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Linkin Park’s Reanimation
(Warner Brothers) goes

straight in at number four
on this week’s European
Top 100 Albums chart.

M&M chart toppers this week |l

Eurochart Hot 100 Singles
EMINEM
Without Me
(Interscope)

European Top 100 Albums
RED HOT CHILI PEPPERS
By The Way
(Warner Bros.)

European Radio Top 50
VANESSA CARLTON
A Thousand Miles
(A&M)

European Dance Traxx
TIM DELUXE
It Just Won't Do
(Underwater)

Inside M&M this week

POWERFUL INTERVIEWING

Observing a few simple rules can
vastly improve the quality of
artist or celebrity interviews on

radio, argues radio consultant
Valerie Geller. Page 6

URBAN UPRISING
From the

UK’s Beverley Knight
(pictured) to Ger-
many’s Xavier Naidoo,
urban is uneniably
Europe’s most vibrant
music genre of 2002.
Our regular Dance
Spotlight looks at
some of the hottest
home-grown talent. Pages 8-9

HOME TRUTHS

As the industry gathers in
Cologne for Pokommm 2002, local
executives are increasingly blunt
about the problems the German
market faces and the mistakes
which have been made. Olaf Fur-
niss reports. Pages 10-16

German industry to gain
from CD-R burner levy

by Hamish Champ

LoNDON — The long-running dispute
between Germany’s collection societies
and computer manufacturers over pay-
ment of levies on CD-R burning hard-
ware has finally been settled following
the intervention of the German gov-
ernment.

The agreement is effective retroac-
tively from July 1, 2002 and is
designed to compensate the creative
community for the loss in revenues
that result from private individuals
making digital copies of albums in
their own homes. It has been estimat-
ed that of the 330 million CD-R disks
sold in Germany in 2001, 182m—
55%—were used to copy music, exceed-
ing the sales of legitimately recorded

albums—173m—for the first time.

The move by foreign minister Herta
Daubler-Gmelin ends a row which
erupted two years ago when a
Stuttgart court determined that US
hardware giant Hewlett Packard was
liable to pay a flat-rate royalty for
every CD-burner sold in Germany. The
settlement reached last week will
result in a royalty of euros 7.50 being
applied to each CD burner manufac-
tured locally or imported into the coun-
try. With an estimated seven million
CD-burners in Germany, the industry
stands to gain a share of an estimated
euros 50million.

Dr Reinhold Kreile, president and
CEO of local collection society GEMA,
says the deal creates a secure environ-

continued on page 29

Springsteen Rising

by Adam Howorth

LoNDON — The Boss is back—and he
means business.

In the studio with the E Street
Band for the first time in 18 years,
Bruce Springsteen’s latest aloum The
Rising has entered M&M’s European
Top 100 Albums chart at number two.

Talking just prior to the dJuly 29
release of Springsteen’s first studio
effort since 1995’s The Ghost Of Tom
Joad, Ronnie Meister—vice president,
marketing, Columbia, Sony Music
Europe—says: “The feeling is over-
whelmingly good. I have attended
playbacks in five major markets, and
the reactions have all been all identi-
cally fantastic.”

Feedback from both Sony staff and
international retailers has, according
to Meister, included comments such as

continued on page 29

GWR hatches
Creation unit

by Jon Heasman

LoNDON — “Programmer shall speak
unto programmer.”
That’s the philosophy behind
the creation of Creation,
GWR’s new centralised pro-
gramming unit which will
be responsible for content °
provision at all of the

UK radio group’s local CREATION

and digital radio sta-
tions (with the sole excep-
tion of 2CR FM/Bournemouth), as well
as the its Internet and SMS services.

The official launch of Creation on
August 6 follows a period of major
upheaval, which has seen the elimina-
tion of the managing director’s post at
virtually all GWR’s radio stations
(M&M, July 6).

Instead, the GWR Group will now
be divided into two separate business
units—Opus, its already-established
London-based sales house, and Bristol-
based Creation.

Heading up Creation is GWR’s for-
mer group programme director Dirk
Anthony. Among those reporting to
Anthony are two senior programme
directors—Duncan Campbell, who joins
from Australian radio consultancy
BP&R, and Essex FM/Southend pro-
gramme director Jeff O’Brien.

