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Christina Aguilera's
Fighter (RCA) is this
week's highest new entry
on the Eurochart Hot 100
Singles, at number three.

we t41aU4 to radio
M&M chart toppers this week

Eurochart Hot 100 Singles
EVANESCENCE

Bring Me To Life
(Wind-Up/Epic)

European Top 100 Albums
METALLICA

St. Anger
(Vertigo)

European Radio Top 50
JUSTIN TIMBERLAKE

Rock Your Body
(Jive)

European Dance Traxx
BENNY BENASSI

Satisfaction
(D:Vision/Energy)

Inside M&M this week

ORGANIC RADIO SOOTHES
Milan FM station Lifegate Radio is
broadcasting an eclectic music mix
underpinned by its founders' holis-
tic business philosophy, reports
Mark Worden. Page 4

SEARCHING FOR WINNING
WAYS...AGAIN
French retail music sales are slip-
ping, but executives are confident
they have what it takes to put the
market back on track, writes Lisa
Pasold. Page 5

BACK WHERE THEY BELONG
Danish fuzz/pop act Nu are giving

their label's found-
ers-husband and
wife team of Paul and
Katie Conroy (respec-
tively, ex -Virgin UK
president and EMI
VP promotions/artists
relations)-a new
lease of life.

Page 11
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the new album
the live TOUR

Dutch to take over Danish airwaves
by Charles Ferro

COPENHAGEN - Danish radio is
bracing itself for a Dutch invasion
following Sky Radio and Talpa Radio
International (TRI)'s success in the
Danish Culture Ministry's auction of
two terrestrial FM frequencies last
week.

Sky bid a fee of DKr 54 million
(euros 7.2m) per year, payable to the
Danish government, for the rights to
the country's first national commer-
cial FM frequency. TRI will pay DKr
22.5 million (euros 3m) per year for a
licence that will cover around 40% of
the population.

Sky Radio, which is part of media

magnate Rupert Murdoch's group of
companies, already operates 15 small
local stations
in Denmark,
and has
announced
the new
national station
will follow the music -inten-
sive Soft AC format that has been so
successful for Sky in Holland. TRI had
not made public its programming
plans at presstime. Both networks
must commence broadcasting by
November 15.

Speaking minutes after the bid-
ding finished, Sky's financial direc-
tor Ab Trik was ecstatic: "It's amaz-

17,4 0/0
ing, I feel hot and cold. We're the
market leader in the Netherlands

and we'd like to
use that experi-

ence to improve
the [radio] situa-

tion here."
Trik says

there are simi-
larities between the Danes and the
Dutch, as both countries are very
outward looking, but says he plans
to adapt Sky's format to the Danish
market, particularly as the licence
requires the station's music output to
comprise 30% Scandinavian music,
while it must also run 1,000 hours of

continued on page 21

Annie Lennox bares her soul

by Emmanuel Legrand

LONDON - For her third solo album,
Annie Lennox has gone bare, exposing
the darker sides of her soul. And her
emotional message seems to have hit a

chord with her audience, too.
Bare-Lennox's first new album in

eight years and the first containing
new material since 1992's Diva-has
entered Music & Media's European

continued on page 21
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Hamburg law
could herald
new radio era
by Michael Lawton

COLOGNE - The parliament of the
city state of Hamburg is expected to
pass a new media law by the end of
this month which will free the city's
commercial radio owners of many of
the restrictions the medium faces
elsewhere in Germany.

According to the legislation, the
requirement to provide news and
information-as measured by the
proportion of speech to music-and a
contribution to the "building of public
opinion" will no longer be the respon-
sibility of individual stations, but of
the media landscape as a whole,
including public radio.

Under the new law, each station
will be responsible for policing itself.
There will be no restrictions on the
amount of advertising which can be

continued on page 21

Not only an international label ... a fully equipped recording studio
based on a team of highly professional and experienced producers,
arrangers, composers and musicians .

