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Mirson out at ICA 
RCA managing director Lisa Anderson is believed to have been made redundant as part of a wholesale restructuring of BMG. Other jobs are thought to be going, including that of at least one other divisional 

The company refuses to dis- cuss the details, but BMG chairman John Preston is thought to be returning to take day to day control of the BMG labels. Preston refuses to comment. Calls to Anderson were refer- red to his office. Arista MD 

Roger Watson was said to be unavailable. Former PolyGram interna- tional marketing director Anderson took over from Pres- ton as RCA MD in April 1989. But the company has not had any major league success since she arrived. RCA had only one album in the Top 100 of 1990, because of a lack of new product from its biggest artists. It was, however, successful in achieving Top 40 album hits for The Cowboy Jun- kies, Candy Dulfer, Caron Wheeler and Dave Stewart's 

Anderson: job-hunting Spiritual Cowboys for the first 
Anderson appears to have been the victim of the coinci- dence of a lack of short term 

BWIG'S FALLING SHARE OF ALBUWI SALES 
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success with the Poor trading forced her to make five redundancies at the company last July. Preston is known to have 

been under considerable pres- sure from the German man- agement at BMG to improve the company's performance. BMG's market share in al- bums and singles has fallen each year since the high point of 1986/87 (see table). Now he may add day today label management to his cor- porate role in an attempt to re- peat his undoubted success at RCA. The departure of Anderson — the first woman managing director of a UK major — is ex- pected to be confirmed within two weeks. 

Classic FM 
drops out of 
radio race 
Classic FM is withdrawing its bid for the first national com- mercial radio franchise writes Ken Gamer. The move comes at the same time as the Radio Authority extends the deadline for appli- cations by one month. Classic FM had campaigned for a popular classical music station for some time. David Astor, chairman, said the con- sortium withdrew because of the Radio Authority's require- ments, including high fees and excessive transmission costs, the cash bidding war; and the general economic climate. The authority says it has ex- tended the application dead- line because of a proposed new tariff issued by PPL which would mean higher copyright payments for the INR licensee "than hitherto anticipated". But Trevor Faure, head of legal affairs at PPL, denies a new tariff has been issued. "We have had initial negoti- ations with the authority," he says. He claims it will be "a wholly equitable tariff", and adds: "If the authority had an- ticipated a lower tariff, then that's a matter for them." See Feature, pages 6,7. 

Stores ditch 

price points 
Retailers are set to ditch es- tablished price points as a re- sult of current VAT and price 

Pricing in shops has been thrown into turmoil with the increase in VAT coming at the same time as EMI's across-the- board dealer price increases. Major retail chains Our Price, WH Smith and John Menzies have pledged to pass on the VAT increase to the consumer but have resisted the temptation to raise prices to the next 49p price point. This will result in a £10.24 price tag for videos, £9.19 for a back catalogue LP and £12.25 for a CD. EMI, however, has increas- ed its trade prices on certain categories by about three per cent, a figure retailers say they cannot absorb. This is further confused by EMTs new differential pricing for cassettes and vinyl, a move it says will speed up the phas- ing out of vinyl. This could mean an £8.15 retail price for an EMI cassette and £8.69 for 
Our Price senior business 

manager Steve Gallant says the new prices are the inevi- table result of trying I costs down. "With the market m't r; 

Date set for formats switch 
The new chart ruling which generally welcomed, some in- reduces the number of qualify- dependents are critical, ing formats from five to four Barry Faulkner, MD of will come into force on June 3. Magpie Records, says: 'T want Gallup will liaise with indi- more formats because it means vidual labels to agree which money in my till. I can't corn- formats qualify. pete with multiples on price While the move has been alone." 