Campbell will oversee the program-
ming of GWR’s major-market stations,
which will continue to have their own
programme controllers—GWR
FM/Bristol (Paul Andrew); Beacon
FM/Wolverhampton (Chris Pegg); 2-
Ten FM/Reading and Mercury
FM/Crawley (Tim Parker); Mercia
FM/Coventry (Luis Clark); 96 Trent
FM/Nottingham and Ram FM/Derby
(Dick  Stone);  Leicester  Sound
FM/Leicester (Craig Boddy); and Essex

continued on page 29

we Love nNew

MOBY

EXTREME WAYS
AT RADIO NOW

WWW.M0OBY.COM

S
& ¢ WWW.MUTE.COM



-.QI!OAN_@J

% INM



Call M&M on:
tel (+44) 207 420 6005
fax (+44) 207 420 6016

For direct lines dial +44 207 420,
followed by the required extension

Editor-in-chief: Emmanuel Legrand (6155)
Director of operations: Kate Leech (6017)

Editorial

Deputy editor: Jon Heasman (6167)
News editor: Gareth Thomas (6162)
Features/specials editor: Steve Adams
Music editor: Adam Howorth (6161)
Associate editor: Hamish Champ (6163)

Charts & research

Charts editor: Raul Cairo (6156)

Chart production manager: Beverley Evans (6157)
Charts researcher: Paul Pomfret (6165)

Production
Production & art co-ordinator: Mat Deaves (6110)

Correspondents

Belgium: Marc Maes - (32) 3 568 8082
Classical/jazz: Terry Berne - (34) 91 474 4640
Dance: Gary Smith - (33) 49172 4753
Denmark: Charles Ferro - (45) 3369 0701
Finland: Jonathan Mander - (358) 503 527384
France: Joanna Shore - (33) 14735 7042
Germany: Gesa Birnkraut - (49) 4101 45930
Michael Lawton - (49) 172 241 2107

Olaf Furniss - (44) 797 457 2072

Greece: Maria Paravantes - (30) 932 665432
Ireland: Ann Scott - (353) 864 061 570

Italy: Mark Worden - (39) 02 4802 4127
Netherlands: Menno Visser - (31) 206 738 378
New Media: Juliana Koranteng - (44) 208 891 3893
Portugal: Chris Graeme - (351) 21 840 1488
Spain: Howell Liewellyn - (34) 9 1593 2429
Sweden: Johan Lindstrom - (46) 8 470 3730

Sales and Marketing
International sales director:

Archie Carmichael - (44) 207 420 6154

Sales executives: Patrick Jansen (Benelux) -
(31) 655 995 972

Francois Millet (France) - (33) 145 49 29 33

Lidia Bonguardo (Italy, Spain, Greece, Portugal)
- (39) 031570056

Séren Ramsing (Scandinavia) - {44) 207 420 6048

Sales & marketing co-ordinator:

Claudia Engel (6159)

Marketing assistant: Miriam Hubner (6158)
International circulation marketing
director: Ben Eva (6010)

Group circulation manager:

Paul Brigden (6081)

Subscription rates: Europe: UK £175/ € 296;
USA/Canada/Rest of the world US $277

For subscription enquiries, e-mail:
musicandmedia@galleon.co.uk

Tel: +44 (0) 1795 414 926

Fax: +44 (0) 1795 414 555
http://www.my-subscription.com/mm/offer01.html
Printed by: Headley Brothers Ltd, Queens Road,
Ashford, Kent TN24 8HH

Music & Media

189 Shaftesbury Avenue (5th Floor)
London WC2H 8TJ

UNITED KINGDOM

ISSN : 1385-612

© 2002 by VNU Business Media

All rights reserved. No part of this publication may be reproduced,
stored in any retrieval system, or transmitted, in any form or by any
means, electronic, mechanical, photacopying, recording, or
otherwise, without the prior written permission of the publisher.

