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NO BMG STAKE
One-On-One
With MCA's
Al Teller

M&M this week features an exclu-
sive interview with MCA Music
Entertainment Group chairman
Al Teller.

Teller talks candidly about
MCA's future expansion plans, its
joint-venture operation with JVC
and WMI in Japan and the recently
launched, wholly-owned company
in Germany.

One thing that Teller puts to rest
during the interview are the ru-
mours that MCA is to take a 50%
interest in BMG. However, any
suggestions to the validity of this
proposition are firmly dismissed by
the chairman: "There is just no basis
in the entire story, whatsoever."

For more about MCA's growth,
the role of the independent and
the musical sensibilities of radio
progranuners see page 5.

A "FERGIE" IN THE HAND - BBC Radio 2 presenter Brian |

Matthew [right) is awarded a "Fergie" for outstanding contribution
to the UK radio industry. The honour, which is sponsored by
Ferguson, was awarded during the recent Radio Academy con-
ference in london. Handing the plaque to Matthew is BBC Radio

LI DJ Alan Freeman, the first winner.

Small Ad Windfall For IR
From BBC Radio 1 Promo

by Howard Shannon

UK independent
made £100.000 from an adverti-
sing campaign aired last month
to promote a cash giveaway on
BBC Radio 1. But the
Independent Radio Authority
has claimed that the BBC is
breaking the rules on links with
commercial sponsors.

The "Cashcard" promotion
was between Radio | and The
Daily Star newspaper. Radio
ads promoted the ‘'Cashcard’

radio  (IR)

contest, but did not mention
Radio 1. Numbers accessing the
£85.000 prize money were aired
on the station daytime and
weekends, which the BBC saw
as "locking-in" listeners.
Comments Radio Authority
head of regulation Paul Brown,
"We feel the BBC has broken
section 12 of its Licence &
Agreement charter, which clear-
ly states the BBC shall not
broadcast matters in exchange
for 'valuable consideration'. Yet
obviously part of its promo-

THE NEW FRENCH SUPERSTAR gt

1.5 million albums sold
(LP status in France : Diamond)

alors regarde... CD, MC, LP

tional budget has come from the
commercial sector.”

However. Brown admits the
authority does not have any po-
wers to take further action. BBC
lawyers  have told  him
"Cashcard" did not fall into the

"valuable consideration” cate-
gory.
Radio 1 spokesman Jeff

Simpson downplays Brown's
allegations, saying the station
was merely "giving other peop-
le's money away".

(continues on page 34)

VIRGIN WINS BIDDING WAR

Janet Takes To The
Skies With Branson

by Steve Wonsuewncz

Janet Jackson's 1hythm nation
is flying with a new airline, and
Richard Branson is the pilot.

Virgin Records finally con-
firmed on March 11 that it had
signed Jackson, apparently out-
bidding A&M and RCA—
among other labels—in a deal
said to be worth up to US$50
million. Company chairman
Branson flew to Los Angeles to
welcome the singer.

The official announcement
said the worldwide contract is
with Virgin Records Ltd, which
is the company's UK operation.
Virgin Music Group MD Ken
Berry was not available for
comment, nor were officials at
Virgin Records US.

Jackson has been one of
A&M's most successful artists.
Her current album, Rhaythm
Nation 1814, has sold more than
six million copies worldwide.

(continues on puge 34)

May The Forth Be
With Radio Clyde

The UK recession may be hur-
ting advertising, but it hasn't yet
put a damper on the value of
radio stations.

In the latest consolidation in
the industry, Radio Clyde on
March [2 announced plans to
merge with Edinburgh-based
Radio Forth in a stock swap
that values Forth at £6.32 mil-
lion. The deal «calls for
Glasgow-based Clyde to offer
five 25p shares for each £1
share of Forth. Forth sharehol-
ders will control 28.5% of the
combined entity after the swap.

The stock market took the
news in stride. Clyde shares re-
mained unchanged at 250p the
day of the announcement.

Based on Clyde's share price
of 248.5p on March 8, the com-
pany is effectively paying 16
times trailing (last year's) ear-

nings and 10.4 times profit be-
fore tax. That is comparable
with Metro Radio's purchase of
Yorkshire Radio Network on
September 8, 1990, for £13.5

(continues on page 34)
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EMI Music MOVES TO CARNEGIE HALL TOWER

PEOPLE COME TO CARNEGIE HALL TO SEE
REMARKABLE PERFORMANCES. WE ARE FLATTERED
THAT SO MANY PEOPLE HAVYE BEEN CALLING OUR
TEAM’S RECENT PERFORMANCE REMARKABLE AS WELL.
AND WE KNOW THIS IS JUST THE BEGINNING.

FROM ROCK TO RAP, FROM CLASSICAL TO COUNTRY,
FROM R & B 1O JAZZ — EMI| MuUsSIC’S RECORD LABELS,
EMI Music PUBLISHING, OUR CEMA DISTRIBUTION
SYSTEM AND OUR MANUFACTURING FACILITIES ARE
SETTING AN INDUSTRY STANDARD FOR EXCELLENCE.
LIKE CARNEGIE HALL, WE’RE NURTURING AND
SHOWCASING THE WORLD’S FINEST ARTISTIC TALENT.

THAT Is WHY EMI MuUsIc IS PROUD TO HAVE
RELOCATED OUR NEW HEADQUARTERS TO CARNEGIE
HALL TOWER. BECAUSE WHEN YOU’RE A CLASS ACT,
CARNEGIE HALL TOWER IS THE PLACE TO BE.

152 WEST 57TH STREET
NEW YORK, NY 10019
212/261-3000

AmericanRadinHietary Com
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UK Court Bans Imports

A permanent UK high court in-
junction has put a stop to an illegal
parallel import operation. The act-
ion was brought by EMI Records,
Phonogram, FFRR Records,
Sony Music Entertainment UK,
Warner Music UK, and on behalf
of all members of the British
Phonographic Industry (BPI)
against Music Point.

The defendants had been obtain-
ing recordings from a company cal-
led Federal Music Point in the US.
The latest top 100 albums are on
sale there but under a licence res-
tricted to that territory.

The court also granted the BPI an
order that Music Point deliver up all
stocks in its possession including or-
ders that may be in the pipeline. PE

‘| The return of the old-timers. With the
release of Flashpoint, the Rolling
Stones provide their third live album

’ for Columbia, after 1977's Love You

Live and 1983's Still Life. It was recor-

ded in the US and Europe during the

band's Urban Jungle Tour last year.
This week also marks a comeback

for lady-killer Tom Jones. On his

new album Carrving A Torch the

out by Van "The Man" Morrison
: who co-wrote and produced four
songs. The other nine tracks were
produced by John Hudson, who
also worked on Tina Turner's

hip-swivelling Welshman is helped .

| Old Sol;iiers Never Die |

Private  Dancer  album.  Van
Morrison is not the only Irish man on
the list. Paul Brady returns with
Trick Or Treat.

Columbia releases The Bootleg ‘
Series Vol. I-1ll, early material by
good ol' Bob Dylan. Also returning
is almost-forgotien rocker Willie |
Nile with his latest offering Places |
Have Never Been.

Many artists call themselves king.
queen, prince or princess, but
Stephanie is a real princess. |
Stephanie is her most recent attempt
to becone famous as an artist as well
as an untamed aristocrat.

Upcoming Album Releases

Artist Title Label Producer

Paul Brady Trick Or Treat Fontana  Gary Katz ’
Camouflage Meanwhile Metronome C.Thurston/Camouflage
Will Downing A Dream Fullfilled 4th Broadway Various

Bob Dylan Bootleg Series Vol. Hil  Columbia  Jeff Rosen

Galliano In Pursuit Of The 13th Note Talkin' Loud Chris Bangs |
|Heartland Heartland A&M Jimbo Barton

Jon & Vangelis  Page Of life Arista Vangelis |
Tom Jones Carrying A Torch Dover Van Morrison/J. Hudson
Metal Church The Human Factor Epic Mark Dodson

Mind Funk Mind Funk Epic J. Elaisson/Mind Funk
Willie Nile Places | Have Never Been Columbia ~ TBone Wolk

Rolling Stones Flashpoint Columbia  C. Kimsey/Glimmer Twins
Roxette Joyride M C. Ofwerman
Stephanie Stephanie WITG M. Verdick/R. Bloom
The Two-Hop Legocy Rappin' Is Fundamental A&M Easy Mo Bee

Victorio Wilson Jomes Perseverance Epic Jazzie B/Mike McEvoy
Womack & Womock Family Spirif Arista Womack & Womack

European album releases for the period of March 18 - April 1. Please
send your information to Robbert Tilli before March 21 for inclusion in the
next release schedule (issue 14). Fax (31) 20 669 1951.

Power St

by Julian Clover.

The future of UK satellite music
channel The Power Station looks
secure. Don Atyeo, CEO of pro-
gramme suppliers Palace Music,
says that although no deal has been
signed, talks were extremely ad-
vanced with an “entertainment
conglomerate”.

ation Kept Alive

Power Station is set to close on
April 8 since BSkyB dropped it from
its five-channel package. The com-
pany is also talking with Astra about
leasing a transponder, which would
then make the channel available on a
pan-European basis. The Astra satel-
lite already transmits MTV (which
reaches more than 20 million homes
in Euwope) and the overnight

Lifestyle Satellite Jukebox.

However, a deal must be signed
soon if The Power Station is to
continue without a break in trans-
mission.

Comments Atyeo, "The business
plan we put out allows for us not
being able to finalise a deal. We
planned to be off the air for up to
two months to get a deal in place.”

_

Clouseau Close

by Marc Maes

Top-selling  Flemish band
Clouseau are currently negotia-
ting a new record contract
worth  between  US$230.000-
US$500.000 in one of the big-
gest signings in Belgium.

BMG Ariola and EMI Bel-
gium are reportedly the two la-
bels with the inside track in sig-
ning the band. (Band member
Kris Wouters used to be a
BMG promo officer).

Comments EMI Belgium GM
Guy Brulez, "Nothing has been
signed yet and today we live in a
world where an agreement is
concluded by shaking hands and
signing a contract. The only
thing I could say is that we have
passed the handshake part and

To New Deal

that we have very serious inten-
tions with the Clouseau deal.”

Clouseau's record deal with
HKM ended on March 19. The
band had been with the label for
four years.

Says HKM MD Hans
Kusters, "It is always the same.
It is the independent or smaller
labels that build careers for ma-
jors to take over. Still, we part as
friends and I am convinced that a
multinational will offer the band
more than a company like ours.
We were their best partner for the
Benelux, but now they want
things we cannot offer them."

Clouseau are currently prepa-
ring the release of an English-
language album to follow their
giant Benelux successes Hoe Zo
and Of Zo.

BPME-UK Sets November Dates

by Jeff Green

With an expanded focus on radio

seminars and workshops in
mind, the association of
Broadcast Promotion &
Marketing Executives-UK

(BPME-UK) has confirmed No-
vember 15-16 as the dates for its
second annual Conference and
Awards. to be held at the Moat
House International Hotel in
Glasgow.

