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Turin Brakes’ Pain Killer
(Source) is this week’s highest
new entry on the European
Top 100 Albums chart.

M&M chart toppers this week

Eurochart Hot 100 Singles
t.AT.u
All The Things She Said
(Interscope)

European Top 100 Albums
MASSIVE ATTACK
100th Window
(Virgin)
European Radio Top 50
CHRISTINA AGUILERA
Beautiful
(RCA)

European Dance Traxx
PANJABI MC
Mundian To Bach Ke
(Superstar)

Inside M&M this week

SPANISH, ITALIAN

FIGURES DISAPPOINT

Spanish record label bosses are
despondent about the latest sales fig-
ures, which show a drop in their mar-
ket of 16% for 2002. The Italians are
also non-plussed at their music mar-
ket’s rise of just euros two million in
the same period. Page 5 |

MIAMI ADVICE

US radio professionals were, among
other things, busy defending the
business against press criticism of
alleged underhand practices at this
year’s Billboard/Airplay Monitor
seminar in Miami. Jon Heasman
was there. Page 8-9

HAWLEY EDGES CLOSER

= Numbering Pulp frontman
. Jarvis Cocker among his
staunchest supporters, sin-
ger-songwriter Richard
Hawley has just released
his latest set Lowedges on
UK indie Setanta. Page 10

Metromedia fo sell European assets

by Frank Saxe
NEw YORK — Metro-
media International

Group, the US media
company with a stake
in nearly two dozen
radio stations in cen-
tral and eastern Eu-
rope, appears to be
close to bankruptey.
The company has already
begun shopping for a buyer for its 22
radio stations and is poised to
become the largest US firm to retreat
from the Europe at a time when oth-

er broadcast groups, including Clear
Channel are eying expansion.
In a pair of ominous

American Stock Ex-

change for failing to
ou" meet the minimum
financial standards of the
AMEX. “The day-to-day opera-
tions of the company should not be
adversely affected by this develop-
ment. All relationships with cus-
tomers, suppliers and employees will

announcements issued
b

media revealed it was

being removed from the

on February 25, Metro--.

continue in the normal course,” said
CEO Carl Brazell. But just hours lat-
er he was replaced by board member
Mark Hauf, who has worked at sev-
eral Metromedia divisions since
1996, most recently overseeing the
company’s European radio and cable
TV operations. Brazell remains on
the company’s board of directors.

The latest shake-up comes just
three weeks after the company
announced it had hired the broker-
age Communications Equity Associ-
ates (CEA) to look for a potential bid-
der for its radio and cable TV sta-

continued on page 21
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50 Cent cashes in WITh debuT

by Gareth Thomas

LoNDoN — US rapper 50 Cent seems to
be busy fulfilling the promise contained
within the title of his debut album Get
Rich Or Die Tryin’ (Interscope).

Signed jointly to Dr Dre’s Aftermath
and Eminem’s Shady Records imprint—
with- the album produced by the pair of
rap moguls—50 Cent’s set went straight
in at number one on the US Billboard
200 album chart following its February 6
release, selling 872,000 copies in its first
week, making it the biggest ever debut
album in the history of Nielsen Sound-
scan. It also recently went straight into
the UK album chart at number two at
the initial stage of its roll out across
Europe.

“Normally we try to have synchro-
nised releases, but in this case the
album exploded in the UK, which start-
ed a bit earlier than the rest,” says Jur-
gen Grebner, Interscope/Geffen/A&M’s
London-based VP marketing. “No-one
expected the album would go in at num-
ber two—it was beyond our expectations.
Normally it takes a while, especially as
we hadn’t released a single yet.”

“When you have big guns like

continued on page 21

German sales
plummet by 11%

by Olaf Furniss

HAMBURG — A worsening economy, CD-
burning and the continuing trend in ille-
gal downloads have all contributed to
yet another drop in German pre-record-
ed music sales, according to senior exec-
utives.

The industry suffered an 11.3% fall
in revenue in 2002 compared to 2001,
from euros 2.22 billion to euros 1.97 bil-
lion, while unit sales in the same period
fell 7.6% from 242m to 223.7m.

The role played by sales of CD-Rs—
486 million were sold in 2002—in the
plight of the industry has been high-
lighted by research sponsored by local
labels’ body the BPW, due to be pub-
lished next month. A poll of 10,000 peo-
ple is expected to reveal the proportion
of these which were used to burn music.
In 2001 55% of all blank CDs sold were
used to clone music; based on this figure
the number in 2002 would amount to
267.3 million units. This is 61% higher
than the total CD album sales, which
stood at 165.7 million units in 2001.

continued on page 21
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side of the business was in its infancy. Then came the glob- |
al economic slowdown of the late 1990s, affecting many |
countries in eastern Europe. And finally, these markets
became incregsingly competitive with a large number of
players competing both for listeners and a rather small
advertising pie. Some add that running from the US a
radio group present in so many countries with such differ-
ent cultures and languages was an impossible challenge.

