
M&M Examines Whitney's
Huge Success. Also,
Studio Supplement.
See Pages 3 & 7-1 1.
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SEXUAL HEALING AT MIDEM - Al Jarreau (front right) and Rick
Dees (4th from left) led the final performance during the "Sexual Heal-
ing" concert held at Midem, during which artists gathered to sing Mar-
vin Gaye songs to raise awareness for AIDS.

RFM Administrator
Calls In Receivers

by J. Sullivan & E. Legrand

Receivers have been sent in to
investigate the finances of French
national ACE network RFM fol-
lowing a decision made by the
net's temporary administrator
Hubert Lafont on February 10.

FM Nets Down
In Paris Region
National music nets lost part of
their share of listeners in the Ile
de France, slipping 1.1% to a
42.8% market share in the fourth

(continues on page 25)

Top 5 Stations
(Sept - Dec Audience Cume

Ile de France Paris
RTL (FS) 23.3 15.3
Europe I (FS) 15.1 15.0
France Inter (N/T) 11.6 16.4
France Info (NIT) 10.5 14.8

NRJ (EHR) 8.3 5.8

The move comes after months of
ambiguity surrounding the true
division of ownership of the stat
tion, reported to have debts of
FFr12-15 million (app. US$2-3
million). That uncertainty led to a
CSA block on January 26 on all
sale of shares, including the pro-
posed purchase of the net by NRJ
and publisher Alain Ayache.

Since 1989 35% of the net
was owned by founder Patrick
Meyer and 35% by Crown Com-
munications, with the rest owned
by bank Credit Mutuel
D'Artois. However, in 1991,
RFM announced that Meyer
wanted to pull out. The CSA
authorized a shift of shares
whereby Crown would take 14%
of Meyer's stake and the remain-
ing 21% would go to the employ-
ees at the station. However, com-
ments from RFM president
Andrew Manderstam last
autumn raised doubts about the
true division of shareholding at
the station. He is reported to have

(continues on page 25)

Brits Chairman
Dickins Calls For
Voting Changes

The society was brought in for
the first time this year to analyze
the voting and to add balance,
says Dickins. A formula was
implemented whereby if block
voting was identified, those votes
were halved. This resulted in the
outcome of two awards being
altered.

Dickins, who is also chairman
of Warner Music UK, says the
number of different groups voting
should be increased to ensure
impartiality and dilute some of
the voting clout of the major
record companies. "We should
include people who on a day -to-
ddy basis are involved in and deal
with the music industry," he says.
"I'm not talking about the periph-
eral people, but people from the
music press, radio and TV. This
would make it an industry award,
not an exclusive one for the

(continues on page 25)

by Mike McGeever

Brit Awards chairman Rob
Dickins is calling for a reform in
the event's voting procedure to
include votes from other areas
related to the music industry. His
comments follow changes to bal-
lot counting methods which for
the first time
diluted the
power of block
voting for the
event.

Currently
150 record com-
panies who are
members of the Rob Dickins

trade group the BPI cast individ-
ual votes for the annual ceremo-
ny. The block voting, which has
occurred in the past and has been
criticized frequently, was uncov-
ered by the independent Elec-
toral Reform Society (ERS).

RTBF Contemplates
Radio 21 Sell -Off

by Marc Maes

Belgian French -language state
broadcaster RTBF is talking with
some of Europe's largest media
groups about privatizing the
financially troubled generalist
channel Radio 21. Three candi-
dates-Europe 2, Bel RTL and
Canal +, have expressed an inter-
est in buying shares in the station.

RTBF has been suffering
financial problems for some time,

and the French community gov-
ernment's decision to cut down
the pubcaster's allowance urged
the station to slash expenses even
more. Following the collapse of
the RTBF orchestra last year, the
pubcaster also decided to look for
other ways of raising finances.
The broadcaster's second TV
channel, Tele 21, was the first
channel to be put up for tender
when the RTBF board decided to

(continues on page 25)

UK Shipments
Fall 6%;

PolyGram
Remains Tops

by Steve Wonsiewicz

The recession is still biting in
the UK, if the latest BPI results
are anything to go by. Album
volume dropped 6.3% to 133.6
million units, while total value
slipped 3.1% to £611.4 million
(app. US$873.4 million). The
numbers follow last year's 5.5%
volume drop in album sales.

Singles trade deliveries for
1992 fell 6.0% to 52.9 million
units worth £81.1 million, a
3.0% gain. In total, the UK mar-
ket declined 2.4% to £692.5
million on a 6.2% drop in deliv-
eries to 186.5 million units.

(continues ottpage 25)
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European Hit Radio
WHITNEY HOUSTON
I Will Always Love You
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Eurochart Hot 100
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I Will Always Love You
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News

Dutch Chart Rivalry Ends
In Court Case Proceedings

by Machgiel Bakker

HOLLAND
Just one week
following its

official launch, the Dutch Top 50
chart is facing its first stumbling
block now that rival organization
Stichting Nederlandse Top 40
(SNT) has filed suit against the
new chart compiler.