As part of BPME-UK's rota-
tional system. Chris Meehan.
CEO of Yorkshire Television

subsidiary Chevron Communi-
cations, will step down as chair-
man. Succeeding him for this
year's gathering will be Scottish
Television head of promotions/
film purchasing George
McGhee, a founding BPME-UK
committee member.

Last November's event in
Leeds drew 240 radio and TV
executives from 70 companies:
the 1992 conference is scheduled
for London. Broadcasters inte-
rested in further information
should contact Mayor Sinfield
on +44-423-520-404.

A LEVEL-HEADED BUNCH - level 42 band members gather with RCA executives during the signing of the
artists to the label. A new album, titled "Guaranteed”, will be produced by Wally Badarou and Level 42, and
scheduled for release at the end of September. From kr: RCA MD Lisa Anderson, head of marketing Joe Cokell,
senior product manager Greg Sambrook, level 42's Gary Husband, infernational director Chrissie Harwood,
head of press Dave Harper, level 42's Mike lindup, level 42 manager Paul Crockford, chairman BMG
Records UK John Preston, press officer Helen Lee and Level 42's Mark King.

—

[ ——

dierks studios

20 years and many more to
follow.
Thanks for the partnership
in the past and in the future.

Re-opening of Studio 1l
- SSL 64 channel, G-series
- Sony 3348 digital
- Neil Grant Acoustics

dierks studios gmbh
tel. (49) 22 38-20 04/33 33
fax (49) 22 38-34 99
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VALUE OF LOCAL A&R EMPHASISED

MCA: Navigating Global Waters

In the last 12 months, MCA has intensified its presence
in the worldwide record business. Led by MCA Music
Entertainment Group chairman Al Teller, the company
has been active in label acquisitions and is aggressively
positioning itself as a global player. In an exclusive in-
terview with M&M, Teller talks about the expanding rec-
ord business, the role of independent labels and the
often strenuous relationship between radio and music.

by Machgiel Bakker

Since his appointment as MCA
Group chairman in 1989, Al Teller
has been determined to increase the
company's market share. First, jazz
label GRP was acquired a year ago.
A month later, MCA outbid Thorn
EMI in the purchase of Geffen
Records for an estimated US$ 545
million. But boosting US market
share has clearly not been enough.

Until now, MCA is the only
major player in the US not to have a
strong overseas operation. To cor-
rect this, MCA formed a new joint
venture with JVC and WMI in
Japan. In addition, the company an-
nounced plans to start its fully
owned company in Germany by the
end of this summer. Meanwhile, an
international distribution and licens~
ing deal was struck with BMG last
October.

Says Teller, "Apart from MCA,
all other big US companies have a
worldwide structure. This was a
major strategic disadvantage; the
fact that we were strictly operating
in the English language meant that
we were missing an enormous part
of what the record business is
around the world—local A&R.

"This culminated in our joint-
venture company in Japan, while
our licensing arrangement with
Bertelsmann gave us the opportu-
nity to start our own company in
Germany. And this is the beginning
of a very methodical establishment
of a wholly-owned presence over a
period of time. [ expect to see
MCA/Geffen in many more territo-
ries to come.”

MCA has a keen eye on the
European talent scene. In some ter-
ritories, notably France, Italy and
Germany, domestic product often
sells at the expense of its Anglo-
American counterparts. But lately,
the phenomenon of cross-border ex-
ploitation has been on the rise.
Teller warns about easy optimism.
"Local A&R has to be dealt with
carefully. Our first priority is to in-
crease the penetration of our Anglo-
American product on a worldwide
scale. But in the long run, we will,
without question, establish a do-
mestic A&R presence teritory-by-
territory.

"If you look at the development
of the US record business, their in-
ternational infrastructure was based
on establishing outposts for the
sales of American product. It's only
been in the last decade that local
A&R has seen such a rapid rise in
market share.”

The recent wave of acquisitions

in the music business and the en-
suing concentration of power in
fewer hands is. for some, a sign of
the maturing of the business. Others
fear that the spirit and vision of the
independent label will be lost.

Teller believes the trendsetting
nature of the independent label will
continue, but that record companies
need additional product sources to
feed their worldwide mechanisms.
"Majors need to consolidate and ex-
pand, and the acquisition of addi-
tional A&R sources has become
imperative.

'The financial communities
never really valued record compa-
nies in the proper sense; it wasn't as
predictable as other sorts of busi-
nesses. [ suppose the watershed mo-
ment came when Sony purchased
CBS Records in 1988. That was a
clear, unequivocal indication of the
value of a record company, and pe-
ople started to measure themselves
against that. And then this whole
process was accelerated with the ac-

Al Teller

in the future, there is really nobody
else of any meaningful size."

Teller is known for his critical
stance towards radio broadcasters.
In his keynote address at last year's
IM&MC he warned European bro-
adcasters not to follow the US

"If | had to get on the back of a truck with
a loudspeaker, rolling down the street
and playing my records, | would do it!"

quisition of Chrysalis. When some
of these values became real, it ope-
ned the eyes of many entrepreneurs
who were sitting on properties they
realised were worth millions of dol-
lars.

"But there will always be room
for independent record companies.
If you look at the history of the pop
music business, their primary role
has always been not only to develop
new talent, but to push forward
where pop music is going. There

model. "But I have a strong suspi-
cion that it is going to end up very
similar to the way it is in the States.
I do hope that in Europe the people
making radio programming deci-
sions will be more musically orien-
tated. So many radio programmers
are looking for someone else to de-
termine what the hits are. They
don't programme on the basis of
their own musical sensibilities, eit-
her because they don't have any or
they are not interested in that."

"I've given up. | don't harbour any illu-
sions about the radio and the record
businesses being brothers in arms."

are still hundreds of independents,
not one of them quite the size of eit-
her Geffen or Island. But perhaps
in 10 or 20 years M&M will be re-
porting the sale of some of those to
majors.’

But is the company looking for
other labels to buy? “Not in any
conscious way. We acquired Geffen
for a very special reason. It was the
crown jewel in the record business
and would contribute importantly to
our market share. Also, it dovetailed
perfectly with the kind of growth
plans we had in mind internation-
ally. But in terms of label ventures

But don't radio consultants tell us
that there is nothing more harmful
than programmers serving their
own interests instead of those of
their audience? "I happen to believe
that if you're skilful, your own taste
should play a big part of the game.
But I've given up. I don't harbour
any illusions about the radio and the
record businesses being brothers in
arms. No, they are two very sepa-
rate businesses; the only link is the
records. But the health of the rela-
tionship would certainly be impro-
ved if there were more people on
the radio side who had an intuitive

sense of music.”

And Teller is certainly not im-
pressed by radio's old counter-argu-
ment that it is not its task to break
new talent. "Of course, that's the
conventional wisdom. They can all
attend a radio industry cocktail
party and convince each other
they're doing everything perfectly
fine. And part of that is, [ suppose, a
historical fault of the music busi-
ness. We don't get paid, certainly
not in the States, by radio stations
for the privilege for playing our
music. And when you get some-
thing for free, you tend to devaluate
it. Let me make a statement which
I'll not be able to prove: if radio had
to pay serious money for the acqui-
sition of music programming, the
musical skills of the radio program-
mers would be much stronger than
they are today."

But what about radio's claim that
airplay is a form of free promotion
for the record industry? "We would
be able to sell records without radio
stations if we had to. But radio
would not be able to play music
without records. I claim the higher
ground in that argument. If I had to
get on the back of a truck with a
loudspeaker, rolling down the street
and playing my records, I would do
it!" .

Regarding his own musical pre-
ferences, Teller says, "I hardly have
enough time to listen to our own re-
cords. I find it harder and harder
these days to step away from the
professional role. When I go into a
record store, the first thing I'm
looking for is where my own re-
cords are and how well they are
being displayed. That's one of the
prices you pay for being in the busi-
ness. But I am still a big fan of the
singer/songwriters and of the young
bands that go left of centre—any-
thing that cuts against the grain.”

MuUSIC & MEDIA MARCH 23 1991
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OMAR'S HOWLING - UK soul singer/songwriter Omar, whose
’ Top 50 last year, has signed to Phonogram's Talkin' Loud Records. Celebrating are (] Phonogam A&R managers Gilles

Ti i,

Peterson and Norman Jay, Omar and Phonogram MD David Clipsham.

AIRC In New PPL hal?mate

by Julian Clover

Two meetings between the
Association Of Independent
Radio Contractors (AIRC) and
the Phonographic Performance
Limited (PPL) have failed to
reach an agreement so far on co-
pyright payments. The two sides
had agreed to aim for a negotiated
settlement rather than go back to

the Copyright Tribunal. AIRC
director Brian West says, "PPL
are looking for outrageously high
rates so we have asked them to
think again.” If no agreement is
reached, stations will be able to
invoke the statutory licence proce-
dure of the new Copyright Act.
This allows them to make an offer
to PPL, while a decision is made
by the Tribunal.

indie album "There's Nothing Like This" reached the

A sticking point remains the in-
clusion of sponsorship revenue in
the calculations. West says,
"Undoubtedly, they will argue for
sponsorship to be included. But
we are saying no, unless the rates
go down."

The current agreement termina-
tes at the end of this month. AIRC
is now waiting for a new offer
from PPL.

City Talk

Radio City/Liverpool has exten-
ded its City Talk AM service
across the weekend with the in-
troduction of "City Talk Gold",
07.00-19.00, Saturday  and
Sunday. Says programme con-
troller Tony Ingham, "We
thought it was important to ex-
pand, although ideally we would
have wanted current affairs.”
Since its launch in October 1989,
City Talk has steadily increased
its hours, opting back to the

Goes For

EHR-formatted City FM eve-
nings and weekends.

"In effect, we were telling our
listeners to switch off on Fridays,
so the extension is important,”
says Ingham. "We wanted to keep
the audience and increase the
hours. We could hardly expect
them to listen to [syndicated US
personality] Rick Dees.”

However, he adds that the ser-
vice is not an experiment o €x-
tend the gold format during the

e

'Fergie' To Matthew
_The professional association for the
UK radio industry. the Radio
Academy, has presented its highest
honour to veteran BBC Radio 2 pre-
_senter  Brian  Matthew.  The
"Fergie"—named  after  sponsor
Ferguson—is awarded for outstan-
ding contributions to UK music radio
and was handed over by BBC Radio
1 DJ Alan Freeman, the first winner.
Matthew. who currently presents
Radio 2's Saturday morning "Sounds
Of The '60s", is perhaps best known
for presenting the highly acclaimed
late-night arts magazine “"Round
Midnight" which ran from January
1978 until spring 1990. PE

Tarrant To 10.00

Listeners now have an extra hour of
Chris Tarrant on Capital
FM/London. His programme is
being extended to 10.00, but the

standing ‘morning presenter John

changes mean the departure of long-.

