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Cabrini Is
New MD At
Sony Italy

by David Stansfield

One of Sony Music's leading
European affiliates is undergoing
change at the top. Piero La Falce
has unexpectedly resigned as
president and MD of Sony Music
Italy, a post he has held for 12
years.

La Falce is succeeded by
Franco Cabrini, who returns to
Sony after four years as market-
ing director of EMI Italiana.
Cabrini will assume his new
responsibilities immediately.

The news surprised industry

(continues on page 34)

v

VP -

DOUBLE CELEBRATION — Polydor and PolyGram executives present
Zucchero with a gold disc for sales of his record "Oro Incenso
& Birra." The companies bestowed the award during NRJ's 10th anniver-
sary gala on September 20. Pictured () are Polydor ltaly MD Adrian
Berwick, PolyGram Switzerland director of sales Max Gfeller, Polydor
Italy product manager Claudia Cevenini, PolyGram ltaly president Gian-
franco Rebulla, Zucchero and Zucchero's manager Michele Torpedine.

Norway's Topp 20 Chart
Challenges Promo Practices

by David Rowley &
Kai Roger Ottesen

Norway's new Radio Topp 20
chart has dropped two records as
a result of what the control com-
mittee describes as record compa-
ny manipulation attempts. The
two records, The One I Love by
REM and Can't Stop This Thing
We Started by Bryan Adams, are
handled by EMI and PolyGram,
respectively, in Norway.

However, the labels concerned
claim that they believed they
were following accepted business
practices.

EMI head of promotion Nina
Lauridtsen disagrees with the
committee's decision. "Everyone
is allowed to buy advertising and
that's exactly what 1 did. At no
time did I ask them to report the

single to the chart or playlist it.
It's pure radio advertising.”

The claimed manipulation
attempts occurred in only week no.
4 of the chart's existence and result-
ed in the records being pulled from
the chart in week no. 6. Radio Topp
20's three-member control commit-
tee—comprised of NRK's Jan
Rustad, Radio 1's Jern Dalchow
and MBS Fjernadata's Petter
Andressen—made the decision
based on what it called "clear
attempts at manipulation.”

In the case of EMI, the com-
pany reportedly offered stations a
type of barter agreement: the
company would supply a 30-sec-
ond ad spot for the IRS album
The Best Of REM, followed
immediately by the single from
the record, The One [ Love. In a
letter to stations, the company

expected between five and seven
plays of the ad and single in the
"best possible broadcast times."
In return, the station would
receive one copy of back cata-
logue per play, plus three copies
of the REM album for prizes.

PolyGram offered in writing
a four-LP Bryan Adams Collec-
tion boxed set to the first 60
radio stations which playlisted
Can't Stop This Thing We Start-
ed. Stations were told to send
playlists to the company marked
"Bryan Adams Collection" with
the name of the responsible
promo person included.

In a written statement, Radio
Topp 20's control committee
stated, "We are clear about the
thin line which runs between
created promotion and pure

(continues on page 34)

OPERATORS DEFY LAWS

Swedish Radio
Goes Commercial

by David Rowley
A number of Swedish private
radio stations have begun broad-
casting advertising or are contem-
plating it in the wake of both the
recent Radio Nova court case
(see M&M October 12) and the
change of government. It's a situ-
ation that could well turn explo-
sive, says one Swedish radio
executive.

At least two operators, Radio
Z and Svensk Radio Utveckling,

are in the process of setting up
commercial radio  networks.
Radio Z says it could start around
the end of October with as many
as 22 stations.

The Nova court case, which
centered on that station'’s illegal
broadcasting of ads beginning in
the middie of 1990, culminated in
a token Skr2.000 (app. US$300)
fine for MD Clas Nydahl. That
slap on the wrist attracted the
attention of many local stations.

(continues on page 34)

Jazz FM/London
Deal 'On The Table'?

by Paul Easton

The future of Jazz FM/London
was still in doubt at press time,
even though meetings were tak-
ing place to discuss a possible
new buyer for the financially
troubled station. While sources
close to the station say that no
"firm offer was on the table" as of
early evening on October 16, it's
believed the station hoped to
reach a decision the next day.
M&M has learned that a pro-
posal has been made by Robert
Rayne (son of Lord Rayne, one
of Jazz FM's directors) through
Westpool Investment Trust and
UK investment company 3i to
buy the station. If this happens, it
is believed that David Maker
would likely stay on and become
programme controller. The station
would also retain its new format.

Both Robert Rayne and 3i were
unavailable for comment.

Classic FM. holders of the
independent  national  radio
licence, had originally been

(continues on page 34)

No. 1 in EUROPE

European Hit Radio
BRYAN ADAMS
[Everything | Do) | Do It For You
(A&M)

Coca-Cola Eurochart
BRYAN ADAMS

[Everything | Do) I Do It For You
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European Top 100 Albums
DIRE STRAITS

On Every Street

[Vertigo)

ON SALE THROUGHOUT EUROPE FROM OCTOBER 28
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GARLAND JEFFREYS

His new album

"Don't call me Buckwheat"
is Garland Jeffreys own story,
and it's taken eight years
since his last album -

and a lifetime of experience -
to tell it.
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by Ben Lewis

Garage-influenced music, cur-
rently enjoying top 10 UK chart
success, is starting to cross over
to Europe.

‘Garage's song structure, the
image-building potential of the
vocalist and the optimistic lyrics,
say label execs, are proving a
perfect marketing recipe. The
original garage hit which opened
the flood gates was Crystal
Water's Gypsy Woman, produced
by New Jersey's legendary Base-
ment Boys.

"Garage is very accessible
because it is a song-based, uplift-
ing house sound. Garage can
cross all boundaries. It's sing-a-
long happy music," says Ten
Records A&R manager Rob
Manley. Earlier in the year,
Manley released a compilation of
US garage label Strictly
Rhythm and has just signed an
album deal with garage remixer
Joey Negro.

"Garage's chart success is
based on its anthemic choruses
and sing-a-long verses,” says
Cooltempo A&R  executive
Simon Dunmore. That label hit
paydirt with Adeva, one of the
world's few platinum garage art-
ists.

Spencer Baldwin, A&R at

EastWest Records, says, "We
thought Sabrina Johnston's
Peace In The Valley was a hit
song when we first heard the 12-
track demo.” EastWest promoted
Peace in the Valley heavily in the
UK clubs. But the label was
given an early entry to BBC
Radio 1 daytime playlists when
the Pet Shop Boys took over
Simon Bates' morning show and
insisted on playing the track. In
Europe, Peace is currently
receiving daytime radio play in
Spain and Italy, and building a
club base in Germany and Scan-
dinavia.

Pulse 8 MD Frank Samson is
convinced he might strike gold
with Rozala's second single
Everybody's Free (To Feel Good).
That song has been licenced all
over Europe on the back of its
top-five UK success. It is now the
no. 1 powerplay on Dutch pub-
caster Veronica's Alarmschijf and
is receiving impressive radio sup-
port in France. Rozala's previous
single, Faith, will be featured on
the soundtrack to Vanilla Iee's
movie "Cool as Ice," just released
in the US.

Island A&R exec Julian
Palmer says, "There's a resur-
gence of interest in song and
soulful-based dance music. You
can see it in all areas." Adds

Music

® BMG Ariola managing director Thomas Stein has been named
chairman of the German phonographic association (Budesverbandes
der Phonographischen Wirtschaft e.v.). He succeeds Manfred
Zumkeller, who has moved to Warner Music's UK office.

@ Ken Pedersen has been appointed the new finance director for EMI
Music operations. Pedersen is based in London and reports directly to
managing director Peter Knee.

@ Cathy Bitton is the new artistic director for MIDEM. She will be
responsible for all concert concepts and programming except classical
concerts.

@ Ann Brubaker is the new director of international marketing for

ing manager with Warner Home Video.

Media

@ Ian Irvine is now on the board of Capital Radio PLC as a non-
executive director. He is deputy chief executive of publishing group
Reed International.

@ Fernando Delgado leaves his post as RNE director to manage Tele
Expo, the state TV station expressly created to cover the Seville Expo
'92 . Diego Carcedo, now TVE managing director for international rela-
tions, will replace Delgado, and handle his own position concurrently.

