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Ronan Keating's Roller -
coaster is slowly climbing
towards the top-this
week it's the Eurochart Hot
100 Singles Sales Breaker.

we talk to rya dio
M&M chart toppers this week

Eurochart Hot 100 Singles
ANASTACIA

I'm Outta Love
(Epic)

European Top 100 Albums
THE CORRS

In Blue
(Atlantic)

European Radio Top 50
THE CORRS

Breathless
(Atlantic)

European Dance Traxx
DARUDE

Sandstorm
(16 Inch)

Inside M&M this week

NAPSTER CASTS ITS SHADOW
The ongoing Napster legal wran-
gle provided plenty of talking
points at last month's Plug.In,
the annual Jupiter Online Music
Forum in New York, as Kai
R.Lofthus reports. Page 5

DARK SIDE OF McGINTY
Acclaimed London -based dance
producer Rollo McGinty (Felix,
Faithless) has produced a melan-
choly masterpiece with his new
act Dusted's album When We
Were Young on Go Beat. Page 6

SILVER SFINKS
M&M continues its
boot -clad hike
around Europe's
summer music fes-
tivals with a trip
to Belgium's
Sfinks festival,
which this year
celebrated its 25th

anniversary. Page 6

Net threat: minister calls
for Internet licence fees
by Gesa Birnkraut

HAMBURG - The German media
industry has reacted angrily to a
federal government minister's sug-
gestion that a licence fee should be
levied on Internet usage to help
finance the country's public broad-
casters.

A new Rundfunkstaatsvertrag-
the set of media regulations which
defines and regulates public broad-
casting in Germany-is due to be
drawn up in 2005, and Germany's

finance minister Hans Eichel sug-
gested in a press interview on
August 7 with Bild am Sontag news-
paper that, "if people consume TV
and radio more and more over the
Internet, one has to react with [new]
broadcasting fees."

Back in May, the idea first found
favour with Kurt Beck, president of
the Rundfunk Kommission Der
Lander, the broadcasting commis-
sion representing Germany's 16
federal states. Beck also suggested

continued on page 17

Net gain: Online companies
will switch to industry's side
by Gesa Birnkraut & Tayfun Kesgin

COLOGNE - The music industry
will soon find Internet com-
panies on its side in helping
build a financially sound
business model for music in
the digital age.

That was the substance
of the message delivered by
Thomas M. Stein, president
of BMG Entertainment

GSA and eastern Europe and chair-
man of German music industry
association BV Phono, in his

keynote address to Pop-
komm delegates in Cologne
on August 17.

Stein argued that the
new breed of Internet -
based "virtual" record
labels will have to show
profits to their financial

continued on page 17

Kylie Minogue is pictured chatting to Radio Donna presenter Leen
Demare (left) on the Belgian CHR station's mid -morning show
Vrouwentongen on August 7.

Box set marks
'slight return'
of Jimi Hendrix
by Adam Howorth

LONDON - The Hendrix experience
could be set to rock a whole new
generation.

Following the acquisition of
tapes from Jimi Hendrix's former
manager Chas Chandler and a
legal victory over disputed copy-
rights, the family -run Experience
Hendrix organisation has teamed
up with MCA/Uni-
versal to release a
56 -song box set
commemorating the
30th anniversary of
the legendary gui-
tarist's death.

Released on Sep-
tember 12, The
Jimi Hendrix Expe-
rience features four
hours of rare and
previously unreleased music
recorded between 1966 and 1970,
and is already being described by
Universal as "probably the most
important catalogue campaign
between now and Christmas."

When Jimi Hendrix died on Sep-
tember 18, 1970 he left just four
studio albums but, as Hendrix's
sister Janie tells M&M: "He wrote
over 100 songs. You think you've
heard everything and then you
hear this!"

According to John McDermott,
who co -produced the box set with
Janie, the reason why Hendrix had
so many songs and yet spent so lit-
tle time in the studio is that "no-
one used a recording studio to write
like they do today."