Jeff Berlin Bib Cote8rn B4i Preston to term

NOVECENTO
THE NEW ALBUM
featuring...
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

June 21 is traditionally Music Day in many European
countries. Yet, as French executives suggested in local
newspapers last week, the soundtrack to this year's cele-
bration might well have been a Requiem.

The problem is not talent, but the business environment
in which it evolves. Most markets are continuing to post
year -on -year sales' declines. German labels are set for
another round of redundancies, following yet another dra-
matic slump in sales, and the French industry is seeing
sales heading south too.

Record companies have to adapt, restructure and scru-
tinise every cost element. Even Universal Music, a solid
market leader and, until now, immune to market fluctua-
tions, is feeling the heat: financial results for Q12003 show
a loss.

Digital downloads-the industry's double-edged
sword-are on the increase as broadband infrastructure is
beefed up, making it easier and quicker to source material
from the net.

The increasingly drastic situation, which is affecting
the livelihoods of hundreds of thousands of Europeans

working in the music business-and which appears to
be being ignored by the region's governments-calls for
a series of drastic measures.

These include...a strong legal framework; why have
only three countries-and these are not the UK, Germany
or France-implemented the Copyright Directive, a
requirement that was due on January 12003? Then there's
VAT. Reduce the VAT rate to make recorded music cheap-
er. The lower tax per unit will be boosted as sales increase.
But so far, there are few signs that EU member states will
let it happen. Thirdly, legitimate online services: the US
launch of Apple's i-tunes Music Store shows consumers will
pay for online music, providing that the process is simple,
that there's a wide range of music available, and that it is
reasonably priced. These services should be made available
in Europe, and quickly. Slowing the process is criminal.

Lastly, much as farmers can send cat-
tle in the streets of Brussels to protect
the CAP, the music industry should
make no apologies for mobilising its own
forces, especially artists at national and
European level, to voice their concern
about the future of then industry.

Now is the time to act, because the
way things are going, there might not
be much to fight for in a few years'
time.

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

Zero Base Round 2 rules revealed
by Cesco van Gool

HILVERSUM - A week before both
Talpa Radio International and Arrow
Classic Rock will lay legal claim to fre-
quencies now held by Sky Radio's 103
FM de Gouwe Ouwe Zender (GOZ) and
Holland Media Group's RTL Radio
(M&M, June 25), the Dutch Parlia-
ment has agreed procedures proposed
by the ministry of economic affairs for
round two of its "Zero Base" frequency
allocation process.

The only remaining national FM
package will be allocated via a com-
bined "beauty contest" and auction,
under the same rules as the original
Zero Base process, and will be reserved
for a classical or jazz station.

This was good news for Radio 538
co-founder and majority shareholder
Lex Harding, who had written an open

letter to parliament claiming "the
audience deserves a popular classical
station", while indicating he saw possi-
bilities to run such a station profitably.

But according to NRG (Colorful
Radio) owner Erik de Vlieger, Dutch
and European telecommunication laws
suggest that this frequency should now
be auctioned off, without format
restrictions, between the two parties
who applied for-but failed to get-an
FM frequency, and failed; NRG and
Sanoma. Sanoma's head of business
consulting Patrick Bernhart refused to
comment, saying only that "we are still
considering our options".

Arrow Classic Rock director Ad
Ossendrijver agrees that the package
should now be allocated without for-
mat restrictions, but adds: "The result
of this whole process is not legal
because it was not transparent. Our

programming bid for the frequencies
now held by RTL Radio [Dutch and
European music] was, statistically
seen under the Zero Base rules, better
than RTL Radio. So RTL's higher
financial bid was not relevant and
their frequencies should be ours."

Meanwhile Dutch economic affairs
minister, Laurens -Jan Brinkhorst,
admitted the Zero Base process had
already cost the authorities euros 61
million, with potentially more costs
pending the various court cases con-
tending frequencies.

This was announced only days after
a leaked confidential report revealed
that the Dutch public broadcasting
organisation's budget could be cut by
millions of euros by slashing the out-
put of international broadcaster Radio
Netherlands and the only public AM
station, 747 AM.

