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Aaliyah's I Care 4 U (Black -
ground) is this week's Sales
Breaker in the European
Top 100 Albums chart, at
number two.

we talk to ra.413-14cri.
M&M chart toppers this week

Eurochart Hot 100 Singles
tAT.0

All The Things She Said
(Interscope)

European Top 100 Albums
ROBBIE WILLIAMS

Escapology
(Chrysalis)

European Radio Top 50
CHRISTINA AGUILERA

Beautiful
(RCA)

European Dance Traxx
PANJABI MC

Mundian To Bach Ke
(Superstar)

Inside M&M this week

L.O.V.E THAT t.A.T.0
Russia's first internationally
successful pop act could help to
open up one of the world's
biggest untapped markets,
writes Hamish Champ. Page 4

MUCH ADO ABOUT SOMETHING
Breaking the 100 -spins -a -week
barrier is just one philosophy
that has catapulted Paris' hip
hop/R&B station Ado FM into
the headlines. Lisa Pasold
reports. Page 5

FLAMING HECK!
have taken them two

decades, but
finally Okla-
homa trio The
Flaming Lips
are on the
brink of Euro-
pean success,
reveals John
Vanderpuije .

Page 6
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Tiscali partners OD2 in new deal
by Juliana Koranteng

LONDON - Tiscali, the pan-European
ISP, has become the first in the region
to offer secure digital
music for free in a part-
nership with OD2, the
European online music
company.

In an aggressive strat-
egy to highlight legal dig-
ital distribution, follow-
ing their collaboration in
the Digital Download
Day Europe promotion
announced at Midem in
January, the new ven-
ture aims to encourage music fans to use
paid -for digital -music services and
desert illegal free peer -to -peer (P2P)

operations like KaZaA and Morpheus.
The move effectively sees the

Cagliari -based Tiscali bundle the Tis-
cali Music Club-its online -music

store-with its separate
Internet -access service. It is
offering the free music for
six months to its 5 million
customers in five European
countries: the UK, Italy, the
Netherlands, France and
Germany. If popular, Tiscali
and UK -based OD2 hope to
continue the venture indefi-
nitely and roll it out to Tis-
cali's other ten European
markets, using Microsoft

Corp.'s Windows Media 9 digital rights
management technology.

OD2, the venture co-founded by

artist Peter Gabriel, is providing the
repertoire of more than 150,000 titles
from labels including EMI Recorded
Music, Universal Music Group and
Warner Music Group.

"Our objective is to provide a great
music service and introduce music fans
to the legal services," says Mario Mari-
ani (pictured), senior VP of access and
media at Tiscali.

Until the partnership began on Feb-
ruary 12, Tiscali offered a narrowband
Internet service for euros 8-24 a month,
depending on which tier was subscribed
to. Alternatively, in addition to a one-off
connection of euros 56, Tiscali's UK
broadband users pay euros 32 or euros
43, depending on the connection speed.

Additionally, users register separate -
continued on page 17

Aguilera starts to clean up after Dirrty
by Paul Sexton

LONDON - As 2002 drew towards a
close, Christina Aguilera was in an
unusual position-and we're talking
not one of those she adopted for the
headline-grabbingly =raunchy video
for Dirrty. The problem was that she
had a UK number one smash with that
track, but an album that didn't have
the sales to match.

The image -redefining single, featur-
ing Redman, topped the UK sales charts
for two weeks in November and spent
three weeks at number three on M&M's
Eurochart Hot 100 Singles. But Aguil-
era's album Stripped, from which it was
the flagship release, initially spent just
one week in the UK top 20 and stubborn-
ly refused to improve on its number 16
debut on European Top 100 Albums.

But the new year has given the
album a new sales complexion. Stripped
has lately given Aguilera her first -ever
top ten album placing in the UK and this

continued on page 17

LAURA PAUSINI_FROM THE INSIDE_

Her first album in english

CGD East West a dmsion of Warner Music Italia Sri an AOL Time Warner Company

UK music sales
stall in 2002
by Hamish Champ

LONDON - The UK's recorded music
industry five year growth train finally
hit the buffers in 2002-hit by economic
uncertainty and a further decline in sin-
gle sales-but retailers are already
reporting signs that the market is pick-
ing up, with January 2003 witnessing
an 11% rise in overall music sales, year -
on -year.

Announcing that the total value of
shipments during 2002 fell 3.7% to
£1,186 million (euros 1,853 million),
UK labels' body the BPI noted sales
faced competition from alternative
entertainment products including
computer games and DVDs, plus "eco-
nomic uncertainty which affected
high street spending in the Christmas
period".

The BPI also laid the blame for the
continued on page 17
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

Nearly 14 years ago the world watched in amazement
as the most potent symbol of the world's political divi-
sions-the Berlin Wall-was hacked down by the peo-
ple of what is now once again the German capital.
There was an exhilarating sense of witnessing a his-
torical moment; that with this symbol down, a new era
was beginning.

