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ITALIAN COUPLE SELLS A MILLION IN GERMANY — Al Bano
and Romina Power were in Hamburg in January to put the finishing
touches on their new album "Notte E Giorno." WEA MD Gerd Geb-
hardt took the opportunity to present the ltalian couple with a gold disc
for sales of over 250.000 of their album "Vincerai.” The couple was
also presented with a "Warner Special Award" for sales of over one
million recordings in Germany. Pictured {l-r) are: WEA marketing direc-
tor Bernd Dopp, Gebhardt, Power, Bano, producer Alexander Seid!
and WEA senior product manager Hans-Otto Villwock.

German Radio To
Support New Acts

by Miranda Watson

An open letter has been sent to all
radio stations in Germany by
German music body BPW accus-

Warner Sweden
Inks Licence Pact

by Ken Neptune

Stockholm-based Telegram
Records has entered into a one-
year licensing agreement with

(continues on page 29)

ing them of only playing well-
known and successful records and
calling on the stations to give
more support to new artists.
Headed by the motto "Give The
New A Chance! Play It And Say
It!,"” the letter, signed by BPW
MD Peter Zombik, was sent on
behalf of BPW members and pro-
motion heads of major music
companies frustrated with the
lack of opportunity in Germany
to promote new acts.

Comments Zombik, "We get
the impression that less and less
new talent is getting played in

{continues on page 29)

M&M's GSA Today
Focuses On Austria.
Also, Groovemix Studies

Parallel Imports.
See Pflges 13-15 & 10.
‘a

CLT Bids For
Fun; CSA OK
Still Needed

o by Emmanuel Legrand

Luxembourg-based media group
CLT is believed to be ready to
buy EHR network Fun Radio
from press tycoon Robert Her-
sant. According to French daily
newspaper Le Monde, CLT and
Hersant have come up with an
agreement that would give CLT
the ownership of Fun providing
that two different elements are
cleared: the lifting of the current
anti-concentration ceiling and the
approval of broadcasting authori-
ty CSA. CLT declines to com-
ment.

The deal would consist of
CLT buying convertible bonds,

Controvers
Remo Cele

by David Stansfield
A list of international artists slat-
ed to make guest appearances at
the San Remo Song Festival on
February 23-27 has been stripped
down to just one name following
an alleged conflict between music
industry federation FIMI and the
festival  organizers. Michael
Bolton, Gloria Estefan, Julio
Iglesias, Duran Duran, Paul
McCartney, Sade, Neil Young
and Rod Stewart were all in the
running to appear, but by

which would eventually be con-
verted into equity, giving CLT
complete ownership of the net-
work. Reports say the figure is in
the hundreds of millions of
French francs.

In a recent Music & Media
interview (M&M, February 20)
Stephane Duhamel, deputy gen-
eral manager of full-service, top-
rated network RTL in France,
said the company planned to
grow either by acquiring new sta-
tions or setting up advertising
partnerships. Duhamel made no
efforts to conceal that CLT was
interested in Fun. If the deal is
confirmed, it would give CLT a

{continues on page 29)

ity List
presstime only Rod Stewart could
be confirmed.

The controversy has arisen
following reports in the national
press that FIMI—which split
from the IFPI-affiliated AFI and
comprises BMG, Sony, EMI,
WEA and PolyGram, plus a
number of key independent
firms—had been betrayed by the
festival organizers, who had not
honoured a "package deal” ensur-
ing places for their domestic
artists in the song competition in

(continues on page 29)
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Simply Red,
Lennox Top
Brits Awards

by Mike McGeever

Annie Lennox and Simply
Red scooped up two gongs
each at the 1993 Brit Awards
in London on February 16, the
annual event where the British
music industry recognizes its
own.

Lennox, who was absent
from the awards due to the
recent birth of her daughter,
won the Best Female Artist
award and Best Album for her
album Diva (RCA). Simply
Red (East West) as named Best
Group, while lead singer Mick
Hucknall accepted the trophy
for Best Male Artist.

Other industry veterans who
dominated the awards were
Peter Gabriel, collecting the
Best British Producer award;
Irish group U2 (Island) as Best
Live Act; R.EM. (Warner
Brothers) for Best Internation-
al Group; and Prince (Warner

{continues on page 29)

No. 1 in EUROPE

European Hit Radio
STING

If I Ever Lose My Faith In You
[ASM)

Eurochart Hot 100
WHITNEY HOUSTON
I Will Always Love You
[Arista)

European Top 100 Albums
OST - THE BODYGUARD
The Bodyguard

{Arista)
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ACROSS THE AIRWAVES IN ALL FORMATS NOW I RADIO 21/Brusse

Czech Republic

RTL CITY RADIO/Prague

Denmark

ARHUS NARRADIO/ Arhus

RADIO ABC/Randers

RADIO AMAGER/Brondby/Kastrup
RADIO HERNING/Herning

RADIO MOJN/Aabenraa & Senderborg
THE VOICE ODENSE/Odense

RADIO HOLBA-K/Holbaeck

Finland

YLE 2/RADIOMAFIA/Helsinki

RADIO CITY/Helsinki

Germany

WDR 1/Cologne

WDR 1: SCHLAGERRALLYE/Cologne
OK RADIO/Hamburg

RB 4/Bremen

RADIO 7/Ulm

HIT RADIO N 1/Nuremberg

Holland

NOS/Hilversum

RADIO 3/Hilversum

TROS RADIO 3/Hilversum

Ireland

SOUTH EAST RADIO: POWER FM/Wexford
Italy

RADIO CLUB 91/Naples

RETE 105 NETWORK/Milan
STEREORAI/Rome

ANTENNA DELLO STRETTO/Messina
POWER RV1 THE BLACK RADIO/Turin
RADIO CLUB 91: DANCE/Naples
ROCK FM/Milan

Poland

RADIO LODZ/lodz

RADIO 4 U/Warsaw

Portugal

RADIO NOVA ERA/Vila Nova de Gaia
Russia

RADIO MAXIMUM/Moscow

Sweden

RIKSRADIO P3: KLANG & CO/ Stockholm
RIKSRADIO P3: TRACKSLISTAN/ Stockholm
CITY RADIO/Malmé

RADIO CITY/Stockholm

EAST FM/Norrképing

Switzerland

RADIO LAC/Geneva

R3 lll/Mendrisio

Turkey

RADIO NUMBER ONE FM/Istanbul
United Kingdom

ATLANTIC 252/London

BEACON RADIO/Wolverhampton
CAPITAL FM/London

CHILTERN NETWORK/Dunstable/Northampton/Gloucester
CITY FM/Liverpool

PICCADILLY RADIO/Manchester
FORTH RFM/Edinburgh

POWER FM/Fareham

RED ROSE RADIO/Preston/Blackpool
TRENT FM/Nottingham

RED DRAGON FM/Cardiff/Newport
KISS FM/London

CHOICE FM/London

HORIZON RADIO AND GALAXY RADIO/Milton Keynes

MR WENDAL

"3 YEARS, 5 MONTHS AND 2 DAYS IN THE LIFE" M
FEATURING THE SINGLE TRACK "REVOLUTION" FROM d
THE MALCOM X MOVIE Chrysalis

FROM THE SMASH ALBUM
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News

Walt Disney France Starts
Touchstone Records

by Emmanvuel Legrand
Disney

[ _rrance  [Mim
France is set-

ting up a new label, Touchstone
Records, which will produce,
market and promote mainstream
national pop acts. The label will
be added to Disney's music oper-
ations in France, a division
expected to generate more than
Ffr50 million (app. US$9 million)
in turnover this year.

Says Disney France president
and VP music for Europe Pierre
Sissmann, "Our goal with Touch-
stone Records is to create a roster
of national acts and produce
French chanson of quality with
authors, composers and perform-
ers with original style."

The label will be fully opera-
tional by the second half of 1993.
Two acts have already been
signed to Touchstone—Emile
Wandelmer, former frontman of
the band Gold, and a 17-year-old
singer whose artist name has not
yet been decided. Sissmann says
Touchstone will initially concen-
trate solely on French product.
Comments Sissmann, "If it is a
success, we'll evaluate according-
ly and see how we can expand.”
Disney's US-originated label Hol-
lywood Records is not managed
through the French Disney office
and has a direct distribution deal
with indie distributor WMD.

Music is a natural growth area
for Disney, says Sissmann, who
was marketing director of Sony
Music France before he took
over his position at Disney four
years ago. The company has
recently centralized all its market-
ing and promotion operations.
For years, Disney was distributed
by Disques Ades, a specialist in
children's and classical repertoire.
When Ades was sold to Hachette
and later to independent
Musidisc two years ago, the Dis-
ney contract continued until
December 31, 1992, when Disney
switched distribution to Sony.
Disney is said to have been look-
ing for a more efficient distnbu-
tor that can reach all accounts. Its
catalogue includes a wide range
of products from children's music
to film soundtracks. It has also
developed and established a Dis-
ney artist, Anne, who sings and
hosts a TV programme.

Sissmann says most of the cat-
alogue, in particular the cassette
books, was relaunched in January

France correspondent:
Emmanuel Legrand
Tel:(+33) 1.42-543-461
Fax:(+33) 1. 42-547-343

with new packaging. "We are try-
ing to introduce innovations to a
sector that has been quite steady
for years," says Sissmann.

Touchstone operates with a
staff of 10, fronted by Jean-
Philippe Randisi, formerly from
Sony Music, Marcel Mangin, in
charge of commercial and
Monique Moulin for publishing,
covering all aspects of the indus-
try. Says Sissmann, "Publishing is
a very important aspect of our
work. We create a lot of original
music in France, and our goal is
to contribute to the development
of French creation and to the
development of European copy-
rights."

The Disney office in France
also serves as coordinator for Dis-

ney's music operations (records
and publishing) in Europe. Com-
ments Sissmann, "In 1992 we
enhanced our positions in differ-
ent countries, especially northern
Europe, Italy and Spain. We have
an average growth of 15-20%
compared to the previous year.
We launched simultaneously The
Beauty And The Beast at the end
of the year and products recorded
for the first time in each country
with local stars, such as Gino
Paoli in Italy, Charles Aznavour
and Liane Foly in France and
Peter Hoffman in Germany.
France serves as a source of cre-
ation and co-ordination for
Europe. Our ambition is to have
more and more European product
adapted to the local markets.

City Tour Hoped To
Boost Domestic Acts

by David Stansfield

BMG Ariola
Italy is aiming
to bang the drum for new domes-
tic talent with Tour In Citta, a live
concert project sponsored by the
watch  company  Stendardo
Immersion and backed by radio
stations and TV music channel
Videomusic.

Artists Anegela Baraldi,
Bungaro, Angelo  Messini,
Tosca, Mario Amici, Bracco Di
Graci, Leandro Barsotti, Enzo
Garella and Samuele Bersini
will head the roadshow, perform-
ing at clubs in Modena, Trento,
Milan, Turin, Perugia, Rome,
Frosinone, Naples and Bari until
the end of March. Tour In Citta
will stay in each city for three
consecutive days with three
artists performing nightly.

BMG promotions director and
the force behind Tour In Citta
Michele Mondella says that
while the idea may not be new it
is one that hasn't been activated
for years on the domestic market.
"There's a great gap in promo-
tional outlets for new Italian
artists, particularly on TV," he
comments. "Pubcaster RAI and
Silvio Berlusconi's private TV
networks seem to have forsaken
music for programming which
registers the highest audience
shares. Our company has always
had a strong commitment to
domestic talent, first as RCA and
now as BMG Ariola. But times
have changed. Years ago an artist
would have performed in clubs
for a couple of years and then
recorded an album. Now the

whole process is more studio ori-
entated and mechanical. With
Tour In Citta artists will work
together and have real contact
with the public, however small it
may be. They have the chance to
develop real personalities. I'm
copying what new talent is
required to do in the UK, if you
like, even if our own artists
already have product released.”

Mondella has involved nation-
al private network stations nation-
al-music formatted Radio Italia
Solo Musica Italiana and EHR
Radio Dimensione Suono, plus
regional and local stations Radio
Dolomiti, Radio Veronica,
Onda Radio Emilia Romagna,
Radio Subasio, Radio Tele
Magia, Radio Club 91 and
Radio Norba in the project. Each
station is responsible for promot-
ing the tour leg in its own city.
"All stations involved were in
complete agreement about this
type of promotion,” adds Mondel-
la. "They all have experience in
organizing concerts and usually
use the same club. I also believe
that private radio in Italy is one of
the best promotional outlets."

