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Stones Jungle
Tour On Disc
For April 2

Capital Radio
Faces French
Takeover Move

by Hugh Fielder

Capital Radio, the UK's big-
gest radio company, faces a pos-
sible takeover battle.
Negotiations by French media
group Havas to acquire a 20.6%
stake in the company are fuel-
ling speculation that it is
planning a full-scale bid, de-
spite assurances that it has no
such interest at present.

Industry observers say that
the transfer of Capital's biggest
single shareholding and the ma-
nagement vacuum created by
the departure of MD Nigel
Walmsley mean that the com-

pany is effectively rudderless.
Citibank European media

specialist Chris Akers says he
believes the close timing of the
deal being negotiated between
Havas and Dominfast Invest-
ment -controlled by Capital
director David Maule-
ffinch,and Walmsley's resig-
nation are "too cosy for coinci-
dence.

"Capital has to consider its
future very carefully at the mo-
ment. Its share of the London
radio market has probably pe-
aked. It appears that there is no
one of Walmsley's calibre wit -

(continues on page 30)

Radio 10 Powers Into EHR
by Paul Andrews

Amsterdam -based satellite radio
operator Radio 10 has launched
its new pan-European EHR ser-
vice, Power FM. Targeting 13-23
year olds, the 24 -hour station
went on -air on February 15.

Using the Astra lA satellite, 'it is
already being relayed by cable to
about 700.000 Dutch households.

Power FM is currently broad-
casting a test programme of non-
stop music. Radio 10 MD Jeroen
Soer says a playlist and news ser-
vice will be introduced to the sta-
tion "within the next couple of
weeks", but that the service will
not reach its final shape until
April, at the earliest.

Soer explains, "The proper
launch will only take place when
the reach approaches two million
households, which won't be be-
fore April 1 and might not be

(continues on page 30)

RTL 4 To Start
Radio Station
Competition on the Dutch broad-
casting scene is heating up.
Commercial TV channel RTL 4
is planning its own radio station
within three months. The news
follows Radio 10's earlier an-
nouncement of plans to start an

(continues on page 30)

True Believers - Niagara are awarded double gold for their LP
"Religion". From l -r: Polydor MD Paul -Rene Albertini; band manager
Cyril Prieur; Muriel Moreno and Daniel Chenevez of Niagara; product
manager Claire Bouteleux; marketing manager Jean -Luc Bres; and
PolyGram commercial director Clement Poulais.

Niagara: Double
Gold, Clinch MTV
Sponsorship Deal

by Jacqueline Eacott

Polydor France act Niagara
crowned their recent Paris con-
certs with a double gold disc for
the 1990 album Religion. The LP
has achieved national sales of
more than 220.000 units, plus
overseas sales of 20.000, and is
no. 7 in the French-Canadian
Radioactivite charts.

Niagara's current European
tour, sponsored by MTV Europe
and leading French FM NRJ is a
marketing triumph for French ar-
tists. Niagara, (Muriel Moreno
and Daniel Chenevez), are the
first French act to be sponsored
by the video channel. The tie-in
also gives NRJ pan-European ex-
posure, with their logo featured in
MTV ad spots.

The 35 -date tour, which kicked

off January 11, covers France;
Belgium (Brussels, Spa); Ger-
many (Berlin, Munich, Frankfurt,
Cologne, Hamburg); Austria
(Vienna); Denmark (Copen-
hagen); Sweden (Stockholm,
Gothenburg); Norway (Oslo);
Finland (Helsinki); Holland
(Amsterdam); the UK (London);
and Spain (Barcelona, Madrid).
MTV is airing twice -weekly ads
for the tour in its Coca-Cola
spots, plus additional ads (four
spots) in which the duo announce
the tour themselves. The total of
480 spots is worth approximately
£300.000.

Polydor international licensing
and promotion head Marie
Agnes Beau comments, "The col-
laboration with MTV is working
out really well. MTV has always

(continues on page 30)

by Machgiel Bakker & Hugh Fielder

Following the band's successful
Urban Jungle tour through
Europe last year, Columbia will
be releasing the new live Rolling
Stones album Flashpoint on
April 2.