Ne\;vsTn Brief

Sachs. Also leaving the station is
weekend and swing presenter Paul
McKenna.

Pat Sharp takes over the morning
show which now runs through to
13.00, followed by Mick Brown
until 16.00. Former afiernoon pre-
senter Richard Allinson moves to
the weekday early show 04.00-
06.30. JC

Nova No More
UK-based satellite station Radio
Nova has suspended operations. The
surprise move came in a phone call
to the station from owner Chris
Cary on March 5.

Nova. which broadcasts via one
of WHSTV's transponders on the
Astra satellite, is continuing to pro-
vide its night-time club music dance
programming and US religious pro-
gramming. PE

BBC Sell-Off Call
BBC Radio 1, BBC Radio 2 and

Gold

entire week. "We know gold
works and there is a market for it.
The last JICRAR figures show
that. This is not testing our toes.
We could put gold on tomorrow,
but we are a talk station.”

City Talk has opted for an easy-
listening gold direction, centring
on the '50s and '60s. Saturday after-
noons will continue to cover sport
with the FM service. Although it is
early days, Ingham says reaction
has so far been positive. JC

local radio should be sold off. says
a pamphlet written for the right-
wing "Centre for Policy Studies” .
Former BBC journalist and conser-
vative candidate Damien Green
takes up the suggestion made in the
"Peacock Report” in the mid-'80s.

Manx Reach Rules
Manx Radio/Isle Of Man is claim-
ing a 92% reach with 82% on an
average weekday. The figures are
1aken from research carried out for
the station by Gallup. which give it
highest weekly reach of any UK
broadcaster. Previous weekly figu-
res were between 79% and 86%.
Manx, which has been broadcasting
since 1964, is licensed by the Isle
Of Man's government and not by
the UK Radio Authority. it re-
cently switched sales houses from
Independent Radio Sales 1o
Broadcast Marketing Services to |
take advantage of the latter's North- |
West regional ratecard. . PE

Bleak INR Future

Say Dele

- s WO

The government and Radio
Authority's insistence that the
Independent National Radio
(INR) FM station must be predo-
minantly non-pop will end up
with them "giving birth to a
dodo". That was the general con-
clusion of delegates to the Radio
Academy's Music Radio Con-
ference held in London on March
7-8.

In an open forum moderated
by conference chairman and
Unique Broadcasting PD Tim
Blackmore, the majority of dele-
gates supported an AOR/AC for-
mat for the franchise. Some even
wondered whether the Authority
might find itself awarding a na-
tional licence, but not having any
bidders.

The biggest problem, dele-
gates said, was the tight defini-
tion of pop music in the
Broadcasting Act and the addi-
tional rulings issued by the
Authority.  Although  some
groups are hoping to bend the
rules toward rock, Authority
head of regulation, Paul Brown
had little encouragement for
them. "One INR applicant has
confronted us with a list of rec-
ords. The station will not be a
soft rock station and those who
think it is going to be will have
to think again. A lot of ILR FM
stations are already pop and the
Authority wanted an alternative.”

Brown also dashed the hopes
of people who believe the station

gates

will eventually be forced to
switch to a pop/rock format. "If
the station starts as classical and
goes rock after two years, that is
not on the cards.

The economics of running the
station were also hotly debated.
Although the successful appli-
cant will have to pay an annual
licence fee of about £1 million to
the Authority, as well as a per-
centage of its advertising re-
venue to the government, the
franchise will go to the highest
bidder.

Classic FM's David Maker
said the amount of the bid would
be irrelevant. "In the end I think
we are going to see a purely no-
minal bid of just £0.01."

In a discussion on the impact
of advertising on the INR and
other stations, the future is
looking brighter, said Hywel
Jones, chairman of economic
and  marketing  consultancy
Fixpoint. Jones said the worst of
the recession is over in the UK
and that inflation should drop
dramatically by year-end. This
should lower interest rates vital
to financing new stations or exis-
ting stations hoping to expand.

Jones also introduced the
"Supertanker Trend": meaning
the economy takes a long time to
either stop or alter course. The
current situation in the UK and
Europe is the result of what hap-
pened in 1988 when oil prices
fell and many countries introdu-
ced tax cuts and financial dere-
gulation.

Radio 1 Celebrates EBU Week

BBC Radio 1 is broadcasting a
week of programmes from central
Europe as part of this year's EBU
(European Broadcasting Union)
week. The station is also launch-
ing a publicity drive to explain
the station's role as a public ser-
vice broadcaster.

A Radio | spokesperson says,
"We are using it to raise the plat-
form of public service broadcas-
ters talking off-air to broadcas-
ters, politicians and other EBU
members.”

Qutside broadcasts will take
place from Strasbourg, Rome,
Berlin, Paris and Brussels during
April 8 - April 12. Evening pre-
senter Mark Goodier will travel
to cities to interview musicians
and find out about the nightlife.
Mid-morning presenter Simon
Bates will host a more tradi-
tional "Radio 1 Roadshow" pro-
gramme.

All five BBC national net-
works will be participating in the
week.

Invicta Launches Company

Invicta/Kent has launched a
new market research company
Broadcast Surveys. This is an
extension of the group's own in-
house audience research depart-
ment which has been in opera-
tion for over two years.
Broadcast Surveys research
co-ordinator Sally Bosley says
the move follows increased de-

mand from existing clients for
advertising research. "In the
current economic climate it is
vital that every pound is spent
effectively. Through research,
we will be able to advise any
business on the most direct way
to target its advertising budgets,
regardless of their chosen
media." PE
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Privates Counter Shoddy
Practices With Strict Rules

by Mal Sondock 1!

Germany's private radio stations
and sales houses say systems are
in place to prevent problems of
missing or misplaced ads.

Multinational marketers Mc-
Donalds first brought the pro-
blem to light when it revealed
that a study of stations showed
that up to 15% of spots
were
either not being broadcast, or
were aired at the wrong time
(M&M March 9).

Lutz Kuckuck, MD at RMS,
one of the country's leading ad
sales houses, says stations the
agency represents have safegu-
ards against such an occurrence.
Kuckuck explains that the sta-
tions have logs signed by the an-
nouncer on duty, and a falsely
signed report results in imme-
diate dismissal of the person re-

-

sponsible. Comments Kuckuck,
"We would be more than willing
to sign contracts calling for stiff
penalties in cases of this sort."
Kuckuck says that some
RMS-affiliated stations have
multiple frequencies and trans-
mitters, which can cause confu-
sion. Antenne Bayern has 17
different signals and ffn has 14.
Adds Kuckuck, "If a signal
drops out, we report this to our
clients and discount the spot ac-
cordingly. If a spot is not broad-
cast, we credit the customer and
inform him right away."
Antenne Bayern has compu-
terised log bookings that are
signed by the announcers on
duty. The two-hour blocks of ad-
vertising are closely controlled
by programme director Mike
Haas. ffn's Gunther Drossert
and RSH's Peter Volpel confirm
its stations have similar controls.

200.000
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N1/Nuremberg programme di-
rector Cetin Yaman highlights
the impact the McDonalds study
has on small stations. "We alre-
ady have image problems and it
is almost impossible for us to
get national advertising. A re-
port of this nature could hurt our
chance of survival even more.

1 know some of the smaller
stations do not have top profes-
sional personnel due to low bud-
gets. [ cannot imagine how a
station can continue to exist
without the proper controls to
eliminate the possibility of a si-
tuation like this.”

IPA MD Ulrich Bellieno
sums up, "I only heard of a
couple of small stations in
media-overcrowded Munich ha-
ving this problem in the early
stages. | cannot imagine any of
the big stations having the same
problem."

HE

HOMESICK FOR THE HOMELAND - The Original Naabtal Duo celebrate sales of 500.000 for their LP
"Heimweh Nach Der Heimat". From lr: Deputy MD BMG Ariola Munich, Albert Czapski, Wolfgang
Edenharder, Willi Setz, BMG co-chairman Monti Liiftner.

ad deadline: april 2

LOUD 'N' PROUD

M&M'S HARD-ROCK SPECIAL FEATURE
COMING UP IN ISSUE 17

* publication date: april 27

For ad reservations call: (+31) 20.669 1961

-
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Letter To The Editor
In Defence Of Private Radio

What a headline: "German
Practices Shock Marketers!" Just
let me ask a simple question: Is
one station like any other? Is
Germany's private radio all the
same?

I don't think so, and | am re-
ally hurt by this kind of general
accusation!

So let's focus on the difference
of radio stations in Germany. In
fact. maybe there are some
clumsy people in the business.
But please don't create an image
of unreliability on all broadcas-
ters. I'm sure there are a couple
of stations—including Radio
Salii/Saarbrucken— which are
qualified to be proud of having a
secure and still highly active ad-
vertising system. We are able to
satisfy every kind of advertising
instruction in less than 24 hours

and we give assurance of airing
every commercial at the time the
client demanded it if we do con-
firm his order.

So, if the errors you've men-
tioned in the M&M article
March 9 did really happen, there
is only one way to clean up the
annoying situation: the names of
the station which are concerned.

Finally. | don't like to see my
station's image suffering under a
mysterious, unknown something
what is called by mistake
"Germany's private radio". I'm
sorry some people are not able to
make a difference between a ge-
neral accusation and specific
comments on individual pro-
blems. ‘
Adam Hahne
Programme director,

Radio Salii. |

Impressive Ad Gains
For New Privates

Ad revenue at the major private
German radio stations grew 30% to
DM280.3 million (app. US$183.7
million) last year thanks mostly to
listener increases and the launch of
new stations.

Leading the pack in terms of
total ad sales was ffn, which earned
DM60.3 million, up 4% from last
year. Following closely was
Antenne Bayern, which racked up
a healthy 102% sales increase to
DM54.0 million. Two relatively
new privates also completed their
first full year in business: FFH and
Radio 100,6.

While the increase might look
good on paper, the industry is still
facing problems, with radio adverti-
sing widely expected to barely out-
pace inflation. The forecast for
1991 shows about 6% growth in
total ad volume and 10% growth in
the new Eastern Germany states.
Radio advertising should come in
5% higher next year, while TV is
expecting a 20% increase.

RMS Lutz Kuckuck, "One of the
main reasons for the increase in pri-
vate radio income is the trend to-
wards a younger, better-educated
and ‘more affluent adult-listening
audience than the public stations.'

RMS sells about 75% of the ads
nationally, and 25% regionally. It
targets two thirds of each station's
sales.

The major private stations are
fighting to increase sales with their
own marketing and sales forces.
Details Antenne Bayem pro-
gramme director Mike Haas, "We
know the national trend is stagnant
in radio. so if we do not sell region-
ally, we will not get the volume we
want and need. We really make
sure that the buyer gets his money's
worth.