Mario Coni, PR executive at
Naples-based regional station
Radio Club 91, comments, "I
believe the artists involved in
Tour In Citta are some of the
most interesting on the circuit at
the moment. BMG's idea is
courageous and it's one which I
hope other major record compa-
nies will take note of. There is too
much investment in major artists
at the moment and not enough
spending on new talent."

| ITALY: Cyclope Sets Up Shop In R.E.M.-land

EUROPE AT A GLANCE

ITALY: RAI Radio Facing Budget Cutbacks

Cutbacks at pubcaster RAI will mainly affect its three TV station, but
radio is also being hit. Although RAI was reported to be in debt to the
tune of 1.25.8 billion (app. US$17 million) for the first half of '92, director
general Gianni Pasquarelli claims the pubcaster will have ended the year
about even. But his prediction of losses of L80 billion in '93 has led to
announced cutbacks. Says EHR net Stereo RAI PD Bodele Bellisario,
"We now have fewer major events and had to tumn down the acquisition
rights to some major live events." David Stansfield

GERMANY: Radio FFB Poised For Major Growth

Radio FFB/Furstenfeldbruck, a small Gold/ACE regional station west of
Munich, could become one of the leading stations in the metro area. From
February | the station's broadcasting power increased to 500 Watts,
allowing it to reach both the Munich and Augsberg markets. A boost to
two kW on April 1 will give it a potential reach of three million people.
FFB recently took on RTL Germany's Gold format, which it plays
between 18.00-06.00 hours and 09.00-2.00 hours. Miranda Watson

SPAIN: COPE Announces New Investors

COPE has disclosed the names of the three buyers of a 23% stake the net
was selling for Ptal.7 billion (app. US$14.5 million): Savings Bank of
Cantabria and Cordoba (9.9%), financial institution Cartera de
Medios (9.4%) and newspaper publisher Prensa Espaiiola (3.8%). The
transaction still needs to be approved by the Episcopal Conference, the
majority shareholder in the network. Terry Berne

PORTUGAL: Privatization Of Two RDP Nets Delayed

The privatization of two of pubcaster RDP's networks, Radio Commer-
cial AM and FM, has been delayed until March 16 due to problems
regarding ownership rights. One confirmed bidder is Sonae Group,
owner of Gold/Classic Rock Radio Nova/Porto and O Publico newspa-
per. Published reports say Spanish radio powerhouse Cadena SER plans
to invest with Sonae Group. Jorge Alexandre Lopes

Catania-based indie label Cyclope, headed by Francesco Virlinzi, is
opening up office in Athens, Georgia (US) to promote Sicilian talent in
America. The firm also aims to sign US bands to its own label. Cyclope
act Flor De Mal has been chosen to represent Italian rock at the South By
Southwest Music festival in Austin, Texas, in March.  David Stansfield

US: Sony Launches Tri Star

Sony Music in the US has formed the TriStar Music Group to release
and market Sony Music International repertoire on the national market.
Headed by ex-Chameleon Entertainment and, before that, RCA presi-
dent Bob Buziak, the company's artist roster is believed to be a selection
of Sony's up—and—coming acts such as France's Deep Forrest. Distri-
bution is through Relativity Entertainment Distribution, 50%—owned
by Sony Music. Machgiel Bakker

. kil il 17
GOLD AND PLATINUM FOR MAMA'S JASJE — Belgian band
Mama's Jasie was awarded with a gold disc in January for their album
"letters And Noise," which sold over 15.000 copies in Belgium, and a
platinum disc for their first album "Paradise On Earth." Pictured celebrating
are (I): front row), BMG label manager Ronny Dasschot, Play That Beat
Publishing MD Theo Linder, Mark Gijssens {MJ] and Herman van Molle
{MJ); (second row), Ben Destrycker (MJ], producer Paul Despiegelaere,
Peter van laet {MJ], Marc Debouvier and Laurent van Hoestenberghe (Play
That Beat); (back) Steven de Cort (MJ] and manager Dirk de Jonge.

MusIC & MEDIA FEBRUARY 27, 1993
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News

Sony Germany Thriving Six
Months After Restructuring

by Miranda Watson

Only six months
since Sony
Music Germany decided to
restructure its artist marketing
department into five separate reper-
toire driven units (see M&M July
11, '92), the move is already paying
off, according to MD Jochen
Leuschner.

Sony Germany decided to sepa-
rate its artist marketing operation
into individual profit centres with
specialized A&R and marketing
staff in order to
deal with the
increasing  vol-
ume of releases.
Comments
Leuschner, "Ger-
many is a seg-
mented market ¢
now. We are Hubert Wandjo
dealing with lots
of different repertoire segments
which all need to be handled in dif-
ferent ways by different people.
When 1 was head of A&R eight
years ago the more general A&R
manager was the thing. The range
of repertoire wasn't as wide then
however. Now with the re-strength-
ening of the Volksmusik depart-
ment on one side and hard rock on
the other, it's clear that A&R can no
longer be handled by one person.”

The restructuring also fits in
with Sony's strategy over the last
four years to trim its management,

with artist marketing director
Hubert Wandjo now having five
separate A&R heads reporting to
him from the Pop/Rock Interna-
tional, Dance Pool, Pop Rock
Local, Hard & Heavy (Dragnet)
and Herzklang divisions.

Says Wandjo, "The heads of
each of the units are free to make
their own A&R decisions.”

One option was to split Sony
into Epic and Columbia, as has
been done in other territories, such
as Spain and Italy. But Wandjo
says it would have been a disad-
vantage to set up
two companies
doing much the
same thing. "Our
main idea was to
move away from
Sony as a very
mainstream rock
‘n' roll company
and extend into
other repertoire areas such as dance
with our Dance Pool label and
MOR/Schlager with our Herzklang
label," he says. The initial success
of the Herzklang and Dance Pool
labels made Sony decide to extend
the idea.

Now Wandjo feels Sony is at its
A&R peak. "We had some very
bad years on the local A&R side
until two years ago when we
changed our strategy and reshaped
our artist roster,” says Wandjo.
"This year is our best local year
ever in terms of net sales. We are

Jochen leuschner

now one of the top three companies
in terms of the number of new acts
we are charting."

New acts broken in 1992
included Das Fantastische Vier
(German rap), Edward Simoni
(MOR) and Badesalz (MOR/
Schlager). "I'd now consider Sony
as one of the hottest companies on
the market for local talent," says
Wandjo.

Sony Music Germany closed
10% up on the previous year at the
end of '92. Leuschner says the cur-
rent fiscal year is better than
expected and up from the previous
year.

BILLIONAIRE BOYS TOAST NEW CONTRACT — Hardrock group
Billionaires Boys Club recently signed a long-term contract with Polydor.
The debut album "Something Wicked Comes" will be released shortly on
the Polydor label. Pictured () are: artist Anders Johansson, Polydor
international product manager Sven Sturm, artist Jorg Fischer, senior
product manager/A&R international Jerry Gieseking and PolyGram

| Songs MD Joost van Os.
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Lisbon Audiences Fall, Canal 1 Remains Number 1

The introduc-
tion of addition-
al private commercial TV stations
had its expected impact on radio
listening in Lisbon during 1992,
with audience shares for total
radio declining 8.3 points to
55.2%. Both private and public
stations were affected, with pub-
casters RDP slipping 3.4 points
to a 10.5% share, while private
locals stations fell the same
amount to a 29.2% share in the
capital, which has a population of
around 3 million people.

Virtually no formats were
excluded, with top-rated, full ser-
vice Renascnca Canal 1 down
2.0 points to a 11.9% and number

Authority Assesses ILR Applications

by Mike McGeever

“ It appears likely
that Essex
Radio will be re-licensed to oper-
ate its FM and AM services, after
it was the only group to submit an

application for those franchises by
the UK Radio Authority's Febru-

ary 9 closing date.

Easy listening Essex Breeze
AM covers mid-Essex with a
potential audience of some 1.5
million adults. Its EHR station
Essex Radio FM currently serves
770.000 adults within the same
area. The AM coverage area may
be extended by the Authority to

I s

MARKEN INTERNATIONAL
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include the eastern fringe of
greater London, Harlow and some
areas in the eastern Hertfordshire.

Meanwhile, the Authority
received two applications for the
AM and FM services in Leeds and
its surrounding communities. The
incumbent licence holder West
Yorkshire Broadcasting has
applied to continue operating its
Gold Magic 828 and EHR Radio
Aire FM. The other application
was submitted by the Voice Of
Yorkshire, an independent con-
sortium led by radio consultant
Colin Walters. The group is
proposing an EHR/ACE FM ser-
vice, and a gold AM service.

The present FM coverage area
also includes 770.000 adults, and
the existing AM service has an
adult population of 1.2 million.
The Authority may also extend the
AM coverage area to include
Guiseley, Knottingly and parts of
Kirklees district, Bradford and
Bamsley. The Authority is expect-
ed to announce its decision about
the awarding of all the eight-year
licences within the next three
months.

two-ranked NT TSF Radio Jor-
nal falling 2.4 to a 7.9% share.

Number three EHR NRJ-
Energia (no relation to France's
NRJ) is holding steady at 6.0%
but fellow EHR outlet Radio
Cidade eases down 2.2 points to
a5.6% share.

Portugal is tipped to be one of
the fastest growing markets for
radio in western Europe this year,

. according to Saatchi & Saatchi's

media buying/research subsidiary
Zenith World Media. Radio
advertising is expected to grow
around 11% to US$62 million,
making it the 10th largest market
in westem Europe. Radio grabs
about 7.3% of total advertising,

Top 10 Lisbon Stations
(% Audience Cume)

Dec. Dec.

91 '92% chg.
R. Canal | (FS) 139 119 20
TSF(NT) 103 79 24
NRJ-Energia (EHR}) 55 60 05
R. Cidade (EHR) 78 56 -22
RFM (EHR/ACE) 59 40 -19
RDP Comm. FM (EHR) 4.1 35 -06
RDP Ant. | (FS) 49 34 -15
RDP Comm. AM (ACE) 39 33 -06
Super FM (AOR) 06 25 1.9
R. Marginal (AOR) 15 1.5 00
Total Radio 635 552 -83
Local Radio 326 292 -34
RDP Total 139 105 -34
Regional Radio 14 19 05

Source: Marktest

Moroccan Investors

Bid For RMC Share

by Emmanuel legrand

m It looks likely

that pressures to
solve the financial problems at
French MOR network RMC may
lead to the sale of a minority stake
to Moroccan investors Omniun
Nord Africain (ONA), Morocco's
main private holding company,
headed by King Hassan II's son in
law Fouad Fitali.

ONA has announced its deci-
sion to take a minority stake in
RMC in partnership with a group
of banks, depending on the eco-
nomical, commercial and technical
feasibility of the project. Bernard
Miyet, former president of state-
owned holding company Sefirad,
which owns 87% of RMC, has
been nominated to study the feasi-
bility of the bid. The remaining
shares of RMC are owned by the
state of Monaco.

Secretary of state for commu-
nications Jean Noel Jeanneny
commented in Le Monde recently

that the government is aware of
the danger of the project, however,
adding that it was his resonsibility
to make sure that everything
would be carried out clearly and
legally. "The drop in audience and
advertising revenues at the station
make it essential to look for new
shareholders. Historical reasons
have prevented us from doing this
before, and the station's manage-
ment has lost time. It is now time
to act quickly, but without rushing
and by-passing the rules.” He calls
the ONA offer legimate, but points
out that this will not constitute a
takeover, as laws passed in 1986
limit non-EC investors to 20%.

RMC MD Jean-Noel Tassez
has so for declined to comment.
However, journalists at RMC
claimed in a recent statement that
“it would be inconceivable to see
France's third main full-service
station have as a share holder a
state which violates rights of the
press in particular and human
rights in general.”

~
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Veronica Threatened With
Seven-Week Lights-Out

by Marlene Edmunds
m Public  broad-
caster Veroni-
ca's radio and TV stations could go
off the air for up to seven weeks if
a 1990 decision by Holland's pow-
erful watchdog body, the Media
Commission, is enacted.