Among the tracks featured on
The Jimi Hendrix Experience is an

continued on page 17

Ji(iXfl 1X

Don't miss a neat.
Get all the inside information on the issues, trends, deals and opportunities that are
happening today in the music business both in the U.S. and around the world.

SIGH UP
NOW FOR

8 FREE
ISSUES.

And as a loyal Music and Media reader, we'd like to offer you 8 FREE issues of Billboard magazine!
If after 8 weeks you agree that Billboard is an unsurpassed information source, you'll receive Billboard
every week for just f215. If you decide not to subscribe, simply write "cancel" on your first bill, return it
and owe nothing. The free issues are yours to keep.
To subscribe, simply email pbrigden@bpicomm.com or call us at +44 (0) 20 7822 8300
or contact us on the web at http://www.subscription.co.uk/billboard Quote source code MAD1

Billboard
Mee Mnic lit Tackles Tusk Issas
Ra/I/AleeMNI11.1.1/1.11,

hntslve Manua Be

1"6 111.11,11111
Mr !Plu-F""

741 7:



A
nastacia rtrraltta Love

T
he num

ber onfturopean single
F

rom
 the top 10 E

uropean album
 N

ot T
hat K

ind.

G
old in F

rance and G
erm

any. P
latinum

 in S
w

itzerland

w
w

w
.anastacia.com



NEWS

Music
Media.
Call M&M on:

tel (+44) 207 822 8302
fax (+44) 207 242 9138

For direct lines dial +44 207 822,
followed by the required extension

Publisher: Ron Betist (ext. 8312)
Editor -in -chief: Emmanuel Legrand (8318)
Director of operations: Kate Leech (8307)

Editorial
Deputy editor: Jon Heasman (8316)
Music editor: Adam Howarth (8319)
Reporter: Siri Stavenes Dove (8311)

Charts 8c research
Charts editor: Ratil Cairo (8313)
Charts researchers: Menno Visser (8322),
Beverley Evans (8321)
Charts system manager: Ray Hewitt (8345)

Production
Production manager: Jonathan Crouch (8314)
Designer: Mat Deaves (8323)

Correspondents
Austria: Susan L. Schubmayer - (43) 1 334 9608
Belgium: Marc Maes - (32) 3 568 8082
Classical/jazz: Terry Berne - (34) 91 474 4640
Dance: Gary Smith - (34) 9 3488 2180
Denmark: Charles Ferro - (45) 3369 0701
Germany: Gesa Birnkraut - (49) 4101 45930
Tayfun Kesgin - (49) 2205 908 807
Italy: Mark Dezzani - (39) 0184 223 007
The Netherlands: Robbert Tilli - (31) 20-672 2566
New Media: Juliana Koranteng - (44) 208-891 3893
Norway: Kai R. Lofthus - (47) 918 21 208
Spain: Howell Llewellyn - (34) 9 1593 2429
Sweden: Fredrik Nilsson - (46) 8 735 9750
Johan Lindstrom - (46) 8 470 3730

Sales and Marketing
International sales director:
Ron Betist (UK, USA) - (31) 299 420274;
mobile: (31) 653 194133
Sales executives: Igor Rooselaar (Benelux;
Scandinavia) - (31) 299 420274
Francois Millet/Christophe Chiappa (France) -
(33) 145 49 29 33
Beth Dell'Isola (US Radio) - (1) 770 831 4585;
Lidia Bonguardo (Italy, Spain, Greece,
Portugal) - (39) 031570056; Olav Bjerke
(Germany) - (49) 221 868005.

Sales & marketing co-ordinator:
Claudia Engel (8315)
International circulation marketing
director: Ben Eva
European circulation promotion manager:
Paul Brigden (8305)
European circulation promotion
co-ordinator: Stephanie Beames (8304)
Accounts manager: Christopher Barrett (8303)
Office manager: Linda Nash (8308)

Music & Media
50 - 51 Bedford Row, London WC1R 4LR
UNITED KINGDOM

Subscription rates: Europe: UK £170/euro 250;
USA/Canada/Rest of the world US $325
Printed by: Headley Brothers Ltd, Queens Road,
Ashford, Kent TN24 8HH

ISSN:1385-612

02000 by BPI Communications Inc.
All rights reserved. No part of this publication
may be reproduced, stored in any retrieval system,
or transmitted, in any form or by any means,
electronic, mechanical, photocopying, recording,
or otherwise, without the prior written permission
of the publisher.

