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DISPUTE GROWS
Sony Joins
Kiss Kiss
Boycott

Seven more major record compa-
nies—EMI, CGD, PolyGram,
WEA, Sony Music and
Ricordi—have joined Virgin
Records in stopping all co-opera-
tion with Radio Kiss Kiss, the
Naples-based national network
station. (Sony Music only made
its announcement at press time.)

The action by the majors was
agreed at the recent AFLV/ltaly
(IFPI) meeting. All AFI affiliate
members are required to comply
with the decision and Ernesto
Magnani, GM of the association,
told M&M, "The whole industry
is indignant at the behaviour of
the station.”

The station (ltaly's seventh-
largest network with 1.28 million
listeners) has sent a letter 1o other
broadcasters in the private sector
for solidarity.

For more about the contro-
versy, see page 10.)

EAST MEETS WEST — MTV Europe MD/CEQ Bill Roedy (r] hands

Lithuanian president Vytautes Landsbergis a piece of the Berlin Wall
signifying a continuing breakdown of the barriers between the Soviet
Union and Europe. Roedy was visiting the country during his trip to
sign a deal to provide MTV on Soviet cable and satellite systems.

FIRST-QUARTER REPORT

Enigma, Roxette

Top EHR,

by Jeff Green

Enigma's Sadeness Part ! and
Roxette's Joyride stand out as the
biggest records so far in 1991, ac-
cording to singles research based
on the Coca-Cola Eurochart
Hot 100 and M&M's European
Hit Radio airplay activity during
the first quarter of 1991.

Enigma held the no. | position
on the Eurochart for nine weeks,
and also tied for "Most Weeks In
The EHR Top 25" with |1 weeks.

Eurochart

Meanwhile, Joyride was the only
song to be crowned no. | on both
the Eurochart and EHR Top 25.

The four no. 1 Eurochart sing-
les all come from artists of differ-
ent countries. Along  with
Sweden's Roxette and Germany's
Enigma were American Vanilla
Ice's Ice Ice Baby and the UK's
Seal with Crazy.

Reaching no. 1 in EHR were
six others besides Roxette. Only
one of them was by a female,

(confinues on page 30)

Cassingles Reborn On The
Continent; Rollout Planned

~ bythe M&M Staff i

The cassingle lives again in conti-
nental Europe. The two-track cas-
sette format is now set for a re-
launch in France and Belgium
following the runaway success of
a Dutch test promotion campaign
in 200 retail outlets currently run-
ning since March 1.

IFPI Belgium's campaign for
the format begins on May I,

while SNEP (IFPI France) laun-
ches its cassingle promo in June.
Both will follow the model set by
the current Dfl 350.000 (app.
US$182.000) campaign backed
by NVPI (IFPI Holland) and ma-
naged by Dutch soundcarrier pro-
motion association CPG. That
campaign has seen cassingle sales
rise from almost zero to around
7.000 per week in jts first month.
The national IFPIs see the cas-

single relaunch as a way of revi-
ving the declining singles mar-
kets. In Holland, singles sales
dropped from nine million units
in 1988 to six million (including
3.5 million CD-singles) in 1990.
In France, the fail has been from
42.5 million units to 26.5 million
units. and is officially described
by SNEP as "worrying". At
Ffr350 million (app. US$61 mil-

(continues on page 30)

Labels Hold Back
On Owning Radio

by Paul Andrews

Europe's first station to be control-
led by a record company, Radio
Bonton/Prague, is likely to remain
a unique curiosity after it goes on
air this summer, an M&M indus-
try survey reveals.

Although many Western record
firms see a stake in radio as an at-
tractive addition to their busi-
nesses, awareness of a potential
conflict of interest confines their
investments to minority holdings.
Stations are happy to keep it that
way.

Leading current  holdings:
Virgin Broadcasting's 28% stake
in Kiss FM/London, Seny Music
France's 20% participation in both
the Cherie FM and Metropolys
networks, and the 10% shares held
by BMG and PolyGram in
Germany's Klassik Radio. Virgin

AmericanRadioHictaory Com

and PolyGram France have also
invested some FFr3 million (app.
US$520.000) each in Oui
FM/Paris, convertible into 17%
shareholdings this July.

(continues on page 30)
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The Alhum... The Tour

i 20.04.91 WOLFSBURG GERMANY
- 21.04.91  MANNHEIM GERMANY B
24.04.91 LUDWIGSBURG GERMANY
. 25.04.91 MUNICH GERMANY
. 28.04.91 GRAZ AUSTRIA
20.04.91 INNSBRUCK AUSTRIA
02.0591 VIENNA AUSTRIA
. 04.05.91 COLOGNE GERMANY
¢ 10.05.91 LAUSANNE SWITZERLAND
11.05.91 BIENNE SWITZERLAND
: 12.05.91  ZURICH SWITZERLAND
15.05.91  NICE FRANCE
- 17.05.91  PARIS FRANCE
. 19.05.91 BRUSSELS BELGIUM
21.0591 UTRECHT HOLLAND
22.05.91 LONDON UK
; : e . 25.05.91 MADRID SPAIN
e - e 26.05.91 BARCELONA SPAIN

OUT NOW IN EUROPE
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See page 24.

Power Station
Goes Dark;
Investors Absent

by Hugh Fielder

The Power Station. the UK satel-
lite music TV channel, has so far
yet to find a new investor to re-
place British Sky Broadcasting.

The station ceased broadcasting
on the Marcopolo satellite last
week. Comments Palace group
co-chairman Nik Powell, "I have
been unable to conclude negotia-
tions with the people I have been
talking to in time. But I am still
very much in discussions with the
same people.”

One of the two entertainment
conglomerates Powell has been
talking to is believed to be
PolyGram, which is already part-
nering with Palace in a UK com-
mercial TV licence bid. Powell
says he would like to relaunch The
Power Station on the Astra satel-
lite this autumn.

Meanwhile, the company has
laid off 80 employees and has re-
duced the Power Station to a ske-
leton staff of five people, inclu-
ding MD Don Ayteo.

Who's No. 1
in European
Top 100 albums
This Week?

See page 28.

EMI Turns In Impressive First Quarter

by Mochg@]k_ker

EMI Records UK is success-
fully selling its artists into
Europe. During the first quarter,
the label charted 54% more sing-
les in M&M's Coca-Cola
Eurochart Hot 100 Singles,
compared to the same quarter last
year. Eleven singles charted in
the first quarter of 1990, of which
only one reached the top 30.
This year there were 17 singles in
the top 100, with nine reaching
top 30.

Especially successful were re-
leases by EMF (Unbelievable, 1
Believe), Kim Appleby (Don't
Worry, G.LA.D.) and Queen
(Innuendo).

EMI's share of album achieve-
ment has increased by 40%. Out
of 10 albums. seven reached the
top 30 in the European Top 100
Albums (1990: 10-5). The best-
selling album for EMI is Queen
with the million-seller /nnuendo,
which is currently no. 1 in the top
100 for the sixth week in a row.
Other best sellers include Paul
McCartney's Tripping The Live
Fantastic, Jesus Jones's Doubt

Will last year's critically acclaimed
artists deliver million-sellers this
time? Two Virgin signings. the
US's Lenny Kravitz and France's
Mano Negra, have both released
long-awaited follow-up albums.

Hoping to cross borders are
Kravitz, with his second album,
Mama Said, and Mano Negra
with their third, King Of Bongo.

Promising act Massive—for-
merly Massive Attack—launch
their debut album Blue Lines on
Circa.

and Cliff Richard's From A
Distance (The Event).

EMI Records (UK) director in-
ternational artist development
John Briley says a lot of the suc-
cess comes down to strategic
planning. "With Europe getting

/ Nl

SAVE THE FORESTS — Meeting backstage during the Rainforest Foundation's benefit concert on March 10 at
Carnegie Hall in New York are the event's producer Trudie Styler (Sting's wife), Caetano Veloso, host Sting,

smaller, trying to get your manu-
facturing synchronised is the
hardest part. We work very hard
to control our product launch
from a global perspective.”

Also, radio's attitude has
changed, notes Briley. "They take

Gilberto Gil, and Antonio Carlos Jobim. (Photo: Miguel Rajmil)

Breakthrough Time?

Seal's self-titled debut album is
also out, as well as Temper
Temper, who provide a fine mix-
ture of soul and dance. Princess
Stephanie of Monaco shows her
talents for the first time on a full-
length album.

This week also heralds the re-
turn of well-respected singers Pat
Benatar (Tiue Love) on Chrys-
alis. Alison Moyet (Hoodoo) on |
Columbia and Sheena Easton
(What  Comes Naturally) on
MCA.

