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Alberto Baschetti.

WATCH IT, BUDDY — Fausto Terenzi (right) and Leone di lernia clown
it up for the camera. Terenzi joined Radio Monte Carlo/Milan on June 3
to host the morning show "Banda Di Pazzi" (Crazy Gang) along with
lernia, Claudio Galizzi, Giancarlo Mingozzi, Franco Bramerio and

Radio Talent/Training:
s There Enough?

by the M&M staff

As the radio industry continues to
grow, how difficult is it for PDs
to find enough talented, profes-
sional-sounding air personalities,
music directors and producers?
Here's- how the situation breaks
down across Europe:

According to Spain's Antena
3 programming head Juan
Ramon Pardo, "It's always diffi-
cult to recruit. In our case, Radio
0Qlé and Radio 80 need a special
breed of DJ which is difticult to
find, since most are more orien-
tated towards youth program-
ming."

As far as industry competition
for talent is concerned, Radio
Espaiia/Top 97.2 music manager
Raul Marchant says, "The
majors inevitably grab the good
ones while the small ones, like

ourselves, usually become train-
ing centres. It can take from three
to six months to train someone.
We provide scholarships to
around four students a month.”
Once the right talent has been
found, keeping them can be
another problem. "There's a 25%
to 30% turnover among DlJs,
while there are few changes
among the programming staft,"
says Pardo. Antena tends to pay
the going market rate because
"the FM formula radio does not
depend on big stars. We need
people who adapt to our formats.”
Nevertheless, there have been
exceptions to the rule (see M&M

July 27).

Radio Kiss Kiss Network/
Naples PD Gianni Simioli
explains, "We meet potential

staffers who are often unprepared,
(continues on puge 3)
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Capital FM
Tops London

In French

Radio Sweeps ‘ Radio Listening

Top Two Stations ‘
(Audience Share) ‘

Top Two Stations
(Cume Audience)

1st Qtr. 2nd Qtr. 1st Qtr. 2nd Qtr.
Capital FM  15%  16% RTL 20.1% 18.8%
BBC Radio 2 n/a  14% ‘ Europe 1 12.8% 11.7%
Prime Movers Prime Movers
LBC Newstalk 4% 5% Fun Radio 4.0% 4.8%
NRJ 9.3% 9.9%
Capital Radio continues 1o dom- | According to  Mediametrie,

inate the highly competitive Lon-
don radio market, despite increas-
es in reach by Kiss, Melody and
Jazz.

Capital FM holds the largest
audience share of the London
market at nearly 16%, ahead of
BBC Radio 2 with nearly 14%
and Radio 1 with 13%. Its FM
reach remains stable at 31% while
Capital Gold, which has a 9%
London share, increased its reach
1% 10 22%.

Says Capital Gold PD
Richard Park, "It's a highly
creditable performance. FM hours
are up to over 32 million listeners
and that's a very good score. In
fact. in a city with around 20 sta-
tions, it's spectacular." Park also
claims that Capital Gold is still
finding new listeners and expects
"to see another increase in the
October-December survey.”

Kiss FM's 1% rise in reach
takes them to an audience of
1.135 million and the station is
claiming over 100.000 new
female listeners. Total hours also

(continues on page 22)

French national audience ratings
for April-June 1991 (1% =
440.000 listeners) were down
overall. achieving a 76.8% reach
compared with 79% in the previ-
ous quarter.

The result€ were not surpris-
ing to most industry observers
given the increased listening dur-
ing the Gulf war compared to
post-war audiences. France Info,
the all-news FM station. benefit-
ted most from the Gulf crisis with
a reach of 9.7% compared with
second quarter ratings of 7.7%,
although its year-to-year gain of
3.1% remains impressive.

There was no change in the
AM stations, with leader RTL
down to 188% from 20.1%,
while Europe 1 fell to 11.7%
from 12.8%. France Inter
decreased its reach slightly to
11% from 12%. and Radio
Monte Carlo declined to 4.9%
from 5.6%.

On FM, NR] regained the top
spot, up 9.9% from 9.3% while
Skyrock dropped slightly to 5.5%

(continues on page 22)

- Overall Decline | Charivari,

Bayern Post
Successes

Bavaria Ratings Highlights

@ Antenne Bayern Up 6%

@® Charivari Top Bavarian chain

@ Rodio F, Charivari Solid In Nuremberg
@ Privates Reach 42% Of Bavaria
® Radio Arabella Top Munich Private
® Radio Arabella Top Local Private

Local and statewide private radio
stations reach almost 42% of the
Bavarian market daily, according
to the results of the 1991 local
radio analysis in Bavaria released
on July 24 by the state licensing
authority BLM.

