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Virgin Radio
Makes 'Instant'

History
New national AOR outlet Virgin
1215 claims to have made UK
broadcasting history with the
signing of the "biggest ever"
radio advertising deal. The sta-
tion, launched April 30, signed a
£2 million (app. US$3 million)
three-year contract with instant
coffee manufacturers Nescafe.

The deal includes sponsor-
ship of DJ Chris Evan's Satur-
day morning slot "The Big Red
Mug Show." The station was
launched by Richard Branson
from the Virgin Megastore in
Manchester. The deal comes on
the heels of Canandian brewers
Labatt's sponsorship of the sta-
tion's Sunday afternoon album
chart show. MMc

CSA OKAYS TRANSACTION

CLT Acquires 34% Of
EHR Net Fun Radio
FRANCE
by Emmanuel Legrand

After months of speculation,
French broadcasting authority
CSA gave the green light on
April 27 to allow Luxembourg -
based group CLT to buy a 34%
share in Finvest, the holding
company of EHR network Fun.
CLT already operates leading
full -service web RTL and has a
minority stake in EHR/national
music net M40.

CLT has acquired the shares
from press tycoon Robert Her-
sant's company Socpresse for an
undisclosed amount. A source
close to the deal puts the total
value of Fun Radio in the range

of Ffr200-250 million (app.
US$37-46 million).

It is understood that the deal is
a first step in a move towards
total CLT ownership of Fun,
depending on changes in the
communication law and the cur-
rent anti -concentration ceiling.

The deal included the require-
ment from the CSA that CLT
reduce its shares in M40. A CLT
source says that CLT is currently
considering lowering its stake in
M40 from 35.7% to 25%, esti-
mating it will be done "within the
next six months."

The CSA has also urged Fun
not to apply for any more local
frequencies in category C, but

(continues on page 25)

German Media Under Attack
Heinemann Calls To
'Europeanise' Radio

GERMANY
by Miranda Watson

Head of music entertainment at public net West
Deutscher Rundfunk Rudolf Heinemann called
upon German radio programmers to "get more Euro-
pean" last month in an open letter sent to the coun-
'try's radio stations, record companies and media.
The time is politically ripe to address the German
radio industry in this way, he says, and with the
opening up of borders in Europe, he believes it is
now high time that the German industry become
more open in its attitude towards national music.

The letter criticises German radio programming,
where he says "imported music from England and

(continues on page 25)

Radio, W Slated For Lack
Of National Support
GERMANY
by Miranda Watson

German television and radio were criticised by
record industry executives for not supporting nation-
al talent at the annual BPW press conference held in
Hamburg on April 22. BMG Ariola GSA president
Thomas Stein led off the panel discussion, saying,
"We have no regular platform to present our product
in Germany. National pop/rock music only appears
on TV as a filler. Austria has many possibilities on
TV to present local product, France has quotas and
England has 'Top Of The Pops.' We have less than all
of these countries."

Stein pointed out the disproportionate number of
(continues on page 25)

.EMI/ELECTROLA IN ISTANBUL - This year's sales convention for EMI
Germany, Electrola, EMI Classics, EMI Austria and EMI Switzerland took
place from March 26-28 in Istanbul. President of EMI/Electrola GSA ter-
rirories Helmut Fest welcomed convention participants from the sales, mar-
keting, promotion and A&R departments, plus guests from the European
headquarters in London and the newly appointed director of the compa-
ny's distribution centre at Butzweiler Hof, Roland Beyer.

Weighting Glitch
Delays RAJAR Results
UNITED KINGDOM
by Mike McGeever

The RAJAR results for the first
quarter 1993 for UK radio have
been delayed for several days due
to what was called a "processing
problem" at Research Services
Limited (RSL), the research firm
contracted last year to carry out
the new survey system measuring
the entire radio scene, encom-
passing both the BBC and com-
mercial radio. The results were
supposed to be published on
April 27.

RAJAR director Roger Gane
explains that the delays were due
to things going wrong in the
complicated weighting structure,
which resulted in losing details of
social class profile. "This was
obviously wrong and was not
picked up soon enough [by
RSL]," he says. "But it suddenly

became obvious when we
[RAJAR] looked at the results.
There were too many ABC l's and
not enough of the others.
Something has gone in there
which should not have been

(continues on page 25)

No. 1 in EUROPE

European Hit Radio
SNOW
Informer

(East West)

Eurochart Hot 100
2 UNLIMITED
No Limit
(Byte)

European Top 100 Albums
OST - THE BODYGUARD
The Bodyguard
(Arista)

MI BEATS MATIC
the MOTORCITY MIX

PRODUCTIONS

Belgium
phone: 03/457.58.59
fax: 03/457.58.83

proudly
presents: including: Reach out, I'll be there, Stop, in the name of love, Come see about me,

The same old song, ABC and more.

Still available for some territories



sade
the

love deluxe
tour 1993
congratulations to

sade
on over 3.5 million sales

of love deluxe

and on the success of

the sold out

north american

and european tour

sponsored by

riAkM

Roger Davies Management ttiii

Sony Music Publishing

Sony Music International t
DP/1



Dutch Retail Sales Slump 17 % EUROPE A T A GLANCE
HOLLAND
by Miranda Watson

Retail music sales slumped by
17% in Holland over '92 to 39.8
million units, while the retail
value of the Dutch music industry
dropped 10% to Dfl 1.1 billion
(app. US$622 million), according
to latest figures released by Dutch
industry body NVPI.

The market showed all for-
mats, single and album, to be in
decline apart from the CD single,
with a slight increase of 3% in
retail sales to 3.8 million units
and a 7% rise in value to Dfl 46

The CD single now rep-
resents a massive 96% of the sin-
gle market, with the cassingle and
vinyl single formats both selling
just 0.2 Allion units.