As with any other industry, record label executives
flocked to former Eastern Bloc countries hoping to dis-
cover the next "big thing". It was largely uncharted ter-
ritory in which to explore-and it came with the almost
romantic notion that after being oppressed for so many
years, freedom would unleash a swathe of talent onto a
new generation of acts almost overnight.

Alas, much of the time the results were merely pale
imitations of western rock acts from the '70s. There
was little originality, and the new discoveries faded as
quickly as they had been hyped. Who remembers acts
like J, Vasily Shumov, Kino and its leader Viktor Tsoy

or Boris Grebenshikov-who had been taken under ex -
Eurythmics' Dave Stewart's wing?

But now, after a decade of building up an industry
and waiting for the next generation to pop up-the one
for which "USSR" is an exotic name from a Beatles
song, who think Brezhnev was a rapper and who have
been fed by the latest western hits on their local
radio-the time has come to reap the rewards.

Russian duo t.A.T.0 have been rushing along at 200
km/H on the road to success, rewriting the record book
by becoming the most successful act to come from the
former Eastern Bloc. They're young, they're cool, and
their song is a hit. OK, the emphasis on pubescent gay
Lolitas is not necessarily the most tasteful of market-
ing ploys, but it delivers the goods
and for once puts Russia on the map
as a real source of repertoire with
global potential.

And it's not a unique phenome-
non. Edyta from Poland, Alsou, who
is also from Russia, Sevara from
Uzbekistan and some talented acts
in the electronica genre suggest
that there is more to come. World,
take notice!

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

GRid system to track Internet music sales
by Juliana Koranteng

LONDON - In an attempt to monitor
how music is used over the Internet the
IFPI has introduced a
new serial number identi-
fication system designed
to help copyright owners

digi-
tally distributed music.

Known as the GRid
(Global Release Identifi-
er), the system-which
went 'live' last week-was
developed with US labels'
body, the RIAA, and aims
to simplify the method for
keeping track of any legit-
imate recording that is
delivered via the Internet and ensure
that rights holders receive the royal-
ties they are entitled to.

Although Paul Jessop (pictured),
the IFPI's chief technology officer in
London, insists that on its own GRid

will not stop online piracy, it will help
anyone who is distributing music on
the Internet maintain a reliable record
of how that music is being used, and all

for a one-off fee of £150
(euros 235) one-off fee via
the IFPI web site
(www.ifpi.org).

"You are eligible to
use these (GRid) num-
bers if you're dealing
with recorded music, if
you're a distributor, a
record company or an
online service provider,"
he says.

GRid is effectively the
e -commerce version of
UPC (Universal Product

Code), the bar code that enables retail-
ers to identify the different physical
CD titles they sell in their stores.

However, as the UPC system is
used for bar codes on all non -music
products as well, the numbering

capacity for music -related items-
such as CDs-is limited. With a total-
ly new system such as GRid, one
identifier number can provide the
company owning a database of music
for e -commerce purposes the poten-
tial to create codes for more than 30
million releases.

Jessop stresses that GRid will com-
plement UPC and the International
Standard Recording Code, another
long established system that identifies
any track in any format such as a sin-
gle, an album track or digitised music.

GRid is relevant to anyone seeking
to distribute digital music, says Jessop,
whether they are record companies
operating their own music commerce
sites such as the five major labels,
which operate the Pressplay and
MusicNet digital subscription -based
stores in the U.S., brick -and -mortar
retailers with online businesses, or
dedicated online service providers,
such as market leader OD2 in Europe.

Portugal's Antena 1 tunes in to mainstream AC
by Chris Graeme

LISBON - Portugal's public full service
Antena 1 is to be revamped and mod-
ernised as part of sweeping reforms at
the public broadcaster.

The former programming model, an
AC/MOR format reaching a 45 -65 -
audience age group, is to be broken up
and restyled to reach a younger audi-
ence, ranging from 24-45 age group.

As part of these sweeping .changes
Luis Marinho has been appointed
director of programming/news and
Luis Proenca takes the role of deputy
programming director.

"The station is being revolutionised
in a way so that the public can hear
more Portuguese music with the quota
being raised to around 50%," says
Proenca (pictured).

Proenca says that up until now
Antena 1 has largely reflected that

period of Portuguese music that was
produced in the '70s and '80s and early
'90s. "We need to bring the station up
to date to reflect the current
quality output that is being
produced to garner a contem-
porary and younger audi-
ence," he adds.

Meanwhile Hot AC/AC
rock station Antena 3 has a
new programme director,
Jorge Alexander Lopes, after
former director Luis Montez
shocked the Portuguese radio
community by quitting last
month.