Produced by Chris Kimsey &
The Glimmer Twins, it marks
the third live album from the
band for the label, following
1977's Love You Live and Still
Life from 1982. The release will
be supported by major media ad-
vertising across Europe, although
details are to be announced by
Sony Music at a later stage.

The band mixed and edited 30
tracks of. which 14 will be used
for the vinyl version of the LP
and 17 for cassette .and CD. The
LP has a running time of 62 mi-
nutes while the cassette/CD lasts
76 minutes. Tracks include Paint
It Black, Factory Girl, Brown
Sugar, Little Red Rooster, You
Can't Always Get What You Want

(continues on: page 30)

No. 1 in EUROPE

European Hit Radio
RICK ASTLE
Cry For Help
(RCA'

Eurochart Hot 100 Singles
ENIGMA
Sadeness Port I

(Virgin)

European Top 100 Albums
QUEEN
Innuendo
(EMI)
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"Salespeople are often helpful,

but my industry publications

tell me more of what

I need to know."

Your salespeople can be
effective when they get to see a
customer or prospect. But, on a
day-to-day basis, the buying influ-
ences you need to reach turn to
specialized industry publications
for more of the important infor-
mation that helps them make
buying decisions. A recent study,
conducted by the Forsyth Group,
proves it.

In the study, 9,823 business
and professional buying influ-
ences were asked what sources
they find most useful in providing
information about the products
and services they purchase for
their companies. The results were
somewhat surprising. Overall,
specialized business publications
emerged as the source business
people turn to first. In other
words, trade magazines are where
business goes shopping.

Many other sources of infor-
mation, including sales represen-
tatives, direct mail and trade
shows, have their place in the total
marketing mix. But if you want to
reach the highest number of quali-
fied buyers at the lowest cost,
specialized business publications
are clearly the best choice.

For a free copy of the study,
please write to American Business
Press, 675 Third Avenue, Suite
400, New York, NY 10017

Where business AF3p
goes shopping.
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Anglo-Americans
Rule French FMs

by Mike Hennessey

With the exception of Nostalgie
and Cherie, major French pri-
vate FM radio stations are giving
most of their airtime to Anglo-
American repertoire.

This is the finding of the
Conseil Superieur De
L'Audiovisuel (CSA), following
a recent programming survey.

NRJ, which is targeted at the
12-25 age group, allocates 76%

of its music programme content
to Anglo-American releases, 21%
to French repertoire and 3% to
product from other countries.The
CSA notes that of the 48 local
Radio France stations including
France Inter and Radio Bleu, up

provided by French repertoire.
French product also dominates

the musical content of Europe
1, RTL and Radio Monte
Carlo.

Station Demo Anglo/American French Other

Maxximum (15-35) 94% 3% 3%
Fun (20-40) 94 6 0
Skyrock (15-34) 92 8 0
Metropolys (15-40) 68 30 2
REM (20-40) 65 35 0
Europe 2 (25-40) 61 37 2

Primetime Radio In Europe
London -based Primetime Radio
Production is currently negotia-
ting with companies in Denmark
and Germany to produce customi-
sed shows. These would feature
celebrity interviews, pop news and
the latest UK single releases.

Primetime's Matt Dangerfield
says, "We have been syndicating a
show called 'A Norwegian
Werewolf In London' to major sta-
tions across Norway since June
1989 and we have decided to see
whether we can repeat that success

For The Record
In our February 23 issue we in-
correctly identified Nik Myers
as Pinnacle international mar-
keting manager. He is, in fact,
international marketing ma-
nager for the Non Fiction label.

M&M apologises for the
error.

in other countries. The shows will
be specially produced for each ter-
ritory and presented in their own
language."

Primetime is also expanding
further into Norway, claims
Dangerfield. "Norwegian
National Radio (NRK) has invi-
ted us to produce a special pro-
gramme for NRK Night Radio.
Radio Network, which broadcasts
by satellite throughout Norway,
has also expressed interest in the
show."

The radio shows have also pro-
duced a TV spin-off. "Last
September we were commissioned
by TV4, which transmits to
Norway and Sweden, to make a
TV pilot based on the style of the
radio show. Although it was never
meant to be publicly aired, TV4
has decided to screen it in March,
and there are plans to produce a
monthly show from London be-
ginning in October." HF

Rough Trade Considers
Selling German Division

by Hugh Fielder

Rough Trade Germany could be
sold as part of a rescue package to
save the financially troubled
Rough Trade Group.
Accountancy firm KPMG Peat
Marwick McLintock, brought in
to safeguard the group's future, is
considering a number of options.
These include the sale of the
group's German and US operations,
as well as Rough Trade Records
itself.