Upcoming Album Releases

Artist Title Label Producer

The Alarm Raw IRS The Alarm

Pat Benatar True Love Chrysalis  Neil Giraldo
Boogie Down Productions  Live Hardcore Worldwide  Jive KRS-1

Sheena Easton What Comes Naturolly MCA Various

Goodbye Mr. MacKenzie ~ Goodbye Mr. MacKenzie  Radioactive  Various ‘
Lavine Hudson Between Two Worlds Ten Rhett Lawrence
Holly Johnson Dreams That Money Con't Buy ~ MCA Various ‘

Lenny Kravitz Mama Said Virgin lenny Kravitz |
Little Angels Little Angels Polydor J. Bobarton/A. Paul
Lomax 1001 Nights ZTT/WEA  Trevor Horn
Mano Negra King Of Bongo Virgin Mano Negra/M. Wollis
Will T. Massey Will T. Massey MCA R. Bitton/T. Ponunzio |
Massive Blue Lines Circa Massive/J. Dollor
MC Buzz B Words Escape Me Polydor MC Buzz B/C. Adesile
Alison Moyet Hoodoo Columbia  Various ’
Nize Boys Songs From The Living Room ~ Metronome  Peter Richter
Elaine Paige Love Con Do That RCA Dennis Lambert
Papa Dee Letting OFf Steom Arista Various
Rainbirds Two Faces Mercury Rainbirds

The Real People The Real People Columbia  S. Street/P. Hardiman
Red Box Maotive East West  Various

Terry Ronald Roma MCA H. Goldberg/J. Biondell
Seal Seal ZTT/WEA  Trevor Horn

Del Shannon Rock On Silvertone  J. Lynne/T. Petty
Simple Minds Real Life Virgin Steve Lipton
Stephanie Stephanie WTG/Epic M. Verdick/R. Bloom
Temper Temper Temper Temper Ten Temper Temper ‘
Ruby Turner The Other Side Jive Wormack & Womack |
Daryl Way Under The Soft IRS Daryl Way |

European album releases for the month of April. Please send your information to |
Robbert Tilli before April 19 for inclusion in the next release schedule {issue 18). |

Fax (31) 20 669 1951.

far more risks and are willing to
support new talent. If you look at
M&M's EHR Top 25 chart you'll
see such a real spread. Who
would have thought a year ago
that hit radio would accept new
bands like Jesus Jones or EMF?"

MUSIC & MEDIA BUSINESS CALENDAR

@ April 21-24 - Broadcast Fin-
ancial Management As-
sociation, Century Plaza
Hotel, Los Angeles, US.

® April 22-23 - Rundfunk
Dialog 91, Hotel Inter-
continental ~ Stuttgart, Ger-
many. Tel: +49 711 649 580.

@ April 23 - UK Radio In The
1990s, Hilton Hotel, Park
Lane, London, UK. Tel: +44
71 824 8257

@ April 23-25 - Interchance
Music Market, Cityshow
Palace, Kiev. Ukraine, USSR.
Tel: +7 95 238 4600.

® April 29 - Sony Radio
Awards. Grosvenor House
Hotel, London, UK. Tel: +44
717230106

® April 30-31 - Deutscher
Kommunicationstag, Berlin,
Germany. Tel: +49 228 444
560.

® 8-11 May - 3rd International
Broadcasting  Convention
For Radio And TV, New
Exhibition Park. Madrid.
Spain. Tel: +34 1 470 1014
(Madrid)y/+33 1 45 08 3679
(Paris).

® May 15 - World Music
Awards Monte Carlo Sporting
Club. Monte Carlo, Monaco.
Tel: +33 93 254369.

® May 17 - Copyright And
The Entertainment Indu-
stry: Law And Deve-
lopments, Selfridge Hotel,
Hotel Street, London, UK.
Tel: +44 71 824 8257.

@® May 19-25 - The US
National Association Of
Broadcasters. The confe-
rence will be moved from
London to Paris afier three
days. Tel: +1 (202) 429 5350.

® June 5-7 - Association of
Professional Recording Stu-
dios Conference, Olympia
Centre, London, UK.

® June 9-12 - Medienforum
North Rhine Westfalia,
Hotel Maritim, Cologne,
Germany. Tel: +49 211 770
0741.

® June 9-15 - NAB Radio
Executive, Management De-
velopment Seminar, Uni-
versity of Notre Dame, South
Bend, Indiana, US. Tel: +1
(202) 429 5350.

@® June 16-19 - BPME & BDA
Conference & Exposition,
Baltimore Convention
Center, US. Tel: +1 (213) 465
3777.

® June 21-24 - Euro FM 1991,
CNIT-La  Defosse, Paris,
France. Tel: +33 1 3485 7878.

® July 3-7 - International
Broadcasting Convention,
RAI  Congress  Centre,
Amsterdam, the Netherlands.

® July 5-July 21 - 25th
Montreux Jazz Festival,
Montreux, Switzerland.

® July 11-14 - 16th Annual
Upper Midwest Communi-
cations Conclave, Radisson
South Hotel, Minneapolis,
US. Tel: +1 (612) 927 4487.
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Stocks Spring Forward

UK radio and music industry
stocks continued their .impres-
sive pace during March as in-
vestors started seeing a light at
the end of the tunnel in the eco-
nomy:

M&M's British stocks avera-
ged an 8.1% gain for the month
while the FTSE-100 increased
32%. Leading the way:
Chrysalis Group (+51%) on
MBO/takeover speculation (see
accompanying story). Metro
(+19%), Radio City (+16%)
and Capital (+14%) also out-
paced the market.

Holland-based music multi-
national PolyGram (+20%)
posted its biggest gain of the
year as investors reacted
favourably to the company's
financial results and its first-
ever dividend.

WA e T

Capital, Transworld Lead
UK Radio Stock Rally

UNITED KINGDOM

Co. Dec. 31 Feb. 28 Mar. 28 % chg. % chg.

Chrysalis 44 49 74 68.2% 51.0%
Metro 129 140 167 29.5% 19.3%
York. TV 247 254 299 211% 17.7%
Rad. City 226 187 216 -44% 15.5%
Capital 146 174 198 35.6% 13.8%
Rad. Trust 65 60 68 4.6% 13.3%
Invicta 55 58 64 164% 10.3%
Rad, Clyde 224 244 268 19.6% 9.8%
TV-AM 200 195 212 60% 8.7%
GWR 253 213 230 -9.1% 8.0%
Chiltern 132 130 140 61% 7.7%
T'world 97 121 129 33.0% 6.6%
Pickwick 217 228 241 11.1% 57%
EMAP 202 225 233 153% 3.46%
Thorn 677 701 N7 58% 23%
WH Smith 383 357 363 -52% 17%
Midlands 102 95 96 -59% 1.1%
Crown 51 46 42 -116% -8.7%
Avg. 192 193 209 89%% 81%
FTSE 2,1435 2,380.9 2456.5 14.6% 3.2%

FRANCE

Co. Dec. 31 Feb. 28 Mar. 28 % chg. % chg.

Canal+ 823 895 969 17.7% 8.3%
Havas 426 521 548 28.6% 5.2%
NRJ 238 253 254 67% 0.4%
Hachette 150 223 208 38.3% -7.0%
Europe 1 1,090 1249 1,115 23% -10.7%
Avg. 545 628 619 13.4% -1.5%
CAC 1,5179 1,75%.8 1,8164 19.7% 3.2%

THE NET!:[PERLANDS

Co. Dec. 31 Feb, 28 Mar. 28 % chg. % chg.

28.0 37.9% 4.5%
358 18.9% 20.1%
319 266% 12.7%
1957 163% 72%

PolyG. 3.1 298
Avg. 252 283
CBS 1683 1825

by Steve Wonsiewicz

It was a good news, bad news
quarter for investors in the UK's
publicly traded radio companies.
The good: for the second month in
a row radio shares outperformed
the market. The bad; they trailed
the market for the first quarter.

For the quarter, the UK's 11 pu-
blic radio stocks were up 9.4% on
average while the FTSE-100 in-
creased 14.6%. However, since
radio stocks bottomed out in
January, prices have jumped
23.4% versus 13.2% for the mark-
et. Relief that the Gulf war is over
and that the worst of the adverti-
sing recession is behind the indus-
try has contributed to the gains,
say analysts..

Comments Janet Robson, ana-
lyst with UBS Phillips and Drew,
"Those gains are set against the
background of a very strong mark-
et. It appears that the market and
investors are looking ahead to
1992.