The case stems from a two-year
old charge by the independent
commission that in 1990 the
Veronica leaders—including
former ex-Radio Veronica director
Lex Harding—had used between
Dfl 7-10 million (app. US$4-6
million) of the pubcaster's funds to

help set up TV station RTL
Veronique, now known as RTL 4,
in Luxembourg. The commission
had ordered that Veronica's licence
to broadcast be revoked for seven
weeks, but the penalty was
withheld pending EC appeal.
Veronica had asked the EC
court to overturn Dutch rules
forbidding the public broadcasters
from investing in commercial
media in other European states,
arguing that the rules violated EC
regulations guaranteeing citizens
the right to move capital across
borders and to provide services.
However, the EC turned down

Radio Welcomes Court Decision
To Cut GRAMEX Fees

by Kari Helpaltio
radio

| FnLanD B
stations  should

welcome a recent decision by the
Finnish court of appeal to lower
fees payable to authors rights soci-
ety GRAMEX to between 2-9%
of annual ad sales income.

The new system is calculated

on sales income and the
percentage of GRAMEX-
protected music played. The

previous system was calculated
solely on sales income and often

resulted in levels of payment as
high as 15%.

Says independent radio um-
brella group Suomen Paikallis-
radioliitto MD Kai Salmi, "The
judgement will cut fees by be-
tween 4% and 32% depending on
the station. This will be a relief for
some stations, but for many the
difficulties will remain.”

It is estimated that local indie
stations owe GRAMEX some
Fim20 million (app.US$4 million)
in unpaid royalties dating as far
back as 1985.

EMMA Music Industry Awards

m Nelja Ruusua
(Parlophone/
EMI) was voted best band in the
recent Finnish music industry
awards, the EMMAS, on February
7. Candidates were nominated by
local record companies, and
judged by a seven-member jury.

The rest of the award winners

were as follows:

B Best female: Anna Hanski (Selecta)

M Best male: J. Karjalainen (Poko/Unitor)
W Best newcomers: Neon 2 (Columbia/ Sony
Music), Susanna Haavisto (Flamingo) and
Joel Hallikainen (Finnlevy/Fazer Music)

M Best musician: Veli-Matti Jarvenpaa

Rijnsburgstraat 11, 1059 AT Amsterdam, The Netherlands e |

Publisher/General Manager: Philip Alexander

Senior Editor/Dir. Of Charts: Machgiel Bakker

M Best producer: Janne Haavisto.

W Best song: Mies joile ei koskaan 1apahdu
mitaan by J. Karjalainen and Esa Kaar-
tamo; recorded by J. Karjalainen on Poke.

Special EMMAS were handed to
veteran acts Katri Helena
(Finnlevy/Fazer Music) and Hec-
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Veronica's appeal, stating that the
Dutch government had the right to
make some rules for its public
broadcasters in order to preserve a
non-commercial system.

The court's decision has
triggered a scandal at Veronica and
the resignations of four top
management figures. In efforts to
keep the broadcaster on air,
Veronica chairman Joop van der
Reijden also reportedly offered to
pay back some Dfl 10 million in
funds the Media Commission
believes the broadcaster may have
made in profits on the 1990 deal.

The penalty, if carried out,
could result in the loss of millions
of dollars in advertising coming on
the heels of a major restructure of
the public system, which leaves
Veronica's position in the ratings
vulnerable on the radio and TV
side.

Veronica's fear that the penalty
would be imposed was said to be
one of the major reasons for its
abrupt suspension of ex-radio
director Harding last autumn. The
Media Commission at that time
warned the broadcaster that
Harding's efforts to start up what is
now called Radio 358 while still
working for the pubcaster smacked
of circumstances similar to the
1990 case and could result in
additional penalties. Harding was
suspended immediately following
the admonition.

While media analysts predict
the fine will never be enacted,
Media Commission head Aart
Geurtsen is less certain. "On the
one hand, all the leaders of
Veronica who were involved in
this matter—Lex Harding, Rob
Out and others—are gone.” says
Geurtsen. "We would be punishing
innocent people. On the other
hand, Veronica as an organization
is culpable.”

VIRGIN LUNCH AT GROUCHO CLUB — Virgin Radio hosted a
lunch for record company heads of promotion and leading independent
pluggers at the Groucho club recently. The presentation was chaired by
Virgin Radio chief executive David Campbell and joint programme direc- |
tors Richard Skinner and John Revill. Pictured (Ir) are: Billy Mcleod (lon- |
don Records), Skinner, Alan Jones (Island Records), Adrian Sear (China |
Records) and Alan McGee (East West).

CLT Contemplates
UK Expansion

7 E;/ Mike McGeever

- broadcaster

CLT/Luxembourg is looking to
increase its presence in the UK
partly as a result of the success of
its Dublin-based subsidiary Long
Wave Atlantic 252, which covers
approximately two thirds of the
UK population—not including
London.

The results of the first RAJAR
survey fourth quarter 1992 show
the ACE/EHR outlet with a 54%
share of its coverage area. CLT's
communications director Karen
Schintgen comments, "Certainly
Atlantic 252's results are very
encouraging, but we have always
seen the British market as an
attractive opportunity.

Schintgen did not want to
comment on what developmental
stage CLT is at concerning bidding
for UK franchises. However, other
sources say CLT is interested in
getting  footholds in  large
metropolitan regions in southern
England including the capital. The
source continues, "I think there
will be some time between what
CLT has in mind in the way of
ideas and them achieving what
they set out to do as far as the UK
is concerned. I think it will be two
or three years before we see
anything tangible. However, being
a large European broadcaster they
can move quickly if they want to."

Sources add that at present,
CLT has no licence applications on
file with the UK Radio Authority.

Bashung Voted Victoire Artist Of The Year

by Emmanuel Legrand

m Barclay artist
Alain Bashung
took home two awards (artist of
the year and best video for Osez
Joséphine) at the eighth edition of
the Victoires de la Musique
recently. Newcomer a capella
band Pow Wow (Remark/Poly-
Gram) also took two awards (best
song for Le Chat and band of the
year, beating Les Negresses
Vertes, FFF and Les Innocents).
WEA  artist  Véronique
Sanson, who made a successful
comeback in 1992, was voted
female act of the year (beating
Vanessa Paradis and Maurane).
Jacques Dutronc, another veteran

act who returned to the stage after
a 20-year hiatus, was awarded best
musical performance of the year,
while the opening and closing
ceremonies of the  Winter
Olympics in Albertville were
voted the musical show of the
year. Newcomers of the year were
Arthur H. (Polydor) and
Phonogram act Zazie.

BMG act Laurent Voulzy
took the album of the year award
for Caché Derriére; Cameroon sax
player Manu Dibango's album
Negropolitaines Vol. 2 was voted
best instrumental album of the
year, while Quebec act Robert
Charlebois (FNAC  Music)
received the Victoire for best
world music album of the year.

Meanwhile,  two special
awards, not subject to vote were
presented to Johnny Hallyday for
the most successful tour by a
French artist (416.273 tickets sold)
and to BMG artist Patrick Bruel
for being the most successful
exported French act.

The show was broadcast live
on public channel France 2 from
the 4.000-seat Palais des Congrés.
One highlight of the evening was
comic Gagnon with a parody of an
FM radio programme which
"respected its quotas,” and a series
of impersonations of US and UK
acts, including Bruce
Springsteen, Phil Collins and
Mick Jagger.

MusIC & MEDIA FEBRUARY 27, 1993

AmericanRadioHistorv.Com



Newsmakers

Profile

B FRANCE: Joél Mornet, asso-
ciate director of FNAC has been

appointed to the committee of -

mother company GMF.
B FRANCE: Jean Pierre
Dusseaux, former programme

director at Antenne 2, has taken
over development of audiovisual
production company Jacques
Marouani Productions. He will
be responsible in particular for
negotiations concerning RFM,
which Marouani has hopes to
buy.

B FRANCE: Alain Surrans has
been appointed director of the
Centre  National D'Action
Musicale.

B FRANCE: Yazid Manou,
well-known for his promotion
work for Jimi Hendrix and Bob
Marley, has been appointed head
of press at label Avec Le Monde,
recently launched by Forlane and
RFL

B HOLLAND: Ger van der
Meys has been appointed MD of
distribution and marketing com-
pany IMC.

B ITALY: Roberto Arcadu, ex-
product manager for Go! Discs in
London and Scotti Bros labels at
PolyGram has been promoted to
international exploitation manag-

er. His former responsibilities
will be taken over by Nicola Zin-
garelli.

B NORWAY: Hilde Hatle-
brekke has been promoted to
senior product manager at BMG
Ariola. She wili oversee all labels
and report to marketing manager
Morten Jensen, who was
appointed product manager on
January 1. Hatlebrekke will be
assisted by Helge Barra.

B UK: Liam Toner, former Vir-
gin Classics senior marketing
manager, has been appointed
label head at Philips Classics. He
will replace Isobel Collins, who
resigned suddenly in December.
Toner will be assisted by former
Virgin Classics colleague, press
officer Paula Morris.

B UK: Avril MacRory, formerly
with Channel Four, takes up her
new position as head of music
programmes at BBC TV next
month. She replaces Dennis
Marks, who was recently
appointed general director the
English National Opera.

Send all information on appoint-
ments, plus photos, to Julia Sulli-
van, at the Music and Media
offices in Amsterdam.

The French language Radio Contact network (25
Stations) tops the Belgian French community rat-
ings with 18%—ahead of the Bel RTL network
(16.4%) and pubcasters such Radio 21 (10.8%) and
Radio 2 (9%). It targets the 12-34 age group, main-
ly situated in the working class markets and major
cities in the south of Belgium.

Head of music Jean-Lou Bertin thinks that the net-
work's adagium “never change a winning team" is

one of the key elements of Radio
Contact's current leading position.
The station employs some 100
people of which 30 work in the
Brussels headquarters.

Bertin is aware that some sta-
tions are trying to copy Contact's
EHR hit formula, but he remains
confident that competition from
stations like Cherie FM, Nostal-
gie, Bel RTL or Radio 21 will not
become a problem. "By remaining
what we are we stand strong to
counter competitors. We don't plan
to change our EHR format in view
of new stations on the market.”

Radio Contact is happy as cur-
rent market leader, but Bertin is
realistic when ratings are dis-
cussed. "Of course we want more,

but one has to be reasonable to accept a maximum.
The fact that some 50 new stations are launching
does not increase the potential audience."

After the signature of a gentleman's agreement
(1989) with the Belgian record industry group IFPI
concerning the distribution of sample records and
collaboration with the record companies, Contact
established a healthy working relationship with the
industry. "We try to boost our audience and the

record labels want to sell records, and the best thing
is that we work together."

Bertin cites the recent year-end campaigns with
Warner Music (the Beverly Hills 90210 album) and
Phonogram (the Elton John 4-CD box) plus
numerous exclusive interviews and record releases.

Bertin compiles the playlists on software pro-

duced in-house, and the information is then trans-

Programme Director
Of The Week

Jean Lou Bertin
Head of Music
Radio Contact

Belgium

ferred by modem to the affiliates for use in program-
ming. Contact is also the first network in Belgium to

use satellite transmission for news
flashes and night programmes.
However, while expensive as far
as personnel and infrastructure are
concerned, Bertin underlines that
the station prefers to work mainly
with locally produced pro-
grammes and local hosts. Most of
the stations switch to the satellite
signal between 20.00 and 22.00
hours until 06.00 hours.

Radio Contact will be the first
in Europe to introduce a CD-
ROM library of over 5.000 titles
for direct access. "The library will
include all of our records and
much more and will allow pro-
grammers perfect control of intro,
outro, timing etc. With mixing
possibilities included, the system

could also be used at night."

The network's satellite activities are fully legal in
the south of Belgium, and Bertin is happy to see that
the French community's government is keeping pace
with technological evolutions. "Belgium is still pret-
ty much a two-speed bus when radio legislation is
concerned,” says Bertin, "but one has to note that
despite all legal barriers we have succeeded to
become the number one station."

Marc Maes

Germany: Steering The Private Radio Scene

Were the MD of an Austrian
record company to look at the
German radio situation, he would
most likely call it "paradise” com-
pared to his situation in Austria, a
country still operating with one
state-owned radio monopoly, and
no private radio stations at all.
(Besides Albania, Austria is the
last European market with this
system, which might explain the
sometimes strange market reac-
tions there.)

But, after a closer look, would
he change his mind? I admit that
the German record industry had
slightly naive hopes pinned on the
appearance of the first private
radio broadcasters in 1986. The
general feeling was that the net-
work and programme policies of
the regional state-owned stations
were far too inflexible and too
limited, and many industry players
hoped that private radio would
help ease the obstacles blocking
airplay for new local talent.

"More is beautiful," was the
general attitude at that time. But,
boy, were we disappointed when
we began to see that those new
promotion partners did not enter
the market to join forces with the
record industry, but only with their
advertising partners.