KPMG's entertainment and

media division head, and acting
MD of the Rough Trade Group,
Dave Murrell says that an agree-
ment with the key labels handled
by Rough Trade Distribution in
the UK has protected the group
from the immediate threat of bank-
ruptcy.

He says the labels have given
him three months to arrange the or-
derly sale of the group without de-
stroying "the essence or spirit of
Rough Trade".

The discussions follow the news
in mid -February that 35 people-

about one-third of the company's
workforce-were made redundant.
In January the company was repor-
tedly talking with Geffen Records
about some form of joint venture.

Mute, Rhythm King, Big Life
and 4AD are among the labels dis-
tributed by Rough Trade in the UK,
but most of these labels have inde-
pendent distribution deals in
Europe on a territory by territory
basis. Rough Trade had a 2.6%
market share in the last quarter of
1990 and a recent no. 1 with 3 A.M.
Eternal by KLF.

JAZZING ALL OVER THE WORLD - Sony Music Germany signs jazz pianist Aziza Mustafa Zadeh world-
wide. Zadeh's debut album is due for release in April. Pictured from l -r are: Zadeh; mother and manager Eliza
Mustafa Zadeh; MD Sony Music Germany Jochen Leuschner; and artist marketing director Hubert Wandjo.

TROS Favours Seeing Labels At Once
by Howard Shannon

Dutch national broadcaster TROS
has broken with tradition and told
labels that from now on product
meetings will see promotion ma-
nagers sitting side -by -side with
their competitors.

TROS head of music Ferry
Maat says the previous system of
10 minutes alone with each corn-

pany "simply did not work, with
promotion staff often arriving late
or staying on beyond their alloted
time slot". Major labels have been
told they have 45 minutes, inde-
pendents 15 minutes.

Argues Maat, "It really was a
big mess in the last weeks. So I
said to myself 'okay, somebody has
got to be the first to change the
system', so I did. And it works.

Now majors can decide within that
45 minutes when to turn up."

BMG Ariola Benelux radio
promoter William Harlaar
worked the new system February
8. While maintaining it is better to
have time alone, he acknowledges
the meeting went well. "I was fully
able to do my job of promoting
new material by Londonbeat,
Johnny Gill and The Silencers."

Kaas Conquers Germany
by Machgiel Bakker

French singer Patricia Kaas's
growing popularity in the German
market is the result of a carefully
planned joint marketing and pro-
motion campaign between the
French and German affiliates of
Sony Music, that started last year
April.

With sales approaching 80.000
for the singer's second album,
Scene De Vie, it marks the first
time since the success of the
Gipsy Kings for a French act to
crack the German market.

Kaas is one of France's most
established new artists. The sin-
ger's debut album for Polydor in

1987, Mademoiselle Chante, sold
over one million copies while the
LP Scene de Vie, recorded for
Sony Music, has already surpas-
sed the 700.000 mark.

The key element in the cam-
paign has been incessant touring.
Kaas and her manager Cyril
Prieur embarked January 1990
on a 12 -month tour through
France, Japan, the USSR,
Canada, the US and Germany.
From a total of 51 concerts out-
side France, 32 were sold out, in-
cluding the five dates in Germany
last month.

Sony Music Germany director
of artist marketing Hubert
Wandjo says, "The success of

Patricia Kaas here has come be-
cause of steady promotion. There
wasn't one single event which
broke her here, it has just been a
case of gradually upping her pro-
file, and a lot of work by every-
one here."

He says Kaas herself was parti-
cularly helpful to the effort. "We
co-operated closely with Sony
France, and decided that to pro-
mote her successfully she would
have to make herself as available
as possible to us. She has been
prepared to come over frequently
for promotion, and as she is half
German and can speak the langu-
age, we have been able to treat
her almost as a domestic artist."
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LETTERS TO THE EDITOR NEWSMAKERS

ON ADVERTISING &
RETE 105

Upon the occasion of the 15th an-
niversary of Rete 105, we sent
you an advertisement that you
subsequently refused to publish.