Statewide  private  station
Antenne Bayern (AB) increased
its daily listenership by 6% over
last year, giving them 21% of the
total Bavarian daily market (15%

(continues on page 22)

No. 1 in EUROPE

European Hit Radio
PAULA ABDUL

Rush Rush

{Virgin Americal

Coca-Cola Eurochart
BRIAN ADAMS

[Everyihing | Do} | Do It For You
{A&GM]

European Top 100 Albums
REM.

Out Of Time

{Warner Brothers)

PARLOPHONE

the new single from abc is out now

new album 'abracadabra’ released 12 august 1991

abc love conquers all




Congratulations Jimmy
Eight Million Albums Sold in Eight Years

and Now Your New Single

RUN FROM LOVE

Release date: August 5th

m— | |\IMY SOMERVILLE

including ‘Run From Love’ available from August 26th
Full Marketing campaign to include further TV Advertising

- backed b ' int le Displ
828268-2/4/1 acked by massive point of Sale Displays




More Audience Gains For UK IR

by Hugh Fielder

UK independent radio increased

its audience share to 36.4% in the
JICRAR April-June survey. And
although all radio listening fell

back 3% from the record levels in-

the first quarter of 1991—boosted
by the Gulf War factor—IR lis-
tening fell only 1% and its reach
increased slightly to 53%.

With a record weekly audi-
ence of 22.7 million, IR listening
is now 12.6% higher than a year

ago. The expansion in IR services
has been reflecied in increased
audience levels.

Comments  Association of
Independent Radio Companies
chief executive Brian West,
"This is yet another result that
confirms the growing strength of
independent radio. What other
medium has increased its audi-
ence by over 35% over the last
three years? We expect the trend
to continue."

Total BBC listening dropped

Anderson New VP |
At Radio Express

by Jeff Green
Former KIIS-AM & FM/Los
Angeles  president/GM  Lynn

Anderson is the new VP of sales
and marketing for Radio
Express, a Los Angeles-based
company which markets and dis-
tributes programming services to
radio stations in over 70 coun-
tries.

Comments Radio Express
president Tom Rounds, "Lynn's
at the top of her profession. Her
decision to join Radio Express is
an acknowledgement of the rapid
development of the international
radio market and the parallel
development of Radio Express as
the leading international barter
syndicator. Her expertise will
introduce more  multinational
advertisers to the benefits of radio
around the world and expand on
the work we've been doing for
sponsors like Pepsi Cola,
Philips, Kentucky Fried Chick-
en and Philip Morris. Lynn has
been tremendously active in radio

Radio Talent

(continued from page 1)

unprofessional and inexperienced.
Most see working at a radio station
as a part-time job."

Simioli recognises that salaries
must be higher than in the past.
"People. and firms are . finally
understanding that radio presen-
ters, and not just TV presenters, are
more important and have a very
large national audience." He con-
tinues, "It usually takes around
nine months to train a new pro-
gramming staffer. "

According to Italy's Radio
Dimensione Suono PD Bruno
Ployer, a training school would
not be useful; he wants people with
experience. “"Most of the best
people come from the '70s, when
radio started on national territory.
I'm not going to help a competitor
find new talent via a school.”

In Belgium, Radio Contact/
Brussels head of music Danny De
Bruyn says, "Because the private
radio situation in Belgium is still a
small-scale operation, even with
over 40 stations like our network,
it is difficult to pay interesting

lynn Anderson

outside the US. She's already up
to speed."

Anderson served 11 years as a
sales and management executive
at KIIS, having earlier been
VP/West Coast for Metromedia
Radio Sales. Radio Express reps
Cap CitiessABC, TM Century,
and several other US programme
producers and suppliers, offering
"American Top 40" with Shadoe
Stevens and a variety of music
libraries, among other services.

wages to our personnel. "

Studio Brussels station manag-
er Jan Schoukens explains the
wage situation for state broadcast-
ers is fairly restrictive as "our pay-
ment-scales are tied to indices; the
last raise was two years ago." The
length of training, says De Bruyn,
depends on the previous experi-
ence of the candidate, although
"People who apply for a job here
usually have something to offer
from previous jobs.

France's Skyrock PD Laurent
Bouneau says it's not necessarily
difficult to find talented people
"but it is hard to find DJs that real-
ly combine the necessary qualities.
There are two main criteria when it
comes to choosing a DJ: the voice
and the ideas that they communi-
cate. By an idea, [ mean the force
that an individual DJ can bring to
the presentation. DJs often think
that they can attract an audience
through sheer force of personality.
[ think this form of egotism is a big
mistake. A DJ has to look further
than that, and to think more about
how listeners perceive the pro-
gramme, and what they want to
hear."

by 3.8% over the past year, with
Radio 4 and Radio 3 registering
the steepest declines. Radio 1
was the only BBC network to
show a gain, helped by the intro-
duction of its 24-hour service and
a noteable increase in weekend
listening. The station now attracts
6.8 million listeners daily and in
the highly competitive London
market has recovered to match
Capital's 31% reach, although
with fewer average hours. See
page 4 for full UK station results.
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Montreux

by Terry Berne

A record 75.000 people attended ' the apparent dlversny .