At this stage it is not possible to know if Metromedia’s |
stations will switch to one single operator, or will be sold
piecemeal. We hear that Russian companies are eyeing the
assets of Metromedia, which would be
ironic at a time when the biggest US
groups are looking to expand in
Europe.

In any case, Metromedia’s decline is
clear evidence—if such were needed—
that even in the business of radio, eco-
nomic success cannot be taken from
granted. It is no longer a licence to
print money, and certainly not in the

Music
Media.

Call M&M on:

tel (+44) 207 420 6005
fax ((:.44)) 207 420 6016 | Europe may be about to witness the first collapse of a radio

group on a grand scale—and the twist is that it’s American.
Metromedia International Group, which controls—partial-
ly or totally—some two dozen radio stations in central and
eastern Europe, is on the verge of bankruptcy and is active-
ly looking for a buyer for its assets (see story, front page).

Metromedia started its growth in the early 1990s by
investing in Europe’s then “wild east”. At the time, these
| territories looked like fantastic business opportunities:
markets previously dominated by public broadcasters were
being opened up; listeners were desperate for more choice
' and commercial radio appeared like a breath of fresh air,
| Economic forecasts were all showing signs that the region
was poised for growth.

But it did not turn out to be the utopia many hoped.
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Retail keynote added to Music RCIdIO

by Jon Heasman

LoNDON — Delegates attending Music

Radio 2003—the UK’s annual radlo-

meets-the-music industry
conference—will get a
retail perspective at the
event for the first time
following the news that
Simon Wright, chairman
of UK retailers’ body
BARD, will be one of
three keynote speakers.

This year’s conference,
which takes place in Lon-
don on April 9, is as usual
is being organised by the
Radio Academy in associ-
ation with labels’ body, the BP1.

“The role of retail is essential to all
of our industries and the committee
were unanimous in extending the
keynote platform,” says Mark Goodier,
chairman of the Music Radio steering
committee.

Radio Academy director John Brad-

ford (pictured) admits that one of the
main themes of the conference will be
“dealing with the slightly tougher
times,” that the radio and music indus-

tries are currently fac-
ing. “I would like to
think one of the conclu-
sions—and this was part
of the thinking behind
bringing in the retail
strand—is that we've got
to be prepared to work
even closer together.”
Asked whether he
thinks most radio execu-
tives actually care about
the current plight of the
record industry, Brad-
ford says: “I think they care desperate-
ly whether [record companies] are
delivering the product. And the pre-
paredness of record companies to
invest [in artists| is very often driven
by a healthy bottom line—if life gets
tough sometimes you resort to playing
everything safer, and when that’s

going on you may well find a diminu-
tion in the range and quality of prod-
uct.”

As in previous years, there will be
keynote addresses from both the radio
and music industry sectors. BPI execu-
tive chairman Peter Jamieson will
make one of his first major speeches in
his new job, while BBC Radio 2’s head
of programmes Lesley Douglas will
deliver the radio keynote.

Some of the other hot topics up for
discussion at the conference include
the sudden proliferation of radio chart
shows in the UK and the implications
of this (M&M, January 25), while the
consequences for music diversity of the
government’s Communications Bill
will be debated at a session entitled Is
Less Really More?, which. will ask
what happens to music if radio is con-
trolled by fewer companies.

Bradford adds that Music Radio
2003 will be “a less panel-driven con-
ference, more produced and more dri-
ven by individual presentations.”

Fun Radio adopts mainstream approach

by Emmanuel Legrand

PARIs — In a move that shows it is
altering its four-year-old
Urban/Dance format to adopt a more
mainstream  pop/rock  position,
France’s Fun Radio added Phil
Colling’ Can’t Stop Loving You last
week. The track received 10 spins
during the week and the change in
tone was additionally confirmed by
the presence of Robbie Williams’ Feel
as the most played song on the net-
work during the past few weeks.
According to airplay monitoring
company Yacast, pop/rock titles rep-
resented 12% of the station’s-output
in January, against 4% in December.
“There has been a constant growth in
the number of pop/rock titles played
by the station since the beginning of
January,” notes Yacast marketing
manager Ali Mouhoub, who adds that
this increase was to the detriment of

rap and R&B titles, which fell 4%
during the period.

Mouhoub says that titles such as
Can’t Stop Loving You, now sitting as
the eighth most-played track on Fun,
or the airplay given
to French _pop

illustrate the
new pop emphasis.

A spokeswoman for the station
says that Fun Radio “is not changing
formats, as R&B and Dance remain
our core music genres, but we are
broadening our musical offer.” She
adds that it reflects a strategy of
broadening the station’s core 13-25
demo to attract an older 25-49 demo.
Radio analyst Alain Neuville says the
changes in demographics highlights
a search for more “affluent” listeners.
“Advertisers like listeners with pur-
chasing power,” he explains. “And
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kids are not attractive enough.” He
warns, however, that by broadening
its music programming, Fun Radio
risks cannibalising the audience of
sister AC station RTL2.