"And the feeling is getting more
upbeat. It appears that the
December-January period was
when the advertising market
bottomed out."

Top performers during the radio
rally were Capital Radio
(+35.6%), Transworld Comm.
(+33.0%), Metro Radio
(+29.5%), Radio Clyde (+19.6%)
and Invicta (+16.4%).

Despite the jumps in February
and March, Robson is cautious
about the outlook during the com-
ing months. "I don't think the sec-
tor will outperform the market like
it did during the last two months.
It will probably be a little more
quiet. Investors are looking ahead
to May for the interim financial re-
sults and to hear what the compa-
nies have to say about advertising.
That will give them [investors] a
clearer picture.”

Two of the stocks that Robson
is recommending: Capital and
Metro. "I've been a long-term

buyer of Capital. With Metro,
there's still considerable opportu-
nity from their purchase of
Yorkshire Radio.""

While investors in British radio
stocks had reasons to be cheerful,
stockholders in NRJ and Europe
1 watched the CAC 40 index rise
19.7% during the quarter while
their shares rose 6.7% and 2.3%,
respectively.

Jean-Jacques Limage, analyst
at James Capel/Paris says, "One
of the reasons is that there has been
a six to eight per cent growth in ad-
vertising, but that is three to four
per cent under the growth for last
year.
"Although the ad market is
growing faster than GNP, it's decel-
erating. However, it is reasonable
to expect a better 1992 figure."

M&M Radio Stock Performance

(% Change In First Quarter)
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GERMANY
......... Price-s---aa-- YID Mo,
Co. Dec. 31 Feb. 28 Mar. 28 % chg. % chg.

Springer 712 695 695 -24% 0.0%
FAZ 6031 6630 6468 7.3%- 2.4%
DAX 1,398.2 1,542.1 1,522.8 89% -1.3%

UNITED STATES
--------- Pricg-e------- YTD Mo,
Co. Dec. 31 Feb, 28 Mar. 28 % chg. % chg.

T. Warn, 85.75 109.00 107.75 257% -1.1%
Westwood 1.75 213 1.81 3.6%-14.7%
Sony 43.00 52.00 47.63 108% -8.4%
Matsu. 118.00 137.25 12400 5.1% -97%
Cap Cit. 459.13 466.00 464.00 1.1% -0.4%
S'stream 113 138 100 -1L1% -27.3%
Viacom 2625 25.00 24.75 -57% -1.0%
Tribune 3525 41.00 41.88 188% 2.1%
Westing. 28.50 2650 2975 44% 12.3%
Avg.  BR.75 9558 9362 55% -21%
DJIA 2,633.7 2,882.2 29139 10.6% 1.1%
S&P 3302 3671 3752 136% 22%

Share prices are listed in the country's currency.

Something Afoot At Chrysalis?

While UK radio stocks increased
because of hopes for a brighter fut-
ure in advertising, the jump in
Chrysalis Group shares has ma-
nagement and stockholders shak-
ing their heads. "

The UK-based record and leis-
ure group's shares rocketed 51% in
March (+68% for the quarter) on
renewed speculation over a ma-
nagement buyout and/or a take-
over. On March 11, Chrysalis sha-
res jumped 24p to 85p, before
settling down to 79p by April 10,
close to the 52-week high of 89p.

Comments one executive close

to the company, "It's definitely not
due to trading expectations on im-
proved fundamentals. But I don't
see [chairman] Chris Wright
going the MBO route. I would be
highly amazed if he tried."

But, says one trader, the market
isn't convinced. "The market
thinks something's going on."

The run-up prompted the com-
pany to issue a statement saying it
knew of no reason for the increase.
Company spokesperson Richard
Huntingford also dispelled any
notion of an MBO or takeover.
Any acquirer would have to have

Wright's co-operation, He controls
12.4 million of the company's 28.7
million shares outstanding.

Another rumour making the
rounds: US multimedia company
Paramount Comm.'s reported in-
terest in Thorn EMI's music ope-
rations. Thom owns 50% of
Chrysalis's music division and has
an option to buy the rest.

But don't rule out something
happening at Chrysalis's other di-
visions, such as its "machines”
group. That operation had an ope-
rating profit of £1 million on turn-
over of £23.6 million last year. SW
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Following the LP PUTA'S FEVER

and the Hit Single King Kong Five

New Album Available on LP/MC/CD
00990749 lst single "KING OF BONGO"
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LENDING A HELPING VOICE — Beverly Craven [centre) performed

UNITED KIN

two songs from her selftitled debut album during a lunch to debut Capital
Radio's "Help A london Child 1991" charity. Seated with Craven are
{lefi) Andrew Roachford, who has a new single out titled "Get Ready”,

and Capital D) Martin Collins. The lunch raised £172.000, while some
£405.000 was donated during the Easter weekend.
e
Metro Radio Sells
®
Singapore Group

Metro Radio Group is selling
the Singapore Group it acquired
as part of its takeover of
Yorkshire Radio  Network
(YRN) last year. The sale, for
£1.12 million, is in line with
Metro's intentions during the ta-
keover of YRN. The purchasers
include former YRN directors
MJ] Mallett and IR Blakey.

The disposal, which is condi-
tional on the approval of Metro
shareholders at a meeting later
this month, will allow Metro to

concentrate on its core activities.

The Metro board expects that
advertising revenue and trading
profits for the six months to

‘March 31 (including YRN sta-

tions) will be marginally ahead of
last year. While national adverti-
sing will be down by about 17%,
local advertising is expected to
rise 11%. But the board warns
that profits will be adversely af-
fected by the interest costs asso-
ciated with the financing of the
acquisition of YRN. HF

Cornwall,

York

Licences Advertised

The Radio Authority is adverti-
sing two more local licences for
Cornwall and  York. The
Cornwall service fills one of the
largest gaps in independent rad-
io's (IR) coverage of the UK and
will be based on two transmis-
sion sites.

The Authority estimates, that
with overspill into neighbouring
Devon, the station will have a po-
tential audience of some 400.000
adults. Applications must be in

by June 25 and the licence will
be awarded within three months.
The York licence is for the city
and surrounding parts of central
North Yorkshire—a population of
about 200.000 adults. But it is not
expected to reach other major
towns in the area such as

Scarborough or Harrogate which
the Authority hopes to advertise
separate licences for later. The
closing date for applications is
HF

July 9.

|

Southern Turnover Up, Profits
Down After Restructuring

by Hugh Fielder -

Southern Radio Group MD
Rory McLeod says the company
is well positioned against the
threat of an extended recession
and changes within the radio in-
dustry following major restructu-
ring of the group.

Comments McLeod "We have
realigned the network and plan-
ned ahead for the 1990s. Now we
have to put our heads down and
deliver to the listeners and adver-
tisers."

Local advertising revenue for
the group, which covers three
franchises and has an audience of
2.3 million, increased 9%, while
total ad turnover was up 8.4%.
The group could benefit from the
Radio South advertising package

introduced last autumn by IRS to
sell Southern Radio Invicta/Kent
and 2CR/Bournemouth as a
single area directly against the
ITV franchise TVS.

IRS sales director Stan Park
says, "The new rate card is pro-
ving a great success. We are pro-
viding a genuine alternative in one
of the most expensive TV areas in
Europe. All the stations are brand
leaders in their own areas and
there are more radio listeners than
viewers, of all ages, up to 16.00."

Despite the increase in adverti-
sing revenue, Southern's profits
dipped to £1.80 million for the year
ending September 30, 1990. 1t was
a 10.8% drop on the previous year
although turnover rose from £6.77
million to £7.34 million.

Explains McLeod, "Pre-tax pro-

fits include running costs for three
new services introduced in East
Sussex, Hampshire and the Isle Of
Wight. We are also carrying an
extra layer of management after
our merger with Ocean Sound.
but we have now reduced the cen-
tralised management structure.
The decision-making process is
more effective and the lines of
communication are easier.

IRS will soon be offering ad-
vertisers  simultaneous  spots
across the region now that the
participating stations have agreed
to allocate the same airing times.
"Our experience of selling
Newslink shows that advertisers
appreciate and understand this
concept," says Park. "It is all part
of making radio advertising more
attractive."

Castle Backs Lofgren Single,
Breaks Away From Reissues

Castle Communications is
breaking out of its catalogue
reissue strategy and bidding for
a hit single with Nils Lofgren,
whose new record Valentine has
already been playlisted by 27
commercial stations.

The single, released this week
on Essential, also marks the
first appearance of Lofgren's
old boss Bruce Springsteen on
record for three years. He plays
guitar and sings on the single
and is featured in the promo
video.

