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Sony Germany Splits
Marketing Units

The biggest unit-good for releases, regardless of label. Sec -
by Machgiel Bakker

In order to cope with the increas-
ing volume of releases, Sony
Music Germany will separate its
artist marketing operation into
five independent departments.
Focusing on distinct repertoire,
the units are to act as individual
profit centres with specialized
A&R and marketing staff. A cen-
tralized promotion force (CP),
headed by Manfred Haller, will
supply specialized staff to the dif-
ferent units as needed.

PRS-Style
Agreement
Emerging At
UK Tribunal

by Mike McGeever

Closed talks are underway
between UK record companies
and commercial radio stations at
the Copyright Tribunal, which
started June 29, in an attempt to
solve continuing disagreements
over broadcast royalties. At
presstime an agreement had yet to
be reached.

Sources close to the negotia-
tions say the pact which is near
agreement will be closely based
on the existing five-year contract
between the commercial radio
industry and the Performing
Rights Society (PRS), which is
the collecting agency for artists,

(continues on page 14)

some 60% of Sony Germany's
total turnover-will be Pop/Rock
International, dealing with the
big international mainstream

Markus Linde

and is Dance Pool, followed by
Pop/Rock Local, Hard &
Heavy/Alternative and Herzk-

(continues on page 14)

Gerhard Braum Klaus Pornykaj

DANGEROUS AWARDS - Sony Music International VP creative
operations Bob Campbell (left) presents Michael Jackson with an award
for worldwide sales of 14 million copies of the star's latest album "Dan-
gerous" following his concert in Munich, the start of his tour. Jackson
was also honoured with a career award for 50 million albums sold out-
side the US (photo: Sam Emerson).

Jackson Tour Launches In Munich
Antena 3 Tops SER

In News/Talk
by Anna Marie de la Fuente

SER's Los 40 Principales may
still be top of the league in
Spanish radio despite its 7%
audience loss, but network
Antena 3 Convencional has
managed to inch ahead in the
news/talk rankings for the first
time in years, registering
3.068.000 listeners -4.000
more than SER Convencional.
That is according to the first
1992 quarterly findings from
the media research group Estu-
dio General de Medios
(EGM).

The biggest increase in rat-
ings was registered by Onda
Cero Convencional, up 38%
on the last figures to 1.471.000
listeners. Meanwhile, SER's

all -Spanish music net Cadena
Dial continues to rise, up 26%
to 934.000 listeners.

News/talk radio in general
gained more listeners during
this period, is reaching
12.748.000 people -6% more
than the October -November
study, FM music nets together
lost 12.000 listeners, posting a
total of 7.149.000.

Antena 3 PD Jose Ramon
Pardo attributes the news/talk
net's success to the tighter con-
trol on the news service by
news programming director
Antonio Herrero, who
assumed his post last January.
He was also pleased about the
continuing audience increase of
Radio 80 (Gold), which regis-

(continues on page 14)

Michael Jackson's 39 -date Euro-
pean "Dangerous" tour was inau-
gurated in Munich's Olympic Sta-
dium on June 27, sponsored by
Pepsi and Epic. The superstar
had not performed in Europe
since 1988's "Bad" tour.

Introduced by Carl Oafs
Carmina Burana and blasting
video images, Jackson suddenly

Rancati Exits
Italian EHR
RTL 102.5

by David Stansfield

Loredana Rancati has left Ital-
ian national EHR station RTL
102.5 Hit Radio only months
after her appointment as PD in
January this year. RTL 102.5 head
of music Grant Benson says pro-
gramming is back in the hands of

(continues on page 14)

appeared onstage and, after stand-
ing still to let the tension build,
kicked into Jam, his current US
single. Other numbers performed
included I Just Can't Stop Loving
You, Billy Jean, The Way You
Make Me Feel and Smooth Crimi-
nal. Apart from Black Or White,
Jackson did not play any hit

(continues on page 14)

No. 1 in EUROPE
European Hit Radio
ELTON JOHN
The One
(Rocket)

Eurochart Hot 100
SNAP
Rhythm Is A Dancer
(Logic)

European Top 100 Albums
LIONEL RICHIE
Back To Front
(Motown)

Powerplay on Spain's leading Private Networks

osano
A NEW SPANISH SENSATION FROM SONY



The single - out now
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NY New Music
Seminar Attracts
Ina Interest

by Emmanuel Legrand

The New Music Seminar (NMS),
the annual American music and
radio convention held in New
York, has become one of the
major world events in the indus-
try, as international registration
broke the 30% mark for the first
time.

