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IFPI's ‘zero tolerance’
stance over piracy

by Emmanuel Legrand

LoONDON — The record industry is taking
its war against piracy to a new level by
adopting a “zero tolerance” policy.

International record industry body
International Federation of the Phono-
graphic Industry (IFPI) is taking a “more
offensive approach” in solving a problem
which costs the industry $ 2 billion a
year, according to IFPI director general
Nic Garnett.

Elements in the new anti-piracy plan,
which will be implemented in Septem-

. ber, include:

QIRele i1} @ Tackling piracy ata
production level,
rather than at distrib-
ution level.

[ ] The (new)

appointment of an
anti-piracy director,
with a law enforce-
ment background.

® Enforcement of
anti-piracy legislation
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SPICE GIRLS
Spice
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in the most affected territories.
@ Ensuring that CD equipment suppli-
ers only provide their technology to fac-
tories producing legitimate CDs.
@ Building all relevant information on
piracy into a data base.
® Greater coordination of anti-piracy
action at global, regional and local levels.
The new strategy, unveiled to Music
& Media by IFPI director general Nic
Garnett on the eve of Midem Asia (which
takes place in Hong Kong May 21-23),
was formally approved during an IFPI
board meeting in Rome in April. It
marks a radical change from IFPTs pre-
vious policy, which focused on the distri-
bution side of piracy, and reflects IFPI's
continued on page 20

Mechanical royalties
dispute dragging on

by Jeff Clark-Meads and
Emmanuel Legrand
PARIs — Europe’s record companies and
music publishers are about to enter their
sixth month without a mechanical royal-
ty rates deal—and there is no sign of any
change to that in the foreseeable future.
The old agreement between the Inter-
national Federation of the Phonographic
Industry and BIEM, which represents
Europe’s authors and publishers,
expired at the end of 1996. Relations
between the two sides are now described
as being at their lowest point for 25
years. Since the expiry of the old deal,
both sides have continued to operate
under its terms, though no formal agree-
ment to do so exists between them.

Indeed, at present, the only common
ground between the representatives of
the labels and the authors/publishers is
that they both say the other must take
a “realistic” view of any new deal.

The old IFPI/BIEM agreement set
mechanical rates at 9.306 percent of
each record’s published price to dealers
(PPD). The sticking points in negotiating
a new rate are said by informed sources
to centre on the levels of packaging and
free goods discounts. It is also under-
stood that the 9.306 percent rate itself is
under challenge, with labels arguing
that it is not a reasonable extrapolation
of the previous rates, based on retail
price rather than PPD.

BIEM president Jean-Loup Tournier

continued on page 20

The 1997 Sony Radio Awards took place in London on May 12. Among
the winners was AC station Heart 106.2 FM/London, which collected the
Best Music-Based Breakfast Show prize for its Morning Crew pro-
gramme, presented by David Prever, Kara Noble and Jon Davies. Noble
(centre) and Davies (left) are pictured receiving the award from Euro-
vision winner Katrina Leskanich.

® Full story, page 3.

Capital readies
for Virgin arrival

. by Mike McGeever

LONDON — On the heels of
its proposed take-over of
the UK’s Virgin Radio
network (Music & Media,
May 17), the Capital
Radio group has restruc-
tured its senior man-
agement and
appointed an exec-
utive to expand its
themed  restau-
rant business.
With immedi-
ate effective, Capi-
tal Radio group
managing director

Richard Eyre
becomes chief executive; David Mans-
field, previously group commercial

continued on page 20
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Take-over
at L'Onde
Latine due

by Rémi Bouton

PaRris — The ranks of French indepen-
dent local stations continue to shrink.

Gold network RFM—a wholly
owned subsidiary of broadcasting
group Europe 1—is on the verge of
taking over the six frequencies cur-
rently used by French-language/latin
music station L'Onde Latine in the
South of France.

A provisional agreement has
already been signed between L'Onde
Latine’s founder/managing director
Laurent Perallat and RFM. The deal
still requires the approval of the
French broadcasting authority, CSA.

RFM currently operates a network
covering 30 million inhabitants over
120 frequencies. When the take-over is
cleared by the CSA, RFM will gain fre-
quencies in cities such as Marseilles,
Toulon, Cannes, Fréjus, Nice and
Monaco, with a combined total of over 3
million inhabitants.

RFM MD Frédéric Schlesinger says
the deal is not simply about adding
new frequencies, as RFM is already
present in some of the cities covered by
L’Onde Latine, but gives him access to
a skilled team of professionals who will
be able to produce five hours of locally
originated programmes each day.

“This deal—which has not been
finalised yet—is tied to CSA’s plan to
review France’s radio frequencies’ situ-
ation and to support category B sta-
tions [independent local commercial
stations],” comments Schlesinger. “The
opt-outs will allow us to strengthen the
performances of RFM, which are
already quite good, in the South of
France,” he adds.

