
Spring Track Attack!
M&M Brings You Some
Of The Quarter's
Hottest New Talent.
See Special, Pages 1 - 16.
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THE GANG'S ALL HERE - The Polydor Spain marketing and promo-
tion team joins Bryan Adams (centre) in celebrating "Waking Up The
Neighbors" going platinum in the country.

DSB Goes Russian;
Pacts With La Fake

By Machgiel Bakker

Deutsche Schallplatten Berlin
(DSB) is quickly spreading its
wings across Europe with the for-
mation of two joint ventures, one
in Russia and one in Italy.

The Russian company RGM
is a branch of the St. Petersburg's
pressing and studio complex, and

NEWSBREAKER:

BRTN Plans
Fifth Radio Net
Belgian public broadcaster
BRTN is readying plans to
launch a fifth commercial radio
station in mid -March. The new
channel is rumoured. to target a
15 -45 -year -old age demo, with an
EHR format between Radio 2
and Studio Brussel.

Although the pubcaster has
(continues on page 21)

will have access to the technical
facilities of DSB's former Pots-
dam factories, including Direct
Metal Mastering and various
digital studio equipment.

MD Jorgen Larsen, who
went over to DSB from his for-
mer post as president of Sony
Music Europe in September
1991, wants to move RGM into
A&R and promotional activities.
"We are going to be employing
'normal' western ways of promo-
tion and will be building artists
from the bottom -up," he says.
"Also, though it may sound obvi-
ous, we're going to be honest in
our business dealings with respect
to foreign licensing payments and
accounting."

Larsen would also like to add
some sophistication to the Rus-
sian distribution system, currently
including some 20.000-30.000
outlets, controlled by 20 whole-
salers. "At the moment, things

(continues on page 22)

MIDEM Regains Form
Radio Sessions Examine
Latest Success Strategies
Although few of the 15 radio panels lived up to their
"debate" billing by stirring any real controversy, the
1992 MIDEM conference was overall widely
regarded as far stronger, better attended and more
interesting than in past years.

Exhibitors on the sold -out radio floor cited "more
and better decision -makers and many new faces"
than were present in 1991, which was darkened by
the Gulf war that broke out only a few days before
the conference began and kept
many participants away.

Despite several last-minute pan-
elist substitutions, the discussions
were well -prepared, if somewhat
lacking in audiovisual enhance-
ment. Following Sunday's (January
19) examination of the steady and,
in some cases,. dramatic emergence
of eastern European commercial
radio with top executives from Poland, Hungary,
Czechoslovakia, Romania and the new C.I.S., atten-
tion turned to digital audio broadcasting (DAB) and
its impact from technological and competitive stand-
points. BBC head of engineering Henry Price fore-
cast, "Not every broadcaster will have access to

(continues on page 22)

Less Hype, More
Business, New Deals
MIDEM '92 hit its stride again with a renewed con-
fidence and a record -breaking attendance claimed to
be at 8.500.

Apart from an increasing presence of eastern
European record companies-who were all luring
potential investors to take major stakes-business at
MIDEM could be best characterized as offering less
hype and more serious business.

According to Dino Music France MD Daniel
Goldschmidt, the record industry
is more mature than ever. "Every-
one has grown up and is concerned
about the future of this industry.
People smile less, but all turn up on
time." Goldschmidt and Dino
Music Germany MD Frank Peach
negotiated a three-year licensing
deal at the convention for exclusive
representation in Germany and

France of the Berlusconi-owned label Five
Records.

Similar statements were made by ex-Sonet UK
MD Rod Buckle, who-following the recent
restructuring of Sonet-now trades under the name
of Habana Music Entertainment. "As a deal-mak-

continues on page 22)

CNR Opens Third Scandi
Company In Copenhagen

by Machgiel Bakker

Dutch entertainment company
Face Holdings hopes to establish
its music subsidiary CNR as a
major force in the European mar-
ketplace with the launch of anoth-
er fully owned record division in
Scandinavia. Following openings
in Oslo (CNR Nonstop AS) and
Solna, Sweden CNR Records
Sweden) last year, the company

has created Copenhagen -based
CNR Records Denmark.