TRANS 
too much. We i the VAT some pretty weird pricing points for records," Gallant 

Although EMI's decision to raise trade prices was made before the VAT increases, its timing has been criticised by some retailers. WH Smith's general man- ager for music, video and games, Jill Tomalin, says: "Obviously at times like these price increases are not smiled 
EMI's video subsidiary PMI has already been boycotted by some retailers for increasing its trade price to £7.50, prompting accusations of 
Decisions on pricing are ex- pected from most record com- panies next week. "We are waiting to see what happens," says A&M managing director Howard Berman. 
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Computer tiSSs ring true for Woolwoiths 
Woolworths' switch to com- puterised cash -tills has given the retailer an increased mar- ket share figure but the rest of the industry a statistical headache. The 800-store retailer — which this week reported an- nual pre-tax profits up 3.8 per cent to £215m on turnover of £3.12bn — installed its elec- tronic point-of-sale (EPOS) 

last November. The switch has dramatically improved the quality of al- bum and video sales data from Woolworths stores — to such an extent that the albums market appeared to grow by 2.5 per cent, music video by 3 per cent and non-music video 
Mark Livingstone, a mar- keting manager in Wool- 

ness unit, says: "A lot of prod- uct wasn't wanded in at peak times. But I'm confident that our market share is now re- corded accurately by Gallup." Woolworths now claims 16.5 per cent of the albums market, 17.2 per cent of the singles market and a huge 32.4 per cent of pre-recorded video 

The increased accuracy of the data has forced Gallup to adjust its advice on predicting sales. In the past Gallup advised multiplying an album panel sale figure by 22 to arrive at actual sales. That has now been adjusted to 21.5. Now year on year compari- sons of panel sales — such as MWs Datafile Update — in- clude a margin of error. 

Oiffen in |4m Roses bid 
Geffen has finally, admitted that it is chasing The Stone Roses. It was revealed in the High Court last week that Geffen had offered the band and man- ager Gareth Evans a $4m re- 

Bryne Bridenthal, head of publicity at Geffen in Los Angeles, acknowledged the company's interest. "You're in the right place but we have no comment to make," she told MW. Geffen's bid was mentioned during The Stone Roses' court 

S7T 

Stone Roses: received 'very good offer' 
battle to free themselves from a recording contract with Sil- vertone Records. Speaking as a witness in 

court, the group's lawyer, John Kennedy, said The Stone Roses had received a "very good offer" for a contract from journed until April 9. 

US label Geffen. But he said the company was being prevented from tak- ing on the group by the court order currently forbidding them from recording. "The Stone Roses can do live work at the moment, but with- out records their value would tail off very, very quickly deed," said Kennedy. The group would have to _ a normal job or go on the dole "like anybody else", he added. The hearing has been ad- 

Barnes seeks 
cash hoos! 
Midlands retail chain Music Junction is trying to refinance and may sell its shops. High profile independent Bob Barnes, owner of the eight-store chain, says he is looking at various ways to bol- ster the business's financial 

Outside funding of the chain has reduced recently. But Bar- nes stresses that the shops, based in the Midlands and the North-west, are not under- funded or in danger of closing 
"There are various options to consider. We have had an of- fer for the whole lot which we are looking at," says Barnes. "But we are also looking at the option of a refinancing package." Music Junction opened its first store, as Discovery Rec- ords, in Stratford-upon-Avon in 1978. 

PolyGram in 

MTV ad first 
PolyGram International has become the first record com- pany to sign a long-term ad- vertising agreement with MTV Europe. The two-year deal gives PolyGram a fixed number of advertising slots on the music channel which it can use for any number of artists. All PolyGram subsidiaries can take advantage of the agreement through its inter- national marketing division in London. MTV Europe will also run two four-week competitions in- volving PolyGram artists. A three-minute promo will offer 

viewers the chance to go on tour with a PolyGram band, and the spot will run daily for four weeks. MTV Europe's director of advertising sales Bruce Stein- berg says such deals are more common with film companies. "Many of our clients are film distributors who, like record companies, don't know their schedules two years in ad- vance," he says. "They book the space to get the cheaper rates, and can fill in the specific ads nearer the time of release." MTV now reaches 21m households in Europe. 