I ——
®

Bilboard Music Group

President: Howard Lander

Vice presidents: Howard Appelbaum, Marie
Gombert, Irwin Kornfeld, Karen Oertley, Ken
Schlager, Joellen Sommer

Director of research: Michael Ellis

VNU Business Publications USA
President & CEQ: Michael Marchesano

Chief operating officer: Howard Lander

Executive vice presidents: Mark Dacey (Marketing, Media &
Retail), Richard O'Conner (Travel, Performance, Real
Estate/Design and Food Service)

Senior vice-president: Toni Nevitt {Marketing Information)
Vice-president: Joellen Sommer (Business Management}
Joanne Wheatley (Circulation)

VNU Business Media

President & CEQ: Michael Marchesano

Chief operating officer: Howard Lander

Vice-president/business development: John van der Valk
Vice-president/human resources: Sharon Sheer

Chief financial officer: Joe Furey

President VNU Expositions: Greg Farrar

President VNU eMedia: Jeremy Grayzel

Managing director VNU Entertainment Media UK Ltd: Jonathan Nowell

Upfront

by Emmanuel Legrand, Music & Mediia ediitor-in-chief

As those who are not lazing on beaches and enjoying
the sunshine head for Popkomm, the summer trade
show in Cologne, the focus is once again on the German
market.

This week saw the long-running dispute between
hardware manufacturers and collecting societies come
to a resolution. According to a last-minute agreement
reached under the aegis of the German government
(see story, front page), manufacturers will have to pay
a flat fee on each piece of equipment that allows indi-
viduals to make home copies of recordings, which will
bring in an estimated euros 50 million per year to
rights owners.

In principle, it’s good news in that it compensates
rights owners for the widespread use of CD burning.

But by tackling the hardware, the German agree-
ment totally fails to address the issue of blank CD-R
carriers. This is where the real numbers are, when you
think about it—some 330 million blank CD-Rs were
sold last year in Germany. Applying a levy on these car-
riers—as the French have done recently—seems like

made, but the copy is actually made onto a blank CD-
R, and by applying the levy on the carrier, you go right
to the heart of the problem. And you also get to deal
with real volume—place a euros 0.10 levy on every
blank CD-R, and you can add euros 33 million into the
coffers of rights owners in Germany alone.

Opponents of this kind of levy say that it legitimis-
es the fact that people can burn music at home, and is
in effect an official green light to home piracy. But this
is missing the point—consumers are already burning
music by the million, and don’t care whether doing so
is illegal or not. At least a levy will bring back into
right owners’ wallets some of the money that they are
currently losing through home copying and organised
piracy. It may be just a token payment, but it’s better
than nothing.

The other point that comes to mind is that w1th each
European country coming up with
its own answer to online piracy and
hope copying, the very basic idea of a
unified pan-European solution goes
through the window. What’s the
point in having a Copyright Direc-
tive if each individual member state
adds its own legislation and regula-
tion? In the end, what we’ll have is a
messy legal smorgasbord and a lot of
potential loopholes

the most logical step The machine allows the copy to be

Vale Mu5|c S SiX- month Tnunfo in Spqln

by Howell Llewellyn

MADRID — Indie label Vale
Music—which had sole rights to all
CDs by the contestants of the first
series of Spanish TV talent show
Operacién Triunfo—is claiming to
be the first-half recorded music
market share leader in Spain.

The figures—based on its own
sales and figures published by
Spain’s IFPI affiliate AFYVE—
reveal that, aided by the Operacién
Triunfo phenomenon, the indie sec-
tor took an overall 40.4% market
share, based on singles and albums
shipments during the first six
months of 2002, with the five
majors left with just 59.6%.

That first-half figure was boost-
ed by Vale Music’s claimed euros 54

million worth of shipments in the
six month period. Although AFYVE
does not split up its units figure for
independents to show the market
share of individual indies, Vale’s
own shipments figure would
account for nearly 24% of AFYVE’s
total market value at trade prices
of euros 231.9 million in January-
June. AFYVE lists the market
shares for the five majors, based on
units shipped, as: Universal 19.7%;
Warner 15.3%; Sony 12.6%; BMG
Ariola 10.6%; and EM1/Virgin 1.4%.

It is the first time that AFYVE
has issued first-half results and the
only comparison immediately avail-
able is for the whole of 2001, when
revenue was euros 624 million.

“We are honored to head the
label market share table, which

reflects all the hard work we have
put in,” says Vale Music interna-
tional exploitation manager Dany
Molina. “Even before Operacién Tri-
unfo, we were on a par with some
majors with about a 10% market
share because of our dominance of
the Spanish dance music scene. We
are now aiming to build an interna-
tional catalogue whose artists
progress and who do not fade after
each season of Operacién Triunfo.”