The Danish company will be
headed by ex-PolyGram Inter-
national marketing manager
Soren Berzant. The other two
Scandinavian MDs were appoint-
ed last year-Staffan Hjort
(Sweden) and Ole Vidar Lien
(Norway). All Scandinavian MDs
currently report to Baas, but will

(continues on page 22)

No. 1 in EUROPE
European Hit Radio
MICHAEL JACKSON
Black Or White
(Epic)

Coca-Cola Eurochart
MICHAEL JACKSON
Black Or White
(Epic)

European Top 100 Albums
QUEEN
Greatest Hits II
(Parlophone)

Feel My Rhythm
THE DEBUT SINGLE

0101Available on 7; Special Limited Edition Poster Bag 7; CD and Cassette -
Marketed by East West Records
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Polydor Prepares To Work
Its Own Motown Magic

by Machgiel Bakker
& Ben Lewis

Polydor hopes to turn Motown's
new generation of artists into
European chart successes for the
first time and the company has its
sights set on the UK, France, Ger-
many and Holland.

Polydor US
has already en-
joyed its first
number I hit
single in almost
four years with
Shanice
Wilson's I Love
Your Smile, a
song which hit
the top spot in
the Dutch sales
chart earlier this
year.

According to
Polydor UK
head of market-
ing John Wal-
ler, the company
will be setting
up a three-tier
campaign
involving album
releases from '15
Motown artists
and ultimately
drawing in Jazzi B's Funki Dred
sub -label and the new Mo-Jazz
['Modern Jazz'] label.

The campaign begins with the
re-release of Wilson's I Like Your
Smile in a new Drazabone remix,
and the Temptations' The
Joneses, remixed by veteran soul
DJ Bob Jones.

In the second phase of the
campaign, Waller plans to release
three catalogue albums in Febru-
ary-a 20 -track Diana Ross
greatest hits album, a similar
Michael Jackson compilation
and a Motown love songs collec-
tion.

Adds Waller, "The Ross and
Jackson compilations are timed to
capitalize on those artists' recent
high singles and album chart posi-
tions. The love songs will coin-

cide with Valentine's Day." Waller
has scheduled a new Johnny Gill
album release and the first great-
est hits collection from Lionel
Richie. Also planned is a spring -
summer comprehensive catalogue
re-release on CD.

Waller acknowledges the diffi-
culty of crossing over the Ameri-

Motown's US distribution deal
with PolyGram Group Distribu-
tion (PDG), which took effect at
the beginning of this year.
BMG-Motown's former distrib-
utor-is in the middle of its three-
month sell-off period.

PolyGram International
senior VP pop marketing David

Munns denies
competing
directly with
BMG, although
the two majors
are currently
marketing the
same albums by
Shanice Wilson,
the Tempta-
tions, Boys II
Men and Ano-
ther Bad Cre-
ation.

Says Munns,
"We're not try-
ing to blow
BMG out of the
water. The
switch from
BMG to Poly-
dor will be
orderly."

Asked about
the low profile
that the US label

kept under the BMG pact, Munns
states, "I haven't spent much time
analyzing it. There is one thing
that we will do differently from
BMG-we will not separate
Motown from the rest of our mar-
keting activities. As far as market-
ing goes, we shall just be doing
what we always do. We do not
believe there are any particular
lessons to be learned from BMG's
lack of results with new Motown
artists in Europe."

He adds, "We feel the image of
the label and identity of the trade-
mark is strong in Europe. Priority
will go to Motown's new talent;
we can do the back -catalogue in
our sleep."

GEARING UP FOR EUROPE - PolyGram and Polydor MDs from
around Europe meet Motown artist Shanice Wilson and Motown presi-
dent/CEO Jheryl Busby while in London. Pictured (l -r) are: Polydor
France's Nagi Baz, Polydor UK's Jimmy Devlin, PolyGram Spain's Mari-
ano de Zuniga, PolyGram Sweden's Lennart Backman, Wilson, Polydor
Germany's Gotz Kiso, Polydor Holland's Albert van de Kroft, Polydor
Italy's Adrian A. Berwick, Wilson's manager Bill Dern, and kneeling,
Motown's Busby.

can swingbeat dance sound in the
rave -dominated European mar-
kets.