Montez had been brought
in from Radio Comercial to
revamp the station and raise audi-
ences. With the policy of 'More Por-
tuguese Music' he succeeded in raising
the audience share from 1.8% to 5.2%
in little more than a year.

In a statement from RDP Montez,
who owns the country's most successful
concert promotions agency, 'The Sound

of Music.' outlined
"personal projects"
as the reason for his
decision to quit.

However indus-
try insiders suggest
he was furious at
the government's
decision to back-
track and decides
not to sell the sta-
tion which he was in
the running to buy.

Jorge Alexander
Lopes says that

Montez had the strength and vision to
take Antena 3 where it needed to go
and that his policies will continue to
improve the station's position in the
market.
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Job losses likely as Vitaminic
outlines Buongiorno merger
by Mark Worden

MHAN - Vitaminic, the Ital-
ian -headquartered digital
music company with activi-
ties in 10 European coun-
tries, has announced that it
intends merging with Italian
interactive mobile service
provider, Buongiorno.

A number of job losses
across Vitaminic's pan-
European operation are
likely following the deal,
which is currently undergo-
ing due diligence. The
merger could be sealed by
the summer, leading to the
creation of a new entity,
Buongiorno Vitaminic with
an annual turnover of
around euros 55 million.

The merger involves a
share swap, with the result-
ing ownership structure
expected to be 90% Buon-
giorno and 10% Vitaminic.
The announcement, made on
February 4, saw Vitaminic
stock initially rise by 5.5% to

euros 5.51, valuing the com-
pany at euros 33 million.

Many see the deal as the
sale of Vitaminic, rather
than a merger' but Vita-
minic's CEO Gianluca Det-
tori (pictured) says: "People
are obviously free to inter-

pret this as a sale, if they
want, but we don't consider
it as such. It's a merger
between two companies,
one of which is considerably
larger than the other. Last
year Buongiorno had rev-
enues of euros 40 million,
with some losses, while we
had revenues of euros 7 mil-
lion, with considerable loss-
es. The structure of the new
organisation reflects that."

Meanwhile, Vitaminic's

COO Andrea Rosi is to leave
the company. Dettori says
Rosi's departure was a sep-
arate issue from the merg-
er, adding that his own role
in the new business "has
yet to be announced".

Dettori says he is "confi-
dent that the restructuring
cuts will be smaller than they
would have been had we tried
to go it alone. We had to
choose between a financial
solution and an industrial
one and, at the end of the day,
we chose the industrial one."

With Vitaminic's original
strategy of selling down-
loads proving less than
lucrative, and moves to
become a content provider,
Dettori hopes that the merg-
er with Buongiorno will
"mean that we are uniquely
placed to deal with a Euro-
pean mobile music market
that, according to estimates
by Arthur Andersen consul-
tants, will be worth euros
2.7 billion in 2006."

Italian tenor Andrea Bocelli is all smiles after signing a worldwide licensing deal
with Universal Music Italy for his new Clacksong record label. Bocelli is artistic
director of the label and its sister production company, Io e Lui, which he will
run together with Michele Torpedine. Clacksong's first two signings, Allunati
and Jacqueline Ferry, will perform at the Sanremo Festival, while Bocelli him-
self will continue to record with the Sugar label. Pictured, from left to right:
Torpedine, Bocelli and Universal Music Italy president/CEO, Piero La Falce.

Swedish radio goes for cinema sound quality
by Johan Lindstrom

STOCKHOLM - Sweden's
public broadcaster Sveriges
Radio (SR) is launching the
world's first radio transmis-
sions using 5.1 multichannel
technology, the same system
that is used in home cinema
systems. SR will distribute
the programming via the
Sirius 2 satellite as well as
via the digital terrestrial
television network.

The first broadcasts using
5.1 were made during SR's
youth channel P3's Popstad
2003 event in Varrjo on Febru-
ary 7-8, including several live
concert programmes. The tests
will continue into April and

feature both classical music,
jazz, drama and comedy.
Sveriges Radio will also remix
material from its archive.

"There have been tests in
Australia and Japan, but
they used the Dolby Sur-
round standard which doesn't
give the same quality. They
used 300 kilobit for both pic-
ture and sound, while we use
as much as 1.5 megabit just
for the sound, which pro-
duces a very good quality,"
says Caroline Meyar of SR's
new media department.

"We want to take this oppor-
tunity to test what we call
high -definition radio. We're
inspired by the market accep-
tance of home cinema and 5.1

sound and the possibility of
producing very high sound
quality," says Bosse lernstrom,
a producer and sound techni-
cian at Sveriges Radio.

Satellite receivers with a
capability for 5.1 sound and
DTS encoding are produced
by Germany's Kathrein-
Werke, but there are still no
receivers for the digital ter-
restrial television network.