"I expect the overall ad pie to ex-
pand, but it will not be a natural ex-
pansion. It will have to be sold.
Right now about two thirds of total
sales are national but we hope to
increase the percentage of local

Comments MD at sales house  sales by a great deal.” MS
Private Radio Ad Revenue 1989-90
in millions of DM)
1989 1990

Station Rev. Rev. % chg.
Radio 100.6 # 3.7 270 636.0%
RPR 7.5 16.! 114.8
Antenne Bayern 26.8 54.0 101.9
Radio Hamburg 28.7 30.1 5.1
ffn 58.0 60.3 4.0
RSH 56.0 549 2.1
Radio Lux 345 20.6 (40.3)
FFH * 0.0 17.3 n/a
Total 215.0 280.3 30.3%

Source: AC Nielsen-S&P; Figures do not include adjustments for agency
Jees or discounts. # Began March 1989; * Began November 1989. ‘
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by Emmanuel Legrand

EMI France is launching a major
marketing campaign to promote
MC Hammer's Please Hammer
Don't Hurt Me prior to the artist's
Paris concert on April 19.

Intemmational manager Herve
Defranoux has set up a three-step
campaign that started slowly in
mid-February with the release of
the single Pray with enough pro-
motion to ensure airplay.

The second step in March con-
sists of a national display contest
at key retailers in the main French
cities. Each retailer will combine
its promotional operations with a
local FM station.

Comments Defranoux, "We
chose radio stations that already
have tight connections with retail-
ers, such as Radio Service and
the Virgin Megastore in
Marseilles. The link with retail

radio brings a synergy on a local
level that gives us greater effi-
ciency." The third wave will start in
April with a major Ffr3 million
(app. US$576.000) advertising
campaign with 30 TV spots on
channel TF1 in connection with
NRJ.

"We chose radio
stations that al-
ready have tight
connections  with
retailers."

- Herve Defranoux

NRJ is sponsoring Hammer's
concert and will run a Ffrl million
campaign starting on April 22.
Five thousand posters are to be
displayed  throughout  France.

EMI Prays With A Hammer

European tour sponsor Pepsi will
be organising a series of PR
events.

So far, MC Hammer's album
has sold 65.000 copies in France,
while the first single U Can't
Touch This sold 130.000 units,
reaching the top 15. Defranoux
says, "The success of the first
single showed that we have alre-
ady gone beyond the rap au-
dience and MC Hammer is on the
verge of crossing over. In the be-
ginning, the album sold by word
of mouth but we are now re-
aching a new audience.

"Pray sold 25.000 copies be-
fore receiving heavy rotation.
Radio stations are much more re-
ceptive and the show will gene-
rate a lot of interest. Our target
now is to reach double gold
(200.000) or even platinum
which would be a first for a rap
record.”

Privates Join VTIM

by Marc Maes

VTM is teaming with 55 private
radio stations and network Radio
Contact for the charity projects
"Levenslijn" and "Televie". This
is the second year for the event.

The Flemish single Van Nu Af
Aan (PolyGram) and the French-
language On A Toujours
Quelqu'un (Carrere), both recor-
ded to benefit a number of chari-
ties, are currently top of the inter-
national IFPI charts. Many artists
will be attending galas on March
16 to help raise funds.

At Radio Contact Danny de
Bruyn will be co-ordinating a

live campaign broadcast on
March 15-16. Comments de
Bruyn, "We will broadcast live

from the four Flemish regional
VTM centres on Friday 15 (from
19.00-24.00) and on Saturday
(from 09.00-24.00). All co-ordi-
nation will take place at VTM's
central studio facilities at
Videohouse, Vilvoorde. We will
broadcast interviews with artists
and personalities to our 22 affil-
iates throughout Flanders. Our
stations will provide up-to-date
news on the figures of the fund-
raising campaign.”

The operation, which includes
six ads, two "Levenslijn” daily

Compilation Hits Gold

The latest compilation album
from Magnum, a collaboration
between Sony Music, Warner
Music and PolyGram, has gone
gold only one week after its rele-
* ase on March 1.

The record, called The Hits
Album 91 - Vol I, is released and
promoted through Warner Music
Belgium, where marketing and
product manager Francois de
Kock has created a promotion
strategy to support the project.

Comments De Kock, "Firstly,
there is the almost traditional ad-
campaign in conjunction with the
Flemish commercial TV station
VTM running from March 1 up
until April 5."

De Kock is also going ahead
with an extensive radio campaign
on the French community's state

broadcaster. National broadcasters
Radio 21 and La Une will be car-
rying ads for the record (available
on CD and cassette) in March.
Although the French-language
state stations are not allowed to
broadcast commercial advertising,
the product is considered medium
promotion, which allows commer-
cial publicity.

Explains De Kock, "We de-
cided to work with the state
broadcasters for this campaign for
various reasons. We are planning
a Chris Isaak campaign on
Radio 21/Brussels and the
Flemish Studio Brussel" He
adds that a radio campaign on the
state stations has good feedback
and that "the RTBF campaign
cost only one fifth of the TV
campaign”.

Charity

bulletins and telephone link-ups
to other Contact outlets, will cost
about Bfr3  million (app.
US$95.500). Last year, VTM rai-
sed approximately Bfr450.000.

Radio Antigoon/Antwerp is
auctioning personal donations
from stars like Leyers, Michiels
& Soulsister and autographed
CDs by Celine Dion.

FM Features
National
Talent Show

French-language private radio
group Top FM has finalised the
line-up of Belgian artists for its
show "Decibelge”. The pro-
gramme is to be broadcast on
Sundays between 17.00-18.00 on
one of its two Brussels outlets.

Hosted by Jean Linthout, the
programme features interviews
and record selections by artists
like Les Snulls, The Radios,
Clouseau, Philippe Swann and
Elisa Waut.

Top FM head of music Michel
Brunelli explains, "We are not a
real network, which is why we are
broadcasting the show on only one
Brussels outlet. We have applied
for a network authorisation, with
an option of collaborating with

Belgian NRJ outlets.” MM
Music & Media I
Correspondent |

Marc Maes 32-3-5688082 |

e L

<o

Ny
0 e A ' 3 - :

e

Nostalgic Campaign
For Radio Nostalgie

by Jacqueline Eacott

Radio Nostalgie launched a new
advertising campaign on March
10 to focus on the station's musi-
cal coverage of the last 40 years.

The campaign—which will in-
clude print, billboards and posters
on buses in all major cities—was
created by ad agency
Resonnances for a Ffr26 million
(app. $US5 million) budget. The
four-colour visuals used in the
campaign each feature a couple
dancing to a particular style of
music: twist, bamba, rock and
disco.

Explains Nostalgie's communi-
cation director Robert Pinto,
"Our last campaign was directed
completely at the listeners. It was
an identification campaign. This
time we are presenting the pro-
duct itself, which is why we emp-
hasise the range of musical styles
played on Nostalgie. We don't
just play French 'varietés'.”

Pinto also says the ads cover
both French and Anglo-Saxon
product (Nostalgie plays about
80% domestic product). "These
musical styles are all interna-
tional. We have our own interpre-
ters of rock & roll such as
Johnny Hallyday, Eddy
Mitchell and Dick Rivers. Our
listeners can appreciate that."

Nostalgie's wide variety of list-
eners was visible in the most re-
cent Mediametrie figures. The
station takes the bulk of its au-
dience from 25-49 year olds (6%
compared with Europe 2's 9.8%
and NRJ's 8.3%). It also picks up
an almost equally important block
with the over-50s. That group
comprises 4.6% of its audience,
as opposed to Europe 2's 0.8%
and NRJ's 1.5%. Nostalgie scores
lowest with the 15-24 year olds:
1.2% in contrast to Europe 2's 7%
and NRJ's 15.3% (figures based
on average quarter-hour listening
volume).

Gold Gets Easier

Starting on March 1, trade body
SNEP has reduced the sales levels
a single needs to achieve in order
to go gold. This is a reaction to the
recent decline of the format.

Gold singles will be awarded
for sales of 250.000 compared to a
previous 400.000, while platinum
drops for 500.000 from 800.000.
To qualify for silver a single must

now sell 125.000 copies compared
to a previous figure of 200.000.

Album sales will remain the
same, with gold status reached
after the sale of 100.000 (plati-
num, 300.000).

Singles currently  represent
6.5% of the industry's total na-
tional turnover with 27 million
units sold. EL

SNEP Supports Sunday Opening

Trade body SNEP has for the
first time taken a side in the de-
bate surrounding the opening of
record stores on Sundays. SNEP
says, "Everything points towards
the legislation allowing record
stores to open on Sundays. Its im-
pact will surely benefit all parties
under the condition that the rules
would be clearly set up.”

SNEP also adds, "Allowing

* record stores to open on Sundays
gives everyone access to cuiture
and contributes to better stan-
dards of living."

French laws demand that stores
close on Sundays. But the Virgin
Megastore had been opening its
doors on Sundays since its launch
in November 1988. Since then,
unions have forced the store's
Sunday closure. EL

M6 Honours Top Videos

Having recently celebrated its fourth
anniversary on French TV, M6 is mar-
king its contribution to the video indus-
try with a first-time "Special Starclips”
event. The awards, which will be held
in Paris at the beginning of April, will
feature top French and intemational
video clips voted by M6 viewers and
music industry professionals.

For the past two months the chan-
nel has been promoting the operation
through Laurent Boyer's show "Un
Clip Pour Toi" and several
"Starclips” programmes. The 240
video clips in the competition were

broadcast by M6 and listed in the
magazine Telestar, which is co-pro-
moting the event.

Prize categories are: Prix du
Public (voted by M6 viewers by te-
lephone or Minitel); Prix de la Ville
de Paris (best French clip from a se-
lection on view at Paris's videothe-
que); Prix de la SACEM (voted by
SACEM members); Coup de Coeur
of M6 (voted by the M6 team); and
Prix de la Professionnels de la
Musigue (best French and best fo-
reign clip voted by 1.300 music in-
dustry professionals). JE
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GOLD RADIO - Sko & Torp present Radio Uptown with its gold disc. ‘
From l+: Singer Soren Sko, Radio Uptown head of music Niels Pedersen

and guitarist Palle Torp.

Local Radio Gets
Gold From Sonet

Sonet Records Denmark has
awarded seven of the country's
major local radio stations with
gold records for promoting
Sko & Torp. It is the first

time the country's stations
have been recognised in such a
way.

Sonet Denmark MD Cai

Leitner says the awards ack-
nowledge the increasingly im-
portant role now played by
private radio in record promo-
tion in the Scandinavian re-
gion. The awards were given
to Radio. Uptown/Copen-
hagen, The Voice/Copen-
hagen, Radio Amager/Cop-
enhagen, Aalborg Naerradio,
Aarhus Naerradio, Radio
Viborg and Radio ABC/
Randers in late February.

Sko & Torp have to date
sold 66.000 albums, breaking

the 40.000 gold threshold. The
act also recently won two
Danish  Grammy  awards
(M&M March 16). Comments
Leitner, "We had a good pro-
duct but were discouraged by
the pre-sales, so we stopped
the record release and did
some solid pre-promotion.

"A key aspect of this was
distributing a three-track CD
to radio only because we
thought it was very radio-
friendly music.

