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Music s Booker plan 

targets lost buyers 

The music industry is to mount its own version of the Booker Prize in a bid to reach lapsed record buyers. The Mercury Music Prize, sponsored by the UK's altern- ative telephone network, will highlight 10 quality albums each year from which one will be named the best album of the year. It is open to all, irre- spective of musical genre. The prize, to be launched next week, is a concerted at- tempt, backed by both Bard and BP1, to reach const aged over 25 who want £ 

HMV marketin 

The prize is the brainchild of Virgin International manag- ing director Jon Webster, ' dependent guide to quality has worked on the plan with dustry, but will comprise 

of frustration chairman will be music critic tell the lapsed and academic Professor Simon t a good album Frith. The jury's shortlist is due to be announced in July. This will be followed three weeks later by a budget promotional sampler which will help build interest in the prize — and sales. As with the Booker, the final decision on a winner will not be made until the evening of the presentation dinner. Mercury's sponsorship of the prize is thought to be worth around £150,000 this year. 

is," says Webster. The prize has been timed so it gives the industry a second generic sales boost on top of the Brits. And its timing with an awards dinner in early Sep- tember means it should give the industry a promotional boost during the quiet summer period, says Webster. He emphasises that the jury 1 be independent of the in- 

B 

Powell hires 
Cokell for MCA 
MCA managing director Tony Powell has appointed former RCA head of marketing Joe Cokell as his new general manager/marketing, after a six-month hunt. Cokell takes over this week, just a month after leaving RCA where the appointment of marketing director Hugh Goldsmith effectively made his position redundant. Powell and Cokell are pic- tured outside MCA Records new Piccadilly base, which it is moving into at the begin- ning of June, 

Frenchman gets EMI job 
EMI Records president and ceo Rupert Perry has named Frenchman Jean Francois Cecillon as the new divisional managing director of EMI/EMI USA/SBK, Cecillon, 33, was previously marketing director of EMI Music's international sector division, responsible for South-east Asia and Latin America. He replaces Clive 

Swan who left suddenly at the end of March. Perry says, "We are a global organisation and the nation- ality of executives is becoming far less relevant than their ca- pabilities." After a spell as marketing manager of EMI Pathe Mar- coni in France, Cecillon spent three years as marketing di- rector of Polydor France before 

i EMI Music in Lon- don two-and-a-half years ago. His first priorities are major releases from Iron Maiden and Wilson Phillips. Perry has also promoted Mike Andrews, and Tony Wadsworth, previously gen- eral managers of the EMI and Parlophone/Capitol divisions respectively, to divisional marketing directors. 

BPI courts the indie vote The BPI is consulting indie labels over a proposal it be- lieves could finally resolve the long-running indie chart row. Wednesday's BPI council meeting came up with a plan to introduce a genre-based "al- ternative" albums chart to run alongside the indie distribu- tion singles chart. The future of the indie distribution al- bums chart is unclear. The BPI hopes to put the 

scheme to this Friday's chart supervisory committee meet- ing, but Pinnacle's Steve Ma- son and Beggars Banquet's Martin Mills are currently talking to indie labels includ- ing Mute, Factory and Rhythm King. If they rubber stamp the plan it will go forward as the BPTs official resolution for consideration by the CSC. BPI chairman Maurice 

Oberstein refuses •on the council meeting's dis- cussions, but says: "We hope that the council's proposal will find broad acceptance." In a statement released after the meeting, the council says its "very fruitful" talks on Wednesday brought "signs of a positive conclusion". The meeting also hopes to table a plan for a proposed breakers chart on Friday. 
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KNOCKIN' ON HEAVEN'S DOOR 

LIVE VERSION RECORDED AT WEMBLEY STADIUM 
ON MONDAY 20TH APRIL 1992 

AT THE FREDDIE MERCURY TRIBUTE CONCERT FOR AIDS AWARENESS. 
LP VERSION TAKEN FROM THE LP/MC/CD 'USE YOUR ILLUSION II.' 

ON T, CASSETTE AND 2 TRACK 12" AND CD. 