@ Sunie Fletcher has been appointed manager/talent relations for
MTYV Europe (See story, page 4).

@ Svenno Koemans is the new creative director at the New Arcade
Benelux; Niel van Hoff is the new product director (See story, page 9).
@ Geoffrey Smith has been named as the permanent presenter of BBC
Radio 3's weekly programme "Jazz Record Request.” Smith temporarily
filled the slot for a few weeks following the death of jazz broadcast vet-
eran Peter Clayton.

@ Sam Malone is south London's black music station Choice FM's
new sponsorship manager (See story, page 4).

@ Carlo Delors is the new PR manager at Radio Italia Solo Music
Italiana (See story, page 7).

EastWest's Baldwin, "People
have become bored of listening
to records and not knowing what

they are.”
Nevertheless, the most suc-
cessful garage tracks usually

retain 'hardcore' club elements of
either an Italo-piano signature or
a dense rave-style drum pro-
gramme.

This is not purely a UK-led
trend. Says Palmer, "Brothers In
Rhythm was a huge club hit in
France and was bootlegged all

over Italy before we realised we
should re-release it in the UK."

In the dance charts, classic
garage  DI-remixers  David
Morales, Frankie Knuckles and
Steve 'Silk' Hurley are the most
in demand. Morales produced the
single remix for Incognito's
European chart hit Always There.
Hurley, one of the earliest house
music producers from Chicago,
mixed Dannii Minogue's latest
single Baby Love.

e =5
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ALL LINED UP — On their way to the NAB Radio '?1 convention, some
members of the European delegation stopped in los Angeles where they
attended a welcoming reception at the Sagebrush Cantina sponsored by
Westwood One and RPMC. Pictured here enjoying the festivities are (Fr}:

Westwood One international offiliate relations manager Richard Rene,
RPMC's Murry Schwartz, BCl's Gert Zimmer, BCl's Alex Zeitelhack, NAB
European Affairs representative Robert Marking, Westwoqd One inferna-
tional affiliate relations director Bill Stolier and RPMC's Robert Olshever.

BPME-UK Expands
1991 Radio Sessions

by Jeff Green

Atlantic Records in New York. She was formerly international market-
|

The Broadcast Promotion &
Marketing Executives-UK Con-
ference & Awards, scheduled for
November 15-16 at the Moat
House International Hotel in
Glasgow, is expanding to three
radio seminars this year.

The sessions include "To Be
Seen And Not Heard—Outside
Broadcasts As A Promotional
Tool,” chaired by BBC Radio 1
head of music Chris Lycett; "The
Symbiosis Of Television &
Radio,” moderated by BBC
GLR/London GM  Matthew
Bannister; and a crossover
radig/TV meeting called "Across
The Media Promotion," led by
Granada Television/Manchester
head of promotion Margo
Hillock. There will also be a mul-
timedia seminar concentrating on
broadcast PR, chaired by PR con-
sultant Jan Mayor.

One of the comnerstones to
BPME-UK is its awards pro-
gramme, which this year has
received nearly 200 entries in 12
categories. BPME-UK will recog-
nise achievements in merchandis-
ing, TV/print promotions, public
service, multimedia, jingles and
outside broadcasts.

BPME-UK chairman George
McGhee reports, "We have

. already topped £30.000 in spon-

sorship funds and received well
over 100 delegate registrations,
including overseas representa-
tives. In both cases, we are on
target to at least match 1990's
attendance of 240 delegates from
70 companies.”

For more information, call Ali-
son Plant at (+44) 532.438 283.

MIDEM Bows
Video Awards

The MIDEM organisation and
French rights group SACEM have
teamed to launch the first Interna-
tional Visual Music Awards to be
held during the radio and music
confab MIDEM '92 scheduled for
January 19-23.

The awards have four main cat-
egories: cinematographic works,
TV programmes, filmed concerts
and music video. There will also
be two additional special awards:
the Grand Prix for the best produc-
tion in all categories and the Spe-
cial Jury Award for an internation-

ally renowned composer for
his/her contribution to visual
music.

The event is open to all musical
styles and visual production forms.
Entries must have been produced
or aired since November 30, 1990.
Entry deadline is November 30.

Music & MEDIA QCTOBER 26 1991
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IR Breaks First Direct
Response Campaign

by Mike McGeever

Independent radio broke new
ground in the UK this month with
the first national radio-linked direct
response campaign. The campaign
is the brainchild of London's radio
sponsor specialist Curtis Hoy
Ltd.. It's part of shampoo manufac-
turer Elida Gibbs' marketing strat-
egy to relaunch its Dimension 2 in
1 shampoo/conditioner.

Seventeen major IR stations are
participating in the promo, which
covers metro-markets and conurba-
tions across the UK. The stations
will run a branded cash give-away,
featuring four weeks of on-air
exposure for the product. The com-

petition will be cross-promoted
with 2.5 million leaflets distributed
nationwide.

Each station is running a phone-
in contest based on callers identify-
ing the product's duet songs. Clues
to the songs are found on the
leaflets, which are also available at
the radio stations.

The distribution is tightly target-
ed to reach the 18-34 households,
using the Mosaic system of demo
profiling. This market is similar to
the listenership of the stations
selected by Curtis Hoy. According
to Curtis Hoy co-director Janet
Hoy, "Independent radio is the
most cost-effective medium to use
for a direct response campaign.

Radio is a strong motivational
medium which can repeatedly
prompt its audience to become
involved with a promotion and
product on a local level.”

Co-director Mark  Curtis
believes advertisers will see direct
response used in commercial radio
as a valuable promotional opportu-
nity. "Nobody has looked at com-
mercial radio and direct response
with such magnitude. The tie-in
has never been done before. But
the industry is maturing rapidly,
and with the amount of growth it
has witnessed over the last four
years, I certainly hope we see a lot
more of this activity in the near
future," he says.

York Licence Awarded: Winner
Merges With Runner-Up

by Paul Easton

TV presenter Richard Whitley,
chairman of Voice of Yorkshire,
will become deputy chairman of
the new company created by the
merger between Minster Sound,
which won the ILR licence for
York, and the Voice of Yorkshire.
(See M&M October 19).

The new company will keep
the name Minster Sound Radio
Plc. Colin Walters, a director
with Voice of Yorkshire, says the

final decision to merge was made
a few days before the Radio
Authority announced its deci-
sion. "We both felt there was a lot
of quality on either side, and that
we should combine each group's
strengths. Minster Sound was
already a Plc, and had a Business
Expansion Scheme grant so they
were the natural candidate for the
share exchange."”

Voice of Yorkshire sharehold-
ers will take approximately 30%
of Minster. Although Minster's

original capital was stated as £1.8
million (app. US$3 million) on its
application, Walters says the actu-
al figure will now be lower
(around £750.000) because costs
will be kept down.

Adds Walters, "Although Voice
of Yorkshire had already recruited
and named its management team,
no decision has yet been taken
over who will actually fill the vari-
ous positions. We will be inter-
viewing the appropriate candidates
for management posts."

More ILR Areas To Be

The Radio Authority has issued a
"top-up" list of 11 additional areas
for future Independent Local Radio
(ILR) licences. It has also given an
indication of when these, and the
remaining 16 from the original list,
are likely to be advertised.

The new locations are: Carlisle,
Dufermline, Guernsey, Harrogate,
Jersey, Londonderry, Mid-Ulster
(Cookstown/Magherafelt), Mont-
gomeryshire, Pembrokeshire, Scar-
borough and Weymouth in Dorch-

ester. All of these are currently
unserved, or only marginally
served, by an existing station.