"Soul is not very fashionable
at the moment, but I can see it
coming back," he says. "These
artists may not have hit singles
yet, but they sell out venues in the
UK. Rave can't last forever. In the
meantime, we will aim to break
our new artists through radio."

Motown GM Mervyn Lynn
agrees. "The swingbeat market
will evolve because the music is
becoming more acceptable in
Europe. For example, we will
benefit from the fact that swing -
beat producer Teddy Riley co -
produced Michael Jackson's new
album."

The new strategy follows
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M&M BUSINESS CALENDAR
 February 11-18 - Winter
Olympics, Albertville, France.

 February 13-15 - Gavin Sem-
inar 1992, Westin St. Francis/
Union Square, San Francisco,
CA, US. Tel: (+1) 415.495 1990.

 February 25 - 34th Annual
Grammy Awards, Radio City
Music Hall, NY, NY, US.

 March 4-7 - 23rd Country
Radio Seminar, Opryland,
Nashville, Tenn., US.

 March 11-15 - SXSW '92
Music & Media Conference,
Austin, TX, US. Tel: (+1) 512.467
7979; Fax: (+1) 512.4510754.

 March 13-16 - NARM Con-
vention, New Orleans Marriott,
LA, US.

 April 12-16 - 70th Annual
NAB Convention, including
Broadcast Engineering Confer-
ence, Convention Center, Las
Vegas, NV, US. Tel: (+1) 202.429
5350; Fax: (-1) 202.429 5406.

 June 3-5 - APRS '92, Olympia
2, London. Tel: (+44) 734.756
218.

 June 10-13 - NAB Radio
Montreux Symposium and
Exhibition, Convention Center,
Montreux, Switzerland. Tel: (+1)

202.429 5405.

 June 11-13 - R&R Conven-
tion '92, Century Plaza Hotel, Los
Angeles, US. Tel: (+1) 310. 553
4330.

 June 14-17 - BPME & BDA
Conference & Exposition,
Washington State Convention
And Trade Center, Seattle, WA.

 June 16-21 - 6° Manifestation
Internationale de Video et de
TV de Montbeliard (6th Mont-
beliard International Video and
TV Exhibit), Herimoncourt,
France. Tel: (+33) 8130.9030;
Fax: (+33) 8130 9525.

 July 3-7 - International
Broadcasting Convention, RAI
International Congress Centre,
Amsterdam, Netherlands. Tel:
(+44) 71.240 1871; Fax: (+44)
71.497 3633.

 July 16-19 - Upper Midwest
Conclave, Radisson Hotel South,
Bloomington, MN, US. Tel: (+1)
612.927 4487.

 July 28 -August 5 -1992 Sum-
mer Olympics, Barcelona, Spain.

 September 9-12 - NAB Radio
'92, Convention Center, New
Orleans, LA, US. Tel: (+I)
202.429 5405

INTERNATIONAL
JAZZ MARKETING
International record company with major

stature in the jazz market is seeking an individ-
ual with strong credentials in international jazz

marketing for an executive position with
responsibility for the planning and coordination
of its jazz product. The applicant should have
a minimum of five (5) years of music industry
experience with extensive experience in the
marketing of jazz in Europe, including know-

ledge of retail operations and buying patterns,
jazz press and media outlets, and radio. Man-
agerial abilities will be needed for significant
administrative, supervisory and coordination

responsibilities. Strong communication and for-
eign language skills are also important. The

app icants should be flexible with respect to the
ultimate location of the position which may be
in any of the company's European offices. A

great opportunity for a self-starter with innova-
tive ideas and strong follow through. Competi-

tive salary based upon experience.

