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Strong branding, a common AC for-
mat and integrated advertising
sales: that’s the formula which Ger-
many’s Hit Radio Antenne chain of
independent radio stations is using|
to build the muscle to compete with
TV. Page 6
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n ﬁ Welsh band the
oy

... Stereophonics’ se-
cond album, Per-

formance And
Cocktails v2),
shipped half a mil-

lion and has
already spawned two UK. top five
singles. As the third single breaks in
Europe, the band are aiming to sus-
tain the upward trend. Page 8

BATTLE OF THE BRANDS
Italian CHR network RTL 102.5 Hit
Radio claims new laws on station
branding have singled it out for
unfair treatment. Lawmakers say
the move will stop artificial inflation
of ratings. Page 3

Geri puts Ginger back in the Spice rack

by Christian Lorenz & Siri Stavenes

MnAN — She said
she would be back,
and ex-Spice Girl
Geri Halliwell kept
her promise with the
launch of her solo
debut single Look At
Me in Europe during
a packed-out press
conference in Milan
on April 15.

Look At Me,
which went to radio
worldwide on April
16 and will be
released on the EMI
label on May 10, “is
about the side in all

of us that screams for attention,” Hal-

liwell says, “but it is also about how

we are obsessed with public image.”
Halliwell’s new material is eclectic,

Geri Halliwell

drawing from sources as diverse as

contemporary dance and '50s MOR.
~ Or, as Halliwell puts it, “it’s like Pub-

lic Enemy meet-
ing Marilyn Mon-
roe.” Other influ-
ences claimed by
Halliwell—who
contributed lyrics
and top line
melody to Look At
Me—are Judy
Garland, Shirley
Bassey and Frank
Sinatra. “Basical-
ly my father’s old
record collection,”
she laughs.
Reaction to the
track among pro-
grammers  indi-

cates that it could finally distance

Halliwell from her girl-band past.
“I was pleasantly surprised that
Geri has found her own wunique
continued on page 21

Line Renaud, vice-president and
founder of Aids-related -charity
organisation Ensemble Contre Le
Sida (ECS), was recently handed a
Ffr 37.5 million (euro5.7m) cheque
from the sales of the album Ensem-
ble. Released by V2 Music in Novem-
ber 1998, the album, which con-
tained the song Sa Raison d’Etre
penned by composer Pascal Obispo
and lyricist Lionel Florence, has
sold to date over 650,000 units in
France. Pictured (I-r): Florence;
Obispo; Renaud; Pierre Bergé, pres-
ident of ECS; and Thierry Chas-
sagne, MD of V2 Music France.

This band have sold over 7 million albums....




ATTENTION RECORD COMPAKNIES/IKDIE PROMOTERS

Our installation roll=out has now begun.

Fastrax is offering free delivery of
new releases and product to UK radio
stations during this roll-out period.

ATTENTION PROGRAMME DIRECTORS

If your station would like to be in at the
beginning, and join leading and cutting edge
stations already experiencing Fastrax.

contact us on:

0171 468 6868

Ring us now, and become part of Pastrax.
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Upfront

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

That old debate, research versus “gut feel”, was once again
brought centre-stage last week by Paul Conroy’s strongly-
worded keynote speech at the Radio Academy Music Radio
conference in London.

Is research really killing radio’s diversity, and is it respon-
gible for “blandness” in UK. radio programming, as the
Virgin UK. president argues? Conroy’s comments reflect the
usual frustration which music industry executives experience
when dealing with radio. Research, they claim, is destroying
the “risk factor” each programmer faces when choosing a new
track, and impedes the search for new talent.

Conroy has a point. Research is a tool which helps radio
stations focus their programming. That’s what it’s for. And it
works. Radio stations across Europe which rely on research—
and use its results intelligently—have achieved ratings gains
and better focus on their target audiences.

But this doesn’t mean stations are not ready to take
chances. In fact, each time they add a new song to their
playlists, it’s a risk. And the rapidity with which radio in

NEWS

Europe has embraced newcomers such as Emilia, Britney
Spears, Billie and many others proves that programmers are
receptive to new artists.