The CD album is no longer a
growth format in Holland. The
early growth in this country and
high penetration have meant that
decline has set in earlier in Hol-

land than in other European terri-
tories. CD album sales dropped
15% in unit sales to 33.2 million,
dropping 10% in value to Dfl 1.0
billion. Vinyl albums continued a
predictable fall of 54% to 0.6 mil-
lion units, while cassette album
sales dropped 33% to 1.8 million.

Head of marketing services at
NVPI Olav Vlaar comments,
"We had been expecting this
decline for '92. We've had a very
strong, growing market over the
last few years because of the CD.
We were one of the first countries

in Europe to adopt the format and
now we're one of the first markets
to show a decline in CD sales.
There is also a tight correlation
between sales and CD player pen-
etration-this is only growing
very slightly. People buying CDs
now are late adapters and no
longer represent an important
market." Vlaar says he predicts a
similar decline for '93 and possi-
bly '94 and that after that the mar-
ket will begin to stabilise.

Dutch Record Industry Retail Sales
(millions of units)

'91 '92 % chg.
Singles 5.0 4.2 -16%
Vinyl album 1.3 0.6 -54%
Cassette 2.7 1.8 -33%
CD 39.2 33.2 -15%
Total 48.2 39.8 -17%

Source: NVPI

Indie Radio Wins Top Sony Radio
Awards, BBC Wins Majority
UNITED KINGDOM
by Mike McGeever

Commercial radio stations won
some of the top awards at the
eleventh annual Sony Radio
Awards, while BBC Radio gath-
ered the lion's share of prizes,
walking away with 25 of the 33
awards at the Grosvenor House
Hotel, London, on April 26.

Newcomers to the industry
also faired well, with Classic FM
winning National Station Of The
Year for "breaking new ground
and its ability to introduce the lis-
tener to a wider range of musical
experience," according to the
judges. The classical music out-

let's morning presenter Nick Bai-
ley was awarded gold for Best
Breakfast Show (non -contempo-
rary).

Meanwhile, Capital Gold/
London received a gold award for
Best Breakfast Show (contempo-
rary music). The Tony Black-
burn show won because the
judges felt "in an era of 'zoo'
morning formats, the solo perfor-
mance of one man presenting the
breakfast mix was refreshing."

Commercial radio swept the
other Station Of The Year awards
with best local going to
EHR/ACE Fox FM/Oxford and
best metropolitan station to MOR
Clyde 2/Glasgow.

Tandan New Deputy
MD Warner Sweden
SWEDEN
by Machgiel Bakker

Sanji Tandan, MD of East West
UK's Magnet label is to return to
Stockholm to become deputy MD
and director of marketing of the
Swedish branch of Warner
Music.

Before joining Magnet, Tan-
dan served as head of Warner
Music Sweden's subsidiary
Metronome for two years and
also managed the independent
Polar label in 1989.

Tandan was brought in by
East West UK MD Max Hole in
the summer of 1991 to revitalise
the Magnet label (the original
home of Chris Rea), bought by
Warner Music in 1988. During
his two-year stint as Magnet MD,

Tandan signed acts such as Helen
Hoffner, D'ream, Fresh and AB
Logic.

Tandan is leaving Magnet at
the height of the label's success
with two acts currently in the UK
top 20-D'Ream with U R The
Best Thing and Inner Circle's
Sweat (A La La La La Long), a
big mainland European hit of last
year.

Tandan will join the Swedish
company on June 1 and will
report to MD Hans Englund. It
is rumoured that Warner Music
intends to fold 'the Metronome
label, established in 1949 as a
licensee for Atlantic and then
WEA International. Metronome
was purchased by WEA Interna-
tional in 1979.

Best Newcomer gold was
awarded to comic Tom Bright of
EHR Radio Wave/Blackpool.
Bright, 45, started in radio less
than a year ago hosting a Sunday
show at Wave.

The ceremony also acknowl-
edged the achievements of syndi-
cators. Unique Broadcasting/
London picked up the gold award
for Best Popular Music Pro-
gramme for its production of
"Unsung Heroes" for BBC Radio
1 FM. The six -part series cele-
brated song writers who write
songs for others to sing. MCM
Networking garnered the gold
for Outstanding Special Event for
linking 41 ILR stations with sev-
eral venues during last summer's
Coca-Cola Live National Music
Day.

Secretary for National Her-
itage Peter Brooke told the
crowd that it was an "exciting and
challenging time" for all of radio
given the debate over the future
of the BBC and the expansion of
commercial services.

Other gold winners were as
follows: Specialist Music Pro-
gramme: BBC Radio Scotland;
Outstanding Service To The
Community: BBC Radio Not-
tingham; Sony Special Award:
Misha Glenny, former BBC
Central Europe Correspondent;
Music Programming: BBC Radio
Ulster's "Griefs Fancy" (folk,
blues and jazz show) and BBC
Radio 4 "Use of Comedy"; Radio
Academy Creative Award: David
Hatch, former MD of BBC
National Radio Networks;
Broadcaster Of The Year: John
Peel; Gold Award: Humphrey
Lyttelton, for his contribution to
radio during his career.