The licences likely to be adver-
tised before the end of the year
include Chesterfield, Colchester,
Guernsey, Harlow, Jersey, Mont-
gomeryshire, Morecambe Bay,
Sough/Windsor/Maidenhead ~ and
South Shropshire. There has been
some concern that the Authonty
was in danger of becoming "log-
jammed" over the issuing of new

Advertised

licences (see M&M September 21).
According to a spokesperson, this
now appears to be clearing up. "Ini-
tially, the rate of advertising new
licences was constrained by the
need to await frequency clearance.
We are now achieving our stated
target of advertising an average of
two or three new ILR licences a
month. This is reaffirming our com-
mitment to our development pro-
gramme, which involves advertis-
ing 30 new licences ayear”  PE

Choice Gets First Sponsorship Manager

South London's black music station
Choice FM has appointed a new
sponsorship manager. Sam Malone
joins the station from Florida,
where he arranged sponsorship for
several stations.

Malone became involved with
Choice when he organised the char-
ity tfundraising "Choice-a-Thon."
Says Malone, "It has been a great
challenge. It has not been easy
either, but ['ve never had to step into

a station that hadn't had a sponsor-
ship manager before."

Malone has already set up a few
deals, including an exclusive with
Alamo rent-a-car, which will run
from: October 21 to the end of Jan-
uary 1992. "We will be giving out
car tax disc holders through
branches of McDonalds and some

-other locations in our coverage

area. If we see a car with one of
these holders, and they're listening

to Choice FM, they'll win a free
cassette. Sony Music has given us
1.000 current soul albums on cas-
sette."

Also in the cards for Choice is a
series of outside broadcasts from
Florida, as well as a link-up with
WBLS/New York. If this is agreed
upon, Choice's 14.00-19.00 DJ
George Kay will go to New York
and WBLS DJ Chuck Leonard
will go to London. 128,

Dance Shows Return

To BBC2, Channel 4

by Ben Lewis

"The Word" and "Dance Ener-
gy," two popular British music-
based programmes, were set to
return to the national screens
this month and will offer plug-
gers openings for upcoming
label talent.

On October 14, "Dance
Energy" was scheduled to begin
its third series on BBC2.

e

"Dance Energy™s new produc-
ers are Tim Byrne. from the
highly successful show "The
Word,” and Lindsay Shapero,
from the short-lived UK music
channel, "The Power Station.”
Says Byrne, "We will be
reflecting the dance music scene
across the board." In the past,
the show was known for its bias
towards rap and swingbeat, but
this time, "We will reflect the
rave scene as well" Acts
already booked include PM
Dawn, Adeva, Moby, Altern 8
and Digital Underground.
Three videos will be broad-

cast and two bands will perform
in the studio. "Dance- Energy,'l
which will run for 10 weeks, is
produced by the BBC's youth
department DEF I1.

"The Word," Channel 4's Fri-
day night youth programme. was
scheduled to return for its second
series on October 25 at 23.00.
Two bands will perform live in
"The Word" studio each week
during the show's five-month run.
The programme's music associate
Jo Whiley promises "an upfront
cross-section of dance, indie, pop.
thrash and rock.” Each week,
Whiley will combine one well-
known act with an upcoming tal-
ent. The first show, however,
opens with two popular groups—
the Happy Meondays and Salt 'n
Pepa. "The Word" will also fea-
ture filmed music reports.

The editor of the second
series is Sebastian Scott, wh01
worked previously at DEF II.|
Producer Charlie Parsons
remains head of 24-hour pro-
ductions.

SG Switches To Astra

The Chiltern Radio Network's
SuperGold sustaining service has
switched to Astra Al from Intelsat
V1 F4 last week because of
increased interest from broadcast-
ers in continental Europe and Intel-
sat's inability to accommodate the
24-hour service on its east spot
beam. The switch also means the
service occupies an audio channel
on "Sky News.'

SuperGold  broadcasts "The
Greatest Hits of All Time" to sub-

scriber stations in Great Britain
and the Republic of Ireland. The
service is also the prime distributor
for the Chiltern-based Network
News. The change now enables
potential subscribers on the conti-
nent to receive both services.
According to SuperGold's MD
Colin Mason, "We are pleased

with the Europe-wide reach, which
is important for the development of
both SuperGold and Network
News.'

MMcG

| City FM Restructures

Management
| Changes seem to be afoot at Radie City's
City FM/Liverpool with the promotion of
head of music Tony Mackenzie to pro-
gramme controller after the departure of
Tony Ingham. Also, Kenni James has been
hired from Red Rose/Preston as head of
music. MMcG

Kiss Goes 24-Hours
| Kiss FM/London is returning to fully-live
24-hour broadcasting after running non-stop
pre-recorded music throughout the night.

The new schedule is made possible by
the arrival of DJs Jez Nelson and Chris
Philips—who were sacked by Jazz FM a
few weeks ago (M&M September 28)—and
some extra shows by some of Kiss's existing
part-time presenters. PE

Loose Talk On Radio 1
BBC Radio 1 has introduced the latest in its
line of late-night comedy shows. "Loose
Talk," which follows in the footsteps of the
acclaimed "Mary Whitehouse Experience”
and "Victor Lewis-Smith,” will air on Friday
nights at midnight with a repeat on Saturdays
at 19.00. PE

Kiss Gets Lager ‘

Sponsor
Kiss FMILondon has signed a sponsorship
deal for its evening magazine-style pro-
gramme "The Word" with Dos Equis beer.
This is the first time the programme has
been sponsored. The six-month campaign
was due to start on October 7. PE

MTV Reorganises
Talent Liaison

London's MTV Europe director of music
programming/talent relations Brian Dia-
mond has appointed Sunie Fletcher as a
second manager of talent relations. The
new appointment is the result of MTV's
continuing expansion in Europe.

Fletcher, who comes to MTV with a
long career in music and TV. including
spells at Music Box, Noel Gay Television
and Rock Over London, will now share
the day-to-day responsibilities of talent liai-
son with Lizzie Anders.

The two managers will split responsi-
bilities for major labels. Sony, BMG. Vir-
gin and MCA will be handled by Fletcher
and Anders will oversee WEA, EMI and
PolyGram. MMcG

4
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Vive La Radio Hosts
Massive Radio Gathering

by Emmanuel legrand

For the very first time, the entire
French radio industry will unite
to celebrate the first 10 years of
FM in France. The event will take
place at the end of October
through the umbrella organisa-
tion, Vive La Radio.

Some 400 local non-commer-
cial stations, 450 independent
local commercial stations, 700
franchised operators, 11 national
networks and the public stations
(five national webs and 47 local
stations) will get together for the
event.

For professionals, there will
be a three-day conference held
October 24-26 at the CNIT, Paris'
international  centre at La
Defense. that will feature panels
and seminars and a hardware
market where new products will
be displayed. Topics to be cov-
ered include formats, government

regulation, expanding abroad,
foreign investment in France.

new technology, and advertising,

as well as the relationship
between broadcasters and record
companies.

The list of speakers includes,
among others, Georges Fillioud,
the minister of culture who
passed the law in 1981 allowing
local FM stations to be created,;
the current minister of culture
Georges Kiejman;, CSA presi-
dent Jacques Boutet; CSA mem-
ber in charge of radio and former
president of public broadcaster
Radio France, Roland Faure;
Radio France president Jean
Maheu; NRJ GM  Max
Guazzini, France Inter pro-
gramme director Pierre
Bouteiller; RTL. GM Philippe
Labro; US consultant Jeff Pol-
lack; SNEP president Patrick
Zelnik; and Europe 2 GM Mar-
tin Brisac.

During the celebration, there
will be a large campaign also
aimed at the general public. Fun
Radio GM and president of Vive
la Radio Benoit Sillard says the
idea behind the event was not

only to celebrate the 10 years of
FM radio, but also to show that
“radio is a serious business, run
by serious people, and not this
disorganised battlefield portrayed
by some people.

The public part of the event
will consist of a radio day on
October 26, during which all the
stations will have an open-door
policy and run special pro-
grammes. The event is expected
to be repeated each year.

There will also be a large ad
campaign that will focus on radio.
The campaign, with the slogan
"Without radio, life would be
deaf," will consist of participating
stations airing a minimum of 60
ad spots during a fixed period.
Also, the promo plan will include
over 500 billboard ads throughout
France. The campaign is said to
be worth Ffr20 million (app.
US$3 million).

Sillard says, "All of the other
media have had a campaign to
promote their image. Radio was
by far the worst-organised sec-

tor. It took time for the players
to be fully aware of the richness
of radio. This new conscious-
ness is reasserted through the
listening habits of the French.
Research has shown that nine
out of 10 French people listen
everyday to the radio for
approximately three-and-a-half
hours.

