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M&M SPECIAL

How Radio 1
Selects
Its Music

by Hugh Fielder

At 15.00 on Monday afternoon,
four record pluggers are sitting
in a corner of the lobby at Egton
House, the headquarters of
BBC Radio 1. An hour later
their number has doubled and
by 17.00 there are between 15-
20 people gathered when a sec-
retary comes down from the
Radio 1 offices carrying copies
of the new playlist. It is hurried-
ly scrutinised before mobile
phones are dialled, spreading
news of its contents to record

(continues on page 4)

GIMME THAT GUITAR - Radio Voice/Copenhagen DJ Soren
Andreasen proudly holds the Washburn N4 guitar he won in an
Extreme campaign organised by A&M Records. From 1-r: Extreme mem-

bers Paul Geary, Gary Cherone, Nuno Bettencourt, Andreasen, and Pat
Badger. Extreme's single "More Than Words" is currently no. 49 with a
bullet in the Eurochart Hot 100 Singles.

TV Commercials Reviving Back
Catalogue Sales For Labels

by the M&M staff

The use of pop music in interna-
tional advertising-predominant-
ly produced in the US or UK for
companies such as Pepsi, which
used Tina Turner & Rod Stew -
art's It Takes Two; Levi's, which
used Steve Miller's The Joker, as
well as The Clash with Should I
Stay Or Should I Go-has result-
ed in renewed chart success for
these artists.

German ad agencies are dig-
ging in their vaults for their own
locally produced advertising. For
example, Klaus Lage's Hand In
Hand is used for the Com-
merzbank, Munich -based Domi-
noe's Here I Am was licenced by
Renault, while BP chose The

Race by Swiss group Yello.
However, many other non -

German titles did not re-enter the
charts during or after the advertis-
ing campaign. Peter F. Schulz of
Berlin -based music publisher
Budde Verlag points to one suc-
cess story. "Berlin's Take My
Breath Away was licenced by
Peugot for radio, TV and cinema
in the UK. The single was re-
released in Great Britain and went
to no. 2 in the British charts.
Record sales reached the six -digit
level."

Verlag adds, "German publish-
ers are not yet in a position to
aggressively hype their songs to
agencies, as is done in the US and
the UK. The agencies decide
which music they want to use,

and then approach the publish-
ers."

Ogilvy & Mather/Frankfurt's
Harry Denhardt reveals how the
agency picks the right song for an
ad. "It depends on what I want to
achieve. First, we have to deter-
mine what image we want to pro-
ject, the mood we want to evoke,
the market we are addressing, and
which media are available."

In the UK Island Records
MD Marc Marot liased with cat-
alogue exploitation head Tony
Orchudesch to place Free's All
Right Now (Island) single with
Wrigley's. Marot explains,
"Orchudesch went to the agencies
to find out what campaigns were
being planned. He approached

(continues on page 46)

TWO RADIO FREQUENCIES WANTED

Holland's Veronica
Goes Commercial

by Machgiel Bakker

The broadcast bomb has dropped
in Holland.

Now that Veronica has
announced its plans to go com-
mercial-with TROS likely to
follow-the Dutch public broad-
casting system is in danger of
slowly falling apart. The remain-
ing six broadcasters fear that the
departure of Veronica and TROS
will cost the system some Dfl 120

million (app. US$59 million) in
advertising revenue.

Veronica says the step is
inevitable because the country's
current broadcasting system lacks
any viability and, in order to keep
its identity it must be allowed to
go commercial.

According to Veronica spokes-
person Steven Gelder, the organ-
isation set a self-imposed goal of
October 1, 1992, to make the

(continues on page 46)

How's Your
Record Service?

by the M&M staff

What's the state of the industry
regarding record service? In this
first of a two-part special, radio
programmers discuss this aspect
of record company relations.

Niels Pederson, head of
music at Radio Uptown/Copen-
hagen, says Danish record com-
panies rarely "plug" records face-
to-face or via telephone. "Virgin
has always been good at a person -
to -person approach. Other big
labels we never hear from. But I
am a stubborn person and if I get
banged over the head often
enough, I might play the record
just so they stop. Otherwise we
stick very clearly to our format."