BELGIUM: Radio Donna Adds Merchandising
Caps, sunglasses and pins emblazoned with the BRTN's Radio
Donna logo are now available in retail outlets throughout Flanders
since BRTN's advertising company VAR concluded licensing deals
to market the merchandise. It is now negotiating a royalty rate with
the manufacturer for use of the logo. Meanwhile, merchandising is
also advertised through spots on Radio Donna and via printed media
group VUM. Marc Maes

IRELAND: IRTC Meets In Dublin
Two more FM frequencies are available for the Dublin area, while
there are plans to licence an all -Gaelic radio station in the future.
These were two of the issues announced by Independent Radio and
Television Commission secretary Michael O'Keefe during a four -
day music business seminar and workshop in Dublin. The seminar,
opened by U2 manager Paul McGuinness and drummer Larry
Mullen Jr, included a panel on Irish music on Irish radio. Speakers
included RTE's ACE net 2FM producer Ian Wilson, O'Keefe, Sea-
mus Rutledge of Mid West North West Radio, Neil Prendeville of
ACE 96FM/Cork and ACE 98FIVI/Dublin assistant station manager
Dirk Anthony. Dermott Hayes

SPAIN: Young Acts Compete For Premios Siroco
One -year -old group Rio Arriba walked away with the Best Pop -
Rock award on April 21 at the Premios Siroco held in Madrid. The
unofficial ceremony for new pop -rock was recorded by pubcaster
RNE's EHR net Radio 3 and MCed by Julio Ruiz, presenter of the
nightly new pop -rock programme "Disco Grande." Highlights will be
played on the programme. The Best Pop award went to La Esquina,
.while the Tiburones took the prize for Best Rock Act. Other winners
were: Talent: Los Sentidos; Special: Ferroblues; Indie: Usura;
Innovation: La Marabunta; Soul: Smart Dress; Revelation:
Supriya Soul; Entertainment: Jumentos. Winners of the 1992 Pre-
mios Siroco were Los Caciques and Garage de Willy.

Howell Llewellyn

GERMANY: MCA Hopes For Summer Reggae Hit
MCA Germany hopes for a summer reggae smash with its new
worldwide signing Papa Winni. Carribean-born Winni currently has
a Top 10 hit in Brazil released via another label and MCA MD Heinz
Canibol says he is hoping the artist's debut single release in Germany
in May Rootsie And Boopsie: You Are My Sunshine will be as suc-
cessful as Inner Circle's reggae hit Sweat last year. MW

FRANCE: NRJ Bids For RMC/Nostalgie
Following the CSA's announcement that it had chosen the Mander-
stam plan for RFM instead of the NRJ/Ayache/Radiofina proposal,
NRJ has officially made a bid for ACE/Gold RMC-Nostalgie, due to
be privatised soon. Another major player has also bid for RMC:
industrial group Alcatel-Alsthom, owner of weekly magazines
Express and Le Point. Francoise Sampermans, president of the
group Express said recently she was planning to "reformat the station,
turning it into a high standard network." On the other hand, NRJ said
it would put more focus on a news station (RMC is currently a full -
service network covering the South of France). Emmanuel Legrand

McGOUGH JOINS EAST WEST - East West new head of A&R Marc Fox
(right) recently announced the appointment of former Happy Mondays
manager Nathan McGough as A&R manager. McGough started his career
in the music business in 1980 as manager of the Pale Fountains, followed
by the Bodines in 1985 and the Happy Mondays in 1988.
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BPW Conference Announces 8%
Drop In German Shipments
GERMANY
by Miranda Watson

The German music industry rose
2.5% in '92 to DM4.14 billion
(app. US$2.5 billion), according
to figures released by German
music industry body BPW at its
annual press conference in Ham-
burg. Unit shipments by BPW
member companies dropped how-
ever by 8% from 231.8 million
units to 213.1 million units.

In its report, BPW says this
represents a pleasing result for the
German music industry in the
face of difficult economic
circumstances. One of the biggest
problems facing the industry in
'92 was the flood of direct
imports, especially from the UK
after the collapse of the British
pound. The music industry also
suffered from sales of
unauthorised live recordings,
according to BPW, which are still
allowed due to loopholes in the
international protection rights
system.

The most dramatic increase

was that of the single, which rose
5.1% in units to 26.7 million.
BPW MD Peter Zombik says
this is mainly due to the growth
of the CD single, which grew by
a massive 48% from the previous
year. The CD single accounts for
80% of total single sales.

Total album shipments
dropped however from 206.4
million units to 186.4 million. CD
album shipments rose 20.8% to
125.9 million units, accounting
for almost 75% of the market
value. But this wasn't enough to
compensate for the decline in the
vinyl and cassette formats.
Comments Zombik, "The vinyl
album format has now left the
mass market. It is a format for
collectors and fans. The MC
children's market has collapsed
because of the growth of
computer games -though we
expect this to stabilise over the
next year. Our goal for '93 is to
try and maintain CD album
growth."

Vinyl album shipments
slumped from 23.8 million units

1992 German Record Industry Shipments
(units in millions)

1990

Singles 27.2
Vinyl Album 43.9
Cassette 74.7
CD 76.2
Total 222.0
Source: BPW

1991 1992

25.4
23.8
78.4

104.2
231.8

26.7
4.9

55.6
125.9
213.1

in '91 to just 4.9 million, while
cassette albums shipped 55.6
million -a fall of 29% from the
previous year.

BPW says that although the
next few months will be tough
because of the worsening
economic climate in Germany, it
is expected that the music
industry will stabilise. BPW says
it is optimistic about the future of
the DCC and MiniDisc.

East German sales are still
way below the Western level,
standing at 12% of total turnover
(East Germany accounts for 20%
of the total population of
Germany).

SILVER FOR THE ITALIAN BROTHERS - The Rapino Brothers Charlie Mal-
lozzi (I) and Marco Sabiu (r) were awarded Silver discs for UK sales of
Take That's single "Could It Be Magic. ",which later received the BRIT
Award as "Single Of The Year." The discs were presented by artist Kym
Mazelle (centre), who sang vocalist on The Rapino Brother's "Rapination"
single "Love Me The Right Way."