"Thankfully. radio shared
our enthusiasm. Instead of re-
leasing the record and then
trying to get people to be
aware of the act via TV, we
were in the happy position of
people already knowing the
product when they appeared
on TV2's 'Eleva2ren’. That is
when sales exploded.” DR

Ministry Clamps Down On
lllegal Radio Networks

by D_oiid_Rowle)_/

The Danish Communications
Department is beginning to
crack down on what it sees as
private radio networks, which are
currently illegal under Danish
law.

First to be hit was The Voice
Of Scandinavia's national cable
radio service, which the Danish
telephone companies took off
cable systems in January.

Since then the government's
Local Radio & TV Committee
has ruled that The Voice has been
networking between its two sta-
tions in Horsholm and Birkerod.
The regional committee covering
these areas has asked the Voice to
stop broadcasting the same signal
and the station has complied.

In addition, Radio Uptown/
Downtown, which has two sepa-
rate frequencies in north and cen-
tral Copenhagen, has been told it
is not allowed to broadcast the
same signal on both.

Radio Uptown head of music
Niels Pedersen says that alt-
hough the committee has told the
station its action is illegal, it is
continuing to broadcast as be-
fore. "We expect some sort of ac-
tion soon, but we do not really
know what. | do not really think
the issue is that important to
many people in the government,"
says Pedersen.

The Voice proprietor Otto
Reedtz-Thott says his group of
stations has been trying to push
the question of networking by

broadcasting the same signal on
different frequencies.

In August last year The Voice
Of Scandinavia, which is a sepa-
rate company registered in
Jersey, Channel Isles, got permis-
sion to broadcast a national sig-
nal on cable. This made it the
first Danish-based operator to
broadcast nationally, except for
public broadcaster Danmarks
Radio and the commercial but
government-controlled TV2.

Reedtz-Thott says the removal
of The Voice Of Scandinavia
from cable nets is an attempt by
the government to safeguard TV2
against  possible competition
from Danish and foreign compe-
titors. Comments Reedtz-Thott,
"We have appealed to the
government against the decision,
but I do not know how that will
work out. We had been promised
some response soon but we have
not heard anything yet. I want to
try to negotiate some solution.
Our belief is that by banning the
station they are breaking EC
rules on cross-border competi-

tion."

On the subject of the local fre-
quency networking bans, Reedtz-
Thott is more philosophical. "We
can afford to transmit a different
signal for each of our six
Copenhagen frequencies because
we have a large income in the
city.

"We are reaching between
250.000-300.000  listeners in
Copenhagen and about 80.000 in
the rest of the country through
our stations in Odense and
Naestved. But this is obviously
very expensive and it would be a
lot cheaper to feed the same sig-
nal on all our frequencies.”

The Voice recently acquired
two more radio stations in the
greater Copenhagen area: Radio
Sollerod to the far north and
Radio Capital in the northern
suburb of Lyngby.

"I do not think the government
takes us that seriously at the mo-
ment but they are also having
problems with [Social Democrat]
opposition over the issue," adds
Reedtz-Thott.

7P4 Prepares For Commercial Future

Bﬁau! Andrews

Swedish local Radio P4/Lund
has stepped up preparations for
the introduction of commercial
radio in the country. The station
has broken away from its original
backer, the local students' organi-
sation, and is now run by an inde-
pendent association.

Says  programme  director
Hans Strandberg, "We are now
in a better position to build our
general audience and want to be
ready to go commercial as soon
as we can.” He adds that the sta-
tion may also be prepared to
broadcast commercials illegally
if the law is not changed soon to
allow them.

~ Media Ownership Saddam Rap Reaches Top 5
Rules Relaxed *

by Anna Marie de la Fuente

Spain's radio and TV stations
can now be 100% foreign-
owned. but there’s a catch. Each
foreign investor cannot control
more than 25%.

The restrictions on foreign in-
vestments in Spanish radio and
TV were finally lifted in January
in order to come into line with
other EC countries.

Private broadcasters' associa-
tion AERP secretary general
Ruiz de Assin says, "Not one
firm. either Spanish or foreign.
can hold more than a 25% stake.
The difference now is that four
French firms could own a total
of 100% of a broadcasting com-
pany in Spain as long as indivi-

dual shares do not exceed 25%."

Existing limitations on the
number of ownerships still stand.
"Each firm can participate in one
radio/TV company,” he says.

These changes now allow
media magnates such as Silvio
Berlusconi, Robert Maxwell
and Robert Hersant to further
expand their interests in Spain.
Italian Berlusconi already has a
25% stake in leading private TV
station Telecinco. French com-
pany Hersant has a minority in-
terest in Grupo 16. the Spanish
media group which includes FM
station Radio 16/Madrid.

De Assin revealed that foreign
companies were approaching
him even before the new chan-
ges in the law.

by Howell Llewellyn

A London-born singer/dancer
calling himself King Little
John (KLJ) has recorded what
must be the world's first anti-
Saddam Hussein pop hit. His
rap 12" Sadam (the Spanish
spelling) reached no. 4 in the
Spanish charts on March 4 and
is still climbing.

KLJ. whose real name is
John Michael Aboro, lives in
Barcelona where he recorded
the single for Max Music. He
wrote and recorded the song in
December about a month be-
fore the Gulf war erupted.

KLJ raps, "Saddam is crazy
and Bush is a gangster/Now
the world turns faster/Nobody
is good, nobody is bad.
Everybody wants/More than
they can have/The motive is
oil/And if you touch it will de-

stroy you," goes part of the hit
in Spanish. "Saddam is sur-
rounded. There 1S no
escape/He knows he's sunk.
The guy is not/So big. There is
no escape.’

Max Music director Ricardo
Gomez explains, "We specia-
lise in studio records using
rhythm boxes and so on. The
sound is excellent for discot-
heques where it is going down
a bomb. Its success is partly
because of its topicality and
partly because it sounds
great.”

KLJ was a martial arts ex-
pert and gym teacher before
forming a dance and song
group called Mystic Rhythms.

His group toured Europe and
in 1983 he recorded his first
record Mister Animal. He co-
wrote Eddy Grant's hit Killer
On The Rampage after which
Tina Turner's producer Terry
Bratten helped him out on the
disco hit Getting Away With
Murder. He adopted the name
KLJ in New York where he
worked in discotheques before
returning to Barcelona.

MCA Seeks Marketing Pro

MCA Geffen Records Spain is
looking for a marketing ma-
nager. The appointment is based
at the BMG offices in Madrid.
The successful applicant must

be currently handling interna-
tional  product.  Interested?
Contact  Chris  Griffin  at
MCA/Geffen London on +44 71
4379797.
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|  Cocciante Comes Out
Tops At San Remo

Virgin  artist  Riccardo
Cocciante beat 19 other
major contenders to win the
41st edition of the San
Remo Song Festival with
the song Se Stiamo Insieme.
Cocciante was partnered by
the non-competing interna-
tional artist Sarah Jane
Morris.

Renato Zero (BMG) won
second place in the competi-
tion with the song Spalle Al
Mutro. Marco Masini

[ {Dischi Ricordi) came third
with Perche Lo Fai. Zero
was partnered by Grace
Jones and Masini by Dee
Dee Bridgewater.

The newcomer's prize was

won by Paolo Vallesi. Enzo
Jannacci and new group
Timoria (Polydor) walked
away with the coveted cri-
tics' awards.

State RAT TV covered the
four-day event exclusively
and over 40 million viewers
tuned in at some stage. The
festival was marred for some
by the non-appearance of in-
ternational acts The Bee
Gees and Rod Stewart.

The absence of The Bee
Gees was blamed on the Gulf
war. Rod Stewart arrived in
San Remo but was dropped
by the organiser Adriano
Aragozzini for his refusal to
sing Downtown Train. DS

CDs Lead The Way As
Unit Sales Rise Just 6%

by David Stansfield

The value of soundcarrier sales
rose 17.4% to L501.7 billion
(app. US$440 miltion) in 1990,
up from L427.5 billion based
on figures released by Italian
IFP1 organisation AFL
However. unit volume incre-
ased only 5.7% to 56.85 mil-
lion.

Leading the group was CD
sales, which rose by some 50%,
with more than 15 million units
sold, five million more than in
1989. Cassette sales increased

ELTON RACKS 'EM UP - Phonogram Records execs present Elton John with a platinum award for sales of
450.000 of the double album "The Very Best Of Elton John". L+: Phonogram promotion executive Nicola

Zingarelli, Robert Key of Elton John

Management, Phonogram promotion executive Pierluigi Galluzzi,

Phonogram MD Bruno Tibaldi, Phonogram product manager Michele Olcese, Elton John, Phonogram promotion
| executive Roberto Siena, PolyGram PR director Danilo Giotti, Phonogram marketing manager Roberto Biglia
and John Reid of Elton john Management.

Young Listeners Go Private

Private networks Radio Deejay and
Rete 105 have forced state RAI
Radio into third place in the battle for
10-24 year old listeners.

As pait of its Global Radio
Research package, Milan-based insti-
tute Datamedia shows Radio Deejay

as the leader in the 10-14 year-old
market. Rete 105 retains its lead posi-
tion with listeners aged from 15-24.
Radio Deejay station director
Claudio Astorri comments, "Kids
that age seem to identify more with
DJs than music.” He admits the 10-14

target range is small, but puts the sta-
tion's success mainly down to the au-
dience appeal of its DIs.

"Music defines format. You have a
particular format for a target range.
But personalities can expand and bro-
aden it." Astorri believes the afternoon
programme "Deejay Time" presented
by Albertino appeals most to 10-14
year olds.

by 5.15% but the sale of al-
bums dropped by 12.62%.
Singles sales suffered most
with a slide of 30.1%

Another format leader was
classical music, which had a
sales jump of 24.8%. Pop
music increased a paltry 3.9%.
The market share for locally
produced pop music improved
international pop by 1.5%.
Sales of top-priced albums and
cassettes dropped by 7.9% but
low and mid-priced sales incre-
ased by 13.0%.

AFI does not release figures

offering an individual compa-
ny's market share, but spokes-
man Franco Crepax com-
ments, "The results are
encouraging. We can see the
market is moving from vinyl to
CD and this means more re-
venue. The single is dead. This
is strange as the format does
sell in other territories. But we
have proof of its demise by the
fact that many contestants at
the San Remo Song Festival
have not released their entry
song as singles. They have
concentrated on albums.”

~ Soundcarrier Sales 1989-1990

(in millions
Format 1989
CD 10.28
Classical 4.65
National Pop 22.58
Cassettes 2391
International Pop ~ 26.57
Albums 16.21
Singles 3.39
Sowrce: AFL

Radio Seals Fate

proves that a good song can make

Warner Music Italy radio promo-
tions manager Sandor Mallasz
says radio airplay is largely re-
sponsible for the chart success of
ZTT artist Seal.