Sveriges Radio has pro-
vided downloadable 5.1 pro-
gramming on its website
www.sr.se. since the middle
of 2001. More than half a
million downloads have so
far been made, with nearly
two thirds being requested
from outside of Sweden.

CDNI THE BEAT
HiT4OUK SIGNS UP MORE WIRELESS GROUP STATIONS

LONDON -A number of stations in
Kelvin Mackenzie's Wireless group
including 102.44 Wish FM in
Wigan, The Wave 96.5FM in Black-
pool and 107.2 Wire FM in Warring-
ton, have begun transmitting the

Hit4OUK show on Sunday nights, adding a potential
1.3 million listeners to the programme. Four other
Wireless stations are already transmitting the show.
"Hit4OUK bears all the hallmarks of both a great pro-
gramme and a compelling commercial proposition. It
represents a clear audience and revenue winner for
our stations," said Ashley MacKenzie, Wireless
Group's national sales director.

wireless
group

PORTUGUESE BROADCASTER IN CHILD ABUSE ALLEGATIONS

LISBON -A former national radio broadcaster and
current TV presenter has been taken into police cus-
tody over allegations of abusing minors. Carlos Cruz,
61, one of the most familiar faces in broadcasting over
the last four decades and a presenter on Portugal's
former public radio Emissora Nacional, is suspected
of being involved in certain activities at a famous
state -run Lisbon orphanage-the Casa Pia. The Por-
tuguese media is predicting more arrests connected to
the Casa Pia case in coming days with famous figures
in the world of music, sport and politics said to be
implicated.

CLEAR CHANNEL PULLS PLUG ON CNN BROADCASTS
COPENHAGEN - Clear Channel's News Radio 24/7 in
Denmark ceased its 22.00-06.00 nightly direct broad-
casts of CNN TV audio on February 1, replacing it
with a World Radio Network patch. The station had
aired CNN without a break and was unable to brand
itself with jingles or insert commercials. The year -old
27/7 station has been a major success, attracting an
audience of around 100,000 daily listeners and is the
only station in Denmark broadcasting English -lan-
guage news. "It was expensive and we weren't getting
anything out of it," CC MD Jim Receveur says.

WORLD MUSIC AWARD WINNERS ANNOUNCED
LONDON - Senegal's Orchestra Baobab, who recently
reformed to release their first album in 20 years, were
the big winners at the second BBC Radio 3 Awards for
World Music, announced February 8, lifting both Best
African Act and the Critic's Award for Album of the
Year. Other winners were the Portuguese new -wave
fado singer Mariza (Best Europe Act) while French
tango -fusionists Gotan Project won Best Newcomer
for their album La Revancha del Tango (Ya Basta!/XL
Recordings). All winners will appear at a poll winners
concert in London on March 24.

Internet in -site
Royalties Reunited

www royaltiesreunited com

Several thousand artists have money coming to them and
they don't even realise it. Anyone who has had a musical
performance recorded, therefore, should visit this
admirably simple website, just in case. Just type in a
name, and the titles of any works with unclaimed royal-
ties pop up. Then there's a straightforward form for filing
a claim. The site targets session musicians, but surpris-
ingly well-known names including Iggy Pop, the Smiths'
Morrissey and Luciano Pavarotti are listed. Royalties
Reunited is the work of Phonographic Performance Limit-
ed, with participation by the Association of United Record-
ing Artists, UK actor's union Equity, the Music Producers
Guild, the Musicians Union, and the Performing Artists'
Media Rights Association.

Chris Marlowe
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ere's an old saying that
"there's no such thing as bad
publicity, there's only publicity".
Well, Universal Music Russia's
female pop duo t.A.T.u, current-

ly taking Europe by storm with their
English -language single, All The
Things She Said, know a thing or two
about bad publicity.

With the act all set to top the UK
singles sales charts two weeks ago, the
English mainstream media went into
overdrive: "Paedo-pop plumbs the
depths as t.A.T.0 head for the top",
screamed the "quality" tabloid, the
Daily Mail, while a number of UK TV
presenters and media commentators-
perhaps mindful of recent child abuse
cases involving well-known individuals
from the music industry-accused the
record business of "peddling pae-
dophilic entertainment".

Big sellers
Yet despite these efforts to protect the
region's youngsters, t.A.T.0 have
shifted millions of records and are
currently Universal Music's biggest-
seller after Eminem, according to
David Junk, former diamond compa-
ny boss and now Universal Music
Russia MD. Indeed a million -selling
album, the Russian version of 200
km I H In The Wrong Lane, in their
home territory-that's a million legit-
imate units; Junk estimates music
pirates have sold several million
more-plus a hit single across
Europe, suggests that far from the
dirty raincoat brigade t.A.T.u's true
core audience is that of any other
young pop act, namely teenagers.

