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Martin in the most far -flung cor- 
ners of the planet has raised world 
awareness of the talent coming 
from the island. And within Puerto 
Rico, the market is very receptive, 
according to Aidita Oruña, mar- 
keting director for La Gran Dis- 
coteca /Distribuidora Nacional de 
Discos, Puerto Rico's biggest music 
retailer. 

"We have 35 retail stores in Puer- 
to Rico alone, and we're growing," 
says Oruña, who attributes healthy 
business to a combination of fac- 
tors, including the popu- 
larity of video Channel 18. 
Oruña is also publishing a 
new monthly in -store mag- 
azine, LGD Ahora. Recent 
cover artists include Em- 
inem and Bon Jovi, which 
reflects the growing inter- 
est in American music and, 
according to Oruña, 
accounts for roughly 15% 
of her company's record 
sales. 

Other big gainers, says 
Oruña, are reggae and 
rap. Even with bands 
recording and marketing 
their own product rap 
singles and albums are 
regularly among the top 
sellers on the island. "They've 
gone from being underground to 
being typical genres from the 
area," she says. 

Album sales, however, have gone 
down this year, a fact Oruña attrib- 
utes to politics -elections take place 
this year -and yet to be released 
titles by such big sellers as Martin, 
Chayanne and Crespo. Others in 
the industry, however, see changes 
in the Puerto Rico landscape that 
don't bode as well for the music 
industry. 

after making it big in Puerto Rico - 
the range of possibilities has now 
narrowed. 

"Now, it's harder to break an 
artist in radio because the formats 
are very similar to those in the 
U.S.," says Ramos. "In that 
regard, it's not the best time to 
develop new artists. What we're 
doing is concentrating on a few, 
carefully selected artists and real- 
ly developing them." Still, says 
Ramos, Puerto Rico continues to 
produce an incredible wealth of 
talent. 

Among those on BMG's roster 
are merengue singers Jessica and 

FLOURISHING TALENT 
Fernand() pantos, GM of BMG 

Puerto Rico, attributes the slowing 
of record sales to a standardization 
of radio formats brought about by 
the arrival of big chains like SBS 
(Spanish Broadcasting Service), 
which has led programmers to rely 
more on research than instinct. 
While Puerto Rico has traditional- 
ly been a good market for emerg- 
ing artists, including those not from 
the island -witness the success of 
Colombian crooner Charlie Zaa, 
who broke into the U.S. market 

Gisselle, who has successfully 
crossed over into ballads with her 
new album, "Voy A Enamorarte." 
Another merenguera, Melina 
Leon, also has a hit ballad, and the 
island's newest star, Fonsi -who 
recently sold out five nights at San 
Juan's Centro de Bellas Artes- 
also sings ballads, signalling the 
island's increased receptivity to the 
genre. 

At the same time, Puerto Rico's 
tropical sounds continue to flour- 
ish under popular names, while 
more indigenous rhythms, like 
plena, have been revived and 
exported by bands such as Gary 
Nuñez's Plena Libre. 

"We're simply fanatics of music, 
any kind of music," says Fonsi. 
"Since I was a little boy, every 
Christmas and every party, every- 
one would sit down and sing. Now 
that I've lived the last two years in 
the U.S., whenever I go back to 
Puerto Rico I see things from a dif- 
ferent point of view. That's when I 
realize how crazy we are over 
music, and how it's in everything 
we do." 

MENUDO 
Continued from page LM -I 

But, notes Menudo master- 
mind Edgardo Diaz, the act 
"opened the doors to the musical 
current, where many of today's 
artists got their start." Martin 
himself has often described his 
experience in Menudo as "invalu- 
able." Diaz, who presently over- 
sees the latter -day incarnation of 
Menudo (Sony Discos act MDO), 
says the discipline and exposure 
drilled into Martin during his 
Menudo days are the elements 
that made him the showman he is 

today. 
"Ricky Martin was on stage 

before 200,000 people in Brazil 
when he was only 13 years old," 
says Diaz, who turned Martin away 
after his first Menudo audition 
because he was "too small." But, in 
1984, at age 12, Martin finally 
made the cut. 