"This campaign will show the
diversity, the liveliness and the
dynamism of the radio industry as
a whole, and how empty life
would be without it."

Ironically, one of the official
sponsors of this celebration is
TDF, the public company in
charge of all the technical aspects
of TV and radio broadcasting.
TDF was, in the early '80s, in
charge of scrambling the signals
of most of the pirate stations.
Now. about half of the frequen-
cies in France are operated by
TDE including the leading FM
networks. Meanwhile, TDF will
take advantage of the event to
present the DAB system.

Oui Tightens Format;
New Acts Benefit

by David Roe

New artists might get more of a
chance when a revamped Oui
FM/Paris rolls out its new rock
format.

Though still in the develop-
ment phase, Oui FM managing
director/programme director
Bruno Delport says, "We intend
to give as much airplay to as many
new releases as possible, while at
the same time giving airplay to the
big names from the 70s and '80s."
Delport, who will appoint a new
programme director within the
next six months, says that of the
50 titles included in the playlist
every week, only one third will be
devoted to '70s and '80s classics.

"In addition to this, every
week the team will sit down and
choose five unknown or new
artists and give them full promo-
tion. This will mean that they will
be played at least four times a
day, before which they will be
given a massive build-up," he
says.

"We haven't really launched
the new product yet," he adds,
"But come October 15, we will be
using a computerised selection
system which all serious stations
use. Rock is a type of music which
is alive and the old system was too
rigid. There was no flexibility. If a

new record arrived, we had to wait
before we could play it."

Says Delport, "In Paris, a rock
station which has never passed 1.5
is not viable. The problem lies in
producing a station for people who
like rock and a station for people
who are hardcore rock enthusi-
asts."

Delport says there is a renewed
interest in rock music in France.
After 10 years of being stuffed
with synthesizers, there is a return
to rock. Rock concerts are full,
and apart from Oui, there is no
other rock station in the Paris
region."

In order to maintain its pres-
ence as the only station with a
rock format in the region, Oui FM
submitted a plan to the broadcast-
ing authority CSA on August 15
(which approved it the same day)
guaranteeing the old format with
new investors. Shareholders now
include Virgin Images (20%),

PolyGram (20%), Prad Air
(20%), Radio Montmartre (20%)
and Pythagore (105).

When the balance sheet for the
station was drawn up at the end
of April, the total losses amount-
ed to Ffr30 million (app. US$5
million) over the past four years.
while Mediametrie polls showed
it had never achieved more than a
1.5 rating for the Ile-de-France

| PROMO PARTY — Zucchero (left and Paul Young (right] don't miss a
chance to promote their album at NRJ's 10th anniversary party recently

held at the Paris Country Club.

area. The projected breakeven
point is in two years and the plan
for development of the station
will be spread over six years.
However, this does not include
constructing a network, a point
which was specified in the CSA
plan.

Says Delport, "The [financial]
restructuring should see us balanc-
ing the books. The plan was
accepted by the CSA and now we

are putting it into practice.”

The number of people working
there is also likely to stabilise. One
of the major problems before was
that staff tumover was high and
fluctuated regularly. At the time of
submitting the plan to the CSA,
there were 15 people there, a num-
ber which has now risen to 20,
although there are no plans for a
major increase in numbers in the

. coming months.
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BEARING GIFTS — SRG director Peter Schellenberg holds out the
petition with 38.000 signatures demandipg more pop and rock on
Swiss TV. Pictured from Lr: Swiss Music Committee member Ursula Bally-
Fahr, Schellenberg, Swiss Music Commitiee president Willi Gohl and
Action CH-Rock president Karl Zbinden.

=

COMPUTER NETWORK BEGINS TESTS

PhonoNet May Help Chart,
But Not End Airplay Debate

by Mal Sondock & Jeff Green

Swiss Petition Calls
For More Pop/Rock
Acts To Be Aired

by Willy Viteka

As a result of the demise of rock
and pop programmes such as
"Downtown" and "Backstage" on
DRS—the first national Swiss
TV channel—the local pop and
rock scene has launched a nation-
wide petition drive with the aid of
the Action CH-Rock committee.

The drive culminated in some
38.000 signatures  collected,
demanding more pop and rock on
Swiss TV. It was presented to
SRG director Peter Schellen-
berg, followed by a hearing
together with Marco Stocklin
and Toni Wachter of DRS, in
hopes of improving prospects for
national artists.

Having been deprived of one
of the main promotional vehicles,
local Swiss pop and rock artists
face an almost total visual "black-
out." DRS entertainment producer
Eini Soller comments, "In my
opinion, these programmes were
axed due to very low viewing fig-
ures. The kids have more money
these days and they prefer to go
and see their favourite acts live.
However, as of February 1992,
we shall require some 54 Swiss
productions, which would involve
pop, MOR, chansons and country
for a new programme with wide
public appeal. The viewers them-
selves shall determipe their
favourite artists, which in turn
will allow us to assess the most
popular music."

DRS! and DRS3 programmer
Bill Von Arx feels, "We have had
to adapt to changes in listening
patterns and choices. However, 1
would assume that on the aver-

age, at least one Swiss production

would get played each hour."
Higi Heilinger, responsible

for the caregrs of Swiss avant-
garde bands such as Zuri West,
Von Roll and the Needles and
owner of the independent Black
Cat Label, says, "Airplay of
Swiss productions has increased
to some 10% of the overall share
on pop and rock channel DRS3,
and the programmers would sure-
ly play more. But, many records
or tapes are just not good enough
for international standards and we
have a very international and
competitive market. This situa-
tion is due to the lack of financial
support by major record compa-
nies in Switzerland to produce
and promote local artists. Local
stations support our artists with
showcases, interviews and air-
play, but the performance revenue
to the writers is negligible.”

Dani Stohr is Radio Eulach
Winterthur/Zurich's  DJ/ pro-
grammgr and record producer for
Swiss acts as well as being gui-
tarist/vocalist for pop/rock group
Krypton. Stohr adds, "The Swiss
artists have one major handicap,
and that is the Swiss themselves.
The consumer mentality has brain-
washed their attitude towards
Swiss music, which I call the
"Swiss consumer complex.” That
means that everything that is for-
eign is better than our own. There
is certainly a market for
MOR/schlager and Swiss/German
dialect productions, but due to the
language format, they don't have
international crossover appeal. At
Radio Eulach, we have a regular
programme called "Trendsetter,"
devoted to the Swiss scene, and
we also play demos just to give the
acts a chance. It's hard to assess
the average airplay rate of Swiss
productions, but for local stations,
I would say 5% is valid.”

PhonoNet, the German music
industry's developmental comput-
er service tracking orders/stock
for record retailers, may lead to
more accurate sales informatign,
but it will not necessarily stem
the controversy regarding the air-
play-influenced Media Control
chart.

The chart itself appears to be
beleagured by two problems.
First, allegations have been
made that certain records are not
being reflected accurately in the
chart due to irregularities in the
existing retail reporting system.
Second, the airplay factor, intro-
duced recently due to dwindling
singles sales, is regarded by
some label executives as creat-
ing a disadvantage to dance and
rock records, which do not
receive much airplay.

The new computerised sys-
tem is likely to solve only the
first problem. Sivket Gozalan,
who serves as head/strategic
planning and new media as well
as acting head of distribution for
PolyGram states flatly, "The
present charts just don't reflect
reality. Records that sell perhaps
2.000 a week are still charting,
while singles that have moved
30.000 or more units are not
even listed.

"This is due to the fact that
many of the dealers reporting on
a regular basis to Media Control
do so by [personal] feeling and
their own taste rather than by

actual sales results. No computer
statistics on sales and orders
means no accurate reports for
the charts. We know that some
record companies even have per-
sonnel giving special service to
"tipper dealers.'

"Things must change, and
PhonoNet could give us the nec-
essary basis to change them. As
more dealers plug into PhonoNgg
and extend their computer
capacity to include business
data/sales figures, the rgsult will
be an ‘accurate database for the
most realistic sales charts.”