Bitoard Music Group

President: Howard Lander
Vice presidents: Howard Appelbaum, Marie
Gombert, Irwin Kornfeld, Karen Oertley, Ken
Schlager, Joellen Sommer, Adam White

BPI Communications
President & CEO: John B. Babcock, Jr.
Executive vice-presidents: Mark Dacey,
Robert J. Dowling, Howard Lander
Senior vice-presidents: Paul Curran, Robert Montemayor.
Rosalee Lovett, Craig Reiss
Vice-president: Glenn Heffernan
Chairman Emeritus: W.D. Littleford

'./NU Business Medlo
President & CEO: John Wickersham

Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

In a recent TV programme, UK music pundit Jonathan
King described artist managers as "barking mad."

From Elvis Presley's Colonel Parker to -Led Zep-
pelin's Peter Grant and the Sex Pistols' Malcolm
McLaren, it's a fact that the history of music is filled
with pages of highly colourful personalities, whose egos
were often bigger and their behaviour more outrageous
than that of the artists they were representing.

Mad as they may be, managers have always been
key elements in the success of artists. Whenever
there is a major act breaking, regardless of its tal-
ent, search for the manager behind-be it Bob
Dylan (Albert Grossman), the Rolling Stones
(Andrew Loog Oldham), the Beatles (Brian
Epstein), Bruce Springsteen and Shania Twain (Jon
Landau), the Police (Miles Copeland) or the Spice
Girls (Simon Fuller).

Managers are-at the same time, and in no partic-
ular order-negotiators, chief strategists, spin doc-

tors, bankers, nannies, and decision -makers.
In recent months two experienced and seasoned

music industry executives have entered-or re-
entered-the world of artist management.

Former PolyGram executive David Munns is now
co -manager of Bon Jovi and, last week, Sony Music
Europe's top marketing man Richard Ogden
announced his plans to create a new management
company (see story, page 17).

However, both men hardly fit King's description.
They bring to their job an extended and global experi-
ence of the music business, as well as an intimate
knowledge of record companies.

In a world where "disintermediation" (or cutting out
the middle man) seems to be changing the traditional
way the music industry is run, it is
quite revealing that, when so many
executives are jumping onto the
dotcom bandwagon, Munns and
Ogden have decided to go back to
basics. No matter how much the
business model of the music indus-
try may be shaken up, there will
always be room for people working
close to the artists.

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

EMI launches Finnish dance label
by Jonathan Mander

HELSINKI - EMI Music Finland is
launching a club -oriented dance
music label next month. Nozle will
debut with the release of the single
Music in Me by local act Campaus.

Nozle will release tracks by a
variety of local club artists, such as
trance act Taito, DJ Joni Hulkkonen,
Nu Spirit Helsinki and producer
Kalle Chydenius. "Nozle's releases
will be aimed at clubs', so all singles
will also be published in 12 -inch
vinyl format-which is something
we don't usually do," explains EMI

Finland A&R manager Vellu Mauro -
la. "It is common sense to create a
separate label for this kind of music,
as DJs are very label -conscious."

Maurola-alias DJ Slow of Pepe
Deluxe, whose debut set Super
Sound was well received on the UK
club circuit-was hired by EMI
Finland around a year ago to
establish a label for club -oriented
music. He says the local dance
scene is thriving. "Helsinki clubs
have been very active in inviting
DJs to Finland, so the city has a
good reputation," he says. "Most
recently Morcheeba asked me to

arrange a DJ gig for them here."
The launch single Music In

Me-which uses a sample from a
'70s Thelma Houston track-is the
result of a collaboration between
Finnish DJ Coupe and producer
Illusion Rake.