“Our goal is to expand our reach and
improve our audience ratings with the
addition of local programming,”
Sclesinger ‘explains. “We have also
asked the CSA for the authgrisation to
make local programmes in some other
major cities, like Nantes, without even
asking for the access to the local adver-
tising market. Proximity is an excellent
audience catcher.”

LI)Onde Latine’s Perallat says the
deal offers him the opportunity to pull
the plug on the station he founded
without any financial losses, and with
the guarantee that most of his staffers
will get a job within the new structure.

Perallat explains that the reason he
decided to give up—six years after the
launch of L'Onde Latine—is that
despite several attempts, he had been
unable to expand the station’s reach to
include Paris.

“On two occasions, we have been
denied a frequency in Paris by the
CSA,” laments Perallat. “This has been
a severe blow to our development and
prevented us from building a national
network. We reviewed the situation
and came up with the conclusion that
there wasn’t much we could do, hence
we decided to sell.”

BBC, Virgin on top at
Sony Radio Awards

by Mike McGeever

LonpoN — BBC Radio Ulster and
Virgin Radio scored golden hat tricks at
the Sony Radio Awards 1997.

The regional public station and the
national AM and London FM com-
mercial broadcaster collected three
gold awards each at a ceremony held
in London’s Grosvenor House Hote on
May 12.

Radio Ulster’s awards were for
Interview Of The Year, Response To A
News Event and Phone-in/Topical
Debate. Virgin’s trophies were for On-
Air Branding Of Station Image, On-Air
Competition and Themed Music
Programme, the last-named shared
with the BBC’s London station, GLR.

The BBC continues to dominate the
event, as it has done since their incep-
tion, collecting 25 out of 29 gold awards
handed out during the 15th annual
awards ceremony. In addition to the
gold, silver and bronze prizes awarded
in 29 programming-related categories,
the jury nominated winners in nine
special categories, highlighting the
achievements of single broadcasters or
stations. In a statement, the jury
noted, “This year’s awards saw more
regional stations and programmes tak-
ing the top prizes than ever before.”

Scottish ~ broadcaster =~ Moray
Firth/Inverness—one of the smallest

commercial stations in the UK —was
Local Station Of The Year for the sec-
ond year running. For the second time
in four years, Classic FM took the gold
award for National Station Of The
Year, beating BBC Radio 1 FM.

The newly created award for
Programme Controller Of The Year
went to Steve Martin of CHR station
The Pulse FM/Bradford. The judged
deemed Martin as one of the “unsung
heroes” in commercial radio who during
his four years at the Pulse has “trans-
formed the station to make it a market
leader through a successfully targeted
music policy, high profile events and
activities, effective marketing and his
own inspirational management style.”

London AC station Heart 106.2 FM
took home the Best Music-Based
Breakfast Show award for its Morning
Crew programme presented by David
Prever, Kara Noble and Jon-Davies.
The Sony judges said the trio had taken
“a fresh approach, and re-discovered
the magic of the relationship between
the presenters and their audience.”

One of the highlights of the evening

"was when veteran presenter Alan

“Fluff” Freeman took the stage, met by
thunderous applause, to accept the
Best Themed Music Programme award
for his Friday night rock show on

Steve Martin (The Pulse FM/Bradford)
collects his Sony award from Gillian
Reynolds, radio critic of the Daily
Telegraph newspaper

joint gold award in the same category
went to BBC GLR’s Tom Robinson for
the gay music special, You've Got To
Hide Your Love Away.

Two other long-standing preseq-

ters, BRMB FM/Birmigham’s Les Ross
and the BBC’s Michael Green were
honoured with Special Sony Awards
for outstanding contribution to radio,
while BBC Radio 5 Live broadcaster
John
Broadcaster Of The Year. Another vet-
eran BBC broadcaster, Jimmy Young
OBE, was given the Sony Gold Award
to recognise his contribution to radio.

Invendale was named

Elsewhere, the Specialist Music

Programme award was collected by
BBC Radio 3 and the Daytime Music

wen Money, BBC Radio Wales.

Virgin Radio, which is produced by tUequence Programme award went to

station’s head of music Trevor White. A

Spanish label moves into Cuba

by Howell Llewellyn

Havana — The Spaniards have ret-
turned to Cuba.

Spanish independent label Manzana
has set up a sub-label -called
Eurotropical to record Cuban-resident
artists on location and to promote them
abroad. The official opening of
Eurotropical’s office in Cuba on May 23-
24 marks the first time since the 1959
revolution that an European company
has gained a foothold on the island.