Acknowledging the "porno" row,
Ohio -born Junk-who speaks fluent

From Russia with I.O.V.e.
Despite the controversy
surrounding Russian pop
duo t.A.T.u, the act's suc-
cess is paving the way for
the territory's other talent.
Universal Music Russia MD
David Junk outlines the
highs and lows of working
in the heart of the former
Soviet Union to Hamish
Champ.

majority of pre-recorded music-some
85%+, according to local estimates-
is illegally manufactured and sold at
huge street markets in cities across
the country. It is a major problem for
the industry and efforts to clamp
down on illicit manufacturers contin-
ue. But it is an uphill struggle, as
Junk recognises.

A key hurdle to defeating the
pirates is their well -established near -
domination of the business. "They
have the biggest chunk of the action.
They're good too. They know what
they're doing," he says. Some are even
trying to appear respectable, going as
far as signing a legally -acceptable
recording contract with a local artist in
order to lend their operations an air of
legitimacy. So while Universal Russia
is the biggest foreign music company
in the country with a 30% market

"I don't hear anything coming out of the US,
the UK or anywhere else that sounds like
t.A.T.u. I think they're going to be a breath of
fresh air for the business."

David Junk, managing director, Universal Music Russia

Russian-agrees he isn't overjoyed at
the controversy t.A.T.u's steamy video
has triggered: "I try to steer people
away from that and tell them to focus
on the music. The single has gone to
number one in many countries where
the video has had very little airplay."

He prefers to see the duo's suc-
cess as highlighting a common
thread among young people: "I don't
think that t.A.T.0 is popular among
teenagers because of the video or
the lesbian thing. Teenagers are
smart, they get it. They know what's
going on. They like t.A.T.0 because
the vocals, the energy and so on are
real. t.A.T.0 look like the girls next
door, but with an edge. Teenagers
around the world are going through
the same issues-sex, drugs, puber-
ty, life in general." Russian
teenagers, he adds, "are no different
from teenagers anywhere else".

Another link between Russian
teenagers and their European peers is
the trend to buy pirated music.
Legitimate music sales in Russia are
around 112 million units annually, of
which 90% are cassettes. The vast

share, Junk-who says he is the only
foreigner in the Russian music busi-
ness-says he sees pirates as more of a
competitor than EMI or Sony.

Economic crisis
The pirates' cause has clearly been
aided by the country's financial woes.
Before Russia's economic crisis in the
late '90s many people had enough
money to buy legitimately recorded
music, says Junk. "There was always
pirated product available, but people
bought CDs at around $18 a time.
Now, with the economy on the slide,
for those wishing to buy music the
pirated CDs at around $2 a go are
very attractive. Even so, I do still sell
legitimate CDs in Russia to people
who don't want to tramp through the
outdoor markets and who want the
real thing," he says.

"The [pirated] CDs skip after a few
plays, pirates don't bother with art-
work and they often omit tracks they
don't like or that they think won't
appeal to buyers and they even put
different artists on the same album,"
Junk adds. "I produce a lower -cost

David Junk with Lena Katina (left) and Julia Volkova of t.A.T.u.
CD, with reduced artwork, for around
$5 (euro 4.65), aimed only at the out-
door markets, in order to compete
with the pirates. I sold 4,000-5,000
full price Eminem CDs, 100,000 cas-
settes, and of these lower price CDs,
around 25,000." Both record company
and artists see the cheaper CD option
as a good idea. "I get artist and com-
pany approval for these. A lot of acts
come to Moscow and they want to get
their music heard-and they want to
be paid for it too. This is a way to
shake up the pirates a little bit. Not a
lot, but it.does help."

Government pressure
The Russian government, mean-
while, is being encouraged to get
tough with pirates, with the prospect
of joining the World Trade
Organisation and other trade incen-
tives as part of the prize. "There have
been political moves to end piracy,
such the commission to end it by the
end of next year-although whether
that can be achieved remains to be
seen-and President Putin has spo-
ken out about it too. Russia badly
wants to join the WTO and this is one
lever that the [worldwide labels'
body] IFPI has tabled to push the
agenda." But piracy is just one of
many problems facing Russia includ-
ing organised crime, banking scan-
dals and the threat of terrorism, and
Junk recognises the government has
other things on its plate.

Meanwhile, there is some irony in
the current piracy situation in that
what was encouraged by the West
when the Soviet Union was still
standing-namely a love for all things
western-has now bitten back. "In
the old days Russians copied western
music and then it suited us, the west.
But this copying has now become a
major business with maybe 19 major
CD plants throughout Russia crack-
ing out millions of CDs around the
world," says Junk. He claims that
some such plants are even situated on
former defence establishment proper-
ties and consequently beyond the
jurisdiction of the regular police.

Despite the challenges, Junk is

upbeat about success, although he
recognises it will take some time.
"This is [ultimately] a problem that'll
go away, [but it's] true, we haven't
made much progress."

