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Oasis's Heathen Chemistry
(Big Brother) is this
week's highest new entry
on M&M's European Top
100 Albums chart, at num-
ber two.
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M&M chart toppers this week

Eurochart Hot 100 Singles
EMINEM

Without Me
(Interscope)

European Top 100 Albums
EMINEM

The Eminem Show
(Interscope)

European Radio Top 50
KYLIE MINOGUE

Love At First Sight
(Parlophone)

European Dance Traxx
MOONY

Dove (I'll Be Loving You)
(Airplane!)

Inside M&M this week

DEF JAM GERMANY NO MORE
Lack of credibility and bad tim-
ing have been blamed for Univer-
sal pulling down the shutters on
its German Def Jam division.
Olaf Furniss charts the label's
demise. Page 4

FESTIVAL COMES ALIVE
With the UK's Communications
Bill set to radically shake up the
radio industry when it comes into
being next year, there was plenty
to talk about at this year's Radio
Festival in Cambridge. Page 5

RYAN ON A ROLL
Released in April, the single

Desenchantee by Flemish
EMI artist Kate Ryan has
become a hit single in her
homeland, and is also cur-
rently riding high in the
Dutch charts. Marc Maes
uncovers the story behind
the phenomenon from
Flanders. Page 6

IFPI attacks 'free music' culture
by Emmanuel Legrand

BRUSSELS - The culture of "music
for free" is the "biggest challenge
ever" for the global music industry,
according to Universal Music Inter-
national president John Kennedy.

Kennedy was speaking in Brus-
sels on July 10 at the bi-annual
Platinum Europe Awards show,
organised by international labels'
body IFPI to recognise the achieve-
ments of artists who have sold over
a million albums in Europe (see sto-
ry, page 17).

Kennedy warned that, if the
industry's prosperity continues to be
eroded by the music -for -free culture,
record companies would no longer be
able to invest up to 15% of their rev-
enues in the production of new tal-

ent. "If we cannot prosper, there will
be no investment in music," he said.

Jay Berman, chairman and CEO
of IFPI, expressed similar concerns.
"Music for free' may
sound attractive, but
when it is taken without
the permission of artists
it comes at a high price
for the entire music busi-
ness, and society in gen-
eral," he told a press conference in
Brussels.

Berman believes the current situ-
ation requires action from European
governments both in terms of legisla-
tion and of raising public awareness
of the problem.

Former IFPI artist spokesman
Jean -Michel Jarre said that the "free
music" culture was harming artists.

"A lot of kids probably don't realise
that getting music for free is illegal,"
he said. "It's a matter of information
and education, and not only about

regulation."
Jarre said that the

environment is current-
ly unfavourable for
intellectual property
businesses, with threats
coming from the Inter-

net, CD -R burning and the music -for -
free mentality. "We are here in Brus-
sels to inform the European Commis-
sion that they must help the
industry," he stated. "Europe has
always been a pioneer in intellectual
property and it should be the same in
the next century."

Berman said that the industry
continued on page 17

Familiarity breeds success for Ashanti
by Paul Sexton

LONDON - When you're parading your
priority US R&B act around Europe, it
doesn't hurt any if she's already guest-
ed on two of the biggest urban crossover
hits of the year, or that her album is a
double platinum smash back home.

Such has been the happy lot of Uni-
versal Music International (UMI) over
the last two weeks as it has taken red-
hot Murder Inc./Def Jam vocalist Ashan-
ti on a European promotional tour.

The 20-year-old's self -titled first
album has been charting healthily
around Europe even before her US
number one Foolish hits stores around
the region. Furthermore, her voice has
been a fixture at radio all year, thanks
to her appearances on labelmate Ja
Rule's Always On Time and Fat Joe's
Atlantic hit What's Lay?

Consequently, an artist with a high -
continued on page 17

The new single 'Running Away'
Taken From the U.S. gold album

#2 at U.S. modern rock radio!
On tour and at radio in Europe this summer

UNlifERSAL 16)

Now Chrysalis
restructures
for shake-up
by Jon Heasman

LONDON - Following in
the footsteps of Capital
and GWR, Chrysalis is
the latest radio group to
clip its wings in prepara-
tion for the UK's post -
Communications Bill
new order.