Regarding artist background
material, Pederson says, "Often
we will get a mass of press cut-
tings on a particular artist on

release, which is good. But if we
are playing Michael Bolton, for
instance, over a period of three or
four months, then we need to be
continually fed with material. It is

(continues on page 46)
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Raising The Collective Consciousness
Patrick Decam is GM of Sony Music France's Columbia label. In
this interview with Emmanuel Legrand, he reviews the challenges

faced by the music French industry and takes a close look at the
French radio situation.

Q: What does Columbia repre-
sent in France?
A: Sony Music has three creative
and independent labels in France:
Columbia, Epic and Squatt.
Columbia is the flagship of the
company. Our local roster
includes top artists like Patricia
Kaas, Jean -Jacques Goldman,
Francis Cabrel, Jacques
Dutronc and others in develop-
ment like Thierry Hazard or
Dana Dawson. Our turnover is
approximately Ffr700 million
(app. US$113 million). In four
years, Sony Music's turnover rose
from Ffr500 million to Ffrl.3 bil-
lion. The past four years - with
the development of the compact
disc, TV advertising, and the low-
ering of VAT - have been
incredible for the music industry.
These three elements have creat-
ed a fantastic boom.

Q: Is there a risk of recession
now?
A: I don't think so, but a market
cannot grow forever at a yearly
rate of 30%. At a certain 'point,
we'll have to deal with a normal
rate of 4-5%, a figure a lot of
other industries would envy. One
concern is if major super and
hyper markets that have support-
ed us and invested a lot to present
records in their stores begin to
back off. It would be very serious
because they represent more than
40% of the industry's turnover.

Q: What is the artistic policy of
the label?
A: The signing of an artist is a
collective effort. Sony Music
president Henri de Bodinat is
very involved in the artistic poli-
cy of the label and he is often the
first one to fall for an artist, but
no one signs an artist against the
others. I am trying as much as
possible to reach a consensus
with the different people involved
in A&R. Columbia has a group of
A&R managers, headed by
Dominique Lefebvre, that are
very complementary.

We have also attempted to get
the A&R people out of their artis-
tic ghettos. They are now much
more involved in marketing and
promotion decisions concerning
their artists. Before, all the vari-
ous departments were totally sep-
arated. Now, we work in better
harmony.

Q: When you started at
Columbia last year, you said in
M&M that you wanted to
reevaluate the roster of the
label. It that still your opinion?
A: Always. When I said that, it

was based on a simple fact: it's
getting more and more expensive
to break an act. When you sign an
artist, and add all the various
costs - recording, marketing,
promotion, video, tour, support,
TV advertising campaigns - you
realise you have to make crucial
choices. So we are limiting the
number of acts on our roster, but
we are working harder on them.
Another factor to consider is that
seven to nine months are still
needed to develop a single in
France. I think it's the only Euro-
pean country where the delay
between the release of a single
and entry in the charts is so long.

trust us and listen to us, and we
will do the same. Then, a limited
number of changes could help
bring some dynamism to the sys-
tem.

Q: Such as?
A: First, improving the penetra-
tion speed of a song in the media.
FM stations are the main factor in
the slack pace. They must under-
stand that with international
tracks, they face limited risks by
playing European hits. And when
it comes to French production, we
should try to set up a good part-
nership, or we should get down to
quotas. I think it's necessary for
France to have a very strong local
market and we must protect it.

That doesn't mean that if our pro-
duction is not good, we have to
impose it. We are part of a Euro-
pean market. so it's up to us to

"No group of media [in France],
whether they are FM networks, local
FM stations, national AMs, or W, are
strong enough to really generate sales
alone. We need at least two, together."

Patrick Decam

It is mostly due to the fragmenta-
tion of the media outlets. They
are all watching each other to see
who will decide to start playing a
song. No group of media,
whether they are FM networks,
local FM stations, national AMs,
or TV, are strong enough to really
generate sales alone. We need at
least two, together.