Eurotropical will be distributed
worldwide—except for the U.S.A—by

Canary  Islands-based  company
Manzana, which ranks among Europe’s
main importers of Caribbean salsa and
merengue music. U.S. distribution will
be shared between G.B. Records in New
York and Reyes Records in Miami.

“I'm very excited about this historic
move and extremely happy with the
arrangement,” says Eurotropical MD
Ricardo Gonzalez. “Tt used to be difficult
to operate in Cuba as a foreign label,
working with Cuban-resident musi-
cians, but now we have the backing of
the culture ministry which appreciates
that a non-Cuban label can help to pro-
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mote the island’s music abroad.”

Gonzalez says there are several rea-
sons for moving into Cuba. “It is an
emerging market in all kinds of ways;
the amount of high quality musical tal-
ent is astounding. Havana I think will
once again be a commercial platform for
trade with north and south America as
it was during its heyday. It also repre-
sents a kind of an umbilical cord
between Europe and the Americas.”

Eurotropical, which is registered in
the Brtish Virgin Islands, aims to
become the most active non-Cuban
label on the island. “I want to lead and
champion the discovery and export of
the new generation of Cuban music,”
Gonzalez concludes.

Five albums by artists signed to
Eurotropical are already on the market.
For the two-day launch party of
Eurotropical, Gonzalez booked Havana’s
5,000-capacity Carlos Marx Theatre,
which will host showcases by the label’s
artists plus guest appearances by yet-to-
be confirmed Spanish performers.
Among the acts confirmed to play the
showcases are salsa band Klimax, com-
poser Cesar Portillo de la Luz, “son”
artist Manolito y su Trabuco, singer
Liuba Maria Hevia, jazz-rock band
Sabrosura Viva, singer Mayelin Naranjo
and Los Soneros de Camacho,



news bites

GERMANY

Kick seals Prime alliance
Cologne-based music publishing and
promotion company Kick Music—
headed by brothers Alexander and
Goetz Elbertzhagen—has signed a co-
operation deal with Alain Midzic’s
Dutch management company Prime
Artists. The new company operates
under the name Prime Artists, a Divi-
sion of Kick.Music, and is based at
Kick’s headquarters in Cologne. Midz-
ic, the former manager of dance act
Fun Factory, has closed Prime Artist’s
Maastricht office and brought hip-hop
act Down Low and ex-Bed & Break-

fast singer Daniel Amanti into
Kick’s stable.
NETHERLANDS

Music Factory claims top slot
Marking its second anniversary on
May 1, Dutch music TV station The
Music Factory (TMF) released results
from a report by Dutch research insti-
tute Inter/View which suggest that
TMF is leaving its competitors MTV
and The Box behind. Based on a sam-
ple of 753 persons aged between 13
and 30, Inter/View claims that 54 per-
cent think of TMF first when they
think of music television. This com-
pares to 39 percent for MTV and 2
percent for juke-box channel The Box.
TMF seems to enjoy particular popu-
larity among 13-19 year olds. The
weekly Top 40 show and the daily Top
5 are two of the station’s most popular
programmes, according to the survey.
TMF’s best loved presenter is VJ
Fabienne. Together with the station’s
other three female presenters, Fabi-
enne forms girl group Magnificent 4
whose debut single, Close To You, will
be released on PolyGram Holland’s
Mercury label later this month.

SPAIN

COPE authorises sell-off

The board of the Catholic church-
owned network Cadena COPE has
ended weeks of speculation by autho-
rising the sale of the 16.8 percent
stake held in it by three companies
which operate under the name
Cartera de Medios. The sell-off will
bring the advertising rights™ back
under the control of the station itself.
COPE managing director Eugenio
Galdon—who owns Cartera de Medios
member company Multitel which had
controlled COPE'’s advertising rights
up to now—will leave his post at the
network. COPE has also acquired the
rights to the trademark “Cadena 1007,
which is COPE’s music network. An
unspecified proportion of the 16.8 per-
cent stake will be acquired by a group
of journalists who work for COPE,
including sports reporter Jose Maria
Garcia and morning show presenter
Antonio Herrero. Two other share-
holders—savings bank Caja Sur and
the regional newspaper Diario de
Navarra—will both boost their stakes
to around five percent, which will
allow them each a director on
the board.

Commercial radio top in U.K.
as ad revenue grows again

by Mike McGeever

LonDoN — The U.K. commercial
radio sector has moved ahead of BBC
radio in the race to recapture the
largest overall share of listeners in
the country, according to the Radio
Joint Audience Research (RAJAR) rat-
ings for the first quarter of 1997.