"At four of our sta-
tions, we've decided to
move away from a local manage-
ment team to a regional manage-
ment team," reports Chrysalis
Radio chief executive Phil Riley
(pictured), who adds: "This is a fair-
ly minor piece of reorganisation

continued on page 17
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

Even if European Commission president Romano
Prodi decided at the last minute not to attend the
fourth IFPI Platinum Europe show, the evening lived
up to its promises. It was an entertaining and engag-
ing occasion with its cocktail of politics-Neil Kinnock
delivered what many in the industry thought was a
rather powerful speech, and glamour-Pavarotti and
Geldof were real crowd pullers.

Obviously, a photo call opportunity with Italian
tenor Luciano Pavarotti is always a winner, and politi-
cians know the value of a good picture. The IFPI Plat-
inum Awards show certainly provided many an oppor-
tunity for policy -makers to mingle with artists.

If there was just one justification for this whole
expensive razzmatazz, it lies in the show's unique way
of using the artists' magnetic powers to attract heavy
hitters such as Kinnock or Mario Monti, the European
commissioner in charge of competition, famous for hav-
ing caused the collapse of the merger between EMI and
AOL Time Warner.

The idea of mixing artists and politicians is not new,
of course-the music industry is simply getting better

at it. It's also a difficult exercise-there is a thin line
between what artists will or won't do (after all, in the
'60s, artists tended to be more anti-establishment).

What has changed, though, is the environment.
Compared to two, or certainly four years ago, the agen-
da has shifted-the Copyright Directive has been
adopted, and what the industry is really looking for in
Brussels is a recognition of the problems-or "chal-
lenges"-it is facing, the biggest. of all being identified
as the culture of "music for free."

At this late stage, the idea of trying to reverse this
popular cultural trend, especially with youngsters,
seems wishful thinking. Once you have been used to
getting your stuff for free, why on earth would you
want to start paying for it?

The music industry is banking on the level of edu-
cation, awareness and the civic sense of consumers. It
is also calling on European policy -
makers to help the industry spread
the message.

Jean -Michel Jarre said in Brus-
sels that he does not want to be
regarded as a "content provider",
particularly in the context of ille-
gal file -swapping sites. But it will
take many more IFPI initiatives
such as the Platinum Awards to
buck that trend.

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

Kenan brings online expertise to BMG
by Gareth Thomas

London - Yoel Kenan (pictured) is
set to use his experience in the field
of online music to take
BMG Europe marketing
forward.

Until recently CEO of
MP3.com Europe, Kenan
has been appointed senior
VP, marketing for BMG
Europe (M&M, June 15)
with responsibility for both
thd marketing of world-
wide releases within
Europe and the exploitation of
European repertoire around the
world. He will be based in London
and will report to COO, BMG
Europe Tim Bowen.

Kenan tells M&M: "I've worked
with Tim for many years and we
have a certain vision of how the
music industry is going to be evolv-

ing." He adds: "We've got some ideas
but we're going to unveil them once
phase one has been done-which is
having more success using tradition-

al ways."
Kenan, who has spent

"almost all my life in the
music business" hints that
those "ideas" come from his
online experience. "There
are ways of leveraging
what we are doing offline to
maximise the results by
developing databases,
using mobiles and the

internet-cross-platform promo-
tions," he says.

As CEO of MP3.com Europe,
Kenan was responsible for launching
localised music sites in six countries.
During his nine years at Universal
Music International, he held various
positions including VP international
marketing, and marketing director

of UMI's French division. Prior to his
time at Universal, Kenan was at
BMG France.

"Yoel brings significant marketing
expertise and creativity to this role,"
says Bowen. "And with his online
and new media
form a vital role in European mar-
keting for BMG, and will play an
important part in establishing the
company's new business model."