SNT's former MD Sieb
Kroeske left the organization-
after being employed for some 10
years-following a conflict with
the board over an exclusivity con-
tract demanded by pubcaster
Veronica (M&M December 19).
Kroeske then initiated the new Top
50 chart foundation, which quickly
garnered support from national
IFPI body NVPI, retailers associa-
tion NVGD and copyright organi-
zation BUMA/STEMRA.

According to SNT and a sum-
mation by its lawyers Steinz &
van der Veen, during his period as
SNT MD, Kroeske gathered valu-
able knowledge, expertise and con-

tacts from which the Top 50 now
benefits. In addition, the charges
continue, the Top 50 is compiling
various chart listings with titles
which are also used by SNT.

The SNT summons the Top 50
to not employ Kroeske for one -
and -a -half years, to stop using the
name "Top 50" and the names of
the other chart listings it produces.

The charges are not only direct-
ed to Kroeske and his employer,
but also to Veronica, the NVPI and
the NVGD. Here are of some of
the other charges:
 Veronica, now broadcasting the
new chart on a weekly Saturday
afternoon slot, is accused of
breaching the contract with SNT
(whose Top 40 chart it still airs
until 1993) by participating in the
Top 50. SNTs request the pubcast-
er to stop broadcasting the new
chart.
 The NVPI is accused of abruptly
ceasing the supply of sales figures
and release information to SNT,
hampering the organization's chart

compilation proceedings. The
NVPI is asked to resume offering
this information to SNT.
 According to the suit, the
NVGD has pushed retailers to
delay paying its subscription fees
to the SNT (for the weekly chart
brochure). In a recent letter, the
NVGD has, according to the
charges, openly invited the retailer
community to embrace the new
Top 50 chart. A proposal for a let-
ter of rectification is being
demanded by the SNT.

SNT has submitted the case to
the Amsterdam court in summary
proceedings. A court ruling is
expected in two weeks.

Although the charges are aimed
at four different parties, industry
observers expect SNT to focus pri-
marily on the Top 50 foundation
and it's MD Sieb Kroeske.

Top 50 non -voting chairman
Jan Gaasterland comments, "I do
hope that the problems between
the two foundations will be solved
soon. My actions will reflect that."

Houston Continues Hat Trick
by Robbert Tilli & RaCil Cairo

EUROPE M&M's weekly
"No 1 in

Europe" blue box on the front page
has shown Whitney Houston rul-
ing all the charts for five consecu-
tive weeks. including albums (the
BodNplard soundtrack), singles (I
Will Always Love You and the EHR
Top 40. She also tops M&M's for-
matted airplay charts (EHR, ACE
and Dance), achieveing a true
"multi -format smash." The same
thing is happening on the other side
of the Atlantic, and the Warner
Brothers film is a box office hit
now grossing over US$200 million
in Europe, while the second single,
I'm Every Woman, is gaining
ground rapidly. But how long will
radio go on loving her current hit?

Says BMG International mar-
keting director Steve McCaughley,
"The album went to number one in
every country where BMG has an
office. The single has been number

one all over Europe, apart from in
Spain, Portugal, Greece and Finlaid
where it is still going up. In the UK
alone it was 11 weeks on top."

The album has sold a total of
four, seven and 14 million copies
respectively in Europe. the US and
worldwide. / Will Always Love You
sold 2.5. four and seven million
copies in the same territories.

Meanwhile, radio continues to
support the single as if it was still
Christmas, especially on the ACE
format. Sky Radio/Bussum (Hol-
land) music director Vranz van
Maaren doesn't even consider
dropping the title. "As long as it is
popular, we'll keep it in the heaviest
rotation, as we have done for over
10 weeks now."

His colleague Egil Houeland at
EHR outlet Radio 102/Haugesund,
Norway, agrees, saying, "It's such a
popular record, that there's no way
around it."

Strange as it may seem at first
sight, the single is also hot property

for dance radio programmers, as
Italian Power RV1 The Black
Radio/Turin head of music Paolo
Lauri reveals. "It's one of the most
requested tracks on our station. That
won't change in the foreseeable
future."

Meanwhile. Houston's second
single released from the sound-
track-I'm Every Woman-is
exploding on the airplay charts,
with other tracks from the likes of
Lisa Stansfield and S.O.U.L.-
S.Y.S.T.E.M also receiving solid
backing. The video shows the orig-
inal singer of the song Chaka
Khan plus Valerie Simpson of
songwriting duo Ashford & Simp-
son behind it.

The last artist to score a hat trick
was Michael Jackson in January
1992, when Black Or White was
number one in both the EHR Top
40 and the Eurochart Hot 100 Sin-
gles, while the Dangerous album
did equally well in the European
Top 100 Albums.