The most important delega-
tions came from Canada, UK,
Japan and Spain. The latter was
the most high -profile, celebrating
the 500th anniversary of Colum-
bus' voyage to America, which
included various musical events
coordinated by the Spanish Per-
forming Right Society (SGAE).

NMS joint director Tom Sil-
verman believes the NMS was
"possibly one of the best seminars
we ever had," and explains that
this year it was "deliberately
smaller, more focused, more busi-
ness -oriented and more interna-
tional." Meanwhile, the number of
shows remained as impressive as
the previous years, with 500 acts
playing in 32 different locations
during the New Music Nights.

The overall attendance was
just over 7.000 participants, com-
pared to almost 8.000 during the
last two years-a little bit below
target, but more in keeping with
the new focussed line-up, says
Silverman, who believes this
downturn is also a direct conse-
quence of the economical situa-
tion.

He reports, "Last year, we lost
about US$70.000, and it seems
likely that this year we are going
to lose significantly more. We
have to cut more costs next year
and hope that the trend will turn
around."

Nevertheless, the power of

attraction of the NMS for interna-
tional labels and acts remains
solid. Niall Stokes of Irish maga-
zine Hot Press claims that "the
US is more open to Irish music
than the UK and offers more busi-
ness options." One of the new-
comers to have a stand was a rep-
resentative for the Danish music
industry. Mikael Hojris of the
Danish music export organization
believes that despite the expense,
"it is important for professionals
to attend these types of conven-
tions to learn how different mar-
kets operate." Hojris says that
there is a good chance the Danes
will renew the operation next
year, claiming that "it would be
stupid to come just once; you
have to let things grow."

This view is echoed by Finnish
rock label Poko Records MD
Kari Helenius. "It is the first time
we have a stand at NMS because
we thought it was time to do
something visible. We organized a
showcase with four of our bands
[Barbie Bones, Poverty Stinks,
22 Pisterpirkko and Leningrad
Cowboys]. We don't expect
record deals immediately. This
initial effort is to help us gain
international credibility. The
investment is worth the trial," he
says.

French indie label Bondage's
Eric Daugu-Debris is less posi-
tive however, saying that sending
a band to perform creates a lot of
logistic problems. "I don't have
the feeling that it works as well as
the previous years. A lot of people
in the US industry don't attend the
convention any more and there
are more and more foreign com-
panies trying to sell their prod-
ucts. Competition is heating up
and you have to be very patient."

SONY MEETS IN SPAIN - Sony Music International Music Publishing
hosted international A&R meetings recently in Marbella, Spain. The con-
ference was attended by SMI senior executives including (front row) presi-
dent Richard Rowe (4th from right), Chief financial officer Harvey Shapiro
(3rd from right), creative director Kerry McCarthy (2nd from right) and
(back row, 5th from right) vice president of business affairs Stuart Bondell.

Editorial Management
Changes At M&M
In a restructure of M&M's edito-
rial management tier, managing
editor Steve
Wonsiewicz be-
comes execu-
tive editor,
Machgiel
Bakker is

named senior
editor/director
of charts, and
features editor
Mary Weller
advandes to editorial manager.

The promotions follow the
decision of associate publisher/
editor -in -chief Jeff Green to
return to the US on July 17.
Green will rejoin his former
employer, Film House, a
Nashville -based television mar-
keting company for radio and TV
stations, as marketing director on
August 3.

M&M publisher Theo Roos
comments, "Steve has really done
a terrific job coordinating the
news and design, and deserves
the additional responsibilities.

Machgiel Bakker

Machgiel has been an immense
help in preparing our new charts

and statistics,
which will be
debuting soon.
Mary has
proven herself
quickly, and
will be picking
up many of
Steve's admin-
istrative duties
while also

broadening her news skills."
Wonsiewicz joined M&M in

December, 1990. He was previ-
ously deputy manager at Kagan
World Media in London, and
has earlier public relations expe-
rience at Hill & Knowlton. Says
Wonsiewicz, "I've learned
immensely from my European
colleagues, and appreciate the
support from the team here at
M&M. I look forward to helping
take M&M to the next level."

Bakker is a founding M&M
staffer, coming aboard in 1984

(continues on page 10)

Steve Wonsiewicz

CSA Awards Frequencies For Paris
& The Ile -De -France Region

by David Roe

The long-awaited allocation of
frequencies for Paris and the Ile-
de-France region was announced
on June 15.