Among BMG's current roster of
acts, apart from established artists,
Kenan cites US artist Avril Lavigne,
Spain's Patricia Manterola, Swe-
den's Kent, Germany's Peter Maffay,
France's Patrick Bruel and J
Records' signings Mario and Lamya
as having big international sales
potential.
 Former senior VP for digital media
management at Vivendi Universal
Net Chris Montgomery has replaced
Kenan as CEO of MP3.com Europe.

France's Modiametrie to survey 13 -year -olds
by Joanna Shore

Paris - Leading French youth
networks are set to benefit from a
significant revamp of the country's
radio ratings system, which sees a
lowering of the minimum age for
participation in the survey from 15
to 13.

In a move which is set to trans-
form the ratings pecking order in
the French radio market, Medi-
ametrie, which publishes the offi-
cial radio audience figures, has said
it will introduce the new methodol-
ogy into its quarterly surveys later
this year. The decision was made by
Mediametrie's radio committee,
which is made up of representa-
tives of national, regional and local
radio stations.

Although set to boost the figures
for youth -oriented formats, the
change does not go as far
as CHR network NRJ and
urban network Skyrock
would have liked. They
were both lobbying for the
age at which listeners are
polled to be reduced to 11.

"A study was [previous-
ly] made in order to deter-
mine the feasibility of low-
ering the age," a Medi-
ametrie spokesperson tells M&M.
"The study showed that this was
possible, starting at 12 years. A
compromise was reached, and the
decision was made unanimously,
with one exception [NRJ]. This is a
landmark in the history of measur-
ing radio audiences."

Skyrock's managing director
Laurent Bouneau (pictured) says

that the change is excel-
lent news for his station.
"We have a lot of listeners
who are younger than 15,"
he says. "We got together
with NRJ to have [the sur-
vey] start at 11 years, and
we've ended up meeting
halfway."

The first audience fig-
ures using the new

methodology will be released in
mid -November, and will cover the
September -October survey period.

Mediametrie's figures released
next week for the April -June period
will be the last set of figures only
covering listeners aged 15 and
above.
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Universal shuts Def Jam Germany
by Olaf Furniss

BERLIN - Def Jam Ger-
many has closed down,
barely two years after its
launch in Berlin.

According to internal
sources at Universal, the
closure of the label coincid-
ed with its parent company
moving to the German cap-
ital on July 1.

Most of Def Jam Ger-
many's domestic roster will
be dropped, while interna-
tional signings will be
transferred to the former
Universal Records label
which has been renamed
Urban/Def Jam. Only Def
Jam Germany co-founder
Andreas "Bar" Lasker is to
be retained by the major, in
a freelance A&R capacity.

Among the local signings

to be kept on are Glanz FX
and Benjie. International
acts will be handled by
Andrea Frahm, Urban/Def
Jam director of marketing.

Def Jam Germany was
launched in May 2000 after
months of planning by
Lasker, manager of local
hip hop act Die Fantastis-
chen Vier, and the then
Mercury Germany manag-
ing director Boris Lae.
The first stand-alone Def
Jam office to be set up out-
side the US, the label's
launch came at a time
when German language hip
hop was enjoying a boom.

However, the genre has
since experienced a decline
in sales and this, combined
with Def Jam Germany's
difficulty in establishing
itself as a credible player

among the notoriously fick-
le rap community, is being
blamed for the label's
demise.

"Hip -hop is declining in
Germany and selling less,"
confirms Vicente Celi, who
produced Glanz FX and is a
member of the team behind
the country's largest hip
hop website, Rap.de. "The
other problem is that it is a
very tight community-and
if fans perceive something
as being too commercial,
they will turn their backs
on it."

Universal Germany
president/CEO Tim Renner
admits: "Def Jam Germany
was neither a sales hit, nor
a hit on the hip -hop scene.
The A&R was not good
enough and it was launched
a year too late."

During a recent visit to the music industry -supported Brit School for the Per-
forming Arts in London, Her Majesty the Queen was presented with a gold disc
by EMI to mark sales of 100,000 copies in the UK of the Golden Jubilee album
Party At The Palace. Recorded live during the Jubilee concert at Buckingham
Palace last month, the album features artists including Paul McCartney, Rod
Stewart, Ozzy Osbourne and Blue. Pictured (1-r) are: Tony Wadsworth (chair-
man and CEO, EMI. Recorded Music UK); Nick Williams (principal, Brit School
for the Performing Arts); and HRH the Queen.