Danmarks Radio names new head of music
by Charles Ferro

COPENHAGEN - As part of its strategy to
strengthen and revamp its operations,
Danish public broadcaster Danmarks
Radio (DR) has named Alex Madsen (pic-
tured) editor of music policy at its P3
(CHR) and P4 (full -service) stations.

42 -year -old Madsen started his new
job on June 16 and replaces Eik Fred-
eriksen, who was recently named head
of programming at P3. The changes
coincide with the auctioning off of two
quasi -national FM commercial radio
licences last week (see story, page 1).

"I don't see any immediate changes
in the overall music concept," Madsen
says. "But the re -organisation of P3 will
be the determining factor for the
future. It'll be a new station; it'll be
torn down and built up again, and that
is Eik's responsibility. Mine is to coordi-
nate music policy."

Madsen's appointment has met with

approval from local record companies.
"He's a great choice, for he has knowl-
edge of music few have, spanning from
the '70s to today," says Philip Lunds-
gaard, head of radio promotion at Uni-
versal Music Denmark. "People tend to
link him with rock, but he can see
beyond the rock horizon, plus he has
Eik backing, him up. With two of the
best heads in music, it can't be any-
thing but good."

Madsen has worked in radio for

nearly 20 years, most recently with P4,
and formerly ran his own radio produc-
tion company. He has hosted various
music and talk shows for DR and is also
frontman for rock act Savage Affair,
while 10 years ago he launched the
cover -band phenomenon in Denmark
with an act called Led Zeppelin Jam.
One of his first decisions was to remove
Savage Affair tracks from playlists.

"I'll undoubtedly influence music
policy, but not according to my own
tastes, but rather to make a competi-
tive channel, as the medium is in a
transition period," he says. "Changes I
might make will be gradual, subtle, but
only after P3 has been revamped." P3
output is uniform around the country,
while P4 has local opt -outs.

P4 will see some changes, Madsen
says. "With its policy of playing 50%
Danish music, mostly the big names
have gotten play, but there's room for
variation."
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RPR2 to join forces with BigFM
by Michael Lawton

COLOGNE - Troubled
schlager station RPR2 in
the German state of
Rhineland-Palatinate
plans to join forces with
CHR station BigFM in
neighbouring Baden-Wiirt-
temburg and provide a two -
state station for the 14-29
age group.

RPR's CEO Michael
Barth says RPR2 had "posi-
tioned itself well in the
market over the last 10
years", but that the prob-
lem with the station was
that "the advertisers
wouldn't play along. Listen-
ers over 40 are uninterest-
ing for them". Barth adds
he regretted the situation,
but "with the collapse in
advertising for all stations,
we couldn't keep going". As
well as schlager station
RPR2, RPR operates Hot

AC Hit -Radio RPR1.
RPR and Radio Regen-

bogen, which runs the cur-
rent BigFM, will create a
joint company to operate
the new BigFM. It will
broadcast from Stuttgart,
with windows for regional
information compiled at the
RPR studios in Lud-
wigshafen. Barth said
broadcasts would have to
be less regional -specific in
order to cover the two
states, but Regenbogen
CEO Klaus Schunk sug-
gests they could sometimes
voicetrack different links
for the different states.

Schunk argues that since
public broadcaster Siid-
westrundfunk (SWR)
already covers both states,
it will be an advantage for
the commercial stations to
do the same. "It will make
us much stronger in the
advertising market," he

predicts.
The deal must be

'approved by the Rhineland -
Palatinate's licensing
authority at its council
meeting on June 31.
Authority spokesman
Joachim Kind said that, in
the light of the big problems
RPR2 had been having, it
was legitimate for them to
look for a new perspective.
But, in line with the author-
ity's desire for a varied
range of programming, it
could be that Hot AC RPR1
will be expected to move up
the age -range a bit. Barth
responded that no change
was needed, since RPR1
would "sound older" once
BigFM was on air.