'OUT NEXT WEEK' 

Freddie Mercury 

ALL ARTISTS' ROYALTIES FROM THE SALE OF THIS SINGLE 
WILL BE DONATED TO THE C.A.F. MERCURY PHOENIX TRUST. 
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NEWS DESK: 071-620 3636 NEWS 

Island rejigs as Howe arrives 
Island head of marketing Paul McGarvey left the company abruptly last week, following a reorganisation of his depart- 

Speculation links his depar- ture to the arrival, one week earlier, of new general man- ager Nick Rowe (right). To complement his own market- 

ing background, Rowe is ex- pected to reorganise McGarvey's department. "I'm disappointed it happen- ed," says McGarvey. "I have enjoyed my 16 months with Is- land." During that period, the pany succeeded in breaking PM Dawn, Ronny Jordan and 

Nine Inch Nails as Top 40 acts, and generated huge media in- terest in its Trabant campaign for U2. McGarvey moved to Island after five years as product manager with RCA, and is opt- imistic of finding another post. Island MD Marc Marot unavailable for 

Allen: lured from Chrysalis 

Munns seals 
pop line-up 
PolyGram International sen- ior vice-president David Munns has completed his re- structuring of the pop division with two final appointments. Munns has lured former Chrysalis International direc- tor Mike Allen as director of international marketing for 

During that period, the com- v imistic of finding another pos pany succeeded in breaking nj ilMF Island MD Marc Marot ws PM Dawn, Ronny Jordan and  di-j  unavailable for comment. 

Mi's Virgin deaf 

gets EC go-ahead 
Richard Branson's sell-out to 73' . /SjffBlk Thorn EMI was given Euro- '91 Richard Branson's sell- Thorn EMI was given Euro- pean Commission clearance last week, but rationalisation of the EMI and Virgin empires ill not begin for at least two lonths. Thorn's acquisition finally goes through on June 1, after it completes the second part of its rights issue to raise the rest of the £560m purchase price. The n o pre- pare Virgin's manufacturing 

Pifield (left) or Rowley and |p in daily contact VII worldwide would a< Fifield have record o 
id B( 

npany market share 
red to EMI on August 1, when gin Music Group MD Ken would not create an anti-com- its deal wjth PolyGram ex- Berry indecent weeks. ^ ^ petitive condition m the mar- 

im YOTk^thTs" weelffor a world- 
are The EC cl 

The EC ruled t 

McDonald takes A&R hot seat and new EMI Rec- In another internal 

McDonald's^bURy to get tcfan in 1984' 
McDonald, 26, has spent three-and-a-half years at Vir- wilfbe'r^ponsibTeTor 

Hiccups follow move to Leamington 

biggest ever move next week have been moved from the old Leftwich admits there have items and delays of up to three when it transfers the last of its Hayes warehouse and the final been problems^ maintaining day® ^^|^r®g0|^.sack Rec 

? the effects of 
Managing director Jim Left- thi^week!" ^ ^ ' run very low, but he wich warns that retailers will The move of back catalogue situation will improi 

COMMENT 

The Mercury Music Prize is one of the most exciting developments in the business for years. With its emphasis on "quality" music, the search for the best album of the year is the perfect counter- balance to the glitz and glamour of the Brits. As a promotional device smack bang in the middle of one of the industry's quietest periods, it has got to be a major boost to trade. There will be endless grumbling about the shortlist and the winner. Everyone will have an opinion (I'm working on my own list already). But that's the beauty of it: by pitching the award as a reward for quality, it will connect with the passion everyone feels for their 
If it succeeds as it should, the industry will owe a big debt of gratitude to Virgin's 

J^JZK^ank 

ongiTe in ^heekfthat'we 



OPINION 

Far from deciding to "secure 500 houses... while leaving all other property open to all comers" (Opinion, last week), PRS will go on doing everything in its power to secure all houses — that is, it will continue to issue licences (over 250,000 of them) and collect fees for the public performance of music, wherever and in whatever form it takes place. The new live music policy deals only with the way that a part of the money is paid out — about £12m out of total fees of about £130m (in 1991). Overall this scheme will be much fairer to a much larger number of composers, including young non-classical writers whose performances in smaller venues have in the past earned them nothing. The whole purpose is to avoid the kind of discrimination according to musical genre about which Mr Steadman is complaining. But he must accept that this means not discriminating in favour of any particular type or style of music, as well as not discriminating against. This system will, for the first time, enable composers of new non-classical music (the great majority of our members and the majority of new applicants for membership every month) to earn royalties from live performances in the early stages of their careers. This new distribution policy recognises that the range of music being performed live has broadened greatly in recent years', while the overall amount of money paid out to classical composers will not decrease, the number of non-classical writers who will benefit — will be enormously increased. In an ideal world PRS would be 100% certain of income from every work performed live anywhere. To achieve that ideal would be prohibitively expensive and PRS must do the best it can while keeping administration costs as low as possible. Johnson Dyer is managing director of Peters Edition Ltd and a director of PRS. 