G

the three-week-long 25th edition Two evenmgs devoted enmel

rof the Montreux Jazz Festival,

JICRAR Radio Network
(Survey April-June 1991)
Reach Avg. share
% hours %
IR Network 53 13.7 36.4
Radio 1 40 11.8 24.0
Radio 2 23 119 13.7
Radio 3 7 4.8 1.6
Radio 4 20 100 10.0
Radio 5 7 29 1.0
BBC local 17 9.0 8.0
Other 15 76 53
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' which ended July 22. Launched also managed to draw pdrallels|

in 1966 with a budget of only
USS10. 000, this year's festival
‘cost a far healthier Sfr7 million
(app. US$4.6 million) and boast-
- ed upwards of a hundred acts per-
' forming in two principal venues.
Co—produced by - festival
| founder and  guiding
- Claude Nobs,
E composer . and

i

super-producer

“with their shared roots in Africa. |
Performels included Miles Daws,i
Sting, Camaron de la Isla, Bon- 3
nie Raitt, Kool Moe Dee, Mglton |
Nascimento and Ray Charles, to
give just an idea of how varied
the music was. With technical

spirit - support from Sony, the concerts
and American .were recorded live using hxgh-

"definition television. -

;Quincv Jones, the event typified -~ Jones has agreed to co-pro-

- the eclectic philosophy for which
Uthe festival, ranked among ‘the
| most prestigious in the world, has
“long been known. Encompassing
everything from be-bop to pop,
from soul to hlp hop, gospel and

Dixieland, musicians and produc-
ers alike were at pains to empha-

Bouneau says the wage break-
down at Skyrock depends on the
DJ's time slot.

In terms of development, Scan-
dinavian radio is still in its infancy
and many DJs and programming
staff are taken literally "from the
street.” Leading station Radio
Vest/Stavanger MD Tony Burton
finds the recruiting of new talent
difficult. "For Norway, it's a rela-
tively new medium and there's just
no bed of talent to draw from.

A combination of the develop-
ment of the medium and the con-
tinuing general Norwegian eco-
nomic recession has meant that
salaries for staffers has remained
fairly constant over the last two
years. At present, Stavanger has a
college which operates a media
course and, according to Burton,
"We can bring people in as part of
their training and then recruit them
from there.

Denmark's Radio Victor faces
similar problems. Station manager
Steen Mogensen says, “"We've
been looking for a presenter for the
last month and a half without suc-
cess. Because local radio is so new,
there's no pool of presenters."

_duce the fesuval for the next two
‘years. A four-CD boxed set of}
highlights from the festival's past
has been released.. Information
can be obtained by calling festi-
val oftxces at (+41) 21.963 4663. |

&&%&

-

Mogensen estimates his statf
turnover is around 10% per year.

In Germany Radio Hamburg
GM Ingo Borsum says it's fairly
difficult to find staff. In fact, "80%
of our on-air people had their first
radio job with us," says Borsum.
He reports the development of air
personalities can take from three to
six months.

Dieter Mauer, PD for
statewide Radio RPR/Rheinland-
Pfalz, explains, "The industry here
is in a great state of fluctuation.
Stations are going broke and the
good talent goes to the survivors."

Mauer says they have some
training in "news presentation, and
the packaging of programmes,
along with the technical ability to
run the board well.’

In the UK. the problem of
recruiting is not the lack of talent,
but too much. Signal Radio pro-
gramme controller Jon Evington
says, "I get dozens of tapes each
week, but 90% are not suitable.”

Trent FM deputy programme
controller Len Groat adds, "We
get around 600 applications a year.
Due to the recession, however, "we
are paying less.”
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- Swedish Idbel Metronome MD
Sanji Tandan is moving to the
UK to head a revitalised Magnet
at East West.
. His bnef is to build Macnet,w

" acquired by Warner Music in
1988, into the UK's premier pop. -
and dance label. Sanji worked.

~ with Stig Andersson at Polar

- Records = before moving to

_Metronome in 1989 when it was

" established as a division of the

* Warner Music Gr oup in Sweden.

~ He sees his new role as_an
opportunity o auncm UK and
international Rnp artists from the

UK. Says Sanji, "European prod-
uct is so important today. Many
European acts. including Snap,
Roxette and A-ha, have proved
that they can succeed in the
mtemauonal market.”

~ Says East West MD Max

, Hole, ‘1 have felt for some time

S

.