Castle picked up the
European rights for Lofgren

through its connection with
Rykodise, the biggest indepen-
dent label in the US. No new
singles by other artists are
being readied for release, but
the company is not ruling that
out.

Explains Castle head of
marketing and  promotions
Malcolm Packer, "Our link

dates back to 1989 when we re-
leased the Jimi Hendrix Radio
1 sessions, which got to no. 32
in the album charts. Rykodisc
established itself on the US
scene when it reissued David
Bowie's back catalogue and it

has been moving towards sig-
ning acts for new releases. This
is something we have been
looking at as well, so when they
came to us with the project it
made a lot of sense.”

Packer has hired Michael
Peyton to promote the single to
radio alongside Lee Haynes,
who is in charge of radio pro-
duct at Castle. Castle is ship-
ping 60.000 copies of Lofgren's
new album Silver Lining across
Europe and promoting it with

extensive press advertising.
Lofgren will be touring Europe
in summer. HF

~ Festival Radio Back For 30 Days

Brighton Festival Radio will be

back on air for a month at the end of
| April, broadcasting to coincide with
the 1991 Brighton Festival.

Level Broadcast, which runs
Festival Radio, this year is working
with national newspaper The
Guardian and has lined up a major
sponsorship  deal  with  the
L Woolwich Building Society.

The 24-hour station on 100.4FM
plans a mix of contemporary music,
arts and news. Presenters already
lined up include Kiss FM's
Norman Jay, Tony Monson and
Jay Strongman. Jazz FM's Jez
Neison, Gilles Peterson and Chris

Philips, Radio 1's  Annie
Nightingale, Gary Clail, Tomek,

Carl Cox and Galliano. HF

the U.K. s

mash g
love and kisses

Rock Steady_

Ventures Formed

PMI, Cariton TV, HTH (Inter-
national) and Holmes Associates
have formed Rock Steady Ven-
tures to co-fund the second series |
of Rock Steady with Channel 4.
Rock Steady Ventures is investing 1
£650.000 over the next six months
to produce the programmes and sell
them worldwide. HF

european
release
22nd april

MCA.
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SAY FROMAGE — Ftienne Imer (leff],

At Traffic MD and

manager/producer for bands O.T.H. and Les Naufrages, poses for the
camera with Raticide band member/rock journalist Herve Moissaan at
the Printemps de Bourges press conference.

Nostalgie Driving
With Porsche

by Jacqueline Eacott

Radio Nostalgie has stepped up
its involvement in sports spon-
sorship through a deal with
Laurent Jeanjean's Porsche ra-
cing team.

The two-car team, competing
for this year's Porsche Carrera
Cup, will display the Nostalgie
logo during the Il-race season,
which began on April 1.

But the radio station is not tak-
ing any chances with young hope-
fuls: drivers Jeanjean, Michel
Maisonneuve and Francois Fiat
have taken the Carrera Trophy for
the past two years.

Comments Nostalgie director
of communication Robert
Pinto, "This i1s the first time
that Nostalgie has been associa-
ted with Laurent Jeanjean, but
it's certainly not our first in-
volvement in motor sports
sponsorship.”

Nostalgie is already suppor-
ting Olivier Beretta (Formula
3), Paul Belmondo (Formula
3000) and sponsored motorcy-
clist Paul Rivet in this year's
Paris-Dakar rally.

Says Jeanjean, "Although the
exact financial terms were not
disclosed, it's a very good deal
for us.” JE

Island France Gets Nod From
PolyGram To Sign Local Acts

by Emmanuel Legrand
PolyGram is now affiliated to
Island France, with the aim to
sign local talent. To date, only
UK and US companies had this
opportunity to sign local artists
for PolyGram.

Island France was established
in 1989 and distributed by
PolyGram, but with its own
marketing and promotion staff.

Island France GM Jean-Pierre
Weiler explains, "The first step
was to find staff and reshape the
image of the label in France while
working on artists like The
Christians, Mica Paris or Tone-
Loc. Once the company was
structured and our identity esta-

blished, it became natural to de-
velop a local repertoire.”
Island France has a team of 11

people, including Jean-Michel
Canitrot  (radio  promotion),
Oliver Bas (press promotion),
Isadore Probst and Pascal
Bussy (both responsible for mar-
keting).

Weiler  has  signed five

acts—Angelique Kidjo, Patrick
Gaspard, Via Romance, Pascal
Villenuit and Poupa Claudio.

Apart from Kidjo, all artists
have never recorded before.
Weiler explains he had total auto-
nomy in signing the artists, al-
though Island Records founder
Chris Blackwell listened to the
recordings first.

Says Weiler, "These artists re-
present the diversity of the music
we like at Island. We have made
the choice to develop these artists
from scratch. It is going to be
hard work, especially with the
media situation in France, but we
are planning long-term develop-
ment. What is more exciting than
finding an unknown artist and ex-
posing it to the widest audience
possible. First, 1 want to break
them in France, establish a solid
base for them, and then, with the
help of Island's international net-
work, we will work on their in-
ternational  careers—but each
thing will be done with a certain
timing."

Radio Monte Carlo Cuts
Back Workforce By 58

Radio Monte Carlo (RMC) has
announced staff cuts in a major
restructuring move. The job los-
ses underline the pressure facing
the major generalist stations
which are battling declining aud-
iences and advertising revenue
and increased FM competition.
Fifty-eight jobs have gone
from a total of 525 salaried em-
ployees, saving the station Ffr35
million (app. $US6 million).
RMC president Jean-Noel Tassez
says this translates into Ffr15 mil-
lion savings from reduced opera-

BASIA STRIKES GOLD IN FRANCE — POIISh artist Basra recelved a gold album in France for sales ex-
ceeding 100.000 copies of her album London-Warsaw-New York. Henri de Bodinat, president of Sony Music

France, Basia, and Alain Lahana, concert promoter of Basia.

ting costs and Ffr20 million from
salaries.

Tassez drew attention to the
problems facing the generalist pe-
ripherique radios in a speech at
the "10 Years Of FM" conference.
He pointed out that the costs of
RMC's news operation equals the
operating  costs of  Radio
Nostalgie (Ffr+45 million).

RMC's audience ratings have
been falling steadily for some
time. The station recorded a 5.3%
reach in the last Mediametrie
poll (September-December 1990),
compared with 5.7% for the same
period in 1989. Rivals Europe 2
and RTL scored 124% and
20.4% respectively (September-

December 1990). In the audience
stakes, RMC trails behind an in-
creasing number of FM stations.
such as NRJ, Europe 2 and
Skyrock.

Despite the ratings, Tassez re-
mains confident that the Monaco-
based station can solve the pro-
blems without going too far from
its generalist programme format
of musicftalk. A new schedule is
promised for the early summer.
Traditionally entrenched in the
south of France. RMC intends to
strengthen its Southern image still
further by re-emphasising con-
nections with the area which
Tassez has described as "Europe's
California". 1/

Trema Debuts
New Sub Label

France's leading independent rec-
ord production company Trema
is creating a new sub label Trema
Prim’', aimed at developing new
talent.

The label is headed by Claude
Brunet, former BMG GM and
Europe 1 programme director.
Brunet had consulted Trema in
A&R and marketing for the past
three years. He will work "paral-
lel with Trema" and hand in hand
with Trema's new GM Catherine
Regnier.

Trema Prim' will have its own
promotion and a marketing team
of six people. These include
Michele David (FM promotion),
Thierry Rueda (AM stations and
TV), Gil le Menes (press and

clubs), Laurence Zablocki (mar-
keting).

Trema Prim' has already signed
Animo (they scored a top 50 hit
in 1988), Les Infideles, Laurent
Morain Blondin (nominee for
best new act at the recent
Victoires de la  Musique),
actor/singer Lambert Wilson,
Nat Buffo, Joe Helene, Fabrice
Beauvoir (the latter two artists
won a contest organised by per-
forming right society SACEM
and Trema at the label's 20th an-
niversary).

Comments Brunet, "Trema
Prim' is an attempt to build a new
repertoire within Trema that will
grow side by side with the current
stars of the label." EL
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Rigaux Announces New
Private Radio Station

By Marc Maes

CLT administrator and RTL pre-
sident Jacques Rigaux announ-
ced a September 2 launch of
BEL-RTL on April 16.

An initial agreement to launch
the station was signed on March
29 in Brussels between RTL-
TVi, press group Rossel (owners

of the eight-station RFM net-
work), Radio Contact/Brussels
and CLT (on behalf of RTL
Paris).