Fun Radio switched from a rock-
dominated format to
what it described as a
“ ” format,
incorporated
dance, rap and R&B tracks, in January
1999. Last year, the schedule was
reshaped again to give more room to
talk-based shows such as Arthur’s
afternoon show.

“I think their ratings will not be
affected because it’s their talk-based
shows that are doing well,” says a
source close to the situation. Howev-
er, the source says the station risks
losing out in the long run: “Ratings
become based on one popular show,
but when the show is gone, they're
left with nothing in the end.”



Executives still gloomy
despite mixed results

by Mark Worden and
Howell Llewellyn

MiLAN/MADRID — Record
company executives in
Spain and Italy—Europe’s
fifth and sixth largest mar-
kets respectively—spoke
last week of their concerns
for the business following
the release of market data
in both territories.

Despite Italy’s record
industry bucking a global
decline in sales in 2002, post-
ing an increase of 7.3% in
units and 0.5% in value, Enzo
Mazza (pictured), director-
general at labels’ body FIMI
says: “Revenue is still very
flat and the increase, which
was, let’s face it, a mere two
million euros, followed on
from a disastrous 9% revenue
drop from euros 367 million
the previous year.”

In Spain, the blight of
music piracy has taken its toll
yet again, with revenue down
16% at 526.9 million euros
and unit sales 18% lower at
60.2 million from 73.6 million
in 2001. Carlos Grande, pres-
ident of labels organisation
AFYVE, blamed street sales
of pirated CDs “which have
provoked a brutal impact in
the sector, plunging it into a
deep crisis”.

In Italy, figures collected
for FIMI by accountants
PriceWaterhouse Coopers,
revealed sales of 47 million
units, up from 43 million in
2001, while revenue edged up
to euros 340 million from
euros 338 million. Sales of
mid-price catalogue albums
rose by 71.7% in units and
64.2% in value, while compi-
lations accounted for 12% of
the market in 2002, against
7% in 2001. Sales of new
releases, however, fell 5.6% in

units and 9% in value, while
sales of singles fell by 17.7%
in units and 16% in value.

Piero La Falce, presi-
dent/CEO of Universal Music
Italy, who led a series of spe-
cial price campaigns in 2002,
says: “The increase may look
good on paper, but this is
because the industry worked
really hard on price-cutting
last year. The sales may be
up, but in order to achieve
this, all of us have had to
reduce our profit margins.”

Adrian Berwick, presi-
dent/CEO of BMG Ricordi,
adds: “In order to stave off
the drop in sales, labels are
turning to medium and low
price, so instead of having a
couple of sales periods on the
calendar, it’s become an all-
year-long process. It may
work in the short-term but
my concern is that, we’re
going to get catalogue
fatigue. And then what do
we do?”

The problem is not con-
fined to the majors. Zomba
MD Roberto Biglia says:
“The majors are clearly
dealing with a crisis and
this is having an knock-on
effect on the indies, most of
whom have distribution
deals with them. In the
past an advance on a distri-
bution deal was vital for an

indie and would enable it to
develop new artists. With
the majors in trouble, such
advances are now rare and
this spells trouble.”

In Spain, legitimate CD
sales fell by 13.4% to 55.5
million units. Cassette sales
crashed to below 2.2 million
from 6.3 million in 2001, and
singles sales were down to
1.9 million from 2.2 million.
AFYVE estimates that
street sales of illegal CDs in
2002 reached a 40% market
share, equivalent to 24 mil-
lion pirated copies.

Last year’s figures follow
a surprisingly good 2001,
when a last-quarter sales
rush generated by the CD-
driven TV talent contest
Operacion Triunfo helped
annual sales climb 20% in
unit sales and 4% in rev-
enue over the previous year.
The TV show generates
massive CD sales through a
Barcelona-based indepen-
dent label, Vale Music,
whose managing director
Narcis Rebollo claims a
21.04% market share in
2002. This places it only
marginally behind leader
Universal Music Spain,
whose share was 21.6%,
according to AFYVE.

AFYVE says the indie
labels’ combined share was
30.5% in 2002. The second
best major performance
was Warner Music Spain
(with its imprint DRO East
West) with 18.53%, fol-
lowed by BMG Ariola with
11.6%, Sony Music Spain
with 11.08%, and EMI/Vir-
gin on 6.79%. The share of
international pop sales in
2002 rose to 42.8% from
40.5% in 2001, while
domestic pop’s share fell to
32.5% from 34.7%.

After a hugely successful night at the Grammys in New York on February 22,
which saw her lift all eight awards for which she’d been nominated, Blue
Note/Capitol’s Norah Jones relaxes with the EMI big boys. Pictured from left:
Alain Levy, chairman/CEO, EMI Recorded Music; Bruce Lundvall, president,
jazz & classics, Capitol Records; Norah Jones; David Munns, vice chairman;
EMI Recorded Music & chairman/CEO North America; and Martin Bandier,
chairman/CEQO, EMI Music Publishing.