The aforesaid advertisement
took the form of a cartoon, both
satirical and amusing in our view,
which depicted the staff here at
DDD seated on a riverbank wai-
ting for Rete 105 to float by.

Rete 105 has shown-apart
from undeniable ability and
professionalism-how power can
so often become arrogance.

In banning DDD, a small con-
cern, but one which nonetheless
refuses to accept compromises,
Rete 105 has demonstrated a

grave lack of objectivity.
Numerous episodes prove the
truth of this, but this is neither the
time, nor the place, to discuss
them. Mr Hazan, however, is

aware of many of the episodes in
question, because we have writ-

ten him letters of complaint on
more than one occasion.

Thank God Italy is a demo-
cracy in which there is a plethora
of vehicles for the dissemination
of music and ideas. Thank God
plenty of radio stations have been
established in recent years, a fact
which has convinced us that we
can easily do without 105.

Thank God many of these sta-
tions-to whom we owe a debt of
gratitude-have chosen to pro-
mote Italian music, given that
Italy is the only country in the
world that does not require broad-
casters to transmit foreign and na-
tional music according to set pro-
portions.

We choose, therefore, not to
contribute to the greater glory of
Rete 105, a network that uses
odious and often ridiculous sanc-
tions against us-such as never
transmitting our songs, not even
when these are worldwide hits
like those of Eros Ramazzotti.

Twenty years ago, we fought

against the censorship applied by
the RAI monopoly, and today we
find ourselves up against the
same thing with Rete 105! In its
15 years in business, this radio
station has shown that you can
have a lot of listeners and still re-
main small. That's why we prefer
not to add our good wishes to the
chorus of congratulation. On the
contrary, we hope that such over-
weening pride will eventually be
followed by the proverbial fall, a
process which already seems to
be under way.

Roberto Galanti
President nand MD
DDD

Articles and letters appearing on
this page serve as a forum for the
expression of views of general in-
terest. Contributions should be
submitted to Jeff Green, editor -
in -chief Music & Media, Rijns-
burgstraat 11, 1059 AT
Amsterdam, the Netherlands.

No Bad Taste For Food Beat
by Paul Andrews

Leading French EHR network
NRJ denies that it has removed
controversial group Elmer Food

dierks studios

20 years and many more to
follow.

Thanks for the partnership
in the past and in the future.

Re -opening of Studio III
- SSL 64 channel, G -series

- Sony 3348 digital
- Neil Grant Rcoustics

dierks studios gmbh
tel. (49) 22 38-20 04/33 33

fax (49) 22 38-34 99

Beat from its playlist for refusing
to cut a jingle for the station
(M&M February 23).

Although he admits that EFB's
first single, Daniela, has now been
taken off the playlist, NRJ pro-
gramme director Max Guazzini
says this was a natural move. "We
were the first national station to
pick up on the track, and played it
for a long time, but eventually our
panel research started to show that
it was losing popularity. It was no
longer current, so there was not-
hing unusual about that. As for the
new single, Le Plastique C'Est
Fantastique, we will consider that
on its own merits."

The band's label, Off The
Track (OTT), is also playing down
the "dispute". Says international
manager Liz Townsend, "The
matter concerned a promo for the
Antenne 2 TV show which NRJ
sponsors, not for the station itself.

"The band were a bit reluctant to
do a promo, but they did finally
agree, only when they had to say
the name of the station they kept de-
liberately tripping up over it, as a
joke. It started to annoy the NRJ pe-
ople at the taping, but they did fi-
nish it in the end. There was never
any question of them not doing it."

Meanwhile, more controversy
surrounds the band following the
cancellation of their appearance at
this year's San Remo Festival, the
lyrics of Daniela being deemed too
explicit, and the publication of an
interview in Paris daily Liberation.
The paper quoted group as saying
they have been "ignored" by radio,
have had to "learn to live without
the medium", and singled out NRJ
and Skyrock for particular criti-
cism. The group deny they made
the claim.

Says Townsend, "Elmer Food
Beat have been helped by radio. It

is true that they sold around 50.000
copies of the album by word of
mouth before stations picked up on
the single, but since they did that
has reached 270.000. NRJ and
Skyrock have been very helpful so
there is no reason why the group
would attack them."

