have."

a much
are very

impact it had elsewhere in the compa-
ny. 'The merger did impact in the
sense that the distribution company in
America went through some changes
which I think has ended up making it

the strongest distribution
company on the market.
But it was a process to get
there," he explains.

M- C. A
MUSIC'

:AMERICA

Unscathed by the merger
However, the efforts put by Boberg
into the label could have been dra-
matically undermined in the merger
between Universal and PolyGram.
But as Boberg explains, MCA Records
was only lightly affected by the
1998/99 upheaval. "We were the label

that the press kept
referring to as
`unscathed'. I guess we
were unscathed because
it was working and MCA
was being rebuilt. The
process was on target
and on schedule and
going in a manner that
everybody felt great
about. They [Universal
Music's management]

didn't want to break something that
was working. We're totally thrilled
with that. We've had a stable man-
agement team now for over three
years which has enabled us to develop
our roster and the reputation of the
label within the artist community and
the dealmaker community-lawyers,
agents, and so forth."

Boberg says that while MCA went
through the merger quite smoothly, it
wasn't immune from feeling the

Jay Boberg: Musician turned music man
Jay Boberg's graduated from
California's UCLA as well as the
school of rock. A musician and
trained guitarist since the age of
seven, he started playing music in a
band during his college days before
getting involved in the organisation
and the promotion of concerts on the
campus of UCLA in the late '70s.
Around the same period, he started
doing some plugging work for labels
such as A&M.

Recalls Boberg: "It was very for-
mative. We booked a bunch of exciting
bands and artists-Bob Marley, the B
52s, Peter Gabriel, the Talking
Heads, and The Police." The latter
band, who were on their first US tour,
would prove to be a crucial encounter
for the 20 year -old Boberg.

The Police were managed by Miles
Copeland, who hit it off instantly with
the young would-be entrepreneur.
"Miles had this idea to start a label
and asked me to join. That final year
[at the University], my grades were
not very good," jokes Boberg.

Copeland and Boberg launched
IRS together, which started to make a
mark with acts such as REM, the Go-
Go's, Fine Young Cannibals and
Concrete Blonde.

"In the beginning it was just Miles
and me," recalls Boberg. "Because we
were a small label, I had to learn
everything." Very quickly, Boberg
looked to develop the label interna-
tionally and embarked on countless
trips to Europe.

"It was a great experience, and I
started to establish good relation-
ships with many label executives
and got to know Europe quite well.
There are not many [US] record
executives who have a similar cul-
ture, and because of this back-
ground, I think internationally.
That's also what makes MCA differ-
ent from many US labels-there's an
international game plan."

In 1994, Copeland and Boberg sold
the label to EMI and Boberg joined
MCA as president of its music pub-
lishing division, before becoming pres-

ident of MCA Records in 1996. After
the PolyGram/Universal merger,
Boberg was confirmed at his post and
has since continued to develop the
label into one of America's most active
and internationally -minded labels.

"I can't speak for other heads of
US labels, but I can observe that cur-
rently most of the heads of the
American labels have had previous
jobs that did not demand that they
built relationships overseas, nor have
an intimate knowledge of the work-
ing of international companies. Mine
did. We often made more money at
IRS outside the US.

"I had a staff of 25 people working
for me in England. We had our office
in Europe in Paris, we had our com-
pany in Toronto. I had to learn how
to hire and fire people in France,
where it is a job in itself to under-
stand the labour laws. I'm not say-
ing that the other heads of labels in
the US don't understand interna-
tional, but I had to be international -
oriented."

The other side of the
business which changed in
the merger process was

international. Boberg recalls that
during the nine months between the
merger was announced and when it
actually was consummated, the two
companies were effectively frozen.

"During that period it is fair to say
that every employee working at

Universal at that time were not 110%
focused on the records that they had.
There were issues of job security and
the future and all the rest of that
going on. That has impacted us. Now,
au contraire, we are feeling the posi-
tive impact of companies that have
been merged together. The insecurity
is gone and now the people are
focused on utilising the leverage and
the strength of the merged companies
in all territories to break their acts."

Visiting Europe
Now, Boberg is trying to make the best
of the international platform provided
by Universal's companies. He has vis-
ited at least all the major territories
and met with Universal's manage-
ment in all these countries. At the
beginning of March, he was in Europe
for the Brits and also to visit some
countries such as Germany "to see
how some of our records are doing and
present some of our new projects."

Among the new releases are
albums from Patti Labelle (for June),
produced by Jam & Lewis with songs
penned by Diane Warren; a Teddy
Riley -produced album by Guy;
Methods Of Mayhem, the new band of
former Motley Crtie's Tommy Lee;
and the first album from singer -song-
writer Leona Naess. Born in Norway,
raised in London and currently living
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