ON THE BEAT

SONY Music GERMANY DOES USEFUL DEAL WITH ERICSSON

LONDON — Sony Music Entertainment Germany has
collaborated with Swedish mobile phone manufactur-
er Ericsson to launch M-USE, a new European wire-
less-music service provider. The service, due to kick off
this spring, will initially be available from mobile net-
works in Germany, Switzerland and Austria before
being considered for Sony’s other European markets.
It will enable mobile phone users to buy and transmit
music clips and multimedia messaging based on hits
and archive music by Sony’s local and international
acts. An “intelligent learning system” software inside
Ericsson phones can automatically store the users’list
of selected music and offer other listening suggestions.

3FM PircHES YOUNGER

HiLvErsuM — Newly appointed programming =
coordinator Florent Luyckx is making major
changes at public Dutch CHR station 3FM. In an
effort to attract more young listeners, several -
3FM DdJs are being asked to leave, and, in addi-

tion to primarily focusing on pop and dance music,
there will be more emphasis on genres such as R&B
and hip hop. 3FM’s major competitors, Radio 538
(CHR) and Sky (Soft AC), currently attract more lis-
teners. 3FM’s target audience is the 13 to 35 age group,
while research suggests the current average listener’s
age is 25 to 49.

CALLS FOR LOWER DIGITAL RADIO PRICES

MADRID — At its annual meeting on February 13,
Spain’s Digital Radio Forum urged the government to
help lower the price of digital radio receivers from the
current euros 150 to a more “economical” figure. Forum
secretary Alfonso Ruiz de Assin said at the gathering on
that “without receivers or listeners we are right back
where we started”. Forum chairman Jose Antonio Sen-
tis, who is also director of public broadcaster RNE,
called on the deadline for full coverage of digital radio
to be put back two years to 2006; digital radio coverage
currently stands at 51%. Participating radio groups
include RNE, SER, Onda Cero, and Cope.

BLAIR GOES BEFORE MTV ‘YOUTH FORUM’ ON WAR

LonDoN — The UK’s prime minister Tony
| Blair is due to face a panel representing
the world’s young people on March 6
under the aegis “Is War The Answer?”.
The 60 minute discussion, which will see
Blair answer questions from an audience
of 40 UK, European, Iraqi and US 16- to
24-year olds on a war with Iraq, will take
place at a secret location in the UK and will be aired
across MTV Networks Europe and other MTV channels
around the world from March 7. The forum will be mod-
erated by DJ and MTV Base presenter Trevor Nelson.

MONTEZ TAKES CONTROL OF PORTUGAL’S RADIO NOVA
LisBON — The former director of Portuguese public AC
station RDP Antena 3 has bought the controlling share of
Oporto-based Radio Nova. Luis Montez bought over half of
the 90% share formerly owned by Portuguese retail group
Sonae. The Spanish group Antena 3 retains the remaining
10% share. The agreement represents the start of Sonae’s
eventual exit from the Portuguese radio market, where it
has owned Nova since 1989. Montez, who co-owns Portu-
gal’s largest music promoters The Sound of Music also
owns radio Festival, also in Oporto, and radio stations
Oxygen and Radar. The buyout comes weeks after Montez
quit his post after one year as programme director at Ante-
na 3 to “pursue personal projects.”

MovING CHAIRS

LoNDON — 107.7 Splash FM, the new AC station for
the south coast town of Worthing, has appointed Roy
Stannard, one of its founding directors, as MD. Stan-
nard has worked as a director of Sussex-based adver-
tising agencies for over 10 years, and will oversee the
station’s launch in the spring.
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TWG introduces electronic ratings

by Gareth Thomas

LoNpoN — UK radio group
The Wireless Group (TWGQG)
is launching an electronic
radio monitoring system to
rival the current diary-
based system used by offi-
cial ratings body Rajar.

TWG has signed a three-
year contract with German
media research company
GfK, which owns Radiocon-
trol, the Swiss company
which has developed the
radio monitoring “wrist-
watch” technology.

Using data collated via
the wristwatch system,
which monitors ambient
sound, full monthly ratings
for the five national BBC
stations—1, 2, 3, 4, and
Five Live—and three
national stations—TWG’s
own Talksport, medium-
wave rock station Virgin
Radio and GWR’s Classic
FM—will be published in
June this year.

“Pen and paper is not a
medium that people under
the age of 30 are familiar
with,” says The Wireless

Group’s corporate communi-
cations director Bill Ridley.
“Wearing a watch is a lot
easier and a lot more accu-
rate. We think everyone is a
winner: the music industry,

the advertising industry
and broadcasters.”

Ridley says that figures
for 10 London stations—
including Capital FM and
Kiss 100—will be published
by September.

