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Pet Shop Boys’ Release
(Parlophone) is  this
week’s highest new entry
on M&M’s European Top
100 Albums chart, at num-
ber five. ‘

M&M chart toppers this week

) Eurochart Hot 100 Singles
SHAKIRA
Whenever Wherever
(Epic)

European Top 100 Albums
CELINE DION
A New Day Has Come
(Columbia)

European Radio Top 50
KYLIE MINOGUE
In Your Eyes
(Parlophone)

European Dance Traxx
DB BOULEVARD
Point Of View
(Airplane)

Inside M&M this week

AUTOMATIC FOR THE PEOPLE
In a special radio report, M&M
looks at the ever increasing
impact of voice-tracking technolo-
gy in Europe, and also talks to US
| programmers—where the technol-
ogy 1is even more prevalent—
about how they’re dealing with the
logistical and creative challenges
it presents. Pages 6-8

HEART SURGERY
A Rhythmic AC music policy intro-

duced last year
d -
[Heart s

‘il Francis Currie has
l06 2 brought a turn-
around in fortunes
at London’s Heart 106.2. Page 9

GREEN-EYED SOUL

Sony Music is hoping to expand

the success already enjoyed in

Germany by its 21-year-old R&B

and soul sensation Sarah Connor.
Page 10

EMI overtakes Universal
in European album share

by Emmanuel Legrand

LoONDON — In a first quarter of 2002
that saw few new
releases, EMI Re-
corded Music has
moved ahead of Uni-
versal Music in Euro-
pean album chart
share.

According to sta-
tistics compiled by
M&M based on our
exclusive Eurochart Hot 100 Singles
and European Top 100 Albums
charts during the first quarter,
Kylie Minogue and Robbie Williams
(pictured) contributed heavily to
EMI’'s good performance, notching
the top positions both in singles and
albums.

With a 23.7% album chart share,
EMI is ahead of Sony Music which,
after a poor performance in 2001, has
made an impressive
recovery, thanks to
chart-topping releases
from Shakira and
Anastacia and contri-
butions from Sarah
Connor, Creed, Jean-
Jacques Goldman and
Jennifer Lopez. With
its 20.7% share, Sony
moves up from third to second posi-
tion in the crucial albums ranking,
compared to the same period of 2001.
It does, hewever, slip one ranking in
singles chart share.

Executives at Sony welcomed the
results, which should be bolstered

continued on page 21

Sheryl Crow ‘learns To let go

by Paul Sexton

LoNDON — The energy with which
Sheryl Crow is working her new
A&M album C’Mon C’Mon, and the
enthusiasm with which it’s being
greeted, belie the artist’s own
description of it as a “giant fiasco®™—
and that’s in the liner notes.

The American rock singer-song-
writer, widely respected for uphold-
ing the musical principles that have
seen her through eight years as a
major star, doesn’t mind who knows
about the problems she encountered
before completing her “three-year
labour of love,” her first studio set
since 1998’s The Globe Sessions. But
the end results, released April 8,
have been much praised and have
already produced their first hit single
in Soak Up The Sun.

continued on page 21

NRJ in ‘play
for publicity’
allegations

by Kai R. Lofthus

0sLo — NRJ Norway is being accused of
adjusting its playlist to schedule songs
they were initially reluctant to play, on
the basis that its logo will be featured in
record company TV ad cam-
paigns for the tracks concerned.
While managing directors of
the majors in Norway could not
be reached for comment, inde-
pendent labels which cannot
afford much TV advertising have told
Music & Media they believe the practice
is “unfair” and “limits competition”.
“NRJ evaluated one of our songs,”
says one independent promotion execu-
tive. “They said it didn’t fit their format,
but they changed their position after we
told them we could include their logo in
a TV advertising campaign. We eventu-
ally accepted, because we’re dependent
on NRJ.”
One major label source tells M&M
that “there are situations where TV
continued on page 21

SongPeople founder
launches Mind Lab

by Jon Heasman

LonpoN. — The company Wthh pio-
neered music research over the 'Net in
Europe is to provide radio stations with
the opportunity to undertake research
using an audience response system via
the Internet.

Music Programming, known as Song
People prior to co-founder Peter Rupp-
pert’s buyout of partner Andy Noyman,
is launching its Digital Mind Lab at the
Radio Academy’s Music Radio confer-
ence in London on April 18.

continued on page 21
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Upfront

by Emmanuel Legrand, Music & Media ediitor-in-chief

| Some media moguls have long dreamt of newspapers with-
out journalists. Whilst no one has quite gone that far (aside
| for some local “free” newspapers), radio operators can now
dream of radio stations without Dds. Or at least without

| presenters who do their job live.
With the increasing prevalence of radio station automa-
| tion systems and voice-tracking (as described in this week’s
Radio Active), DJs can present a tailored show by remote
| for several different stations in different cities without
moving from their home town. For stations, it reduces pro-
| duction costs, makes better use of their jocks’ time and can

| be used to a high degree of efficiency by groups that own

several stations.

But the harshest critics of voice-tracking believe that it
creates bland—and boring—radio without interactivity,
disconnected from its listeners and from its local roots, fac-
tors which have to date been radio’s trademark. Others
worry that it stops stations from developing new air talent.
Yet the enthusiasts contend that when it’s done properly,
listeners will never notice the difference.

One thing is certain, in this age of consolidation, we are
bound to see a whole lot more of it in Europe, in the same
way things have developed in the US. A sign of the times,
without doubt, but not necessarily the most exciting devel-

opment.

Another practice we touch upon this week is that of

radio stations trying to secure big portions of record com-

pany marketing budgets. This trend has been quite domi- |

nant in France, where stations get their logo associated
with TV advertising campaigns for artists (something like:

“NRJ presents the new single by such or such artist”). And |
it usually means that the single of said artist is more like- |
ly to be played by the radio station concerned, which bene- |

fits at no cost to itself from massive TV exposure.

Nothing illegal in that, of course, but as recent official |
reports in France have shown, it can create an imbalance |
between those labels who can offer stations the carrot of |
big TV ad campaigns, and those who cannot. Indie labels in |

France argue that, without such campaigns, it has become

almost impossible to secure airplay on the national net- |

works.

Now, NRJ is starting to export this same practice outside f

of France. In Norway, however, it is being met by strong
resistance from local labels (1nc1ud1ng
the majors). Of all the different goodies
that NRJ could potentially bring to a
country like Norway, this one is proba-
bly the least enticing, because it radi-
cally transforms the relationship
between radio stations and labels, and
ends up linking programming directly
to marketing deals. Another sign of the
times, without doubt, but not necessar-
ily one to be recommended.

Mu3|c & Medlo volues its readers’ opmnons—you can e-mail the edl’ror -in- chlef at: elegrand@muslcandmedla co. ule!

SER launches Mdxima dance chain

by Howell Llew#llyn

Maprip — With the laynch by the
SER group of Maxima FM on April 1,
Spain has its first national
dance music network.

The 10-station chain,
which SER expects to
expand over the next two
yedrs, broadcasts commer-

music was growing in popularity,
there was no unified national dance
network,” says Bard.
treat dance culture as a music phe-
nomenon with equal impor-
tance to pop or rock. And
we'll give space to the full
range of dance, as well as
the radical sub-genres such
as progressive techno or

The launch of Mdxima FM comes
one month after rival radio group
Onda Cero Radio launched its
Dance FM outlet in Madrid (M&M,
March 16), with plans to open more
Dance FM stations this year. But
Baré points out that Dance FM
remains for the moment a one-city
station, while Mdxima FM is
already a national network.

“We shall

cial dance music on a local makina.” Maxima FM deputy director is
basis between 10.00 and The first Médxima sta- Toni Sdnchez, while the network’s
20.00, with specialist pro- tions include Madrid, specialist night-time programmes
grammes  during  the Barcelona, Malaga and will be presented by international-

evening and overnight.