Another notable Menudo alum- 
nus is Robi Rosa, who was consid- 
ered the band's most charismatic 
frontman, more so even than Mar- 
tin. Today, Rosa is widely respect- 
ed as an alternative roquero. In the 
pop field, he's been recognized as 
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BY HOWELL LLEWELLYN 

The most striking evidence of 
Puerto Rico's musical incur- 
sion into Spain is not that 
Ricky Martin broke this 

European territory before the rest 
of the continent, or indeed before 
entering the U.S. Latino markets in 
a big way, but that Spain is the 
world's top market for Puerto Rico's 
second major star, Chayanne. 

CHAYANNE GOES 
BOOM BOOM 

Chayanne's last album, "Atado A 
Tu Amor," was released in Spain in 
November 1998 but took off the 
Iìtllowing spring after TV promo- 
tion. His splendid physique and 
precision dancing did not harm his 
cause, as sales swept to 760,000 
units, making it the top -selling 
album in Spain in 1999. Indeed, 
sales almost doubled Chayanne's 
400,000 total for the U.S. 

Sony Columbia dominates the 
market for Puerto Rican artists in 

achievement that has never been 
equalled in Spain by any two artists 
from a non -Anglo -Saxon territory. 
They held the No. 1 and No. 2 
spots on the album charts, after 
Martin's new release, "Ricky Mar- 
tin," swept in at No. 1 to knock 
Chayanne off the top. "Ricky Mar- 
tin" went on to sell 400,000 units, 
even though most of it is recorded 
in English. 

Martin, whose looks certainly 
help his appeal as well, had set the 
pace in 1994 with "A Medio Vivir," 
which moved 440,000 units in 
Spain, helped by its single "Maria" 
and followed by the album 
"Vuelve," with sales of 630,000 
units. 

ARTISTS SET TO EXPLODE 
I be latest stars on the Spanish 

scene with Puerto Rican blood 
include Jennifer Lopez, whose 
debut album, "On The 6," spent 
nearly one year on the Spanish 

and a new album is earmarked for 
an autumn release. 

Sony Columbia's next priority is 
Marc Anthony, whose English - 
laguage album "Marc Anthony" has 
sold more than 60,000 units in 
Spain. Even though Germany is 
Anthony's main European market 
at the moment, Spain will be 
helped by having exclusive use of 
an additional single in Spanish, 
"Necesito Saber," the Spanish ver- 
sion of "I Need To Know." 

With other major Puerto Rican 
artists, such as Victor Manuelle, on 
the Sony Columbia horizon, 
Mateos explains that "these artists 
succeed because they bring fresh 
blood to the Spanish market, with 
music that is easy to dance to and 
fun. More importantly, young 
Spaniards have lost the prejudice 
towards music from Latin America 
in general, which included Puerto 
Rico, until quite recently." 

Another Puerto Rican artist who 
is likely to succeed is 
Noelia, a young singer 
who, like Chayanne, 
does not stop dancing 
onstage. She is signed to 
Mexico's Fonovisa label, 
but under a distribution 
deal with Spain's Gran 
Via Musical (GVM) 

Clockwise, from top left: Marc Anthony, Jennifer Lopez Elvis Crespo, Chayanne, 
Victor Manuelle, Martin and Noelia 

Spain, and Sony Columbia Spain 
marketing director José Mateos is 
delighted. "Chayanne's `Salomé' 
was last year's song of the summer 
and is still played heavily in dis - 
c otheques. His next album is due 
nit [Oct. 3], and an advance single, 
'Boom Boom,' is already on top of 
the country's radio playlists." 

In May last year, Martin and 
Chayanne pulled off a unique 

charts and has so far sold 280,000 
units. Unlike Martin and Chayanne, 
she has yet to tour Spain, although 
she has made a couple of promo- 
tional visits. 

Not to be left out, Sony Epic 
Spain has scored a success with 
Puerto Rican artist, merengue /salsa 
singer, Elvis Crespo. His 1998 
album " Píntame" sold 300,000 
units in Spain, according to Epic, 

music conglomerate. 
She is one of three 
Fonovisa artists who 
have been chosen for 
heavy promotion for 
this fall through 
MuXXIc, GVM's label. 

Promotion director 
Roberto Carballo says her debut 
album, " Noelia," has sold more 
than 20,000 units since its April 
release, pushed by the hot single 
"Candela." 

"We are going to work her to 
death," quips Carballo. "She'll be 
in Spain in September for some TV 
presentation galas and back in 
November to record Christmas TV 
galas." IN 
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