Meanwhile official UK

radio ratings body Rajar
has been carrying out test-
ing on the wristwatch sys-
tem, as well as the Portable
People Meter system oper-
ated by US media research
company Arbitron, since
January last year.

But with testing in its
final phase and Rajar set to
publish its findings in April,
Rajar MD Jane O’Hara (pic-
tured) backs the current
system. “In support of the
diary system I must once
again reiterate my faith in
this method,” says O’'Hara.
“It does a sterling job for the
Rajar survey, which is a
large and complex one.

“It’s important to remem-
ber that audio-meters have
not yet been introduced into
any major market place—
whether in the US or
Europe—and this is for a
very good reason: they are
still being tested to see
exactly what they can do.
All eyes are on the UK.”

Portuguese TV channels in

by Chris Graeme
LisBoN —  Portuguese
author’s rights society, SPA,
is accusing the country’s
largest two commercial tele-
vision channels SIC and TVI
of not paying royalties worth
millions of euros to music
artists and producers.
According to Portuguese
neighbouring rights laws,
use of material on TV pro-
grammes and shows has to
be paid for, but SPA claims
SIC owes at least euros 3.0
million in unpaid royalties,
stretching back 10 years.
“The fact that public
broadcaster RTP complies

with the law and the others
snub it...justifies legal prose-
cution,” says SPA president
Luiz Francisco Rebello.

Francisco Rebello goes
further and says that SIC
has also failed to pay
author’s rights correspond-
ing for part of 2001 and all of
2002 amounting to euros
1.77 million.

SIC refused to comment
on the matter, although TVI
admitted it had been handed
court orders on the subject of
unpaid artist royalties and
was “studying the law.”

TV stations are not alone
in coming under attack;
according to both the SPA

royalties row

and the AFP the most prof-
itable radio groups are also
avoiding their responsibili-
ties by not paying up.

But collecting artists and
author’s rights are not the
only problems facing SPA.

According to investiga-
tions by Lisbon newspaper
Expresso and, in a neat twist,
SIC, SPA has allegedly yet. to
hand over some euros 8.5 mil-
lion—far in excess of what is
claimed by SPA to be owed by
the TV stations—in general
royalties between 1990 and
2001. SPA’s Francisco Rebello
regards the Expresso/SIC
accusation as being “absurd
and full of contradictions.”

Radio Magdalena gets Sweet FM

by Marc Maes
BRUSSELS — Cable radio sta-
tion Radio Magdalena has
terminated a three month
partnership with production
company Cool FM and has
begun trial broadcasts as
“Sweet FM”, both on cable
and one terrestrial frequency.
After beginning broadcast-
ing in February 1999 Radio
Magdalena was among the
Flemish Belgian cable pio-
neers and survived by offer-
ing predominantly Flemish
music, aimed at 54-65 year
olds, where the outlet became
second in the cable ratings
after VRT’s Radio 2. Advertis-
ers, however, have remained
unimpressed, acknowledges
Radio = Magdalena MD
Diederik Vanderveken: “We

could not attract sufficient
advertisers to make the sta-
tion viable.”

Last December, Radio Mag-
dalena shifted towards a more
contemporary AC format, car-
rying the programmes pro-
duced by Cool FM, using the
Cool FM station ident. But the
partnership didnt work out
for “business reasons”, says
Vanderverken, “so we decided
to stop using the brand name
and to launch a new name
ourselves.”

Under the moniker Sweet
FM the station will pursue
the round-the-clock, music-
intensive AC path taken with
Cool FM, offering a clear
alternative to the 20-50-year
old target audience.

Sweet FM started broad-
casts on Flemish cable in

early February and launched
a promotional terrestrial fre-
quency, 107.8FM, for the
greater Antwerp region, to
raise Magdalena’s cable pro-
file. “The basic product will be
our cable broadcast, where we
have an 98% coverage of
Flanders. We plan however to
concentrate on  certain
regions where we will have
additional terrestrial fre-
quencies—those stations will
offer the same format but
will, as a legal obligation,
include several hours of local-
ly produced programmes,”
says Vanderverken.

The official launch of
Sweet FM is scheduled for
early March. “With Sweet FM
we are going for a 200,000-
plus audience as an initial
target,” claims Vanderveken. -

I I et

ON THE BEAT

CariraL Goip Goes DAB MAD

LonDON — Capital Radio-owned
Capital Gold is set to launch what it
claims will be the biggest promotion
ever for digital radio in the UK. From
March 2 it will run an eight-week campaign across its
analogue AM network in London, Kent, Hampshire,
Sussex, South Wales, Birmingham and Manchester, and
on its five DAB digital simulcast stations, reaching an
expected audience of 1.6 million listeners. It will be giv-
ing away more than 100 Evoke-1 DAB digital radios,
throughout the promotion, with winners receiving their
prize from a local Capital Gold DJ.