Athens' Galaxy 92 heats up for summer
by Maria Paravantes

ATHENS - Athens Soft AC
station Galaxy 92FM has
switched to a more
uptempo AC for-
mat for the sum-
mer months in a
bid to capture the
younger end of the
market.

The station is
dropping ballads
in favour of more
upbeat contempo-
rary songs from the likes of
Britney Spears, Jennifer
Lopez and Shakira, and is
programming more . rhyth-
mic tracks-such as Gloria
Gaynor's I Will Survive-
amongst its oldies.

"We were looking at
something that would
remind listeners of sum-
mer; upbeat songs with lots

of melody from the past and
present," explains pro-
gramme director Stefanos
Keramidas, who says that

the station will
probably revert to
its softer sound
again in the winter.

Makis Psistakis,
part of Galaxy
Summer's creative
team, tells M&M
that the shift is a "a
calculated move
that doesn't, how-

ever, veer away from the
style of music we're known
for."

Galaxy broadcasts to the
greater Athens area (with
its population of 4.5 mil-
lion) and attracts approxi-
mately 90,000 daily listen-
ers (5.3% of the market).

Launched in 1989,
Galaxy initially targeted

the 25-35 age group with a
soothing mix of talk -free
music. With its new sum-
mer format, however, the
station has set its sights on
also attracting 15-25 year
olds, although it will still
play large amounts of
music from the '80s, a
decade which is "what the
'60s were to those who were
in their mid -30s when
Galaxy first went on the
air," according to the sta-
tion's commercial director
Christos Giakoumopoulos.

Galaxy was one of the
few' the commercial sta-
tions that did not go off the
air during the Greek gov-
ernment's clean-up of the
airwaves early last year. It
is the only AC station in
Athens that doesn't play
any Greek-langauge reper-
toire.

ON THE BEAT
PORTABLE DIGITAL RADIO SET GOES ON SALE

LONDON - The UK radio
industry is hoping that the
launch this month of the first
ever portable, sub -f100 (euros
154) digital radio set will boost
the take-up of the medium.
Priced at £99, VideoLogic Sys-
tems' Pure Evoke -1 digital

radio set (pictured) is the cheapest yet to hit the mar-
ket. The first batch will be on sale this month at
selected retailers in London, and will be rolled out to
retailers nationwide in August.

BMG BENELUX REORGANISES MANAGEMENT
BRUSSELS - In a restructuring of BMG Benelux, Rob
Schouw, current managing director of BMG Nether-
lands, has been appointed managing director of BMG
Benelux, effective August 1. In his new role, Schouw
will oversee the whole region and, reporting to execu-
tive VP BMG continental & eastern Europe Maarten
Steinkamp, will be responsible for general manage-
ment. Meanwhile, Bart Brusseleers, former general
manager of Edel Benelux, has been appointed general
manager of BMG Benelux and will oversee all mar-
keting and promotion issues in Belgium and the
Netherlands, partly replacing Rick van Schooten who
leaves the company this month. Former managing
director of BMG Belgium, Thierry Thielemans, will
take up the newly -created role of creative director at
BMG Benelux, while Guy Goedgezelschap has been
promoted to director, finance and operations, BMG
Belgium.

VAN DER LUGT QUITS 3FM
HILVERSUM - Long -serving Radio 3FM programme
controller Paul van der Lugt (pictured) has announced
he will leave the Dutch public CHR station by Novem-
ber 1. During his 10 -year tenure at 3FM, Van der Lugt
has implemented a centralised playlist at a station
that originally came under the aegis of more than 10
different public broadcast organisations. He is leaving
to take up the post of director of a recently -launched
local and regional broadcast body in Utrecht. No suc-
cessor to Van der Lugt has yet been announced.