"Finnish dance music is blossom-
ing," Rake says. "And I don't only
mean the mainstream breakthrough
of the Bomfunk MC's and Darude.
There's a thriving underground,
too." He adds: "I think Nozle is a
great thing. Up until now it has
been futile to offer our kind of mate-
rial to major labels in Finland."

Music a la carte in Spain
by Howell Llewellyn

MADRID - Spanish music website
MusicaAlaCarta.com is launching
what it claims to be Europe's first
secure -format, music -by -subscrip-
tion Internet system.

The launch of the site follows
distribution deals signed this
summer with more than 40 Span-
ish indie labels. Subscribers will
be able to download or just listen
to an unlimited amount of Musi-
c a Al a Carta.com-distributed
music by paying a single monthly
subscription at less than the cost
of a CD.

President of MusicaAlaCarta.com
Esperanza Benedicto says: "The site
rejects unprotected systems such as
the controversial MP3 format and
offers a legal alternative to services
such as Napster." He adds: "We
think this new service will amount to
an authentic revolution in music dis-
tribution through the Internet."

The new system was scheduled
to be presented during the Pop-
Komm music trade fair in Cologne
Aug 17-19 and is due to go on-line
next month. Each track featured on
the site includes information and

artwork with such added features
as cover visuals, authors' biograph-
ical details and lyrics.

It gives labels the chance to dis-
tribute their songs digitally via
systems such as Liquid Audio,
Windows Media Player or
Intertrust, all of which satisfy the

specifications of the Secure Digital
Music Initiative (SDMI) without
compromising the rights of
authors, publishers or labels.

Benedicto adds: "We believe
that the era of digital downloads
over the past three years has been
just a transition period. The future
of the music industry will pass
inevitably through these new
secure forms of consumption that
use coded systems and water-
marks."

Talmaier out at
Energy Berlin
BERLIN - NRJ's Berlin -Branden-
burg station Energy 103.4 has
parted company with its managing
director Martin Talmaier following
the release of disappointing listen-
er ratings last month.

While most of the commercial
stations increased their listener -
ship substantially in the MA 2000
annual results, CHR, station Ener-
gy lost some 3,000 aver-
age hourly listeners in its
main target group of 14 to
49 -year -olds.

Newly -appointed man-
aging director Michael
Hinz says the company
"decided to part with
Martin Talmaier in a
mutual agreement due to signifi-
cant differences in strategy."

Hinz-formerly the station's
marketing director-says the sta-
tion has already inaugurated
changes aimed at ensuring better
figures in next year's MA.

Before joining Energy in 1999,
Hinz worked as head of marketing for
the radio interests of CLT-UFA (now
RTL Group) in Germany.
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UMG dives into the bluematter
by Juliana Koranteng

LONDON - Universal Music
Group is dancing to a digi-
tal tune called bluematter
-its new 'secure' commer-
cial download venture.
Kicking off as a trial in the

US before going official
worldwide, the venture sees
UMG join EMI Music and
Sony Music Entertainment
in committing to the Inter-
net -delivered digital
platform. The music will
be delivered via net-
works hosted by Digital
Island, an e -commerce -
delivery expert based in
San Francisco with pres-
ence in 25 markets.

The fact that UMG is
starting with a test for
downloading instead of a
full commercial roll -out
indicates the company is
also seriously examining the
subscription -system, recent-
ly recommended by research
company Jupiter Commu-
nications, as the more viable
business model. UMG and
Sony Music Entertainment
recently announced joint
plans to offer music and
video services on a sub-
scription basis.

"The bluematter trials

are an important first step
in measuring the general
consumer's appetite for
legitimate digital music,"
says New York -based
Heather Myers, executive
VP and general manager of
Global e, UMG's digital
business and music divi-
sion. "We're beginning with
a US trial, then we have
plans to roll out the service
internationally, with rele-
vant content and relation-
ships, as bluematter devel-
ops past the trial phase."

But the major selling
point of UMG's bluematter

chasing tracks with the $4
credit, the consumer needs
only add more money in
their digital wallet via cred-
it card," says Myers.