The second series of Operacién
Triunfo—which will again see 16
contestants ensconced for four
months in an “academy” where
they will receive daily classes on
aspects of achieving fame—begins
in October. Vale will also have the
rights to the music from that
series.

Cable radio price hike angers German stations

by Michael Lawton

COLOGNE — German radio stations
are angry at the level of new fees
being demanded of them by the
country’s cable opera-

tors. §

The charges, which
would run to about euros
0.045 annually per
household, would mean a
substantial increase for
stations in the cost of
broadcasting their output on cable
platforms.

Until now, cable operators did not
charge anything for re-broadcasting
radio stations that can also be
received terrestrially on FM or AM,
though there was a charge for cable-
only radio stations.

However, when the regulator
decided that all TV and radio sta-
tions broadcasting on cable should

MUSIC & MEDIA e AUGUST 17, 2002

i

be treated equally, irrrespective of
whether they also had terrestrial
frequencies, cable operators initially
only applied that ruling to television
channels. But now cable companies
are also applying the
rule to radio stations,
and also linking it to a
major price hike.

The move follows
financial problems some
cable operators have
been suffering reecently,
after investing heavily in developing
digital cable services which have
been less popular than anticipated.

Radio stations point to the US
model, where cable operators pay for
programming to make their cable
offerings more attractive. Stefan
Kiihler, spokesman for commercial
radio association VPRT, says that
cable operators should at the very
least be paying copyright to the sta-

tions. “Perhaps copyright payments
could be set off against the distribu-
tion charges,” he suggests.

Eva Kriiger, spokesperson for Ish,
which operates cable services in
North-Rhine Westphalia, says that
“copyright payments will interfere
with existing structures, and in the
end the consumer will have to pay.”

Some radio stations are demand-
ing to know in more detail exactly
what they will be getting for their
money. Karin Wolfrum, a spokesper-
son for Klassik Radio—which broad-
casts nationally on cable and terres-
trially on 23 frequencies in five
states—says it doesn’t know how
many households are actually con-
nected to cable. “If these new prices
are adopted, we’ll consider carefully
whether we want to be every-
where—especially as we don’t know
how many houses we get into,” says
Wolfrum.
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Breakaway NRW stations insolvent

by Michael Lawton

COLOGNE — 107.8 Antenne
AC and Aachen 107.1, the
two stations in the western
German city of Aachen
which broke away from the
Radio NRW group in 1999,
have applied for insolvency.

Stefan Kreit, manager of
both stations, says: “They
failed because the national
sales [operation] didn’t
work.”

The stations, which were
previously run by local
newspaper interests and
affiliated to North Rhine
Westphalia’s Radio NRW
umbrella grouping, were
bought in 1999 by David
Dornier, owner of Berlin
rock station 87.9 Star FM.
However, Dornier was

unhappy with the terms on
offer from Radio NRW,
which provides a sales
house and an off-peak sus-

taining service used by all
the commercial stations in
North-Rhine Westphalia.
Instead, Dornier decided
that the two stations would
broadcast their own output
around the clock.

Aachen 107.1—die Hit-
garantie broadcasts a Hot
AC format, while 107.8
Antenne AC is a gold-based
AC. The two stations share
the same premises, with
common management and
marketing.

Dornier complained that
his stations’ ratings success
was being undermined by
the refusal of RMS, Ger-
many’s main national sales
house in which Radio NRW
is a major shareholder, to
represent them.

Dornier eventually went
to court to force RMS to
represent his stations.
However, Kreit says: “My
impression is that RMS

didn’t try very hard [to sell
the stations]—but we were
no longer allowed to sell
ourselves. We did worse in
the year when RMS mar-
keted us than when we did
it ourselves.”

Holland’s Sky Radio has
denied media reports that
it could be a buyer for the
two stations, and many
interested parties are likely
to be put off by the condi-
tions of sale, which include
an insistence that the sta-
tions must be sold together.