6

The impact of private radio sta-
tions led to changes not only in the
radio landscape, but also in the lis-
tening habits of the audience, and
quickly required fun-
damental adjustments
in the industry's pro-
motion strategies.

Over the past years
the German radio situ-
ation has found itself in a continu-
al process of development and is
far from being cast in stone. We
witnessed positive changes in the
programming attitudes of some
state-owned stations, as well as
growing complications in co-oper-
ating with major private broad-
casters due to increased regional
or local competition.

But of course, the main indus-
try problems remained unchanged;
the hit radio format dominates the
market and "oldies” often gather
an unhealthy proportion of the
playlists. And programmers still
tend to neglect the fact that hits
and oldies need radio support
when they are newly released in
order to become viable hits.

Although there are stations
which play a high proportion of
domestic music, the problem here
is two-fold:

a) they prefer domestic oldies,
and

b) even if they create power-

plays for local MOR titles, their
impact is mostly local and it is dif-
ficult to create the necessary
regional or national buzz.

m o nifor

Consequently, the German
industry has had to develop strate-
gies to break new artists and hits

Heinz Canibol has been MD of ‘
MCA Music Entertainment in Ham-
burg since July 1 1991. He started
his career in 1977 at CBS in Frank-
furt as product manager and left the
company in 1988 as artist market-
ing director to join Sony Music Aus- |
tria as MD.

despite the lack of rock or pop-ori-
ented national TV programmes
and a more complicated radio situ-
ation.

Discotheques  and
clubs became an area
of growing importance
and new progressive
artists had to work the
club circuit immediate-
ly after the release of their album,
instead of touring the country's
bigger venues after radio and TV
campaigns—like in the old days.

And although the impact of
MTV Europe can not be mea-
sured accurately, there is no doubt
that a sufficient rotation on this
channel generally helps to stimu-

late trendsetters, programmers,
retail and consumers.
Combined campaigns with

active retail partners like the
WOM (World Of Music) chain
demonstrate another possible strat-
egy to influence the market in the
targeted direction.

Recent successes with acts like
Nirvana, Guns 'N' Roses, Sonic
Youth, Bobby Brown and Izzy
Stradlin proved that hits can be
broken before radio finally decides
to add those titles to their main
playlists.

There are many other factors to
be taken into account, however.
The ever-changing radio situation

has required new advertising
strategies, and music used in
advertising spots can create an
overwhelming demand in the mar-
ket, as the Mamas & Papas
revival demonstrated last year.
And, of course, there are the
opportunities offered by film
soundtracks, TV series and soap
operas.

Do we need even more formats
in order to cover even more nich-
es? My answer is yes and no. Yes,
because repertoire areas like jazz
or country music for instance
deserve more media attention.

No, because these stations will
most likely only broadcast to the
already existing listener groups,
and the only way to win new
believers would be to integrate
certain repertoire proportions into
the mainstream programmes of
existing stations.

Radio is a business with its
own rules and it is just as profit-
oriented and complicated as the
music industry.

At the end of the day nothing
will reduce the interdependence
between radio stations and record
companies. Progress can only be
made by carefully listening to each
other and remembering that both
operate in the same market,
although with different targets and
needs.
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Singles

ALPHA BLONDY

YéYé - EMI

PRODUCER: Boncana Maiga

The second single from the best-sell-
ing album Masada is another dance-
able and catchy tune, full of good
humour.

ETIENNE DAHO

Comme Un Igloo - Virgin

PRODUCER: Etienne Daho/Edith Fambuena
A genuine poppy Daho song, with
limited voice but fine melody. The
four-track CD offers three remixes
of this song in addition to the origi-
nal mix. The Boom Bass remix is per-
fectly suited for dancefloors.

CAROLE LAURE

Mirage Geisho - FNAC

PRODUCER: Lewis Furey

The main strengths of this lush bal-
lad are the deep warmth it radiates
and the top flight melody. Passion-
ately sung, this is a winner.

LES MARACAS

Yellow Sunshine - Squatt

PRODUCER: Eric Gourlain/Erwin Autrique
First single from the second album
of this band from the southern city
of Montpellier. They don't revolu-
tionize R&R, but it works efficiently.

MAURANE

Du Mal - Polydor

PRODUCER: Kevin Mulligan/Maurane
The singer's first claim to fame was
the musical Starmania by the late
Michel Berger. This new single is
definite proof that the she is no
fluke. The chorus alone is strong
enough to easily carry this tune.

NIAGARA
Un Million D'Années - Polydor

" PRODUCER: Daniel Chevenez

Cheerful and tuneful are the just
some of the best ways to describe
this immediately catchy song by
France's premier pop/rock outfit.
With its irresistible hook it should
do well on most formats.

PASCAL OBISPO

Plus Que Tout Au Monde - Epic
PRODUCER: Nick Patrigk

One of the new talents emerging
from the French scene. Obispo was
drowned in a Beatles environment
as a kid, but there are worse godfa-
thers than these. All together, it
makes a nice poppy song, which has
already become a hit in France.

Albums

L'AFFAIRE LOUIS TRIO
Mobilis In Mobile - Barclay
PRODUCER: D. Blanc-Francard/ALT
The wild men of the French rock
scene start the new year with a con-
cept album based on Jules Verne's
works of mystery, science-fiction
and adventure.

As a whole things come out sound-
ing strong, with the vocals often
placed well up front. It's hard to

pin-point
the  tracks
| that stand
out since it's
best listen-
ed to as a
whole, al-
though Le
Capitaine,
Les Filles De
La Chance, and the lively Les Ele-
phants Sont appear to be among
them.

JOHAN ASHERTON

The Night Forlorn - FNAC
PRODUCER: Patrick Chevalot

For the few who have been follow-
ing his career for the past years,
Asherton is not a new name, but
with his fourth and latest album, he
has possibly reached that step
where he could attract a new audi-
ence. Not only a brilliant songwrit-
er, Asherton is also a talented per-
former. Intimacy, soul and a touch
of class characterize this album,
with its subtle string and horn
arrangements. A nice surprise, to be
stored between Dylan and Bolan.

JEAN-PATRICK CAPDEVIELLE
Vertigo - Virgin

PRODUCER: Barry Beckett

There has always been a misunder-
standing between the media and
Capdevielle, often tipped as a sub-
Springsteen at the early stages of
his career in the late '70s. For his
figst  Virgin - album, Capdevielle
returns to his musical roots--the US,
more specific, Louisiana. Now in his
40s, he delivers a personal and origi-
nal rock album, for the first time
appearing humble and serene. Black
Bone, the first single, failed to make
it in France, but this groovy song
could fare well elsewhere.

KASSAV'

Tékit Iz - Columbia

PRODUCER: Kassav'

In this chilling winter time, there is
nothing better than a shot of hot
and spicy Caribbean music. Kassav'
come from the French Antilles and
have become the worldwide ambas-
sadors of the zouk syncopated
rhythm and regularly sell thousands
of albums in France. This album,
recorded in Trinidad, Paris and
Budapest, is more varied and better
produced than the band's previous
efforts. As the album says it: Tékit
lzi (Take It Easy) and dance. It's
worth it.

RICHARD SEGUIN

Aux Portes Du Matin - EMI
PRODUCER: Michel Bélanger

Seguin is one of the leading new
artists from the Canadian French-
speaking regions of Québec. His
music falls in the FM rock category,
with a powerful instrumentation
and a strong original voice. His style

rand his sound are cousin of Francis

Caprel's and Jean-lacques Gold-
man's. Listen to the little track, the
bluesy Ensemble and the introspec-
tive Terre De Caip, to get an idea of
this man's talent.

Bécaud: Mr.100.000
Volts Returns

Almost 40 years ago from now,
before rock 'n roll was born, a
French singer took France by storm
and quickly gained the nickname
of "Mr. 100.000 Volts." The front
rows of the Olympia concert hall
were destroyed during his con-
certs. He had a very active follow-
ing, especially for women. In other
words, Gilbert Bécaud was an
almost instant star.

Forty years later, after a long
series of hits to his credit, Bécaud,
now 66, is resuming his career
with one of his best albums in
more than a decade and undoubt-
edly one of the most
ambitious projects—and
challenges—of the year.

"Bécaud is one of the
living icons of the
French chanson," says
Antoine Chouchani,
manager of BMG's RCA
label to which Bécaud is
signed to since 1991,
following the acquisi-
tion of Bécaud's pub-
lisher Rideau Rouge by
BMG Publishing. "We had to
find something new and original
and we really wanted to expose
him to a new public," he says.

Chouchani then thought of
Mick Lanaro to produce the
record. Although Lanaro is in
charge of A&R for Phonogram,
his contract leaves him enough
freedom to work on outside pro-
jects. Lanaro produced Patrick
Bruel's best-selling 1989 album
Alors Regarde and was the master-
mind behind the come-hack of
another veteran of French music
Cluade Nougaro.

Lanaro did some journalistic
work and came up with the idea
of an album which would tell the
story of Bécaud's life and a musical
concept centered on a jazzy style.

Then came Pierre Delanoé in
the picture, one of Bécaud's first
lyricists and current president of
performing rights society Sacem.
He and Bécaud came up with a
series of songs eventually recorded
in Los Angeles at Studio Ocean
Way, with jazz musicians and a
large horn and string section.

The result is a 16-song CD, Une
Vie Comme Un Roman (“A Life As
A Novel"), played in & moody,
bluesy, jazzy style, sometimes
sounding like a Big Band album
from the '50s.

The logo of the project is, "it's
not only good songs that make a
good record, it's also a lifetime."
For promotional purposes, RCA
has created a special package pre-
senting all 16 songs on individual
CDs, stored in a book the size of
the soundcarrier, which was sent
to key media people, especially
radio stations. Says Chouchani, "I
didn't want to deliver a single and
then an album, which is what's
usually done. | really wanted the
media people to carefully listen to

the whole album before sending
our choice of single."

To present the recording in a
more official way, a hearing was
organized in France's National
Library (the book connection,
again), first with media people,
then with all the sales force and
key retailers the day after. The
album was released on February 2,
exactly 40 years after Bécaud
signed his first contract. That same
day, RTL's head of music Monique
Le Marcis had organized an
entire day dedicated to Bécaud.
Radio promotion included a spe-
cial week on Nostalgie
and on Sud Radio,
interviews with Bécaud
on France Inter's local
public stations and

announcements in
France Info's news-
casts.

Says Chouchani,

"Media reaction has
been very quick and
enthusiastic. The release
has received massive
coverage and a lot of people are
calling us to see if anything could
be arranged with Bécaud. We
wanted to revive the image of
Bécaud and, from the media reac-
tion, it looks as though he hasn't
been forgotten."

For the first time, Bécaud has
made a video, shot by Bertrand
Faivre, whose previous works
include a Chet Baker documen-
tary and videos for Etienne Daho
and Michel Jonasz. The first sin-
gle released is Quand T'es Petit
Dans Le Midi ("When You're A Kid
In The South Of France").

Initial  shipment  mounted
40.000 units, and Chouchani says
his first goal is to achieve gold sta-
tus (100.000 units). Initial market-
ing investment amounts to Ffr1.8
million (app. US$330.000), includ-
ing clip production, while record-
ing costs reached Ffr900.000.

Another aspect of this album is
its international potential, accord-
ing to BMG France international
exploitation  manager  Frank
Dietz. Says Dietz, "It is a priority
for us, because Bécaud is consid-
ered a living legend outside of
France, being one of the most
renowned French artists, together
with Edith Piaf and Charles
Aznavour. Our strategy s first to
reinstall Bécaud at the top in
France and then spread the word
outside of the country. We've sent
an advance cassette to all our affil-
iates as a teaser, followed by the
album and the video. There is
already an enormous interest in
some countries. Holland was very
guick to react. Germany, Belgium,
Switzerland, Italy and Canada
have already released the album.
First we're focusing on Europe,
including Eastern countries. It's all
step by step.”
by Emmanuel Legrand
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It became obvious during the Gulf War that news formats definitely had their place on French
FM. Stations specializing in news broadcasts, or those relaying hourly accounts of the war all
registered an increase in audiences according to the Mediametrie poll released in April 1992.

ince then ratings have returned to
pre-war levels, but those generalist
stations with the most news con-
tent remain the radio leaders in
France. Several private commercial
station programme directors claim their stations
have low news content because of lack of inter-
est from their younger listeners. But last month
Europe 1 introduced a news programme
between 22.00 and midnight, a time when over-
all radio audiences are relatively weak, while
RTL vice president in charge of programmes
Philippe Labro says his station is picking up
young listeners (18-20) because the station's
news broadcast covers such a diverse range of
subjects. RTL is, at 17.6% on the last national
poll, currently the most listened to station in
France (public sector stations taken individually).