Since the deal was first
announced, SWR has been
flexing its political muscles
behind the scenes, and
approval is no longer seen
as automatic.

Sixty years young and still going
strong. Legendary French singer
Johnny Hallyday celebrated his 60th
birthday with a concert at Paris'
Parc des Princes on June 15. The
Mercury -signed artist performed in
front of 60,000 people a selection of his
hits including Que je t'aime,
Gabrielle, Diego, Allumer le Feu,
Ma Gueule, Quelque Chose de
Tennessee...and found time to
invite a number of famous
French artists to join him
onstage including Jenifer,
Gerald de Palmas and Marc
Lavoine. Hallyday will be
playiiig a series of stadium dates across
France, Belgium and Switzerland from
now through until December. The tour is
sponsored by full -service station RT2.

Norway's music exports double in four years
by Kyrre Dahl

OSLO - Norwegian music
exports have doubled since
1998, according to a report
commissioned by Music
Export Norway.

Between 1998 and 2001
international sales grew
from NKr 66 million (euros
8m) to NKr 130m (euros
15.8m). During the same
period, international royal-
ties collected by Norwe-
gian performing rights
body TONO also doubled,
from NKr 7.7m (euros
938,000) to NIKr16m (euros
1.95m).

These numbers do not
include major acts like A -
ha and Royksopp, who are
not signed to Norwegian
record labels. However,

domestic artists such as
Lene Marlin, Madrugada
and Eurovision winner
Secret Garden are among
those who the report says
have contributed to the
increase. And although
last year's statistics are
yet to be confirmed, 2002
and 2003 have so far been
great years for Norwegian
music export, so a similar
or even greater increase is
expected.

"This report shows that
Norwegian music exports
were the fastest growing in
the world in the period
from 1998 to 2001", says
Inger Dirdal, CEO of
Music Export Norway.
"Record sales are our
biggest source of income,
but the report shows that

there is also potential for
growth in other sectors,
such as royalties and con-
certs," she says. "These
results have been achieved
without any support from
the government, and we
believe that Norwegian
music export could grow
even further in the next
few years with more sup-
port from governmental
institutions."

Meanwhile the coun-
try's studio and production
teams are fulfilling their
enormous potential, Dirdal
says. These include the
StarGate outfit based in
Trondheim, who have pro-
duced numerous UK and
US pop acts including
Atomic Kitten, Mary J.
Blige and Nelly.

ON THE BEAT
OD2 FINALLY SIGNS UP SONY MUSIC
LONDON - OD2, the UK -based
online music subscription service,
has signed a licensing agreement
with Sony Music, a move which
means all five majors are on board with the digital
company. Over the next few weeks OD2 will add more
than 7,500 tracks from Sony artists to its catalogue
including new releases by Big Brovaz, Jennifer Lopez
and Kelly Rowland. These will be made legitimately
available, initially only to UK customers, for a £5
(euros 7.12) monthly fee via various music services
including www.hmv.co.uk, and www.msn.co.uk.
Streamed tracks can be heard once, while burned
tracks can, for as long as a subscription remains active,
be permanently stored and transferred to a personal
player or CD -R.

On Demand Distribution

SPANISH PIRACY RATE DROPS

MADRID - Illegal street selling of pirated CDs in Spain
appears to be dropping for the first
time since 1999, according to Spanish authors and pub-
lishers society, SGAE. Publishing a report last week which
it commissioned to investigate piracy rates across the
country, SGAE said that some 21.3%-a little over one in
five-of all CDs bought in the first six months of this year
were pirated, compared to 25%-one in four-in the first
half of 2002. SGAE's aim is to reduce this figure to 5% by
2005. It said Spain's worst affected cities were Granada
and Madrid, where 52.6% and 40% respectively of all CDs
sold were illegally produced.