Shareholders in BEL-RTL are
joint venture RTL-TVi and Radio
Contact (a  60:40  operat-
ion)—which will own 54% of the
shares—and press group Rossel,
which will own 46%.

MORE THAN WORDS

Haarlem Ho
7 Tivoli
Utrecht Holland

20 Dynamo Festival P
RECORDS Eindhoven Holland

5 Bevrijdingspop

land

[

RFM MD Francis Goffin,
Jean Charles Dekeyser (RTL-
TVi) and Francis Lemaire
(Radio Contact) have been men-
tioned as station managers.

Comments Goffin, "BEL-RTL
will have a broad format, like
RTL Paris. Our programmes will
give priority to information and
game shows."

IP will be BEL-RTL's adverti-
sing company. IP's Patrick van
den Berhge plans to expand the
current RFM network of eight
stations to "an operation of at
least 10 stations".

' BMG Claims Rights
On Clouseau

The end of their four-year con-
tract with Hans Kusters Music
(HKM) and its renewal has be-
come a major issue
Belgium's  top-selling  band
Clouseau (750.000 albums sold
in Belgium and Holland).
Although there were indica-
tions the band might sign to
EMI Belgiom, BMG Ariola
MD Derk Jolink comments,
"The band signed a contract

with BMG Ariola back in 1989,

The contract was never declar-
ed void. BMG Ariola proposed
that the band adapt the existing
agreement up to Clouseau's cur-
rent star status and although we

for

certainly do not want to affect
the band’s future career, it is our
duty to protect BMG Ariola’s
business interests."

EMI Belgium says BMG

.. claims to have Clouseau under
~ contract and that the company

has announced legal action
against both EMI and Clouseau.
Comments EMI Belgium
GM Guy Brulez, "We have just
signed Clouseau, and the band
picked us as record company.”
Clouseau's lawyer Paul van
der Kroft says the 1989 agree-
ment is without any value as
the group decided to destroy the
BMG deal in 1989. MM

EMI, PolyGram Debut Labels

Both EMI  Belgium
PolyGram have concluded a deal
with  EMCO European Mar-
keting Company Paris for the re-
lease of two new labels: Marlboro
Music and L&M My Way
Sound.

Marlboro Music has released
compilation cassettes, while L&M
My Way Sound have sponsored
local concerts and festivals with

Clouseau and Leyers, Michiels &
Soulsister.

A compilation of Belgian talent
was released by L&M My Way
Sound on April 2 through EMI
Belgium titled 16 Belgian Pop
Songs and there are plans for a fur-
ther three releases. A second rele-
ase, set for June 15, will be accom-
panied by billboards and shop
displays.

Marlboro Music gives new art-
ists the opportunity to launch debut
product backed by PolyGram's sup-
port.

Comments PolyGram special
marketing manager Kristof Ture-
ksin, "Our tirst release, set for mid-
May, will be a debut single for MC
Baker. What L&M My Way has
become for rock music, we plan to
become for the dance scene.” MM

APRS 91 ...

Pre-registration now available from:
APRS 91 Office, 2 Windsor Square,
Silver Street, Reading RG1 2TH, England.
Tel: (0734) 756218. Fax: (0734) 756216.

oth-7th JUNE 1991
OLYMPIA 2, LONDON

The ONE Show for the pro audio industry. APRS 91 is the
showcase of the world’s products and systems for recording, broadcasting,
post-production and sound reinforcement.

It makes APRS 91 The ONE Show for YOU.

>ONE SHOW

The annual, international APRS shows have long been uniquely important
for exciting new product launches and all the latest in pro audio equipment

and services. Year on year, we push out to fresh frontiers in technology and
new markets.

Exclusively for professional visitors, APRS 91 is The ONE Show, for what
will soon be the one market of Europe.

Don’t miss APRS 91 — the event of the year.

For free entrance, you must pre-register
(£5 admission if you register at the door).

APR
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The Record Promotion Factfile: Vol 2

This is designed to give programmers a who's who of record promotion executives involved in promoting to radio.
This is the concluding part, added to last week's volume 1. Note: following its restructuring, BCM Records says it will farm out
all promotion. A move to new offices is also pending.

BMG Munich
Edith Farkaf, radio promoter.
Address: Steinhauser Strasse

1/3, 8000 Munich 80. Tel: (0)89 |
4136378. Fax: (0)89 472238. |

\ = aVaRa

| DA Music

| Anja Preun, radio promoter.
Address: Kruppstrasse 7, 2840
Diepholz. Tel: (0)5441 2081.
Fax: (0)5441 7833.

Metronome

Mul Arez, head of promotions.
Address: Glockenglesserwall 3.
2000 Hamburg 1. Tel: (0)40
308704. Fax: (0)40 3087346.

‘ Phonogram

Inka Esser, radio promoter.

Address: Brauweiler Strasse 14,

5000 Cologne 40. Tel: (0)2234
i 4050. Fax: (0)2234 405229.

Registere
Ownersh

by Mal Sondock

Radio ownership increased 2.3%
in Germany last year to 28.1 mil-
lion, according to the finance de-
partment of Norddeutscher
Rundfunk. There are 634.880
more radios registered in the
country, with 626.898 licence-
fee-paying radios and 7.982 li-
cence-free radios. (The statistics
do not include the newly added
five eastern German states.)

The figures mean not only an

d Radio—
ip Up

increase in the licence revenues
of the public stations. but also a
greater potential for private out-
lets. Despite the small increase,
the country's public broadcasters
are still calling for an increase in
licence fees. Reinhard Gratz.
chairman of Germany's largest
radio and TV station,
Westdeutscher Rundfunk, has
asked for a DMS hike in fees by
1992. part of which will go to
fund Eastern Germany'’s pubcast-
ers.

Registered Radios On A
State-To-State Basis

Public Station Registered % Of Total Gain
Radios (mil.) Radios  Receivers

Bayerischer Rundfunk 5.064 18.1 121.829
Hessischer Rundfunk 2.596 9.3 50.892
Norddeutscher Rundfunk 5.129 18.3 88.432
Radio Bremen 0.325 1.2 3.044
Saarlandischer Rundfunk 0.456 1.6 3.550
Sender Freies Berlin 0.993 35 6.610
Sudwestfunk 3.492 12.4 84.364
Suddeutscher Rundfunk 2.790 9.9 54.021
Westdeutscher Rundfunk 7215 25%7, 222138
Total 28.060 na 634.880

See page 24.

Who's no. 1 in EHR?

MUSIC

SMEDIA

|

w East West Intercord

‘ Detlef Lauschke, radio promo- Rosita Blank, radio promoter.

| ter. Address: Heussweg 25, | Address: Aixheimer Strasse 26,
2000 Hamburg 20. Tel: (0)40 7000 Stuttgart 75. Tel: (0)711 4044 Neuss-Kaarst 2. Tel: (0)2101
490620. fax: (0)40 49062267. | 470050. Fax: (0)711 4700523. 68078. Fax: (0)2101 603750.

| | — —t e Ll

Polydor T . Virgin Records W

Rosita Falke, radio promoter. \ | Petra Steenwarber, radio pro- |
\ Address: Glockengiesserwall 3, moter. Address: Herzogstrasse

2000 Hamburg 1. Tel: (0)40 64, 8000 Munich. Tel: (0)89

308702. Fax: (0)40 3087604. 3818090. fax: (0)89 345316. ‘

| ‘ | |

\ ltaloheat Music Prod.

Gary Cooper, radio promoter.
Address: Kaarsterstrasse  51/3,

Warner Music

Axel Krauser, radio promotor.
Address: Arndtstrasse 16, 2000
Hamburg 76. Tel: (0)40
228050. Fax: (0)40 22805297.

| POPPING THE CORKS — RalfRene Maue signs a worldwide deal with Sony Music Publishing. The prod-
ucer and writer behind The london Boys has also written songs for Samantha Fox and Sinitta. From lr: SMP
administration manager Robert Stegmuller, lawyer Balthasar Schramm, SME MD Jochen Leuschner, Maue, and

Radio Hamburg In
Easter Giveaway I s

The Easter weekend was again the A Mﬁ AD ROLAND MEDIA SERVICES BV

|
SMP manager Mike Weller. |
_

= o s

T CONSULTING

T

platform for the Radio Hamburg [ }'r ‘.&. ]
W BROADCAS

"Easter Hitparade Marathon". DJs [
Marzel Becker and Stephan
Heller counted more than 26.000
request cards from listeners and
picked 802 top hits to play on the
63 hour-long programme from
Saturday 07.00 until 22.00 on
Easter Monday.