Maxima FM director Jaime Baré
(pictured), who is also director of
SER’s CHR network Los 40 Princi-
pales, says SER has been planning
the launch for a year.

“We realised that while dance

Seville, as well as Tenerife and Las
Palmas in the Canary Islands. By
the end of the year, the network will
also cover Spain’s acknowledged
dance capitals of Valencia and the
Balearic Islands (Ibiza and Mallor-
ca in particular).

ly-known Spanish Dds such as Car-
los Jean and DJ Neal.

Baré says Maxima FM’s target
demographic is 15-25 year-olds in
urban areas, although the night-
time shows will also reach out to an
older audience.

Radio 1 gives airfime to unsigned acts

by Siri Stavenes Dove

LonNpoN — UK public CHR station
BBC Radio 1 is to expose unsigned
talent to the airwaves as part of its
One Music Day on Monday May 6.

Eight tracks by unsigned acts
will be blended into Radio 1’s usual
music programming at the rate of
one an hour from 10.00 to 20.00.

Two of the unsigned acts will be
given the chance to perform live on
presenter Steve Lamacg’s show
later in the week.

The initiative co-incides with a
relaunch of Radio 1’s website, which
will include a section dedicated to
unsigned talent.

“It’s all part of the Radio 1 mix,”
says One Music website producer

Andrew Barron. “It’s quite exciting
because from the
reactions we've had,
people are very inter-
ested in this.” He
adds: “If a track
proves to be popular,
it could appear on
specialist shows. But
this is not a particular plan, it’s not
a promise.”

London-based unsigned rock
band Snitch are one of the bands
who have sent in a CD for consider-
ation. “It’s a promising develop-
ment,” says lead singer Zen. “It’s
nice that people like Radio 1 have
stepped into arena in which the
Internet, in the form of sites like
peoplesound and MP3.com, has

ONE
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been so good at for so long.” He

adds: “Considering
the amount of
unsigned material out
there though, one

track an hour is far
too little. They could
dedicate half a day, or
at least a whole show,
to exposing unsigned music.”

The new-look website also pro-
vides information on the workings of
the music industry for UK artists.
“It’s going to be an essential site for
anyone who wants to get involved in
the music biz,” claims Steve
Lamacq. “Unlike other sites for
unsigned acts, ours will have info on
all facets of the industry, from mak-
ing music to signing a deal.”



G4 targets ethnic communities RN N1F-VA

by Menno Visser

HuwversuMm — The Dutch
government is backing the
launch of a new public
radio station aimed at
reaching under-served lis-
teners from the country’s
ethnic communities.

The local and national
government-supported pro-
ject, provisionally known as
G4 Radio, aims to serve 10-
34 years olds from immi-
grant families.

G4 Radio will feature a
mix of mainstream R&B,
latin and hip-hop targeted,
in particular, at third gener-
ation Turks and Moroccans.

“Qualitative research has

shown that traditional so-
called ‘world music’ is only
popular among broad-mind-

ed, white men in their for-

ties,” says G4 project leader
Willem Stegeman. “In order
to reach the youth we're tar-
geting, we will feature artists
such as Tarkan, MC Solaar
and Assia: well-produced non-
Western pop that is also feasi-
ble for Western ears, which
we call ‘mix pop’.”

The station has been
granted local FM licences
in Holland’s four largest
cities—Amsterdam, Rotter-
dam, the Hague and
Utrecht. By the end of the
month, test transmissions
are set to begin in Rotter-

dam and a full schedule,
including a complete pre-
senter line-up, should be in
place by the end of the year
in all four cities.

Stegeman says that,
despite its remit, the sta-
tion will not be taking itself
too seriously. “We won’t be
some kind of politically-cor-
rect station. The Dds should
have humour and be able to
make fun of themselves,” he
says. “Topics like mixed
relationships, relationships
with parents and sexual
taboos are hot among our
target audience.”

A major music event is
planned to co-incide with
the station’s official launch.

Universal Music Finland has
become the majority share-
holder in Spin-Farm, Finland’s
biggest independent record
company. Spin-Farm consists
of record labels Spinefarm
Records, Ranka Recordings,
Odor, Freeride and Hawaii
Sounds, and its most impor-
tant local artists
Nightwish, Children of Bodom,
Sonata Arctica, Timo Rauti-
ainen and Trio Niskalaukaus.
The company will operate as
an independent business unit
under MD Riku Piidkkonen.
Pictured signing the March 22
deal
Kokljuschkin (MD, Universal
Music Finland), Riku Paikko-
nen (MD, Spin-Farm) and Theo
Roos (senior VP, Universal
Music International, Nordic
Countries).

include

(1-r) are: Gugi

RTL’s return rocks Baden-Wudrttemburg

by Michael Lawton

BERLIN — Eight years after
RTL Group lost three of its
licences in the German
state of Baden-Wiirttem-
burg, the company is look-
ing forward to making a
return to the region.

RTL has been
awarded a licence
for a local, three-
city AC/rock sta- |
tion based in B
Karlsruhe, beat-
ing the current
licence-holder,
AC/MOR outlet
Die Welle, which
has suffered from
poor listening figures. The
state’s licensing authority
L{K said that RTL’s appli-
cation offered more variety
than the others, and would
be more likely to increase
the overall radio audience.

The new licence is due to
start on January 1 2003,
and its award is part of a
relicensing of all of the sta-

RTL's

tions in the state. So far,
with the three regional and
eight of the 16 local licences
awarded, the Karlsruhe
licence is the only one to
result in a change of opera-
tor.

irgen Filla (pictured),
head of German
. radio operations,
says the new sta-
tion will operate
under three seper-
ate names for the
three  different
cities covered.
RTL Karlsruhe,
RTL Pforzheim
and RTL Baden-
Baden will each
run their own local news
and information bulletins,
but apart from this will all
air the same programming
produced in Karlsruhe. The
programming and music
concept will be determined
at RTL’s radio headquar-
ters in Berlin and imple-
mented locally.

Filla says that the

AC/rock programming cre-
ated for Baden-Wiirttem-
burg could also be used
elsewhere in Germany,
although  that  would
depend on whether it was
suitable for the market in
question.

“RTL wants to expand
further in Germany, prefer-
ably under the RTL brand,”
reveals Filla. Almost all of
the company’s current radio
activities in the country
were entered into by Ger-
many’s UFA group, prior to
its take-over by Luxem-
bourg-based RTL Group.
The brand name RTL is
currently only used in Ger-
many by its successful
Berlin station RTL 104.6.

Winning a German radio
licence usually involves
extensive co-operation with
local interests, but Filla
warns that RTL is not pre-
pared to use its brand name
in situations where it does
not have control over the
station.

NICKELODEON LAUNCHES CHILDREN'S MUSIC SHOW

MADRID — Spain has got its first inter-
active music TV show for kids with
launch of SoNick on Nickelodeon’s Nick
Spain channel. Aimed at children aged
9-12, SoNick is produced in Madrid and
features music videos chosen by the
young viewers via SMS messaging.
- Katrina Southon (pictured), Nick-
elodeon Europes VP, brand management and channel
operations, says: “We realised there was no music offer-
ing for kids in Spain, giving Nickelodeon the opportu-
nity to service this audience demographic.” Each week,
SoNick viewers can select their favorite videos from a
list of 10 Spanish and international artists. The inter-
active format has been designed with a view to rolling
it out to other European territories in due course.

Fiury-HERARD APPOINTED BY CSA

PAR1s — Elisabeth Flury-Herard has been appointed as
one of the nine members of France’s broadcasting author-
ity the CSA, just two weeks after the sudden resignation
of Janine Langlois-Glandier, who was accused of not hav-
ing conformed to the regulation which prevents CSA
members from owning shares in media companies. Flury-
Herard, a 50-year-old civil servant, was chosen by presi-
dent of the French senate Christian Poncelet.