IRMA Award Deifies Van Morrison
I RE LAN D
by Dermott Hayes

American rock group R.E.M.
took two top international awards
at the Irish Recorded Music
Awards (IRMAs) in the National
Concert Hall in Dublin recently.
R.E.M. bass player Mike Mills
was on hand to receive the prizes
for Best International Album and
Best International Group from U2
bass player Adam Clayton. The
show was broadcast live on Irish
national television and on the
national pubcaster's ACE 2FM
radio channel.

Another artist recognised in

the ceremony was veteran Irish
',Celtic Soul" king Van
Morrison, who received a special
"Hall of Fame" award for his
contribution to the Irish music
industry. Special guests
performing that night included
Enya, who won Best Irish Female
Artist and Curtis Stiger, his long
hair shorn, who took an award for
Best International Newcomer.
Stiger later played a duet with top
Irish songwriter Paul Brady, who
won Best Irish Male Artist.

The full list of awards was as
follows: Best International Group
and Best International Album:
R.E.M.; Best International

Country Album: Garth Brooks
(Ropin' The Wind); Best Irish
Album: The 4 Of Us (Man Alive);
Best Irish Male Artist: Paul
Brady; Best Irish Female Artist:
Enya; Best Irish Band: The
Stunning; Best New Irish Artist:
Eleanor McEvoy; Best Irish
MOR Act: Finbarr Wright; Best
Folk Artist: Sharon Shannon;
Hall of Fame Award: Van
Morrison.

British pop group, The
Beloved also performed and Def
Leppard lead singer Joe Elliot
and Commitments' star Andrew
Strong were among the guests.

Six Months After Restructure: Radio 3 Up, Publics Slide
HOLLAND
by Marlene Edmunds

Six months after the major
restructure of the public broad-
casting system in the Nether-
lands, marketshare for the pub -
casters has dropped miserably,
from 56.9% prior to the October
restructure, to 49.7% in March.

The real culprit in the dismal

showing is [ACE] Radio 2. The
station's stubborn resistance to
horizontal programming has
earned it the reputation of being,
in the words of public umbrella
organization NOS audience
research analyst Henk van
Zurksum, "One of the last
stations in which all the different
[broadcasting] companies can
express their individuality."

MARKEN INTERNATIONAL
COURIER SERVICE
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THE MEDIA AND ENTERTAINMENT
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DUSSELDORF (02131) 94 130
LONDON (081) 847 5631
LOS ANGELES (310) 641 8393
NEW YORK (718) 322 3100
PARIS (1) 48 94 69 29
ROTTERDAM (010) 262 0661

It's a small world with MARKEN!!

In the newly deregulated
climate in Holland, however, that
non -conformity is proving costly.
Radio 2's market share dropped
from 15.1% in September to a
pitiful 7.7% in March.
Commercial broadcasting was
legalised in Holland in December
of 1991, but even prior to that,
satellite stations began to snag
significant slices of the public
listening pie. In January of 1989,
the market share of all five
broadcasters was 87%. Just four
years later, it had dropped to
53%, and is still dropping.

The public system's
reorganisation last autumn was to
be the first time in the history of
Dutch broadcasting that all five
stations would be programmed
along horizontal lines, offering
similar fare at the same times
each day in efforts to stabilise
defecting listening audiences.
This was seen by media analysts
as being an absolute imperative
for the public stations in
competing successfully against
commercial outlets like Radio 10
Gold, Sky Radio, RTL Radio
and even upstart Radio 538.

The five public stations are
having mixed results in their

efforts, however. Radio 3 began
aggressive efforts to horizontally
broadcast, even prior to the
restructure. Its single-mindedness
has paid off, with a market share
which has risen at least steadily.
March's showing was 26.6%, up
from 25.5% in September of
1992. Classical station Radio 4
and special interest format Radio
5 are also up slightly, while
news/talk station Radio 1 is

down by a mere 0.4%. Though
slight, Radio 1's drop could prove
to be a political hot potato for the
public broadcasters if it
continues. The station was
awarded Holland's last bundle of
national commercial FM
frequencies against a storm of
criticism in the Dutch parliament
and from commercial stations,
that giving the scarce FMs to a
news/talk format was a waste.

Top Dutch Stations
(Total Audience Share)

Station (format)
Radio 1 (N/T)

Radio 2 (ACE)

Radio 3 (EHR/ACE)

Radio 4 (Classical)

Radio 5 (N/T)

Regional Stations

RTL Radio (Rock)

Radio 10 Gold (Gold)

Sky Radio (ACE)
Power FM/Love Radio (EHR)

Radio 538 (EHR/ACE)

Source: NOS/AGB Intomart

Sept '92
11.5

15.1

25.5

2.2

1.1

15.4

2.7

9.2

7.5

0.8

0.4

March '93 % chg.
11.1 -3.5

7.7 -49.0

26.6 4.3

2.8 27.0

1.5 36.4

18.0 16.8

2.3 -14.8

9.5 3.2

9.0 20.0

1.1 37.5

2.1 425.0
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Independents Unite, Accuse
Radio Of Dance Label Boycott
ITALY
by David Stansfield

Specialist indie dance music
labels have united to fight for a
better deal for their product on
the domestic market. Fourteen
firms including Media Records,
Irma, Full Time, Ala Bianca, X
Energy, Videogram and New
Music vexed a number of
grievances at the first of a series
of mini -conventions organised by
AFI (IFPI Italy) and radio sta-
tions emerged as a major target
for attack.

AFI vice-president Franco
Donato, responsible for bringing
the 14 association member
companies together, comments.
"A number of radio stations are
abusing their power on the
domestic market. Many station
DJs are involved in producing
dance music records and favour
their own product for airplay
rather than music produced by
other labels. This amounts to
nothing more than unfair
competition and stations need to
re-evaluate the current situation."