Of the 194 applications sub-

mitted to the CSA, 123 stations
and/or networks have retained
their frequency and four new sta-
tions received licences. BFM,
Radio Plurielle, La Vie and
Africa No. 1. Fifty of the licences
awarded are in Paris and 77 are in

For The Record
UK label Cowboy Records says
it has never had any relationship
with Chrysalis Records as was

Top Berlin Stations

(average listeners 14+ per hour 6-18 hrs)

reported in the June 13 issue of Station 1991 1992

M&M. Neither is it an offshoot Antenne Brandenburg - 300.000

of Flying Volante. Hundert,6 250.000 240.000

Also, the chart printed on the 104.6 RTL 190.000

GSA page in the July 4 issue of SFB1/Radio 88.8 200.000 130.000

M&M for the Media Analyse SFB2 120.000 80.000

Berlin radio ratings was incorrect. Berliner Rundfunk 70.000

It should have read as follows: Energy 103.4 50.000

the Ile-de-France.
There were no great surprises,

but already the CSA is being crit-
icized for its decisions, especially
from Category A stations (non-
profit local stations). Although
FM in Paris has undergone little
change, the protests are likely to
mount over the next few weeks.

This is the first major rear-
rangement of the capital's air-
wa$es since 1987, and the 127
stations were selected by the CSA
to "improve the ease of listening."
The criteria used to select candi-
dates were the format, the eco-
nomic viability of the station's
business plans and whether the
station follows radio legislation.
In Paris, only 40 frequencies were
available, with the result that for

the next five years, eight stations
will be obliged to share frequen-
cies.

With the exception of L'Onde
Latine (95% French music),
which had submitted an applica-
tion for Paris for the first time, all
the musical networks received a
frequency, as did all the generalist
stations. Amusement park Park
Asterix received a frequency as
well, although competitor Euro
Disney's application was denied.
Radio Asie lost the frequency it
shared with Radio Courtoisie,
despite the fact that the former
claims to serve a community of
200.000 people. Educational/info-
formatted Superloustic network,
serving the 15 years and under

(continues on page 10)
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UNITED KINGDOM

TARZAN OF THE URBAN JUNGLE - In a brave attempt to bring
new band Ruby Fruit Jungle to the notice of BBC Radio 1 producers,
plugger Howard Marks received more of an airing than he had origi-
nally planned. While delivering fruit baskets dressed as Tarzan,

Howard's jeep was towed away from Portland Place and he had to
walk to Marble Arch to retrieve it.

Four Marketing, Promotion
Staffers Let Go At MCA

by Miranda Watson

Four marketing and promotions
staff members at MCA Records
have been ousted in the last two
weeks as part of a restructuring
of the division initiated by new
general manager/marketing Joe
Cokell.

Let go were head of promo-
tions Phil Smith, head of mar-
keting David Bower, marketing
assistant Melody Howard and
senior press officer John Roy.
Senior radio promotion manager
Miranda Leckie resigned fol-
lowing the dismissal of her col-
leagues.

Smith's replacement is to be a
RCA man, Damian Christian,
while another ex -RCA staffer is
joining MCA as senior product

manager. Sally Edwards is

being brought in as independent
promoter to handle radio promo-
tions. Bower is not to be
replaced.

Formerly head of marketing
at RCA Records, Cokell joined
MCA last year, replacing pro-
motion director Bob Fisher who
left in September '91.

MCA MD Tony Powell com-
ments, "Everything has to move
forward. We are no different
from any other business. I

brought Jeff Young in to beef up
the A&R department one year
ago, John Pearson to handle
sales and now I've brought in Joe
Cokell to do the same with mar-
keting." Powell says the redun-
dancies were Cokell's decision.

Powell comments, "It's very

Chiltern Trims Losses, Eyes South
West 'Regional' INR3 Franchises
The Chiltern Radio Network
(CRN), operator of 10 indepen-
dent local radio (ILR) stations,
has trimmed its pre-tax losses to
£179.000 (app. US$304.000) in
the six months to March 31 com-
pared to £234.000 the same time
last year.

A modest boost in advertising
revenue, increased market share
and acquisitions led to an
advance in turnover to £2.5mil-

lion against £1.7million last time.
CRN's national revenue sky-

rocketed 83% from the previous
period, while local advertising
revenue rose 9%. Local revenue
accounts for about three quarters
of the group's total turnover.

In a statement, CRN chairman
Peter Burton says he is opti-
mistic the group would continue
to recover. "Even with a flat econ-
omy, we will be moving ahead."

Like many other industry
executives, Burton is cautious
about the future with regard to
advertising. "We have seen a lot
of false dawns. A number of
things have strengthened us. But
we don't want to send out any
over -optimistic signals."

Meanwhile, it has been hinted
CRN will bid for the "regional"
ILR franchise for the south-west
area, for a service expected to

reach about 1.5 million adults.
CRN Currently operates specialist
format station Galaxy Radio/
Bristol in that region.