Send resume to:
Music & Media
Attn: Jazz Marketing Post
PO Box 9027
1006 AA Amsterdam
The Netherlands
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Labels Find Nirvana With Hands -Off
Marketing For Alternative Rock

by Stephen Leigh

Initially surprised by the success
of alternative hard rock, the
industry has found that the sim-
pler, traditional promotional tac-
tics work best. Markets for Nir-
vana and other leading
alternative
hard rock
bands have
responded
surprisingly
well to con-
servative methods of promotion:
touring and cheap, below -the -line
campaigns.

The low -profile marketing and
promotion campaigns seem to be
working. By refraining from
implementing glitzy marketing
campaigns, the labels are not los-
ing credibility with the core fan
base; listeners and buyers are still
a part of the "discovery" of the
band.

Marketing
The

Music

Low -Key Marketing
Comments Geffen interna-

tional manager Liz Morris on the
label's hands-off approach to mar-
keting Nirvana, "A lot of the
beauty is that the marketing has
been very low-key, based on
word of mouth and touring. It has
never smacked of record compa-
ny influence. Even after the US
explosion, we didn't change
tack." Radio programmers have
proved the least responsive to the
growth of the alternative hard
rock scene. However, Morris
agrees that radio's failure to play
the album may have contributed

to its popularity among the
younger record -buyers, giving it a
more underground and trendy sta-
tus.

Nirvana's single Smells Like
Teen Spirit went Top 10 across
the board-number 1 in Belgium,
number 3 in Holland, number 5 in
Germany and currently number 6
in the UK (number 6 in the
Eurochart Hot 100 Singles
chart). Their new Geffen single,
Come As You Are (pan-European
release on March 2) comes
backed with two previously unre-
leased live recordings.

Morris says that while Nir-
vana had a cult following in the
US and the UK, nothing had been
released in Europe. That had to
change.

"One of the key factors in
breaking Nirvana in Europe was

Nirvana

the band's continual touring.
They've been to Europe three
times, once even before any
releases."

The MTV Boost
Morris cites Nirvana's perfor-

mance at this year's Reading Fes-
tival in England as the turning
point for the band's career, bring-
ing them to 35.000 fans. "A lot of
people woke up to them through
Reading," she says.

MTV Europe was also on to
the band at the festival. Alongside
touring, the network has been one
of the strongest marketing tools
for alternative hard rock.

MTV manager/programming
and acquisitions Lauren Levine
says, "We covered all of the festi-
vals last summer; it was our big

thing. It was something available
to all our viewers and makes the
music more accessible when the
video arrives."

For a major label debut band
(a previous album Bleach was
recorded and released in the US
and UK only on the independent
Sub Pop label), Nirvana scored a
strong MTV success. They were
featured on the network's 'Buzz
Bin,' for small -selling, hot records
and moved on quickly to heavy
rotation-where it still remains at
press time. The reason: their
video caught the excitement and
raw energy of the band's live
sound, making it a fresh alterna-
tive to the stereotyped choreogra-
phy of traditional rock promos.

Says Levine, "Smells Like
Teen Spirit couldn't have been a
more perfect video. It was beauti-
ful and dangerous."

Alternative hard rock has
found one of its biggest media
assets in MTV's "120 Minute
Show." The -European version of
this show is largely responsible
for breaking both Nine Inch
Nails and Nirvana in European
territories.

"From the outset, MTV has
been very supportive," says Gef-
fen's Morris. "'120 Minutes' has
been very important in the break-
through of this kind of music. It's
the only regular weekly showcase
that can promote it. It's a great
opening vehicle, whether for Nir-
vana, Pearl Jain or Primal
Scream."

(continues on page 21)

MCA Germany 'Officially' Off To Flying Start
by Machgiel Bakker

MCA Music Entertainment Ger-
many had already racked up a
string of hits prior to its official
start of trading on January 1, 1992.
The Hamburg -based company was
off to a flying start with gold
records by Cher and Tom Petty
(their first on nation-
al territory) and
closed platinum for
Guns N' Roses in
the last five months
of 1991, marking
MCA's first expan-
sion on mainland
Europe.