Accurate Data Needed

Label executives seem to
agree that accurate information
will help the chart serve better
as a guideline for buying and
stocking. Says Warner Music-
WEA sales director Teddy
Teske, "Not only will the in-
store computers give dealers the
opportunity to swiftly order and
gain information through
PhonoNet, but it will also give
them the possibility to have an
exact sales count and report the
figures, with little effort, to
Media Control, which makes up
the charts. There'll be no chance
of manipulation.”

If the new technology is able
to document precise sales fig-
ures, perhaps it will reflect
sales of all genres accurately
enough so that using an airplay
factor could be re-evaluated.
However, some German record
executives feel there are impor-

tant reasons why airplay should
be part of the chart methodolo-
gy anyway.

Says Virgin Records sales
manager Rainer Tarara, "I'm
not convinced that a chart based
strictly on sales is the best idea.
The airplay puts spice into the
charts and introduces new artists
who probably wouldn't have a
chance if only sales were used to
make up the singles lists. It's
certainly easier to generate air-
play for strong new records by
unestablished artists than it is to
convince dealers to stock the
records. The listing based on air-
play gives the dealers the signal
that it's time to order."

EMI-Electrola head/strate-
gic planning Carl Mahlmann
adds, "We are planning to intro-
duce charts for dance, heavy
metal, schlager and other spe-
cialty [genres], as they are
becoming more and more neces-
sary. We don't want the Top 100
Singles Chart to reflect only
kids' tastes, but instead, to show
the music tastes of the entire
German population. The airplay-
gives older and more established
artists a better chance to make
an impact through the singles
charts.”

PhonoNet is initially being
tested by a handful of as-yet-
undisclosed  distributors  and
retailers. A major campaign in
support of the system will be
launched early next year target-
ted toward broadcasters and the
music industry at large.

Cassette Singles Pushed In
DM 1m Promotion Booster

The record industry has recently
embarked on a DM1 million (app.
US$550.000) cassette single cam-
paign to push the new configura-
tion and boost the sagging singles
market. Says Virgin Records
sales manager Rainer Tarara,
"We really need the single as a
barometer and a calling card for
both new artists and longplays by
established artists. Singles also
provide us with the necessary
radio play concentration in order
to establish hits, as hits sell
albums."

The campaign, including in-
store promotional items, t-shirts
and a heavy ad budget, will run
until the end of January. Tarara
comments, "The kids own cas-
sette recorders to the tune of
about three per household and

less and less record players are in
sight. Although the tests in
Switzerland for the cassette single
didn't do too well, bgth France
and the Benelux countries have
had some success with the for-
mat. Meanwhile, the US and UK
have established this configura-
tion completely.”

PolyGram head of strategic
planning and new media Sivket
Gozalan is a little more sceptical.
"We're not completely convinced
that the cassette single will catch
on, but it's certainly worth a try.”

Warner Music sales manager
Teddy Teske adds, "With the top
30 hits available at a suggested
retail price of DM6.95, just over
the DM6.00 singles price, I think
that they could move well.”

A comparison of sales of the

first quarter of 1990 and this year
show a drop of only 8% in unit
sales. Looking at the sales of the
different  configurations, the
seven-inch single went from 5.9
million to 4.0 million, a drop of
32%, and the so-called 12-inch
maxi-single  plummeted 42%
from 3.6 to 2.1 mjllion. The CD
maxi-single jumped 58% from 4
million to 6.3 million units to fill
the gap. MS

For The Record

Chris Wemcken, currently MD
at PolyGram Austria, was
incorrectly identified in M&M
issue 41 as MD of BMG Ariola
Austria.
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SIMPLY GILDED — While on four in ltaly, Virgin Dischi presented Sim-
ple Minds with a triple gold disc for their album Real Life, which has
sold over 300.000 copies. Pictured from I+: Virgin Dischi MD Luigi Man-
tovani, and Jim Kerr and Charlie Burchill, both of Simple Minds.

A

Ex-RTL 102.5 PD To Present
Top Italia's 'Gran Menu'

Ex-PD at RTL 102.5 Hit Radio/
Arcene Guido Monti, who quit his
post suddenly last July, is now a
presenter on "Gran Menu," the
main morning programme at Top
Italia Radio/Milan. Comments
Monti on the new move, '"Td

- received propos-
als from the sta-
tion in the past,
but did not
accept because
it had a policy
of pre-recording
its programmes.
Today, it broad-
casts live, and is
the only station
which  syndi-
cates six hours of daily program-
ming throughout Italy. It's a differ-
ent experience for me."

Monti presents the "Gran
Menu" programme from 10.30-

Guido Monti

12.00 Monday to Saturday. It's tar-
geted mainly toward homemakers.
He describes his role as more of a
companion than a DJ. "The con-
cept of heavy rotation doesn't exist
for me anymore. We don't use
Selector, so I choose mostly
melodic music.”

He lists artists like Tina
Charles, Lisa Stansfield, Lucio
Dalla, Michael Jackson, Pino
Daniele, Vanessa Williams and
Roberta Flack as good examples
of core artists.

Top Italia Radio is owned by
the Unilinea company. It syndi-
cates its programmes for six hours
daily to 100 local stations and
claims an average daily audience
of two million.

Polydor is collaborating with
the station for the first time on the
Jjoint promotional campaign for the
compilation album Chirarri. DS

Polydor Promotes The Wonder Stuff In 'Deejay’

Polydor is bidding to boost the pro-
file of UK act The Wonder Stuff in
Milan by including a free cassette of
the band in the October edition of the
monthly magazine Deejay Show. The
company previewed the freebie with
an advert in the September edition of
the magazine, and will follow with
another advert in November.

Deejay Show is owned by nation-
al network station Radio Deejay,
and has a monthly readership of
50.000. The station has given airplay
to the group's Size of a Cow single,
which also is featured on the free,
two-track cassette.

Polydor/A&M product manager
Giovanni Arcovito says that with
hit singles and a hit album in the
UK, The Wonder Stuff is a priority
act for Polydor UK. He explains, "I
wanted to let the local public know

of this phenomenon, but it's difficult
to sell a new band, even with air-
play.”

Arcovito admits that The Size of
a Cow single received little reaction
from other stations, but Radio Dee-
jay backed it with five or six plays a
day. "They are a difficult band, I
know. Their lyrics are important, but
are not easily understood in ltaly.
However, | believe we may have
found a new channel to promote
unknown acts, with inserts in maga-
zines like Deejay Show. Promotional
ads on stations alone may not be
enough in the future.”

Asked if he predicts success for
the band in Italy, Arcovito replies, "If
half the readership of Deejay Show
buy the group's Never Loved Elvis
album on the strength of the cassette
insert, I'd call that success." DS

by Povg Stansfield

National music-only  network
Radio Italia Solo Musica Italiana
is now broadcasting on French ter-
ritory following an agreement with
L'Onde Latine, the Marseilles-
based inter-regional  station.
L'Onde Latine is now broadcasting
Radio  Italia's  programming
between 20.00 and 08.00 daily.
According to Radio Italia S.M.L
GM Fillipo Broglia, the two sta-
tions have been experimenting
since April.

The broadcast agreement is
non-financial,  says  Broglia,
adding, "It's based on friendship
with an initial time period of one
year. Our signal reaches the bor-
ders of France and L'Onde Latine

then takes it via cable. It is limited
to broadcasting our programming
for 12 hours only because of
French laws which dictate that
50% of its own local music must
be broadcast. However, the station
has taken our jingle and re-record-
ed it in French.'

Dischi Ricordi radio promo-
tions manager Antonio Vandoni
comments, "l had spent time in
France this summer and was
encouraged to hear how many [tal-
jan acts were given airtime. This
move by Radio Italia S.M.I. makes
some progress towards a united
Europe. It's excellent news." Dischi
Ricordi has major acts and artists
such as Marco Masini, Tazenda,
Pierangolo Bertoli, Gianna Nan-
nini and Nomadi on its roster.