EUROPE A T A GLANCE
CIS: Europa Plus Gains Listeners
Europa Plus stations in Moscow and St. Petersburg have increased their
audience, establishing them as Russia's top music radio stations, according
to the latest results produced by Mediametrie International. The stations
grabbed a cume daily audience share of 10.8% (5.5 million people) and
13.1% (2.7 million), respectively. Europa Plus recently opened stations in
Samara, Volgograd, Nijni Novgorod and Togliatti and now has a total
coverage of 36 million potential listeners. Emmanuel Legrand

BELGIUM: New Private Web For Wallonia?
French community audiovisual council CSA is currently studying the
possibilities of introducing a new type of private radio station serving the
whole of the French -language community in Belgium. Those stations
would be allowed stronger antenna power. Possible candidates include
Bel RTL, Radio Contact, Nostalgie and Radio Ciel. Marc Maes

UK: Southern Sells Mellow 1557
Group owner Southern Radio has sold Mellow 1557 AM/Essex to a
consortium led by David Cocks, former MD of Suffolk Group Radio.
No price was disclosed. The loss -making station was on the periphery of
Southern stations' coverage areas, says Southern spokesperson John Cole.
Southern acquired Mellow as part of its merger with Invicta Radio in
December 1992. Mike McGeever

UK: Island Hires Indie TV Promoters
Island Records UK has hired independent promoters to handle its TV
products. One of the promoters is Milestone Promotions London. Radio
promotions will continue to be handled in house. The move follows the
recent redundancies of head of TV promotion Allan Jones and head of
press Nick Robinson. A&R manager Michael Perch was also let go in
the restructuring. A replacement for Jones will be made shortly, according
to the hew head of press Nick White. IVEVIc

EUROPE: Time Warner, Sony, NRJ Set Records
Time Warner turned in its first full -year net profits since the Time Inc.
bought Warner Communications. Time Warner earned US$86 million
in 1992 versus a US$99 million loss the year before. Revenue increased
9% to US$13.07 billion. Sales at the Warner music group rose 9% to
US$3.21 billion, while operating profits inched up 4.5% to US$585 mil-
lion. Sony Music reports record sales, up 10%, in the third quarter (Oct. -
Dec.), with December turnover also breaking new ground, up 20%. In
radio. turnover at French group operator NRJ jumped 23% in a stagnant
ad market to FFr374 million (app. US$67 million), while net income fol-
lowed suit, up 25% to Ffr92 million. Steve Wonsiewicz

PORTUGAL: BMG Wins Copyright Case
A Portuguese court has awarded BMG Ariola Germany Esc48 million
(app. US$325.000) for damages in a copyright case brought against Jose
Serafim and Arnoldo Trindade. The Portuguese Author's Society
(SPA) was also awarded Escl l million. The case involved pirated product
during April 1, 1986 - December 1986. BMG estimates that nearly
460.000 units were exported and sold to other countries. Serafim and
Trindade's licensing agreement with BMG expired on March 1. 1986.SW

FOR THE RECORD
In M&M issue dated February 6, Midlands Radio had a pre-tax profit of
£679.000 in 1992, not the £69.7 million reported. Also, Spanish radio
operator Cope is negotiating to sell a 23% rather than a 2.3% stake in
Cadena 100 for Pta1.7 billion, worth about US$14.5 million, not the
US$15.000 published.

7 MORE ADDS THIS WEEK

See next week for Ill ore east west
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MCA Celebrates First B'clay,
Launches Into Local A&R

by Miranda Watson

With MCA
Germany's

market share currently standing at
around 4.5% in Germany and
turnover exceeding DM80 million
(app. US$53 million), MD Heinz
Canibol says the company's per-
formance in its
first year has
exceeded his
expectations,
and probably
that of his com-
petition. Says
Canibol, "We
are very happy
with how MCA
Germany is
developing. We admit that we have
been very lucky to have had a
flood of superstar releases during
our first year and with this combi-
nation of well-timed product we
managed to exceed all internal
expectations by at least 30%."

That timing was something of a
stroke of luck, says MCA
International senior VP Stuart
Watson, but the success forced the
industry to take notice. "On
December 1, 1991, the first day the
office opened, we had seven
singles and five albums in the
charts," comments Watson. "We
were profitable from day one."

The company has grown from
18 people at the beginning to about
28 now, says Watson. "It has been
a hell of a lot of fun setting up this
company," he says. "And I think it
has been good for the industry,
having a new company success-
fully launch in the market. It
injects new energy and vibrancy
into the market."

Now Watson and Canibol are
ready to take the company to the
next level, and MCA to become

GERMANY

Stuart Watson

the sixth major record company in
Germany. Canibol sees Virgin
Germany under the leadership of
Udo Lange as a role model for
MCA's development. "If we can
follow a similar pattern, I'd be
more than happy."