=

e

-

G

~ up to sign and develop artists in

S

Maéiﬁe{%Aﬂrdcts Son|| Tcmdon

-
-

that we should broaden the
scope of East West's A&R set-

all categories of popular music.
We already have a strong A&R
department led by Malcolm
Dunbar and Sanji will enable us
to fuel the company with quality
artists for the 1990s." HF

L
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Sanji Tondon . )
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Real Time Opens Paris Office

Independent record marketing
company Real Time has
expanded its European opera-
tions by opening a Paris office.
The company was set up at
the beginning of 1990 by former
Rough Trade MD Richard
Powell and ex-Rough Trade
Distribution MD Dave White-
head with Rough Trade labels
manager Simon Edwards, who
established the Hamburg office.
Says Powell, "Germany was
a priority because it is such an
important market and we had to
make sure we kept up to date
with it. If you are effective, then
sales can be quite dramatic.
"France is the next market to
concentrate on because it is
potentially very large, but you
have to be very close to it to
have any- chance." Former
Rough Trade employee Pat Bel-
lis heads the Paris office, provid-
ing a press, radio and concert
prometions service.
Real Time offers a pan-Euro-

Lisa Lisa

pean label and management rep-
resentation service, establishing
the long-term objectives and the
major elements required (o
achieve them, and then imple-
menting the strategy within an
agreed-upon timetable. This can
include distributot/licensee ne-
gotiations, sales, marketing and
promotion, coordination across
territories, liaison with publish-
ers and touring agents, and busi-
ness affairs.

The company's UK client list
includes Rhythm King, Ear-
ache and Creation. It also pro-
vides a distribution and market-
ing service for US label SST and
a pressing and distribution ser-
vice for Frontier Records, as
well as doing project work for
Rhino and Raw. The company
has also completed project work
for Belgian label Play It Again
Sam in the UK and has finished
licensing work for labels in Aus-
tralia and Japan “following
demand from our clients." HF

& Cult Jam

the single

L

JICRAR Roundup:
Who's Hot In UK

by Hugh Fielder & Po_ul Eoston—_

According to the April-June JI-
CRAR survey, Beacon, GWR,
Forth and Cool FM achieved the
largest increases in listener figures,
while Clyde, County Sound, In-
victa FM, Essex, Mid Anglia,
DevonAir, Plymouth Sound and
Mercury all dropped in reach by
4% or more.

Meanwhile, Piccadilly Man-
chester consolidated its gains made
over the past 12 months with fur-
ther rises for Key 103 FM and
Gold 1152 AM, which increased
its reach by 6% in the past year.

Comiments Piccadilly deputy
programme  controller  Keith
Pringle, "The demographics are
starting to come together. We're
showing increased hours. In addi-
tion, our female listening audience
is up considerably.

"Our out-of-area listening is
also up 8%, and while [BBC]
Radio 1 still has the majority audi-
ence share in Manchester, they are
down by 4.5 million hours.”

Beacon Radio's two FM and
two AM stations in the West Mid-
lands have broken the 40% reach
barrier for the first time with a 5%
rise t0 43%.

The other major increase is
GWR/Swindon and Bristol's 5%
increase to a 42% reach. an accel-
erated rate of increase from its 1%
rise over the last six months of
1990. Downtown Radio/ Belfast's
Cool FM also rises 5% to a 31%
reach and Radio Forth/ Edinburgh
has shown a healthy increase of
4%.

Among the major losers is
Clyde/Glasgow, whose Clyde 1
FM service has fallen again by 4%
to 36%, following a 7% drop dur-
ing the last half of 1990. County
Sound Network/ Surrey and Radio
Mercury/Crawley, which are both
overlapped by all the London sta-

"LET THE BEAT HIT '"EM"

NOW EHR CHARTBOUND AND CLIMBING

COLUMBIA

tions, have recorded falls of 5%
and 7%, respectively, in the past
year. Invicta FM has dropped 5%
to 36%, although its Coast AM
service has risen from 10% to
12%.

The recent merger of DevonAir
and Plymouth Sound is put into

perspective with falls in reach of
4% and 5%, respectively, since
summer 1990. And the news from
the east of England is little better,
with Mid Anglia Radio and Essex
Radio both dropping 4% in a year
and East Anglia Radio down by
3%.