Mallasz had remained cautious
about Seal's hit potential earlier in
the year when he discussed the inf-
luence of US and UK charts on
stations in the local broadcast sec-
tor. He comments, "It is a very
strong single with a great potential
to chart. But Groove Is In The
Heart by Deee-Lite was a huge
radio hit that just did not chart
[M&M February 2]

With Crazy at no. 8 in the offi-
cial singles charts at press time,
Mallasz says, "The success of Seal

of units)

1990 % chg.

1543 50.16
5.80 24.77

23.87 5.75

25.14 5.15

27.87 228

14.17 (12.62)
2.10 (30.05%)

it, even if the artist is not famous.
The record was no. | on stations
Radio Kiss Kiss, Rete 105 and
Radio Dimensione Suono. It also
received heavy rotation on 101
Network, RTL 102.5 Hit Radio
and Radio Deejay."

Mallasz maintains that TV ex-
posure also contributed to the suc-
cess of the single. Seal appeared on
the "San Remo [nternational” pro-
gramme and played on the TV
shows "Rock Cafe”, "Be Bop A
Lula" and the "Super Classifica
Show". The artist also undertook a
four-day promotional visit to give
interviews to radio and TV sta-
tions. DS

' Top Three Stations 10-14 Year Olds

(Average Daily Audience Oct-Dec 90) Rete 105 music director Alex

Peroni says, "It 1 played more rap

Contempo Confirms

Station Audience Reach music I could capture the 10-14 target P o o

Radio Deejay 556.000 12.23% group. But I cannot bother more than I t t I P I

Rete 105 444.000 9.77 one million 25-44 year- olds with art- n e r n a Io n a o Ic I es
State RAI 252.000 5.54 ists such as Vanilla Ice. My priority is

Source: Datamedia

Top Three Stations 15-24 Year Olds

(Average Daily Audience Oct-Dec 90)

Station Audience Reach
Rete 105 1220.000 12.03%
Radio Deejay 974.000 9.59
State RAI 824.000 8.12

15-24 year olds, but artists like Sting
or Michael Jackson appeal to older
listeners.”

Radio Dimensione Suono started
to broadcast throughout national terri-
tory in 1988. It targets 18-35 year olds
with an EHR format. But programme
director Bruno Ployer says, "I am not
surprised at the station’s success with
10-14 year olds. Kids are more open
to new things and listen to us because
we are a relatively new station.” DS

Independent label Contempo
International has hit back at com-
ments made by ex-GM Francesco
Alaimo. Alaimo, who left the firm
to become a partner in the record
company High Tide, claimed that
Contempo was becoming more
national in its sales approach (see
M&M February 9).

But Contempo's newly appoin-
ted promotions manager
Gianpietro Giachery counters,

"Alaimo's claims are unfair and
untrue. It was he who stopped the
company from expanding on the
international market. Our work is
projected towards Europe and the
rest of the world. We have just
signed new distribution deals for
our acts in Germany, Austria,
Switzerland, the Benelux, Sweden,
Greece and the UK. We also li-
cense our acts in Korea, Japan,
Argentina and Uraguay.” DS
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Virgin Records: Focusing On Key Acts

Fabrice Nataf was promoted to president of Virgin
Records at the end of 1990 after having been the
company's A&R manager since 1984. At 34 he is one
of the youngest MDs in France to head a record
company. Nataf spoke to Emmanuel Legrand about

Q: How did you become presi-
dent of Virgin Records?

A: Frankly it took me by surp-
rise. If someone had told me
two years ago that some day I
would be president of Virgin
Records, 1 would have called
him a fool. I think the fact that
PolyGram made me an offer to
become MD at Polydor accele-
rated the process. Patrick
Zelnik (head of the Virgin
Group) first made me the offer a
year ago, but I did not accept. I
felt I was not ready. Proposals
from other companies were nu-
merous and it made me think a
lot. The Polydor offer was ten-
tative because they have a very
good  catalogue—and  then
Patrick reviewed his offer. It is
as simple as that. I never had
any career plans. I never plan-
ned to be roadie then road ma-
nager, then artist manager, then
in A&R, then MD of a record
company at 34—but this is what
happened. There are a lot of
new things I am learning and a
lot of sides of the business that I
was not exposed to when | was
only dealing with A&R. But it
is an exciting challenge.

Q: You are mainly an A&R
person. Will that influence the
way you run the company?
A: Obviously, it will. Virgin has
always been an A&R-driven
company, although a lot of our
competitors praise our marke-
ting style. I think record compa-
nies should be managed by
A&R people. Each time this has
happened it has been successful
in the UK, the US or in France.
" A lot of our work is to discuss
with artists their creation.
Marketing should always come
afterwards. If you are able to
cope with artistic matters the
rest will fall into place without
problems.

Q: Will you still handle A&R
on a day-to-day basis?

A: I remain head of national
production so our artistic policy
will not change. We will be
more aggressive, and as selec-
tive as we used to be. To most
of the artists signed to Virgin. I
am the first person they are in
contact with and I want to
maintain a close relationship
with them. It is the case for the
artists I have signed, such as
Mano Negra, Liane Foly or
Les Innocents, or those who
were signed before I arrived

the challenges that face him.

like Les Rita Mitsouko or
Julien Clerc.

Q: Will you change things and
people in the company?

A: Everything will remain more
or less as it is. I will just
strengthen the marketing de-
partment. I am also creating a
new department to handle the
international promotion and ex-
port of our national catalogue
headed by Mireille Roulet.
This department will work on
five or six key priorities and
will have its own budget for
promotion, tour, support, mer-
chandising etc. Apart from that,
a TV producer will be hired to
handle video production.
Otherwise, all the key people

with Virgin products, the media
know what category of products
they will not be listening to.

Q: Why do you have such a
selective signing policy?

A: We already have 20 local art-
ists and it takes a lot of time,
money and energy to really work
seriously with them. Besides, we
have a large international catalo-
gue that represents 45% of our
revenues and to which we are
also totally committed. We have
always been an album-orientated
company and there is no reason
to change that. This means that
we carefully chose the artists we
beligve are able to record an
album. I rarely listen to other
company's artists and regret not
having signed them. Let's put it
the other way: it is not Virgin
that is signing too few acts but
the other companies that sign too
many of them. Look how many
records remain unnoticed. In
record companies everybody is
scared of being fired, scared of

Negra that have sold 220.000
copies of their latest album out-
side France. Their new LP is
one of the four international pri-
orities for Virgin in the world
along with Simple Minds,
Paula Abdul and Lenny
Kravitz. With Mano Negra, we
have been working hand-in-
hand with the band's manage-
ment. We are not yet earning
money with them because there
is a lot of financial support
needed. but a target of two mil-
lion sales in the world now
seems possible with this band.

as the increase in turnover.
Besides, breaking new acts is
also a way to increase our mar-
ket share. I am more interested
in having artists that will still
sell 10 years from now, like
Telephone, than getting mas-
sive radio airplay that has a
limited value in the long term.

Q: Speaking of airplay, what
do you think of the current
media situation in France?

A: I am a little bit worried by
the panel system. I think the
media often forget that they

"Their [Mano Negra's] new LP is one of
the four international priorities for Virgin
in the world along with Simple Minds,
Paula Abdul and Lenny Kravitz."

"Virgin has always been an A&R-driven
company. | think record companies

Fabrice Nataf

should be managed by A&R people.”

remain in the company without
changes.

Q: Where does Virgin's good
image come from?

A: It comes from our artists. It
is the Rita Mitsoukos. the

taking risks, scared of every-
thing. So one way to avoid ta-
king risks is signing many acts,
hoping that a couple of them
will eventually become success-
ful. This is not my way of wor-
king.

"Every year | want to discover two new
French acts and break three international
acts while continuing to develop careers of
artists like Etienne Daho and Simple

Minds."

Renauds, the Mano Negras that
have made Virgin what it is
now. We have very rarely rele-
ased a bad album. It gives us a
lot of credibility. When our
promo team goes to the media

Q: Is the international market
important to you?

A: Virgin has become one of the
precursors in France with Les
Rita Mitsouko in the mid-'80s
and now with a band like Mano

That is why I want to build a
stronger international depart-
ment. [ want it to be an addi-
tional service we can offer to
the artists. The mentality of
French artists has changed; they
feel a little bit restrained in
France. In terms of record pro-
duction, live shows, musical

. creation or clips I think that we

are now as competitive as the
UK or the US. The mentality
outside France towards French
acts also seems to be changing.
Virgin affiliates are much more
receptive to our products. The
stereotypes are vanishing but
there is still a lot of work to do.

Q: What are your main goals
for the future?

A: Every year [ want to discover
two new French acts and break
three international acts while
continuing to develop careers of
artists like Etienne Daho and
Simple Minds. Then I will feel
we have reached our goal.

Q: That does not seem like a
very ambitious target?

A: That is what you think! It is
not as easy as its looks. I prefer
to think in artistic terms rather
than focus on market shares. Of
course, if we can double our
share and jump from 8% to 15%
I will be pleased, but it will not
be at any cost or by signing any
product available. Some record
companies in the '70s used to do
records just for Monique Le
Marcis [RTL music program-
mer| or for Albert Emsallem
[former Europe 1 head of
music programmes] to be sure
to get airplay. Now records are
made for Max Guazzini [NRJ
GM] or Laurent Bouneau
{Skyrock programme director].
I am not interested in that. I be-
lieve our image is as important

have a responsibility in educa-
ting the audience. I am also ap-
palled by the fact that in somg
cases airplay is linked to marke-
ting campaigns with radio sta-
tions. Put another way, if you do
not buy ads on the station there
is no airplay. In economical
terms you have to bear in mind
that an album costs around
Ffr600.000 [app. U$115.600] to
produce and when you add
about half a million francs for a
video and limited marketing
you already reach a million
francs. If on top of that you
have to invest Ffr 500.000 to
buy ads on a station with the
hope of getting airplay it is not
only silly, it is immoral—a real
scandal. It leaves the door open
to all the previous excesses such
as cg-publishing or bank notes
in record sleeves. I will never
blame a station for not playing
Virgin records. but this system
is scandalous. Integrity is the
best quality of a broadcaster.

I it o W

Now 34. Fabrice Nataf is one

t2of the most respected A&R ma-

| nagers in France. He started his_
career in the early 'SOs, after
two vears of medical studies. He

went into independent music
production, set up a label and »
i‘moved to New York to produce
the band The Comateens.

After returning to France in
1983, he started working for™
Bill Baxter, first as roadie, then
as tour manager. He met
Etienne Daho, and became his
manager. Nataf signed both acls
to Virgin France. In 1984,
Patrick Zelnik asked him 1o
“join the company as head of
A&R. He has since signed
Mano Negra, Liane Foly and+
Eric Serra. j

MUSIC & MEDIA MARCH 23 1991

AmericanRadioHistorv.Com

11



A-Ha

Early Morning - Warner Brothers

The band continue their brand of easy re-
cognisable pop tunes which EHR pro-
grammers will welcome with open arms.