NEWS 

Classic FM hits ABC1 target 
Test broadcasts by Classic FM won an enthusiastic response, according to Ralph Bernard, chief executive of GWR and leader of the interim manage- ment committee of the new Phil Somi •rich. "Several thousand" people phoned in response to the three-week test conducted in half a dozen regions in March. 

Bernard claims the trial, which tried various presenta- tion formats, hit squarely its target audience of ABC1 lis- teners aged 25 to 55. And he does not rule out further tests before the station goes fully on air later this year. The launch date still de- pends on how quickly the 22 transmitters are built, but he says the Midlands and South- 

east are priority areas and in- sists the station could be in ac- tion before the autumn. The trials showed "opera is just as popular as more famil- iar classical music", although in peak times demand was for shorter works, and programm- ing will include news bulletins. Classic FM will have a 25% ceiling on speech but a pro- gramme reviewing new classi- 

1 releases will be included. "Classic FM is good news for the record industry because nowhere else can they get high-level exposure of their classical product," Bernard says. John Spearman, formerly head of advertising agency Collett Dickinson and Pearce, has been appointed chief 

King blasts Mellor 

for pop radio snub 
Jonathan King lambasted the appointment of David Mellor as Minister for National Heri- tage and criticised his neglect of 
week's Sony Radio Awards. King made his comments before announcing Radio One's Simon Mayo as winner of the Smash Hits best nation- al DJ category. "David Mellor does not like our national treasure of mu- sic," said King. "He is the man responsible for making sure the first national radio licence went to a classical station." Mellor oversaw the passage of the Broadcasting Bill in the last government, prohibiting the national FM commercial station from running a pop for- mat. King's controversial com- ments provoked boos from some quarters of the tradition- ally conservative BBC-domi- nated audience. Meanwhile, Radio One also won the award for best special- ist music programme for Mark Radcliffe's Out On Blue Six. The BBC won 24 out of the 29 programming categories. 

BBC DOMINATES 
SONY AWARDS 

Station 
BBC Radio Four BBC Radio Three BBC Regions BBC Local Radio BBC Radio One BBC Radio Five BBC World Service Capital FM + Gold Clyde 1 + 2 Aire FM Wear FM  King: booed 

Danny Baker, holidaying in Florida, accepted his per- sonality of the year award via satellite link from Jonathan Ross. And best new broad- caster was awarded to ex-Com- munards members Richard Coles for his work on Radio Five. Commercial radio took five awards, including Capital FM's Pat Sharp for best local DJ and Aire FM's Mark Page for best music-based breakfast 

Sir James Savile accepted a gold award for services to the radio industry. And Sir Rich- ard Attenborough, soon to re- tire as chairman of Capital Radio after 19 years, received a special Radio Academy 
David Mellor is a keynote speaker at this year's Radio Festival in Birmingham on July 14-15, BBC director gen- eral Sir Michael Checkland will be speaking about the fu- ture of the Corporation. 

APRS 92 plans 
Beatles tribute 
The APRS exhibition will this year include a special display celebrating the 25th anniver- sary of the Beatles' Sergeant Pepper album. APRS 92, held at London Olympia between June 3-5, will feature a full-size recon- struction of the Abbey Road studio where the groundbreaking album was re- corded, using replicas of the original audio equipment. George Martin, the record's producer, will visit the exhibi- tion, which will also display Beatles memorabilia. Around 160 exhibitors are booked for the event. 

Label's LP first 
Polydor is to release what it claims is the first pan-Euro- pean hits compilation album in conjunction with T-shirt manufacturer Fruit Of The 

Power Cuts — Rock's Great- est Hits is launched in 12 countries at full price on May 25 and compiles hit singles by artists such as Dire Straits, Tears For Fears, Robert Palmer and 1NXS. A £5m European press, TV, radio and poster campaign will be accompanied by in-store promotion with music retail- ers and clothing shops. A special offer on Fruit Of The Loom products accompanies 

r 

Polydor collars pan Euro deal 
the release. The US clothing company relaunched in Eur- ope this spring with a £3m sponsorship deal for MTV Greatest Hits show. 