AXELLE RED, BLUE ACHIEVE PLATINUM EUROPE ACCOLADE

BRUSSELS — Belgium’s Axelle
Red has achieved her first ever
Platinum Europe Award recognis-
ing one million European sales of
her Capitol album A Tatons, fol-
lowing huge sales success in
France, where it went triple plat-
inum. According to the latest IFPI figures, which take
into account sales in March, UK R&B act Blue (pictured)
have also garnered their first ever Platinum Europe
Award, after selling one million copies of their Virgin
debut album All Rise (Innocent/Virgin). Meanwhile, The
Lighthouse Family’s Whatever Gets You Through The
Day (Universal) has received its first Platinum Europe,
as has Céline Dion’s A New Day Has Come (Sony).

NewmARcH JOINS DX3

LoNDON — European digital distribution company
DX3 has appointed Tim Newmarch as director of sales
and business development. Newmarch joins DX3 from
Universal Music, where as director of business devel-
opment for E-Labs, he was responsible for identifying
and reviewing opportunities for digital distribution
across new platforms. Meanwhile, David Stockley has
now become non-executive chairman of the company.
Previously CEO of DX3, Stockley’s day-to-day man-
agement responsibilities are now shared between
chief technical officer Peter Walker and COO Gerry
McSloy.

MOVING CHAIRS

BERLIN — Sascha Lindemann has been promoted to
the position of VP A&R, Edel Records Germany. For-
merly head of A&R and marketing, Lindemann will be
responsible for all A&R activities on a national and
international level. Patricia Tamaschke from Capitol
Records will take up the marketing director’s position.
MADRID — Alejandro Lopez has been appointed
commercial director for Universal Music Spain. Lopez,
who was previously sales director, will report to man-
aging director Carlos Ituiiio.

PARIS — Laurent Imbert has been named deputy
director in charge of local programmes at AC network
RFM. He reports to Christophe Sabot, managing
director of Lagardére Active’s FM stations. Imbert was
previously scheduling director for RFM.

HILVERSUM — Music director at MTV-owned Dutch
music TV channel TMF, Erik Kross, has also been

appointed head of music programming at MTV

Netherlands.
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Schmidt-Holtz optimistic on BMG

by Wolfgang Spahr

HaMBURG — BMG Enter-
tainment chairman & CEO
Rolf Schmidt-Holtz says his
company is “so efficiently
structured after the last
year that it is now capable
of planning acquisitions.”
Although Schmidt-
Holtz declines to give
detailed breakdowns,
he says BMG should
post sales of $ 2.4 bil-
lion (euros 2.7bn) this
year, with a profit margin of
5%. Schmidt-Holtz says: “We
can already tell, from the
first ten weeks of 2002, that
we are in for a very good year.
We are growing in all regions
contrary to market trends.”
The executive is particu-
larly bullish about BMG’s
European performance and
prospects. In Europe, he

points to recent debut hits in
the UK by Will Young and
Gareth Gates, both of whom
emerged from a massively
successful “talent search”
show Pop Idol, as proof that
BMG has its finger on the
pop pulse.

Hit album for Pink and
Dido provide further
evidence, Schmidt-
Holtz suggests, that
Europe is headed in the
right direction. He
attributes this to BMG
Europe president Thomas M.
Stein’s “One Europe” strate-
gy of marketing individual
countries’ national repertoire
on an international basis.

Despite recent figures
showing a continuing decline
in German record ship-
ments, Schmidt-Holtz insists
that the market in Ger-
many/Switzerland/Austria is

in the process of regaining its
former strength.

Schmidt-Holtz says that
"Stein and his new team
have the right feeling for
national product possessing
international potential,
adding that, for internation-
al success, it is necessary to
leverage all the resoutces of
a media group. “My goal,”
he insists, “is for BMG to be
able to attract the world’s
best artists [because] they
feel the most comfortable
with us and receive the
most support.” However, he
concedes, “we still have
quite a bit to do before we
reach that target.”

The next few months
will also see major album
releases by Whitney Hous-
ton, Christina Aguilera,
Santana, Dido, Outkast,
and Boyz IT Men.

Spain takes its anti-piracy war to Brussels

by Howell Llewellyn

MADRID — Spanish cultural
bodies are taking advantage
of the country’s six-month
presidency of the European
Union (EU) to urge pan-
European action against
“organised crime” of music
piracy.

Members of the Anti-Pira-
¢y Committee (Mesa Antipi-
rateria) have been meeting
with Michel Rocard, presi-
dent of the European parlia-
ment’s committee on culture,
youth, education, media and
sport, and other officials’ to
demand immediate action to
combat the illegal activity.

Among the committee’s
demands are that adhesion
to the EU of the 13 (mostly

eastern bloc) candidate
countries must be condi-
tional on each country pass-
ing tough anti-piracy legis-
lation. The EU currently
has 15 member states.

Another is that the Euro-
pean Commission set up an
“observatory” to monitor
progress on the fight against
piracy.

Labels’ body AFYVE says
illegal street sales of pirated
CDs account for 30%:* of all
sales, while authors’ society
SGAE puts that figure at 20%.

“We want an official dec-
laration against piracy
including the full range of
legislative and police mea-
sures available, and a cam-
paign to make the European
public aware of this organ-

ised criminal activity and its
negative effects on culture,”
says Juan Palomino, director
of mechanical reproduction
at authors’ society SGAE.
“We stressed that the EU
should act immediately.”
The committee was
formed last year by SGAE,
AFYVE, artists’ association
AIE, retail outlet group
ANGED, audiovisual rights
body EGEDA, audiovisual
group PRISA, and major
leisure chainstore FNAC
among others.
@ The IFPI has confirmed
that industry executives
will be having meetings
with Spanish government
officials on April 24 in
Madrid, with piracy on the
top of the agenda.

Share deal completed at

by Michael Lawton

BERLIN — The deal has
been finalised for three
major German media con-
cerns to sell their minority
shareholdings in the coun-
try’s only commercial clas-
sical music station, Klassik
Radio.

While magazine publish-
ers Burda and Spiegel and
RTL’s TV and film produc-
tion subsidiary Ufa each sold
their 8.1% share in the sta-
tion last year, Klassik Radio
had to win approval from the
five state broadcasting
authorities from which it
holds licences before the deal
could be finalised.

RTL’s director of corpo-
rate communications, Roy
Addison, says that the small
share meant they had no

say in the station policy and
it was therefore no longer of
interest to them. Burda’s
company spokesperson said
much the same.

The move leaves the sta-
tion’s MD Ulrich Kubak (pic-
tured) as sole owner.
Kubak, founder of the
syndicator FM Radio
Network, joined the
station in 1999, nine [
years after the three |§
media concerns put the 8

station on air. Kubak subse-

quently bought 67% of the
shares and set to work to give
the station a fresh direction.
Company spokesperson
Karin Wolfrum describes the
station as “aiming at high-
end consumers with a need
for information.” More so-
called “new classics”, includ-
ing crossover and film-

Klassik Radio

music, are being played, as
well as business, news and
lifestyle coverage.

Klassik Radio is available
throughout the country on
cable and satellite. In addi-
tion it has 23 terrestrial fre-
quencies in  areas
including large markets
such as Berlin, Frank-
furt, Hamburg and
Munich, making it the
only private station
(28 with terrestrial fre-
quencies in several states.

In the latest audience
figures, Klassik showed an
increase of 6% to 142,000
listeners per average day-
time hour. Although the
audience increased some-
what among older listeners,
there was a 50% rise in lis-
tening among 14-29 year
olds.