Donato admits that an AFI
battle strategy has yet to be
formalised, but maintains that the
new unity shared by the specialist

indie labels will yield positive
results in the future. "One thing is
for sure," he adds. "Radio stations
need to understand that they can't
do everything. It's a question of
running a station or producing
records, not both."

Stations programming dance
music have been quick to dismiss
the claims. Angelo de Robertis,
head of music at national private
network Rete 105, concedes that
his station programmes little
product produced by domestic
dance labels, but maintains that
there's no boycott against it. "We
have limited airspace which is
reserved for product that we're
convinced will be commercially
successful," he says. "Currently
there's only a handful of Italian
labels that are releasing product
that fits the bill."

Rete 105 DJs Stefano Secchi
and Zappala are also involved in
dance music at an artistic aad
production level, but De Robertis
refutes any allegation that they
are prepared to airplay their own
product at the expense of other
releases. "They do decide what
they will programme in their own
particular slots," he explains.
"But they are never going to
ignore records stronger than their

own. It would ruin their
reputations."

Marvin Sasha, head of music
at national commercial dance
music station Radio Italia
Network, sides with De Robertis.
"There are too many Italian indie
dance labels and most of them are
releasing inferior product," he
claims. "But if a record is good
we'll play it. I decide what to
programme with underground
dance music, but commercial
product is based on sales. We are
also influenced by listeners
requests."

Donato is planning a series of
future meetings involving the
indie dance music labels. Other
major issues on the agenda will
be what he describes as fair
performance rights from authors
and composers society SIAE for
dance music played in
discotheques and a fight for space
for domestic dance music on
pubcaster RAI TV.

Donato also confirms a long-
term aim of linking up with indie
dance labels throughout Europe
to create a network to represent a
genre of music which he says was
pronounced dead 20 years ago but
is currently stronger than ever.

Commercial Net SRU Bought By
Newspaper Conglomerate
SWEDEN
by Ken Neptune

A group of leading Swedish
provincial newspapers have
become co -owners of commercial
radio network SRU, [Swedish
Radio Development]. At the same
time, it has been announced that
SRU founder Jan Friedman will
resign as MD on June 1 when the
company's headquarters moves

' from Stockholm to Gothenburg.
The newspapers have joined

together with Gothenburg paper
Goteborgs-Posten's mother
company, Tidningsaktiebolaget

Stampen. The other papers
involved include Boras Tidning,
Hallandsposten, Vasterbottens-
Kuriren and the Liberala
Tidningarnas Kommanditbolag
(LTKB). LTKB is the owner of a
company called Nerikes
Allehanda, which is in turn
owned by several large
newspaper companies.

Current vice MD of
Tidningsaktiebolaget Mats
Reimertz will become the new
MD in SRU when Friedman steps
down in June. Says Reimertz of
the new ownership, "As we have
a strong ownership base in SRU,
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we have a good starting point to
become the leading player in the
Swedish commercial radio mar-
ket. We now know the rules that
apply to us in the daily press. We
don't like them, but we can live
with them."

According to Friedman, his
resignation has to do with his
being based in Stockholm.
However, as SRU has its main
radio station in Gothenburg he
says it made sense to have the
headquarters there as well.
Friedman is also selling his 15%
share in the company. "I've sold
my shares because I don't want to
become a sleeping partner in a
company in which I'm not
involved. I want to be active in
the companies that I work with;
to have an ownership position,"
he says.

Once licensing procedures
have been completed Friedman
expects SRU to have between 10-
15 local commercial radio
stations in operation. A search is
now underway to incorporate
several other newspaper
companies into the SRU network.

Sweden correspondent:
Ken Neptune

Tel: (+46) 8.540 23456

VAN HALEN RETURNS TO EUROPE - Van Haien recently returned to
Europe, where they launched their new album "Live: Right Here, Right
Now" in Munich. Pictured are (l -r): Eddie Van Haien, Warner Music Inter-
national (WMI) senior VP international marketing/artist development Peter
lkin, director marketing US repertoire Warner Music Europe Andy Murray,
Chairman/CEO WMI Ramon Lopez, vocalist Sammy Hagar, VP marketing
Warner Music Europe David Evans, band members Michael Anthony and
Alex Van Haien and Warner Music Europe director artist promotions
laquelyne Ledent-Vilain.

New Radio/TV Council
Opens Airwaves
POLAND
by Alina Dragan

The National Radio And Televi-
sion Council has been installed in
Poland, following a new law
breaking the state monopoly on
radio and television. The Council
is chaired by Solidarity deputy and
television commentator Marek
Markiewicz, who is also former
deputy chairman of the old Radio
And Television Committee.

The first priority will be to set
new frequencies for the public
stations as part of the country's
switch to Western European
frequencies (between 87.5 MHz
and 108 MHz). Private stations,
meanwhile, will enter a three-
month licence allocation process,
beginning in May. The 47 radio
and 22 television stations
currently broadcasting without
official permission will have to
apply for frequencies, alongside
the 733 other radio applications
sent in to the Ministry of

Telecommunications over the last
three years. The deadline for
applications is August 31, while
the first licences are expected to
be allocated in September.

Conditions for applications to
broadcast include the requirement
that 66% of the operating capital
is Polish -owned, and that the plan
is commercially viable. A
minimum of 30% of progr-
amming must be Polish -produced.
Maximum ad airtime has been set
at 12 minutes per hour, and 15%
per day.

However, selection procedures
of the supposedly apolitical group
have caused some scepticism as to
the objectivity of the council. Two
of the nine members were
appointed by the senate, three by
the president and four by
parliament. This also raises fears
that the "Christian values" which
have until now provided the basis
for the mass media, will become a
major criterium in licence
allocation.