The success was
scheduled to be cele-
brated in style on
January 30 when
MCA threw its launch party with
an estimated guest list of 300-350
people. Apart from the company's
own staff of 24 and local represen-
tatives from Germany's media and
record industries, senior executives
in attendance at the Hamburg party
was to include MCA Music
Entertainment Group chairman

Stuart Watson (I) and
Heinz Canibol

Al Teller and executive VP Zach
Horowitz, Geffen Records presi-
dent Ed Rosenblatt and head of
international Mel Posner, MCA
US president Richard Pahnese,
MCA UK MD Tony Powell, and
MCA Records International
senior VP Stuart Watson. Several
live music events are scheduled at

Die Grosse
Freiheit, the
city's main
venue. The
company
boasts new
large offices
in the
"Uhlenhorst"
area close to
the city cen-
tre. MD
Heinz Ca-

nibol has his team in place: mar-
keting manager Jorg Eiben, finan-
cial controller Wolfgang Praetz,
product managers Frank Pagen
(MCA), Eva Ries (Geffen) and

 Tom Glagow (GRP), special mar-
keting manager Uwe Krap, head
of promotion Katharina Landahl,
press promoter Birgit Wickhof as

well as four regional promoters.
According to Canibol, MCA is
aiming for a market share of 4.5%
within the next two years. "Eventu-
ally, and I'm talking about a three -
and -a -half -year period, we want to
make sure that our company reach-
es the 'big six' with a share of
13.15%," he says.

Although Canibol did not dis-
close figures, MCA is expected to
have generated turnover of
between DM35-40 million (app.
US$22-25 million) during 1991.

Says Canibol, "If you're a pop
company that has not yet fully
exploited its power, there's room to
grow, whether there is a recession
or not. With the former distribution
deal [east west], our catalogue was
not fully exploited. That is not to
blame anyone; these are just the
facts."

Apart from its successes with
Cher, Tom Petty and Guns N'
Roses, MCA has seen the surprise
breakthrough of newcomers Nir-
vana and The Commitments.
Canibol firmly believes it was
touring that led to sales of 200.000
copies of Nirvana's Nevermind

album in Germany. "The band's
success was not based on super -
clever marketing," he says. "What
you do makes little difference. The
band has such a loyal following,
they decide for themselves whether
to buy the product or not."

Future priorities for the compa-
ny include new albums from Kim
Wilde, Bobby Brown, Energy
Orchard, Jody Watley, Glenn
Frey and several marketing pro-
jects to boost the profile of jazz
label GRP.

Although Canibol doesn't
intend to move into local A&R
before its second or third year of
operation, he has signed a direct
licensing deal with PolyGram
Austria for the act Ostbahn Kurti
& His Chef Partie. With the
group's last three albums all going
gold in Austria, Canibol expects
the band's first album under the
new deal 2 As I4ld to achieve
equal results in Germany. In addi-
tion, the company plans to be
aggressive in third party licensing
deals for release of its own hit com-
pilation albums.
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UNITED KINGDOM

SMP Introduces
Label For Writers

by Stephen Leigh

Sony Music Publishing (SMP)
has launched its own promo
record label SMP to promote new
writers.

The idea for the label has been
under discussion for a number of
months, and the first artist to ben-
efit is Michael Kay, whose debut
track Missing You has been issued
as a two -track white label 12 -inch.

Comments SMP exploitation
manager James Little, "Publish-
ing is no longer about people sit-

ting in their rooms writing songs
to send to Whitney Houston and
Cliff Richard; it is about creating
opportunities. The actual costs
involved are not that great, and if
you're selling 1.000 records at
£1.75 (app. US$3.15), you've
gone a long way toward covering
your promotional costs. It's a bit
of a cottage industry."

About 1.500 whites have been
sold from the original 2.000 press-
ing, and another 3.000 have been
ordered.

Little denies that SMP is plan-

ning to establish a fully fledged
label, insisting the company is just
another promotional tool.

"We see this as a stepping
stone," he says. "If a major label
wants to sign Michael Kay from
his single, that's what we want.
We don't want to see him releas-
ing records on SMP forever."