"With the wallet system,
the consumer goes through
only one set-up process to
purchase tracks at a vari-
ety of bluematter affiliate
sites."

The initial 60 selected
tracks for the trial will be
by headline acts such as
pop band Blink 182, jazz
great George Benson, opera
giant Luciano Pavarotti and
soul legend Marvin Gaye.

More tracks will be
added as the trial
develops.

The service will be
available through
major online retailers
such as thestore24;
websites owned by
Alliance Entertain-
ment; Checkout.com;

GetMusic, which is partly
UMG owned; and Best-
Buy.com. Unlike the digi-
tal -delivery ventures of
rival majors, UMG is also
highlighting its use of
music -related web portals
including ARTISTdirect,,
Lycos Music and
Excite@Home.

RealNetworks is supply-
ing the digital player, and
InterTrust Technologies
Corp. is handling the digital
rights management system.

Marvin
Gaye

is that each track is accom-
panied by enhanced multi-
media content, including
biographies, photographs,
lyrics and credits, and the
use of a 'digital wallet'. Con-
sumers pay for each down-
load with `digicash' supplied
by UK e -commerce technolo-
gy specialist, Magex. Each
consumer participating in
the bluematter trial
receives a Magex digital
wallet with $4 to pay for
the downloads. "After pur-

Danish commercial players
take bite out of the DR share
by Charles Ferro

COPENHAGEN - Danish com-
mercial broadcasters have
increased their market share
to 31% in the second quarter
from 28.3% in the previous
quarter, according to Gallup
figures, while public broad-
caster the Danish Broadcast-
ing Corporation (DR) saw its
dominant share slip.

Consolidations and the
impact of new stations set-
ting up helped spur the
commercial players ahead.
Meanwhile DR's share-
although predominant-is
the lowest since public -
independent comparisons
were compiled, slipping
from 66.9 % to 64%.

Legislation that prohibits
most simulcasting for all but
DR and limits broadcasting
power to 160Mw hinders
any real potential for
advances in a market that
has grassroots radio, scores
of local commercial broad-

casters and two internation-
ally -financed stations.

In the second quarter the
Voice group saw its share
slip to 6.3% from 6.4% in the
previous period. The
Nordisk Radio Reklame
advertising unit, which
includes Voice stations and

more than a dozen local
players in the Radio Jutland
group, saw its share advance
to 18.1% from 17%.

The Clear Channel Com-
munications -owned hot AC
station, Radio 2, and its EHR
sister, Uptown, boosted their
share to 3.7% from 3.5%.

DR's regional network of
EHR/hot AC stations, P4,
slipped to 32% from 34.1%
in the previous quarter. At
the start of the year, flag-
ship P3 began a campaign to
win younger listeners from
the commercial stations. Its

second quarter share was
down to 22.7% from 23.4%
in the first quarter. A year
earlier P3 held a 27.7%
share, but P4 has since
gained a number of listen-
ers. P1 talk radio and the P2
classical/adult channel saw
their aggregate share
unchanged at 9.3%.

The first significant
change may be seen when
the Government's Ministry
of Culture grants a fourth
country -wide FM frequency
and a fifth frequency that
can be received by 80% of
the population. ThL fre-
quencies are open for ten-
der, but the ministry sets
conditions that make it vir-
tually impossible to set up
an EHR or hot AC channel.
No date has been set for
granting the licenses.

Gallup compiles the fig,
ures from diaries passed out
to 5:810 people who record
their listening habits in 15 -
minute segments.

ON THE BEAT
STARS CELEBRATE WITH MCGEE

LONDON - The man behind Oasis, Alan McGee, cele-
brated the flotation of his new company Poptones with

a 40th birthday party in Notting Hill,
west London. Over 200 guests attended
the bash, hosted jointly with Poptones
director of music Joe Foster. They includ-
ed Sire Records president Seymour Stein,
Courtney Love, Finlay Quaye, Bobby
Gillespie (Primal Scream), Joe Strummer

(The Clash), Kevin Rowland (ex-Dexys Midnight Run-
ners), Danny Goffey (Supergrass), Ian Broudie (Light-
ning Seeds), Cliff Jones (Gay Dad), Donna Matthews
(ex-Elastica) and Oasis biographer Paulo Hewitt. The
flotation raised £2m for future ventures.