Suede heads 
Nude launch Former RCA A&R manager Saul Galpern is launching his Nude label next week with the release of a debut single by hotly-tipped four-piece Suede. The label, distributed by RTM/Pinnacle, will focus on live bands and aims to operate in a style such as that develop- ed by Mute and Creation, says Galpern. "I want to build an identity," says Galpern, "and a tradition which people can look back on and respect." RTM will provide marketing and sales backing with Best In Press handling publicity and Gary Blackburn the TV and radio plugging. The Suede single The Drowners is released on May 11. 
Phonogram 
rush releases 
Metallica CD Metallica's performance at the Freddie Mercury Tribute con- cert has been rush-released by Phonogram/Vertigo as a three- track CD single. Band member Lars Ulrich claims this is "the fastest turn- around of a live performance 

The studio-recorded version of Nothing Else Matters last week entered the singles chart in its first week of release. The new live version was recorded at Wembley by the Manor Mo- bile on Easter Monday, mixed overnight and mastered on Tuesday before being shipped to PDO in Blackburn for the initial 10,000 pressing. Inlay cards and label film had already been prepared, en- abling finished copies to be re turned to London by Friday, ready for retail sale last week Geffen is also to release a re- cording from the Tribute con cert on May 11, featurin Guns N' Roses' performance Knockin' On Heaven's Door Proceeds from both relea?- will be donated to the Merc Phoenix Trust, administe. by Queen Productions. 
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"K NEWS 
Klvals close gap 
as giants hold 
classecaS lead 
The big two classical compan- ies PolyGram and EMI retain- ed their dominance of the full- price market in the first quar- ter of 1992, despite continuing to lose ground to their com- petitors, according to C1N fig- ures. The companies retain al- most 75% of the full price mar- ket compared with 87% a year ago, with PolyGram slipping to 49.3% — one-fifth down on a year ago — despite the suc- cess of Decea's Essential Opera and Pavarotti In Hyde Park. EMI, meanwhile, has closed 

''■".Si",™"'" n,™ if»' 

(QW debut echoes 

biith of television 
Philips put its CD Interactive technology on sale for the first time in the UK last week, likening the launch to the birth of television. And as the Dutch electronics giant demonstrated the latest video capabilities of the sys- tem at its third Interactive Media Conference in West- minster, Chrysalis founder Chris Wright warned the mu- 

plain thetechnology's applica- £20 - out of S 

ing director for Philips Inter- active Media Systems, says; "If you compare this launch to the launch of CD, that was a very simple concept to explain. There is no simple parallel to CD-I. In marketing terms it is like the birth of television." Philips demonstrated the latest advance in its CD-I tech- nology which now alIowsJI§ piimiiES_Qf VHS-quality 

plain the technology's applica- £20 - out of 32 discs. using a special adaptor. 
£599 fth dif81 fmS mOS to MTdtaiCh7- ttitleSfare Cb™ wr>ght, whose Chry- 

rrdware and software for the from 500 outlets. Discus- CD-I. "Nobody is going to buy itial launch period, expected sions are continuing with at their first CD-I player to play last around 12 months. least two multiple record music, but it will ultimately be 

Beeb top brass to debate Rl's future 

frallT^Co^raK 

of pop and rock. 

documentary programmes, mercial competitors. culaled' on the basis of cost per 37.9%, while Radio One has while maintaining the exist- Figures in the report dem- hour listened per head, Radio fallen by 1.4% to 21.3%. 

NEWSFILE 
Lawyer John Wohlgemuth is joining BMG Music Publishing as general manager and director, taking over many of the responsibilities held by Diana Graham, before she left to become managing director of Arista last year. 
Ad agency BMP DDB Needham has won a Media Week award for the best solus use of radio for its campaign for WEA's Prince album Diamonds And Pearls. 
Music Box, producer of the Raw Power and Vivid television programmes, has been acquired by Lifetime Production International. 
MCP is promoting the English dates for U2's Zoo TV world tour at London's Earls Court 

Wasted Talent is the booking 

Judy Totton Publicity's fu number is 071-371 8158/9. 

Stone's movie The Doors with a £100,000 campaign and expects it to top the charts. 