ON THE BEAT

SANzZ, PResUNTOS, M-CLAN TOP PREMIOS NOMS

MADRID — Alejandro Sanz (pictured), Presuntos
Implicados and M-Clan each received four nomina-
tions for Spain’s sixth Premios de la Msica awards
ceremony, which will be held on in Madrid May 10, a
day later than had originally been planned.
Warner artist Sanz is nominated for Best
Song and Best Pop Song for Y Sélo Se Me
Ocurre Amarte, Best Album for MTV
Unplugged, and Best Video for El Alma Al
Aire. Presuntos Implicados’ Gente (WEA) is
up for Best Pop Album, Producer, Sound, and
Video. M-Clan is nominated for Best New
Author, Best Song, and Best Rock Song for
Carolina and Best Rock Album for Sin Enchufe
(DRO/Warner). This is the first year the event has
been organised by the Academy of Music Arts and Sci-
ences, which was created under the umbrella of
authors’ and publishers’ society SGAE and artists’
body AIE.

HELDAL RETURNS TO NRK
OsrLo — Nils Heldal (pictured) has
been named director of radio opera-
tions at Norwegian national public
broadcaster NRK, effective May 1.
Heldal was recently managing
director of EMI’s affiliate in Nor-
| way, and prior to that was station
manager of NRK’s CHR/alternative
: station Petre. NRK reorganised its
structure a couple of years ago, combining the opera-
tions of TV and radio (with Tor Fuglevik as the direc-
tor of radio operations then). Under the management
of president/CEQ John G Bernander, who joined the
corporation last summer, NRK has chosen to return to
the former structure. In his new position, Heldal will
oversee AC station P1, cultural station P2, and Petre.
He will be based in Oslo four days a week, and in
Trondheim on the fifth day. He will report to NRK’s
director of broadcasting Hans Tore Bjerkaas.

INOMINEES NAMED FOR GREEK AWARDS

ATHENS — Minos-EMI has the most nominations (35),
with Sony Music coming second, for the first Arion
Greek Music Awards. Yiannis Parios, Eleftheria
Arvanitaki and newcomer Yiannis Ploutarchos are
among the nominees for the awards, set to be staged
in Athens on April 16. Ton Stamboulis, GM of organis-
er IFPI Greece, says that the members of the Greek
media, who vote for the majority of the awards, “have
really depicted the preferences of the Greek public
both in terms of consumer appeal and in terms of
quality of musical content.” IFPI Greece is organising
the event in collaboration with commercial TV chan-
nel Mega, which will screen the show live.

internet in-site

SESAC

www.sesac.com

This performing rights’ society, which began in 1930, has
evolved into the most technologically-advanced collect-
ing society. It was the first to use Broadcast Data Sys-
tems performance detection, and most recently became
the first to use Audible Magic’s digital audio identifica-
tion technologies. It therefore can monitor traditional
broadcasts, satellite broadcasts and webcasts, regard-
less of file format or compression, and compile accurate
reports from which royalties can be paid. SESAC is
headquartered in Nashville with offices in New York,
Los Angeles and London. The site, which explains every-
thing in a friendly manner, is in English, but an integral
link connects visitors to SESAC Latina.

Chris Marlowe
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Radio’s voice-tracked revolution

Although the technology
that makes it possible has
been widely available for
six or seven years now, a
combination of consolida-
tion and the advent of ever
smaller-scale radio ser-
vices means that European
radio has undergone
something of a voice-
tracking revolution in the
past couple of years—so
much so that regulators
such as the UK’s Radio
Authority are starting to
clamp down on its use. Jon
Heasman, Siri Stavenes
Dove and Menno Visser
report on the development
of “virtual radio.”

n May 1993, newly-launched

Soft AC station Star FM in

Slough, UK, making use of

embryonic voice-tracking tech-

nology, raised a few eyebrows by
including an “android” overnight
presenter called Twinkle in its
presentation line-up.

Nearly a decade later, there
might not be any robots on the air,
but numerous stations around
Europe are operating using
automation systems such as Enco
Dad, RCS Master Control and
Dalet which enable a computer to
run the station automatically,
playing out via hard disk all the
music, news bulletins, promos and
commercials as well as—crucial-
ly—voice-tracked links recorded
by the station’s presenters hours,
if not days, before.

For most stations, of course,
voice-tracking is primarily a cost-
saving device that enables them to
have a “real” person on the air
(rather than just back-to-back

staff’s skills for other parts
of programme production—
for example news, music
scheduling and general
production work. The tech-
nology’s simple and easy to
work with, and the result is
a well produced mix of
music and talk.”

Six into one

Trevor White, programme
director at Emap’s London-
based Soft AC Magic net-
work in the UK, notes that,
thanks to voice-tracking,
his network can employ
just two voice-tracked Dids
for overnights (19.00-06.00)
each presenting six hour
shows; previously, most
music stations normally
aired three or maybe four
different shows during that
time period. With only
three links per hour plus a
few station idents, Magic’s

music) at times when they would
have otherwise struggled to afford
one.

Jon Earley, programme director
of local Hot AC station SouthCity
FM in Southampton, was the first
UK programmer to use an Enco
Dad hard-disk playout system
when he was head of music at Mix
96/Aylesbury in 1994. He subse-
quently took a job with the manu-
facturers selling the automation
system to other UK programmers,
80 it’s no surprise that he’s using
the technology again at SouthCity,
which voice-tracks its output week-
day lunchtimes (13.15-14.00) and
overnight from 21.00 to 06.00.

Size matters

“There’s absolutely no justification for
us to pay for an overnight presenter
to be here,” says Earley. “The size of
our potential audience means we're
only going to get a
few hundred listen-
ers overnight, so to
pay someone £15-
16,000 (euros 24-
26,000) per year to
sit here overnight is
just not worth it.
Buy a computer
system for about
£30,000, and it pays
for itself within a
couple of years.”

For a station like
SouthCity, not only
does the technology
mean cost-savings
on overnight and
weekend  presen-
ters, but the use of
automation and
voice-tracking during mainly “live”
shows can dramatically increase the
efficiency of the staff that it does
employ. In addition to being
SouthCity’s programme director,
Earley, for example, presents a four
hour daily music show, is also the sta-

tion’s engineer as well as its afternoon
news journalist.

“If T had to sit in the studio [during
my show] waiting to press the ‘play’
button on the CD every time we did a
segue it would be a completely invalid
use of my time,” he says. “If I've got
two to three songs back-to-back or
more and I can pre-record a quick
link, I can go out of the studio for that
time and work on
scheduling the next
day’s music, for
example. That
enables our radio
station to have a
team of eight rather
than a team of 20.”

At Soft AC station
Lugna Favoriter in
Stockholm, only the
breakfast slot is fully
live, while the other
shows take South-
City’s methods of
working one step
further by being
“semi-live”’—i.e
mainly voice-tracked
in advance, but with

=1 gome live windows
for the presenters to do competitions
or react to emails, phone calls or faxes
during their shows. Says programme
director Wivianne Svedberg: “The
advantages with voice-tracking, if it’s
done right and it sounds live, is that it
is cost effective and we can use our
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“Presenters have understood that
voice-tracking is only a tool to sound

better and to have time left over to do
other things (rather) than just sitting around
listening to music for several hours a day.”
Wivianne Svedberg, programme director, Lugna Favoriter

night-time presenters can voice-track
a six hour show in less than an hour.
They are therefore paid substantially
less than they would be for being live
in the studio for six hours. Such a sav-
ing in resources, says White, means
that “you can put more resources into
your daytime hours where you've got
a bigger available audience.”

However, for White, voice-tracking
is not just a cost-saving device, but is
something that actually enhances the
quality of Magic’s output. “Our voice-
tracked shows are beautifully put
together,” he says. “When a song
ends, it ends beautifully into the
news, for example. The quality is
always superb, very listenable. It also
gives [with links] the presenters the
chance to say ‘that didn’t work’ and
not do it.”

Budget solution

At Dutch AC station Noordzee FM,
the whole weekend’s output is voice-
tracked by staff every Friday. “If you
want to offer a complete schedule and
still stay within the budget, voice-
tracking is the solution,” says assis-
tant programme director Daniel
Smulders.