(Alan'

A

DAB LAUNCHES AHEAD OF SCHEDULE

MADRID - The first of two Spanish digital multiplexes
has begun broadcasting ahead of the October deadline
set by the Government. The MF-1 multiplex includes
licences for commercial radio group Cadena
COPE, radio station Intereconomia, publish-
ers Recoletos, and newspaper El Mundo as
well as two for public broadcaster Radio
Nacional de Espana (RNE). The second multiplex,
MF-2, will include Cadena SER, Onda Cero Radio,
Onda Rambla-Planeta, Radio Espana, Onda Digital (all
radio groups) and publishers Prensa Espanola. Initially,
transmissions will only reach as far as Madrid and
Barcelona, but by mid -2001 half the population is
expected to be able to receive DAB radio.

RADIO PIONEERS W SERIES

LONDON -A BBC radio series looking at musical pio-
neers has transferred to commercial TV. Pioneers
started out as an acclaimed documentary series on
BBC Radio 1 in January this year. Now
UK commercial TV station Channel 4
is screening six ten-minute films on
Brian Eno, A Guy Called Gerald, Lee
Scratch Perry, DJ Larry Levan &
Antony Wilson (The Hacienda Club,
Manchester) and others who have
changed the shape of musical culture
through their pioneering spirit. Chan-
nel 4 has expanded the original format
to take a closer look at how modern
musical culture has been shaped by the past. The
series was executively produced by Jez Nelson of cre-
ative production company, Somethin' Else, which pro-
duced the original radio series.

internet in -site
Jaboom and MoodLogic

wwwjaboom.com
www moodlogic com

Ittii The Musk Unlvorse Expands

.11

Jaboom is a fan -oriented sister site to MoodLogic.
Jaboom itself claims 20,000 members, all of whom sub-
mit a personal profile before they rate and describe
songs in exchange jor points that are redeemable for
gift certificates. Unlike other sites, criteria include
mood, tempo and other subjective data as well as more
typical descriptors. This is all fed into MoodLogic's
database and provides the rationale for its claim to be
"the world's first browser for music." MoodLogic allows
users to search according to these unusual criteria
before previewing and possibly purchasing music. It
also licenses its browser and its database as well as
selling customised reports through its MoodLogic
Music Research Service department.

Chris Marlowe
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Napster case dominates online forum
While some 2,000 people
gathered at the
Sheraton Hotel &
Towers to air their'
views and opinions on

how the music industry should con-
duct its business matters, the litiga-
tion brought against a certain contro-
versial file -sharing service (which
quickly became the focal point of the
conference) served as a useful sign-
post for an industry which finds itself
in a state of constant evolution.

On the consumer side, the public's
opinion of the value of music has
changed since five years ago, when
CDs generally were thought to be too
expensive. Then, price discussions
centred on pounds. Last month, after
the decision to close the aforemen-
tioned file -sharing service, a Napster-
supportive consumer was quoted in a
newscast on one European TV station
as saying: "I think that music should
be free."

Agreement
Chris Blackwell, founder of Island
Records, Palm Pictures, and
Sputnik7.com, didn't exactly support
the notion, but on July 24, he and
Napster CEO Hank Barry announced
an agreement to promote the avail-
ability of the single Sundown by Palm
recording artist Elwood on the site.

"Our collaboration with Napster
reflects our company's belief in the
Internet as a vehicle to break new
artists," said Blackwell. "We believe
that sharing Elwood's music with the
Napster community will result in
greater awareness and sales for
Elwood.

The reality gap between the ideologies of dot.conns and
the recording industry was there for all to see at Plug.ln,
the fifth annual Jupiter Online Music Forum held in New
York City on July 24-25. While the contradicting philoso-
phies added to the debate between the two industries,
the circumstances under which the online music confer-
ence was held also contributed to a provocative event,
as Kai R. Lofthus reports.