MOPS olaim 
licences are 
effective 
The MCPS has hit back at claims by record companies that a High Court injunction has made its licensing scheme powerless. George Michael was last week granted an injunction to prevent BMG and IQ Records releasing a Wham! megamix single for which the companies had obtained an MCPS licence. Commercial operations di- rector Graham Churchill says the court decision does not make an licence ineffective. "We believe that it is abso- lutely right that composers should be able to exercise their moral rights," he says. "It is vital that record com- panies appreciate that they way they wish to." 

Backstage Club keeps punters guessing 
Our Price, Virgin and HMV watch out — The Backstage Club is coming to get you. That's the name of the mys- tery new venture which launched with a full page ad in last week's News of the World magazine. Promising to "rock the foun- dations of the music industry", the company — thought to be US-based — promises an "era 

pay. The ads carry a premium rate 0898 number which readers are invited to ring for further information. Unfortunately after three minutes the hapless consumer is no wiser and around £1.20 the poorer. Prospective customers are 

asked for £13.99 and their chest size — a bit of a clue, that one — for their bag of "exclusive" but unspecified goodies. Customers with the temer- ity to ask exactly what they get for their money are given short shrift. "The company is not into di- rect contact with the public," is the curt response. 

But is e bit cheeky to persuade people spend £1.20 on a phone call, then ask them for a further £13.99 and still not tell them what they are getting? "Rest assured it will be value for money," says a new blustering sales rep. ". . . But value for money is a very wide ranging statement." You can't argue with that. 

#7 

It was inevitable at some stage that the recession would throw the spotlight on the industry's pricing policies. But this week's increase in VAT has proved the catalyst. Now it seems retailers are preparing to abandon the traditional 99p price points altogether. That certainly has logic during a recession. Any perception that the industry is seeking to cash in on the Government's poll tax substitute could be disastrous. In the longer term it raises the question of how the music industry should price its product. Phil Ames' Opinion column on page four highlights one long-term fear of retailers that record companies have held them hostage by the 99p price 
But as retailers become ever more willing to flex their muscles, record companies can no longer expect them to tolerate such 
Equally, retailers cannot have it both ways. It is not reasonable for them on the one hand to bemoan their declining margins and the straitjacket of price points and yet on the other blast EMI for its annual price increase. EMI's timing is unfortunate, but its logic is impeccable. Music and video product is underpriced. Differential pricing for cassette and vinyl albums is inevitable. Rather than simply infighting it would be more profitable to concentrate on persuading the public what value for money our industry's products really 

The industry's rumour mill was working overtime last week on the subject of BMG. Interestingly, no one was gloating. Not only is there tremendous sympathy for the popular Lisa Anderson, but there was a strong sense of "there but for the grace of God ..." That's one sure sign of the times. 
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Sale reprieve for 

Ciilins Classics 

Remember the good old days when retail price points gave 33.3 or 36 per cent gross profit and when, way back in history, we had resale price maintenance (RPM)? Since the abolition of RPM the major video and record companies have put a dealer pricing policy into place that, indirectly, controls the retail price. They pretend that we are at liberty to set our own retail prices. In reality, the companies work out what RRP point the market will bear and then work backwards to a dealer price, to give a stingy 30 per cent GP on audio and 20 per 
I contend that this practice bears little relation to actual costs, and any excuse to do with royalties is a convenient red herring. Other industries work from the correct and opposite direction to ascertain dealer prices. One only has to look at the ancillary lines (blank tapes, T-shirts etc) to see the difference. Also, the "arrangement" of low GP for video was to help the market develop. It has. 
From April 1 the increase in VAT tips many of these cosy RRPs over their 20 and 30 per cent GP price points. Retailers now have the opportunity to improve their GP to something a little more sensible by making larger increases than 2.5 per cent. This may, in the short term, depress sales even more, but as the retail recovery builds and consumers adjust to the new prices, our businesses will strengthen to the good of the whole industry. Recently a bold lead came from Our Price with its higher chart prices, followed by HMV's annoyance with the low margin on video and a desire to price at more than £9.99. The video and record companies had better not identify the new price points and start the process again — retail is up to retailers. 
Philip Ames is MD of the 4- Play retail chain. 