GERMAN INDUSTRY RELAUNCHES QUOTA CAMPAIGN
COLOGNE - The German music industry last week
relaunched its campaign to force public radio to
ensure that half of the music it broadcasts is new
material, of which 50% should also be German -lan-
guage. German parliament president, Wolfgang
Thierse, has given the move his backing. Speakers at
the relaunch in Berlin claimed public radio was not
fulfilling the cultural role for which it receives the
licence fee-it plays even less new German music
than commercial radio does, falling as low as 0.1% on
some stations.

RADIO 1 RINGS CHANGES AT WEEKENDS
LONDON - From September, UK public CHR station
BBC Radio 1 will introduce a more coherent sound to
its weekend line-up with a breakfast and mid -morning
show that will run on both Saturdays and Sundays.
DJ Spoony, currently part of the Sunday morning
Dreem Teem show, will host breakfasts 07.00-10.00,
while Colin Murray and Edith Bowman see their new
10.00-13.00 Saturday show extended to the same slot
on Sundays. UK garage specialists The Dreem Team
will continue with their other (Monday 01.00-03.00)
show on the station.

Internet in -site
Rock FM

www rockfmworks com

rockfmworks
Emap-owned CHR station Rock FM/Preston in the
UK launched this website specifically for its local
clients, rather than for its audience. The simple layout
offers a calendar of upcoming sponsorship opportuni-
ties, promotional ideas, a live audio stream, and
scripts of both past and current advertising. Hard
facts are here too, including the latest RAJAR reports
broken down into demographics and some compara-
tive data for the region. Brief biographies and e-mail
addresses for relevant staff members make it simple
to contact them. A chat area for advertisers and other
features are due to become available.

Chris Marlowe
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RADIO ACTIVE

Lifegate brings 'organic radio' to Italy
Created by a husband -and -wife team with the pro-
ceeds of the sale of their organic food company,
Lifegate Radio-which broadcasts on FM to Milan
and the surrounding Lombardy region-is garnering
a cult audience by extending the Roveda family's
holistic business philosophies to the commercial
radio sector. Mark Worden reports on one of the
most unconventional radio stations you are likely to
hear anywhere in Europe.

STATION
IN FOCUS

LIFEGATE

With no talk and around
16 tracks per hour
drawn from a highly
eclectic music data-
base, Lifegate Radio

(the station designed to "make you
live better") is providing a real alter-
native for adult listeners who have
difficulty in handling the teen -lean-
ing, noisy chaos that is often Italian
commercial radio. Although it's not
currently part of Italy's official
Audiradio ratings system, the sta-
tion's own audience research is claim-
ing 740,000 weekly listeners in Milan
alone, and anecdotal evidence sug-
gests that the station is developing a
solid listener base.

Lifegate Radio is the creation of
51 -year -old Marco Roveda, whose
résumé is remarkable. Like Italy's
current prime minister, media mag-
nate Silvio Berlusconi, Roveda start-
ed out in the construction business
but soon realised that financial suc-
cess doesn't necessarily lead to per-
sonal happiness. He "dropped out" in
his thirties and, he says, "spent three
years deciding what to do with my
life" by living in a community of
artists in Switzerland.

Roveda and his wife Simona then
bought a farm in the Tretty hills of
Brianza, between Milan and the
northern Italian lakes, where they
started producing organic foods. They
opened for business in 1986, the
week of the Chernobyl disaster, and
their venture coincided with a health
food boom in Italy. Their company,
Fattoria Scaldasole, became the coun-
try's fourth largest yogurt producer
before they sold it to the Plasmon
group in 1998.

The money from the sale of

Fattoria Scaldasole enabled the hus-
band -and -wife team to embark on the
creation of a series of businesses
using the Lifegate brand and reflect-
ing the couple's holistic, some might
say "new age", philosophies. Lifegate
Direct comprises an "ethical" insur-
ance company, an "ethical" bank and,
coming soon, a health food restaurant
and the world's largest holistic med-
ical clinic, both of which are set to
open in Milan. The other group of
businesses, Lifegate Media, were in
part created to promote the Lifegate
Direct products, and in addition to
Lifegate Radio include a free maga-
zine dedicated to health and environ-
mental issues, and the Lifegate
Internet portal. A fourth media pro-
ject, Lifegate TV, is also on the draw-
ing board.