Guazzini says he has spoken
with OTT MD Peter Murray
about the article. "He assured me
that the journalist misquoted the
band and I am happy about that.
He was very happy that we were
the first radio station to have the
courage to play Daniela, and we-
ren't shocked or embarrassed by
the lyrics. NRJ is not a station of
censorship."

Skyrock programme director
Laurent Bouneau also says he has
few problems about the issue. "I

don't mind about the lyrics," he
says, "and both the band and the
record company have assured me
that they did not make remarks
quoted by Liberation.

"We do not put them on heavy ro-
tation, but that is because they do not
appeal right across our 15-24 core
target demographic-they are popular
with men, but with women only the
15-17s really like them. They are not
quite a mainstream group, but we do
like to play them because they have
a lot of personality."

Townsend says the group are
now also managing to break into
Italy, where they are licensed to
Ricordi, despite the San Remo ban.
"RAI Stereo 1, and Radio
Dimensione Suono have playlisted
Daniela, it is getting seven plays a
day on Rete 105 and is Video of the
Week on VideoMusic."

The single and album have also
been released in G/A/S, through
Polydor, Benelux (Boudisque)
and Scandinavia (Medley). A UK
deal has still to be confirmed.

Radio

 Alvaro Garcia Lomas has
been appointed president of
Cadena COPE in Spain. He
replaces Francisco Perez
Ontiveros who continues as a
board director (full story page
9).

 Southern Radio has made
the following new appoint-
ments: Sales manager for
Southern Sound Classic Hits
is Martin Penny and sales
manager for Ocean Sound
Classic Hits is Martin Ball.

 Chiltern Radio has appoin-
ted Paul Chantler as acting
programme controller. He re-
places Paul Robinson, who
has joined BBC Radio 1.

 DevonAir/Exeter has ap-
pointed a new programme con-
troller, Mike Holloway. He
was previously with Clyde
1/Glasgow, where he was head
of music.

Music

 Richard Denekamp, MD
Sony Music Holland, has
been promoted to Benelux
area director. Bert Cloeckart,
MD Sony Music Belgium is
now reporting to Denekamp.

Richard Denekamp

 Kjell Andersson, Columbia
marketing manager at Sony
Music International has joi-
ned Warner Music Sweden
as marketing director.

 Mark Richardson, ex -mar-
keting manager at SBK
Records UK has joined Sony
Music UK as marketing ma-
nager.

SMILE FOR THE CAMERA - French act Elmer Food Beat clown it up during
photo shots at the Victoires de la Musiques. The act won an award for best group.
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CALENDAR 'MEDIA

 Feb. 27 -March 2 - San
Remo Festival, San Remo,
Italy.
 March 7-8 - Annual Radio
Academy Music Conference,
BAFTA, Piccadilly, London,
UK. Tel: +44 081 594 6453.
 March 22-25 - 1991
NARM Convention, San
Francisco Hilton, US. Tel: +1
609 596 2221.
 March 25 - 63rd Annual
Academy Awards, Shrine
Auditorium, Los Angeles.
 15-17 April - DJV Seminar
(broadcasting in the ex-DDR),
Schloss Burgscheidungen,
Thdringen, Germany. Tel: +49
228 222977.
 April 15-18 - National
Association of Broadcasters
Spring Convention, Las Vegas
Convention Center, US. Tel: +1
202 429 5300.
 April 21-24 - Broadcast
Financial Management Asso-

ciation, Century Plaza Hotel,
Los Angeles, US.
 April 29 - Sony Radio
Awards, Grosvenor House
Hotel, London, UK.
 May 19-25 - The US
National Association Of
Broadcasters, the conference
will be moved from London to
Paris after three days.
 June 5-7 - Association of
Professional Recording Studios
Conference, Olympia Centre,
London, UK.
 June 9-12 - Medienforum
North Rhine-Westphalia, Hotel
Maritim, Cologne, Germany
 June 9-15 - NAB Radio
Executive Management Devel-
opment Seminar, University of
Notre Dame, South Bend,
Indiana, US.
 June 16-19 - BPME & BDA
Conference & Exposition,
Baltimore Convention Center, US.
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UNITED KINGDOM

BRING IT HOME TO MAMA - Dublin -based Mother Records wel-
comes the band Engine Alley into its fold. The group, who hail from
Kilkenny, plan to release their debut album later this year. Above (l -r)
are: Mother GM Dave Pennefather; Mother product manager Ann
Acheson; promo executives Paul McGuinness and Jane O'Keeffe; A&R
manager Richard O'Donovan; Mother Music Publishing executive
Barbara Galavan; and Engine Alley's manager Pete Holidai. Below are
band members (l -r): Emmaline Fallon; Canice Kennealy; Eamonn Byrne;
and Brian Kennealy.