 S.M.l. Hits French Air

Radio Italia S.ML.I. is also step-
ping up its activities in Milan by
becoming a major shareholder in
the new discotheque, Disco Italian
Solo Musica Italiana, also in
Milan. Open from Thursday to
Sundays, it plays locally produced
music dating from the '60s to the
'90s.

Meanwhile, Carlo Delors has
been appointed new PR manager at
the station. He replaces Broglia,
who has been promoted to GM.
Delors, who served with the Fonit
Cetra record company for four
years, says, "I was a little tired of
working in the record industry. I'd
worked well with the station in my
previous employment, so when the
station made me a good offer, 1
accepted without hesitation."

Planet Rock Show

Stereo RAIL, pubcaster RAIl's
main music station, is launching
"Planet Rock," a new programme
which will air genres of music
ranging from hardcore rock and
thrash metal to raggamuffin reg-
gae and jazz. "Planet Rock" will
begin on November 2 and will air
each Monday to Saturday between
21.00 and 24.00.

Presenter Luca De Gennaro
says artists and acts featured will
include "anything from Jane's
Addiction to Ice T, Anthrax to
Public Enemy or Shabba Ranks
to Happy Mondays." De Gen-
naro describes his aim as mixing
music cultures. He believes that
lovers of heavy metal rock can
also appreciate techno-house and

rap music.
Three separate hourly sections
will be devoted to heavy

metal/hard rock, classic rock and
modern jazz each week. Acts such
as Faith No More, Metallica and
Megadeth will be played in the
hard rock section. The Rolling

Stones, Yes and the Who will be
aired in the classic section, while
the Young Disciples and the
James Taylor Quartet will be
playlisted for the jazz hour. These
will be presented by other as yet
unconfirmed DJs. Saturday night
airplay will be devoted largely to
dance music.

:','7l .
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luca De Gennaro
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De Gennaro admits the "Planet
Rock" programmes are a radical
move for RAI "Stereo RAI has an
EHR format and playlist, but it has
aired specialist music programmes

Debuts

for the last five years. In the past,
these programmes have been pre-
sented by music critics, but I'm a
DJ, not a teacher. I believe that
RAI can experiment with new for-
mats because it is not linked to the
commercial sector and doesn't
have to worry as much about
advertising.”

Sony Music's Columbia divi-
sion radio promotions manager
Aldo Calandro welcomes the
new move. "It's hard to get airplay
for an act like Public Enemy. We
distribute Def Jam product, so
there could be openings for acts on
that label,” he says.

WEA international promotions
manager Sandor Mallasz adds,
"These programmes are definitely
going to be helpful, and the fact
that they will be broadcast six
nights each week means we are
talking about a large-scale venture.
Acts like Jane's Addiction and Ice
T are not known to a large public,
and don't receive much airplay on
commercial stations." DS

Radio Kiss Kiss is collaborating
with TV network Tele Monte
Carlo for live concert coverage of
major artists. The station broad-
cast Whitney Houston's concert,
from La Coruna in Spain on Octo-
ber 6 in simulcast with Tele
Monte Carlo. E -
~ Both broadcasters bought the
live transmission rights from US
firm Triad Artists, Inc. They also
presented the concert given by
national artist Riccardo Coc-
ciante in Rome on October 15.
The Monte Carlo-staged concert
by Ornella Vannoni is scheduled
for November12. e

i

i

s

 Radio Kiss Kiss PR manager |

- Kiss Kiss Teams With TMC

Ciro Cacciola says%%that no Sx?ivate
radio station has joined forces
with a TV network for live con-
certs before. "We've consolidated
our position in Italy and wanted to
demonstrate that Radio Kiss Kiss
could broadcast live concerts like
any other network. Whitney
Houston was a perfect choice for
starters. She's a great artist with a
great voice."

The station aired a two-hour
Whitney Houston special before

broadcasting the concert, and held . stopped transmitting live concerts
. e
offering

listener  competitions
pgzes of g%Ds by the artist. This

. I . ! ]
was organised in conjunction with
Houston's label. BMG. BMG d'Aloja. -~

i
e

head of promotions Arianna
d'Aloja welcomes the fact that an
FM network is joining forces with
a TV station for the event. "The
I'm Your Baby Tonight album is
over a year old, so we don't expect
a radical increase in sales. But. it
certainly helps, and the joint press
campaign preceding the event
brought attention to the artist.”
D'Aloja hopes that Tele Monte
Carlo may take over from pub-
caster RAI, which seems to have

by major artists. "I liked the way
Tele Monte Carég provided Italian
subtitles of Houston's lyrics,” says
e D‘S&j&j

e
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Radio 4 Plans Many

Tongued Olympic Speak

by Anna Marie de la Fuente

State-run RNE's Radio 4 Catalo-
nia will begin transmitting in the
four official languages of the sum-
mer Olympic games—French,
English, Castellano and Cata-
lan—in Barcelona next year.
Radio 4 Catalonia, the only sta-
tion apart from Radio Expo in
Seville to survive RNE's cost-cut-
ting closure of local network
Radio 4 last summer, has gradual-

ly begun to revamp its program-
ming and to introduce a mix of
music and news.

Comments station director
Ramon Font, "Radio 4 Catalonia
will keep modifying its program-
ming until the games start, at
which time it will be entirely dedi-
cated to covering the events."
Although programming details are
yet to be determined, Font dis-
closed that the July and August
programming would be fundamen-

tally based on sports news and
related cultural events, as well as
services of interest to visitors.

Asked whether Radio 4 Cat-
alonia would continue to operate
after the games, Font says the
decision is not his to make, but he
saw nothing on which to predi-
cate its closure. "We're working
unhindered. However. we certain-
ly don't want to be converted into
a Catalan Radio 1 [RNE's
news/talk station].”

BarceWomad New Age Festival Begins; Runs Through November

A galaxy of musicians from
around the world are taking part in
BarceWomad, a new age festival
and the latest in the Womad series
(A World of Music, Arts and
Dance) of festivals begun in 1981
by former Genesis singer Peter
Gabriel. The festival began on
October 4 and will continue until
November 22. It is being held in
Barcelona for the third year run-
ning.

. Egypt's Ramzy Hossam, Gil
Scott-Heron and the Amnesia
Express kicked off the festival.

America's John Paul Hammend
played on October 11 with Lon-
don's Linton Kwesi Johnson and
the Dennis Bovell Dub Band from
the US.

October 18 saw the Belgian-
African Zap Mama and Algeria's
Chaba Fadela, and on October 25,
Ali Farka Touré from Mali and
America's blues singer Taj Mahal
will play at the concert.

On November 8, Driimmele
Maa from Germany will precede
L. Subramanian from India. Aus-
tria's Die Vogel Europas and Gal-

liane from Britain will entertain on
November [5. The festival will
conclude with Zaire's Ray Lema
and, from Kenya and Zaire.
Samba Mapalanga and Orches-
tra Virunga on November 22.

The BarceWomad is being held
as a separate event within the
multi-spectacle festival of Tardor in
Barcelona. Some. though net all of
the artists appearing, record on
Peter Gabriel's Real World label.

At present, there are no imme-
diate plans for live radio coverage
of any of the concerts. HL

-
pmducer and “concert promoter,

- Sony Centralises

A&R Operahons
Gomez To Head

A surprise shake-up in A&R man- o»er two months ago after. Diaz
agement has led to another revamp was appointed European regional
of the Sony Music Spain creative head for Sony Music. “There was
department. a need to centrahse the national
' New MD Claudio Conde has A&R operations. In Spain, where
m8ved to centralise the companys focal product represents at least
local A&R opcrat?ons hmng for-@‘ﬁ% of sales, a malcf . recorcL
mer PolyGram A&R director - company needs to take extra care.
Jose Manuel Gomez Escolar on . of its roster of local artists. Our
October 7. He replaces Carlos main concern is to increase our
Narea, a renowned independent market share = He cites the
1mponance of having one person
who was brought in by former fully responsible for this area,
MD Manolo Diaz. Diaz then spht who would work closelywmth
the department into three divi- him. Gomez reports directly to
sions. Narea has now been Conde instead of the label man-
appointed A&R head for CBS- ager. .
Seny local and international acts.

$$
s G
@@@

Until October 7. each of the

The new restructuring has three le]Slons——Eplc CBS"’Sony
Gomez acting as local A&R direc- and Special Markenng——had a
tor for both CBS-Sony and Epic. management team consisting of a
Accordm« to MD Conde, Adrian label head. a local/international
Vogel continues as A&R head for A&R director and a marketing
Eplcs mtemauona] artists, while manager. Each handled a roster of
the CBS-Sony international A&R 10 Spanish acts and a line-up of
post remains vacant. international artists. (See M&M

Comments Conde. who took March 9). WﬁMdJF i
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GAZING INTO SPACE — Pictured from Ir: Clouseau band members
Pierre Rapsat and Koen Wauters and Flemish singer Johan Verminnen
meet fo discuss the launch of a Belgian artists association in the view of
the Lallemand proposal. (See main story for details.)

| Antigoon, Joepie
| Wow Promo

Private station Radio Antigoon
and the weekly magazine Joepie
have teamed up for a joint cam-
paign to promote the launch of
the Wow album by Kid Safari
(ARS).