The biggest seller for MCA has
been Guns N' Roses with two

million units sold
of the albums
Lose Your
Illusion 1 & 2.
Comments Cani-
bol, "I really
don't know
where the ceiling
is for Guns N'
Roses. They're
crossing all

target groups. They were still in
the Top 10 chart one year after
release." Other big sellers in '92
were Nirvana's Nevermind
(650.000 units), Cher's Love Hurts
(almost 500.000) and Tom Petty,
whose last album went gold for the
first time in Germany.

To capitalize on its wealth of
charting repertoire, Watson and
Canibol invested heavily in local
promotion. "We were able to post
our regional promotion people the
way we wanted," says Watson, a
UK local promo veteran himself.
"There wasn't a history of how
MCA promotion should be done in
the country. It was all new to us."

After success with its
international artists, MCA is now
ready to try its hand at local A&R,
but in a small way at first. In
charge of local A&R is former
East West executive Uwe Meyer-
Dfirkopp, who officially joined
MCA on February 1. The company
has signed its first local act
Abstiirzende Brieftauben, a

pop/punk band from Hannover.
Canibol targets about six to eight

Heinz Canibol

acts, focusing mostly on German -
language pop/rock. "Though," says
Canibol, "we won't rule out
English language pop/rock."

MCA won't sign Schlager or
Volksmusik acts, he says.
"Originally, my team was specially
selected to handle the Geffen,
MCA and GRP repertoire and
adding Schlager or Volksmusik
would make our roster too broad to
work efficiently."

MCA is structurally a
combination of three labels:
Geffen, which has superstars Cher,
Guns N Roses and Sonic Youth
on its roster; MCA with a big
catalogue of country and black
artists; and GRP, a jazz label
which Canibol says broadens the
base of MCA. Canibol explains,
"Even during the first year of
MCA we have been trying to base
the company on three legs and not
just on Geffen and MCA. We have
strengthened GRP and found retail
and media partners who are aware
of the full strengths of the GRP
repertoire."

Canibol says MCA has been
working with other jazz labels to
stir up media interest in jazz,
working on ideas such as the
creation of a new jazz chart and
attracting sponsors. MCA aims to
create a turnover portion of 3-5%
with GRP, which Canibol says
would be a healthy percentage for
the label and one that MCA would
have to break quite a few local acts
to match. A strategic move for
MCA in this year, according to
Canibol, was the change in
distribution for GRP from Aris to
BMG Ariola Hamburg, which
also handles distribution for
Geffen and MCA, thus
consolidating the three labels.
Additional reporting by Steve
Wonsiewicz

CD Takes Hold In Sweden
by Ken Neptune

SWEDEN Swedish
music sales in

1992 registered a dramatic shift
from vinyl to CD, according to
recent results produced by
GLF.

Vinyl albums sales plum-
meted 73% to 1.4 million units,
while CD purchased jumped
29% to 11.6 million units.
Overall, unit sales dropped
13% to 18.2 million, worth
Skr1.01 billion (app. US$137
million).

Overall, single sales have
dropped by almost 7%
compared with 1991. CD
singles are gaining ground as
the preferred single format.
Although vinyl singles
continue to sell the most,
growth has declined.

One partial explanation of
the increase in sales of the CD
single is the commercial
success of compilation CDs
such as Absolute Music and
Radio City Hits. According to
Swedish IFPI chairman,
Lennart Backman, there are

other factors as well. "Price -
wise I think the CD single is a
good value for the consumer.
The CD single's increasing
share of the market is in
keeping with general consumer
shift to the CD format."

Backman says he expects
1993 to be a tough and
turbulent year for the Swedish
record industry. In spite of the
devaluation of the Swedish
Krona and negative figures in
formats other than the CD, he
believes that there are growth
possibilities. "There can be
some growth this year, even if
it is small. At best we can hope
that 1993 will match 1992
levels, with perhaps a small
percentage increase."

Total Shipments
(millions of units)

'91
Singles 3.7
Vinyl 5.0
Cassettes 3.2
CD 8.9
Total 21.0
Source: GLF

'92 % chg
2.6 -29
1.4 -73
2.5 -20

11.6 +29
18.0 -13

Vinyl Single Breathes Last Breath

SPAIN Recorded
music ship-

ments in Spain slipped 4% to
52.5 million units on a 5% drop
in value to Pta65.3 billion (app.
US$583 million), according to
1992 figures from Spanish
music and video trade group
AFYVE.

Vinyl singles recovered from
last year's slump, up to 83
million sales from 36 million.
Meanwhile, the vinyl album
consolidated a general downturn
which began in 1990, slipping
44% to 9.6 million.

As in other territories, the

CD is establishing itself as the
major format, with sales of CD
albums rising 50% and CD
singles by 900%. Cassettes
deliveries fell 7.8%. JS

Total Sales
(millions of units)

'91 '92 % chg
Singles 36.0 83.0 +130
Albums 16.6 9.6 -44
Cassettes 23.1 21.3 -8
CD singles 9.0 9p.0 +900
CD albums 13.3 20.0 +50
Total 54.5 52.5 -4
Source: AFYVE

BPI's Oberstein Calls For Cable/Sat Performance Right
by Steve Wonsiewicz

& Mike McGeever

UK
Maurice Ober -
stein, former

PolyGram UK president and cur-
rent president of UK music industry
group BPI, is calling on internation-
al trade organization IFPI to lead
the fight to ensure that cable/satel-
lite radio providers pay a broadcast
performance right.