Q: How could the system be
improved?
A: Only the record companies
have a global view of the launch-
ing of a song or an artist. The
media need a conductor who will
prevent the various outlets from
playing it personally or with a
different rhythm. They have to

have a local product that matches
European standards. That's what
we try to do with Patricia Kaas,
who has already sold over
150.000 albums in Germany, or
with Dana Dawson, an American
artist, signed by a French compa-
ny, who is becoming a European
priority for Columbia.

Q: What other changes would
you suggest?
A: It is necessary to be able to
identify a song. or the artist, when
played on radio. The music indus-
try loses a lot of sales simply
because stations fail to give this
basic information. In France,
when you speak of a book, you
have to mention the author and

"...a market cannot grow forever at a
yearly rate of 30%. At a certain point,
we'll have to deal with a normal rate
of 4-5%..."

the publisher; if a magazine prints
a picture, the name of the photog-
rapher is required. Why should
music be the only art that doesn't
oblige broadcasters by mention-
ing the sources of the products
they broadcast?

Q: How could it happen? By
forcing stations or, as in the US,
by running a campaign similar
to "When you play it, say it?"
A: As a liberal, I don't think reg-
ulations are an answer to every-
thing. I trust the common sense of
the broadcasters. The industry
must convince radio stations that
it is vital for us and, therefore, for
them, in the long term, to
announce the songs and the artists
when they play them. But if it's
not possible, a law could be the
solution.

Q: And what about the current
singles charts?
A: We absolutely need a more
dynamic singles chart. Albums
sales are closely linked to the suc-
cess of a single. Germany has just
established new chart rules,
adding airplay for the songs
charted below the 50th position.
This is going to speed the intro-
duction of new songs. Why
shouldn't we copy this system
and introduce it for the singles
charted between the 40th and
50th position?

Q: What do you think of the
current formats of radio sta-
tions in France?
A: French FMs pretend to have
formats, but it doesn't mean any-
thing. They all do more or less
the same product; they just
change the packaging. Apart from
jazz, classical, nostalgia, and
golds which everyone plays, the
French market is too limited to
accept formats. I believe the
future of formats - I mean real
formats - will be possible at the
level of the European market. I
can clearly imagine a country
music station, broadcasting from
Amsterdam, or a Eurodance sta-
tion from Brussels, reaching all
European territories. The size of
the European market makes these
formats possible and should
attract advertisers.

Q: Virgin's president, Fabrice
Nataf, said in M&M that he was
absolutely against the tendency of
some stations in France to link
airplay to marketing campaigns
paid by record companies. What
is your position?

A: We have never traded advertis-
ing in exchange for airplay. But
we do run TV advertising cam-
paigns on artists by adding the
logo of a radio station. We don't
do it just to please a station; it
would be too expensive. We do it
because we have decided that a
TV campaign can be useful in
pushing the sales of an artist. We
add a logo of a radio station
because, at some point, the sta-
tion has taken a risk in playing
the artist. It's a natural partner-
ship where we give some visibili-
ty to the station that has taken a
risk. There is nothing perverted in
doing this.

Q: The industry is massively
and collectively launching the
two track cassette. What do you
think of it?
A: It is clear that the cassette sin-
gle will help the industry regain
the consumers who stopped buy-
ing vinyl singles. As 85% of the
first 30 albums charted have their
fate linked to the success of a sin-
gle, we absolutely need a strong
singles market.

I would also like to comment
on the method. For the first time,
the industry is united on such a
matter. It shows that the industry
can think collectively. Now that
the cake has stopped rising, we
absolutely need to agree and
work together on a certain num-
ber of issues. Sunday trading is
important for the industry. It is

useful to announce the name of
artists -when they are played on
radio stations. It's becoming nec-
essary to have a musical channel.
All these issues should be defend-
ed hand -in -hand by the whole
industry, because the survival of
our industry is at stake.