Klaus Goldhammer, the
head of Sky Radio’s Ger-
man operations, says the
state of North Rhine West-
phalia’s regulatory system,
whereby the operator is
theoretically only a contrac-
tor responsible to a commit-
tee made up of local inter-
ests, also makes the sta-
tions uninteresting to pos-
sible buyers.
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Grammy Award-nominated Brazilian pianist, composer and vocalist Eliane

Elias has signed an exclusive contract with the RCA Victor Group. Elias has just
finished mastering Kissed By Nature, which is scheduled for release on the
group’s Bluebird imprint on September 24. Pictured (1-r), all from the RCA Vic-
tor Group, are: Stephen Ferrera (VP, A&R); David Weyner (executive VP/GM);
Eliane Elias; Bob Jamieson (chairman); Mark Tavern (associate director, A&R
administration); Jeb Hart (senior VP, worldwide marketing); and Stacie Negas

(director of marketing).

Manzinger becomes MD of EMI Austria

by Olaf Furniss

VIENNA — EMI Recorded
Music Austria managing
director Erich .
Krapfenbacher, who
is leaving the compa-
ny at the end of Sep-
tember, is to be
replaced by market-
ing/sales  director
Albert Manzinger
(pictured), who will be in
charge of both the Capitol
and Virgin operations: in
Austria.

Krapfenbacher ran the
affiliate for nine years, and
has been one of the most suc-
cessful major label execu-
tives in Austria. His deal
with the Ultimatief produc-
tion trio led to record-break-
ing single success with A

Klana Indiana. This was
subsequently beaten by
another Ultimatief act, DJ
Otzi. The most successful
Austrian music
export since Falco,
Otzi boasts the
biggest ever-selling
domestic single with
| Anton Aus Tirol,
which sold 150,000
= yunits locally and some
one million in neighbouring
Germany, while Hey Baby
was number one in several
European territories.
However, Krapfenbacher
also developed the more
credible side of the Austri-
an music scene, signing
deals with labels such as
the guitar-orientated
imprint Parte and launch-
ing the Delicious Tunes

compilation series featur-
ing local electronica.
Parte’s owner Mario
Rosorri, who extended his
deal with EMI Austria in
February, expresses disap-
pointment over Krapfen-
bacher’s departure. “It’s a
real shame,” he says. “I hope
he doesn’t go too far away!”
Commenting on
Manzinger’s appointment,
EMI Recorded Music Con-

tinental Europe chair-
man/CEO Emmanuel de
Buretel says: “Albert’s

experience within the com-
pany combined with his
knowledge of the commer-
cial marketplace will be
extremely valuable as we
reshape the business to
face the current challenges
within the market.”

ON THE BEAT

K| Kiss 1o tAuncH ON GWR MULTIPLEXES

LONDON — Emap Performance’s dance
S brand Kiss is to be rolled out on UK

100 local digital radio multiplexes owned
by the GWR Group, following a deal between the two
broadcasters. This will be in addition to the Emap-
owned local digital multiplexes that Kiss already
broadcasts on. The agreement with GWR means Kiss
will gain a further nine million potential listeners in
cities such as Bristol, Swindon and Wolverhampton,
with its 73% coverage making it the largest brand on
local digital radio.

CONTACT RAPPED OVER TRANSMITTER POWER

Paris — Lille-based regional CHR network Contact
FM has been fined euros 5,000 by French broadcast-
ing authority the CSA for having exceeded its autho-
rised transmission power. The fine follows previous
warnings from the CSA stating that Contact’s trans-
mission power was above the authorised limit. Con-
tact’s licence limits its power to 1KW, but the station
was found to be using 3KW in March 2001 and 2.5 KW
in October 2001. In April 2002, the CSA launched a
sanctions procedure against Contact. The station can-
not appeal against the fine.

MERCURY INKS FAME ACADEMY DEAL

LoNDON — Mercury Records has secured the rights to
release all the music from the forthcoming Fame
Academy television series in the UK. The project—
which is being developed by UK public broadcaster
the BBC and Initial, a division of TV production com-
pany Endemol UK—aims to be a real-life version of
Fame, the film and TV series about a fictional talent
school, and also mirrors the concept of Spain’s
Operacién Triunfo. The show is scheduled to air just
before the end of the year on the BBC’s TV and radio
services—including BBC1 and national CHR station
Radio 1. A nationwide talent search is underway to
find 18-to 35-year-olds to be featured in the series.