Oberstein's call to arms follows
the news that Digital Music Ex-
press (DMX), the digital cable/sa-
tellite radio service, will launch on
March 15 to about 100.000 sub-
scribers across Europe. The US -ori-
ginated service will offer 30 music
channels with formats ranging from

opera, specialist music and rock.
Initially the service will be distri-
buted to the UK, Denmark and the
Benelux territories, with the poten-
tial for expansion to six million
subscribers in the rest of Europe.

Comments Oberstein, "IFPI
should obtain a performance right,
just as it has piracy laws and
copyright laws. In any rights issue,
the IFPI represents each of the
national bodies. The first step is for
the European Community to ensure
there is a performance right
throughout the EC. About eight or
nine of the 12-13 states already
have such laws. So it's nothing new.
The purpose is to close the
European circle." Oberstein says
once EC member states sign on,

then other European territories such
as Scandinavia, should agree to
such laws.

"IFPI has to lobby the EC to get
the current white paper through that
carries a per-
forming right,"
he adds. "And it
requires the sen-
sitivity of the
broadcasters to
not oppose pa-
per." The paper
should be pub-
lished sometime
later this year.

Oberstein says it is in the best
interests of terrestrial radio stations
to join the fight. "Radio needs to
understand that the invasion of

Maurice
Oberstein

digital radio could do real damage
to the size of their audience."

In the UK, DMX will be
initially test marketed to 20.000
subscribers in the Bristol area
before it is made available to larger
areas such as London, says Bruce
Smith, marketing executive at
TeleWest Conununications, who
has a UK distribution deal. "It is a
difficult concept to market," says
Smith. "We have to see how well it
does before we expand with it."

The service is available to
subscribers for a fee in addition to
normal cable rates.

DMX's parent company, Inter-
national Cablecasting Techno-
logies, says it has signed a letter of
intent to distribute the service on

satellite broadcasters British Sky
Broadcasting and News Datacom
to the UK and Ireland.

DMX's business development
manager Steve Sharply tries to
dispel European record companies'
fears that the new service will prove
to be detrimental to record sales.
"DMX will be playing discrete
tracks, not entire albums. This will
increase interest and should help
sales." He adds, "There won't be
any published playlists." Sharply
also says DMX is willing to meet
its royalty payment obligations.

IFPI director general Nic
Garnett was scheduled to meet
with digital cable/satellite provider
DMX in early February (M&M
February 6).
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HAPPY 10th BIRTHDAY VIRGIN GREECE - Yannis Petridis set up
Virgin Greece 10 years ago, coming from his position as international
manager at PolyGram Greece. The company now has a stable market

share of 5.7% in the US$83 million (1991 sales) market, despite losing
Arista and Island and having little in the way of local repertoire. Virgin is
now setting its sights on a 7.0% share in the next couple of years.

The company currently represents labels including Mute, 4AD, Beggars
Banquet, Tommy Boy, Colosseum, Silva, China and Ricordi. "These

labels offer a variety of repertoire that Virgin does not have alone," says
Petridis. "This allows the company to collaborate with record companies
like PolyGram and EMI on some very special TV compilation albums."
Repertoire is concentrated on international artists, and currently includes
acts such as Nick Cave, Dead Can Dance, The Levellers, Army Of
Lovers, The Charlatans, Keziah Jones and Sarah Jane Morris.

1992 Top Year For East
West, Classic Label Rise 24%

by Miranda Watson

GERMANY 1992 was the
best year ever in

the 41 -year history of East West
Records in Hamburg in both
turnover and bottom -line. The
company enjoyed a 10% sales
growth compared with the previous
year, while the Atlantic labeled
8%.

MD Jurgen Otterstein is

especially pleased with the

performance of East West's three
classics labels. While the classical
market suffered a 2% sales decline
in 1992, East West's classics labels
enjoyed a 24% growth in turnover.
Comments Otterstein, "Classical is
definitely one of East West's prior-
ities now and we will be signing
more acts exclusively. Since we
lost Decca we have been focusing
our energies on our three classical
labels and we've shown how much
potential there is in this field."

However, the growth of the
Atlantic label in 1992 will be a
hard act to follow, says Otterstein.
"Since we've taken Atlantic to
different levels, it will be difficult
to grow any more unless Atlantic
signs some more superstars." East
West's natural focus over the last
few years has been on international

New Coalition Government Lifts

Advertising Cap On RTE
IRELAND

Ireland's new
Labour -domi-

nated government has come out
with a new policy which it hopes
will restore ratings leader pubcaster
RTE and stimulate the programme
services industry in the country.