I JICRAR Survey April-June 1991 IEEEE

Station Reach % Change Avg. Hrs. Chg.
Radio Aire Total 33 0 1.5 +0.5
Aire FM 21 -2 8.2 +0.7
Magic 828 20 +2 11.6 0.0
Beacon Radio Group 43 +5 1.7 -0.9
Classic Trax BCR 6 o 53 N
Buzz FM 11 - 74 hisd
Capital Radio Total 40 12.9 -0.9
Capital FM 31 10.8 +0.2
Capital Gold 22 8.7 -1.7
Chiltern Network East Total 38 10.9 +0.1
Supergold 17 78 e
Hot FM 33 92 e
Chiltern Network West Total 29 11.8 B3
Supergold 13 11.8 xx
Hot FM 21 FE 9.2 -
Radio City Total 33 1 9.7 -0.9
City FM 31 0 92 -0.9
City Talk 8 I 43 0.0
Radio Clyde Total 51 -4 13.8 +1.3
Clyde 1 FM 36 -4 10.0 +0.7
Clyde 2 AM 25 2 141 +2.3
County Sound Netwerk 29 -5% 10.0 +1.3%
DevonAir 31 -4* 10.5 0.0*
Downtown Radie Total 53 +2 11.8 +0.6
Cool FM 3l +5 9.6 -0.6
Downtown Radio 38 -3 10.6 +14
East Anglia Radio 41 -3 12.5 -1.2%
Essex Radio 41 -4 1.4 +0.4
Radio Forth 50 +4 12.0 0.4
GWR Total 42 +5 1.1 +0.2
Invicta Radio Total 41 3 143 +0.7
Invicta FM 36 -5 12.8 +0.4
Coast Classics AM 12 +2 11.1 +1.9
Jazz FM 7 +2 38 -0.2
Kiss FM 10 +1 73 +0.7
KFM 10 e 3.1 =
LLBC Tolal 18 0 12.3 +1.2
LBC Newstalk FM 12 +2 9.0 +1.7
LBC Talkback AM 10 -1 114 +1.0
Marcher Sound 23 -1 10.8 +1.5
Melody 12 +1 8.7 -1.3
Mercury 33 -7 12.1 +1.9%
Metro (Tyne Tees) 54 -1 15.1 -09
Metro (Yorkshire) 40 0 137 0.0
Mid Anglia Radio 32 -4 11.0 +0.7*
Midlands Radio Total el -1 11.6 -4
Midlands East 43 10.5 2.3
Midlands West 43 123 -0.8
Northsound 59 10.8 0.0
Ocean Sound 46 120 -0.4*
Orchard FM 30 92 +0. 8%
Piccadilly Total 37 126 +1.1
Key 103 FM 28 94 00
Gold 1152 AM 23 10.8 +1.0
Plymouth Sound 49 11.5 +1.7
Red Dragon Total 41 127 +0.6
Red Dragon FM 34 10.1 &2
Touch AM 15 13.7 kg
Red Rose Total 44 +1 {1157 -1.9
Red Rose Rock FM 30 +3 9.0 -0.6
Red Rose Gold AM 25 -3 99 -2.0
Signal Radio 42 -2% 11.0 4%
Southern Sound East 41 0+ 11.9 -0.3*
Southern Sound West 40 =1 13.1 0.1*
Sunset 8 -2 6.2 2N
Tay 46 0* 1.4 +1.0%
2CR 40 -2* 1.8 +2.5%
210 34 0.0 10.8 0.0
West Sound 43 -1% 1.4 +2.4%
WNK 3 *3 43 oy
® KCBC i) ”» nfa e
® Mellow 1557 11 K n/a e
® South West Sound 17 % n/a 3

Changes shown compared to JICRAR October-December 1990 except as follows:

* JICRAR April-June 1990
“* No comparable data available
*#% JICRAR July-September 1990

@ Dipstick Survey not comparable to full JICRAR Survey
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CATALOGUE DEALS — MCA Music Germany has bought the cata-
logue of Magister Music. The catalogue includes songs by brothers
Guido and Maurizio de Angelis. Pictured (I+] are MCA Music Publish-
ing president Leeds Levy, MCA Music International vice president John
Brands, MCA Music Hamburg MD Adrian Facklam-Wolf, Magister
Music Publishing's Peter Ingwersen and Walter Lichte.

Big

Turnout Forecast

For Third Pop Komm

Featurng new artist showcases,
a trade fair and seminar
congress, the third annual Pop
Komm will take place in
Cologne between August 22-25.
About 2,500 participants are
expected, mostly from the
record industry, with the bal-
ance representing radio, TV and
print. About 50 companies have
booked booths at the fair. All
five major record companies
and the leading independent
labels will be there, as will
MTYV, M&M, and key digni-
taries from all facets of the
industry.

For the first time, the national
event will be complemented
with a European delegation and
some of the seminars will cover
pan-European  themes. The
event will further serve as a pre-
sentations platform for about 70
bands that will perform in dif-

ferent venues in Cologne during
the congress.

The state of North Rhein-
Westphalia is subsidising Pop
Komm, and for the first time,
the economic minister for North
Rhein-Westphalia, Gunther
Einert, will be sponsoring the
event. This is seen as an impor-
tant step for rock and pop music
acceptance, not only from a cul-
ture political aspect but also in
the recognition of the music
industry as an important eco-
nomic factor.