The most recent manifestation of interest in
the news is broadcaster BFM, which began
transmitting last November in Paris only
(96.4FM). It broadcasts 24 hours a day, filling 18
straight hours with news. Programme director
Michel Brillie says that although it may be
breaking new ground with such a format, BFM
already has an audience, as yet unexploited.
"We concentrate on economic news and analysis

"A radio station has two target audiences: those to
whom you are specifically aimed...and the
secondary audience. This phenomena became very
clear during the Gulf War when audiences from
commercial private stations would tune in to other
stations providing more news coverage.”

— BFM programme director Michel Brillie

principally aimed at people in professional
fields," he says. "That said, however, it has to be
taken into account that a radio station has two
target audiences: those to whom you are specifi-
cally aimed, and the secondary audience. This
phenomena became very clear during the Guif
War when audiences from commercial private
stations would tune in to other stations provid-
ing more news coverage. Result: the generalist
stations gained. Admittedly, the Gulf War does-
n't happen everyday, but | think the idea of two
audience types has to be kept in mind."

The Right News Colour
For many, the "colour" or tone of a given sta-
tion is the determining factor in the new con-
tent of any format. At Europe 1 over the last
year, there has been what programme director
Patrice Blanc-Francard. calls a rejuvenating
process, and although the news content has not
decreased, he pointed out that they have been
drawing younger listeners. Says Blanc-Francard,
Every big generalist station has a conflict
between those who wish to programme more
music and those who want more news. We have
resolved this problem by developing a very
strong marketing strategy based entirely around
the environment in which they live. Over the last
year we have picked up 17% more audience,
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particularly among women and younger listen-
ers." In practical terms this means a new evening
show with a high news content designed to be
up-beat enough to attract young audiences and
the morning show anchored by Jean-Luc
Delarue, again with a high news content.

News is the bottom line in RTL's format, allot-
ting 53% of its budget to news programmes.
Although it is impossible to "segment” or adopt
news to draw a particular age group, it is possi-
ble to cover material that will interest younger
listeners. "News programmes play a fundamen-
tal role in our format, " says Labro, "and younger
audiences will always be attracted as long as we
cover issues and events that interest them. Obvi-
ously. we can't create a format designed for one
particular age group but | think that people
around the age of 18 or 20 do become con-
cerned about the world around them and are
likely to be interested in all the big news issues."

Again, the colour of the programme is up-
beat and keeps as close to the listeners as possi-
ble. Says Labro, "We can never give the impres-
sion that we are an elitist microcosmic station
which reflects and revolves around Paris. There-
fore, RTL has given about one-third of its pro-
gramming over to news, and consistently gets

the highest ratings in all Mediametrie polls.

It seems possible, therefore, to have a news
content without losing audiences. However,
Skyrock programming director Laurent
Bouneau doesn't agree, coming from a private
commercial FM network with very low news con-
tent. "The problem," says Bouneau, "is that sta-
tions like Skyrock have not made their reputa-
tion through news broadcasts. We are known
for our music format and if we programme more
news we'll lose our audience. Listeners tune into
stations like Skyrock expecting to hear music.
That's what we're good at and if we start pro-
ducing more news we will be outside our field
competing with stations which have got years of
experience in the field."

Keeping The Locals Happy

For regional stations, the problem is a little
different but works on the same principal—more
music, less news, and news that is predominantly
local. RVS/Normandy, the independent network,
has news in its morning slot but at least 50% of
that is local. Says programming director Michael
Bourgeois, "We do broadcast international and
national news but our principal interest is in
local events which we cover ourselves. We are
principally a music station but the local news fac-
tor does attract listeners that might have tuned

in to one of the national networks if we didn't
do what we do. Our target audience is 15 years
of age and older, so we have to cover things
that will interest everyone. As a result of this we
also draw on all kinds of local advertising."

That a market exists for a station broadcast-
ing only news has been proven by the success of
public station France Info. Created only five
years ago, the station has an average of 3.5 mil-
lion listeners per day, according to the last Medi-
ametrie poll. Although many private commercial
stations argue that their listeners are not inter-
ested in the news, if aging teenagers begin to
express an interest in current affairs as Labro has
suggested, stations aimed at younger listeners
might seriously consider increasing their news
content. by David Roe

Industry Hits
Harder At
Radio Stations

NEP general manager Bertrand

Delcros suggested that the indus-

try could ask for quotas "affecting

certain categories of radio sta-

tions" at MIDEM, continuing the
on-going attack on radio stations not adhering
to French quotas.

Although the possibility of implementing
quotas "a-la-carte” looks unlikely, the move
reflects the industry's state of mind at a critical
period, which has seen the share of sales of
French product fall below the 50% mark in
1992.

This comment followed SNEP's acknowl-
edgement that the organization's agreements
with broadcasters signed in 1992 had been "a
failure,” particularly with the main musical net-
works NRJ, Fun and Skyrock. Deicros pointed
out, however, that the agreement also had its
positive sides, and that the majority of stations
which signed have respected their contract. He
notes, however that, "All stations need to
respect their commitments. "

Virgin president and SNEP vice-president
Patrick Zelnik announced that the industry
was looking for a system to motivate stations to
play more French music. "SNEP, along with
other partners in the industry, has decided to
create a fund that will allocate subsidies to sta-
tions which co-operate. It will soon be opera-
tional." Details of the way the fund will oper-
ate and its yearly budget have not been
finalized.

Close comparisons can be made with the sit-
uation in Canada, where strict quotas of 65%
have been in operation for several years. After
initial fears of audience migration to English-
speaking stations, the system proved a great
success. Advisor to the Quebec music industry
association Robert Pillon said he was "amused
to see Delcros shyly asking radio stations to play
a mere 20% of French songs." He recalls, "Que-
bec broadcasters were absolutely against these
guotas. But, in fact, not only did they improve
their ratings, they also made a lot of profit.”

Quebec music industry body Adisq president
Michel Sabourin pointed out that thanks to
more vibrant airplay activity, a new generation
of Quebec acts have appeared, such as Roch
Voisine, Jean Leloup and Luc de la Rochel-
liere. Sabourin claims, "These acts would never
have existed without the quotas. Radio stations
in France say that their listeners don't like
French songs, but what have they done to give
them the will to listen to them?"

Emmanuel Legrand
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PARALLEL IMPORTS/EXPORTS:

Synchronicity On The Dancefloor?

Taken to the logical extreme, Janu-
ary 1 1993 should have meant a sin-
gle pan-European market for the
network of Euro dance importers
and exporters. But for dance labels,
the new-found European club unity
has unfortunately meant more than
simply "one nation under a groove."

Increasingly reflective of each
nation's pop output, the emergence
of club cuts on European pop charts
has provoked watchful exporters in
one country to create havoc out of
carefully co-ordinated record com-
pany release schedules in another
country.

"We have to be very careful with
the Euro-Club records that we
license from abroad,” says React
Music label manager Thomas
Foley. "Some of the smaller labels
don't do any club promotion, often
releasing records as soon as they are
pressed. The problem is that if
we've licensed a track for the UK
and have taken four or five weeks to
promote a record in the clubs,

AL AGAMI

Deep Undercover - Funky Buddha
PRODUCER: Joe Belmaati &
Jorgen -TNT- Meller

Funky hip hop reminiscent of the
Jungle Brothers style and
standpoint. There's a strong hook
in the catchy sax sampling which
should ensure it a certain amount
of daytime airplay, while still
having enough of a street feel to
grace any specialist rap show.

ESPIRITU

Congquistador - Heavenly

PRODUCER: Espiritu

The initial promo last November grabbed
attention galore (if you could get a hold of
it).. This month's release sees it on its way to
hugeness. Considered by many to be
Andrew Weatherall's finest few minutes, he
keeps the original Latin feel and gives it an
acid trance overhaul. Phil Harding has
crafied an accessible radio friendly mix, too.

JAMIROQUAI

Too Young To Die - Sony Soho?

PRODUCER: Jamiroquai

An uplifting strings intro heralds Jamiro-
quai's follow-up to last year's inassive When
You Gonna Learn. Jay's "Stevie Wonder"-
ful voice grabs the melody and envelopes
itself in a warm overcoat of horns. funky

FEEL LIKE SINGIN' » Sandy B
The UK’s No. 1 Dance Record

O

new york

10

another label  ¢buld release at any
time before we do. This makes the
chances great that our pre-sale
orders will be eaten up by foreign
exporters, beating us to it," he
claims.

With the UK as one of the still
largely "singles-buoyant” markets,
"The UK dance labels can very
often find themselves inadvertently
generating sales interest on a
crossover track, purely for the bene-
fit of some importer/exporter com-
pany,” says Pulse-8 MD Frank
Sansom. "These days everybody
looks to the UK to create a hit, to
create the focus. But if labels from
two or three territories have licensed
the track for their own local market,
those labels start rushing the imports
in as soon as we start our promotion
work, and work their way into vari-
ous club charts here.

"It destroys our pre-sales,” he
claims. "One of the ways we get
around it is to take the track and
remix it, so that we have versions

guitar and intricate percussion accompani-
ment worthy of a Roy Ayers set. "Real”
music for the acid jazzed amongst you.

LUNATIC ASYLUM

Techno Sucks Vol. 1 - FNAC

PRODUCER: Guillaume Leroux &
Stephane Mennechet

Mental techno de France. Gobors kicks off in
gloriously sparse techno trance. Eternal
moves on into the realms of space, while the
interestingly titled Jordy Killer is a study in
synthesizer insanity. If your show is hard and
fast, it's got what you need.

STEREO MC'S

Ground Level - 4th & Broadway
PRODUCER: Stereo MC's

Their single off Connecred set to capitalize
on the critical acclaim which the album has
had across Europe. The style is now familiar.
relaxed hip hop canters alongside an insistent
drumbeat, harmonies hit the spot and a satis-
fying bassline complements free floating
instrumentation. Crossing the line now.

THE REESE PROJECT

Faith Hope And Clarity - KMS/Network
PRODUCER: Kevin Saunderson

At last, Detroit's prolific techno-soul giants
present a portfolio of their work. From the
Joey Negro mix of Direct Me to CJ Mack-
intosh on the mix with So Deep, the mixing
credits include essential involvement from

that nobody else has. That can be a
stipulation right from the word go.
With our licensing of Captain Hol-
Iywood's Only With You, we've
actually done all the remixes. That
gives us the edge.”

Together with the remix trick,
other labels like Sheffield's Warp
Records say they try to research the
other licensing deals that another
label might have secured. Agreeing
simultaneous release dates are
another way around the problem.

Unfortunately, however, the
application of local trade embar-
goes, including for example the
UK's BPYMCPS Import Agree-
ment, are often criticized for their
inefficiency and poor policing.

"When we licensed Coco Steel
& Lovebomb to Italy, we didn't
bother using the BPI/MCPS agree-
ment when we discovered that the
Ttalian label tried rush-releasing the
track in an attempt to grab our own
export orders," says Warp MD Rob
Mitchell. "[The BPI agreement]

the cream of both sides of the Atlantic. The
array of vocal talent you've come (o expect
makes this excellent album complete and
may secure long deserved chart success.

THE TIME TUNNEL

Time Tunnel E.P. - Eolus

PRODUCER: The Time Tunnel & Steve
Ph.D Dunne

Specialist corner! This tune is an experience.
Tribal rhythms mingle with psychedelic
soundbites and breathy vocals emerge from
behind industrial sounding sampling. Experi-
mental is an understatement. The second mix
moves in a much more funky direction and is
definitely easier to programme.

THE UNKNOWN HEROES
Give A Linle Peace - Don*8 Records
PRODUCER: Prime Motivation
While most charity records inevitably sug-
gest good intentions and poor quality, the
warm, soulful, yet club friendly production
of this, a cover version of Mica Paris'
Should've Known Berter offers inspiration 0
the club goer and—as the sleeve justifiably
boasts—food for a Somalian child for two
weeks.

Please send all your new dance releases
for review to Steve Morton,
PO Box 9027, 1006 AA Amsterdam

simply has no teeth. If people want
to get a record into a territory, then
the only way to stop them from
releasing it is to let them know that
you'll be releasing it soon. A lot of
shops don't want to reveal their
sources unless there's a proper
investigation so you really would
have to police your ban quite rigid-
ly."