The parent company of Collins Classics says the label is not for sale despite year-long in- dustry speculation, writes Nicolas Soames. Last year the classical label was close to going on the mar- ket when sales did not match expectations but parent com- pany Harper Collins decided to 
Harper Collins chief execu- tive Eddie BeU now says; "I feel that the quality of the product coming through now is terrific and 1 regard the label as part of the ongoing business of the company." The two-year-old classical 

Chrysalis is launching a na- tional advertising campaign to turn Waterboys fans into buy- 
According to the company's research, only one per cent of the group's fans actually own any of their records. Head of marketing Jason Guy intends to convert them into buyers by launching a na- tional press and possibly a TV campaign to back the release of the band's Best Of.. . album on April 29. The Chrysalis survey was conducted by speaking to al- bum buyers. While 36 per cent were aware of The Waterboys and 11 per cent liked the band, only one per cent had actually bought singles or LPs. "In hard figures, that's about 400,000 people that like them but don't have any of their records. Everyone loves The Waterboys but they have never known what record to buy," says Guy. He hopes the new Best Of... compilation, which features 12 tracks chosen by main singer/songwriter Mike Scott, will change that. Guy is spending £100,000 on press advertising and in-store displays from April 22. The 

Retail display specialist Norank Murrell has launched a new racking system to help record shops cope with varying formats. The Suffolk-based com- pany's new system enables the retailer to change a rack from vinyl to video and CD without 

label now remains the only non-book enterprise within the group, but Bell insists that he is committed to it in the long-term. "The potential of the classical market has excit- ed me, and this is also the wrong time to sell," he adds. Collins Classics managing director Alan Booth reports an upsurge in business over the past six months — it has two titles in the Gallup classical charts. There has been a particular improvement in overseas sales — crucial to any classical com- pany: "We have met the tar- gets we were set," says Booth. 

campaign includes joint pro- motions with HMV, Our Price, WH Smith and Woolworths along with ads in Q and NME. Depending on the success of last week's re-released single Whole Of The Moon, Guy will decide whether to launch a £150,000 TV advertising cam- paign in key areas. Meanwhile The Waterboys, who have left the Chrysalis 

removing the whole panel, In- dividual shelves can be slotted in or removed. Marketing director Ken Jones says the system was de- veloped with independent re- tailers in mind. "Unlike the major chains, many indepen- dents still rely on vinyl and 

He also points out that only since the beginning of this year have the results of his A&R policy come into the shops — with the start of ma- jor cycles by Peter Maxwell Davies and Shostakovich. Re- leases based on popular reper- toire will form the basis of a new budget line to be launched in September. "We are intending to make Collins Classics a serious clas- sical label rather than the MOR label it started out as, and our goal is to make it one of the top eight labels in the country in the next few years," says Booth. 

label Ensign, are in negoti- ations with major labels. A publishing deal for future product has been signed with Sony Music Publishing while Sony Music and Elektra are believed to be the key bidders for the band's recording con- 
The band's manager Peter Leak was unavailable for com- ment as MW went to press. 

they aren't sure of how their needs will change. This system enables them to adapt more easily," he says. The Norank system has al- ready been installed in Musiczone in Wigan, and was used as part of Virgin Retail's redesign. 