Music CHOICE ACQUIRES MULTIRADIO

LoNDON — Pan-European digital audio broadcaster
Music Choice Europe is expanding its reach across
Europe and is making its first move into Asia with the
acquisition of Multiradio. The latter’s Multimusic
brand distributes music channels via digital TV to
almost two million homes in eight European and
Asian countries. Music Choice says the deal will
increase its potential reach to almost 14 million
homes. In the next six months, Multimusic will add
Music Choice branding and content. Music Choice,
meanwhile, is also launching dedicated Polish, Israeli
and Taiwanese channels.

MUSICLINE TO OFFER cusTOM CDs
BERLIN — The German record [
industry’s official Internet plat- §*
form, Musicline.de, is launching |~
a service which allows its users B
to purchase customised CDs.
The new service is the result of
an alliance with Records.de, the
Munich-based sales and distrib-
ution company, which has
acquired licences to more than 1,000 individual
tracks. Costing euros 15.30, each custom CD can hold
up to 12 tracks. Musicline.de’s database holds a total
of 1.7 million songs, as well as providing direct links
to artists and bands.

MOVING CHAIRS

BRrussELS — Iris Maas, head of promotion at Play It
Again Sam (PIAS), has left her post to become a free- |
lance promotion consultant, effective September 1. Car-
olien De Bie has now taken on PIAS’ promotion duties.
Sam Hellemans, A&R and label manager with Antler-
Subway/EMI, has been appointed A&R assistant at Bel-
gian dance indie NEWS, effective July 29.
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«ARNNERCTNE. .
Open to question: top 10 interview tips

Interviews with artists, celebrities or newsmakers can
be an important part of a music station’s entertain-
ment mix, particularly during the breakfast show and
at other peak times. Yet all too often, presenters
whose backgrounds lie in hosting purely music-
based shows are unaware of some basic rules that
can make for a great radio interview. Radio consul-
tant Valerie Geller (pictured) offers some advice.

owerful radio, like all art
and entertainment experi-
ences, takes your listeners
on a journey that they can-
not get to on their own.
Interviews provide new informa-
tion that can, if done correctly,
inform, inspire, persuade or simply
entertain and make you laugh.

A good interview adds much to
your show and builds audience loy-
alty by letting the listeners get to
know you and what you are inter-
ested in. Interviews are a key ele-
ment in powerful personality radio.

An interview is also great way to
provide listeners with a connection
to new people, such as artists,
celebrities and newsmakers.

Research shows that one of the
key reasons audiences come to
radio is to pick up on “talkable top-
ics” that they can discuss later
with others. Here are “the rules” of
successful interviewing:

1. Ask: why is this guy on?
Know why you are doing the inter-
view. Are you doing this because
the person has something to sell or
push to your audience? Ask: Is this
person or topic going to bring any-
thing real or valuable to my listen-
ers? Will they get a talkable topic,
new information, laughs, inspira-
tion, or anything else from hearing
this person on the air? How will
this interview serve my listener?
Does this person or subject cover
topics that the audience wants to
know about?

Although you may want to meet
them, many presenters have been
greatly disappointed when the gor-
geous Playboy Playmates have lit-
tle to say when in front of a micro-
phone. And you may already have
had the experience of interviewing
a top rock star, exhausted from
touring, now on his or her 1000th

radio or TV interview, suffering
from burn out and not having any-
thing significant, new, real or
meaningful to share with your lis-
teners.

But, and this is important, a
great interviewer is a human
being. The best interviews feel like
and sound like a normal human
conversation. Even the most bored,
burned out and exhausted rock
star usually will usually respond if
you are a genuine authentic
human being.

2. Anything LIVE,

anything goes

When interviewing with a live in
studio guest, listeners understand
that the interview can go wrong,
veer off topic, get crazy or maybe
even the studio ceiling comes
crashing down. It’s all OK. That’s
part of what happens in live radio.
Here your job is to create a place
where the interviewee is comfort-
able to talk and be with you and
your audience. People understand
that during live interviews, unpre-
dictable things happen.

ness because they are afraid to look
foolish, unprepared or dumb.