Coming back

for more

the album by

JOE DE LUCA
is Coming your way!
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Norway's Increasing Media And Changing Ways

Interview
Rune Hagberg, Sony Music MD, Norway

The media situation in Norway is constant-
ly changing as Norwegians' way of listen-
ing to radio and watching TV are changing
proportionally. People have many more
alternatives to choose from and more are
yet to come. On September 15, two new
national radio stations are joining the cur-
rent two. IFPI Norway chairman and
Sony Music Norway MD Rune Hagberg
talks to M&M about his fear of music
being overexposed as he signals a need for
more moderation among the media outlets
when music is played.

M&M: What kind of consequences do
you foresee for the launch this year of
two new national radio outlets NRK P3
and private P4?
RH: That situation has to be considered in
a different way than when we only had
NRK. There is now a landscape of sta-
tions, and [P3 and P4] will become only
two elements of this landscape. The differ-
ence is that they are national stations, but
we can say nothing until we see what kind
of stations they are. We've already
received some indications, but the real pro-
file remains to be seen. [EHR format]
NRK P3 will probably be the station the
music industry will keep most up-to-date
with.

Of course these new stations will affect
the music industry; NRK has been our
most important partner during the years

(IIIIIIIIN"4'

and P3 will be very important in terms of
airplay. I'm not so certain about P4.

The fact that they're both launching on
the same date means they will be compet-
ing madly, just like MiniDisc and DCC.
That may be a problem, because listeners
suddenly have the option of two new
national stations. About 10 years ago when
NRK P2 launched, people were used to
one station. [The launch of P3 and P4] will
confuse listeners at first. However, they
will open up a whole new area of signifi-
cance for us because they are national.
M&M: I understand some people are
asking for less music radio, with more of
a 60:40 music/talk ratio.
RH: That has been one of our concerns for
several years. In Italy, when licences were
granted to local stations, sales of [pre-
recorded music] fell dramatically. One
could read from the figures that this was
due to the massive explosion of local
music stations there. Although Norwegian
stations vary enormously in quality, the
easiest thing for them to do is to play
music. I believe a 60:40 combination of
music and talk would be good.
M&M: With more outlets, do you find
yourself having to fight for attention for
an artist, adding many more phases in
the marketing process?
RH: Yes, especially when it comes to TV.
On a recent Friday night programme on
NRK, "Gundersen & Gronlund," there

were too many artists appearing in each
programme [average 8-9 artists per pro-
gramme]. If a programme features only one
or two artists, the effect is greater. NRK is
still the best TV outlet. I'm disappointed
with TV2's ratings, however; it hasn't
become an equal partner to NRK.
M&M: What is the most important mar-
keting tool in the Norwegian music
industry?
RH: The music video is now the most
important marketing tool there is. Howev-
er, it's difficult for us here in Norway
because we don't have MTV Europe or
similar outlets. The most disappointing is
that neither music video programmes aired
on NRK or TV2 have good ratings. What
is left as the best marketing tool is the
artist's live appearance, and the fact that a
live TV appearance isn't followed by many
other artist appearances. It's a huge differ-
ence from when we only had NRK. One
TV appearance used to be enough [to build
good sales figures]. Now, we need to get
appearances on several TV stations, per-
haps more than once. There are so many
stations to choose from, and the cost of
marketing an artist is getting higher.
M&M: Are the any areas Sony Music
will enter for other sources of income?
RH: Our intention is to cover areas which
we haven't covered well enough yet. An
example of this is local repertoire. We are
seeing an increase here, although it only
accounts for about 20% of the total mar-
ket. For the IFPI-related companies we
must strive for a healthy balance between
[national and international] repertoire. I'm
not a supporter of FONO's aims which say
that 50% of the airplay in NRK should be
Norwegian, because it's ridiculous. It's a
way of interfering with editorial indepen-
dence. Stations should play the music they
feel fits their formats. Playing Norwegian
music offers another degree of nearness.

Making A Name In German Rock Radio

Programme Director
Of The Week

Sabine Neu, Delta Radio, Germany

Kiel -based classic rock format station
Delta Radio has already undergone several
name changes since its launch on March 1
this year. The name Alpha Radio was not
to the liking of Munich -based media group
Kirchgruppe who wanted to use it for a
local station, while Norddeutscher Rund-
funk protested against the name Radio
EMs Nordfunk, saying the names were too
similar and that it would cause confusion.

Sabine Neu's classic rock station is
now called Delta Radio, a name chosen in
a listener competition. Comments Neu, "I
think the problems we've had with the
name of the station have definitely harmed
us. Apart from the cost of new jingles, sta-
tionery, logos etc., we now have to build
up the name of Delta Radio from scratch."

Delta Radio is only the second classic
rock station in Germany, aside from Radio
Xanadu in Munich. Neu says she decided
to launch a rock station after research
showed there was a real gap in the

Schleswig-Holstein market for a rock for-
mat. Besides that she'd always wanted to
run a station which played music she per-
sonally liked.

Delta broadcasts on nine different fre-
quencies and can be received across
Schleswig-Holstein, Hamburg, North
Niedersachsen, West Mecklenberg and
South Denmark. A typical hour out of
Delta's playlist includes: Mick Jagger
Sweet Thing, Police Roxanne, Ugly Kid
Joe Cats In The Cradle, Rod Stewart
Ruby Tuesday, AC/DC Highway To Hell,
Georgia Satellites Keep Your Hands To
Yourselves and Firehouse When I Look
Into Your Eyes. Neu says the format was
developed specially for the German market
and was not modelled on American rock
formats.

Delta Radio is not the first new station
Neu has worked for-she was head of
music and later deputy PD at Radio
FFH/Frankfurt, the first statewide private

station in Hessen and prior to that she was
the first journalist hired at Radio
Schleswig-Holstein/Kiel, the first
statewide private station in Germany. She
set up Delta Radio in September '92 and
launched on March I, '93. Neu says the
secret to her success in the radio world is
"having experience behind me that no one
can take away."