AIRC, Radio Academy To
Debate Non -Pop, No Profit
The Radio Authority's decision
to make the first national com-
mercial FM station a non -pop
channel will be debated by the
Radio Academy and the
Association Of Independent
Radio Contractors (AIRC) in
March.

The Annual Radio Academy
Music Conference at BAFTA,
London, on March 7-8 is holding
an open forum on "No Pop - No
Profit", at which conference
chairman and programme director
of syndicators Unique
Broadcasting Tim Blackmore
predicts "intelligent debate and
heated discussion".

Another session examines the
impact targeted music has had on
London radio audiences.

Comments Blackmore, "It is
perhaps ironic that with so much
competition for music -radio liste-
ning, speech -based BBC Radio 4
could well emerge as the '90s
most popular London station."
M&M senior editor Machgiel
Bakker is among the speakers at
a session on competitive indus-
tries.

The Academy will also be ma-
king its annual "Fergie" award for
outstanding contribution to UK
music radio, based on a ballot of
Academy members. For full de-
tails from the Radio Academy, te-
lephone (071) 323 3837.

AIRC is organising at the
House Of Commons March 18,
the motion "INR must appeal to
popular tastes". HF

Big Audience Gains For
'Network Chart Show'

by Hugh Fielder

The "Network Chart Show" has a
weekly reach of more than 2.5
million people, based on the latest
JICRAR figures for the last quar-
ter of 1990.

The show, which is taken by
more than 40 commercial stations,
has increased all -adult reach by
15.4% to 2.637 million. The aver-
age half-hour audience is also up,
a jump of 14.2% to 1.72 million.
The 15-24 reach shows a 14.7%
increase to 960.000 and the aver-
age half-hour audience is up
19.8% to 713.000.

Compiled by Media Research
Information Bureau (MRIB), the
show is gaining on BBC Radio
l's "Chart Show", which is broad-

cast simultaneously on Sunday af-
ternoon. That programme's au-
dience share has risen from 32%
to 37%.

Competition between the two is
heating up. In October, Capital
Radio/London added an extra
hour at the beginning of the show,
featuring singles that are bubbling
under the top 40. Nearly half the
IR network is now taking the ex-
panded three-hour programme.
Meanwhile, Radio 1 has started its
chart show 30 minutes earlier.

Capital Radio programme di-
rector and the show's producer
Richard Park comments, "These
figures once again give the
thumbs up to David Jensen's pre-
sentation. At a time when the UK
pop industry is taking a bashing in

the media, it is obvious that the
music -loving public are still en-
joying the best music with the
best chart show production. I am
indebted to Nescafe for their con-
tinued support of the programme."

Media Sales & Marketing
sales director Paul Davies, who
also sells airtime for the show,
adds, "The past few months have
seen a progressive increase both
in the number of brands adverti-
sing and the revenue generated.
Bookings for the first quarter of
this year are double that of last
year. Obviously I am delighted
with the new figures, which I am
sure will further encourage clients
to consider this exclusive national
opportunity for reaching a mas-
sive youth audience."

JICRAR Enlists Help Of
Incremental Ethnic Stations
Ethnic stations are being asked to
submit their own audience re-
search specifications to JICRAR.
This follows a complaint by
dance/ethnic station Choice
FM/South London over its
January audience figures, and the
refusal of several other stations to
participate in JICRAR research.

Association Of Independent
Radio Contractors marketing di-
rector James Galpin says II-
CRAR acknowledges that its
existing methodology may not be

Mercia Adds More Irish To Its Schedule
Mercia FM/Coventry is adding
more fish, rock and dance shows
to its schedule. The move goes
against the current trend towards
extending formatted program-
ming further into the evening.