“Okay, so you can’t mention things
like traffic information, but how
many big traffic jams are there dur-
ing the weekend? And at many sta-
tions it’s usual to tape all the tele-
phone calls from listeners and then

continued on page 7



continued from page 6
edit them down [for broadcast] to 20
seconds, so what’s the difference?”
Not everyone is so positive about
voice-tracking, however. Hans Los, a
technical operator at national Dutch
CHR station Radio 538, says his sta-
tion only uses the technology to a very
limited extent, mainly during public
holidays, and “we’re not proud of it,”
he admits. “It sounds fake, and
there’s no unity between the music
and the presenter. And of course, no
way of including breaking news or
listener interaction.”

Interactive limitations

Even SouthCity’s Earley, enthusiastic
about the technology’s ability to make
small-scale radio stations financially
viable, admits he would not voice-
track a national or large regional sta-
tion. “With automation, however clev-
erly you use it, you lose the ability to
interact with your listeners—you
can’t do phone-ins, competitions,
requests. If I was programming a big-
ger station, I'd want my overnights to

tent in the shows.”

Pringle observes that “a lot of
where voice-tracking has been done,
particularly in the US, has been done
to get premium talent on the air in
small markets, and I think there are
different ways of doing that, mainly
through live syndication. I also think
you give away more by not being live
—7Id rather have a relatively new
jock on air who has loads of enthusi-
asm [and] who is in tune with local
area.”

Robert Feller, programme director
at national, CHR-formatted Yorin FM
in the Netherlands—which uses
voice-tracking for overnights and
weekends—disagrees. “Good quality
DJs aren’t a widespread phenome-
non,” he says. “So if the choice is to
hire a C-list DJ to keep the station
running during the night, or to voice-
track an A-list DJ, I choose the latter.
Voice-tracking enables me to deliver a
better overall product.”

New talent
Feller’s attitude taps into one of the

be live, to get that =
kind of interaction.
Particularly as, even
overnight, there’s
often a loyal band of
listeners looking for a
bit of company.”

Keith Pringle, |
group programming '
and content director at
the UK’s Capital |
Radio group, is anoth- |
er who sees the limita-
tions of voice-tracking.
Aside from the compa-
ny’s digital and
Internet radio ser-
vices, none of Capital’s
stations use voice-

—= biggest concerns in

the industry about
the use of voice-track-
ing—that getting rid
of live overnight and
early morning “grave-
yard” shifts, where
new presenters can be
nurtured, is slam-
ming the door in the
face of new talent
which—if given the
right opportunities—
could become the sta-
tion’s stars of tomor-
Tow.

“There’s definitely
an argument for say-
ing that automation

“If you want to offer a complete
schedule and still stay within the budget,
voice-tracking is the solution.”

Daniel Smulders, assistant programme director,

tracking.

“It’s not because we don’t believe
in the technology—I think it works
fine—but it's always going to be a
compromise in terms of what you can
do in terms of interaction with an
audience, as with any pre-recorded
show,” says Pringle. “If you believe
that being live and interactive is the
best thing you can be, then if you can
afford it, voice-tracking will be one of
the last things that you go to.”

Lack of content

Pringle says of the risk he believes
voice-tracked stations are taking:
“One day they [the listeners] will hear
a station next door that’s not voice-
tracked, and if it’s more relevant and
more in tune with their life, then
they’ll go there. There are not many
people in the radio industry that can’t
hear a voice-tracked show—however
well it’s done—and they are able to
tell that because there’s a lack of con-

Noordzee FM

systems stop people getting jobs in
radio,” says South City’s Earley. “I
don’t need an overnight presenter
here, and in the old days that
overnight show would have been a
training ground for new presenters.”
“l worry that voice-tracking
restricts the number of presenters in
the industry,” concurs Magic’s Trevor
White, “and in restricting the num-
bers you inevitably restrict the
amount of talent coming through.”
White also admits that his network’s
use of voice-tracking gives him logis-
tical problems when one of Magic’s
live daytime presenters is away. “You
don’t build a natural lineage within
your presenter line-up. You're always
short of people when someone’s on
holiday, because there isn’t the natur-
al cover to come down from the

evenings or early breakfast.”
Programmers report that among
air talent fortunate enough to be
continued on page 8

|
|
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voice-fracking on frack
In the US, the use of BB ARPLAY |
as the consolidated mwﬁ
radio giants such as

stations in the group outside their home markets. Bram
Teitelman, of M&M’s sister US publication Airplay Monitor,

voice-tracking has

increased substantially

Clear Channel aim to maximise resources by getting pre-
senters to voice-track additional shows each day for other
reports on how American programmers are dealing with
the logistical and quality issues surrounding these shows.

quality air talent. Other programme directors bemoan its effects on

the talent pool but recognise it as the new reality. But all programme
directors are aware of the need to make voice-tracking sound fresh and
original and to constantly monitor what’s going over the air.

That voice-tracking isn't as easy as plug-and-play was made clear
recently when modern rock station WRZX (X103) Indianapolis parted ways
with voice-tracked night jock Fletch after only two weeks. Programme
director Scott Jameson told The Indianapolis Star newspaper that Fletch,
who had been voice-tracking from WRLX West Palm Beach, Florida, “just
wasn’t the type of presentation we were looking for.” Fletch, for his part,
told the paper that Jameson wanted him to spend two to three hours per
day on the show—instead of the 45 minutes that voice-tracking usually
took—and “was over-critical of everything I did.”

Tom Mitchell, operations manager at the Citadel group in Syracuse,
New York, recalls that “in the beginning [of voice-tracking] , it was more
about getting the technical aspects of everything working properly.” Now,
the Syracuse air talent are all voice-tracking three markets each. “The
Jjocks have gotten very comfortable with doing a show and making it sound
live,” he says. In addition to the usual supply of weather reports, event
schedules, and competition winner names from the markets they are voice-
tracking, Mitchell also feeds the Syracuse jocks airchecks of the stations
they’re on, which enables them to put the sound of the station into context
as they record their shifts.

Other programmers interviewed for this story offered tips for improving
voice-tracking:
¢ Try to rely on the full-timers when possible: “All of our weekends
are voice-tracked by our [weekday] jocks,” WHRL (Channel 103.1) Albany,
New York programme director Susan Groves says. “When you're dealing
with your weekday jocks, it’'s not hard to keep it fresh.” Like many PDs,
Groves, who presents a mid-day show, uses voice-tracking during her reg-
ular airshift. But, she says, “the studio’s just down the hall, so even when
I'voice-track, I do a lot of answering phones... WHRL
only has three jocks, but voice-tracking does a great
job of making the station sound constantly active.”

KRQC (The Dam) in Omaha, Nebraska, also has
its own jocks to track extended shifts and some
weekend shows. “I instruct them to sound as good on
the voice-track as they do on the air,” programme
director Tim Sheridan says. “I'm a ball-buster, too. If
I can’t tell it’s voice-tracked, then it’s got to be good.”

i ¢ Theatre of the mind: The Bearman & Keith, the
2 morning show on WZZO/Allentown, Philadelphia,
Tim Sheridan | voice-tracks a show for Saturday and adjusts accord-
ingly to fit in with public appearances that the show
makes. If the show has an outside broadcast at 10.00, even though the
show is voice-tracked, the hosts will “leave” at 9.40. If they have a more dis-
tant public engagement, the jock that follows them will come in an hour
early to adjust for time. “You have to be more of an actor than a DJ when
you're voice-tracking,” programme director Robin Lee says. “It’s just not
the same as live radio. Some people work better in the live moment, and
things come out of their mouths that they’ll never say when they’re voice-
tracking. You have to recite lines instead of saying what comes into your
head”

Lee says that even before WZZO voice-tracked, it used a lot of theatre of
the mind, so laying down voice-tracked links wasn’t so much of a challenge
for the jocks. For a New Year’s Eve party that the station recorded in
advance, part-timer Brother Joel pulled office staffers into the studio to
help create a party atmosphere. As the shift continued and the theoretical
clock got closer to midnight, interns and sales people joined in on the fun.