Distributor 
notches up 
eight more 
Independent distributor Spar- tan is defying the recession with eight new label signings. The 13-year-old Wembley- based company has taken over the sales and distribution of the recently launched Posh Music, which plans to make video product as well as TV- advertised record releases, plus DMC's FBI and Stress labels, Paul Hardcastle's Fast Forward, the Portsmouth-bas- ed Mafia label and the Reverb, Viceroy and Hypergroove labels. Spartan has also appointed a new manager. Marie Birch, for its soon-to-be-expanded telesales force in preparation for busier times. At the same time Spartan has taken over distribution of Worldwide Fund For Nature's Discovery video product which was previously handled by Pendulum Communications. Sales and marketing direc- tor Dave Thomas claims Spar- tan has further expansions in the pipeline. "We have always bucked the trend," he says. "We opened in 1979 when everyone else was closing." 
Jazzie B gives 
label pledge 
Jazzie B's joint venture with Motown, Funki Dred Records, plans to release an album each from five new artists in its 

Soul II Soul's frontman sign- ed a transatlantic deal with Motown to gather new UK tal- ent for the label, which at present has two artists. Lady Levi and Kofi. An album from Lady Levi is scheduled for a possible June release. All product will be launched in the UK before the US. Funki Dred general man- ager in the UK Carl Collins says the US market will influ- ence the timing of releases, but adds: "It is dangerous to have simultaneous releases in dance music, because of the different take-up on the US 

Norank Murrell will launch the listening towers used by Virgin Retail to independent outlets in May. Designed by 20.20 as part of Virgin's new look, the posts enable consumers to listen to a CD through headphones set on free-standing towers. 

Waterboys get ad blitz 

<95 

The Waterboys' Mike Scott: hoping to turn fans into buyers 

Rack launch ends format hassles 



NEWSFILE NEWS 

Scottish chart receives a mixed reception 
The new official Scottish chart, which has its first air- play on BBC Radio Scotland today (April 1), has met with a positive reception from inde- pendent stores and labels in the country. Most independent retailers agree that the Scottish chart will prove useful for re-order- ing of stock because it gives such an accurate picture of what Scots are buying and lis- tening to. But multiples Our Price Mu- sic and the Scotland-based 

John Menzies, both say they will continue to use their own album sales charts in stores in Scotland. Manager of Tom Russell's Music Centre in Bishopbriggs, Glasgow, Jim Crawford, says the chart is long overdue and that he will refer to it regular- ly for re-ordering. "It will be particularly ad- vantageous for our DJ cus- tomers, because they will know what people want to hear in the clubs and on the radio," he says. 

MD of easy listening/ traditional Scottish indepen- dent label Scotdisc, Dougie Stevenson is also enthusiastic about the chart, because some of the Scotdisc acts will prob- ably chart in the Scottish Top 50 as opposed to floating around the bottom of the top 100 albums chart for the UK as a whole. Yet not all Scottish retailers are as positive about the con- 
John Richardson who runs Beat City Records in Edin- 

burgh says: "It is a complete e of ti: i. The chart that most people really interested in is the Gallup one that's on Radio One and Top Of The Pops. "On a cynical level it is all a bit of parochial nonsense. You don't have a British chart which excludes US acts. When you come to the argument about, helping with ordering, people are already used to the differences in what sells in Scotland and what sells in the UK as a whole," he says. 

m 
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EMF; up for an Ivor 
New talent in 
NovelSo bid 
EMF and New Order are among the nominees for this year's Ivor Novello Awards. EMF's Unbelievable is up for best contemporary song and New Order's World In Motion for best selling A-side. Other nominees include Kim Appleby and Craig Logan for Don't Worry, Adamski for Killer, Elton John and Bernie Taupin for Sacrifice and Eras- ure for Blue Savannah. This year's awards categor- ies include best song musically and lyrically, best TV or radio theme, best film theme or song, PRS most performed work, international hit of the year and songwriter of the y The awards, which are spon- sored by PRS and administer- ed by BASCA, will be held at London's Grosvenor House Ho- tel, on May 2. 