Over the past two years, commer-
cial radio and the BBC’s respective
shares of the U.K. market have been
fluctuating around the 50 percent
mark. During the three-month period
from January 6-March 30, commercial
radio pulled in 49.4 percent of the 40.2
million U.K. listeners aged 15 and
older, compared to the BBC’s 48.4 per-
cent. During the previous quarter the
BBC registered a 49.6 percent overall
share against commercial radio’s 48.3
percent, according to RAJAR.

Commercial radio’s  audience
increase in January-March is also
mirrored in advertising revenue
growth. The U.K. Radio Advertising
Bureau (RAB) reports that advertisers
invested more than £77 million ($125
million) in the medium, the highest
amount ever for a first quarter, repre-
senting a 15 percent increase on the
same period last year.

Commercial radio’s advertising
revenue in the year to March 1997
was over £319 million ($518 million),
representing a 4.7 percent share of all
U.K. display advertising, according to
the RAB.

The latest U.K. Advertising Associ-
ation’s quarterly report reveals that
commercial radio’s recent revenue
growth was twice that of the total dis-
play  advertising  marketplace’s
growth, confirming the commercial
radio industry’s position as the fastest
growing advertising medium for the
fourth consecutive year.

Further analysis reveals encourag-
ing news for commercial radio adver-
tising interests. The latest RAJAR fig-
ures show radio listening among
15-54 year-olds rose from 57.1 percent
in the last quarter of 1996 to 59 per-
cent in the first three months of 1997.
During the same period, there was a
significant growth in listening share
among 15-24 year-old males, rising
from 54.1 percent to 60.2 percent.

Meanwhile, the decline in overall
radio listening figures in the UK.
seems to have been halted; the
RAJAR figures reveal more people are
tuning in—and for slightly longer. In
the first quarter of this year, radio

reached around 270,000 more adult
listeners per week than during the
last three months of 1996. During the
same periods, the average listener
tuned in for 17.5 hours a week, up
slightly from the last quarter of 1996.

A look at the national commercial
networks shows gains in audience
shares for AOR outlet Virgin AM (2.6
percent) and for Classic FM (3.3 per-
cent), while Atlantic 252/CHR and
Talk Radio—which has seen audience
increases for the last three surveys—
suffered losses.

Amongst the national public broad-
casters, BBC Radio 2/MOR continued
to hold its number one position as the
overall (BBC and commercial) leading
national broadcaster for the second
quarter with a 12.6 percent share.

The first quarter of 1997, an unset-
tled one for BBC Radio 1 FM/CHR,
saw that network’s share drop to 11
percent from 12.4 percent the
previous quarter.

In London, the only individual
market surveyed, market leader 95.8
Capital FM (CHR) registered its
biggest share for two years with 18
percent. Dance outlet Kiss FM and
Melody FM/MOR also registered sig-
nificant audience increases.

Sweden’s Megapol freshens format

by Keith Foster
StockHOLM — Megapol, one of Swe-
den’s four national commercial net-
works, has switched its format from
AC to CHR/AC and changed its name
to Mix Megapol.

Megapol has been hit by falling
audience figures, particularly in the
country’s biggest market, Stockholm,
where the first quarter ratings pub-
lished by research institute RUAB (see
Music & Media, May 17) registered a

drop in Megapol’s daily reach from 5.3 |

percent to 3.9 percent.

Ulf Tjerneld, who recently took over
as the station’s programme controller,
denies that the format change is a
reaction to Megapol's shrinking audi-
ence. “The station has been around for
more than three successful years now,”
he says. “We felt that it needed fresh-
ening up a little.”

The format change is based on the
results of an extensive audience survey
conducted by U.S. company Coleman
Research. A sample of 10,000 listeners
were asked about what they wanted
from radio. The result was, according
to Ulf Tjerneld, a desire for hits that
were, “Modern, but not too modern”.
Megapol’'s new programming policy
translates this into a mix of current
hits and past favourites from the 1980s
and 1990s. .

Tjerneld says he does not fear that
Mix Megapol may suffer from be trying

to please too many listeners across too
wide a spectrum. “The change actually
means we’re more focused than
before,” he comments. “Now we have a
clear timeframe for the songs we play.”

The new format will be applied
throughout Megapol's network. It

bucks a trend in Stockholm, which
has seen narrow-formatted soft AC
and hot AC stations performing
strongly in the first quarter ratings.
Tjerneld says he believes a strong
product brand is more important than
having a niche format.

—
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Italian singer Eros Ramazzotti has collected a gold disc for sales of
50,000 units of his latest album Dove C’e Musica (DDD/BMG Ariola) in
Poland. The album has sold more than four million copies in Europe so
far, resulting in it qualifying for a quadruple Platinum Europe award
from IFPI. Ramazzotti (left) is pictured here at a press conference for
the Polish media together with BMG Ariola Poland marketing manag- |
er Jacek Pleban (right).
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