Proponents of voice-tracking say it affords markets access to higher-

Continued on page 8
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Continued from page 7

Then the “stripper,” actually a female friend of the announcer’s, showed up.
® Constant communication: At country station KNCN Corpus Christi,
Texas, night jock Eric Raines voice-tracks from Killeen, Texas. “I think of
him like he’s in the building,” programme director Paula Newell says. “We
communicate every day via either phone or e-mail. Any good jock that does
voice-tracking should always be checking in with their PD. [Raines wil]
make Corpus references and communicate with the listeners via e-mail. We

keep him up-to-date on any inside jokes at the stations. It keeps him sound-

ing very local.”

® Don’t give up on interactivity: Even without a live jock answering the |

phones, WZZO still manages an overnight request feature called
“Graveyard Blocks.” “The only thing we can’t do is answer phones and talk
about contests,” WHRL's Groves says. “So we use the website a lot, announc-
ing contests and directing people to the site.”
The website creates its own issues, however, particularly for those sta-
‘tions that use webcams. WZZO’s Lee says that if the camera gets
unplugged, it will broadcast the last image that was on. Sometimes the sta-
tion blocks half of the lens with a piece of paper. When the station obscured
the lens for the New Year’s Eve party, Lee said she got a few complaints
from listeners saying they couldn’t see the stripper. Lee wrote back to them
saying that the station covered the lens because it couldn’t show nudity on
the website.

Thinking locally
At the Nashville-based Cromwell Group, programming head Brian Krysz
says the company “is in a great position, because we saw this coming a long
time ago.” In addition to using voice-tracking for some dayparts at modern
rock WZPC and its top 40 sister WQZQ, he says, “in our smaller markets,
we'll have three or four really good jocks who are on all three or four sta-
tions. We really use our people to the best of their abilities.”

Krysz maintains that one of the most important things voice-tracked
jocks can do is to stay local, regardless of where they’re being heard. “The

[national] satellite radio at bay is to dominate
the airwaves with localism,” he says. “We have to
be local and topical. Everyone can play the songs
and have the big voices, but if you're not talking
about the town and acting as a symbol of the

ple will go elsewhere to find that information.”

While Cromwell plans on eventually exporting
its talent from Nashville, Krysz says that market
knowledge will still be key. “Instead of voice-
tracking 10-15 stations like some radio groups
have them do, they’ll do two or three. They’ll have
the daily newspapers, make appearances, and
basically, they’ll have to do their homework.”

Another important key for jocks voice-track-
ing at dlﬁ”erent formats than the ones they're accustomed to is to have a
grasp of the music they’re playing. WBUZ night jock Valerie voice-tracks her
last hour, then cuts middays for WQZQ. Krysz says, “She’s local, she’s
topical, and she talks a lot about the artists and music.”

Staying timely

“There’s nothing worse than hearing a voice-track give out-of-date informa-
tion,” WHRL’s Groves says. “With the Prophet [automation] system, I can
dial in and delete those voice-tracks if they’re going to sound stupid.” Last
year, after Limp Bizkit had cancelled a show, WHRL’s jocks voice-tracked
links for the weekend that said they would let people know when the show
was rescheduled. When the show was rescheduled over the weekend, Groves
deleted any links talking about the possible rescheduling from her house,
and called her airstaff to the studio to recut some new links with the updat-
ed information. KRQC will also have its jocks come into the studio in the
event of an emergency, such as severe weather.

KNCN’s Newell says that the programme director has a responsibility to
check voice-tracks . “You can listen to the voice-tracks, catch anything that’s

 incorrect, and pull them,” she says. “A lot of the time, if you catch something
early enough, it can be resent. The PD has got to pay attention and realise
that you can pull things.”

WZZO’s Lee thinks that while many in the industry decry voice-tracking,
most listeners don’t know or care whether the jocks are live. “I think that it
would bother the P1 [listeners] if they knew shows were pre-recorded,” she
says. “The P2s and P3s don’t give a shit. If I listen to another station and I
can tell that it’s recorded, then it bothers me. But I'm in radio. I remember
listening to Michael Tearson on WMMR Philadelphia while I was studying
and was comforted knowing he was there.”

“It’s a different world,” Cromwell’s Krysz says. “We’re not asking people
to do more work. When I was on the air, I had to grab the records, do the
log, pull out the commercials, answer the phones, and be able to crack the
microphone and say something intelligent. Now, the computer does it all. If

you make a mistake on the computer, you can ﬁx it. It’s actually a way of

making their jobs easier and less complicated.”

way that welll win in the long run and keep -

town that you live in or are being heard in, peo-

continued from page 7

working in the industry already, reac-
tion to the technology is—after some
initial scepticism—is usually positive.
“The reaction’s always negative until
they want Christmas or Easter off,
then they think it’s fabulous!” smiles
White.

Presenters’ reactions

“The presenters who had been doing it
for 20 years were reluctant about the
technology,” says Earley of his experi-
ence in introducing the technology at
Mix 96 seven years
ago. “But once you
convince them it can
actually help them
out, they tend to come
round to the idea
quite quickly.”

At SouthCity,
reports Earley, “We
do Christmas day
breakfast live, for the
interactivity, then
come mid-day we're
automated right
through until the day
after Boxing Day,
which is  great
because it means pre-
senters can spend
Christmas with their
families.”

Keith Pringle

WL ===,

a live show well, you'll do a good live
show—you’ll have good content. The
same with a voice-tracked show—
prep it, but don’t script it.”

White says that he never lets pre-
senters voice-track shows more than
three days in advance, “because I like
them to talk about topical things that
connect with now. If you record too
much in advance it’s either old and
stale, or it’s so generic that it’s of no
interest.”

Earley warns presenters to think
carefully about the music on the run-
ning order—because
presenters using the
technology generally
only get to hear a 20-
second or so outcue
from each track,
there is a risk of
sounding too perky
coming out of slow
records, for example.

Svedberg empha-
sises the need for
presenters to keep in
mind at all times the
time of day they are
voice-tracking for,
regardless of when
they are actually
recording it. “Try to
think of the atmos-
phere in the evening,

“It's always going to be a compromise in
terms of what you can do in terms of
interaction with an audience.”

Keith Pringle, group programming and content

Lugna Favoriter’s Svedberg says
that “all our presenters knew that we
used the system when they were
hired. I think that most of them also
appreciate the technology and have
understood that voice-tracking is only
a tool to sound better and to have
time left over to do other things
[rather] than just sitting
around listening to music for
several hours a day.”

Noordzee FM’s Smulders
claims that “our presenters
have no problems with it—
it’s even a kind of sport
[between DJs] to make it

1»

sound as live as possible!

Adrenadline problem

Among those presenters who find pre-
recorded voice-tracking more diffi-
cult, says White, the problems stem
from “the lack of adrenaline and
knowing you can do [the links] again.
Because of that they do very flat
shows, whereas the good ones make it
sound live.”

“The secret is not to treat them as
shows,” continues White. “You're real-
ly creating production elements,
putting some humanity into music-
based shows.” Nevertheless, the
Magic programmer believes that tal-
ent should prepare for voice-track
sessions in the same way that they
would do for a live show. “If you prep

MuUsStIC & MEDTU!A e APRIL 20, 2002

AmericanRadioHistorv.Com

director, Capital Radio

in the afternoon, at work—and consid-
er what the listener is doing when the
programme is broadcast.”

More tracking

All the programmers M&M spoke to
believe that, as the industry consoli-
dates more and looks to gain
economies of scale, there
will inevitably be more
| voice-tracking in the future.