Neu says the station's relationships with
record companies is on the whole very
good. "And in some cases I would say our
relationship is extremely good because
many people in the music industry are
pleased to see a station which dares to
carve out a special musical direction and
which is consistent."

As for the future of private radio in Ger-
many, Neu says she thinks that it won't be
possible soon to make radio for the broad
14-49 age category and that more niche
format stations with narrow target age -
groups will spring up. "Smaller and new
target groups will have to be catered for
and these target groups will have to be
defined by other criteria than age." If
there's one thing Neu would like to see
changed in the German radio industry it's
that the public broadcasters should share
the costs with the privates. "As public sta-
tions are becoming more oriented towards
the privates, I think it's only right that the
public and private stations should also
share the fees." Miranda Watson

Many programmers will feel more for
Norwegian music than for foreign music.
Forty percent of NRK's airplay is Norwe-
gian, while sales cover 20%. Implementa-
tion of quotas is ridiculous. I understand
[FONO's] motives are good, but they're
doing it to feather their own cap. I'm not
against airplay of Norwegian music, but on
the other hand I'm not happy if our interna-
tional repertoire suffers from that. Airplay
of Norwegian music must come as a natu-
ral part. Kai Roger Otteson

Newsmakers
FRANCE: Thierry Laval has been
appointed new general manager of
French music channel MCM-Euro-
musique, while Alexandre Drubigny
has been appointed programme director.
Former GM Francois Thiellet becomes
GM of a new affiliate, MCM Interna-
tional, in charge of the international
developments of the channel.

FRANCE: Laurence Delbasty, currently
responsible for international promotion
at Columbia/Sony Music is moving to
the press promotion department.

FRANCE: Muriel Rouaux has joined the
press depaitment at Flarenasch. She
previously worked in the press depart-
ment at Olympia.

GERMANY:
Sabina Schad-
hauser joined
MCA Germany
on April 1 as
junior profes-
sional manager.
She will be
responsible for
international
product. Schadhauser previously worked
for PolyGram/Hamburg.

GERMANY: Rita Fliigge-Timm has
been appointed as senior product manag-
er for the national/folkmusic at East
West Records Germany. Fliigge-Timm
was formerly A&R/product manager at
Metronome.

HOLLAND: BMG Ariola Holland head
of special A&R/marketing Jaap
Stoutenbeek has left the company. He
has launched his own PR and A&R-con-
sultancy firm, Jaap Stoutenbeek BV.

HOLLAND: Saskia Bruning has joined
the PR department at Dutch foundation
for the promotion of national music
Conamus. She started April 13.

INTERNATIONAL: Hal Willis, senior
counsel, Gaylord Entertainment Com-
pany, has been appointed VP and GM
worldwide, of Country Music Televi-
sion (CMT), starting immediately.
Willis has been secretary of the board of
the directors of CMT. His responsibili-
ties will include CMT Europe and future
international expansion of CMT.

UK: Frederick William Holton is join-
ing the supervisory board of PolyGram,
starting April 28. He is MD of Lehman
Brothers Kuhn Loeb in its mergers and
acquisitions department.
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Station Operations

How To Set Up the "Perfect"
It is a fascinating time for commercial radio right across Europe, but

nowhere more so than in the UK. The excitement is caused by the mas-
sive expansion the industry is currently undergoing with the advent of
national commercial radio, the re -advertising of the existing network
through its relicensing process, new smaller markets being served for

the first time and, more recently, new concepts like the five regional sta-
tions that will cover large parts of the UK from September 1994.

What is particularly interesting is to
observe all the second guessing as to what
sort of station the Radio Authority is most
likely to favour. Take the regional stations:
the first region, Severnside, in the south-
west of England, has been awarded to
dance formatted Galaxy Radio, owned by
the large Chiltern Group. Does this mean
dance formats or specialist stations are like-
ly to win elsewhere? Or does it mean that
you have to be part of a big group to meet
the with the Authority's approval and there-
fore ensure the station's financial viability?

Acres of newsprint are currently being
used up by experts attempting to argue the
case one way or the other, so I don't pro-
pose to use this article for that purpose. But
it does lead me to wonder; in an ideal world
how would I set up the perfect radio station
in the '90s?

On the assumption that I had complete
control and was starting from scratch, how
would I structure this so-called "perfect"
station?

Get It Right At The Top
As managing director, I would only allow
two, maximum three non -executive board
members. They would each have to bring a
specific area of expertise to the table, sup-
plementing the skills of my executive team.
In the past, boardrooms in the UK have
been filled with too many do-gooders, total-
ly out of touch with the real needs of the
radio station and very rarely bring a single
piece of business to the advertising depart-
ment. They should be prepared to work just
as hard as the executives in using their
influence within the broadcast area to
expand the audience potential and business
base of the station. If they haven't got that
kind of influence then they are not worth
having.

The Management Team
Apart from the non -executives, the rest of
the board would be the people who run the
station day to day. A small team of talent -

induction programme would be created for
each area of the operation; monitoring and
appraisal systems would be installed, set
against the agreed personal specifications
and job descriptions.

For many other industries all this would
be common practice, but in radio, thou-
sands upon thousands of pounds are wasted
on poor recruitment decisions or in poor
training and monitoring of those people in
the vital early few months. Radio has tend-
ed to trust the "gut feel" school of manage-
ment-nothing wrong with that in isolation,
but it is a very dangerous single tactic in the
'90s when so much is at stake.

If you ask any of the current operators
whether if they were setting up from
scratch today they would do it same way,
they would nearly all say, "Never!" So the
important thing is that if you are fortunate
enough to be able to work with a blank
sheet of paper, take full advantage of that
situation and move your ideas forward.
Adapt and adopt some more, and don't
repeat the errors of previous regimes.