Regulators, led by new minister
of communications Michael D.
Higgins, a university sociology
lecturer, have decided to remove
the advertising income cap at RTE,
which was introduced in the 1990

Broadcasting Act. The government
also wants private broadcasting
firms to be able to sell more
programming to RTE. While the
BBC has a similar independent
production quota in the UK, such
programme service -oriented com-
panies are virtually non-existent in
Ireland.

The government is keeping
quiet as far as local, private
commercial radio is concerned,
revealing only that "measures to
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ensure that commercial local radio
remain viable will be introduced."

As expected, the government
has not said whether it will
subsidize local radio stations.

Also, not yet addressed are
plans to call for applications for a
national radio franchise to replace
bankrupt Century Radio.

With Labour now the dominant
force in a coalition government
with Fianna Fail (Nationalist), the
notion of allowing another national
commercial radio station could
now be postponed indefinitely, if
not forgotten, so as not to damage
RTE, whose two Dublin stations
are facing tough competition from
local private commercial outlets.

AOS

Did you already order

the new Eurofile music

industry directory?

Tel. (+31) 20.6691961

Jurgen
Otterstein

repertoire. "We were very much
guinea pigs in this, but we proved
that it was a good strategy."

The establishment of the new
special marketing division this year
headed by Thomas Schenk will

provide a new
area of focus for
East West, as
well as providing
a bridge between
East West and
Warner. It will
be involved
mainly in the
TV/radio mer-
chandising of

product, club sales, special
compilations, music videos and
budget/children's repertoire.

As far as domestic A&R is
concerned, this is the area in which
Otterstein says the company will be
stepping up its activities, especially
since the loss of its greatest star
Peter Maffay to BMG Ariola.

"We still have Maffay's new al-
bum, his back catalogue and a 'Best
Of compilation to keep us going,
so it's not so much a loss in terms
of turnover, but we will have to a-
dopt an aggressive stance in A&R."

Otterstein says one of the keys
to the future success of East West is
the establishment of the dual
structure of East West and WEA in
all the key European markets. East
West Hamburg became an affiliate
of Warner Music International in
1988 and changed its name from
Teldec in 1990. Only France and
Italy have yet to establish the "East
West" titles. Comments Otterstein,
"We will soon begin to see the
benefits on a European basis of
having this dual structure. All the
key East West companies for
instance have now designed a plan
for artist marketing development
over the next 18 months. It is going
to mean more of a focus on
European A&R for us."

Sony Tops 1992
Albums Share In Italy

by David Stansfield

ITALY Sony Music
Italy led Italian

record companies with a 15.5%
album chart share -10.6 points up
on last year's share-according to
figures compiled by national trade
magazine Musica e Dischi. BMG
came second with 14.2% and
PolyGram third with 14%, fol-
lowed by EMI (11.2%), WEA
(9%), CGD (9%), Fonit Cetra
(7.2%), RTI Music, (6.8%),
Heinz Music (3.2%) and Virgin
(3.1%). Other companies account-
ed for a combined 6.8% share.

Indie firm Ricordi was top
distributor of albums in 1992 with
a 15.9% share, followed by Poly -
Gram (15.7%) and Sony Music
(15.6%). Sony's share rose by 10.7
points on 1991's figure of 4.9%.
Says Sony Music president/MD
Franco Cabrini, apart from our
own labels, we only distribute pro-
duct on the Arcade imprint. This
is a good result for us from a
marketing point of view.

"We were lucky to launch new
albums by national artists Claudio
Baglioni, Francesco de Gregori,
Anna Oza and Ivan Fossati. The
main reason we reached such
results, however, was the
teamwork between our marketing
and A&R departments."

BMG Italy was top firm in the
singles sector with a 23.4% chart
share, beating Sony, which rose
from its 1991 5.2% share to
21.9%. PolyGram lost its 1991

number one spot, dropping from
14.4% to 11.6%. WEA took 8%,
followed by RTI Music (4.9%),
EMI 4.4% and Virgin (3.8%).
Discomagic, Ricordi, Flying, New
Music, CGD and Sugar were the
other companies to figure in the
ratings.

pomestic album chart product
captured an overall 50.1% of the
market in 1992, international
product accounted for a 43% share
and with compilation albums
accounted for6.9%.

Cabrini doesn't believe these
statistics represent overall market
shares, including non -chart pro-

duct. "The share
for domestic
product will go
down, because
there are always
a lot of interna-
tional artists
which can sell
records," he
says. "I always

present the situation to my
colleagues on the international
market as being 50/50%."

National artists Luca Carboni
and Zucchero were the top album
sellers in 1992, according to the
survey. Carboni's self -titled album
sold 800.000 units, while
Zucchero's Miserere (Polydor)
arrived in second place with
780.000 units. Amedeo Minghi
came third with 1 Ricordi Del
Cuore (Fonit Cetra) - 370.000, and
Elton John fourth with The One
(Rocket) - 370.000.