REED MIDEM ANNOUNCES STAFF CHANGES
PARIS - Trade show company Reed Midem Organisa-
tion has named Ana Vogric-Martinez as director of
worldwide sales. Vogric-Martinez, who came to Midem
from Paris -based tour company Caramba Productions,
had previously directed Midem sales bureaux for all
territories outside of the US and UK. She will report
to Dominique Leguern, director of Midem, and is
responsible for overseeing all Midem sales offices.
Additionally, Laurent Benzaquen has been named
director of international sales, with jurisdiction over
all territories except Paris, the US, and the UK. Ben-
zaquen, who joined Reed Midem from EMI France in
1997, reports to Vogric-Martinez.

UNIVERSAL SCORES IN PLATINUM EUROPES

LONDON - Three European Universal acts have been
awarded Platinum Europe Awards for June. Dutch
artist Andre Rieu's Romantic Moments (Philips/Poly-
dor), French Popstars L5's L5 (Island) and French
rock veterans Noir Desir's 666.667 Club (Barclay) all
passed the one million European sales mark during

the month. Fellow Uni-
versal acts Blink 182's
Enema Of The State
(MCA) and Lionel
Richie's Truly-The
Love Songs (Motown)
also went platinum.
Enya's (pictured) 2000
release A Day Without
Rain (WEA) moves up to
triple platinum status.
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Heavyweight agenda at Radio Festival
With the ink not long dry on the UK government's
controversial draft Communications Bill, it was no sur-
prise that the Radio Academy's Radio Festival, held in
Cambridge July 1-3, turned into a highly political
affair. Jon Heasman and Gareth Thomas report.

During the Guardian
Media Group Lecture,
which kicked -off this
year's Radio Festival on
July 1, delegates were

given a preview of the kind of
vision and attitudes some believe
could become commonplace in the
UK's post -Communications Bill
media environment, courtesy of
Lowry Mays, chairman and CEO of
US media giant Clear Channel.

"Our collection of properties have
been put together to create a cost-
effective way for advertisers to reach
all consumers," explained Mays. "We
do this through radio, television, out-
door advertising and live entertain-
ment. The job of all employees of
Clear Channel is to use these assets
to help advertisers promote their
goods and services. This means that
indirectly Clear Channel is selling
Fords, burgers and toothpaste."

GWR Group chairman Ralph
Bernard asked Mays whether he
thought that that all 300 -plus com-
mercial radio stations in the UK
could feasibly be owned by one single
operator. "I don't think so," respond-
ed Mays, "but I'm not sure that this
would be necessarily be a bad thing
for the advertiser or the consumer."

Despatched to Cambridge to deliv-
er the festival's keynote speech as a
last-minute replacement for UK cul-
ture secretary Tessa Jowell, minister
for tourism, broadcasting and film
Kim Howells promised that commer-
cial radio trade body the CRCA's
request for a more liberal local radio
ownership regime than the one pro-
posed in the draft Comminations Bill
would be considered carefully by
ministers. "Our position is broadly
based on the recommendations made
to us by the industry and the Radio
Authority last year," Howells told
delegates. "However, we will of
course consider any convincing argu-
ments that are made for a different
approach over the course of this final
consultation on the draft bill."

The plurality debate
In a session entitled "The Funding
Foundation," GWR's Bernard ques-
tioned the philosophy of "plurality"
which the government says underlies
the local radio aspects of the draft
Communications Bill. "What does
plurality actually mean?" he asked,
echoing the Clear Channel argument
that diversity of station formats is
actually better protected by consoli-
dation, and that impartiality of news
reporting is protected by law.

Much of the fat of the
Communications Bill was chewed
over in public by Gavyn Davies,
chairman of public broadcaster the
BBC, and Richard Hooper, chairman

of commercial radio regulator the
Radio Authority, in a panel entitled
"A Referee For The Heavyweights."

A particularly lively debate
ensued between the two over
whether the BBC and commercial
radio sectors should be, under the
auspices of the government's pro-
posed "super -regulator" Ofcom,

audience-he suggested that BBC
staff involved in the making of pro-
grammes which break taste and
deceny guidelines should simply be
sacked by the corporation's board
of governors. "People who make
errors' should suffer the conse-
quences. Firing people is a better
remedy than fining the general
public," he said.