Chris Blackwell, Russell Simmons and Hank Barry

Napster's copyright policy, which
states that all rights ielating to
Napster are reserved, and that it will
"terminate the account of users
[whose] conduct is harmful to the
interests of Napster."

Furthermore, he was not moved by
Jupiter's research that users of
Napster are 45% more likely to spend
more money on music. "That's like
saying it's okay to steal a car as long

"Our collaboration with Napster reflects our
company's belief in the Internet as a vehicle
to break new artists."

Chris Blackwell,
founder, Island Records, Palm Pictures, Sputnik7.com

"We are confident that once people
have a chance to sample and preview
his single they will become fans."

Jupiter Communications, the N.Y.-
based research company hosting the
seminar-primarily designed to focus
on "creating value for customers" and
"customer relationships"-presented
a number of findings in support of
Napster.

One of the company's analysts
underpinned Blackwell's intuitive
assumption that users of the Napster
service spend a lot of money buying
music on CDs, have broad music
tastes, and are therefore more likely
to be interested in music by artists in
development.

Other industry executives were
more concerned about the breaches of
intellectual property rights that
Napster is committing. In his keynote
speech, Time Warner Inc. president
Richard D. Parsons ironically noted

as I take it somewhere to get it
washed," said Parsons.

In the seminar 'Beyond
Downloads: New Models for Music
Distribution', BMG Entertainment
chief marketing officer and new tech-
nology president Kevin Conroy
offered a humble perspective on the
future of music online.

"It's a mistake to say that 'things
used to be that way, and now it's going
to be this way'," he said. "There's not
one single type of music fan, which is
the beauty of [the Internet]."

Conroy also objected to rigid inter-
pretations of research presented at
the conference, claiming: "It's not sta-
tistically correct to use findings in one
demographic-which is one small per-
centage of the music market-and
project that to the overall music
consumption.

"It's far too tempting to make
generalisations. Let's see the glass as

half -full and not half -empty, and
develop models that are flexible
enough to adapt to changes in the
market environment."

In a separate conference, dubbed
`Defining the New Music Economy',

Larry Kenswil, the president of
Universal eLabs, said: "My fear is
that music would end up like radio
and network television, and I don't
think anyone is satisfied with those
experiences."

Responding to news that investor
Mark Cuban, who launched
Broadcast.com, is setting up a label
which will cherry -pick superstar
artists once they're relieved of major -
label contracts, Kenswil noted that
Universal is a $40 billion company
aind "can't take any chances" with $1
billion in profits.

Referring to Cuban's plans, he
said: "When you've got nothing,
you've got nothing to lose."

Subscribing to a new view
Not all themes at Plug.In evolved into a discussion about Napster. One
common perception was that FM -based radio stations may be an endan-
gered species once young consumers are able to compile their own playlists
through various music sites.

Subscription -based models combining a wide range of catalogue materi-
al from labels-in which a
consumer can access unlim-
ited amounts of music for a
monthly fee-were touted as
the next big thing in digital
music distribution.

A study presented by
Jupiter Communications
found that consumers would
be most interested in finding
popular songs, music genres,
and artists on such sites, and
abolishing concepts such as
label -branded initiatives.
Other essential aspects of
such a service would be to
guarantee superior file qual-
ity, virus protection, and no
advertising. Exclusive
content, customised newslet-
ters, and deep artist information were deemed to be less important.

"Your cost of entry to any particular song is zero. If you try [a song] and
don't like it, you just delete it," said Gene Hoffman, the president of
Emusic. "And that is a fundamentally different way to explore music and a
radical redefinition of the consumer."

Which in turn calls for a renewed philosophy concerning views and prof-
it margins on the singles configuration. BMG Entertainment chief market-
ing officer and new technology president Kevin Conroy hinted that BMG is
open to innovative pricing models such as subscriptions, saying: "The value
of music is going to remain in the music itself."
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