If simple inefficacy was the
problem, small dance labels might
have less to worry about. Yet with
the advent of the single European
market, such import restrictions are
in fact wholly illegal under the Free
Movement of Goods Act, agreed on
by all 12 member states.

"Placing import bans on dance
imports is theoretically illegal,” says
BPI head of legal affairs Sara John,
"and trying to establish export bans
to achieve the same result at the
point of original distribution would
actually mean heavy fines and large

penalties for any labels prepared to

"As things stand there is a lot of
confusion with the new regulations.
Before 1993, labels could turn a
blind eye to the EC's 1956 Treaty
Of Rome; now it's very hard to, and
any importer can legally parallel
export anything, anywhere, as long
as he abides by his own domestic
license/distribution agreement,”
John argues. "It's really a question
of the word of a licensing agree-
ment against the new EC law, and
by definition the European direc-
tives must override all other consid-
erations.”

While few exporters would wish
to apply such laws, which in turn
incur the long-term bad will of their
domestic labels, the precedent of
applying an EC law over the impor-
tance of domestic intellectual prop-
erty is an argument waiting to be
tested. Eddie Coyle

LW WOC Adtist/Title

tabel

™

@ 18 2 U.S.U.R.A./Open Your Mind (deConstruction)
@ @ M PEOPLE/How Can | Love You More {deConstruction)
@ 19 2 NAUGHTY BY NATURE/Hip Hop Hooray {Tommy Boy)
@ B DIGABLE PLANETS/Rebirth Of Slick {Pendulum/Elekira)
O) ARRESTED DEVELOPMENT/Revolution {Chrysalis)
@ 10 3  SISTER SLEDGE/We Are Family '93 [Atlantic)
@) 17 3 MARY J. BLIGE/Reminisce {Uptown/MCA)
14 2 SHINEHEAD/Jamaican In New York (Elektra)
@ m RAPINATION/KYM MAZELLE/Love Me The Right Way (Arista)
10 4 4 ALEXANDER O'NEAL/Love Makes No Sense {Tabu/A&M)
@) 23 2 2 UNLIMITED/No Limit (Byte)
2 &= LEILA K/Open Sesame {Coma)
3 B> GLOWORM/I Lift My Cup {Pulse 8)
@ 24 2 STEREO MC'S/Ground level {4th & B'way)
@ [RE 3 SNAP/Exterminate {Logic)
156 PERCEPTION/Take U Higher (Talkin' Loud)
@ 25 8 WRECKX-N-EFFECT/Rump Shaker {MCA)
18 8 3 CAPT. HOLLYWOOD PROJECT/More And More {Intercord)
19 5 12 WHITNEY HOUSTON/1 Will Always Love You (Arista)
20 15 3 CO.RO/Because The Night {Proprio/Disco Magic)
en g U.S. 3/Cantaloop {Blue Note]
@ SHAGGY/Oh Carolina (Greensleeves)
23 3 4 EN VOGUE/Give It Up, Tumn It Loose {East West)
24 13 4 MARTINE GIRAULT/Revival {frr)
25 11 2 FELIX/It Will Make Me Crazy {deConstruction)

[ The European Dence Radio (EDR) Top 25 chart is based on a weighted-scoring
system. It is compiled on the bosis of playlists of European stations programming various styles

of dance music (including hip hop/rap, R&B and swingbeat] for the 15-30 yearolds, fultime or
during specific dayparts. Songs that have achieved top 20 status in the EHR Top 40 are regard-
ed as non-specific for EDR and receive limited points.

© BPI Communications BV

FRANKE

we're on a mission

produced & remixed

(of Felix fame)

another massive UK club hit!

AmericanRadioHistory Com
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FEEL LIKE SINGIN' + Sandy B
Available in Europe Now
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THE NEW SINGLE FROM

DURAN DURAN

IN “A" ROTATION ON 63 PLATINUM AND GOLD STATIONS NOw!!

United Kingdom France
ATLANTIC 252/London RTL/Paris
BBC RADIO 1/London
BEACON RADIO/Wolverhampton Germany
BRMB FM/Birmingham HR 3: LEIDER GUT/Frankfurt
CAPITAL Fvi/London WDR 1/Cologne
CHILTERN NETWORK/Dunstahle/Northamp- WDR 1: SCHLAGERRALLYE/Cologne
ton/Gloucester RADIO FFN/Isernhagen
METRO RADIO GROUP/Newcastie RADIO SALU/Saarbruecken
PICCADILLY RADIO/Manchester SDR 3/Stuttgart
DOWNTOWN RADIO/Belfast NDR 2 (DAYTIME PROG.)/Hamburg
FORTH RFM/Edinburgh RADIO NRW/Oberhausen
INVICTA/Whitstahle WDR 1: HIT CHIPS/Cologne
RADIO CLYDE/Glasgow HIT RADIO N 1/Nurembery
RED ROSE RADIO/Preston/Blackpool RADIO XANADU/Munich
TRENT FM/Nottingham
COOL FM/Beltast Holland
TROS RADIO 3/Hilversum
Belgium POWER FV/Amsterdam
RADIO GCONTACT F/Brussels
Hungary
Czech Republic RADIO DANUBIUS/Budapest
RTL CITY RADIO/Prague
italy
Denmark 101 NETWORK/Milan
ANR/Aalborg PETER FLOWERS FM/Milan
RADIO VIBORG/Vibory RADIO CLUB 91/Naples
THE VOICE/Copenhagen RADIO DIMENSIONE SUONO/Rome
RETE 105 NETWORK/Milan
Finland RTL 102.5 - HIT RADIO/Bergamo
RADIO 1/Helsinki STEREORAI/Rome
RADIO CITY/Helsinki RADIO MONTE CARLO/Milan

Norway
RADIO 1 F\V/Bergen
RADIO 1/0slo
RADIO 102/Haugesund
RADIO GRENLAND/Skien
RADIO MOSS/Moss
NRK/0slo

Poland

RADIO RMF/Krakow

Portugal
RFM/Lisbon

Russia
RADIO MAXIMUM/Moscow

Sweden
CITY RADIO/Gothenburg
CITY RADIO/Malmo
RADIO CITY/Stockholm
RADIO HUDDINGE/Stockholm

Switzerland
RADIO 24/Zurich
RADIO BASILISK/Basel
RADIO PILATUS 104.9/Luzern
RADIO Z/Zurich

Turkey
RADIO NUMBER ONE FM/Istanbul

Breakout
Rotation

Ordinary Wonrld

EXTRAORDINARY AIRPLAY ON A STATION NEAR YOU




STORMING EHR TOP 40

7"MORE GOLD AND PLATINUM ADDS THIS WEEK!"

"A" ROTATION ON THESE GOLD & PLATINUM STATIONS

_ Austria italy Switzerland
O 3/Vienna PETER FLOWERS FM/Milan RADIO PILATUS 104.9/Luzern
RADIO CLUB 91/Naples COULEUR 3/Lausanne
Czech Republic RETE 105 NETWORK/Milan DRS 3/Basel
RTL CITY RADIO/Prague RTL 102.5 - HIT RADIO/Bergamo
STEREORAI/Rome Turkey
Denmark RADIO BABBOLEO/Genoa RADIO NUMBER ONE FM/lIstanbul
RADIO ABC/Randers
THE VOICE/Copenhagen Norway United Kingdom
NRK/Oslo ATLANTIC 252/London
Finland BEACON RADIO/Wolverhampton
YLE 2/RADIOMAFIA/Helsinki Spain BRMB FM/Birmingham

CADENA 40 PRINCIPALES/Madrid CHILTERN NETWORK/Dunstable/Northampton/

Germany Gloucester
HR 3: LEIDER GUT/Frankfurt Sweden CITY FM/Liverpool
NDR 2 (DAYTIME PROG.)/Hamburg RIKSRADIO P3: KLANG & CO/Stockholm PICCADILLY RADIO/Manchester
HIT RADIO N 1/Nuremberg CITY RADIO/Gothenburg DOWNTOWN RADIO/Belfast
RSH/Kiel CITY RADIO/Malmd FORTH RFM/Edinburgh
RADIO CITY/Stockholm INVICTA/Whitstable
Greece RADIO HUDDINGE/Stockhoim POWER FM/Fareham
POP 92.4 FM/Athens RADIO CLYDE/Glasgow
RED ROSE RADIO/Preston/Blackpool
Holland TRENT FM/Nottingham
HET STATION/Hilversum KISS FM/London
NOS/Hilversum = HORIZON RADIO AND GALAXY RADIO/
Milton Keynes
Hungary
RADIO DANUBIUS/Budapest east west

- AmericanRadioHistorv.Com
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News

New Releases

Fury In The Slaughterhouse

Alternative rockers Fury In The
Slaughterhouse (FITS) are one of
the top priorities for BMG
Ariola/Hamburg. The fan base of this
Hannover outfit grew slowly but
steadily, mainly due to incessant tour-
ing. In this way they
gradually acquired a
huge audience, which
also  helped their
albums into the charts.
Even their eponymous-
ly titled debut, record-
ed on a shoestring
budget, sold 50.000
units so far, while b
1990's Jau sold 80.000 WEZA
copies to date and last ° ;
year's Hooky Hey reached the 90.000
sales mark. That earned them solid
support, especially in their native
north.

All that touring gained them
opening slots for acts such as the
Pogues, Living Colour and the
Jesus And Mary Chain. Later on
they progressed to major outdoor
events including "Rock Am Ring"
near Koblenz and the Lineburg festi-
val. A new and exceptional achieve-
ment, however, was the privilege of
opening for Steve Harley on his UK
tour in 1992.

The band and their management
opted for the deal with the joint ven-
ture company Slaughterhouse
Music, being believers in BMG's
international structure and network.

In this set-up original repertoire
owner S.P.V. handles the distribution
in the GSA territories and Poland,
while BMG deals with the rest of the
world. In Germany, S.P.V. handles
press and BMG radio promotion. This
is coordinated by BMG radio/TV
promo manager Lothar Dungs.

Especially in the early days, radio
support was rather limited, with pri-
vate network Radio FFN/lsernhagen
and pubcaster WDR 1/Cologne being
the most notable exceptions. A MTV

Europe campaign starting mid-
March will be the nucleus of the TV
promotion, seeing the station's

importance in Germany. Domestic TV
campaigns in Germany are still being
discussed.

The first video, being edited at
presstime, is produced by Jim
Rakete of Nina Hagen-fame. Shot
entirely in black and
white, it stars actor
Thomas Kretschmann,
who has one of the
leading roles in the
upcoming feature
movie Stalingrad.

A 35-date German
tour starts April 23. Tick-
et sales started Decem-
ber 12, probably a sell-
out, according to
Hamburg-based A.S.S. Concerts
which has handled the group's tour-
ing affairs since the beginning. The
whole project is coordinated by BMG
A&R/product manager Peter Kunz in
conjunction with SP.V.'s Manfred
Schiitz and Jutta Kestner.

Raul Cairo

W Signed to: S.P.V. and BMG Ariola
Hamburg. These companies set up a
joint venture called Slaughterhouse
Music on a 50/50 basis. The band was
originally signed to Hannover-based,
leading German independent S.P.V.
MDs of the merger are Manfred
Schiitz (5.P.V.) and Michael Anders
(BMG). This is an unique model of
marketing in which a major label
cooperates with an independent.

B Publisher: MCA Music.

B Management: Hidden Force Man-
agement, which consists of Michael
Smilgies and Marion Sienel, con-
sidered to be among the most profes-
sional in the business.

B Merchandising: N6ke Noéke/Han-

nover.

B New album: Mono to be released
February 26 in Germany; internation-
ally on March 1.

B New Single: Radio Orchid to be
released January 25.

M Producer: Jens Krause/FITS.

W Concerts: A German headline tour
is scheduled from April 23 to May 29.

AUDIO VISUAL MEETS THE MIND'S EYE — After months of reviewing, collecting
and creating unusual motifs for Jan Hammer's "Beyond The Mind's Eye", the makers held
an audio visual presentation at the technical forum in Munich's Imax-Theater at the
Deutsches Museum. Pictured above (i) are: MCA product manager Frank Pagen, BMG
Video's Michael Rarreck, Hammer, MCA marketing manager Jérg Eiben and Hammer's
manager Elliot Sears.

AL BANO & ROMINA POWER
Domani, Domani - WEA )
PRODUCER: J. Horn-Bernges/O. Staiz
This is one of those songs sounding
extremely familiar at first hearing,
yet exactly duplicating it is almost
impossible. With its instantly recog-
nizable chorus and top flight hook,
it's likely to become a radio staple
for a long time to come for both
ACE and EHR formats.