EVERYTHING] BOMB EVERYTHIWG 

FLUID 

THE ALL POWERFUL FLUID 
=> <CD) (T) DVN 1 O 

THE STUNNING NEW ALBO^i 
OUT NOW 

KKKKK - MORAY - KERRANG 
5 OUT OF S - ANTHONY NOGUERA - METAL HAMMER 

ORDER FROM PINNACLE RECORDS 0689 - 873144 

MARKETED AND DISTRIBUTED BY 
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LETTERS 

Bootleggers are the real 

bu|iiiir of dance indies 
I read with interest Andy Heath's letter on sampling (ftfW, May 2) and his view that the issue has become a source of confusion. He then goes on 

As one of the leading record companies in the techno field and the only national DJ on TV playing it, firstly let me as- sure you that all samplers Wa,e,.ma, know what they are doing. They also know, more to the point, that it is illegal. It in- fringes someone else's copy- right. Usually there is an easy and simple way of getting clearance from most compan- ies now and most of them will sample very quickly. 

hit records currently garage style not available to the majority of lief, the public either on import, de- letion or white label, 1 can guarantee will be bootlegged within three weeks, usually on compilation EP, four-track 12- 

once again i( 

■v records ble practi 

now that do not get sample clearance, so where the con- fusion lies, 1 personally do not know. The problem in the dance area which is becoming more and more rife is bootleg- completely unaccepta- 

lost of the industry has 
_o independents bear the brunt of the problem. I hope Andy in his letter does not suggest copy- right piracy and copyright theft are to be condoned, be- cause if he does there is no fu- ture for the industry. Already in the dance market we have all become very bored with certain samples and the swing back to singles 

Sampling is not an art form, sampling is a way of entertain- ing people, a way of using new technology at its best. It intro- duces young people to music, but like the ABC it is only a first step because sampling is like making chicken soup without the chicken. I applaud people who are clever with technology, but I deplore anybody who doesn't encourage people to want n out of life. Pete Waterman Chairman PWL International 4/7 The Vineyard Sanctuary Street London SE1 

ilY contracts unworkable 

m 
Vox: cover offer 
Vox cuts it 
with coupons 
Given the fact that sales of Vox like those of Music Week are going up, you will appreci- ate that getting circulation figures wrong is bad news! Your feature on the success of the Vox/Our Price money — off coupons promotion in Jan- uary (MW, May 2) quotes Phil Webb of Our Price saying that it achieved "around 3,000 to 5,000 responses on a circula- tion of about 80,000." In fact Vox's circulation — and the redemption rate — is much higher. The sales figure for that month was in excess of 105,000 copies and Our Price redeemed 8,930 coupons, a remarkable response rate. It was so successful that we are doing an even bigger scheme with HMV, cover- mounting coupons worth £10 on 140,000 copies of our cur- rent (June) issue, and we con- fidently expect a sell-out. Alan Lewis Publisher, Vox Stamford Street London SE1 

Tony Morris proposes to pro- duce standardised contracts for independent record com- panies (MW. April 18). But while I applaud any step talien to simplify an increas- ingly complicated business, I can't see this one working. The difficulty that I per- ceive, ignoring any comments on his drafting, is that the 

Yes. the industry is facing a skills famine (Music Week, last week). But in a business where flair, musical awareness and intuition outweighs all other considerations, this is not a surprising situation. There's no shortage of executives with business skills but there is a serious shortage of those with a sufficiently wide knowledge of music. One wouldn't expect, for example, a person suffering from colour blindness to run a fine art gallery, yet there seems a shortage of "good 

indie will be confronted by art- ists' lawyers who will act in the same way as they would with a contract from a major company. Accordingly, while I com- pletely agree with Tony Mor- ris's wish that the industry produce a standard contract, I do not believe his initiative will achieve that objective. 

ears" in our industry, or at least good ears being combined with marketing know-how. The musically articulate, such as classical people were, until recently, regarded as the poor relations. 