Among the panel sessions
will be issues such as radio of
the future, sponsoring, research,
new technology, agencies/artist
management, contract law,
Media Control, the importance
of the charts, foreign markets,
music publishing, tour planning
and jobs for industry newcom-
MS
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Broadcasters
Co-operate
In Aschaffenburg

The Bavarian licencing authority (BLM)
has pul an end to frequency splitting in
Aschaffenburg. The BLM has approved
and licenced for four years a new joint
effort among the city's three competing
stations: Radio Primavera, Radio
Aktuell and Studio Gong. All three have
agreed o co-operate, broadcasting for
13.5 hours daily on 90.8, 91.6, 99.4 and
100.8 MHz under the name Radio Pri-
mavera, they will keep the station's EHR
format. The remaining 10.5 hours of air-
time will be provided by Bavarian Local
Radio. a company that provides pro-
gramming for local stations in the state.

Radio Xanadu Goes
Satellite With

Magellan
The Radio Xanadu GmbH for the Pro-
duction and Distribution of Radio Pro-
gramming began July |1 broadcasting
digitally a rock/blues cable format called
Radio Magellan on the DFS |

]
Kopernikus satellite. The Bavarian state |

licencing authority (BLM) granted the
company the necessary licence last|
month.

Radio Magellan will produce a 24-
hour programme that will cover the entire
rock and blues spectrum of the last 30
years, which is along the same "classic
rock” format as Radio Xanadu's normal
programming.  Special  programming |
emphasis will also be placed on informa-
tive and cultural topics, including Bavari-
an as well as European themes.

Radio Charivari
Cham To Go On Air |

Radio Charivari Cham has been grant-
ed a licence by the Bavarian state licenc-
ing authority to begin broadcasting
August 5 a two-hour daily local pro-
gramme. The remainder of the program-
ming on 92.7 MHz will be provided by
Radio Charivari Regensburg.

ARD Research Says
Publics Still Dominant

With Infratest reports from
North Germany and the first test
results from local stations in
North Rhein-Westphalia showing
private radio taking large seg-
ments of the listening audience,
the public station network ARD
has struck back with a media-
analysis report. The test showed
an average hourly listener rate of
8.380.000 from 06.00-18.00
alone for the public ARD sta-
tions. a small drop from the
8.720.000 reported for 1990.
(The 14+ population during the

Green Light
For KRBB
Frequencies

The Bavarian state licensing
authority (BLM) during its July
11 meeting permitted the
Munich Cable Communica-
tions Association (MKG) to
grant available frequencies to the
Klassik Radio Bayern Belcanto
for the broadcast of its classical
music programme in Bavaria.
The Munich-based station is
jointly owned by publishing
house Burda (25.5%), Studio
Gong and Hamburg-based Klas-
sik Radio (49%). The Bavarian
partners of Burda and Studio
Gong were also able to secure
15% of Klassik Radio Hamburg.

Klassik Radio Bayern Belcan-
to will produce about 20% of the
entire Klassik Radio and KRBB
programming, which includes a
wide range of classical music and
cultural programmes.

According to the BLM, it is
hoped that Klassik Radio will
also soon receive terrestrial fre-
quencies in Augsburg, Munich,
Nuremberg and Wuerzburg.

same period dipped from 49.02
million to 48.99 million.)

Here are the highlights:

With a 2% rise to an average
1.32 million listeners per hour,
MOR/schlager public giant WDR
4 took top honours, followed by
the NDR Plus group of stations,
which includes NDR 2, Radio
107 and Antenne Nieder-
sachsen. The group's audience
jumped 20% to 1.08 million
hourly listeners, with newcomer
Antenne Niedersachsen repre-
senting the strongest element in
the growth. Third place as WDR
2, which took a 7% loss in listen-
ers but still Jogged 1.03 million.

Just under the 1M mark was
Bavarian Radio 1 with 990.000
average, a 10% jump over last
year. The top private station on its
own was Antenne Bayern. Mar-
keting chief Kartheinz Hérham-
mer sees his station belonging to
the millionaire group in the
07.00-08.00 time period with
890.000 listeners in Bavaria and
140.000 listeners in the bordering
east German state of Thuringen,
according o the EMA Ost 90
report.

For the first time in post-War
history, public radio stations have
not completely sold out of their
allotted spot adsincome. Former-
ly, there was a long waiting list of
advertisers, especially  during
primetime and year-end holidays.

In the state of Hessen, private
station FFH led the pack ahead of
public powerhouses HR 3 and
HR 174 with 360.000, 330.000
and 300.000 hourly average lis-
teners, respectively. This is the
first reporting period for FFH and
shows a 35% drop for HR 3, a
29% drop for HR 1 and a 7%
drop to only 130.000 for HR 4.

In the area between -Cologne
and Bodensee, SWF 3 ranked

first with 860.000 hourly listen-
ers, a drop of 8% over 1990,
while statewide private newcomer
RPR picked up 300.000 hourly
listeners. SWF 1, the magazine-
MOR public broadcaster, finished
second in the area with a steady
650.000 hourly reading, a 2%
increase over the previous year.