However, Conroy chose the wrong target when attacking
UK radio. Overall, the sheer scale of musical styles covered
by U.K. radio (both public and commercial), the musica] cul-
ture of British listeners and the public’s constant search for
novelty (at the risk, sometimes, of debunking today what was
adored yesterday) make the U.K. a heaven for labels.

In most countries outside the UK., research should not be
blamed for “bland” programming—listeners should.
Broadcasters realise—mostly through research—that listen-
ers are, by nature, conservative
Outnumbering the small minority |
interested in cutting-edge and novelty, |
there is a vast majority for which radio
is a space-filling comfort blanket.

If all European listeners had |
adventurous tastes, Talvin Singh,
Laurent Garnier and Natacha
Atlas, not Cher, Britney Spears and
Emilia, would be No.l in M&M’s
Top 50 Airplay chart. If this were to
happen, it would definitely be a cure
for blandness.

Battle of the brands breaks out in ltaly

by Mark Dezzani

MILAN — A new law intended to pre-
vent ratings for national networks
being artificially boosted by listeners to
local stations which use the same or
similar branding is unfair, according to
Italy’s national radio networks associa-
tion, RNA.

The body claims that the law—
passed as a series of stop-gap measures
prior to a promised comprehensive new
media law and effective April 1—
penalises national radio networks,
whilst syndicated national networks
are not subject to the same rules.

RNA president Sergio Natucci says
his association is not against the new
rule in principle, but feels that it has
been implemented unfairly for punitive

reasons. “The RNA welcomes new laws
which promote clarity and transparen-
cy. However, they should not be issued
piecemeal but within the proposed com-
prehensive new law which applies to all
types of stations,” he says.

The legislation primarily affects
Milan-based CHR network RTL 102.5
Hit Radio, whose air-time sales house
Open Space recently launched a string
of nine regional stations in Milan,
Rome, Florence, Naples, Venice, Turin,
Palermo and Bari with the RTL brand
(M&M, Feb. 27). RTL 102.5 Hit Radio
president Lorenzo Suraci says that he
is considering a legal challenge to the
new rules. “We granted the use of our
brand to [the regional stations], and I
am perplexed by this new law which
appears made especially to stop this

French stations call for quota reform

by Rémi Bouton

Paris — Eighty-eight
French radio stations
have petitioned France’s
culture and communica-
tions minister, Catherine
Trautmann, for reforms of
the territory’s quota laws, |
which currently stipulate
that broadcasts contain at
least 40 percent French-
language music.

In a statement, the
group, which includes all
France’s commercial net-
works except urban-for-
matted Skyrock, says: “Uniform quo-
tas are in conflict with pluralism.
The diversity of formats allows us to
respond to audience and artist expec-
tations. The promotion of French-
language music should help increase
the diversity of radio rather than
impede it.”

The move comes as France’s par-
liament begins to debate a new
broadcasting bill, presented to the
prime minister on April 21. As part of
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consultations during
the drafting of the
bill, France’s radio

? regulator the CSA
b8 sent a report to
Trautmann in
January, urging that
any new legislation
should incorporate
greater flexibility in
acknowledging for-
mat differences.

The CSA proposed
that stations be
given three options:
uphold the current
law; play more
French music but less new music
(aimed at gold-format outlets); or
play less French music and more new
music (aimed at CHR formats).

Trautmann has yet to respond to
CSA’s report or the stations’ petition.
According to a government source,
the culture ministry plans to meet
radio and music industry representa-
tives to discuss the issues before par-
liament votes on the broadcasting
bill in May.
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project,” he tells M&M. “One possibili-
ty is to appeal to the European
Commission, as it appears that this
law contradicts EC rules on the use
and licensing of brands.”

Supporters of the law, meanwhile,
claim that local stations have profited
unfairly by using national brands
owned by their parent companies.
Italy’s national networks are not
allowed to sell local or regional adver-
tising, while local affiliates of national-
ly syndicated networks sell local adver-
tising, and carry national spots from
the syndicator.

Elena Porta, secretary general of
local radio association ANTI, says that
the law is essential to establish fair-play
in the market, and that it covers all
types of radio networks fairly.

“This law is required otherwise pow-
erful networks—with their brands rein-
forced by major regional stations using
the same brand—would damage the
reliability of the ratings system,” she
says. “Newer regional stations such as
RTLs city stations should have changed
their names on April 1 when the new
law came into effect.”
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