Atter studying marketing and
! spending a couple of years at
Procter & Gamble, Patrick
Decam joined CBS France in
1981, as head of product. Three
years later, he joined the inter-
national marketing team at
CBS's European office, work-

! ing with 'Pierre Sissmann and
Jorgen Larsen. In 1987. he
was asked to create the special
marketing department of CBS
France. In three years, the
turnover of this department rose
to Ffr500 million. Last Septem-
ber, Henri de Bodinat asked
him to become general manager
of Columbia, Sony Music
France's main label.
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BBC
(continued from page 1)

company promotions depart-
ments where it is likely to form
the focus of week's work.

The Radio I playlist is by far
the biggest factor when it comes
to breaking a record in the UK
single charts. A place on the A -
list can bring 15 plays a week to
an audience exceeding 10 mil-
lion every day.

M&M spoke to Radio head
of programmes Chris Lycett
and head of music Paul Robin-
son about how the coveted
playlist is compiled and adminis-
tered.

Q: What's the purpose of
the Radio 1 playlist?

Lycett: "It is there to ensure
that we establish a musical iden-

tity and cohesion across the day.
For a network that plays around
1.200 different titles -each week
as opposed to our competitors
who play in the order of 2.000-
3.000 titles, it is very important
that when we are going for the
major target audience they know
what to expect. The playlist
gives us a foundation of current
hit material and acts as a
mechanic to make sure that the
spread of records is achieved
evenly across the week and not
bunched into certain times."

Robinson: "The playlist is
divided into an A -list of 20
records which will be played
-every four hours or so, a B -list of
about 20 records that will get
about 10 plays and a C -list of six
album tracks that will get four
plays.

"The A -list contains our pri-
ority singles, the B -list have
either been hits and are going
down the charts or they are mov-
ing up and we are breaking them
in gently. Sometimes a record
goes straight on the A-list-like
the Tom Petty single this
week-but on the whole they are
broken in gradually via the B -
list.

"The C -list ensures that dif-
ferent types of LP tracks are
played in the daytime. It started
in March and we have playlisted
over 90 tracks so far which is a
significant commitment to
albums on daytime Radio I.

Q: How long does a record
stay on the playlist?

Robinson: "It varies. Cher's
Shoop Shoop Song, probably the
biggest record of the year, has
been on for 10 or 11 weeks now.

It depends on the quality of the
record. It if goes on before
release then you have to stay
with it a minimum of two or
three weeks so that sales can be
reflected in the charts. There are
no fixed rules, we make a judge-
ment about each record every
week."

Lycett: "The other thing to
say is that we are not slavishly
linked to the charts. We have had
records on the list which we per-
ceive as good radio records that
maybe only nibble at the bottom
of the charts but they might stay
on for four or five weeks because
we think they make a good bal-
ance to whatever else is around.
The chart is only an indicator in
our judgement."

Q: How do you choose the
playlist?

the Tommy Vance Show, is there
almost every week playing the
rock card. And we regularly
playlist rock records. Pete Tong
and his producer Mike Hawkes
regularly put the case for dance.
We have all this experience and
expertise; it makes sense to use
it."

Q: How do you maintain a
balance within the playlist?

Robinson: "That's Chris and
I's job. We may suggest consider-
ing certain records because the
list may be too dance heavy or
whatever. But there are 46 spaces
available which is enough to play
around with. And it does not take
into account all the records that
can be picked up in the producer -
free plays which make up 50%
of all daytime programmes."

Q: Can producers and pre-

IF...we are conscious of the
need to support new acts and
whenever we find a good
record we put it on.
1 reckon the average playlist
has about 20% of non -main-
stream acts."

- Chris Lycett

Robinson: "We sit around the
table on Monday morning with
the 10 or so daytime producers
and listen to the new stuff for
that week. It takes the whole
morning because it is important
that we try to listen to every-
thing, earmarking potential
playlist material. Then you go
back through last week's list and
decide what to move and what to
drop. And then you look at what
is available and balance it up.
There are no hard and fast rules.
It is a long meeting because there
are lots of different views but
that is the strength of it.