The album was to be officially
presented to the media on October
10 during a showcase held in
Antwerp before invited audiences.
Radio Antigoon is also airing a
series of commercials to announce
the release of the album. MM

Hi-Tension Launch
HIT Studio

Hi-Tension Records has officially
opened its new HIT studio in Zwi-
jndrecht. The label is owned by
Raymond Muylle and Fonny

Dewulf, and the duo is currently
charting in Europe with L.A.
Style's James Brown Is Dead.

The studio became well known
after a string of Benelux hits by
the group Plaza—all of them
reaching top positions in the Bel-
gian charts. MM

Crisis Records
Launched

Ex-Indisc Holland GM Sjaak de
Bruin has launched independent
label Crisis Records together with
ex-Polydor Holland head of pro-
motion Jan Bakema. (See M&M
August 10).

The first release. distributed
by IMS/PolyGram, is Scottish
singer John Martyn's [9th
album Cooltide. The company
can be reached at fax/tel: (+31)
4192.112 23 MB

Authors' Rights Bill
Petition Refused

by Marc Maes

Belgian Senate president Frank
Swaelen has refused to accept a
petition signed by over 100 Belgian
artists asking for a vote on the new
authors’ rights bill and the proposat
on cross-border rights. The new bill
was put forward by senator Roger
Lallemand.

Clouseau band member Koen
Wauters, Flemish singer Johan
Verminnen and IFPI executives
had presented the petition on Octo-
ber 8 to CVP (Catholic Party) chair-
man Herman van Rompuy. They
had hoped to obtain a decisive vote
to change the 105-year-old authors’
rights law. The new bill includes
important paragraphs on the protec-
tion of artists. musicians and the
phonographic  industry. Swaelen
says, however. that the proposal

will not be voted on until the next
legislation is installed. New elec-
tions are set for November 24.

Speaking at a press conference
held on October 7, 1FPI president
Charles Licoppe said, "Belgium
hasn't signed the 1961 Rome treaty.
In the area of neighbouring rights,
our country is lagging behind our
European partners.”

[FPI VP Guy Brulez says
"Every hour of music sold in Bel-
gium stands for seven hours of
home taping. By adapting a fair and
consequent levy on both blank tapes
and hardware, we will finally be
able to refund the artists for their
work." Brulez stresses that "the
proposal [should be] put to the vote
in this legislature, before the parlia-
ment disbands for the new elec-
tions. Only then will the proposal be
treated as a priority by the next gov-

ernment." Distribution of funds
between the artists would be admin-
istered by representative organiza-
tions. Currently, only the French-
language UPACI (Union Profes-
sionelle des Artistes, Compositeurs
et Interpretes) and the national
URADEX exists. However, man-
agers of bands such as Clouseau
and Leyers, Michiels & Soulsister
have already announced the launch
in the next few weeks of a Flemish
organisation. Today. URADEX dis-
tributes 50% of the BfrlS million
(app. US$400.000) collected as
broadcast fees from BRT, RTBF
and private networks such as Radio
Contact. Nostalgie and Top FM.
The Belgian association of tape
manufactures  and  hardware
importers  announced plans  to
counter the campaign at a press
conference set for October 28.

Arcade Resets Creative A&R Tiers

Following the international expan-
sion of TV merchandising firm
Arcade, the company has restruc-
tured its A&R and creative divi-
sions. The company already oper-
ates offices in the UK and France,
and recently opened in ltaly, Spain
and Germany. All A&R concepts
will continue to be developed from
its Dutch headquarters. although it
is not unlikely that, in the near
future, local affiliates will start to
generate their own projects.

In his new function as interna-
tional "A&R director within
Arcade International, Nan
Schuring will oversee all of the
company's A&R concepts. Schur-
ing started his career at Arcade
Benelux in 1985 as an assistant
A&R manager. He will report to
Arcade International  president
Herman Heinsbroek.

The New Arcade Benelux
creative director Svenno Koemans
will have total responsibility for

RADIO TANGO MAKING MOVES

-~ Radio Limelight Up

by David Rowley
Norway's Radio Limelight group
head Morten Oseberg Andersen
is holding his cards close to his
vest regarding the possible sale of
some or all of the group.

Andersen, who owns 30% of
both the Bergen and Trondheim
stations and is. part of a consor-
tium which owns 80% of the Oslo
facility, says it is "maybe" true
that at some time he might sell out
his shares. This would theoretical-
ly allow any buyer to control the
group, excluding the Stavanger
station.

Andersen, however, remains
non-committal on claims by
Radio Tango (Oslo's no. 2 sta-
tion) that it is in line to buy the
Oslo frequency, and to widespread
industry rumours that other Euro-

pean radio companies want to buy
the station.

"There are always rumours
that we are selling. 1 was asked
twice by Radio One/Oslo last
year to sell, but both times | said
no because of low bidding and
because the agreement would
have meant I had to work here
another five years.

"[ have learned to live with the
rumours, but my philosophy is
‘something is always for sale if the
price is right'. For the last month, I
have said that maybe the time is
right in a year or so, but I haven't
been actively trying to sell it."

There is said to be a base price
of Nkr25 million (app. US$3.6
million) tor all four stations.

Radio Tango president
Michael Oredam recently said
that he thinks he "will have the

For Sale?

Oslo frequency within a month.”

Tango currently rates well with
its  12.00-20.00 broadcast, but
lacks a moming programme.
Limelight, which shares the same
frequency, has the concession for
the 06.00-12.00 slot.

Asked about Oredam's claim,
Andersen says, "I wouldn't say we
are in discussion. They have made
me aware that they are interested
in buying, and ['ve said maybe
now the time is right. It would put
them in a unique situation in Nor-
way of having a whole frequen-
cy."

He adds, "I'm not the only one
running the station, and [ can't sell
the radio station(s) 100%. I can
sell 30%, plus the sales company,
which is the profit centre. But," he
adds, "1 don't think there will be a
deal now."

Arcade’s commercials, mastering
and sleeve design. Koemans joined
Arcade in 1987 as an A&R assis-
tant.

Also, Niel van Hoff is appoint-
ed product director within Arcade
Benelux, responsible for A&R and
marketing. Koemans, van Hoff and
sales director Marijke Ruiter will
form the daily management team
of the Dutch branch of Arcade and
will all report to Arcade Benelux
MD André de Raaff. MB

LOOC Looks To Locals
To Cover '94 Olympics

While preparing for media cover-
age of the Lillehammer Winter
Olympics in 1994, Norwegian
Olympic organisation LOOC has
begun negotiations with local
radio association NNF in order to
set up an editorial staff of radio
workers.

Staff will be gathered from
local stations, and according to
the project manager Aksel Ton-
Jjer, "The official Olympic station
will produce four to six hours per
day. 100 days before the Winter
Olympics start, and 19 hours dur-
ing the games. News bulletins
broadcast in several languages
[are expected to be aired] two
times an hour.” )

. Some 8.000 LOOC free-

lancers are expected to take part
in the arrangements.

NNF will coordinate the
selection of participating stations
and reporters. However, says
Tonjer. it is too early to decide
which stations” will be picked.
although the area in question will
reach from Lillehammer to Oslo.