A Strong Listening Strategy
I love to learn new things, so every year I
go to the US at least once to watch and lis-
ten to the experts and then take out the bits
I feel most comfortable with.

One of the best lectures I heard at the
RAB "Managing Sales" conference at Dal-
las was from a character called Oren
Harari from the Tom Peters
Organisation. He was a brilliant orator,
superbly laid back in true Texan style, but
he had some very interesting observations
about radio that I happen to endorse whole-
heartedly.

For example, in order to improve, radio
stations should ask themselves, "How are
we going to listen to our customers this
year? How are we going to use intensive
listening skills to create a clear-cut strategic
edge, relative to our competitors?" The
truth is, these days stations are better at
monitoring listeners needs through the vari-

If you ask any of the current operators whether if they were
setting up (a station] from scratch today they would do it same

way, they would nearly all say, "Never!"

ed, multi -skilled, highly trained profession-
al managers. They, with the non -executive
board members, would finalise the business
strategy and general philosophy of the sta-
tions. They would undergo an intensive
training or retraining programme in all the
essentials of management.

Far too often, too much is assumed
when hiring experienced managers and by
putting them through a team -building pro-
gramme at the outset, they become more
closely bonded as a unit.

Included in the programme would be a
thorough examination of how we would
recruit and select the rest of the team. The

ous call -out research methods but rarely, if
ever, is the same type of resource employed
with advertisers. One of the best company
credo I have heard this year was from the
GWR group who say they are "sales -led,
programme -driven." To be true to that you
really have to work hard at following it
through every aspect of the way the station
operates.

I would want to agree the company
strategy with the board members of this
imaginary station and then ensure it was
clearly communicated to and agreed with
every staff member.

Apart from the agreed listening strategy,

Radio Station In The '90s
I would also want a clear complaints proce-
dure-because most people don't complain,
they just don't buy again! Just look at the
following figures:

 only 40% of dissatisfied customers com-
plain
 of the 60% who don't complain, 96% go
quietly away -91% of whom never come
back
 most don't complain because, either they
couldn't be bothered or they don't know
how to complain
 a typical dissatisfied customer tells 8-10
others
 one dissatisfied customer in five tells 20
others
 it takes 12 positive service incidents to
make up for one negative incident
 seven out of 10 complainers will do busi-
ness again if you resolve the complaint in
their favour
 this increases to 95% if the complaint is
dealt with on the spot
 a satisfied complainer tells five others
and yet, on average, business spends six
times as much attracting new customers as
it does to keep existing ones

I believe that if you insert a proper com-
plaints procedure into the listening strategy
from day one, everybody on the staff under-
stands just how important it is to the future
prosperity of the company. Additionally, I
would bring in a profit -related bonus for all
staff from day one that would all relate to
the company vision.

I realise that for some people this may
sound a bit idealistic, but I firmly believe

to those customers.
Sales people and programmers would be

trained together to understand how a clien-
t's business works, how competitors think
and probably most important, what makes
the client tick. By this I mean delving
beneath the surface of "getting on with the
client" and beginning to understand areas
like personality profiles, transactional anal-
ysis (TA), negotiating styles and neurolin-
guistic programming (NLP). Put this along-
side the need to work hard at presentation
skills-both on air and in the sales situa-
tion-and you begin to see the type of sta-
tion I would want to create.

Talk About Mistakes
One of the problems created by the advent
of the larger groups combined with the
deep recession everybody has been through
is that risk -taking is frowned upon. Every-
body becomes scared to death of making
any errors.

I would attempt to encourage the regular
discussion of mistakes, in an open way.
Ask personnel, "Who's made an interesting
mistake recently?" Remind them it is what
we learn from mistakes, not whether we
make them or not.

I think the most effective managers are
those who have failed most. If you haven't
made a mistake in management, you
haven't made a decision. Also, many com-
panies are not listening to their staff for
their ideas, relying only on the input of
their managers. You don't need a title to
have a creative thought about the business.
It is brains that count-particularly when
those brains share the vision of what you

I think the most effective managers are those who have
failed most. If you haven't made a mistake in management,

you haven't made a decision.

that stations should be staffed by a small
number of well paid, talented, highly moti-
vated individuals-not by a large number
of low paid, dissatisfied people who have
no clear idea of what the company is trying
to achieve and how it fits into the overall
plan.

Sales And Programming
I deliberately don't separate my thinking for
these two departments because more than
ever they need to act in tandem. Increasing-
ly, the American concept of presenters who
can go out with or without sales people and
sell their programme will become far more
commonplace. Too often, the only point of
contact with the advertiser is the sales per-
son-which
greatly limits
the customers'
awareness of
the talent and
expertise avail-
able to help
make his busi-
ness more suc-
cessful. The
programme
department
needs to see
itself deliver-
ing up as many
of the right
type of people

are trying to achieve with the business.
I called this article setting up the "per-

fect" radio station because I know that no
such station exists and that some people
will read this article and say, "That will
never happen in real life."

The trouble is that if nobody creates any
kind of new vision, everybody works to the
average of the rest and therefore no one
wants to be seen to be the one out of line
with current thinking. Current thinking in
the UK has only created a medium that
takes less then 3% of all advertising-so
what's wrong in wanting some of the other
97?

TONY GRUNDY owns broadcast
sales specialist and management
consultancy Communicate Now.
Grundy has been in the broadcast
industry for 18 years, during which
time he was sales director at Radio
Aire/Leeds and MD at Radio
210/Reading. He was also named
deputy MD when Radio 210 merged
with GRW/Bristol in June 1989. He
can be contacted at tel: (+44)
491.873.185 or fax: (+44)
491.875.180.
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