"As someone who worked in
independent radio for 11 years
and did it the undemocratic way
-one person making a decision
-the benefits of this way of
doing it are so strong. We don't
miss things and we make sure
that all different styles of music
get heard and put on the list."

Q: Are there problems in
reaching decisions by commit-
tee?

Lycett: "It is done by consen-
sus but when it comes to split
decisions it is down to Paul and
I. It is worth pointing out that at
today's meeting we did not need
to use a casting vote once. The
important thing about the meet-
ing is the mandatory attendance
for all producers affected by the
playlist and the participation by
any other producers or presenters
who want to come down and
shout a corner for a particular
record or style. They don't vote
because the meetings could
become unwieldy but they can
certainly make their presence
felt. Tony Wilson, who produces

senters pick new releases as
part of their choice?

Robinson: "Yes. In a typical
hour of 14-15 records, seven are
playlist, four maybe oldies and
three are new releases, album
tracks, whatever they want."

Lycett: "That is another rea-
son why it is easier to come to a
consensus at the playlist meet-
ing. Producers know that even if
they do not get a song they want
on the playlist they can still play
it in thier own programme."

Robinson: "Another advan-
tage is that some songs are better
at certain times of the day and
you have the ability to make sure

20% of non -mainstream acts."
Robinson: "It is lovely when

an unknown record arrives on
your desk and you play and think
'thats a great record, we should
playlist it'. Cygnet Ring's Love
Crime is a current example of
that. I don't think anyone else is
playing it. Sadly, independent
radio is increasingly only playing
records by established artists and
only after they have got into the
Top 40. They are not taking
chances and playing enough new
music."

Q: Yet there are still criti-
cisms that Radio 1 is not
adventurous enough with its
playlist.

Lycett: "It is a question of
degree isn't it. I believe our out-
put proves that we are. The reali-
ty is that we are in the business
of appealing to the majority of
our audience. That is our man-
date from the BBC. We are as
adventurous as we can be during
daytime. Simon Bates just
played sessions from the four
finalists in the Hit The Write
Note competition on his morning
show. They were fairly raw,
unsigned acts and that is the kind
of thing Radio I can do. Can you
imagine Capital doing that?"

Q: Until recently the play -
list did not always guarantee a
fixed number of plays but
record companies are noticing
that it is now being implement-
ed more strictly.

Robinson: "I have made
strenuous efforts to monitor it

very carefully. That is my role.
We have also set up programme
briefs with each producer to
work out how many playlist
records there should be, how
many oldies, and how many
other records. Once we have
agreed that, it can become a for-
mat we can stick to. It also
makes it easier to ensure that we
play what is on the list. It is
pointless putting a record on the
A -list and not playing it."

Lycett: "Mind you, we have
to say that the playlist is only a
guide. Because the nature of our

"In a typical hour of 14-15
records, seven are playlist,
four maybe oldies and three
are new releases, album
tracks, whatever they want."

- Paul Robinson

the record is played at the right
time of day rather than just giv-
ing it uniform rotation."

Q: Do you try to make a
balance between new and
established acts in the playlist?

Lycett: "The major decision
is whether it is a good radio
record and whether our audience
will want to hear it. But we are
conscious of the need to support
new acts and whenever we find a
good record we put it on. I reck-
on the average playlist has about

operation means that if Simon
Bates suddenly has Cher in for
an interview he is not going to
curtail the interview just to fulfill
his playlist quota. It is a small
point but the playlist is not a
guarantee, it is a guide which is
now being monitored more
closely than before."

Next week: Radio I's rela-
tionship with record companies,
the advantages of producer built
programmes and the impact of
the albums list.
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G/A/S

Imbalance In Germany's
Singles Chart Compilation?

by Robert Lyng

After completing a survey among
record retailers, Bernhard
Mikulski, MD of ZYX Records,
has launched a complaint against
the recent changes in the compila-
tion of the German singles charts.
He addressed his complaint to the
German national group IFPI and
the Bundesverband der Phono-
gaphischen Wirtschafth (BPW),
which commissions and governs
the chart compilation.