“I think that voice-track-
ing will be used a lot more—
especially when it comes to
niche formats,” predicts
Svedberg. “It doesn’t matter
if you broadcast live or use
' voice-tracking—the impor-
tant thing is how you as a programme
director or owner want the station to
communicate. The presenter is just
one of the tools for the job.”

“The better the equipment gets the
more there will be of it,” says White,
who believes that soon “there will be
presenters who don’t do any live
shows at all; instead theyll just do
voice-tracks each day for shows in
three or four different markets.”

Yorin’s Feller, though, is confident
that voice-tracking “will never
replace live radio completely. On tele-
vision it doesn’t matter so much that
nearly everything is recorded, but
radio is a medium that stays closer to
the listener.”
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London’s Heart finds its rhythm

With a Rhythmic AC music policy introduced last
year by new programme director Francis Currie,
impressive recent audience figures—up to a 6.2%
share from 5.4% a year ago—suggest that London’s
Heart 106.2 may finally have found a winning formu-

la. Jon Heasman reports.

\‘E/

sTATION
IN FOCUS

hen, in 1994,

Chrysalis Radio was

awarded a licence by

the UK’s Radio

Authority to provide
London’s first “official” AC station,
many felt that the number one
position of London’s heritage CHR
95.8 Capital FM could be under
real threat, given the proven popu-
larity of AC formats in the US and
also the inroads that Chrysalis’
West Midlands AC station, 100.7
Heart FM, had already managed to
make into the audience of Capital’s
CHR station in Birmingham,
BRMB.

But in radio, things are rarely
that predictable, and five years on
from its 1995 debut Heart 106.2
was still rating below a 5% share
barrier, and for a time was over-
taken by Emap’s Soft AC Magic
105.4, following that station’s
transformation from the MOR
Melody FM.

Heart has seen several changes
in strategy since its launch. After
its first year or so as an overtly AC
outlet, airing the likes of Van
Morrison, Fleetwood Mac and Mike
and the Mechanics, the station—
perhaps disappointed that it hadn’t
been getting the kind of ratings
hoped for—moved more contempo-
rary musically, playing a lot of boy-
band and other pop fare, causing
some industry cynics to label it
“Capital Lite.” This impression was
further re-inforced when it hired
two stalwart Capital FM Dds, Pat
Sharp and David Jensen to present
the same slots they had occupied
on Capital..

When Francis Currie—the man
who, along with other executives at
Emap, had been responsible for the
metamorphosis of Melody FM into
Magic 105.4—took over as Heart
106.2 programme director last
June, he denies that he had any
pre-conceived ideas about the
changes he would make to the sta-
tion. “We didn’t choose a format,”
he says. “Rather than starting with
any idea that we’d adopt this for-
mat or that format, we went fur-

ther back to basics, and asked ‘who
are we trying to talk to? Once we'd
decided that, we said ‘let’s under-
stand them better, and part of
understanding them better was
asking them ‘what music do you
love? Our music policy came out of
that rather than us imposing a for-
mat.”

The target, says
Currie, was defined as
“women aged 30-39,
with a broader target of
women aged 25-44.
Although Currie con-
cedes “there’s a danger
of over-targeting, in
that if you only achieve |
your target, you haven’t
got enough people to

Although these genres have
always been popular with a section
of the public (and there were
numerous soul and funk pirates on
the air in London during the '80s),
UK programmers have traditional-
ly been afraid to build whole radio
stations around soul and disco. In
more recent times, this caution has
perhaps been underscored by see-
ing what happened in the US with
the Jammin’ Oldies format, which
started with impressive ratings but
burnt out very quickly.

But Currie is confident that
Heart 106.2, whose musical output
comprises around 50% currents
and recurrents, won't suffer a sim-
ilar fate. “If all youdo is
play rhythmic oldies
you burn those songs
out,” he says. “The
songs can go from being
a really enjoyable,
evocative listen to being
irritating. We've been
very conscious not to
live in the past, but if
people do still love an
Arethra Franklin or a

sustain the business,” —
he emphasises that “it’s really
important that a station has clear
points of difference for the audi-
ence.”

The format change Currie ended
up making was to move Heart to
what could be best described as a
Rhythmic AC, albeit with consider-
able chunks of pop.. What came
onto the playlist much more heavi-
ly were classic soul and disco
records from the likes of Chic,
Barry White, Sister Sledge and

Soul II Soul, while the more guitar-
based AC material from the likes of
REM, Travis and Queen disap-
peared.

Heart had always had a popular
Saturday night disco show, but the
kind of rhythmic oldies aired on
that show had previously only
appeared on the station’s core day-
time playlists to a limited extent.
“One of the interesting things
about the London market is the
affinity with rhythmic music in
general—it’s much stronger in
London in any other market I've
worked in,” explains Currie. “We
found that there was a huge affini-
ty for those big *70s and ’80s disco,
soul and R&B hits.”

Real Thing we’ll play it
as part of a mix.”

Currie also emphasises that
Heart will not hesitate to change
again if tastes change or songs get
burnt. “If we see pop music swing-
ing back to being more guitar
based, and some people argue that
we’re seeing the first signs of that,
in time that shift in taste will also
influence an older audience. We are
not wedded to a format, we're wed-
ded to our listeners.”

It’s not just about the music

Heart

The right song. Right now.

though. Currie has placed an
increased emphasis on local
London news and information, and
personality presenters are also an
essential part of the Heart mix.
“I'm very keen to encourage real
people on the radio,” says Currie.
“We went through a period [in UK
radio] when people were just firing
soundbites into a vacuum—posi-
tioning lines, and so on. I think
there’s a new interest in authentic-
ity—I don’t want robo-jocks who
say the same things in the same
way as each other, day after day. I
want people who can connect with
their audience on an emotional
level, because I think emotional
connection is the key to effective
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radio programming.”

Heart has spent a lot of market-
ing money on campaigns that try to
show “the kind of people who listen
and the kind of situations we all
find ourselves in.” Given that
investment, says Currie, “it’s
incredibly important that whatev-
er promise you set up in the mar-
keting you absolutely have to deliv-
er when you tune into the radio
station. Listening to a lot of sta-
tions, you wander whether the pro-
gramming people and the market-
ing people have ever met.”

Currie says that Heart enjoys a
good relationship with the music
industry, although he recognises
that “understandably, they find
what sometimes they must see as
conservatism a bit frustrating.”
But Currie finds it equally “frus-
trating” that, when Heart has a
playlist meeting, “we actually don’t
find enough of the kind of records
we need.”

He blames the shortage of suitable
current material on “an obsession
with sound, noise and rhythm. One of
things that makes the radio experi-
ence different from the nightclub
experience is that you need a melody,
you want a tune. And it’s got absolute-
ly nothing to do with age—there are
people like S Club 7 who are produc-
ing fantastic pop songs.”

Sample Hour: Heart 106.2
(David Jensen, Friday April 4, 16.00-17.00)

Artful Dodger/Movin’ To Fast

Barry White/Can't Get Enough Of Your Love
Westlife/World Of Our Own

Rufus & Chaka Khan/Ain't Nobody
Robbie Williams/Rock D.J
Snap/Rhythm Is A Dancer

Whitney Houston/How Will I Know?
Craig David/7 Days
Gabrielle/Dreams

Darren Hayes/Isatiable
Chic/Everybody Dance

The Superman Lovers/Starlight

Factfile: Heart 106.2

Group: Chrysalis Radio
Format: Rhythmic AC
TSA: Greater London
Ratings: Weekly reach 17% (1.7 million
adults); average hours 8.5; share of lis-
tening 6.2% (Source: RAJAR, Q4 °01).
Airdate: September 1995

Managing director: Steve Parkinson
Programme director: Francis Currie

Key presenters: Jonathan Coleman,
Erika North (pictured), Pat Sharp
(pictured), Toby Anstis, David Jensen,
Danny Pietroni, NJ Williams.