Gnid

1548am

KENT MAKE IT A GRAMMIS CLEAN SWEEP

STOCKHOLM Local rock act Kent (RCA
Sweden/BMG), won all seven awards for which they
were nominated in Sweden’s Grammis awards, held
February 18, including album of the year, pop/rock
group, artist of the year and song of the year. Virgin’s
glam rockers The Ark, nominated in five categories,
went home Grammis-less. RCA Sweden/BMG’s Robyn
took best pop female act, while Virgin’s Hiakan Hell-
strom was named male pop/rock artist of the year.
After years of being broadcast by commercial channel
TV4, this year’s event went ahead in front of an indus-
try-only audience.

MTV Russia Music AWARDS ANNOUNCED
Moscow — MTV Russia has revealed =
plans for a star-studded awards ceremony |
to be held at the Gostiny Dvor venue, near
Moscow’s Kremlin building, on July 11.
Award nominees will be chosen by a special
MTYV Russia Academy and winners chosen
via MTV Russia’s web site (www.mtv.ru) by [
the channel’s’ viewers. President of MTV
Russia, Linda Jensen said: “The first MTV &
Russia Music Awards promlses to be the music event
of the year in Russia in 2003.” Jensen adds the awards
will help “bring local Russian show business onto the
international stage”.

THE BOX CHANGES FORMAT TO ATTRACT TEENAGE VIEWERS
HiLversuM — Dutch music television channel The
BOX is making changes to its format in order to
attract more teenage viewers. The station plans to add
live concert broadcasts, a programme dedicated to
video games, and a daily cartoon series to its schedule.
Currently, The BOX broadcasts a jukebox format,
where viewers can request video clips. The changes,
predicted to affect 2% to 3% of the station’s current
content, will be geared towards advertisers as opposed
to consumers. The channel plans to offer CD and DVD
versions of its live concerts in partnership with record
labels.

inferneft in-site

Radio Caroline
www.radiocaroline.com

In the autumn of 1964, Radio Caroline had more listeners
than all the BBC’s radio stations combined. The offshore
station had an immeasurable impact on UK radio, forcing
it to acknowledge pop music and the concept of indepen-
dent programming. It is an amazing story involving
colourful characters, shipwrecks, murder and political
intrigue, all of which is related here in a brief overview.
The latest rebirth means Radio Caroline’s eclectic mix of
personalities and musical styles can be heard via satellite
and the Internet. Along with the history, its website gives
the schedule, instructions for listening, and a few methods
for supporting the station’s existence. As befits the entire
operation, the site is a rudimentary but heartfelt creation.

Chris Marlowe
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Eurc Tal ent C

@ The Euro Talent CD is the unique method by which you can deliver your act’
music to the heart of the most important decision making executives in the radio and
recording industries across Europe.
@ Distributed to 2500 key industry executives within the radio and recording industries.
® A powerful platform which once a month can deliver a round up of some of the
hottest talent from across Europe.
® From a record label perspective not only will the Euro Talent CD provide a direct
platform to European radio programmers but will also offer you direct acess to
licensing and distribution opportunities.
® The Music & Media Euro Talent CD invites you to come on board.

“The idea of including free music CDs with Music & Media magazine is great.
Many local and regional radio stations don’t have acess to new songs or
promo copies and have to wait until the records companies officially release
the music. If’s always great to have access to these new releases.”

Rudi Van Laer, radio programmer and music collector (The Netheriands)

“I think putting the track on the CD was an excellent way to promote the song to the
industry and media people that were not informed about it yet. | also received pro-
posails for licensing the track in countries where the single was not released. Now the
single is released world-wide and its airplay is still growing in most coun’mes -

Cyril Vessier, export manager, Virgin Music (France)

“Ministry of Sound Germany signed Despina Vandi’s Gia to a world-
wide deal. The inclusion on the Music & Media sampler assisted in
closing the deal.”

George Levendis, managing director, Heaven Music (Greece)

“I think the M&M CD is a good opportunity for iabels to promote upcoming
track. It is also a great way to present our products to the music industry.”
Lino Nicolosi, president, Nicolosi Productions (ltaly)

If you would like to find out more on how you can place your tracks on Music & Media’s |
monthly European Talent CD please contact Archie Carmichael at M&M’s London office
on (+44) 20 7420 6154 or email: acarmichael@musicandmedia.co.uk

Street date: March 17 Music & Media’s
CD entry deadline: February 26 European Talent CD

|
The next Music & Media European Talent CD (002) will be produced for issue 13. ‘




In Miami,

US radio

examines its vices

With a stream of negative stories in the US press recently
concerning the activities of radio and record companies
in the country’s post-consolidation radio market, there
were some tough questions for panellists to face at the
2003 Billboard/Airplay Monitor Radio Seminar, held in
Miami Beach last month. Jon Heasman reports.

Billboard Monitor
RADIOe2003

seminar

very year, the US radio con-
ference held by M&M’s sis-
ter publications Billboard
and Airplay Monitor brings
together many of America’s
top music radio programmers and
record company promotion execu-
tives to debate issues common to
both industries, and to take a tem-
perature-check on the leading
music radio formats in the US.