5. Respect Responses

Everyone is entitled to his or her
opinion. If the guest is an idiot,
that will come through all by itself.

6. Be Prepared

It is likely that if you are interest-
ed in talking with a guest, you may
already know a great deal about
the subject or topic. Your personal
interest, connection and your nat-
ural curiosity probably have led to
decent show prep for the interview.
(Don’t pretend to be an expert in a
subject if you are not. It’s not gen-
uine, and very few can pull this
off.)

If you don’t know about this
topic or person, read up, use the
Internet and of course ask others
what they know about this subject.
The secret of life in radio is:
Interested is interesting. Bored is
boring. Never be boring. If you, as
a personality, find the topic—no
matter how simple, crazy, obscure,
bizarre or off the beaten path—
interesting, you’ll find a way to
make it interesting to the listeners.
(Remember: there are no boring
stories, only boring storytellers!)

7. It’s okay to put

yourself in there

When doing an interview, many
presenters have been taught not
to—or are afraid to—talk about
themselves. The natural tendency
is to sublimate your own ego and

“A great interviewer is a human
being. The best interviews feel like and
sound like a normal conversation.”

3. If you pre-produce the
interview, make it perfect
The opposite of live radio. If you
are doing your interview in
advance, you now have the oppor-
tunity, control and power to make
this absolutely surgically perfect.
“When in doubt, leave it out.” The
produced interview bits should
sound exactly how you want it to
sound. Emphasise storytelling and
never be boring. Anything you do in
advance and pre-produce, must be
perfect.

4. There are no
stupid questions
Only the ones you didn’t ask. Don’t
be afraid of looking like an idiot. If
you want to know something,
chances are the audience also
wants to know that same thing.
Don’t worry so much about look-
ing brilliant, ask the simple ques-
tions that people out there want to
know. If an answer is complex...ask
the question again. Many inter-
viewers are held back from great-
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make the interviewee the star. But
unless it is a straight news inter-
view where you are collecting facts,
it works better if you are a human
being, part of the process.
Participate. If you have a personal
connection to the topic, don’t be
afraid to talk about it or share from
your own life. Remember, you are
developing a relationship with
your audience as well as with the
interview guest. Revealing certain
details that pertain about yourself
or your life can kick-start the inter-
view into life. Note: I'm not talking
about spilling your private life all
over the airwaves, but a genuine
connection to the topic can work
really well. Remember the person-
al (not private) is universal.

8. Shorter is better

than longer

Use the short “hello.” No need to go
into the entire list of accomplish-
ments or awards—ijust give the lis-
tener the reason the person is
being interviewed. The same for
the end. Shorter is usually better

than longer. You can follow up with
a second interview at another time
or use more of the tape later.
Control the interview and keep it
tight.

Here’s why: You dont want to
“overfeed the fish.” T learned a
valuable lesson from my little
nephew when he was a kid. He had
a goldfish, but it died due to him
overfeeding it. Much to my sister’s
chagrin, I bought him another fish,
which he then promptly killed off,
again, due to overfeeding. By the
fourth goldfish, Adam called me
one night exclaiming, “Aunt
Valerie! I've got it! I figured it out—
if you overfeed the fish, it dies, but
if you don’t feed it too much, when
you come in the room, it swims to
the top of the bowl and is happy to
see you!” The moral of the story:
better to leave audiences hungry
for more than to bore them to death
by overloading or overfeeding with
too much information.

9. Listen

Although this may be obvious,
many broadcasters can ruin a
potentially powerful interview by
being so concerned with the way
they come across or asking the
right questions, that he or she may
miss what is actually being said.
Remember, the listeners are listen-
ing with their full attention to
what is being said. So should you.

10. Never be afraid

to go off topic

Like life, a powerful interview can
and should go off your intended
subject. This is just fine. Listen. Be
real. And remember the rules: Tell
the truth and never be boring.
Think of it this way: imagine that
you are on a driving holiday. If you
stick exactly to the map, it’s never
as fun or exciting as that “side trip”
you might spontaneously take off
the main road.

Sometimes the best interviews
meander off subject (just as normal
conversation does) and take you
places that are even better than
you could have imagined. If you
have fun, so will the audience.
Relax. Be spontaneous. Use your
genuine interest and feelings for a
topic. And keep it powerful.
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