The Lifegate philosophy is, in
Roveda's words, "a rejection of con-
temporary society's equation of suc-
cess with money, which has created a
socio-economic model that is clearly
in crisis. Mankind should strive for
spiritual, rather than material
wealth, living in harmony with
nature rather than destroying it."

Yet this multi -millionaire entre-

everybody knows that young people
don't buy records anymore," he says.
"If there isn't a market, then you have
to create it," adds Roveda senior.
"Look at how many older listeners
there are crying out for decent, quali-
ty music."

Lifegate's "decent, quality music"
divides into three dayparts: Lifegate
Day runs from 07.00 to 19.00, is Gold -
based and strong on classic rock,
which could be anything from early
David Bowie to Pink Floyd and Frank
Zappa, with doses of ethnic and world
music to spice the mix. This is fol-
lowed at 19.00 by Lifegate Sunset
until 23.00. "This is more contempo-
rary, with electronic and chill -out,"

Marco Roveda (left) and his
son Enea Roveda (right).

"Most commercial radio, in Italy at least,
makes me vomit: it's loud and stupid,
with idiots talking their heads off."

- Marco Roveda,
managing director; Lifegate Radio

preneur is no hippy dreamer. "Our
motto is 'people, planet, profits'," he
says. "You have to make a profit and I
hate this idea that once you start
doing something good for humanity or
the environment, you are automati-
cally classified as a non-profit organi-
sation."

Roveda's contempt for the stan-
dard business model is no less
marked when it comes to the radio
and music industries. "Most commer-
cial radio, in Italy at least, makes me
vomit: it's loud and stupid, with idiots
talking their heads off, while the
record industry has virtually commit-
ted suicide in its quest for the latest
throwaway star."

Roveda's views are shared by his
21 -year -old son, Enea, who is the sta-
tion's programme director, heading up
a team of five. "The record industry is
obsessed with the youth market, but

explains Enea Roveda. Through the
night, Lifegate Night adds more jazz,
featuring classic jazz artists such as
Miles Davis and Charlie Parker.

The total playlist is 4,000 tracks,
selected by both Marco and Enea
Roveda, even though both admit to
being either side of the station's 25 -to -
50 target demographic. The current
music is picked each week by Enea,
who has a fairly regular relationship
with record labels, in spite of his
views: "I think they have learnt to
deal with us, and to find us useful,
even though our lowest rotation is
only once every 14 days, and our high-
est once every five -and -a -half days."

Some of the station's core tracks
can be found on the album Lifegate
Compilation One, which was released
through Edel shortly after the sta-
tion's launch.

Advertising on the station is limit-

ed to brief spots promoting Lifegate
products, or paid -for ads from the cul-
tural sector. "We turn down about
80% of the requests [for advertising]
we receive," claims Marco Roveda.
Lifegate does carry some sponsorship,
however, the latest example being for
the Milan screenings of the Cannes
Film Festival films.

Lifegate is also available via satel-
lite in Europe and North Africa, and
can be accessed via the Lifegate group
portal, which charges euros 20 to lis-
ten to the station online.

Lifegate Radio is effectively sub-
sidised by Lifegate's other business
activities, and Marco Roveda says
that the radio station's aim has only
ever been to break even, "which we
are more or less achieving. We will
never be a radio station designed to
build an audience in order to sell
advertising."