Francois Feldman &
Janiece Jamison

J'Ai Peur - Phonogram

A bilingual duet. French superstar
Feldman sings with English chanteuse
Jamison (of Eurythmics fame). It creates
the kind of international unity that politi-
cians around the world can only dream of.
It's also more danceable than any United
Nations Resolution.

The Jeremy Days

Sylvia Suddenly - Polydor

Produced by well-known duo Clive
Langer and Alan Winstanley (Madness,
Elvis Costello, Morrissey), this critically
acclaimed German pop/rock outfit deliver
a well-constructed pop song. After a few
plays the quality becomes more apparent.

Jesus Jones

Who? Where? Why? - Food/EMI

The latest single from the album Doubrt is
a remixed version by Phil Harding and lan
Curnow for PWL. This 7" crisis mix is su-
perior to the original. Dance programmers
resole your shoes.

Leyers, Michiels &
Soulsister

Well Well Well - EMI

They may have changed their name but
the musical pop-rock direction remains the
same on this latest offering. Their sound
almost defines the AOR format.

Lomax

Waiting In Vain - ZTT/WEA

Produced by Trevor Horn, this UK act ma-
nage reasonably well to come close to the
original Bob Marley song. Steady pop
without the reggae beat.

M&M Crew

Forget About Fashion - WEA

M&M' are not your faithful Music &
Media crew. Featuring Terry G, the band
deliver a rap on top of Gregorian music.
+ Highly fashionable.

' PSY

Angelina - BMG Ariola

Three inspired young French men exert
themselves to the utmost, for what must be

L4

SINGLES

the most beautiful girl in the world. In the
meantime, the song encourages you fo
dance your legs off.

River City People

When I Was Young - EM1

New version of the song featured on the
album Say Something Good. These people
may live next to the river Mersey, but their
beat is American-style, just like their col-
leagues near the river Thames. The
Katydids. The big twangin' baritone guitar
makes it even more exciting.

Del Shannon

Walk Away - Silvertone

If you are heavily in search of success,
just call Jeff Lynn and he'll fix it. If you're
really lucky he'll take a fellow Travelling
Wilbury to the studio, in this case it was
Tom Petty. The late Del Shannon was so
lucky, and the combination worked. Hit
material.

Soul Asylum

Spinnin' - A&M

Still sounding similar to the disbanded
Hiisker Dii, Soul Asylum are also from
Minneapolis. Suitable material for any al-
ternative programmer who has just fi-
nished reading Bob Mould's Workbook.

Rod Stewart

Rhythm Of My Heart - Warner Brothers
Exit Tina Turner, Rod is on his own again
with this marching tune. It also marks the
definitive return of producer Trevor Horn,
who most recently had a success with
Seal.

Ten Sharp

You - Columbia

Reduced from a three piece band to a duo,
these Dutch musicians are back on the
scene again. Taken from their forthcoming
album Under The Water-Line, this single
is very reminiscent of Elton John's Sorry
Seems To Be The Hardest Word.

9 Ways To Sunday

9 Ways To Sunday - Giant

American six-piece band struggle with ty-
pical European pop. In earlier days their
music would have been filed under "new
wave". Only The Innocent comes pretty
close to bands such as Aztec Camera and
Prefab Sprout. On Ger Back Home, the
band explore the no man's land between
The Clash and U2. One of the first in a
long series of new LPs on Irving Azoff's
new Giant label.

Blue Blot

Bridge To Your Heart - BMG Ariola

If they were blindfolded, blues and soul
connoisseurs would have a hard time re-
cognising the origins of this record. Is it
the new Dough MacLeod album, or is it
an unknown bluesy side of Bill Withers?
They're wrong. Blue Blot are a skilled
blues band from Belgium. With a track tit-
led DJ Play My Blues, album rock pro-
grammers will know what to do.

" Jil Caplan

La Charmeuse De Serpents - Epic

Pouring wine into water? These are not
your regular chansons and Caplan demon-
strates the genre can still be developed.
For her it's the most Simple Mélange, in-
cluding ingredients from sweet soul music
(As-Tu Déjay and galloping C&W (Tout
C'qui Nous Separé). She serves a delicious
musical dinner.

Cycle Sluts From Hell

Cvcle Sluts From Hell - Epic

Abandon all morality, these girls have got
you By The Balls. All tricks to upset the
authorities and . public opinion are applied
with relish. They use pseudonyms like
Venus Penis Crusher, Lord Roadkill, She-
Fire Of Ice, Honey 1%er and Queen

Vixen. And if that's not enough, they're
currently on a European tour with your
mother's favourite sons-in-law, Motor-
head.

W

ALBUMS

Al Tall & Muluk El-Hwa
Xarg Al-Andalus - Erde (LP) (Germany)
Valencia-based band Al Tal unite differ-
ent cultures by integrating music from
Mediterranean  countries,  including
Spain, Yugoslavia, Italy, France, Greece
and Egypt. On their project, they team
up with Moroccan group Muluk El Hwa.
The result of this fusion is astonishing.
Contact Manuel Romén on fax: (49)
2202-2 20 74.

The Gruesome Twosome
Burnt-Out Celebrity - SSR (Belgium)
Strange voices express the meanest,
most malicious pleasure. Celebrating the
decline of some big star is like dancing
on their grave. The demanding house
beat makes it very clear, they will only
stop when their target has burnt to ashes.
Contact Roland Busselen on tel. (32) 2-
640 79 14; fax: 2-648 83 69.

Matchless

Everything I Want - Time Music (Austria)
Named after the Matchless motorbikes.
Computer disco and "Austrian haus
musik” go together perfectly on this 12"
club record. The rhythms bounce with

tight military discipline. Stamp your mo- |

torbike boots. Contact Michael Huettler on
tel. (43) 316-91 89 74; fax: 316-91 89 04.

Pushtwangers

Push That Twang Into Motion - MNW
(LP) (Sweden)

They have always been the most "poppy”
band on the Swedish garage rock scene, but
on their fourth album they are even more
tuneful than ever. Especially the tracks
Doin' Time and Miracle—also the first
single—are highly enjoyable. Licensing is
still available for all territories excluding
Scandinavia. Contact John Cloud on tel.
(46) 764-334 50: fax: 764-300 60.

¥ 3

4

Intro... - Columbia

The time is right for crystal-clear pop
tunes. Susanna Hoffs and the Divinyls did
their part of the work, now it's Jan
Johnston and Tony Kirkham's turn. The
duo's mood is blue (Denim And Blue).
Slide Away is an excellent track for day-
dreaming on a rainy Sunday morning in
the spring. Also try If This Is Love, their
current single.

The KLF

The White Room - KLF Communications
It's impossible to categorise  this
Liverpudlian dance project made up of
Bill Drummond and Jimmy Cauty. As
soon as you've decided- it's soul, they
change into a hiphouse act. Sometimes
they even manage to combine both on one
particular track, as on the hit single What
Time Is Love?. They use samples like
schoolkids clear out glue-pots: right to the
bottom.

Noir Desir

Du Ciment Sous Les Plaines - Barclay
La douce France on the rocks! Only the
lyrics are French. They play the same prai-
rie rock as American band The Gun Club,
but with a whole lot more "joie de vivre".
In their own words, they are En Route
Pour La Joie. After Mano Negra and Les
Negresses Vertes, they will be the next
French band to make it big outside home
territory. Napoléon would certainly have
loved it.

Teddy Pendergrass

Truly Blessed - Elekira

Next chapter in the continuing story of
sophistigated, late-night soul music. Turn
up the volume, dim the lights. Only the
uncorking of bottles of wine will disturb
sugar-sweet ballad time. Apart from the
usual dose of romance (/t's Over and the
title track), there's also some time to dance
(Don't You Ever Stop).

Tangier

Stranded - Aico

Hard rock with a stark bluesy feel. The
way guitarist Doug Gordon slides through
the track If Ya Can't Find Love is ear-blis-
tering. Sharp-voiced new vocalist Mike
LeCor;lpte is a real asset to the band. Any
rock programmer seduced by Aerosmith,
Cinderella and Great White will probably
love this.

to have musical merit. Records mentioned in this section are by acts signed to independent labels for which license and/or publi
send your samples to Machgiel Bakker, PO Box 9027, 1006 AA Amsterdam, Holland.

Singles and alburis featured in New Releases are listed alphabetically. Selections include thase which have achieved significant airplay within the last four weeks and those releases judged
shing rights are available, except as noted. Please
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by Robbert Tilli

The brothers Gibb can claim the greatest
number of hits all time. Starting with 1967's
debut single Spicks And Specks, they went
on to have 40 hits worldwide. And this is not
the end. The first single from the new album

two weeks. In Holland the single is currently
at no. 37 and no. 1l in Denmark. In the
Coca-Cola Eurochart Hot 100 Singles it is
a new entry at no. 89. It is also a new entry
at no. 14 in the EHR Top 25.

The single is an excellent preview of the
self-produced album. It is very straightfor-
ward; the sound—which includes heavy
drum programming—is more American
than their previous work. Their trademark,
the falset harmony vocals, are moved to the
background. Warner Brothers European
marketing manager Lars Toft says, "The
Bee Gees are always good at being contem-
porary. They update their sound at the right
time. But it is still very Bee Gees."

The brothers have always stood on the
frontline of innovation. In the mid-'"70s they
anticipated the disco era of pop music and
became trendsetters of the genre. This cul-
minated in their contribution to the higly
successful soundtrack of the original mo-
tion picture "Saturday Night Fever” (1977),
selling 30 million copies worldwide.

They have continued their success ever
since. After a six-year retirement as a

Secret Love charted in the UK at no 38 after

Bee Gees

Some bands are always contemporary. The Bee Gees are one of the
most popular and enduring acts in the history of pop music. With the
release of their 27th album, "'High Civilization", on March 18 (their
third for Warner Brothers) and a massive European tour to follow,
they are firmly back on the scene again.

band—a period of solo albums and all
kinds of sidesteps—the Bee Gees made
their comeback with their 1987 Warner
debut album E.S.P. It reached no. 12 in the
European Top 100 Albums in 1988; the
1989 follow-up One reached no. 10. Barry,
Robin and Maurice Gibb worked for ne-
arly one year in their own Miami studio on
the new album, which is expected to be as
successful as its predecessors.

According to Toft, the new LP is a prio-
rity release for Warner. "We've set up a
whole marketing plan. We spent a lot of
money on promotion and on their tour. But
it's not only important for us, also for them-
selves. They always want to come back
again and show their abilities."

The campaign is targeted mainly at
Germany, the most important market in
Europe for the Bee Gees. A 30-second
radio advertising spot is scheduled for na-
tionwide rotation during April, with TV ad-
vertising  possibly to start at a later date.
The radio advertising spot will also be run
in Holland and Austria; France is pending.
An appearance is planned on German TV
show Wetten Dass.

German magazine Stern will publish an
advertorial as a pullout insert. A major part
of the European tour, from May 25 on until
July 7, will take place in Germany. Other
countries listed, are the UK, Italy, Austria,
Switzerland, France, Spain, Holland and
Belgium.