During the mega-broadcast. pri-
zes valued at more than DM36.000
(app. US$21.000) were given away
to listeners. These included a car |
and a US dream holiday for two. |

The annual event. which this year |
also celebrated the port of
Hamburg's 800th anniversary, al-
ways draws high listener ratings for
the station. MS

Antenne Niedersachsen, Charivari Miinchen, F.FH,
Radio F, Radio IN, Radio Gong Mainland, Radio NRW,
Radio Regenbogen, Antenne |, RSH., Radio Tele |

Successful partners!

Molenweg 14, 4112 NR Beusichem The Netherlands
TEL: +31 (0) 34532244 FAX: +31 (0) 34531569
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CAUGHT IN THE ACT — Polydor and RTL 102.5 Hit Radio team up
for a radio ad campaign to promote The Police's "Their Greatest Hits"
compilation album. From Fr: A&M product manager Giovanni Arcovito;
RTL 102.5 programme director Guido Monti; RTL 102.5 commercial
director Giantulio Sclazi; Polydor head of promotion Stefano
Zappaterra; RTL 102.5 GM Pino Ruggero.

Dondoni Returns
To Private Radio

Sony Music Italy Columbia
marketing manager Luca
Dondoni quit his post on April 15
after six months of service. He
has returned to private radio and
journalism.

Dondoni shocked the private
broadcast sector in October [ast
year when he took up the position
with Sony, after working in radio
for 14 years. He described his
sudden departure as a career
move. Dondoni says, "I know
everything there is to know about
the Ttalian radio sector and I felt
that T couldn't learn any more. I
also have 10 years' experience in

journalism and know that sector
very well."

Dondoni will resume work at
Milan-based private national 101
Network where he was pre-
viously PR manager and DJ. "The
station did not take on a replace-
ment when I left. They split my
work between various people,”
says Dondoni. "With this short
experience in another sphere I be-
lieve that I can now do my pre-
vious job better. The newspaper
La Stampa also wants me 1o re-
sume writing for it and I will re-
sume work on the TV channel
Rete A." DS

Stereo Due Renamed

State radio RAI proved the pun-
dits wrong by renaming the
EHR-formatted RAI Stereo Due
programme Radio Verderai. It
had been suggested it would be
called Auto RAI because of its
focus on motorists (M&M
March 30), but the new move
was part of a whole restructuring
programme introduced by the
state broadcaster on March 31.
RAI radio has three networks.
Radiotre, the third net, which is
devoted to culture, remains un-
changed. Each of the other two
stations now operates with two
identities in different dayparts.

Radiouno, which broadcasts
mornings, is now devoted to
news, retaining some program-
mes aimed at women. Stereo
Rai, the only station now devo-
ted to pop, rock, jazz and classi-
cal music, follows on the same
frequencies from [3.20-06.00.

The Radiodue morning sta-
tion will retain its emphasis on
variety, while Radio Verderai—
which takes over the network's
afternoon and night program-
ming—has changed its pop
music format to broadcast traffic
information, news flashes and
music. DS

e ¥ e
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Labels Join Virgin In
Kiss Kiss Blacklist

by David Stansfield

An initial dispute between Virgin
Records and Radio Kiss Kiss is
shaping into a major industry war.
The record company recently
stopped all co-operation with the
Naples-based national network. It
alleged that Radio Kiss Kiss be-
haved offended and lacked re-
spect for national artists with its
San Remo Song Contest listener
competition to find the male artist
"piu cane" (to bark most like a
dog) and the "piu mucca” (to moo
most like a cow) female artist
(M&M April 6).

The issue was raised by Virgin
at a subsequent AFI (IFPI) board
of directors meeting which resul-
ted in other major labels black-
listing the station. Virgin MD
Luigi Mantovani claims that
Warner/CGD, PolyGram,
Ricordi, BMG Ariola and EMI
have stopped all co-operation
with Radio Kiss Kiss. Warner,

which was particularly offended,
has joined Virgin in investigating
legal actions against the station
on behalf of its artists. Marco
Bignotti. president at Warner
Music Italy, was unavailable for
comment at press time.

BMG Ariola and PolyGram
confirm they have suspended all
co-operation with the station.
AFT spokesman Franco Crepax
told M&M that he was in the
process of sending a letter to
Radio Kiss Kiss informing it of
the decision taken by the indus-
try association.

At press time, however, Sony
Music was working normally
with the station. Says Epic head
of promotion Andrea Papalia,
"If the president of the company
instructs me to withdraw sup-
port, obviously 1 will. But I think
it is all a sad affair. I will work
with Radio Kiss Kiss until I am
told differently. It is one of the
most dynamic private stations on

national territory.”

But Virgin's Mantovani re-
mains persistent. He has instruc-
ted the station, in writing, to cut
all his company's product from
programming and chart placings.

Radio Kiss Kiss programme
director Gianni Simioli remains
unbowed. He confirms that
Virgin artist and San Remo Song
Contest winner Riccardo
Cocciante is still no. 2 in the sta-
tion's national single charts and
that Cocciante's album has enter-
ed its Italian album charts at no.
10.

Simioli had received no official
notification from AFI at press
time, but admits to shock at its
decision. "The whole issue has
been exaggerated. I am almost at
a loss for words. While TV
personalities and programmes ap-
pear to be able to poke innocent
fun at artists, it seems that Radio
Kiss Kiss cannot. It was never
our intention to offend anyone."

Polydor Bows Compilation,
Seeks Jazz Market Growth

Polydor Italy has followed on
the heels of its French counterpart
with the release of a jazz compi-
lation album. Jazz A Mezzanotte
is backed by what is believed to
be the first national TV adverti-
sing campaign for a compilation
album featuring music of this
genre.

Comments PolyGram catalo-
gue exploitation manager Paolo
Franchini, "The French com-
pany released a compilation
which sold about 300.000 units.
But we did not just copy the idea.
Most of the music on the album
is different and the cover is not
the same."

Polydor's aim is to expand the
market for jazz. The album inclu-

des 14 tracks of what Franchini
describes as romantic jazz. Artists
such as Ella Fitzgerald, Louis
Armstrong, Stan Getz, Sarah
Vaughan, Chet Baker and Nina
Simone are included.

Explains Franchini, "We are not
talking about be-bop with this
album. We are talking about at-
mospheric late-night music. There
are some real evergreen songs in-
cluded, such as Summertime per-
formed by Ella Fitzgerald and
Louis Armstrong. "

Sophistication is the key word
in the company's TV advertising
campaign screened on Silvio
Berlusconi's private channels.

Says Polydor head of promo-
tions  Stefano  Zappaterra.

"Investment in TV ads was pre-
ferred to radio becauser not
enough stations give airtime to
this genre of music. Radio ads
can reach the public much quic-
ker, especially when it comes to
new trends such as new age
music. But with the exception of
stations like Radio Monte Carlo,
which gives airtime to certain
genres of jazz, little attention is
paid to jazz in general."

CDs of the compilation were
sent to radio stations. Says
Franchini, "The emergence of
gold stations which format jazz is
encouraging. We are not ruling
out working with some of them
in the future, but it is still too
early.” DS

M&M spotlights JAZZ!

Ad deadline: 14.05.91

Publication date: 08.06.91

TO BOOK YOUR AD CALL:

London: (+44) 71.323.6686 Amsterdam: (+31) 20.669.1961
Milan: (+39) 362.584.424 Sydney: (+61) 2.963.5808
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EMI/Hispavox Gives
Ole Ole Euro Push

by Howell Llewellyn

EMI/Hispavox Spain launched a
big European promotion in April
with the release of an English-
language single Love Crusaders
by the Marta Sanchez-fronted
group Ole Ole.

The Nile Rodgers
Connection

The LP and CD, which includes
five songs in English and five in
Spanish, will be released in May.
The Nile Rodgers production is a
re-release of the band's double
platinum album /990, with the
addition of new vocals.

Comments EMI marketing head
Ana Villacorta, "We believe this
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is Spanish pop's most important
and ambitious project ever. Never
before has a producer of this cal-
ibre, who has worked with artists
such as Madonna, David Bowie
and Duran Duran, been in-
volved so fully in a Spanish
group. 1990/0le Ole was recor-
ded in New York's Skyline and
Marathon studios.”

"The important thing in places
like Germany or Italy is for a
Spanish band to sing in English,"
says Villacorta. "But the UK

-market is virtually sealed off to

non-British or American artists,
except for rare exceptions like
Julio Iglesias.”