What Russia's music industry
needs is a stronger alliance between
the interested parties, he says. "We
don't have an industry like other
major markets, which is a real shame.
We have arcane laws. Anything pre -
1995 is copyrightable and some peo-
ple have taken advantage of that and
made a lot of money-while wiping
out entire catalogues. The music pub-
lishers haven't gotten together either
and I have to say that's been a prob-
lem too. The western labels want
Russia to succeed and change but
they're not always joining forces to
make that happen."

Untapped market
Sony, Warner, BMG and EMI have
either standalone offices or have done
deals with local licencees, but piracy
aside, why doesn't a market with
more than 150 million inhabitants-
and tens of millions of potential cus-
tomers-attract more attention? "I
think Russia still baffles people," says
Junk. "Why am I the only foreigner
here? Because no-one thinks that
anything musically interesting can
come out of there-before t.A.T.0 any-
way-despite the popularity of dance
act PPK and [t.A.T.0 labelmate]
Alsou. No-one takes us seriously as a
repertoire centre. But this is going to
change," he adds.

Junk firmly believes there is a
Russian sound. "I don't hear anything
coming out of the US, the UK or any-
where else that sounds like t.A.T.u. I
think they're going to be a big breath
of fresh air for the business. It is dif-
ferent," he says.

"We've our own music television in
Russia, we've our own videos, plus our
own music. You hear the punk music
coming out of the US and the UK, but
what do English teenagers have to be
depressed about? Take a look at
what's going on in eastern Europe and
you'll see why our part of the world
will offer something different."
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Rotation for the hip hop generation
A commitment to independent labels and under-
ground hip -hop artists, a rebel's disdain for tradition-
al promotion and recently in the news for breaking
the 100 -spins -a -week barrier for some of its current
titles, Paris' Ado FM is a local Urban -formatted station
that's committed to breaking the mould of French
radio. Lisa Pasold reports.

STATION
IN FOCUS

perhaps ironically given some
of the song lyrics it currently
airs as part of its R&B and
hip hop format, Ado FM start-
ed life in 1981 as a children's

radio station. In 1996, its owners
Start Group received permission to
develop the station into its current
format, and the following year Ado
FM launched as the first local hip-
hop/R&B station in the Ile de France
area, the Greater Paris area which
incorporates the city of Paris and its
various suburbs.

"The timing was perfect, as hip -
hop was just becoming big," says Ado
programme director Bruno Witek. "As
we've gradually developed, we've seen
a lot of French artists move into this
[musical] style. It's become popular
across the board, even though origi-
nally it was considered an exclusively
black sound, even in the US."

These days, of course, most of the
country's young -leaning national net-
works are incorporating considerable
amounts of R&B and hip -hop in their
playlists. Best-selling artists such as
MC Solaar and Saian Supa Crew can
be heard on NRJ (CHR) and Fun
Radio (CHR/Dance), as well as
national Urban network Skyrock, a
pioneer in the field of Urban music,
making Ado's playlist increasingly
similar to those of contemporary hit
radio stations. So, what happens
when a station that starts out on the
edge suddenly finds itself part of the
mainstream?

"Easy," says Witeck, "we don't
change. It's true that other stations
have copied our playlist and our

sound. But you have to remember
that people who start out drinking
Coca Cola don't switch to some imita-
tion brand whenever a new cola
appears. Similarly, when a different
station copies our sound, our listeners
just say 'oh, they're just like Ado!'
We're in their heads as the authentic
brand."

Ado also keeps ahead of the pack
by playing the local card, and by pay-
ing close attention to the more under-
ground sounds coming out of the
Paris/Ile de France area. "Our goal is
to be very local, to be tuned to exactly
what is happening in each suburb,"
says Witeck. "We're convinced that
each area of France has a musical
atmosphere that's unique, and a
national station can't focus on this in
the way that we can."

Witek's theory appears to be work -

hottest songs 70 times per week).
Ado's philosophy is to "burn 'em

hard, burn 'em fast." Thus while it
will rotate songs more than 100 times
per week, they will only stay on its
playlist for roughly 13 weeks, instead
of the 25 -week playlist run typical of
most other contemporary stations in
France. Witek is convinced the sys-
tem is responsible for Ado's recent
boost in ratings, and it allows Ado to
make an impact against the national
networks. "Unlike the hits that
appear on a large station, which are
timed to accompany video releases
and major record company advertis-
ing, as a local radio station we have to
find a different way to make a state-
ment, to bring this music onto peo-
ple's radar."

With its young target audience
who tend to spend limited time listen-
ing to the radio, many believe that
Ado's Urban format is perfect for this
extreme power rotation experiment.
Consultant Steve Casey, of US -based
company Up Your Ratings (which con-
sults Ado FM), explains: "The appeal
of this approach is clearly for people
that are looking to be satiated on
their new favourite songs of the week,

"Each area of France has
a musical atmosphere that's unique,
and a national station can't focus on this
in the way that we can."