Franco Cabrini
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Newsmakers Profile

Liz Forgan Claire King

 HOLLAND: Kees van der
Hoeven has been appointed gen-
eral professional manager at EMI
Music Publishing Holland. He
will be responsible for A&R. He
previously worked for two years
with MCA.

IN FRANCE: Franck Tuil has
been appointed product manager
at Epic. He will be responsable
for, among others, FFF and
Shabba Ranks.

 FRANCE: Olivier Goulon
has been appointed product man-
ager and head of press at
Carrere.

 FRANCE : Alain Surrans has
been appointed director of the
Centre National d'Action Musi-
cale. He takes over from Mau-
rice Fleuret.

 FRANCE: Christian Her-
rgott, former A&R director of
BMG, has left that company to
found a new label, CH2, to be

distributed by EMI France.

 NORWAY: Tormod Kjen-
sjord was appointed January 26
as the MD of national radio sta-
tion NRK's new EHR project P3.
Kjensjord started in his new posi-
tion on February 1. Jan Rustad
has been appointed as NRK P3's
head of music.

 SWEDEN: Kjell Andersson,
currently marketing manager at
Warner Music Sweden, has
been appointed product manager
at the company.

 UK: Liz Forgan, veteran pro-
grammer at ITV's Channel 4, has
been appointed MD of BBC
Radio.

 UK: Lisa Gordon has been
appointed director of communica-
tion at LEP!. She was previously
assistant director at County Nat
West Securities.

 EUROPE: At EMI Music
Worldwide, Claire King has
been appointed general manager
European Repertoire, reporting to
VP international marketing Chris
Windle.

Send all information on
appointments, plus photos, to
Julia Sullivan, at the Music
and Media offices in Amster -

Keeping its promise of a "Better Mix Of Music"
and maintaining consistency in its programming
has led Classic Hits 98 FM Dublin to emerge as
leader in a market that is often underrated in Euro-
pean radio. That is according to Dirk Anthony, sta-
tion head of operations and programme controller.

Anthony says the slogan is not superficial hype,
but the result of on -going research. "Of course the
audience listens to a radio station, but the station
must listen to the audience to determine what it
wants to hear. The common thread we find in our
research is comments from listeners saying we do
play a better mix of music," he claims.

Initial research by the ACE
station just before it went on air
three years ago indicated that
Dublin, with a potential audience
of over one million adults, lacked
ACE outlets.

Says Anthony, "For the three
years we have been researching
we have found Dublin to be a
softer market, not as the rock
music industry calls it, a rock 'n'
roll capital," he explains. "There
is certainly [rock] in the pubs and
clubs, but we are talking about
radio listening, which we have
proved to be totally different," he
says, adding that 98 FM's core audience is the 30-44
age group.

The station's strategy of staying in touch with its
listeners has paid off where it counts-audience
share. Currently 98 FM has a 37% cume. Second in
the market is pubcaster RTE 1 (N/T) with 35% and
RTE 2 FM (EHR) in third with 24%. This is the
first time in 60 years that RTE 1 has failed to lead
the market.

A typical hour on the station could include songs
from Genesis or Bryan Adams, as well as strong
elements from the '60s such as hits from Joe Cock-
er, Credence Clearwater Revival and Neil Dia-
mond. Referring to state -run radio in the past,
Anthony says, "The audience has never been asked
what they want to hear. Rather they were told what
they want to hear. 98 FM's playlist is made up of
songs the Dublin market has asked for."

Meanwhile, Anthony explains that the station's
relationships with record companies has warmed
considerably since three years ago. "In the early
stages it was very difficult. The record industry was
only interested in flogging new artists and releases."

He contends the record com-
panies now realize that it is the
audience who dictates what is
played. "If a new Whitney
Houston single comes out, we
will be the first place it comes
to. If Nirvana has something
new, the record companies know
not to bother."

Anthony encourages labels to
visit the station to work on ways
to promote artists, besides just
getting them on the playlists.

Having come to Dublin 15
months ago with ACE radio sta-
tion experience, he believes

Dublin is one of the most progressive markets in
Europe. "European radio is starting to see Dublin as
an influential market. Remember, commercial radio
in Ireland is only three years old. Other markets in
Europe see the aggressive way we promote our sta-
tions, especially through on -air contests and promo-
tions. The market is also on the cutting edge in terms
of research-it is far more advanced than any market
in Europe I know of." Mike McGeever

RTL: Policies And Plans For Staying On Top
Even with a 1.1% drop in audi-
ence according to the latest rat-
ings, after 10 years RTL remains
the undisputed French radio lead-
er with a 17.3% audience share,
more than seven points ahead of
the runner-up. Rarely in Europe
has a radio station dominated the
ratings with such magnitude and
for so long. Emmanuel Legrand
talks with Stephan Duhamel,
deputy general manager for pro-
grammes of RTL, about the chal-
lenges facing RTL in France.