"No reporters will be paid for
the work," says Tonjer "The
costs are mainly linked to techni-
cal development. estimated to be
Nkr500.000 (app. US$70.000)
[for leasing of the network, sup-
plied by Televerket]." Pubcaster
NRK will supply all the techni-
cal equipment. NRK and 1.OOC

_have signed a deal worth Nkr450

&

million for the project. .. KRO.
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Adapting Hi-Fi To Professional Use

by Andy Bontock

It has long been the rule that only
professional equipment designed
for either music studios or broad-
cast use is suitable for radio sta-
tions. But as equipment prices
rise and budgets get smaller, the
temptation to use modified or
unmodified hi-fi equipment gets
greater and greater. Is it the case
that equipment destined for the
living room cannot, under any
circumstances, be used in a radio
studio? The answer is no. While I
do not advocate wholesale use of
consumer equipment for profes-
sional use, let's look at certain sit-
uations where it can be done.

The main reason for not using
hi-fi gear is its relative flimsiness
compared to pro and semi-pro
gear. However, it is true that
much of the semi-pro (sometimes
called industrial) equipment start-
ed out in life as hi-fi gear. Rather
than coming up with entirely new
units, manufacturers simply use
the chassis or mechanism of an
existing hi-fi product and add or

take away such items as are nec-
essary to suit the professional
user.

Pro gear usually (though not
always) has balanced inputs and
outputs and less in the way of
controls than its hi-fi cousins, but
increasingly the differences are
becoming less and less. The cur-
rent CD and DAT offerings from
Sony look very much like hi-fi
machines, but they are too new to
have been thoroughly road-tested.

Given the fact that the trans-
formation from hi-fi to pro is fair-
ly small, it is eminently possible
to convert it or have it converted.
The addition of balancing trans-
formers (or electronic balancing)
and the disabling of various con-
trols is a pretty straightforward
task. Cassette machines are the
main candidate for conversion.
Used in radio stations almost
exclusively for logging and as a
record for internal use rather than
for broadcast, the cost of a profes-
sional cassette machine is nor-
mally prohibitive for smaller sta-
tions.

A standard cassette machine
modification popular with many
stations is to allow its use as a
"snoop" or "skimmer" machine.
This is connected across the sta-
tion output and is switched into
record when the main presenter
mic is opened, turning off rough-
ly five seconds after it is closed.
The snoop tapes are useful for
programme analyses and also in
cases of legal action.

Another modification is for
use as emergency standby pro-
gramme sources at transmitter
sites. For this a balanced output
is essential, whereas the input
will probably never be used. A
remote start must be available, as
with the snoop machine, but in
this case it will be activated
either by a programme failure
sensor (across the incoming land-
lines or STL) or remotely from
the studio by telephone.

Other equipment suitable for
conversion from hi-fi to pro use
includes tuners and amplifiers. In
a studio, the monitor amplifier is
rarely seen. It is usually a rack-

mounted unit hidden from view
with its gain controlled by alter-
ing the input level rather than
anything within the unit itself.
The average hi-fi amp can easily
be used for the purpose if funds
are short, but it really does have
to be put away from fiddling fin-
gers, as there are many knobs and
switches on hi-fi amps that can
plunge one into deafening
silence!

Tuners are usually used for
off-air monitoring in a studio.
They can also be used for re-
broadcast receivers at transmitter
sites, either as a permanent link
from a main transmitter or as a
standby in case of line failure.
Other uses include newsroom
and production department moni-
toring of other stations' outputs to
keep an ear on the competition.
In the latter case only, the ability
to alter the tuning is best left
available with only a balanced
output and 19" rack mounting
added.

For off-air monitoring and
RBL/RBS usage, the receive fre-

quency is best set and then the
selection disabled to avoid prob-
lems associated with interfering
fingers!

Also useful is the disabling of
the front panel power switch (a
hi-fi feature usually missing from
pro gear, for obvious reasons). It
is important to check what hap-
pens to the frequency setting
when the power is disconnected,
as this could have an effect when
power is restored to a modified
unit.

The adaption of equipment to
fit into industry-standard 19"
rack cabinets can be as simple as
installing them on shelves. Some
companies such as Denon, how-
ever, produce rack mount kits for
their gear. These usually consist
of screw-on ears and sometimes a
bottom piece to make the unit up
to a standard U height if it isn't
already.

Another alternative is the uni-
versal-style rack kit that, using an
arrangement of sliding bars, will
allow any oblong box to be
mounted into a rack.
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:ézﬁwd sign for DAT's place in the
ﬁo@fessmnal radio studio comes
‘with a leak from the offices of
‘Denon UK that found its way to
my desk“ Denon will drop DAT in
favour of Digital ¢ Compact Cas-
sette, which is due to be launched
at the end of Lhis&year -
~ DCC would seem to be pitch-

i
i
i

. or listeners' requests =

' Round- Up

:s:sxx

from classic albums and complle
them onto disc. All the old 45s
-~ can also be put away for good or
: e,yen son to collectors to offset
the cost of the CD recorder. It
G i
might even be possible for a sta-
tion's entire record library to be
stored in the studio with a PC-
- based cataloguing system to help
the DJs select. their own records
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ing itself as an ideal format for MBI/ AHB BUYOUI' By

radlo@wnh the inclusion of IRSC
(Intemauonaf Recording Standard
Cop;nght) - code readmg and
recording as its standard.

~ The fact that all facets of the
DQ@ format are controlled by
strict standards also gives DCC a

@lead over@AT Wthh has started

s’featme%%mto many “sub-stan-

‘,sdards as. manufacturexs attempt

0 "improve” it. -

‘Marantz CD Recorder
~ Forthcoming

$§ @@@@@ T e
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Marantz has announced that its =
version of the CD recorder will be
available by December. The fact
that it will come in at a@pnce thats
raised the eyebrows of compﬁues
suchgas Yamaha and"*”gtudeﬂhas
ghqgened@ th heartw of anﬁny
music programmers. .
~ /At last broadcasters will have
a chance to get all their old vinyl
onto a more reliable fonnat

RecordableaCDs will allow the
@t&pxck@me_ most+ g;lgyedwgggls
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Harman UK o
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The recent news that Sounderaft
owner Harman UK has bought
out the MBI/AHB group has trig-
gered many rumours about a
shake-up within the on-air broad-
cast mixer market.
Despite healthy sales in Scan-
~ dinavia and other European mar-
kets, Soundcrafts SAC 200 has
failed to make a big dent on the
. UK market.
It seemed that even with they
expertise in music desks and their
1mpre<swe manufacturing facxllty,
they didn't @have designers with
enough broadcast e\penence to
produce 2 real winner tor that
most difficult of markets. -
With their acquisition of MBI
they now have that expertise, and
industry pundits are predicting
that Sounderaft's SAC series (the
200 and recently mtroduceda ‘ugly
duckhng *10()) will be phased out
in favour of a badged MBI design,

-
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e

possibly their new Series 20.
T

' The Variations Of
European Radio
Transmitter Sites

I recently returned from two
weeks' holiday in France and
Spain, where (much to the annoy-
ance of my wife) I managed to
get in some radio listening. I also
took time while driving through
these countries to have a look at
some of the myriad FM sites.

Living in the UK, I am used to
almost all FM radio coming from
large antenna sites usually shared
with mobile radio, cellular phone
and other users. In France and
Spain, there are many more
small, FM radio-only sites due
mainly to the greater number of
local stations and network trans-
mitters required to fill such large
countries (compared to the UK!).

Another reason for the larger
number of single-user sites is the
relatively relaxed way in which
the regulating bodies of these
countries authorise transmitter
sites. The Department of Trade
and Industry (DTI) in the UK,
which has the final say on sites
during the frequency spectrum-
clearing process, will not normal-
ly allow FM sites within residen-
tial areas. This, needless to say,
becomes a bit of a problem for
the smaller stations which want to
broadcast to these areas.

In France and Spain, it is com-
mon to see FM sites in the back-

yard of a roadside cafe or even on
the side of an electricity pylon'
Being involved with new, smaller
stations during their embryonic
stage in the UK, I can only look
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