DORO

Bad Blood - Vertigo

PRODUCER: Jack Ponti

Bad Blood
marks the
return of one
of  Europe's
leading rock
chanteuses.
The song itself
is a crisply pro-
duced mid-
tempo rock anthem situated some-
where between Def Leppard and
early day Iron Maiden.

I

PETER FESSLER

Conquer Me - Metronome

PRODUCER: O. Heuss/P. Fessler
Lucid and lighthearted is the best
way to describe this irresistible pop
song cleverly constructed following
the blueprint for Boz Scaggs' Low-
down. It should do equally well on
both the airwaves and the dance-
floor,

HADDAWAY

What Is Love - Coconut

PRODUCER: Dee Dee Hallizan/Junior Torello
This is essentially the kind of record
dance and youth-oriented EHR pro-
grammers are looking for: a fast
house beat augmented by Nestor
Haddaway's deeply soulful vocals.
This is definitely on par with any-
thing that has come out of
Chicago's deep house scene for
quite some time.

MANDOKI

Mother Europe - Red-Rock/Virgin
PRODUCER: Leslie Mandoki

Backed by an absolutely stellar cast,
consisting of Jack Bruce, lJethro
Tull's lan Anderson, former Toto
frontman Bobby Kimball and
David Clayton Thomas of Blood,
Sweat & Tears fame, Leslie Mandoki
comes up with a very convincing
power ballad that should do well
with both Rock and ACE formats.

SUPERMAX

Back Home - DSB

PRODUCER: P.Kauke/K. HHauenstein
Some records simply defy catego-
rization and this is one of those.
Although propelled by subtle but
strong dance beats, it boasts a
somewhat ethereal rock over-
ground, which makes it appealing
to both rock and alternative pro-
grammers.

ANNETTE BERR

Haus Mit 13 Zimmern - WEA
PRODUCER: J. Pieper/S.R. Johannsen/W . Von Henko
This group, named after its lead
singer, covers a lot of ground; liter-
ature, cabaret and rock. They man-
age to weld all the different and
diverse components together quite
well, though, heard in songs like
the vaudeville Roter Samt, Rosen,
the waltz Schatten and the mysteri-
ous Zeit.

BROON

Broon - Harvest

PRODUCER: Chris Tsangarides

The solo debut of the Sisters Of
Mercy guitarist sees him staying
close to musical roots, even though
as a whole it's not quite as dark and
heavy. In fact, it contains quite a lot
of songs—all originals—with consid-
erable pop appeal but without
betraying his underground roots by
any means. Prime examples of this
are the current single On My Side
and Respect.

ORIGINAL BUAM

Fiir Du - Ariola

PRODUCER: H. Riissmann/T. Hauptmann
Most albums that consist of covers
tend to stay fairly close to the origi-
nal versions, but that's certainly not
the case here. As implied by the
album title, the central theme is Du
("You"), with everything seriously
metalized. This meat grinder
method works particularly with
evergreens such as Du, Du Bist Alles
("Maria Maria"), Bist Du Einsam
Heut' Nacht ("Are You Lonesome
Tonight") and last but certainly not
least, Ich Bin Wie Du.

SHYBOY

Best Of Wild Thing - DSB
PRODUCER: Norbert G. Yanicke

Just when everybody had forgotten
that hard rocking power trios ever
existed, out comes Shyboy to prove
that there is still plenty of life in the
genre. Embellished by sparse syn-
thesizer parts, they cut through
their generally strong material with
absolute conviction. Most notable
are Same Colour, Same Skin, Walk-
ing On A Thin Red Line, the some-
what funky Final Warning and the
vaguely Hendrix-esque Money.
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Please send your samples to Rail Cairo, PO Box 9027, 1006 AA Amsterdam, Holland.
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BMG ARIOLA AUSTRIA
MD Harold Biichel
BMG Austria's local artist ros-
ter includes  Papermoon,
Hubert von Goisern, C.P. Time,
Martin Seidl and 13A and on

"In the future | can foresee more co-operation.
As far as print media goes, there aren't enough
music publications who are product oriented, but
otherwise the coverage and support is relatively
good."

Summing up, Biichel says that the main prob-

Austrian Labels Push National Talent

POLYGRAM AUSTRIA
MD Chris Wemcken

PolyGram  Austria's  local
artist roster includes Wolf-
gang Ambros, Andy Baum,
Flying Pickets, Ludwig Hirsch,

the volksmusik side  lems faced by the Austrian music industry are a  Ostbahn-Kurti & Die Chefpar-

Stoakogler Trio, Réssl Musik-  very limited media landscape and the same eco- tie, Schréder, Gert Steinbéck-

anten, Helga Gruber, er, Die Struwpeters, STS

Raabtal-DirndIn, Styrina as well as jazz musicians

and Steirer Buam. A [ . . ! . Wolfgang Puschnig, .
ustria has a unique position in Europe, borderin

Christian & Wolfgang Muthspiel, Linda
BMG Ariola Austria MD Harold Biichel, Sharrock and the Vienna Art Orchestra.
formerly head of IFPI Austria, says that Aus-
trian artists only have the chance of having
hits in other countries when the product
quality meets international standards. He
adds, "Because of the huge amount of good
international productions, artists from a
small country such as Austria have to really
be convincing when it comes to quality."

Blichel says that crossover hits is definitely
an area his company is focusing on. "With
the high production costs you have to strive
for international success. Otherwise there
wouldn't be any viable production possibili-
ties." BMG Ariola is strengthening its nation-
al artist department and is giving national
productions higher budgets.

onto the major markets of Germany, Italy and Switzer
land, as well as Hungary to the east. Although this means
Austria is open to many musical influences it also makes
Austria the ideal gateway for pirate product flooding ir
from Hungary and Poland into Western Europe. Ausltria
also has a limited broadcast situation with a ban on pri
vate radio and very few opportunities to promote artists on
TV. Miranda Watson talks to four major companies in
Austria to find out their views on the industry, the opportu
nities for crossover hits for Austrian artists and the prob-
lems they are facing.

PolyGram Austria MD and president
of the Austrian IFPI Chris Wemcken says,
when talking about the international
exploitation of Austrian artists, that three
different levels have to be discussed. First-
ly, within the German speaking territories,
recordings by Austrian artists have con-
tributed to a great number of success sto-
ries over the years. Secondly, there has
always been a considerable international
market for a few chosen English hits of
Austrian origin and since the advent of
MTV Europe Wemcken has seen this mar-
ket potentially growing.

Wemcken adds, "It would be far easier |
for all Austrian record companies to commit their

He admits, however, that too much product has
been produced exclusively for the Austrian mar-
ket, without looking at cross-border possibilities.
He cites Papermoon and Lala Brooks as two
acts that BMG hopes will achieve international
success.

Blichel says Austria is very dependent on radio
because of the monopoly of 03, so any support
for the label's artists is only achieved by doing a
lot of convincing.

nomical problems faced by companies in other
European territories, except that Austria has a
smaller market.

"|'d like to see the introduction of private radio
in Austria, more music publications and more pro-
motional opportunities in newspapers. | also think
we should get more support from the powerful
industrial states like Germany, the UK and the
us."

foreign licensees if our national industry was
established as a serious contender of international
format with high-calibre potential, similar to mar-
kets such as Sweden. This is no doubt a tall order
for a comparatively small market with all its typi-
cal disadvantages.”

Thirdly he says is the jazz market, as with its
classical recordings PolyGram faces a real interna-
tional demand. He says he is very pleased to see

e e

Come Face-lo-Face
With Your Future!

If radio is your business, then NAB "93 is for
you. It is the world’s largest marketplace of
products, services and ideas in RADIO broad-
casting!

Join 52,000 other leaders and innovators from
throughout the world, and more than 800 com-
panies that will occupy 50,000 square meters of
exhibits.

And, NAB 93 aiso includes a radio/audio exhi-
bition hall, internationally recognized Radio
Management and Broadcast Engineering Sym-
posia and the NEW Radio Advertising Bureau
Sales and Marketing Management Symposium.

Symposia Details by Fax

Make sure you have up-to-the-minute sympo-
sia information by using the new NAB '93
Fax-On-Demand service. Information on
speakers, educational sessions, special
events and activities is being updated on a
regular basis. Here’s how it works...dial, in

| the USA, (301) 216-1847 from your touch-tone
fax machine handset and follow the voice
instructions. You pay only for the call.

Register Today!
Call NAB in the USA at
(202) 775-4972 or fax
(202) 775-2146.

German delegates are encouraged to use the
travel services of Broadcast Consulting
International—(BCI Nuremberg)—specialists
in commercial radio. BCI provides profes-
sional group tours to NAB "93 which include
radio station tours, registration, deluxe hotels
and a variety of other VIP services. Contact
Ms. Birgit Heinhofer (BCI) at (49) 911/953-5301
or fax: (49) 911/953-5309

European delegates can register and make
travel arrangements through American
Express/Germany. Ask for Mr. Conrads at
(49) 911/232397.

SUNDAY, APRIL 18 -THURSDAY, APRIL 22, 1993
LAS VEGAS CONVENTION CENTER
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recordings by PolyGram jazz artists Wolfgang
Puschnig and Wolfgang & Christian Muth-
spiel enjoying ever-growing success overseas.

On PolyGram's strategy as far as local talent is
concerned, Wemcken says, "My school of thought
tells me that only if we fully realize our local
artists' potential in our home market will we
stand the chance to be competitive international-
ly. Therefore | believe our philosophy of steady
and solid growth based on established artists jus-
tifying adequate investment in new talent is well
balanced."

On the lack of private media in Austria, Wem-
cken says that this does limit promotional oppor-
tunities, though print media and the national
music station O3 are he says are "rather support-
ive of most local talent."

One of the main problems facing the Austrian
music industry at the moment, says Wemcken, is
the establishment of German discount chains in
Austria. "They appear determined to starve out
traditional retail by means of a price war which
could leave long-lasting marks on our entire trade
structure. | am afraid this will eventually come out
of the consumer's pocket. "

Summing up, Wemcken comments, "In order
to be truly competitive this country needs choice
of local electronic media and an attractive retail
structure as well as more professionally trained
staff throughout the industry and its partners
such as artist management, trade and media.”

SONY MUSIC AUSTRIA

ﬁm Artist Marketing Manager
[Q. Eas @‘ “Club Play" label (on which
3 15-20 12-inch singles are

Andy Zahradnik
Sony's local artist roster is
divided into two main reper-
released per year) as well as
- one compilation album and
: folk and German-language

toire areas: Dance on Sony's

Foto: Lukas Beck
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repertoire including Simone, Die Originale Fidelen
Mélitaler and Karl Hodina. Sony also has the
instrumental, New Age artist Gandalf on its roster.

Sony Music Austria artist marketing manager
Andy Zahradnik says the chances of breaking
out of the Austrian market with an international
hit are small, but the opportunity is there. "When
it comes down to it, it depends on the commit-
ment of our partners in the other territories."

Zahradnik says that Sony concentrates on try-
ing to get international crossover for its local
artists when they have already proved successful
in Austria. "It's no use just spending more money
on local artists. It's much more important to use
your available budget well and to look for new
promotional and advertising opportunities."

Zahradnik says that because of the smaliness of
the market in Austria and the resulting small sig-
nificance of the Austrian record industry in other
territories, Sony Austria is very dependent on the
commitment of its partners in other territories.

Zahradnik also believes that there aren't any
real differences in musical taste between Austrian
and German consumers. "A title which has been
number 1 for nine weeks in Austria, should be
able to appeal to German taste too, as long as it's
not something too "Austrian" such as cabaret or
dialect text."

As far as radio in Austria is concerned, Zahrad-
nik says that things have improved greatly. "The
appointment of Edgar Béhm as head of 03 has a
very positive effect on the chances of Austrian
product getting airplay.”

Things Zahradnik would like to see changed
include more openness towards repertoire which
falls away from the mainstream sound and more
radio airplay for rock music. More music on TV is
something which he sees of utmost importance to
the industry. "There are almost no possibilities of
getting acts on TV or on showing videos. Worst
affected are the minority music genres such as
rock and dance. Our biggest wish is getting MTV

Europe on the Vienna cable network. Austria is
unfortunately still very much MTV-less."