The survey results, according
to Mikulski, show that 92% of all
responding retailers confirmed
that the Top 100 singles chart
influenced their buying. About
94% preferred to let the customer
determine the chart position of a
record, while 89% found the re -
weighting of radio airplay against
sales to be inadvisable.

"The predominance of radio
airplay in the new system is so
strong that the influence of record
retailers will be made virtually
insignificant," wrote Mikulski in
a letter to the IFPI. "New releases
which are not played on the radio
have very little opportunity to

make the charts. Radio can, by no
means, be seen as a promotion for
new releases. However, airplay
for new artists should not take -off
until retailers start reporting
sales."

Mikulski emphasises the
importance of discos and DJs in
breaking dancefloor product, and
complains that this influential
"media group" are not included in
the compilation system. "In the
past, trend retailers, DJs and dis-
cos have achieved extraordinary
success, reflected in the charts,
without the help of the broadcast
media. In certain instances the
broadcasting media would block
tracks that had made no.1 in the
German hit parade. For instance,
the fact that radio refuses to intro-
duce or play techno product," he
adds, "is contrary to current aud-
ience taste and to the real
turnover this product generates in
record shops.

"There is also a danger that
these changes could cause a trans-
formation - from sales charts to
airplay charts. According to the
Media Control list of May 13, 22
stations which introduced new

international products were moni-
tored. Consequently, retail buyers
which stock a product following
entry in the Media Control hit
parade are largely dependent on
the judgement of a few radio pro-
grammers. This inordinate power
of the programmers leads to dis-
tortions in competition." Mikulski
fears that the effective manipula-
tion of radio programmers could
push records into the sales charts.

BPW MD Peter Zombik
took a strong stance against
Mikulski's allegations. "In the
first place, the formulation of the
questions in Mikulski's survey
puts the credibility as well as the
statistical reliability and validity
of the questionnaire in question. I
can certainly understand Mikul-
ski's arguments and he has a right
to those opinions, but they are not
mine or those of the BPW."

Zombik explains, "We had
only two alternatives to statisti-
cally adjust the charts. Either
reduce the top 100 to 50 positions
and solely use sales statistics, or
increase the weight of airplay in
at least the last 50 positions. Our

(continues page 6)

Discrepancy Over
Infras Statistics

by Mal Sondock

RIAS/Berlin. once a US govern-
ment -owned radio station and
now Berlin's most -listened -to
station, has strongly criticized
newly released statistics from
audience researcher Infras.

Several Berlin newspapers
have recently published results
of an lnfras survey about listen-
ers of radio in east and west
Berlin. The results differ greatly
from those of the established.
accepted testing institutions like
MA 90, EMA East 90, Infrat-
est and Mass Communications
90.

Comments RIAS press
spokesperson Dietrich Pawlow-
ski. "Infratest surveyed more
than 1.500 west Berliners alone
and EMA East about 1.000 east
Berliners. Infras tested a total of
140 citizens and only a third in
west Berlin and two-thirds in the
eastern section were asked to
keep a 14 -day diary. Results
obtained from such a low num-
ber of participants can hardly be
taken seriously."

Pawlowski adds, "Mass
Communications 90 reported
86% of listeners were based in

east Berlin, while 79% listened
in west Berlin. EMA East/Infrat-
est concluded that 89% of east
Berlin and 94% of west Berlin
inhabitants over the age of 14
regularly listened to radio. Infras
gave the eastern part of the city
only 76% and the west, a low
69%.

"With this situation, it's no
wonder that Infras tells us that
RIAS 1 or SFBI has suddenly
lost a fourth of their listeners and
that RIAS 2 has lost two fifths.
These figures are pure fantasy."

Newspaper reports were
especially favourable to Radio
100.6. the only private station in
the city. Programme director
Georg Gafron remarks. "We
were very surprised to read in
the paper that we had a 'listener -
yesterday' count of 560.000 and
a daily listening frequency of 55
minutes average with 1-10.00
daily listeners in the eastern part
of the city, a 29.69i increase
over the previous year.