Factfile: Lifegate Radio
Group: Lifegate
HQ: Merone, near Como
Format: AC/Gold (daytime)
TSA: Milan and 80% of the surrounding
Lombardy region
Airdate: September 2001
Managing director: Marco Roveda
Programme director: Enea Roveda
Sales house: In-house
Website: www.lifegate.it

Sample hour: Lifegate Radio
(daytime)

(Lifegate Daytime, 15.00-16.00)

Nirvana/Lake Of Fire
Stan Getz & Bebel Gilberto/0 Grande Amor
Pink Floyd/Time
Tom Waits/Or 55
Bob Marley & The Wailers/Positive Vibration

AM Di Franco/Soft Shoulder
Gil Scott-Heron/Give Her A Call
Santana/Victory Is Won

AmoslEnjoy the Silence
John Lee Hooker/Bumble Bee, Bumble Bee
Elvis Presley/All Shook Up
Joe Satriani/Sleep Walk
Placebo/I'll Be Yours
Freddie King/Woman Across The River
Guem/Patanga
Ben Harper/Fight For Your Mind

Sample hour: Lifegate Radio
(evenings)

(Lifegate Sunset, 21.00-22.00)

Guru's Jazzmatazz/Transit Ride
Jah Wobble & Bill LaswellIRadioaxiom
Badmarsh & Shri/Get Up
The Roots/The Seeds
St. Germain/Montego Bay Spleen
Louis Frank/Soy Cubano, Soy De Oriente
Rainer Truby TriolGalicia
Fun Lovin' Criminals/Scooby Snacks
Red Hot Chili Peppers/By The Way
Radio Tarifa/Rumba Argelina
Gotan Project/La Del Ruso
Jethro TuBILocomotine Breath
Steve VailTender Surrender
ToscalThe Key
Susana Baca/Ma/in° Molero
Bjork/Isobel
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SPOTLIGHT ON FRANCE

French industry ready for a fight
Lisa Pasold looks at the
current state of the music
industry in France and how
it is overcoming the obsta-
cles that have derailed the
industry in most other
areas of Europe.

At

fter flying high through the
global recession for two
years, the French "excep-
ion" may now be over but
he local industry still has

some aces up its sleeve.
The last six months have given the

industry pause for thought: record
sales for the last quarter of 2002 reg-
istered a 6% drop, and the first quar-
ter of 2003 continued the downward
trend. The French recording indus-
try's sales came in just under euros
285 million in the first quarter of the
year, showing a drop of 6.8% compared
to the same period last year.

Strong foundations
But industry executives believe
France still has some strong founda-
tions. "It is a bit tense at the moment
with everyone focusing on short term
results," admits Sony Music France
president Olivier Montfort.
"Companies need to adapt and
react-and this does not happen
overnight. But there is no artistic cri-
sis and there are no worries about the
quality of music. There's an increas-

Clockwise from top left:
Mercury's Johnny
Hallyday; Polydor's
Alizee; Naïve's Carla
Bruni; Mercury's
Nolwenn Leroy and
BMG's Patrick Bruel.

ing number of new acts in the charts
who did not exist two years ago and
at the same time the French market
continues to sustain long term
careers."

Herve Rony, director general of the
labels' body SNEP, insists: "The
French industry remains dynamic."
He emphasises that France is still in a
good position compared to other coun-
tries: "We still have a very dynamic
production of local repertoire, there is
ample musical diversity, the touring
business is healthy, and our radio
landscape is quite strong.".

Conversely, distribution remains
problematic throughout the country.
The figures reveal the root of the
issue: in 2001 (the most recent data

kind of visibility an artist is given in
any display. But even this problem is
being actively overcome with new
technology options-a viable alterna-
tive for indie budgets and a great
piracy -fighter for the majors.

Two major factors set the industry
apart, the more important being that
French consumers continue to sup-
port French -language music, unlike
some other markets in Europe, where
the domestic industry has been losing
out to English language repertoire.
France remains a big consumer not
only of French chanson, but of
French -language music in general,
while border -breaking artists like
Alizee-who had a European hit last
year with her single Moi...Lolita
(Universal)-confirm that language

"Companies need to adapt
and react-and this does not
happen overnight. But there is
no artistic crisis and no worries
about the quality of music."