In Baden-Wuerttemberg, pub-
lic stations SDR 1 (860.000) and
SDR 3 (570.000) continued their
dominance in an area which has
no statewide private stations. The
combination of RTL Radio and
local stations did pick up a
respectable hourly audience of
370.000 in their first report.

In Bavaria, public station
Bayer 1 was first with 990.000
hourly listeners; the schlager/-
MOR station added 10% to its
results. Pop outlet Bayer 3
dropped 23% to 640.000, but still
topped statewide private Antenne
Bayern with 560.000, a 2%
increase. News/information-ori-
entated Bayer 2 charted 110.000
listeners, a 38% increase, while
the advertising combi of local
Bavarian radio stations racked up
340.000 listeners an hour. In
Berlin, public stations SFB 1 and
2 notched 70.000 and 60.000 lis-
teners, respectively, while the
only private station in the city,
Hundert 6, is credited with
100.000 local West Berlin fans.

The survey covers 27.24]
households, by far the largest test
group of any institution. The tests
were done in (wo time segments:
from the end of September
through mid-December 1990: and
from January through mid-March
1991. The test covered the 1l
states of the old republic plus
West Berlin but did not cover the
960.000 average hourly listeners
in the five new East German
states. MS
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MILES DAVIS, JAMES BROWN CONCERTS

France Shines With Jazz & Soul

by Emmanuel Legrand

France has always been good for
black American artists and once
again this July two major contem-
porary acts, Miles Davis and
James Brown, made history in
Parjs. Both Davis and Brown per-
formed to sell-out crowds during
concerts that were tipped as his-
torical by the press and the organ-
isers. These events were part of
one of the most active musical
summers ever, underscoring the
vitality of the jazz scene in
Europe.

Davis, who received from
minister of culture Jack Lang the
"Légion d'Honneur." one of
France's highest distinctions, was
in Europe to attend various jazz
festivals, including Montreux. He
played two concerts in Paris, one
with his current line-up, and a sec-
ond one, where he played with
some of his most talented col-
leagues—Joe Zawinul, Herbie

S
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Hancock, John MecLaughlin,
Wayne Shorter, Chick Corea,
John Scofield, and Al Foster—to
name a few. Revisiting 30 years of
jazz history, the concert featured
such renditions as In a Silent Way,
one of Davis's early electric
expressions of the mid-'60s.

"We started working on this
concert last July," explained
Davis' reunion concert organiser
Serge Kirszbaum. "The festival
had a tradition of creating unique
events such as the 'All Stars'
evening in 1989 as a tribute to
Charlie Parker. Miles had
always refuged tributes becanse he
didn't want to look backwards, but
to our surprise, he welcomed the
idea. I think the fact that he had
fond memories of his 1985 con-
cert in Paris helped enormously.”

Kirszbaum said that he had
worked closely with US agent
George Wein and his company
FPI in New York. The event was
taped by a TV production compa-

ny and will be offered for broad-
cast. This concert was the high-
light of the JVC Jazz Festival of
Paris, also named Halle That Jazz,
created in 1986. The one-week
festival attracted more than
35.000 people.

The event was sponsored by
Paris-based AM station Europe 1
and sister FM network Europe 2,
as part of an impressive list of fes-
tivals they are backing this sum-
mer, including Montreux, the
Heineken Jazz Festival and the
Winston Legend Festival in Paris,
and Jazz a Juan in South France.

Europe 1 communications VP
Frank Ténot, who hosted a jazz
programme on Europe | in the
'60s, has been the force behind the
station’s involvement in jazz.
"Jazz has always been Frank
Ténot's baby," explains Europe |
music  programmer  Yvonne
Lebrun. "We have a weekly jazz
programme hosted by Michel
Pacaud each Saturday evening,

Radio 3 Resets Line-up;
More Changes In October

by Anna Marie de la Fuente

In a bid to increase its audience
and cut costs, Radio 3, the pop
station of state broadcaster
Radio Nacional de Espaiia
(RNE), has further revamped its
programming by dropping some
shows as of July 29.

Radio 3 director Jose Anto-
nio Visuiia reports that early
morning shows were scrapped,
to be replaced by the re-trans-
mission of programmes aired
over daytime and early evening
hours. "It's not economically
viable to have special pro-
grammes during those limited
audience hours. It's best to repeat
to reach a different set of listen-
ers," he says.

Programmes like "Tres a lo
Grande,” which featured music
news and concerts, would not be
broadcast during the summer but
would be aired during the
autumn with different hosts and
other adjustments.

"Revista de Actualidad” is to
return to an earlier time slot
(07.00-10.00 hours, instead of
11.00-14.00) and provide music,
combined with news of a cultur-
al, political, economic and socio-
logical nature, apd possibly
SpOrts news.