M&M: RTL is still the leading
station. How can you explain
this?
SD: The success of RTL is a mix
of different elements. First of all,
we are independent from all polit-
ical power. Our shareholders are
solid and strongly support the sta-
tions. Secondly, our musical poli-
cy has been run for a long time by
the same person. And at the same
time, there has been a constant
flow of fresh blood, both in the
managing team and within the
personalities hosting our pro-
grammes all day long. Everything
here is made to build the best pro-
grammes.

M&M: But how do you foresee
the future?
SD: Success is fragile. This busi-

ness has become highly competi-
tive and because of the structure
of our listenership we have been
more protected than others from
the growth of musical networks.
That time is now over, and we are
in the same position as any other
station. RTL has dominated its
competitors by such a huge mar-
gin that this becomes its strength
and its weakness. Basically, this
margin cannot grow, and only has
more chances to
flatten.

M&M: How can
you keep your
leadership?
SD: We have to
stick to our format and nothing
but that: we are a full -service sta-
tion, which means that our pro-
gramme offers a mix of news,
games, music, comedy and adver-
tising. Shake it and you'll hear
RTL. The only problem is finding
the right dose. So we have to
avoid the temptations of special-
ization or fragmentation. Our f6r-
mat means we have to try to catch
the widest audience every
moment. It also means we have to
be very aware of what goes on
around us. We have to be on top
of the trends, and react promptly
to the changes in audience tastes.
Basically, our priority is to attract

and consolidate the 25-34 audi-
ence. This means that we'll have
to adapt our programmes accord-
ingly.

M&M: That's for the station
itself, but are there any other
ways to remain ahead of the
competitors?
SD: No radio station can be a
major player if it remains isolated
without a second or third set of

I nterNrie
programming. This can be
achieved either by launching new
stations, acquiring existing sta-
tions, or through advertising rep-
resentative deals. I think that
1993 will see the consolidation of
the radio situation in France
through four main groups: the
public service, RTL, Europe 1
and NRJ. There is a good chance
that almost all the main networks
will smoothly be integrated into
existing radio groups. Fun and
RFM are for sale. The only ones
remaining will be networks with
a minimal audience and some big
independent local networks or
stations. We are going back to a

situation where a small number of
the stations have control. I'm not
saying it is good or bad. It's a

fact. I am also convinced that no
full -service station such as RTL
can survive without the existence
of a musical FM network targeted
at the young audience. On the
other hand, no musical network
will survive alone. For example.
NRJ are not just expansionist for
the sake of it. They do it because

they have to in the
first place; they need
to increase their

W ground base.

M&M: Practically,
what does it mean

for RTL?
SD: It means we will carefully
review all the opportunities for
development, either by acquiring
other networks or by launching
new projects, within the close
range we are allowed by the
[broadcasting authority] CSA.

M&M: Aren't you limited by
the current anti -concentration
ceiling?
SD: Currently we are, but we
think these rules will be softened,
whoever will be running the
country. The proposal of a con-
centration ceiling of 100 million
cumulative potential listeners

suggested in the recent proposal
appears to be a situation which
leaves plenty of room for things
to happen.

M&M: Which means develop-
ing new formats from scratch?
SD: Is there room for new for-
mats? I don't know. The market
seems to be very closed and quite
well covered. Some restructuring
within the market can occur.
There might be things to explore
with a city news format.

M&M: What is your forecast
for 1993?
SD: I think it's going to be the
year of living dangerously for all
of us. The economy is not good,
and there is nothing allowing the
radio field to escape it. But on the
other hand, RTL as a leader may
be less affected. There is much
more worry for the less profitable
operations, which is why I think
there will be more regroupings to
come with the four forces I men-
tioned earlier. There were four
national stations before 1981.
Then came the FM stations,
believed to be over 1.800. Over
50% of them now belong to a
national network. And I don't
think the movement has ended
yet.
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SOETELIEVE STUDIOS
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Goudsmidstraat 16
5232 BP 's -Hertogenbosch

The Netherlands
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Lend an ear to
one of Denmarks
popular studios...

Greg Walsh
Sort Sol
Tony Poole
Sharing Patrol
Miss B. Haven
Sky High
Prairie Prince
Wayne Shorter Group
Ray Shulmann
The Poets

Tivoli The Airport - The little Mermaid? It's
your choice, but MEDIA SOUND STUDIOS is al-
ways nearby - well equipped studio facilities on
highly recommended standards, technical as well
as musical.

Two separated studios A and B - both de-
signed with 24 -track audio/midi set-ups. Studio
A also with automation set-up.

The studios are located in a cosy neighbour-
hood and the facilities gives you good possibili-
ties to see the difference between day and night.

Also the studios offers you a nice kitchen
with catering after your own orders.

See you next time... in one of Denmarks most
popular studios.

Media Sound Studios
Sturlasgade 14 B - DK-2300 Copenhagen S - Denmark
Phone + 45 31 54 61 00 - Fax + 45 31 54 35 39