Would it not be better for all the record companies and all the artists' lawyers to sit down and produce a document which is balanced and deals with the legitimate concerns of the rec- ord company and the artist? Paul Woolf, Woolf Seddon Solicitors 6 Portman Square London W1H 

The simple truth is that for over 300 years the finest composers had first choice of arranging the 12 notes that form the Western scale into bloody good melodies. And good tunes are what 

Samplers go 
straight 
Andy Heath's letter about sampling (MW, May 2) is time- ly. There are still parts of the music publishing industry which see sampling as largely akin to piracy: an activity to be stamped out. But it is not. Sampling has long been going on in dance music. At first, the samplers would try to get away with it but, have since started sorting out mat- ters before release. Of course, a lot of material is still sampled for which no clearances are obtained, but most of this is happening at the specialist end of the mar- ket. And it is the dance specialists who are both sam- pling and being sampled. It is swings and roundabouts. Sampling, as Andy Heath suggests, is a part of the mod- ern music business. When he talks about "ancient instincts and knee-jerk responses" from the British music industry, he is talking very truly. If someone samples a record- ing and the recording becomes a hit, then it is just a question of a deal having to be done with the owner of the original rights. We did just such a deal with Andy Heath in respect of On A Ragga Tip. Working mainly in the inde- pendent music field, we have been involved in dozens of sample clearances, on both sides, in the last few years. All are sorted eventually and there is rarely the need to take things to law or to become pompous or prohibitive. Sampling is not piracy. In many ways, it shows respect for the music it is borrowing from. It is, often, a modern ver- sion of doing a "cover". And, ultimately, for the people I work for, it has proved nicely rewarding over the years! Caroline Robertson Westbury Music Ltd Suite B, 2 Tunstall Road London SW9 

ears 
sell, whether written by Mozart or Elton John, which is why the classics are selling so well today. Skills can be taught. But the industry must recognise the fact that good music as far as the public is concerned is what they like, not what wc consider to be fashionable o; for the elite minority. 
Denis Knowles marketing consultant Opportunities Worldwide 15 Barham Road Teston Kent ME18 

Campus piugger targets titles 
iswer to criticism of col- promotion companies from Matt Williams, NUS ents of (MW, May 2) we feel we need to put our case. He argues that we under- stimated the number of stu- dent publications by targeting 

only 30 of them. We do, however, contact all college publications in the UK at the beginning of each term. Our aim is to obtain as full a coverage as possible for any new releases we are promot- ing. We do however have an 

obligation to the labels * work for not to send promos to people who will not use them and who may even have been potential buyers. John Blackhurst Active Promotions London SE4 

Bolster skills with 'good 

Labels face skills famine 
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FEATURE 

r-t 
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It tball crazy 

Now Leeds and 
Rangers have 
clinched the 
Championships, 
Cup fever is 
sweeping through 
the music industry. 
From Elton John 
investing his 
millions in Watford 
FC to the industry's 
own Highbury 
Corner, dedicated 
soccer supporters 
have long been 
inextricably linked 
with music. A1 
Senter examines 
the industry's 
affection for a game 
of two halves 

This Saturday, as Wembley's twin towers host a mixed choir of Scousers and Wearsiders and as Glasgow Rangers' hordes of supporters add their voices to the Hampden Roar, many of the music industry's leading figures will be glued to the action, reflecting the steadfast bonds which keep music and football tethered together. Music may have won out over football in the career penalty shoot-out but passions still rage, and should the results go against their boys, then Saturday nights are dank with unrelieved gloom. "1 suppose that both football and the music business are refuges for people who don't want to grow up," reasons Momentum Music A&R man Dave Wibberley, a Liverpool supporter who is quietly confident that the Kop's lads suit. "Both music and football are about having faith in your own judgement — both involve subjective opinions about bands and football teams. There is the same team spirit and sense of belonging." Polydor senior A&R manager John Lloyd, a fellow-Liverpudlian whose five-year-old son Luke already believes himself to be the Dean Saunders of the kindergarten, points to the weight of tradition to which every Scouse child is exposed. "Football satisfies a primitive, tribal urge and there is a great sense of camaraderie in standing shoulder to shoulder on the Kop. A Liverpool boy either went into football or the music business in order to make something of himself," he says. Lloyd adds that both music and football contain a sense of theatre and another Liverpool supporter, Tony Beard of PR/OD PR and management, draws further parallels. "You could compare A&R men to talent scouts or demos to schoolboy trials. I always feel like Graeme Souness whenever I go backstage to give my 'team talk' during a gig. And I often use the football connection in order to persuade a journalist to do a 
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Christian — Island recording artist, Debbie Farei 

City 
artist: Rob Grette. 
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