SMP is, however, already
planning its second release, an EP
from UK rock act The Surfing
Brides, who have already been
signed to a deal with the publish-
ing arm.

Galaxy Radio Celebrates
First Year Of Success

by Mike McGeever

Galaxy Radio/Bristol's first birth-
day celebration this week will be a
good one. The latest JICRAR sur-
vey revealed it is steadily winning a
young, up-market audience (see
M&M, January 25).

The Chiltern Radio Network -
owned station has built its 15%
audience reach practically from
scratch since buying the floundering
station (formerly FTP) a year ago.

The station was relaunched with
a 'dance -influenced pop music' for-
mat, including rap, rave and classic
Motown within the parameters of
the station's promise of performance
with the Radio Authority stipulat-
ing that 80% of the music output
must be influenced by black artists
or writers.

Comments network programme
controller Paul Chantler, "Our phi-
losophy -and I think this is where
FTP went wrong -is to make the
output as accessible and relevant to
the young audience as possible. It is

not to try to 'ghettoize' things, but to
make it popular with listeners and
advertisers."

Demographics have also
changed dramatically and now
seem to be on target, according to
Chantler. "The 9% listening then,
probably are not listening now," he
says, adding, however, that the pro-
gramming needs some fine-tuning.
"Our 15 -24 -year -old core audience
is there, but we want to try and
extend that to 15-34s," he says. "At
the moment, we only have 42% of
that age group. We want to improve
that to sell more advertising on the
basis of a 15-34 age group."

Chantler is confident that more

classic dance music from Motown
and the 'Philadelphia sound' could
be the key to extending the age
group.

The survey reveals that half of
the station's audience is ABCI,
which translates into encouraging
sales figures, says Chantler, adding,
"Since October 1991, we have been
operating at break-even and hope to
see a profit very shortly."

He admits, however, "Overall,
GWR has more listeners and proba-
bly will continue to have. But con-
sidering every other 15-24 year -old
walking the streets of Bristol listens
to Galaxy, that's not a bad turn
around in a year," he says.

Peermusic Appoints Elderton New MD
Peermusic's Ralph Peer has named Nigel
Elderton MD of the company's UK con-
cerns. Elderton joined Peermusic in
November 1991 and had previously held
various positions at EMI Music, MCA
Music and PolyGram Music London.

Peermusic's London -based production
team Three Man Island has already
scored two top 10 singles: Rozalla's Euro-

pean hit Lletybody's Free and Cliff
Richard's This New Year, by one of the
company's writers.

Elderton replaces Stuart Ongley,
who was MD for four years. Ongley
remains linked to Peermusic through
SGO Music, the publishing arm of his
new, independent music management
company SGO Music Management. SL

FOR THE RECORD
In M&M's January 25 issue,
BBC radio stations were inadver-
tently omitted from the "1991
London Radio Shares" table that
appeared on page 30. Also, while
the table accurately reflected
audience share growth from
Wave 4. 1990 to Wave 4, 1991,
column headings were misla-
beled.

Listed below in the correct
order is the table showing view-
ing shares for London radio sta-
tions from Wave 4, 1990 to Wave
4, 1991.

1991 London Radio Shares (%)

W4

1990

W2

1991

W4

1991

Capital FM tEHR/ 15.1 15.5 15.1

BBC Radio 4 (NIT) 13.3 12.0 12.3

BBC Radio I (EHR 13.2 12.9 12.1

BBC Radio 2 IFS) 13.3 13.5 11.4

Capital Gold (Goldt 10.1 9.1 11.2

Melody EZ) 5.2 4.8 6.4

LBC News/Talk (Nrr) 3.5 4.9 4.8

Kiss FM EDR) 2.7 3.4 4.3

LBC Talkhack N/T) 5.5 5.4 4.1

BBC Local Radio 3.6 3.1

BBC Radio 3 1.8 1.9 23

Jazz FM iisiv) 1.0 1.3 1.2

BBC Radio 5 (MT} 0.7 0.s 1.1

Others 11.0 11.0 10.6

IR London 43.1 44.4 47,1

BBC London 45.9 44.", 42.3

Source: .11CRAR.