Indie Nation takes on 

the might of Jackson 
A UK indie dance label is tak- ing on the might of Michael Jackson and Sony to prevent the star using the title Nation Records. Independent UK dance label Nation Records is threatening legal action to prevent Mich- ael Jackson using the name for his own label. Jackson signed a multi-mil- lion dollar cross-media deal with Sony in the US last month which includes movie contracts as well as the setting up of his own label called Na- tion Records. He has been re- cording with the Epic label for 

the last 15 years. The UK Nation Records label was formed in 1988 and although it has only released four albums and six singles to date, MD Aki Nawaz is deter- mined to stop Jackson from us- ing the name. "We can't let him mess up our release schedules here and in the US. We have a licensing deal with 4th & Broadway in the US and Canada," says Nawaz. Publisher Warner Chappell which handles Nation is also concerned by the name clash, according to Nawaz. 

Nation's legal representa- tive Alexis Grower of Seifert Sedley Williams has written to Epic's head of business affairs Mark Schwarz. No reply has yet been received. "If we don't hear back that something is going to be done, then we will push ahead with legal action," Nawaz says. "Michael Jackson must have good people working for him and he should have checked something like this out. He can't use the Nation name." At the time of going to press Schwarz was unavailable for 

Music at heart of Virgin's O bid 
Virgin's joint venture bid for two Channel 3 licences would provide a boost to music pro- gramming if successful. Richard Branson's Virgin Broadcasting is making the bid with David Frost's Charterhouse Paradine com- pany, under the name CPV- TV, for the TVS and Thames regions of the network. 

Virgin Broadcasting manag- ing director Charles Levison, the prospective MD of CPV- TV, says no details about programming can be revealed until May 15, the closing date for applications for the fran- 
However, he does say: "You can expect to see some commit- ment from Virgin to music and 

youth TV programming." CPV-TV faces competition for the licences from the Carl- ton Group, SelecTV and TVF groups. Industry observer Alan Wright, says: "I expect it to be very tight. The rewards for the winners are very attractive, but if your bid fails you get no- 

The Musicians Union, The Producers Association and the Independent Programme Producers Association are to renew talks on a working agreement on the employment of producers. 
EMI Classics is launching Vision, a new label for classical recordings on VHS video and laserdisc. Initial releases during April include pieces by Wagner, Beethoven and Vivaldi featuring Nigel Kennedy. 
The independent radio sector has managed only 15 nominations out of 69 for this year's Sony Radio Awards. The 15 nominations span only 10 of the 26 award categories, "a disappointing showing" according to Association of Independent Radio Contractors director Brian West. 
Castle Communications has appointed Julian Paul a director of the company. Paul was previously with Guinness Mahon Bank handling business in the media and 
Music monthly Selects cover- mounted Factory Records cassette has netted the magazine its highest sales figure since its launch — 100,000 copies of the April issue. The May issue of Select will carry a free cassette featuring Island artists. 
Raymond Bennerman is setting up his own company RON Records and a sister company RON publishing. 
Elektra is re-releasing the 1972 hit You're So Vain by Carly Simon on April 8 to tie- in with the Dunlop TV ad. 
Former BPI founder and CBS, WEA and EMI managing director Richard Robinson has died aged 59. He was working most recently as a consultant to the IFPI. 
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FEATURE 

National radio 

With seven weeks 
to go before the 
apphcation deadline 
for the Independent 
National Radio 
franchise, Ken 
Garner examines 
the prospective 
bidders and finds 
out what turned one 
of broadcasting's 
biggest catches into 
a potential dodo 