- Bruno Witek,
MD/programme director, Ado FM/Paris

ing: 2002 was a purple period for Ado
FM, with its audience increasing by
almost 100,000 to an average of
518,000 daily listeners (according to
Mediametrie's 75000+ survey,
September -December 2002).

A major part of Witek's program-
ming strategy at Ado involves a power
rotation system of up to 120 spins per
week for its strongest songs, intro-
duced five months ago (M&M,
October 26, 2002). This is practically
double the rotation level of Ado's rival
stations (the next highest is Dance
service Voltage, which rotates its

and who have very little, perhaps no
interest, in older songs. That has been
shown to be most effective with an
audience aged under 20." Asked
whether even that audience is likely
to get a little weary of this kind of
rotation, Casey responds: "Hearing
their favorite song a little too often is
preferable to hearing music that, for
them, is simply irrelevant."

Ado's playlist selection relies on
the old-fashioned approach to music
research: a programmer sitting down
and listening to a lot of music.
Together with his programming col-

league Korben Dallas, Witek listens
"to everything, and if we love it, we
play it. Simple!"

Ado also has a commitment to
playing artists who don't necessary
have record deals, as well as intro-
ducing music from unknown produc-
ers. In airplay monitoring company
Yacast's analysis of new titles on radio
playlists (1st semester 2002), Ado was
ranked seventh in the Paris area
(well ahead of NRJ, Fun and Voltage)
in terms of the number of new titles
placed on rotation. "The artists really
support us," says Witek. "There's an
underground element to it."

Despite this, Witek says the sta-
tion has few friends among the major
labels. "Major record companies find
us irritating, because we're not a
national network that they can make
[promotional] deals with," he claims.
"Honestly, even though we have a
great relationship with the artists
themselves, the majors would be
delighted if we disappeared."

Sample Hour Ado FM
Thursday January 23 (19.00-20.00 )
Busta-Rhymes /Mariah Carey/I
Know What You Want
Tony Braxton/Hit The Freeway
Diana King/Lies
EvelSatisfaction
Aaliyah/Miss You
MC-Lyte/Cold Rock A Party
Leslie/Magic-System/On Ne Sait Jamais
Nivea/Don't Mess With My Man
Fat Joeoe Ma-Rule/What's Luz)
B2K/P.Diddy/Burnp, Bump
MattiWicked
Booba/Kayna SametIDestinee
Luniz/I Got 5 On It

Station Factfile: Ado FM
Owner: START
Format: Urban
Managing director/programme
director: Bruno Witek
Station manager/programme
director: Korben Dallas
Key presenters: Karim, Eric Mazet
& Karine, Orphee.
Sales house: no external agency.
TSA: Ile de France (Greater Paris) area
Audience ratings: 518,000 daily
reach (Mediametrie 75000+, Sept -
Dec 2002, listeners age 13+).
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The Flaming Lips spread like fire
by John Vanderpuije

The Flaming Lips have been making records for
the last twenty years, but it is only recently that
their popularity has begun spreading like the
proverbial wild fire.

The Oklahoma trio received wide critical
acclaim for their previous album The Soft
Bulletin (1999), but it is their tenth studio
album Yoshimi Battles The Pink Robots,
released last July on Warner, which has suc-
cessfully replaced the band's eccentric rock
sound with acoustic guitars, R&B-influenced
drum patterns and an emotional depth that
most pop stars would find it hard to plumb.

That album has so far sold 160,000 copies in
Europe, 100,000 of which were sold in the UK-
about 20 times more than any of their previous
releases. Now, with a European tour starting on
March 1, The Flaming Lips are hoping to spread
their gospel outside the UK.

Do You Realize??, the first single from the
album, was heavily playlisted on specialist
radio across the UK (where it became a Top 40
chart single), but it took the second single
Yoshimi Battles The Pink Robots Pt.1 released
on January 13 to solidify the buzz. The single
was A -listed on Alternative Student Broadcast
Network, and B -listed on rock station Virgin
Radio and public broadcaster the BBC's CHR
and AC stations, Radio 1 and Radio 2.

James Curran is executive producer at Virgin
Radio in London where Yoshimi was put on the
B list, securing around 20 plays per week. "It's a
great melodic track which started off as a break-
fast show record of the week and then pro-
gressed to the playlist proper," he says. "The
Flaming Lips have captured the public's imagi-
nation simply by offering something so refresh-
ing and inventive. The Lips show you can be
melodic and tuneful without resorting to bland
painting -by -number tracks or worse still cover
versions. I think also their quirkiness appeals to
that British love of eccentrics"

Says Toni Young, product manager at Warner
Music Europe: "Most people still hear new
music on the radio and until recently the
Flaming Lips didn't get much radio play,

They've always been a press -driven band. The
biggest leap came with the release of The Soft
Bulletin when the band made a conscious effort
to be more accessible."