Ole Ole have scored four gold
albums, as well as three platinum

and one double platinum.
Drummer Juan Tarodo says,
"When you have had our success,
you expect the best and that is
what Rodgers means to us. It is a
real breakthrough and Sanchez
sounds as great in English as she
does in Spanish.”

Tour Plans
The release will be followed by a
mini  promotional tour of

Germany, Holland, France and
Italy with TV appearances in
each country.

EMI/Hispavox bands set to
follow the Ole Ole trail into
Europe include El Ultimo de la
Fila, Heroes del Silencio and
Tam Tam Go!

May Chart Debut For Norway
Possible If Sponsors Signed

by David Rowley

Norway's proposed airplay chart
could be in operation as early as
May if one of three possible
sponsors agrees to back it.

The chart, proposed by
PolyGram Norway's head of
promotion David Fishel (M&M

February 13), would combine air-
play information from national
public broadcaster NRK and sel-
ected major local stations.

The plan has gained support
following criticism about the ac-
curacy of the two current charts,
published in newspapers VG and
Dagbladet.

Swedish Indies Say Japan
March Trip Was A Winner

The recent trade delegation sent to
Japan by Swedish independent
label association SOM (M&M
March 2) has been declared a re-
sounding success.

MNW Records MD Jonas
Sjoestrom, one of two Swedish
indie representatives to make the
trip, says he is "delighted" with re-
sults and quotes five deals which
have either been done or are pen-
ding as a result of the March visit.

Comments Sjoestrom, "We met
almost all the Japanese [FPI mem-
bers and a similar number of pu-
blishers. Our exhibition at the
Swedish Embassy was also extre-
mely successful. We were lucky
that our trip coincided with the
Swedish prime minister's first trip
to Japan and the inauguration of
the Swedish Embassy—there were
Swedish flags everywhere."

While there, Sjoestrom had in-
dividual meetings with a total of
45 record and publishing compa-
nies.

Says Sjoestrom, "The Japanese
were very frank. They said they
thought the quality of the product
was very impressive, but had
never really taken it into account
before because they had never
been confronted with it
Compared to what is coming out
of small labels in the US and the
UK, I think they were quite surp-
rised.”

Sjoestrom says the Radium
label has already struck a deal for
the three-album back catalogue
of Union Carbide Productions
with Teichiku, one of Japan's lar-
ger independents. He says other
artists currently under discussion

include Indipop's Sheila
Chandra, Mistlur act Flesh
Quarter, The Leather Nun
(Wire) and MNW's own
Wannadies.

Sjoestrom credits much of the
success of the operation to the or-
ganisation done by the Swedish
Embassy and Export Council. DR

Comments Fishel, "I recently
had a meeting with the ad agency
which is handling the logistics of
the sponsorship and they have
talked with three major clients,
all of whom are interested. They
are a Japanese car manufacturer,
a shoe manufacturer and a travel
operator.

"Obviously it is going to be
dependent on a sponsor, but once
that is in place there is no reason
why we could not start the fol-
lowing week. We originally talk-
ed about May and that is still a
strong possibility. Our biggest
problem is going to be how to
evaluate the worth of plays on a
major local station against plays
on NRK. But we will just get
everybody around a table and
sort it out."

He says that at the moment
there is a divergence of opinion
among radio stations about how
"hit-orientated” the chart should
be.

"Some stations want it to be
very much a hit list and others
want it to be more 'song-orienta-
ted', taking in album tracks that
are not necessarily the single,"
explains Fishel.

Fishel says the plan is for the
chart to begin initially as a top
20, later expanding to a top 30.
An album chart may also be in-
troduced at a later stage.

—=

Music & Media Corresponden
David Rowley
+45-31-219149
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- Celtas Cortos

~ Cross Over

by Anna Marie de la Fuente

Eight-piece band Celtas Cortos
are currently causing quite a stir.
The band's second album, Grupo
Impresentable, on indie label
Twins, went gold last Christmas,
and is set to go platinum, having
sold 80.000 units to date.

Distributor  Sony  Music's
A&R director Carlos Narea
says, "We hope to push this band
all over Europe and Latin
America. But one never knows if
a new local sensation will be a
hit abroad."

Comments band spokesperson
Eduardo, "Some of us had clas-
sical training, while others stu-
died jazz or folk. What really
brought us together was our
} common love of Celtic music

and the desire to do something
fresh, fun and experimental.”

Critics have likened Celtas
Cortos to The Pogues, Van
Morrison and Gwendal. The
band prefer to dub their synthe-
sis of flutes, violins, bagpipes
and electric guitars as "Celtic
rock”.

Twins marketing  director
Alejandro Sacristan says, "In
the beginning, their music only
appealed to country folk. Now,
even the middle and upper clas-
ses in the urban areas, especially
Madrid, are snapping up the
album. Sales are especially brisk
at leading retailer El Corte
Ingles". Sales of the debut album
have picked up to 30.000 units in
the wake of the success of the
second album.

Nettverk Sales

[
‘ Notway's leading radio news/ad

| barter company Radio Nettverk
. has closed its advertising opera-

. tions following a partnership/-

rescue package agreement with
Sverdrup Dahl, the country's
leading cinema advertising com-
. Radio Nettverk editor-in-chief
Arved Weber Skjaerpe conce-
| des the company was in severe fi-
| nancial difficulties and that the
deal will give its editorial section
a five-year guarantee to continue.
Skjaerpe adds that the decision
was  also dictated by Radio
Nettverk's hopes to get a licence

for national radio (M&M
February 23).
"Dahl has a good image politi-

cally and is seen as quite conser-

vative", explains Skjaerpe. "This |
was an important part of our dis-
cussions over doing the deal, and
can only enhance our chances of

gelting a national broadcast li-

cence.”

Radio Nettverk is mainly in-

volved in supplying syndicated
news to local radio stations
throughout Norway in return for
ad time. Dahl will now take over
sales.
- Prior to the deal there were
three major radio advertising
agencies in Norway—Dahl, Nett-
verk and Radio 1/Oslo’s Salgs-
avdelingen,

This change comes as rumours
abound that another major Nor-
wegian ad agency, Fram, is hop-
ing to buy Salgsavdelingen. DR

AD ROLAND MEDIA SERVICES BV

. BROADCAST CONSULTING

| SCANDINAVIA

Ready to go when you are.....

| For information cali Peter Nelissen
Molenweg 14, 4112 NR Beusichem The Netherlands
TEL: +31 (0) 34532244 FAX: +31 (0) 34531569

Dahl Takes Over -

Music & MEDIA APRIL 20 1991 1

AmericanRadioHietory Com



i
i
@

-

i

i

CDU: 'Making Private Radio Possible'

In his capacity as media political speaker for
Germany's ruling CDU party, Bernd Neumann plays
a significant role in passing laws. He is also involved
in the development of the new dual system in both the

public and private radio industry in Germany.

by Mal Sondock g

Q: How would you describe
your job as media political
speaker?

A: First let me tell you what the
job is not. 1 am not the press
speaker and am not responsible to
or for printed media. Many
people confuse this point. I am
responsible for the media political
direction that the party takes.

For instance, how will the
media, both public and private, be
allowed to develop in the five
new East German states or should
and will public radio be allowed
to raise the licence fees, etc? 1
head a commission that develops
the media political decisions we
try to get through parliament and
accepted as law on a state and
federal basis.

Q: Private radio is just a few
years old in Germany. What is
your perspective of the broad-
casting industry and where do
you feel it is heading?

A: The CDU made private radio
possible. The socialist party was
dead set against it. The normal
development is taking place and
the private competition is causing
the public stations to not only
broadcast more popular program-
mes but also to cut their costs and
give up their methods of filling
every free frequency with public
broadcast programming.

We are for a real dual system.
We believe that public radio has
its place but that place is not with
37 different programmes
dominating the airwaves as well
as satellite programmes, but a fair
competition between public and
private radio. At present, the pub-
lic stations have more and better
frequencies, but that will change.
The private stations have brought
major changes in radio in
Germany and that is something
that we heartily support.

“"Present System Is Unfair"
Q: There has been much criti-
cism of the laws handicapping
private radio stations' chances
for development.

In most of the test cases brought
before the supreme court, the
court decided in favour of public
radio. If major changes are to be
made, then the laws will have to
change also. What are the chan-
ces of that happening?

A: Let me tell you two things that
| believe should be changed in the

long run. I believe public radio
should be financed only through
licence fees and not through ad-
vertising as is the case in the UK,
because I believe that the present
system is unfair to the private sta-
tions. The public stations are even
asking to extend their advertising
time into the evening. This can
only lead to a strong commercial-

"As far as private radio goes [in Eastern

station's right to broadcast. This is
also the case in deciding how
much advertising the public sta-
tions are allowed to sell, if any at
all!