This year, there was no shortage
of politically hot topics to address,
mainly due to a spate of recent neg-
ative articles in the US press con-
cerning some of the practices of
both industries.

Thus the panel ‘Battling Radio’s
Bad Rap’ was not about program-
mers reviving MC Hammer records
but a discussion of whether or not:
listeners are really disaffected with
the medium, and how to best to
counter the negative publicity.

Pointing out that radio listening
in the US is currently at a 27-year
low, pop culture writer Brett Sokol
of Miami entertainment weekly
New Times argued that, compared
to the press scrutiny of other media
such as TV and cinema, “Radio has
had a free ride for years. Only in
the last couple of years have people
started to ask ‘why does radio
suck?”

Consultant Tom Barnes of
MediaThink blamed the consolida-
tion of the industry for listeners
switching off, and in particular the
big radio groups’ decision to
increase advertising spotloads on
their stations. “You couldn’t put 12
spots on [in a commercial break]
prior to the 1996 consolidation,
now at drivetime it’s 15 to 16
units,” he observed. “Where it’s
shareholders versus listeners,
shareholders win.”

Daniel Glass, president of
Artemis Records, added that post-
consolidation, “radio has to look at
itself in the mirror. Is the quality
as good as five years ago? Are peo-
ple in radio as motivated?”

Format variety
While many in US radio—led,
inevitably, by broadcasting trade

body the NAB—have argued that
consolidation in local radio mar-
kets equals greater variety of for-
mats in those markets, Miami
Herald reporter Jordan Levin sug-
gested that Clear Channel recently
brought a third hip-hop station
into Miami not to serve a new
audience, but instead to take a bite
out of a market segment already
served by two other Miami sta-
tions. “You don’t have a God-given
right to the airwaves,” she said.
“They are a public trust.”

But consultant Jaye Albright, of
Albrigt & O’Malley consulting,
argued that, despite the slight drop
in listening, radio is doing very
well at holding its own given the
dramatic increase in alternative
leisure-time choices for consumers,
particularly at the young end of the

er is paying $100,000 a year solely
for a series of 15-minute phone
calls. The promoter is paying for
the relationship and, Barnes sug-
gested, the radio station gets the
money in return for mitigating the
risk of playing unfamiliar music.

Albright noted that the coun-
try’s largest radio group, Clear
Channel, “are doing some very des-
perate things [in terms of program-
ming] to keep it together [financial-
lyl.”

Beating the bad rap

So, what to do to counter bad
press? The journalists present on
the panel encouraged radio to
develop a relationship with the
local and national consumer press.
Sokol suggested that radio people
use less jargon. “If a writer is call-

“There’s no question some stations will
add a record for the wrong reasons, but
there’s bad people in every industry.”

— Pat Paxton,

VP of programming, Entercom

market. And, she argued, since
consolidation, there has been more
listener research undertaken in
smaller markets, thus giving lis-
teners more of what they want to
hear.

The panel also tackled some of the
murkier issues surrounding radio
industry consolidation such as the
independent promotion controversy,
in which independent promotion com-
panies (ultimately bankrolled, of
course, by the major record labels)
have been paying leading radio
groups thousands of dollars for “guar-
anteed access” to their programmers
each week (in the form of weekly
phone calls, for example). This has
been interpreted by some as a blatant
form of payola.

Entercom VP of programming
Pat Paxton believed “there’s no
question some stations will add a
record for the wrong reasons, but
there’s bad people in every indus-
try.” Like other broadcasters,
Paxton said he can’t be expected to
turn down an independent promot-
er who pays “$100,000 to $200,000
to talk to us for 15 minutes a
week.” But Tom Barnes called it
“dubious” to suggest that a promot-

ing you from a mainstream paper,
try and put things in a manner as
if you were talking to your listen-
ers,” he said. And he urged the pro-
grammers themselves to get on the
phone. “I hate talking to publi-
cists,” he added.

Heading up the format-specific
panels at the seminar was “Top 40
Topics Live”, chaired in lively fash-
ion by Airplay Monitor’s editor-in-
chief  Sean Ross and Clear
Channel/Miami regional VP of pro-
gramming Rob Roberts. With a bad
Arbitron ratings book this winter,
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the format faces a number of chal-
lenges.

In attempting to explain Top
40’s recent ratings dip, a number of
panellists cited the decline in
response rate to Arbitron’s official
ratings surveys, which they
claimed is disproportionately hit-
ting Top 40’s performance given
that Arbitron is experiencing the
greatest problems in recruiting
diary-keepers in the youngest
demos.

Secondly, the panellists lament-
ed the massive polarisation in
today’s music scene, with fewer
pop-based “mother and daughter”
records around to act as the for-
mat’s glue. “Trying to get Eminem
and Norah Jones onto one station
is very difficult!” said
WKZL/Greensboro’s Jeff McHugh.
“At the moment, the music’s okay,
but it’s not driving the radio sta-
tion.”