"We have about 424.500 lis-
teners in west Berlin and
280.000 in east Berlin, a total of
over 700.000. This is very simi-
lar to the listening figures
attributed to RIAS 2."
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Charts
(continued from page 5)
charts commission carefully
sought other methods, but couldn't
find any that were both reasonable
and methodically suitable.

"We had considered including
the disco plays, for example, but
that introduced a variety of prob-
lems. Firstly, even with 200 mem-
bers the cost of including disco
plays would be beyond any equi-
table level. Secondly, it would
have made a handful of disco and

75%, respectively, does not turn
the charts into airplay charts. But
it does represent more accurately
what is happening in terms of the
popularity of each single. If a
dancefloor product is selling well,
it will reach the charts.

"Because of alterations in the
weighting of the bottom half of
the charts, we also changed the
radio monitoring criteria by
switching from hourly listener rat-
ings to daily listener ratings. This

"No chart can please everybody. The
goal is to provide the most accurate
measure of popularity for the wide vari-
ety of products."
club DJs dangerously important
and currently it is very difficult to
control the accuracy and honesty
of these statistics with our techni-
cal capabilities."

While conceding that radio is
not necessarily the most prominent
medium for debuting the latest
dancefloor releases, Zombik did
refute Mikulski's accusations that
the singles charts are in danger of
becoming airplay charts. "The first
50 positions are based purely on
sales statistics provided by the
retailers. The fact that positions 51
to 100 are weighted with airplay
on a sliding scale from 25% to
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not only increases the number of
programmes which influence the
charts, but widens the opportunity
for a dance product to be included
in the monitoring. It also increases
the weight of evening and night-
time programming, as opposed to
the daytime programming when a
dancefloor product might be less
represented.

"As to whether a handful of
programmers dominate the moni-
tored airplay, it is just not true.
Thus the danger of alleged bribery
is less than Mikulski would like to
imply."

Zombik says that "No chart
can please everybody. The goal is
to provide the most accurate mea-
sure of popularity for the wide
variety of products. At present, we
feel that this is what we have
achieved in the framework of our
possibilities."

BMG Ariola Loses Points But
Remains Chart Share Leader
Although BMG Ariola dropped
close to three percentage points in
album chart shares and two in
singles, it topped both sales charts
in Germany, based on the latest
half -year figures from local trade
magazine Musikmarkt.
For the album chart share statis-

tics, BMG Ariola topped with
22.05%, followed by Warner
Music and PolyGram with
21.69% and 21.60%, respective-
ly.

In singles, BMG Ariola's
25.37% share was followed by
EMI Electrola, which increased
its share to 23.98%, a jump of
almost 14 points compared with
the same period last year.

BMG Ariola/Munich MD
Thomas Stein says the strength
of local acts contributed to the
results. "We have had good
export sales with Snap, Milli
Vanilli and Dr Alban and locally
our folkmusic artist's like Naab-
tal Duo and Wildecker
Herzbuben have racked up
tremendous sales for us."

Two German -produced artists
gained positions in the top 10
album chart with both Western-
hagen and Herbert Griinemeyer
selling over 500.000 albums each.
New disco sounds produced in
Germany captured four positions
in the singles list with Virgin's
Enigma not only topping the list

but also registering huge success-
es all over Europe and the US.
According to EMI MD Erwin
Bach, "The division of the two
companies gave us the freedom
and the capacity to do a better job
for the superstars and even more
important, promote and develop
artists that we felt could make an
impact on the market here." In the
singles field, Bach points to the
success with Robert Palmer who
had three chart single hits, and
Everyday People, with two hits.
In addition, Wilson Phillips, MC
Hammer, Pet Shop Boys, and
Vanilla Ice all achieved gold sta-
tus (250.000 album sales) and
Pretty Woman passed the 800.000
mark in sales, maintaining a

strong platinum performance.
Electrola MD Holger Miller
concurs with his EMI counter-
part. "The division of companies
left us in a position to do some-
thing that no other company here
has ever been able to do. We are
able to concentrate on continental
European artists, primarily our
own, select them carefully and
develop the potential to the
fullest." The strongest artist at
Electrola is Roxette from Swe-
den, the only artist to make the
top 10 popularity list both as a
single and album act. Local art-
ists Herbert Grifinemeyer and
BAP both achieved platinum
albums. MS