IRISH UPDATE

Radio Investments
Targets E. Europe

by Aidan O'Sullivan

Dublin company Radio Invest-
ments plans to raise US$4 million
to invest in east European radio
stations.

The company already owns a
stake in the AC station 98FM/
Dublin and has reportedly invested
US$750.000 for an estimated 85%
stake in Radio Bohemia/Prague.
The station plans to begin broad-
casting on May 1st.

Dennis O'Brien, one of the
major shareholders in Radio In-
vestments, says, "The Prague sta-
tion will not be a copy of 98FM. It
will not be a 'Classic Hitski'. We
have bought the exclusive rights to
the market research package of
Broadcast Programming &
Research for those countries, and
we will put together whatever type
of programming that research
shows is best suited to Prague."

"Although eight licences have
been awarded for the Prague
region, I don't think they will all
survive," he adds.

"I believe there are great
opportunities in central Europe;
all the major brands are there.
We have made about 15 visits to
this area over the past 15

months, and the changes have
been huge. Billboards advertis-
ing US brands have sprung up
everywhere and radio is going to
be the next big medium,"
O'Brien says.

"The Czechs are a bit wary
about the Germans and the Aus-
trians and like doing business
with people from a country like
Ireland," he adds.

O'Brien reports the next new
radio province will be Poland and
Hungary. He expects franchising
to get under way in both countries
during the summer.

Five In The Running For Cheltenham Licence
by Paul Easton

Five applications for the Chel-
tenham ILR AM licence have
been received by the Radio Au-
thority. The licence will be on
frequency of 603kHz to be given
up by BBC Radio Gloucester-
shire when it becomes FM -only
later this year. All but West
Country Broadcasting intend to
use the existing BBC transmitter
site.

Cheltenham is already served by
ILR station Severn Sound/Glou-
cester and BBC Radio Gloucester-
shire.

The Authority expects to an-

nounce its decision in about two
months.

The applicants are:
 CBR 603: This group is a part-
nership of Steven Arnold, property
developer and MD of Sound in
Action Ltd; and Michael Plomer-
Roberts, a BBC local radio presen-
ter, who is also involved with a
property investment company. The
station would be jointly owned by
both partners, and financed from
their own resources.

Programming would be main-
stream pop with a speech content of
around 30%. First -year revenue
forecast: £70.000 (app.
US$126.000).

 Quality 603 (Radio Chel-
tenham Group): This group cur-
rently operates the satellite station
Quality Europe FM, and proposes
to use several of OEM's key per-
sonnel. Among the other backers
are GWR Group and Montreux
Companies, which are also
involved in a rival application.

Programming would be AC and
gold -oriented. First -year revenue
forecast: £609.000.
 Regency 603: This group's
backers include Roger Tovell, cur-
rently programme organizer with
Galaxy Radio/Bristol, as well as a
chairman and a sales and marketing
director. Programming would be an

AC/gold mix targetting the 30-50
age group. The music/speech ratio
would be 60%/40%.

First -year revenue forecast:
£327.835.
 Romantic 603: The main back-
ers are Robb Eden and Peter
Stromquist from media advisors
Montreux Companies; Mel Bow-
den, founder of equipment suppli-
ers MBI Broadcast Systems; and
US consultant Robert Richer.

The programming would be
romantic, easy -listening, aimed at
the 25-55 age group, and overnight
programming 22.00-06.00 from
Quality Europe FM. The group
plans to offer a 49% stake to Radio

Cheltenham, and 12% to Montreux
Companies. First -year revenue
forecast: £252.000.
 West Country Broadcasting:
(no connection with Capital Radio/
GWR-backed group which now
operates Plymouth Sound and
DevonAir/Exeter).

People involved include MD
Paul Boon, former head of sales
and marketing at Sunrise Radio/
West London; journalist and radio
consultant Bob Tyler, and John
Aumonier, group MD of Allied
Radio. Allied will own a 29%
stake. Programming would be AC -
oriented. First year revenue fore-
cast: £224.900.
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