Olivier Montfort, president,
Sony Music France

available) 42% of music sales took
place in hyper and super markets and
another 29.2% in specialised chain
stores (FNAC, Virgin Megastore).
This limits the number of titles avail-
able to the public, and impacts the

Marc Thonon an indie 's perspective
Marc Thonon is the founder of indie label Atmospheriques, home to acts such as Louise Attaque, Tahiti 80,
Tarmac and Les Wampas. Last year, he put an end to his joint venture with indie label Trema and set up a
new deal with Universal Music France, which he claims "gives us financial stability but we continue to func-
tion autonomously". Thonon is also one of the vice-presidents of indie labels body UPFL He spoke to
Emmanuel Legrand about the challenges facing the French market.

"I am not surprised that the French market
went down at the end of last year-why
would have the French market been funda-
mentally different from the rest of the
world? I am convinced that the crisis will
have some positive effects-basically, we are
going to go back to the fundamentals of this
business and work within much tighter
budget constraints, more in tune with the
market.

"Overall, I am quite optimistic. There
will be fewer players, that's obvious, but
they will have to be more efficient. I am sure
this will help nurture a new generation of
music people. Labels will sign less and work more. And
we must start again to give artists more time to develop.

"That said, amid all the problems, when an artist hits
a chord with the public, like Renaud, Carla Bruni or
Vincent Delerm, it sells well. In France you have two
markets-one is visible, highly exposed, and it is the pop
market, which has taken a new dangerous twist with the
advent of TV reality shows.

"This market relies on heavy media exposure that you
access either through these shows or through massive
investments in TV advertising. But the return on invest-
ment can be massive too. It can be extremely rewarding
financially if you hit the jackpot, but it [has an] extreme-
ly short-term lifespan. And to maintain the same level of
success you have to continue to invest heavily. This is

mostly a singles -driven market, even if there
are album sales too.

"The other market we've seen developing
in recent years, following the huge success of
Louise Attaque, is that of album projects,
from the likes of Mickey 3D, Dyonisos,
Vincent Delerm and Carla Bruni. What they
have in common is that they have started
with minimal marketing investment and have
been given time to find their public. It's more
organic.

"In one case you have short-term projects,
based on singles, mostly attracting a young
audience; on the other, the promise of a longer

lifespan, with artists of interest to an older audience who
buys albums and who are looking for more substance.

"It also coincides with a new balance at radio. The
domination of pop at radio has created a call for more
diversity and the stations that have embraced these new
artists have created a breath of fresh air for a whole gen-
eration of artists. Local stations part of Ferarock [a
group of local non-commercial alternative stations] have
played a major role in exposing these artists, but the new
positioning of [national CHR network] Europe 2, with
more emphasis on rock, has been beneficial. In a way,
even if there are problems of diversity at radio, labels
can now rely on a wider range of stations to expose their
artists. That said, getting stations to play any music at
all remains an art form!"

doesn't have to be a barrier for inter-
national popularity.

Radio quota regulations and
financing schemes for local produc-
tion remain in place to keep this
French language trend strong.
Successes on the international scene
have also brought more confidence in
France's artists and labels' capacity to
make Paris a viable alternative to
London and New York.

The second factor that has made
France an exceptional industry in
recent years is the surprise bonus of
television -related shows. Star
Academy, Popstars and the French
Pop Idol -type show, Ala Recherche de
la Nouvelle Star, have all had a strong
impact in a market hurt by piracy,
contributing strong sales especially to
Universal, home to artists such as
Jenifer and Nolwenn Leroy.

Reality TV boost
MTV France general manager and
vice-president Roy Lindemann says:
"If you look at what happened in the
French market versus other
European countries in the last couple
of years, one of the reasons for its
strength was the rich reality -TV con-
tent here. Initially, one might have
questions, but if that's one of the ways
to bring to the attention of the public
a new artist, a new route, then talent
will show over the long-term."

Herve Rony explains the reality
TV phenomenon as an anti -piracy
success: "It's a way of doing popular
advertising against Internet pirat-
ing-Star Academy is something that
you buy for fun. You don't download a
thing like that." TV shows helped the
majors tick over through the initial

continued on page 6
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