They are beginning to think the unthinkable at the Home Office: "Maybe Hanson won't bid?" After last week's withdrawal by the well-fancied Classic FM, senior civil servants are reportedly shocked to hear from radio industry insiders that Lord Hanson may yet choose not to apply for the first Independent National Radio franchise. When the man who wants everything considers turning his back on what you're selling, then surely you have blundered. "TU give you five bob for it," radio moguls are quipping. The application procedure for the UK's first national commercial FM radio station is a test case for Government policy, being the first to use the cash bid system. Yet interest in the franchise is so low that some suggest the successful cash bid could be a nominal one pence, from a sole applicant. With seven weeks to go to the extended closing date for applications on May 22, not one group says it will definitely bid, not even Hanson's. And this after the then shadow Radio Authority received 35 letters of intent from would-be INR FM bidders last year. Something, somewhere, has gone wrong. The record industry puts the blame firmly at the feet of the "non-pop" rule. Excluding music because most people like it is an unusual ruling, coming from the defenders of the free market. Perhaps the then broadcasting minister David Mellor did not want to go down in history as the man who gave listeners yet more pop. Or perhaps the rule stems from local radio apprehension about the damage a pop INR could inflict on 1LR advertising revenues. But that's only half the story. There's another reason why INR is being viewed as such a cock-up. In the words of one senior radio 
too greedy. Costs imposed on applicants by the Radio Authority have been called "punitive". Potential bidders need backers willing to give away up to £50m over the first three years (see chart), and all because there is no guarantee of making profits fast. "The City will regard INR as venture capital," says Peter Burton, chairman of Chiltern Radio and leader of the PromNet consortium. "Unlike commercial television, it is a product area which is unproven, and therefore regarded as a much higher risk." This may force bidders to seek industrial investors, used to longer-term risks, rather than institutional backers. "It seems pretty doubtful that anyone is going to make any money out of it," says Janet Robson, media analyst at UBS Philips and Drew. Venture capitalists don't expect a return for three to four years but are likely to insist on an equity stake: a factor which, in Robson's view, might deter already publicly-quoted media 

HOW MUCH IT 
WILL COST 

Transmitters £4m Licence fee £1m annually Annual fee paid in advance to Radio Authority. Operating costs £5m annually Annual estimate based on Jazz FM's £3m a year costs for London-wide broadcast. mnually Publishers plough £5m inl magazine launches: a national tabloid's annual promotional budget is around £t5m. Cash bid Annual sum paid in advance to HM Treasury Percentage of revenue Unknown Four per cent of qualifying revenue (before tax) is paid annually to HM Treasury. Described as the most serious cost issue facing applicants by Chiltern's Peter Burton, 
Source: Radio Authority and industry 

groups from bidding. In other words, those investors which have become accustomed to their glamorous media holdings turning in regular dividends are likely to be disappointed by INR I. The need for a longer term view favours the big bucks of a Hanson over Capital, Clyde and Music FM, hence the sense of resignation among the bidders. Some, like Classic FM, are now wondering why they should bother to proceed. Immediately after the specification announcement in January, apparent ambiguities in the pop/non-pop definition opened the door for a contemporary easy-listening service. But this was slammed shut last month by the "further clarification" from the authority. Suddenly no single since 1960 was eligible, whether it was a hit or not, and "distinctive or pronounced" electric instruments were barred. One bidder which was confident of navigating a path through the authority's definition of non-pop and emerging on-air with a "winner of a format" was Music FM. After receiving its clarification letter it was 
"We are sucking our fingers at the moment," says Tim Schoonmaker, MD of EMAP Radio and a key figure behind the Music FM bid. 'The new definition is highly restrictive. It makes it extremely difficult to form an effective station audience — INR 1 needs a mass audience and the ability to pull listeners from TV." Schoonmaker describes revenue projections for the new station as the $64,000 question and admits that any bid consortium would have to be "really big" to pull in a sufficiently large audience. Music FM's audience would fall within a 35 to 55 age range but, according to Schoonmaker, the format would not lean towards that of Melody. 