Chiltern is also said to be
looking at the possibility of bid-
ding for the country's speech -
based formatted third indepen-
dent national network, which has
yet to be advertised by the Radio
Authority. MMc

FRANCE

hard to see people like Smith
going, who was not just a col-
league, but a friend too. But as
MD of a record company, it's
something that I just have to
bear."

Smith, who has been with the
company for 10 years, is accus-
ing Cokell of behaving "like a
football manager wanting to
bring in his own men."

Smith says he is trying not to
feel bitter about what has hap-
pened, but comments, "I've been
very much part of the success of
this company and I'm being
replaced by a radio plugger with
far less experience."

UK Radio Academy
Sets Festival Agenda

The UK's Radio Academy will hold the
industry's annual festival at the Internation-
al Convention Centre in Birmingham, July
14-15, focusing on key elements of the
changing commercial radio scene as well as
the future of the BBC.

Key speakers at the conference include
Robert Key of the Department of National
Heritage, out -going director of the BBC
Michael Checldand and National Associ-
ation of Broadcasters (NAB) CEO Eddie
Fritts.

The conference, chaired by Gillian
Reynolds, will cover a host of topics
including the arrival of radio's new audi-
ence research system, RAJAR, the collabo-
ration between the BBC and commercial
radio, digital audio broadcasting and radio
TV/cross promotion.

For registration information contact the
Radio Academy at (+44) (0)71 328 3837.

MMc

A&R Is Key To Sony's Future, Says De Bodinat
by Emmanuel Legrand

Sony Music France president
Henri de Bodinat is increasing his
focus on A&R in an effort to raise
the company's share in the local
market.

The first in a series of changes
will be the appointment of a new
MD at the Columbia label in
September following the departure
of Patrick Decam. Second on the
agenda is the creation of a fourth
imprint, Sony Music Associated
Label, scheduled to come into
operation in September. De Bodi-
nat describes this as a "very spe-
cialized label which would serve as
a nursery for acts that deserve spe-
cial treatment. These acts, both
local and international, would
either come from Sony Music affil-
iates around the world or would be
signed from independent labels."
Asked why he decided to put more

strength into A&R and duplicate
its sources, De Bodinat says, "Both
the industry and CBS/Sony Music
have overestimated the importance
of marketing these past few years.
But by far the key position in a
record company is the A&R. Mar-
keting and promotion should
revolve around A&R. I believe that
if Sony Music wants to expand its
market share, it will be through its
capacity to attract new acts and to
develop careers."

To support this new policy De
Bodinat has also decided to
increase emphasis on sales. Under
the supervision of MD Jan -
Claude Gastineau and sales direc-
tor Jean -Francois Loury, the
sales force has been expanded in
order to cover the different outlets
selling pre-recorded music. A spe-
cific sales for& for classical music
has already been created.

Comments De Bodinat, "Our

priority is to have the best sales
force possible. What's the use of
having all the radio airplay you can
imagine if records are not in the
retailers' racks? The change in our
commercial policy is meant to give
Sony Music the tools to develop
different types of artists in all types

of reper-
toires."

During
his six
years as
president ofSony
Music, the
company
has more
than tripled
in size,
grossing

Ffr1.3 billion in 1991, up from
Ffr350 million in 1986, with a
market share jumping from 15% to
20%.

Henri De Bodinat

The company's Ffr1.3 billion
(app. US$0.2 billion) turnover is
split as follows: 45% from the
three labels (Columbia 25%, Epic
15% and Squatt 5%), 30% from
special marketing (compilations,
special products and low -price
back catalogue), distributed labels
15% and classical 10%.

De Bodinat also reports that he
is considering establishing a fifth
label which could be added "by
acquisition." It is no secret that
Sony Music has an eye on indie
label Trema, rumoured to have
bean for sale for some time. He
declined to comment any more
than saying, "From an artistic point
of view Trema is interesting."

De Bodinat says his ambition
for Sony Music in 1992 is to have
"at least the same market share [as
in 1991], and to reach the same
level of profitability." He remains
cautious, however, saying, "In

these troubled times, we have to
carefully plan our expenses."

He forecasts a national market
growth of only 3%-5% for 1992,
but is anxious that the company
consolidate its position in the mar-
ket. Although he declined to
reveal the company's profits,
industry sources estimate that it
has reached 15% turnover. "Our
increase in turnover for the first
months of the year was good com-
pared with the market growth, so I
am confident," comments De Bod-
inat. He points out that five of the
Top 10 albums and 10 of the first
20 albums charted at the end of
May were Sony product, while the
company had up to 35% of the
charts positions in the singles
chart. He also says out that Sony
Music France has a 20% market
share, one of the highest market
penetration rates of all the national
Sony Music affiliates.
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