Visuiia declared that the more

important changes would come
in October, exactly one year after
Radio 3 initiated programming
adjustments, introducing a week-
ly selection of around 50 albums.
"We're now working with 100 to
150 albums chosen every Thurs-
day." adds Radio 3 music pro-
gramming head Carlos Garrido.

The changes resulted in the
dismissal of between eight and
10 personnel specifically con-
tracted for these programmes. In
declarations to the local press,
some of them expressed fears
that Radio 3 would merely dupli-
cate the private-run Cadena
SER's 40 Principales. Says
Radio 3 DJ Jaime Romo, who

hosted one of the axed shows,
"Tres a lo Grandé," "Since this
model already exists, public
radio would do better to offer an
alternative programming.”

But Garrido dismissed that
notion, saying, "There's no way
we're going to become another
40 Principales. SER's pop station
targets a younger audience with a
more superficial interest in
music, while Radio 3 gives more
in-depth information—a more
cultured approach to an album's
production details and back-
ground data. We also provide a
greater support to unknown
artists, something not economi-
cally feasible for SER."

which has a very good reputation
among the jazz musicians and a
strong following. It is, therefore,
natural for us to sponsor jazz fes-
tivals. If Europe | doesn't do it,
then who would? Besides, during
daytime programming, nothing
fits better than a great jazz clas-
sic.”

Meanwhile, James Brown
attracted a crowd of 10.000 peo-
ple during his first concert outside

the US since his prison sentence.
He has always had a close rela-
tionship with France's audience
and it was, therefore, natural that
his first performance outside the
US would be in France.

Brown's July 5 concert was the
highlight of the Winston Legend
Festival, a soul/blues gathering
featuring a Temptations reunion,
Kool and the Gang, George
Winston, and Van Morrison.

Sud Trims

11 Staff;

Plans New Direction

by Jacqueline Eacott

‘ed.”  Guerra's

Guerra Fuses with SGAE

Juan Luis Guerra. the Domini-
can salsa-fusion artist who has
taken Spain by storm, has opted
for the country's authors’ rights
society SGAE over other Euro-
pean and US organizations to
defend his copyright worldwide.
According to Karen Records
label representative at BMG-Ari-
ola Fernando Iitiguez, "It's a
unique case, quite unprecedent-
latest  albums.
signed to Karen, Ojala Que Llue-
va Café (released June '90) and

Bachata Rosa (Jan.91). have gone
platinum several times over in
Spain. selling 270.000 and
433.000 units, respectively, by
mid-July. These have topped the
best-selling lists for various
weeks.

Since July 10, Guerra been
performing to sell-out audiences
all over Spain—16 cities in
total—playing in the capital for
two dates, July 22-23, and con-
cluding on August 4 in the north-
ern city of Gijon. AMdIF

Sud Radio, the Toulouse-based
AM station owned by pharmaceu-
tical company Fabre Laborato-
ries, is to lay off 11 of its 88 per-
manent staff as part of a
cost-cutting  exercise. A radio
spokesperson blamed decreases
in ad revenues and a long-stand-
ing deficit for the decision.

In a bid to revive the station,
which suffered a deficit of Ffr4
million (app. US$668.000) in
1990, the Sud management team
(still under Fabre's guidance). is
planning a new look, including a
revised logo and programming
schedule, to be revealed in
September. The revamp is not the
first to be tried out by the station.
It had already installed an updat-
ed "star" system in the AM style,
calling on TV personalities
Joseph Poll, Jerome Bonaldi
and Leslie Bedos as presenters.
The new system was unsuccess-
ful, as once-faithful listeners
stayed away from the station's 10
frequencies.

Known for its regional south-
ern image, linked to a half-AM,
half-FM  programming policy.

Sud broadcasts throughout the
southwest corner of France in the
regiops of Aquitaine, Midi-Pyre-
nees and Languedoc-Rousillon.

For some time the station has
been the object of rumours con-
cerning a possible RTL takeover.
News of the latest restructuring in
Toulouse has obviously revived
the rumours, still denied by both
sides. Sud's president Francis
Piquemal was not available for
comment.

These latest redundancies, to
be added to RMC's recent
restructuring, are unlikely to be
the last to hit the radio market,
according to industry observers.
Although the French economy
has still to feel the full brunt of
the recession. which has already
shaken US and UK media mar-
kets, there are plenty of signs that
stations, from the smallest FMs to
the major AMs, are finding it
increasingly difficult. As in other
industries, collaborations are one
solution, as Metropolys and
Maxximum recently proved. The
radio scene here is more than
likely to reveal more shake-ups
and identity crises before the year
is out.

| ager Michel Boulanger.

' HAZARDOUS DUTY — Thierry Hazard receives a gold disc for his
album "Pop Music,” which sold over 120,000 units in France alane.
From (-): Columbia label director Patrick Decam, Thierry and A&R man-
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