Q: In the states where your
coalition holds a majority, all
important licences have been
awarded to newspaper publish-
ers. Why?

A: Newspapers in Germany offer
a large range of local and regional
publications to the readers. This is
not the case in most of the world
and certainly not in the US, where
a single local newspaper survives
in most cities. We know that the

- Germany], the development is much too slow for

 my taste."

Bernd Neumann

ising of the public station pro-
grammes and that is not the pur-
pose of public radio. If they have
the same type of programmes as
the private stations, why should
there be public radio?

Secondly, I do not feel that
public stations should be allowed
to own shares in private radio, as
in the case in NRW.

These conditions result in a
watering-down of the dual system
and a hindrance to private radio.
However, we can only change the
laws in states where we hold the
majority of the seats in parlia-
ment.

Radio laws are state rights ex-
clusively and each state can make
its own decisions and laws. If a
station begins to broadcast on a
national basis, it is necessary for
each and every state to ratify the

private stations will cut heavily
into the advertising income of the
local newspapers and this could
lead to bankruptcy for some local
newspapers. We want to prevent
this if possible so we gave the
local publishers the chance to
participate in this new media.

But I am also of the opinion
that, in the long run, newspaper
publishers should no longer get
tirst crack at the local licences and
frequencies.

Q: The CDU has the upper
hand in the five new Eastern
states of the former DDR. What
is going to happen regarding
public and private radio in
those areas?

A: In principal, the development
in the new states will be the same
as that in the 10 states of Western

Germany. For economic reasons a
dual system will be established
with public and private radio. It
looks like we will have a three-
state broadcaster in the southern
regions for Sachsen, Sachsen-
Anhalt and Thiiringen with head-
quarters in Leipzig. This is similar
to the NDR, which covers
Hamburg, Schleswig Holstein and
Niedersachsen. This station will
be called Middle German Radio.
It will join the ARD and should
go on air by the end of the year.

In the northern regions no def-
inite decisions have been made. [
am for a second three-state broad-
caster covering Mecklenburg, Ber-
lin and Brandenburg, a so- called
"Northeast German Radio”. There
are discussions that Mecklenburg
will join NDR as the fourth state,
but I am trying to get the three-
state programme established.

This would mean the head-
quarters would be the present
public station in Berlin, SFB, but
it would be a completely different
SFB. This station would also join
the ARD. This would establish
the public stations.

As far as private radio goes,
the development is much too
slow for my taste. Especially in
view of the political past of that
region, I feel it is very important
that private media is quickly esta-
blished. I am sure that the laws
will be made this year to allow
the rapid development of the pri-
vate radio industry. Enough fre-
quencies are already available.
The next elections are in four
years, so we have enough time to
establish a real dual system in
that area.

Q: In Berlin it looks like the
NRJ group from France is
buying a controlling interest in
Radio 100. How do you feel
about foreign investment in the
industry?

A: We are members of the
European Common Market. We
are now the largest export country
in the world, including the US.
We need international business
and contacts. [ think that a
development of the media market
in this direction is very healthy.

Q: Right now, there are several
statewide stations covering
most of Western Germany.
These stations are joining to-
gether more and more to esta-
blish a type of private station
network. How will the strictly
local stations compete with
this?
A: I believe the large private sta-
tions are doing the right thing in
order to compete with the giant
public stations. If this does not
happen, more and more small pri-
vate stations will go bankrupt.
The strictly local stations will

have to keep their costs down and
make sure their programming is
popular, professional and local.
They can then easily compete
with statewide stations. If their
ratings are high enough, espec-
ially in the larger markets, adver-
tisers, both local and national,
will flock to them. Strictly local
stations should have an easier
time with local advertisers than
the regional stations. They need
good programmes, fresh ideas
and a professional approach.

Public Station Neutrality

Q: The public stations are influ-
enced heavily by politics and
many of the privates are con-
trolled by publishers. Can you
see a future for this radio where
it is free, for the most part, of
political pressure?
A: I think that you paint the pic-
lure too black and white. The
print media is already in the hands
of private persons and is generally
free of so-called political pressure.
As long as we have public radio
with the political influences of the
governing party in each state and
the income potential through li-
cence fees, this form of media
will always be subject to political
influences. However, this should
be balanced with good private
media. I do not want to prohibit
public radio to get rid of political
control but for public stations
themselves to establish a position
of political neutrality. You can bet
the CDU/CSU will continue to
fight for this goal. As the private
stations become more widespread
and more popular, the public sta-
tions will have to pay more atten-
tion to the listeners and less to
political pressures, or the dual
system that keeps them alive is in
great danger.

{

Bernd Neumann was born on
| January 6, 1942, in Elbing,
Germany. He is married and
has two children. Neumann
Joined the Christian Demo-
cratic Union (CDU) party in
| 1962. In 1987, he became a
| member of the German parlia-
ment. His additional duties in-
clude being a member of the
committee for inner politics,
| post and  telecommunication;
member of the board of the
CDU/CSU  in  parliament;
chairman of the commitee for
cultural and media politics for
the CDU/CSU in Bonn; and the
media political speaker for the
CDU/CSU. He is also chair-
man of the CDU commitree for
media, and as of 1991 was ap-
pointed party state secretary at
the federal ministry for re- ‘
| search and technology. |
1
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Creating Effective On-Air Promotions

You have the right music, an excellent line-up of presen-
ters, the jingle package sounds right... and everything is
in place for a killer rating period. All that remains is an
excellent on-air promotion to help your station edge out

by Scott Lockwood

Effective promotions start with
great prizes. Offering things your
listeners really want to win is the
first step towards a successful
campaign. If the prizes are dull,
cheap or easily obtainable, your
promotion will go mostly unnotic-
ed, so stick with the best. The Top
5, in order of popularity. are:

1. Money

2. Cars (or other vehicles)

3. Dream holidays

4. Electronic goods, appliances

5. Expensive jewellery

As shallow as it sounds,
money makes the world go
around. Everyone likes it, every-
one needs it. The wide appeal is
obvious as it is useful for both
men and women, young and old.
But there is still another reason
why it works well. It is because
the winner will be able to buy
whatever they want with it, and
negotiability is no problem.

Cars and other vehicles do
well as a second to money be-
cause of their high price tags.
Everyone likes cars, but they
would rather not buy one if they
did not have to. It is usually the
second-most expensive purchase
in one's life and winning one is
like having money in the bank. In
the event that the winner already
has one or more cars, the prize is
easily converted into cash—in
which case they buy whatever
they like with the new-found
funds.

Dream holidays are appealing,
providing they really are dream
holidays. Giving away weekend
trips to the town next door does
not count: distance does.

People in the US dream of vis-
iting Innsbruck in Austria one day,
but the typical Munich resident
does not (no matter how appealing
the offer may be). Holidays, in ge-
neral, are an expensive part of pe-
ople's yearly budget, but not as
necessary as a car. Making travel
dreams come true is a better-than-
average way of finding new list-
eners, but the major drawback is
that unused vacations cannot usu-
ally be converted to cash.

Electronics items are a part of
everyday life and well within the
range of the buying power for
most people. However, chances
are they have lived without some-
thing or wish to upgrade from
their current model without incur-
ring new costs.

The trick here is to offer a
luxury model. Women may have a

competitors.

perfectly good coffee machine,
but a professional-style espresso
machine would be most welcome
in the kitchen. Men may have a
decent stereo system in the living
room, but have put off buying a
high-end entertainment system.
Electronic items and applian-
ces also have the advantage of
usefulness. They will think of you
every time it is turned on.
Jewellery is one of those
things that everyone would like to
have, ‘but does not. Perhaps they
could never justify the expense, or
a wife does not think she could
hide it from her husband forever

this business with complexity and
think that anything difficult will
be well-received by the audience
when in fact the opposite is true.
For maximum success use the
K.1S.S. formula: Keep It Simple,
Stupid.

By simple 1 mean so simple
that you can explain the contest to
anyone in a maximum of three
sentences:

I. Tune into Claudia and
Jiirgen every morning at 07.15 to
hear the song of the day.

2. Listen for us to play the
song again later in the day, then
call us.

3. If you are call XY we will
give you $1.000 in cash!

The reason why simplicity is
superior to complexity is because
listeners are busy people and per-
ceive easy contests as winnable.

If 1 could convince you of only one thing
today in this article, it would be to keep
your contests so simple that anyone

could play them.

without losing it! It is true that
some people are perfectly satisfied
with a US$5 laser beam wrist-
watch, b