In terms of more general content
regulation, such as regulation of
radio station formats, Davies also
appeared hostile to Ofcom's
involvement. "Ofcom is being
designed to regulate commercial
companies," he said. "It's not

Richard Hooper (left) and Gavyn Davies go head -to -head in "A
Referee For The Heavyweights." photography credit: Ed Miller

The "Black Music" panellists (1-r): Willber Willberforce, Shabs,
Paul Pink (programme controller, Choice FM/London) and
Russell Crewe (duty editor, BBC 1Xtra News).

subject to the same regulations on
matters of taste and decency in
programming, and whether they
also should be subject to the same
financial penalties.

Hooper, tipped by some to
become Ofcom's chairman, main-
tained that the BBC should be
fined in exactly the same manner
as commercial broadcasters for
breaches of taste and decency, say-
ing that "common standards
require equal sanctions."

Fining the public
Davies disagreed, saying that,
because the BBC is funded by the
general public through the licence
fee, fining the BBC for such
breaches would be tantamount to
fining the public. Instead-and
much to the amazement of a num-
ber of BBC executives sat in the

appropriate to regulate a service
that is serving the public and not
in it for profit."

Moderated by BBC Radio l's
editor of music policy Alex Jones-
Donelly, a session entitled "Black
Music-A Way Of Life Or Just A
Beat?" failed to really catch fire,
although Shabs, managing director
of Relentless Records expressed a
certain amount of scepticism
regarding the BBC's new digital
music station targetting the black
community, 1Xtra.

Although welcoming 1Xtra, which
is due to launch on August 16, as a
positive initiative, Shabs cautioned:
"We don't want to see a situation
where black music is turned down by
Radio 1- because it can be niched on
1Xtra, and [as a result] only ends up
on minority playlists."

Talking about the current

strength of urban music, Willber
Willberforce, programme editor of
1Xtra, predicted: "We will have
another three or four years before
the market .gets saturated, and
before we will try to discover differ-
ent sounds."

Lessons from Down Under
A session on risk -taking in pro-
gramming, entitled "They Who
Dare", presented an interesting
case -study from Australia, where in
launching a major new station for
Melbourne and Sydney, DMG Radio
had sought to tackle some of the
most common negatives Australian
listeners have about commercial
music radio-a lack of music vari-
ety, too many commercials and
"cheesy" editorial content.

The station DMG came up with,
Nova, features a multi -genre music
format which DMG group pro-
gramme director Dean Buchanan
described as "trainwreck program-
ming," an irreverent presenter atti-
tude and no more than two ads in
each commercial break. This recipe
has taken Nova to number one in
the Melbourne ratings, and to
number two in Sydney, and it has
been able to charge premium rates
for its limited commercial ad spots.

John Pidgeon, the BBC's head of
radio entertainment who was in
the audience, deplored the effect
that Gavyn Davies' comments on
firing staff might have on risk -tak-
ing at the corporation. "I will tell
my producers not to take any risks
if that happens," he said.

Also in the "They Who Dare"
audience was Emap's group radio
programme director Mark Story,
who noted that "if we ask people to
walk on the wire, then we need peo-
ple to catch them when they fall."

Paying for talent
And on the subject of risk -taking
air talent, there was an interest-
ing session running in bite -sized
chunks throughout the festival
entitled "What Price Talent?"

"There's a world of difference
between valuing and overpaying [for
talent]," warned Francis Currie,
programme director of AC station
Heart 106.2/London, who empha-
sised the importance of making DJs
feeling valued and respected, in
addition to the financial rewards on
offer. "Presenters are complicated
people-they often have big egos
and low self-esteem," he observed.

Bam Barn, breakfast presenter
at London dance station Kiss 100,
said: "You need not to be seen as a
cheap option, and be invested in by
the station."

Anthony Blackburn, a partner
in talent agency Blackburn Sachs,
rejected the notion that, in an
increasingly competitive market,
agents were holding radio stations
to ransom with outrageous wage
demands for their clients. "The pro-
gramme controllers are the boss-
es," he said.
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