Sales House: Chrysalis Radio Sales
Website: www.heart1062.co.uk
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Costello’s return dlsplqys old Attractions

by Paul Sexton

“Every Elvis has his army, every rattlesnake his
charm,” runs a lyric on Episode Of Blonde, con-
tributed by his wife Cait O'Riordan to Elvis
Costello’s When I Was Cruel. But while the album,
due on Mercury on April 22, contains more than a
few echoes of his past, and is his most rock-orient-
ed record in years, Costello warns his longtime sup-
porters not to fall through the retro trapdoor.

“Some people might think,” he says, “that because
this record has two Attractions on it, it must natural-
ly be the successor to [1986s] Blood And Chocolate,
but it’s not in any way rooted in the past.”

After building a catalogue of almost unparal-
leled creative scope in the last quarter-century,
Costello is back at what many still consider his day
job on the new set. It’s introduced by the single Tear
Off Your Own Head (It’s A Doll Revolution), which
swiftly landed prime UK playlist spots at such out-
lets as AC/MOR BBC Radio 2, alternative Xfm and
the BBC’s new, self-styled “other music” digital sta-
tion 6 Music.

“It’s absolutely what 6 Music should be playing,”
says the station’s music manager Jon Myer. “Good,
strong, adult pop music. It went straight on the A-
list.” Says Costello himself of Tear Off Your Own
Head: “I kind of like the fact that it’s such a dizzy
sounding song. Rock ‘n’ roll songs are mostly about
‘I want, I don’t want. I got, I don’t got.” It’s a rock ‘n’
roll song, what can I say?”

As programmers and longtime fans alike remind
themselves of Costello’s incisive lyricism and
songcraft, a feature of the build-up towards the
release of When I Was Cruel has been his own

boundless energy in promotmg the record. “It felt
like something’s come on in my head,” he says, “I'm
not going to repeat the past, but I can run most peo-
ple ragged in terms of volume of work. I don’t fall
down very easily.”

When I Was Cruel, which was recorded in Dublin
(where Costello lives) and New York, features two-
thirds of the Attractions line-up, with Steve Nieve
on keyboards and Pete Thomas on drums, with new
bassist Davey Farragher.

Costello himself produced the album under the
guise of The Imposter. He bears no malice about the
changes in the industry since his formative days.
“Im not of a mind to be embittered about the way
the business has been compartmentalised,” he says.
“You've got to deal with the reality.”

The new album follows For The Stars, his collab-
oration with Anne Sofie von Otter released last year,
and 1998’s project with Burt Bacharach, Painted
From Memory. While Costello regards those as
every bit as essential to his persona as his rock-lean-
ing material, he knows that not everyone makes the
journey with him. “Some people go ‘I like it up to
Spike’ or even ‘Imperial Bedroom’, but they don’t get
it beyond that. I like the sense of adventure of those
[other] records. But there’s a conservatism in rock
writing that is suspicious of the motivation.”

Touring begins this week with a show at
London’s Astoria on April 16 followed by US dates.
Just ahead of that, Costello has been in the studio
with conductor Michael Tilson Thomas and the
London Symphony Orchestra for the Deutsche
Grammophon recording of his first full orchestral
score, Il Sogno. “I just want to take full advantage
while I'm feeling as alive as this,” he says.

Green Eyed Soul of Sa

rah Connor

by Gesa Birnkraut

With a voice and stage presence com-
pared to that of Britney and
Christina, Gemany’s new 21 year-old
R&B and soul sensation Sarah
Connor has become one of the hottest
new artists coming from continental
Europe. Signed to Berlin-based label
X-cell, a joint venture between
George Glueck and Sony Music
Germany, her success started in her
native country before spreading to
other territories.

“Her music has an gy
international appeal and |
it will not be difficult to
lead Sarah to internation-
al success. The success in
Germany helps of course,”
says Sony Music
Germany Berlin-based
director  international
marketing exploitation
Sabine Bauerfeind.

The success in |

Germany came with the %

May 7, 2001 release of the single Lets
Get Back To Bed, Boy which entered
the domestic charts at number four.
The Number 1 track From Sarah
With Love followed last November in
GSA. The track was released this
January and February in the rest of
Europe and comes out in the UK
around May/June. Her debut album,
Green Eyed Soul, entered M&M’s
European Top 100 Albums chart at
number 13 following its GSA release
in November. With the remaining
territories sending the record to

retail this February and March,
Green Eyed Soul still sits comfort-
ably in the Top 40.

A tour was planned for April, but
after receiving an Echo award for
best female national artist of the
year, interest from Sony’s interna-
tional partners left no time to pre-
pare. New dates are now being
rescheduled for June. “The tour is
what I live for,” Connor tells M&M.
“It is the best feeling ever to be in
front of my fans. But I also like the
new beginnings in the new countries.
1 It is a bit like last year
starting in Germany but
from a totally different
level, because I learned so
much in the last year.”

“You won’t believe the
story how X-cell records
got to know Sarah
. Connor,” says Steffen
| Miiller, general manager
| of X-cell. “She sent a
' demo and bio, but there
were so many instru-
ments you couldn’t hear if she could
sing. And then I found this CD she
made two years before for her family
with Christmas songs, just her and a
piano—and there was this voice.”

“Sarah Connor showed every-
one that she is not a one song mir-
acle,” says Marzel Becker, pro-
gramme director at Radio
Hamburg (CHR). “If she has the
right songwriter and producer—
for example Sasha—she will be
able to stay on the market for
longer.”

DANCE GROOVES

by Gary Smith
BRAZILIAN SUMMER

With summer arriving we can expect
a rash of tracks that feature the
smooth, floaty side of Brazilian
music. Toujours Le Soleil by Vanessa
featuring Mr Joshua (WEA/France)
is based around a relatively tradi-
tional take on the sound of Brazil.
The phrasing is laidback, as are the
semi-spoken vocals, accompanied by
piano flourishes and a multi-voiced
percussion section. A lovely tune but
perhaps just a little too close to the
pure Brazilian sound to crossover in
a big way.

ITALIAN METAL

Metal by DJ Gius (Green
Force/ltaly) is a thoroughly atypi-
cal Italian release—the TB 303s
growl and snap through the intro,
which leads into a dramatic, truly
epic drop that, in turn, gives way to
a massive thumping bass riff. The
sheer brute force of this track com-
bined with the savvy minimalism of
the arrangement should guarantee
a huge impact, at least on the
dancefloors of Northern Europe. A
tune that, thanks to its powerful
instrumental hook, should be huge.

BRAZILIAN CONFESSIONS

Suba’s debut album Sao Paolo
Confessions (Ziriguiboom/Belgium)
was one of the crossover revelations
of 1999. Sadly, it was to be his only
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solo recording. A fire in his recording
studio suffocated the sleeping Suba
that same year. Three years on and
the title track from the album has
been re-released featuring two
superb remixes from Zero DB and
Bigga Bush. The Zero DB Remix, a
furious combination of charged-up
chants, exuberant and menacing
synth additions and samba groaoves,
looks set to be huge with the growing
audience for ethnotronic sounds.

SPANISH FRANKNESS

Spanish DJ/Producer Francisco
Martinez aka FRANK T.R.AX. is
known as the man to have intro-
duced Trance/Techno/Progressive
house to Spain. He is also the per-
son most likely to establish
Spanish dance music as a new
force on the global scene.

Judge Jules of public broadcast-
er BBC Radio 1 (CHR) is just one of
the many DJs tipping his latest
track Nebuchan (Neo Records/UK),
to be huge this summer: “What a
tune. It may be the track that’ll put
the hugely underrated Spanish
mainland dance scene on the map”.
As Graham Gold of London dance
station Kiss FM points out, the tim-
ing of Nebuchan is perfect: “With
Dutch style power trance back in
favour, probably due to the kids
missing the ‘hands in the air’ factor
of