Presenter Bob Brolly's program-
mes for the Irish community have
been doubled to four hours a week
with two, one -hour shows on
Mondays and Wednesdays.
Colleague Rob Jordan's "Mercia
Rock" switches to Tuesday eve-

nings and has been extended to
two hours and there is a new "Hot
Mix", two hours of dance every
Friday evening presented by new
DJs Phil Upton and Simon Davis.

MD/programme controller
Stuart Linnell says the dance
show is in response to listener de-
mand, although the station will
continue to exclude many dance
hits from its main daytimeshows.

"I have little doubt that one of
the reasons for the outstanding

success Mercia is currently en-
joying in its audience ratings is
because of our selective attitude
towards dance and rap in particu-
lar." Jordan says he will be using
his extra hour to play new relea-
ses. "The show will include all
aspects of the very wide range of
music that comes under the head-
ing 'rock'. I will also include in-
terviews with local rock musi-
cians as well as established
artists." HF

Holloway 'Freshens Up' DevonAir
by Julian Clover

New DevonAir programme control-
ler Mike Holloway, who was hired
away from Clyde 1/Glasgow where
he was head of music, plans to fres-
hen up the station for the 1990s.

His first move has been to bro-
aden DevonAir's musical policy
from the easy -listening format
which had resulted in a 35+ core au-

dience. Splitting frequencies is

being considered "in the medium
term".

Comments Holloway, "I am hop-
ing to create a real buzz. One of the
saddest things is that people are not
talking about the station any more."

Holloway was recruited by parent
company Capital Radio/London
programme director Richard Park.
He started his career in sales and

marketing at Northsound/Aberdeen
before moving into presentation and
programming. He says, "I found the
sales experience helpful and interes-
ting. One of the big changes for the
1990s is the need for a commercial
slant."

DevonAir is being temporarily
managed by Capital's development
director Richard Hurst, following
the departure of MD Dave Cousins.

suitable for precisely targeted sta-
tions. Comments Galpin, "We
have been addressing the problem
for the past 10 months and we
hope to come up with some form
of measurement for ethnically -
targeted stations. But it must be
stressed that it can never be as ro-
bust and could not be compared
to stations using normal JICRAR
methods."

Galpin says the major problem
is that no figures currently exist
for ethnic populations in the UK,
although the national census this
year is expected to provide ethnic
data.

"Once we have that informa-
tion we can build it into
JICRAR's research."

Another problem is that some
ethnic populations are not fluent
in English and are suspicious of
researchers knocking on their

doors and asking them to fill in
diaries. For that reason, he says,
the diary method may not be the
best audience measurement sys-
tem. Adds Galpin, "Then there is
the difficulty of trying to measure
a station like Spectrum/London
which appeals to 10 different eth-
nic groups."

Choice FM's complaint about
its JICRAR audience figures has
been investigated, but Galpin
says that no faults have been un-
covered in JICRAR's methodo-
logy which remains valid.
"Choice FM feels that some core
areas within its total survey area
(TSA) have been ignored by .11-
CRAR.

"This may be the case, and if
so, it could have caused some
under -representation but it would
not significantly have altered the
result. HF

Express Tops McDonalds As
UK's No. 1 Radio Advertiser
Express Newspapers barely edged
out McDonalds Restaurants as the
number one radio advertiser in the
UK last year, based on recent figu-
res by Media Expenditure
Analysis.

Express spent an estimated £1.6
million on radio, while McDonalds
shelled out £1.59 million on the me-
dium.

Of the top 10 radio advertisers,
Sport Newspapers allocated the
largest proportion of its advertising
budget to radio. The company spent
90.4% on radio when compared
with TV and press. SW

1990's Top 10 Radio
Advertisers (in £ millions)

Radio TV Press

Express News. 1.60 8.33 0.17

McDonalds 1.59 16.60 0.97

Nation. Ang. 1.44 6.68 10.91

Kimb.-Clark 1.41 3.82 0.60

Coca-Cola 1.12 13.09 1.47

Ford 1.09 14.71 19.99

Sport News. 1.04 - 0.11

Broad Labs 0.99 1.38 0.42

Renault (UK) 0.88 5.17 12.32

Brit Rail 0.87 9.62 7.04
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