Alastair Brown, head of music at Student
Broadcast Network in London, says that in a
market saturated with manufactured pop stars,
The Flaming Lips can't help but stand out.

"In spite of the huge sales made by reality TV
pop stars, in the UK there is a large enough
audience who still appreciate and enjoy intelli-
gent, sophisticated and original pop music. If
anything, with the general `dumbing down' of
pop music, bands like The Flaming Lips stand
out on their own as something different and
interesting, thus capturing the imagination of
these music fans."

But its not only The Flaming Lips' music
which is deliciously odd, for the last decade the
band's live appearances-mixing performance
art, animal costumes, giant mirror -balls, LCD
screens and scantily -clad women-have been
much talked about. In the hands of The Flaming
Lips what seems like a recipe for disaster
becomes an inventive and engaging live show.

"It's not just about the music," says Virgin
Radio's Curran. "A Flaming Lips concert is not
just a gig, it's more than that. It's a show. The
Lips manage to successful stimulate the senses
visually as well as aurally-which is not always
something that can be pulled off."

Another fillip to the band's increasing profile
came when Justin Timberlake joined them on
stage for their performance on Top Of The Pops
in UK on January 24. Young (who herself
appeared on stage in a monkey costume) says:
"Justin met them the day before at Radio 1 and
is a big fan. So they hatched the idea of him get-
ting up on stage with them for the show."

Now, with the growing profile of the group
the challenge of engaging with European radio
stations is a task Warner Music Europe is ready
to meet.

Yoshimi Battles The Pink Robots Pt.1 will be
released in the rest of Europe on a staggered
basis throughout March to tie in with the live
dates and is currently going to radio.

"There's a lot of interest in Europe, but that
has yet to translate into sales," says Young. "At
the moment, the market is totally flooded by
contestants from various Pop Idol/reality
TV/Fame Adademy type shows, so getting radio
and TV exposure on a band like The Flaming
Lips can be challenging,"

Young continues: "However, a lot of people
are looking for an alternative, and the band
has many supporters in the media. Press cov-
erage takes sales to a certain level but, to get
it to the next stage, radio and TV exposure is
the way to go. The UK has been achieving that,
and I'm sure the rest of Europe will follow close
on their heels."

The tour will take in Austria, Czech
Republic, Germany, Sweden, Norway, Denmark,
Belgium, Holland, France, Italy, and Greece.

Carpark North deliver rock with electric edge
by Charles Ferro

Danish trio act Carpark North, who mix garage
prink with electronica to create a sound that mesh-
es both styles, were unveiled on the international
stage at Midem, ahead of the February 10 release of
the group's eponymous debut album on EMI.

Director of international exploitation at EMI
Recorded music Denmark Ole Mortensen says the
exposure at Midem was a positive move.

"Last year we brought Saybia to Midem and
made a lot of good connections," he says. "This
year's showcase provided a valuable opportunity to
give the band a taste of what the business is all
about, and the business a taste of Carpark. It was
the perfect complement to all the meetings we'll
have with associates."

The launch was based on a strong local story. In
the early days, Carpark North established a fan -
base by winning several regional 'battle of the
bands' contests and, on the back of that, put out a
four -track CD Carstereo.

Picking up on the buzz, Danish public CHR sta-
tion DR P3 put the band on its demo tapes show. As
a result, Carpark North were the subject of an
unprecedented two-week run at the top of the sta-

tion's weekly listener -response show. P3 then invit-
ed Carpark North into the studio where they
recorded There's A Place, which was immediately
put on heavy rotation on the station.

The band subsequently added the track to
Carstereo, and had to press up new runs of the CD
to meet demand. Early 2002 EMI/Medley Denmark
picked up the band. The act's first album Carpark
North was released February 10 selling 6,000
copies on its day of release, with the single
Transparent & Glasslike currently at radio in
Denmark.

The trio-made up of Lau Hojen on vocals and
bass, Soren Balsner on keyboards and guitar, and
Morten Thorhauge on percussion-deftly shifts
between electronica and rock, often within the
same song.

On the album, 40 Days begins with a lulling elec-
tronic intro that flirts with dance before moving
into rock for the main body of the song. Spain could
loosely be called a rock ballad, while Transparent &
Glasslike, a track that will feature along with other
Carpark North songs on an upcoming Danish film
soundtrack Midsommer, hits hard with its guitar
licks and electronic pulses.

"I hope people from abroad hear the unique sound
that combines a number of styles in rock and pop to
create a singular form of expression," says EMI
Recorded Music Denmark product manager Jakob
Sorensen.
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