. . ll . . oo . 'l
Track Listing "High Civilization

High Civilization; Secret Love; When He's Gone; Happy Ever After; Party With No Name;
Ghost Train; Dimensions; The Onlv Love; Human Sacrifice; True Confessions; Evolution.

Orup

® Signed to Metronome throughout
Scandinavia and WEA worldwide.

@ Publisher: Magaluf.

® New Album: Orupsongs to be re-
leased on March 22.

@ New Single: My Earth Angel released
on February 22, new entry at no. 10 in
Sweden.

® Recorded at Polar  Studios/
Stockholm.

® Producer: Magnus Frykberg.

® Swedish tour (40 shows) from mid-
April to July.

@ Marketing: In-store material for retail.

® Promotion: Press and radio in

Stockholm, Gothenburg and Malmo.
TV apppearance on the TV show
Caramba.

® The single will be released in all
Scandinavian territories in early April;
the album will be out at the end of
April/beginning of May. Releases in

other European countries are not yet

confirmed.
Orup is a major domestic signing for
Metronome. His two previous albums
sold a total of 450.000. His new LP
Orupsongs marks a new musical direction.
It is also the first time the lyrics have been
sung in English. Thanks to this great
crossover potential, releases outside home
territories are expected, but nothing is
scheduled yet.

His early work was Nik Kershaw-sty-
led lightweight pop. Still searching for the
perfect pop song, his voice has become
more mature and he is sounding more like
contemporary UK soul acts. The album is
produced by Magnus Frykberg—the
same man who worked with Arista sig-
ning Titiyo—and recorded at the famous
Polar Studios, where ABBA used to
work.

The single is on heavy rotation on al-
most every Scandinavian radio station. It
has also been added to MTV's playlist as a
"Breakout".

David
Hallyday

Signed to Scotti Brothers.

Marketed by Phonogram except for

the UK (Polydor).

Publisher: Scotti Brothers

Management: Phonogram

Tour Management:

Bernardin/Paris.

New Album: Rock ‘N' Heart released

in October last year, currently at no.

29 in the French album charts.

® New Single: About You released on

February 18, currently at no. 21 in

France after two weeks. Entry at no.

98 in the Coca-Cola Eurochart Hot

100 Singles.

Recorded at Santa Monica Sound/

Santa Monica, California.

Producer: Richie Wise

Marketing: TV advertising in France.

Promotion: Major TV shows in

Holland throughout January (Tros'

"Popformule” and KRO's "Hans van

Willigenburg"), Germany in January

and April (where he will be appearing

on Gottschalk) and Norway towards
the end of March and the beginning of

April. Plans for TV shows in Italy have

yet to be confirmed.

@ A European tour is scheduled for sum-
mer.

@® The album was released in
Switzerland in October. Austria in
November, Italy and Norway in
January, Finland in February and
Holland in March. The German date
has not yet been confirmed.

As the son of two famous all-round

French superstar performers—Johnny

Hallyday and Sylvie Vartan—singer/

actor David Hallyday could have taken

an easier route to fame. But he chose to
take another direction. On his second
album Rock ‘N' Heart he delivers mainly

Pascalle

heavy rockers in a Bryan Adams mould.
The second single off the album, About
You, is a ballad, with enough power to
keep the lighters a-waving at his concerts.
With the English-language lyrics and the

album's  straightforward US-style of
music, Hallyday has great international
potential.

He has already had a top-40 hit in the
US with the title song of the soundtrack of
the movie "He's My Girl". His debut
album True Cool sold double platinum
(600.000 copies) in France.

The new LP will be released in all terri-
tories. Releases outside France depend on
the promotional activities of the individi-
ual markets. All initial promotion is aimed
at TV shows. Radio and press are schedu-
led for the next phase.

Pan-European Spotlight: Artists featu- ]
red have achieved Tap 15 chart status in
the European Top 100 Albums within the
last five years.

National Spotlight: Artists featured
have achieved Top 15 chart status in their
country of origin.
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IS WHAT YOU SEE WHAT YOU GET?

Evaluating A Station's Personality

With rising competition on the airwaves, it is becoming
increasingly important for radio stations to develop indi-
vidual personalities. M&M investigates possibilities of
adjusting your personality towards the target listener's
perception of his or her favourite station.

by John Catlett

While still at college, I spent a
summer working for one of New
York's biggest advertising agen-
cies. The agency dealt in the pro-
motion of packaged goods and
spent a lot of time and effort
moulding the personality of the
brand.

Later, as manager of a
Chicago radio station, I was
struck by the headline of a sales
brochure sent to me by a jingle
company, wanting to help design
my station's printed logo. The
headline stated, "A radio station's
personality isn't limited to its
sound!"

This concept touched on a cen-
tral truth. People tend to get in-
volved with their favourite radio
station in a way that never hap-
pens with a packaged product.
People love their radio station
more than their newspaper, and
certainly more than the TV.

What we are really discussing
here is the concept of “stationa-

lity", a discipline to make sure
your station always fits in with the
target listener's perception of what
the station ought to be doing.

areas where there is a variety of
choice among formats
Personalities can be anything
from light-hearted to caring to
manic. They can be involved
with the world around them or
offer a refuge.

In the event of war, it is a dif-
ficult decision for a radio station
to decide whether to alter that
personality by making changes in

.

People love their radio station more than
their newspaper, and certainly more

than the TV.

A radio station is a communi-
cations medium and a business.
Even if the station is not selling
advertising time to make a profit,

programming (o sait a new con-
cern for world affairs. It is even
more difficult to decide when and
how to return to what the station

The personadlity of a radio station cannot
be simply described in a sales piece or
laid down in a programming memo.

it depends on its ability to attract
an audience to justify receipt of a
government-levied licence fee.

Feeling The Vibes
Radio stations develop personali-
ties, most noticeably in listening

has always beem best known to
do.

The personality of a radio sta-
tion cannot be simply described
in a sales piece or laid down in a
programming memo. It is a fee-
ling that starts with the attitude of

'Stationality' Checklist

Identify Positive Elements

Make Them Distinctive

Present These Elements To Their Best Advantage
Know Something About The Audience You Attract

the MD and goes all the way
down to the janitor. It is some-
thing that listeners hear and
something a delivery boy senses
when he steps into the reception
area of the station. It is an un-
conscious feeling a local adverti-
ser has when paying the station's
bill, an impression made by a ju-
nior presenter when he or she is
meeting elected officials at a civic
function.

An overall impression typifies
the world's really successful sta-
tions saying the same thing to
their different publics. Listeners.
advertisers, employees. suppliers,
record companies and indepen-
dent promotion people. as well as
the national sales representative
and even the governmental regu-
latory body. should have a similar
feeling towards a radio station.

Stations that identify with po-
sitive things and make them dis-
tinctive, and then work on presen-

£

ting those elements to their best
advantage, will find themselves
with a personality that is not
limited to what the station sounds
like on-air. Those stations will be
successful, they will be good
broadcasting citizens and they
will be pleasant and rewarding
places to work.

 John Catlett is an American
| management consultant wor-
| king with European radio sta-
tions from a London base. In
the US, he created the oldies
Jormat for WCBS-FM/New
York City and the original CHR |
Jormat  for  WBBM-FM/
Chicago. In Europe, he was
manager of the offshore Laser
558 during the mid-80s. His
primary consulting clients have
been Jazz FM/London and
Atlantic 252. He can be con-
tacted on +44 71 289 2301.
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Red Rose: Rocking It Up In Lancashire

® Market Served:
Northwest England

® Format:
Rock FM - EHR, AOR;
Gold - Oldies, gold

@ Target Audience:
Rock FM 15- 40,
Gold 35-55.

® Actual Audience:
Rock FM 285.000 per week,
Gold 286.000 per week.

@® Launch Date:

b 1982, Rock FM/Gold split

June 1990.

@ Core Artists:
Rock FM-Madonna, Phil
Collins, Janet Jackson,
Wilson Phillips, Michael
Bolton.
Gold - Cliff Richard, Elvis
Presley, the Beatles, the
Rolling Stones.

@ Frequencies:
Rock FM 97 4FM,

- Gold 999 AM.

@® Address:
St Paul's Square,
PO Box 301, Preston,
Lancashire PR1 1YE.
Tel: +44 772 556301.

by Hugh Fielder

Comments Red Rose MD Dave
Lincoln, "When we split frequen-
cies last year, we tried to learn from
Piccadilly Radio's mistakes and
followed our research assiduously.
We paid a lot for it and there was
no point in ignoring what it told us
or just taking the bits we agreed
with.

"Rock FM is pitched regionally
rather than locally, which means
we get a big audience outside our
total service area. We get listeners
in Liverpool where City FM is
more chart-led and dance-based.
We make a point of mentioning
places as often as possible, even if
they are outside our total service
area.

"Advertising is 90% local at the
moment. National advertising has
collapsed. But regionally it is not
biting as hard here as it is in some
areas. We are doing the same
amount of business as we were a
year ago. But we have to be more
creative about it.

"We stick to six minutes of ad-

- vertising during the morning and

I RED ROSE
e
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drive-time shows and never go
above nine minutes. When we split,
we sold advertising on the basis
that 65% of our audience listened
on FM. So we sold airtime accor-
dingly, and those who bought on
Gold AM have had a bargain be-
cause it has over-performed. And
we will not be sticking up our rates
until the recession is over.”

Over at Rock FM. programme
controller and presenter Mark
Matthews says. "We have shifted
the balance of Rock FM away from
the typical independent station. We

play less bubblegum music and
concentrate on adult artists. When
it comes down to it, 15-year-olds
do not go out and buy cars and
washing machines.

"We use Selector to programme _

the music which gives us the con-
trol to make sure both stations
sound the way we want. You do not
get a variation from one presenter
to the next. It is an essential tool in
radio programming today.

"The only specialist show we
do is a rock show and that features
core artists as well. The balance is

simply tipped more strongly in fa-
vour of harder rock. A lot of sta-
tions go off at a tangent in the eve-
ning and lose their audience by not
playing anything familiar."

Head of music and drivetime
presenter Kenni James says, "With
the average chart-life of a single at
five weeks, we tend to concentrate
on album artists. And we will not
necessarily always pick the single
if we think there is another track
that is more suitable for us. Record
companies are happy with that.
And we know we are selling re-
cords. The North West is the hig-
hest record sales area outside the
South East. And we always play
the version that people can buy in
the shops.

"Our relationship with the rec-
ord companies is good. We are ho-
nest with them. We tell them what
we are not going to play rather than
promising to play something and
not doing so.

"We are very careful about
dance music. We play the better
things like C&C Music Factory
when we know the audience is lis-
tening."
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' FRANCE: GETTING AIRPLAY

Is new talent finding its way to the airwaves of French radio, or are only established artists making playlists?
With some 1.800 FM stations practically all airing George Michael, Sting and Phil Collins, M&M assesses the state of airplay.

abels say the situation has reached a critical stage. It is

claimed French radio, and notably the FMs, are just not

playing new acts. Only artists with proven track records
and chart success have any ho