WARNER MUSIC AUSTRIA
MD Manfred Lappe
Warner Music Austria's local
artists include English-lan-
guage acts Bingoboys, Bilgeri
and Edelweiss, German-lan-
guagel/dialect acts Peter Cor-
nelius, Roland Neuwirth and
Extremschrammeln and
jazzlinstrumental act Roland

4 Batik Trio.

Warner Music Austria MD Manfred Lappe
believes English-language artists have the most
crossover opportunities. "The Bingoboys have
already proved this in the US and Edelweiss is
the most successful pop-export from Austria at the
moment. Bilgeri, whose last album went gold in
Austria, now have a good chance of establishing
themselves in Germany." Lappe says that interna-
tional success comes second. "Artists have to first
establish themselves and their product in Austria.
Without success in your own country, you can't
take on the world out of Austria."

On the subject of media, Lappe says that as
with any small market, the means and media in
Austria are limited. "Because of the traditionally
high musical standard and creative potential in
this country, the resources of media, trade and
companies available seem meager, but in my view
they are quite adequate. However, | think that
everyone must work together to raise the status
of national product in Austria.”

In conclusion, Lappe says, “The problems faced
by the Austrian record industry are just the same
as those faced by the rest of the world. Since the
opening of the borders in the east and the move-
ment towards a unified Europe, we can no longer
see Austria as a blessed island, but as a mosaic
stone in the map of Europe."

S
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ANDY BAUM - Austrias
leading English rock-act

steps into Europe.

CATCH MY BREATH -
Produced by

Tony Taverner and
Andy Baum & The Trix ¢
mixed by Tony Taverner
First Single: DON'T
MAKE A FOOL

...CAUSE LOVE WILL
ALWAYS COME LIKE
WARM AND TENDER
RAIN...

For further information

please contact

>
R

Karin Leinwather at
PolyGram, Vienna

Phone: 0222/811 21 Ext. 210
Fax: 0222/83 13 00
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Marketing The Music

Soulsister Changes Name Again

"What's in a name?" they say. Forget it, a
name is very important. Soulsister is pretty
much the story of a band changing its
name every now and then. After the unpro-

nounceable name change to "Leyers,
Michiels & Soulsister,” the international
release of the third album "Simple Rule"
marks a return to the name that made them
famous with the worldwide (one million
selling) hit single "The Way To Your
Heart" in 1988. "Never change a winning
team" seems to be the new motto.

by Marc Maes
Originally started off as the Soul Sisters in
1986, the first success was scored under the
Soulsister banner with aforementioned glob-
al hit plus the 1989 debut album It Takes
Two. Tts successor Heat one year later was
released under the name Leyers, Michiels &
Soulsister, referring to the band's nucleus
Jan Leyers and Paul Michiels.

Further international success was blocked
by the confusion that arose around this name
that was too hard to pronounce outside their
native Belgium, where Heat still reached

double platinum (100.000 copies). And now,
for the third album Simple Rule, it's back to
Soulsister as far as the international market is
concerned, hoping to pick up the lead they
left behind three years ago. In Belgium,
where the album was released in the tail end
of last year and already sold 40.000 units, the
band will stick to the long version of its
name.

"All these name changes are a burden that
we have to live with, and we can,” comments
Johan Berckmans, the band's manager for
Belgium. International manager Michael
Lang of New York-based Better Music
explains the various monikers over the years.
The long name was made especially for the
American market "because we felt in the US,
the name Soulsister gave a wrong impression
of what they were about. One would immedi-
ately think of a female R&B group. Leyers,
Michiels & Soulsister as a name, however,
created too much confusion with the
European consumers and radio.”

EMI international manager for Benelux
repertoire Danny Friedrichs admits that the
earlier name change was very confusing, and
is determined to take the band back to the sta-
tus reached with their debut album.
"Internationally seen, Simple Rule is the true
follow-up to It Takes Two. We intend to
restore the band's profile to wipe away the
confusion as created around the previous
name. With the album Hear we haven't been
able to broaden our basis."

EMI is currently establishing the image of
Soulsister as a duo; on artwork, at presenta-
tions and at press conferences. That is noth-
ing new for Berckmens. "Compared to the
previous albums, so far nothing has really
changed, as Leyers and Michiels used to take
care of business all the time. The full line-up
only appeared at gigs, TV shows and photo
sessions."

The album was preceded by the single
Broken, a puissant soulful pop song, penned
by American co-producer David Werner in
the best Hall & Oates' blue-eyed soul tradi-
tion. According to Leyers, this man—intro-
duced to the band by Lang—was the right
choice. "He is somebody of our generation,
with the same sense of humour. We consid-
ered him as the excellent extra creative ele-
ment, adding a certain ‘feel' to our music.”
The mixing has been done by Bob
Clearmountain, who described Soulsister as
"mid-Atlantic."

The single has been received extremely
well by European radio, with additions on
playlists of leading stations in Holland,
Scandinavia and Germany (see M&M's
"Station  Reports" pages). Continues
Friedrichs, "This is our first target. We want
to break the single on radio. We have pre-
pared its release with station IDs and numer-
ous interview sessions. Soulsister has given
proof in the past of being very radio-friend-
ly."

In Germany, the release of the album was
backed by a full week of promotion activities
(February 8-13). Together with Italian singer
Angelo Branduardi and Danish all-girl
group Miss B. Haven, Soulsister was part of
the "Europa Ist Eins" ("Europe Is One")
showcases organized by EMI Electrola.

Soulsister surprised the German industry
with  "unplugged” performances. Adds
Friedrichs, "Leyers and Michiels are very
strong in playing such acoustic sets, which
serve as a perfect introduction to the album.
We think they're essential marketing tools.”

Other territories on the promo agenda
include Switzerland, Scandinavia, Spain and
Italy. The next step is a 16-date Belgian con-
cert tour. Both managers Berckmans and
Lang consider touring as a vital element in all
their artist development plans.

B Wendy James of Transvision Vamp
is coming out with a solo album in April.
It will consist of songs Elvis Costello
wrote for her.

B On March 1 the new Eddy Grant-
produced Mighty Sparrow album
Dancing Shoes will be out on Ice
Records.

| Black
rock act 2
Tribes' new
single What
Do They o
Want From T,

Us? (Com- % j
pulsion) is [ o

a sa_tlre pn iE%
muiti-racial

love affairs for fashion's sake.
B Shabba Ranks is no longer part of
Bobby Brown's US tour. The king of
ragamuffin is said to have been dropped
off the bill after his recent anti-gay
remarks.

B The Carly Simon-written opera
Romulus will be premiered in New York
on February 25.

M Dutch rock band Powerplay has now
inked a deal for the world to EMI
Electrola. Last year's independently
released album Hyprotised (Van) will
be reissued in April. First single Two
Worlds, Two Hearts will be out one
month earlier.

B Tony Joe White has his own special
way of thanking Tina Turner for record-
ing some of his songs in the past
(Steamy Windows and Undercover Agent
For The Blues a.0.). One of the tracks on
his new, yet untitled album—scheduled
for release in April—is entitled Tina.

i

The September When And Salvation Army Join Forces

Norway has given birth
to its own R.EM., at
least so says renowned national music
magazine Bear. The September When,
one of the nation's hottest and most distinc-
tive rock bands, is back on the track with
its third album One Eye Open.

The album's precessor Mother, I've
Been Kissed has sold 80.000 units at home,
and it has laid the foundation for increased
success for the band here. Both albums
received the best possible media coverage.
How One Eye Open will perform depends
on the marketing, which is where Warner
Music Norway has taken one step beyond
the ordinary.

Warner Music has gone into partnership
with the Norwegian Salvation Army to
boost sales of the new album. With the
help of the Salvation Army, which bases
much of its work on volunteers, the mar-
keting expenses have been reduced to a
minimum. Over one hundred companies
and individuals have either volunteered or
participated in the project at a greatly
reduced price. The video for the new single

Can I Trust You has been produced for
NKR 200.000 (app. US$ 30.000), while the
aliernative cost (without Salvation Army
support) would have been NKR 800.000.
In the video, the band members are wear-
ing clothes from Fretex-Elevator (second-
hand clothes from the Salvation Army).
Since the video is an advertising spot for
Fretex-Elevator, it has received free expo-
sure on the national TV station TV Norge.
During the period January 23-29, TV
Norge aired the three-minute video five
times, while a 40-second excerpt was
broadcast seven times.

"No organization has greater credibility
than the Salvation Army," says band mem-
ber Helge Hummervoll. "If there's any
organization you want to donate money to,
it's the one, because you always know that
the money will reach the people who need
it." Adds Wamer Music Norway
A&R/marketing manager Fred Engh, "All
the effort put into this campaign leads to
supporting a good cause and everyone ben-
efits from that." The additional marketing
consists of press and radio interviews, TV

appearances, touring, retail displays and
advertisements in several mewspapers. A
20-minute radio special has also been pro-
duced by Warner Music and distributed to
90 radio stations throughout Norway.

The September When, which recently
proved its abilities at the MIDEM festival
in Cannes, is ready for an international
commitment as the new album will be
released in several foreign territories. "So
far Spain, Greece, Benelux, Sweden,
Denmark and Finland have agreed to
release the album," says Engh. "The inter-
national market isn't unfamiliar territory to
the September When as both previous
albums were released more or less world-
wide (see M&M, November 16, '91).

On the new single, vocalist Morten
Abel's spine-chilling vocals ring out a con-
fident, almost cheerful tone. Can I Trust
You features U2-ish guitar chords and
would appeal to both ACE and EHR for-
mats. And don't be surprised if it even gets
played on the dancefloor. One of the
September When's singles Bullet Me is still
a nightclub favourite.

The first album The September When
released in '89 sold 15.000 copies and
reached the Top 15. The second album
Mother, I've Been Kissed went to number
one in the charts, spawning three top 10
singles.

B Signed to and published by Warner
Music Norway.

B Management: Gunnar Eide/Oslo.

B New album: One Eye Open released on
February 12.

B New single: Can I Trust You released in
January; currently, it is at number 3 in
Norway and at number 95 in the
Eurochart Hot 100 Singles.

B Recorded at Puk Studios/Denmark.

B Producers: Jimmy Miller, Dave
Burnham, Garry Hughes, The
September When.

B Marketing: TV/pressiradio interviews,

radio special, print ads, TV adds/appear-

ances, touring retail displays.

W Concert tour: March-June in Norway
Kai Roger Ottesen

E

Marketing The Music: Arfists featured have either achieved Top 15 chart status in the Eurochart or in their country of origin.
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New Releases

ALICE IN CHAINS

Them Bones - Columbia R/A/EHR
PRODUCER: Dave Jerden/Alice In Chains

Ball and chains for all those rock program-
mers who don't check out these grunge rock-
ers on their European tour. Prepare your lis-
teners for these concerts—a Seattle two in one
package with Screaming Trees—with this
dark metallic single.

TASMIN ARCHER

In Your Care - EMI EHR/ACE
PRODUCER: Julian Mendelsohn/Pefer Kaye
For her first hit Sleeping Satellite Archer had
to wait four years. Will the lady who finally
beat all those chart invaders coming’ from
clubland do the same with this tormented bal-
lad? Don't sleep for another four-year period.

BARENAKED LADIES

Brian Wilson - Sire

PRODUCER: Michael Phillip-Wojewoda
We still learn every day. Judged by the lyrics
of this fine semi-acoustic pop tune Brian
Wilson of the Beach Boys also had a bed-in
session like John & Yoko. And so does the
singer of this Canadian combo...

A/EHR

HOTHOUSE FLOWERS

psthonse flowsrs

ulico

Fes .

an emotional fime

An Emotional Time - London
PRODUCER: Stewart Levine
Day dreamers in the business hold your breath
for a combination you never imagined: Bowie
backed by Chris Isaak's band. Believe us,
pathos and twang make a beautiful blend, and
is a personal favourite of Radio Regen-
bogen/Mannheim head of music Martin
Schwebel. “"For me it has a magic touch. It's
the sort of record that sticks out of the mud. [
always hope that people will turn up the vol-
ume for such an unusual pop song.”

EHR/ACE

WHITNEY HOUSTON

I'm Every Woman - Aristo EHR/D/ACE
PRODUCER: Narada Michoel Walden

All contenders for nuniber one hits should call
in the help of a bodyguard to protect them-
selves against Whitney, who will have no
pity, armed with this cover of the Chaka
Khan funker in a somewhat poppier fashion.

EDDIE MURPHY

| Was A King - Motown D/EHR
PRODUCER: Eddie Murphy/David Allen
Jones/Trenten Gumbs

Apply Murphy's l