Jon Zellner of KMXV/Kansas
City agreed that, currently, Top 40
has to rely on other elements than
music—such as heritage morning
shows or major promotions—par-
ticularly in competing against
urban-formatted stations at the
younger end of the demo.

Difficult transitions

Zellner said that finding the tran-
sition records to go from a Missy
Elliott to Puddle Of Mudd track
was virtually impossible. This con-
trasts with the ’80s, he noted, when
there was far less of a gap between
the extremes of rock (exemplified
by the likes of Rick Springfield)
and the extremes of rhythmic (such
as Prince).

Roberts stated his belief that
“disposable pop is core to the for-
mat, and nothing has replaced 'N
Sync and Britney Spears. What
does Top 40 have that Rhythmic
doesn’t at the moment? Only Avril
Lavigne and Christine Aguilera...”

As a result of the current hard-
edged music trends, Zellner noted
that Hot AC is getting closer to Top
40, while Top 40 is moving closer to
rhythmic formats. “Adults think
we’re for kids, and kids think we’re
not cool.”

WFBC/Greenville’s Nikki Nite
reported that “we have to go look-
ing for stuff. We have to have
patience with new songs.” Nite
cited the example of John Mayer,
now a core artist at her station,
who is “hip with the younger demo,



while the older demo like the
sound.”

For Top 40 stations torn
between the conflicting tastes of
the 12-24 audience and 25-34 year-
olds, dayparting is increasingly the
only answer, playing as little music
as possible during heritage morn-
ing shows (just two songs per hour
on panellist Tracy Austin’s station
KRBE/Houston), while focussing
on the harder-edged urban and
rock in the evenings to cater for the
teen audience.

But rather than keep walking
this ever trickier musical
tightrope, some Top 40 program-
mers have elected to make a clear
decision between serving the
younger or older demographic
within Top 40. Roberts, for exam-
ple, said his station had “given up”
on the teen market and was focus-
ing on 25-34 year-olds which, he
said, remained the “money demo.”

Like the format itself, life

appears a little more relaxed at AC

at the moment, with a lot of adult
contemporary stations securing
impressive  winter  Arbitrons
thanks to playing exclusively
Christmas music over the holiday
period. “We're doing so well with it
[Christmas music] that this year
we’re going to start it in March!”
quipped WLIF/Baltimore’s Bill
Pasha on the panel “Adult
Contemporary—Doing It For
Love”.

The decline of teen pop and the
hardening of music at Top 40 has
benefited AC in terms of giving it a
clearer identity than three or four
years ago, since fewer songs are
now crossing over from Top 40 and
there has been a rise in the num-
ber of AC-exclusive artists.

There was some disagreement
on the panel, however, as to the
importance of having AC-exclusive
artists. Ken Payne of
WMGF/Orlando said that “AC
artists give us a meaningful differ-
ence,” while Pasha contended that
it was the format’s “exclusive
sound and packaging that matters.
It touches people on an emotional
level.”

Urban planning

The problems of managing a clus-
ter of stations in consolidated radio
markets came up at the urban for-
mat panel “Who Took the R&B out
of R&B and Hip-Hop?,” moderated
by J Records VP of promotion

—  RADIO ACTIVE

Cynthia Johnson, and reflecting
the current dominance of hip hop
within that format versus more
traditional, soulful R&B sounds.
Nate Bell, director of urban pro-
gramming for Clear
Channel/Memphis, says: “I can’t
play Luther Vandross [on main-
stream urban station] WHRK,
because he needs to play on my
adult R&B, KJMS; I need to drive
listeners there. If ’'m playing him
on my mainstream, what reason do
listeners have to tune in to KJMS?”
“The entire business strategy at
radio has changed,” said Adult
R&B WHQT/Miami programme
director Derrick Brown. “You think
in terms of cluster.”
WBHJ/Birmingham programme
director Mickey Johnson added:
“We even have a new term when
we talk about programming strate-
gy . . . ‘cluster co-operation.’”
Programmers also noted that
some R&B artists just dont fit.
“There’s so much more you can do

with a hip hop song or artist,
because it fits your image,” said
Johnson. “It’s about the cars and
the clothes and all that goes along
with music that makes your sta-
tion sound hipper.”

Nikki Nite

Ron “Sugar Bear” Williams, pro-
gramme director of WAJZ/Albany,
wished there was better quality R&B
to choose from. “Where are the real
R&B musicians, the Earth, Wind &
Fires of today?” Ce Ce McClendon,
VP of promotion at Arista Records,
admitted: “Somewhere along the
way, we [the music industry] lost
the artist development of R&B acts
and lost being able to market them
to the next generation, and that’s
totally our fault.”

Additional reporting by Airplay
Monitor’s Dana Hall, Sean Ross and
Mare Schiffman.

Join the 600 independent producers who trust in SPPF.
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Join SPPF, the collecting society of independent
Phonographic Producers in France.
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