"Melody's problem is revenue- driven," he says. 'Two-thirds of its listening hours come from C2DEs, and two-thirds of their hours come from over-55s. That's a pretty unappealing audience for advertisers." Classic FM chief executive David Maker, who until last week was confident of his chances, claims the non-pop stipulation is now so tight as to make only a very golden oldies format or orchestral easy listening an acceptable alternative to classical. "It can be done, but the audience must surely then be as old if not older than Melody's," he says. In his view, the problem with broadcasting to elderly people is that they are heavy TV viewers, so there is nothing unique or exclusive about them which might persuade advertisers to choose radio. Maker had argued that Classic FM could win an elusive, exclusive audience: the ABC Is advertisers can only otherwise reach via the colour supplements. He was adamant that Classic was as bankable as other bids. But last Tuesday his consortium blamed the cost of the Radio Authority's requirements and the poor economic climate for its decision to pull out. With each bidder and format facing equally high start-up costs, and uncertainty over when profits may n about huge cash bids has given way to the view that the bid isn't important at all. Given that this is supposedly the only criterion, barring "exceptional circumstances", governing who gets the licence, the extent to which HM Treasury may have been "too greedy" becomes clear. PromNet's Peter Burton explains the bidders' dilemma: "Do you plan a massive promotion campaign and, anticipating having to finance several months' losses, decide to enter a low cash bid, or do you trim back the campaign and put in a bigger bid?" The fact that everyone recognises the problem, including the authority, means that the cash bid will probably come down, if not to one pence, then to a level that makes the gap between bidders that much smaller. The political consequences of the authority's eventual decision could then be much more explosive. One can only speculate how the consortium that misses out by £100,000 in a bid of £5m is going to react. It is unlikely to be happy with the result. Any market will only stand a certain price, and HM Treasury may have priced itself out of the market. To have just one or two bids in for a major development such as INR would seem to suggest a crisis of confidence in the radio industry. But, according to insiders, such an outcome expresses contempt for the confused notions of value, both financial and cultural, that the Government is foisting on the media. 
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THE DECLARED RUNNERS 
MELODY RADIO FORMAT: Unknown, Will only reveal that plans are for "middle-of-the-road radio". BACKERS: Hanson pic. PERSONALITIES: Lord Hanson (left), chairman, Hanson pic; Michael Shea, MO, Melody Radio. BACKGROUND: The prospective bidder 
although this may be compensated by Hanson's pre-tax profits of £I,285m in the year to September 30, t990. May join up with Clyde's consortium. 

CLASSIC FM FORMAT: Light classical music. BACKERS: Daily Telegraph, Carlton Communications, Really Useful Group, Rose Holdings. FINANCIERS: N M Rothschilds & Co. PERSONALITIES: David Astor, chairman; David Maker, chief executive; Robin Ray, artistic director, BACKGROUND: Bid for London FM licence in 1989 but has now decided not to pursue its claim to INR1, 
RADIO CLYDE HOLDINGS FORMAT: Unknown. BACKERS: Unknown save the enlarged. recently-merged Clyde ar id Forth Group. PERSONALITIES: James G Richard Findlay, MD, Radi ordon, chief executive: io Forth. BACKGROUND: Clyde run; i Melody for Hanson under a management contract, ha is a stake in Birmingham's Buzz FM and. after the merger with Forth, is the third largest radio group in the UK. 

MUSIC FM FORMAT: "Easy-listening for the Nineties." BACKERS; EMAP, Allied Entertainment Group, Yorkshire TV and one other secret backer. PERSONALITIES: David Lucas, former MD of Southern Radio Holdings; Tim Schoonmaker, MD of EMAP Radio; David Hepworth, editorial director of EMAP Metro; Ed Simon, chairman of Allied Entertainment. BACKGROUND: Sent in a letter of intent last year as Rock FM, prior to non-pop stipulation. A question mark 

PROMNET FORMAT: Light classical music. BACKERS: Three directors of Chiltern Radio plus notables from the music world. PERSONALITIES: Peter Burton, chairman of Chiltern. BACKGROUND: Applied for London FM licence in 1989. ^ Uncertain bidders, perhaps now unlikely. 
CAPITAL RADIO FORMAT: Unknown. BACKERS: Capital Radio, unknown others. PERSONALITIES: Capital management team. BACKGROUND: f(ad interests in several London FM bids. Industry gossip anticipates Capital holding back this time, perhaps being more likely to bid for INR2 AM 
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