Germany's Leading Distributors
(Dec 1990 May 1991)

Albums (%)

1990 1991

BMG Ariola* 24.95 22.05
Warner Music # 21.59 21.69
PolyGram $ 15.70 21.60
EMI Electrola @ 14.05 18.52
Sony Music 15.97 11.48

Intercord 3.46 2.45
Dino 1.38 1.02
SPV 0.53 0.46
Others 2.37 0.73

Singles (%)

1990 1991

27.27 25.37
14.70 16.07
16.54 17.09
10.15 23.98
14.00 7.94
4.06 3.92
0.33 0.43

0.32
12.95 4.88

Source: Musikmarkt. * Includes Virgin; # includes East West; $ includes
Polydor, Polystar, Phonogram. and Metronome; @ combined total of EMI
Germany and Electrola.

SPAIN

Mecano Back With
Promising New LP

by Howell Llewellyn

Mecano's long-awaited album,
Aidalai on the BMG-Ariola label
was released in Spain, France and
Italy on June 13 with a first run of
100.000 and an expected world-
wide sales figure of three million.
The last LP by the Madrid super-
group, Descanso Dominical, sold
2.2 million copies in 1988, setting
a record for a Spanish pop album.
(For more information, see Spot-
light, page 16.)

Mecano singer Ana Torroja,
30, and brother Nacho Cano, 28,
and Jose Maria Cano, 31 are
without doubt Spain's premier
band and the first to have any
major influence abroad. Master of
ceremonies at the launch was
Spain's Ariola MD Jose Maria
Camara who told guests he was
sure Aidalai would sell a record
three million copies around the
world.

The brothers have matured
since their debut single 11 years
ago, which sold a then unheard
of 70.000 copies in two weeks
before they had ever performed
live.

A massive open-air party was
thrown on the grounds of the
Cano household just outside
Madrid to celebrate the new
album. More than 1.500 people
from the world of radio, TV and
the music business attended.

Although the group has not
appeared in public for nearly two
years, they have planned a 76 -
date concert tour of Spain which
will begin in August.

From October Mecano will
play various cities in France, Bel-
gium and Holland and in Novem-
ber, the three will travel to Mexi-
co to begin a series of concerts in
the Americas, with performances
planned in New York and other
US cities.

COPE Gains 49%
Of Miramar Along

by Anna Marie de la Fuente

The Cadena COPE private
radio network has bought 49%
of Radio Miramar/Barcelona
for an undisclosed amount.
Both have also reached an
agreement whereby the AM sta-
tion is integrated into COPE for
the next 20 years.

According to COPE press
officer Jesus Mellado, Radio
Miramar will be plugging into
the networks national AM pro-
gramming by January 1992. dis-
connecting periodically for
local news breaks. "It is a clas-
sic case of the big fish eating
the small fish," he says. com-
menting on some erroneous
news reports implying the con-
trary..

It is the second collaboration
deal between the two broadcast-
ers. From 1983 to 1987, COPE

had an associative agreement
with Radio Miramar which
allowed it to air its program-
ming through the Barcelona sta-
tion. "We did not have a station
covering Barcelona which is a
very important market."
explains Mellado.

By 1987, COPE had set up
its own station. Radio Popular
FM/Barcelona and bought AM
station. Radio Sabadell, which
rendered association with Radio
Miramar unnecessary. This was
followed in June 1990 with the
purchase of 50% of FM net-
work Cadena 13, now known
as Cadena Nova.

By September, Radio Mira-
mar will be transferring its stu-
dios to a new centre in

Barcelona where it will share
studios with Radio Salud, also
belonging to Radio Miramar
owner Jose Maria Ballve.

j
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