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Virgin 1215 Loses FM Fight

UNITED KINGDOM

by Adam White

The dealmaking skills of Virgin
Music Group chairman/CEO
Ken Berry—not to mention the
company's record-breaking prof-
its—have just earned him a big-
ger job.

Effective September 1, Berry
will become president/CEO of
EMI Records Group Interna-
tional, a new structure responsi-
ble for EMI's most profitable
domain: the world outside North
America. The shape and size of
the new unit will not become
clear, however, until Berry gets
to grip with his new post.

"This is intended to give me
more time to work on the broad-
er, strategic issues facing EMI
and the music industry”,
explains EMI Music president/
CEO Jim Fifield, to whom
Berry reports. "It will help me
run the company more smooth-

(continues on page 24)

by Jeff Clark-Meads

The UK's big cities are about to
get a radio bonanza. The UK
Radio Authority has decided to
allocate the country's final batch
of FM frequencies to new region-

al stations, which will mean up to
three additional services for the
main population centres.

The decision also means,
though. that there will be no new
country-wide FM rock station,
despite a 600.000-name petition
calling for one.

MOST WANTED COUNTRY SINGER — Garth Brooks appeared for a live
performance and an interview on MTV Europe's Most Wanted recently, |
while on tour in Europe. He is pictured here (r) with Most Wanted presen-
ter Ray Cokes

MTV Proves Screen's Influence On Sales

EUROPE
by Jeff Clark-Meads

A study conducted in 1990 by
Euromonitor into the correlation
between airplay and chart success
in the UK asked a sample group
of record buyers what had been
the biggest influence on their pur-
chase. The largest group—a total
of 25% of singles buyers and
28% of albums buyers—had
heard the music on the radio;
14% said they always bought

releases from that particular
artists; 14% quoted various
sources, while the fourth largest
group—a total of 14% of singles
purchasers and 5% of albums
buyers—reported  that  they
bought a record because they had
heard it or part of it on television.

Although overshadowed by
radio. there is no doubt that TV
influences viewers musical choic-
es. The visual power of a video or
live performance adds an extra
dimension to the impact of radio

play alone. It is essential to build-
ing up the all-important artist
image. Consequently, when it
comes to the launch of a new
album or new act, television is
widely regarded as an important
part of the marketing mix. Icing
on the cake it may be, but without
it, developing and sustaining new
acts can be a difficult task.

Try telling that to the TV man-
darins, though. Terrestrial televi-
sion is notoriously deaf ‘to
reminders from the music indus-

The Radio Authority made its
decision at the end of a three-
month consultation period. It had
asked for views on whether it
should give frequencies in the
105 to 108 MHz range to local.
national or regional services

(continues on page 24)

Spanish Radio
Giants Combine
Programming

SPAIN ]
by Howell Lewellyn

Spain's two largest private
radio broadcasters Cadena SER
and Antena 3 Radio are to fuse
their news talk broadcasting and
rationalise programming on their
music nets to create a balanced
nationwide portfolio. The move
comes with the creation of a
SER-Antena 3 joint management

{continues on page 24)

try that music is a rich and wor-
thy aspect of modern culture.

In all European countries, the
number of outlets for music on
terrestrial television are so few
that they can present no sustained
and meaningful exposure for an
artist. The only way television
can make a contribution, say
record companies, is if radio play.
press coverage and advertising
are all playing their part at the
same time.

(continues on page 23)

Cabrel Brings |
"Honest Music"
- ToTopThe
~ French Charts

FRANCE
by Emmanuel Legrand

Even if Francis Cabrel is one
of France's most revered artist,
the magnitude of the success of
his Imost
recent album
has been a
surprise  for
many  within
the industry.
In little more
than a month,
Cabrel his album
Samedi  Soir
Sur La Terre, released in France
on April 6 by Columbia. has
| gone over double platinum
(600.000 units sold) and at
presstime still continues to sell |
al a daily rate of 10-17.000 |
units, according to the label.
23
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No. 1 in EUROPE

European Hit Radio
LOVE SYMBOL

The Most Beautiful Girl
(NPG/Edel)

Eurochart Hot 100 Singles
MARIAH CAREY

Without You

(Columbia)

European Top 100 Albums
PINK FLOYD

The Division Bell

(EM])
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Their New Single love is all around
Already in rotation on 35 stations all formats
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Pop music has become an element in today’s global
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entertainment world. Together with TV, films, video,
the print media, computer games and new media

"#»_  such as CD-ROM or CD-1 pop music forms a
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and precise information are _ ;@
of great r a
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for the functioning of
this complex network.
- POPKOMM. is designed as a discussion
forum and monitor for these developments and
emphasizes this by taking on a new orientation:

Trade Fair for Pop Music and Entertainment.

As a congress, trade fair and festival POPKOMM. is
now the focal point for everyone in the pop music
industry, entertainment and its ancillary sectors: record
companies, music publishers, musicians and music
producers, radio, TV, print media, film and video

f producers, artist agencies, tour operators, the
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D-42329 Wuppertal =
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Phone +49-202-27 8310 Cologne, Cermany PopMusic and

Fax +49-202-78 9161 Congress Centrum Ost Entertainment




Denekamp Promoted To SMI
Oversees Far East

Senior VP;

INTERNATIONAL
by Machgiel Bakker

Following a two-year stint at
Sony Music Europe (SME),
Dutchman Richard Denekamp
(42) is moving to New York to
become senior VP for Somy
Music International
(SMI), reporting to SMI
president Bob Bowlin.

In his new role,
Denekamp will be the
"righthand” of Bowlin for
all commercial matters.
"It's a broad spectrum,"
says Denekamp, "ranging
from worldwide strategic
planning  to  special
assignments like new business
developments and the set-up of
new companies.” On the latter,
Denekamp will be involved with
all of Sony's affiliates and
licensed companies in the Far

East and Sony will appoint a spe-
cial regional director who will
become accountable to
Denekamp. It is expected that
Denekamp will officially start in
his new role on September 1.
Declining to be specific,
Denekamp says SMI's targets will
be ‘“pretty aggressive.
We've set ourselves high
targets in terms of where
we're heading to in the
future, what our economic
success will be, our pro-
jected market shares and
the number of companies.”
Although a statement
from SME was not forth-
coming at presstime, it is
understood that Denekamp's posi-
tion at SME will not be replaced
and, instead, the company will be
searching for two new staff func-
tions, one for European business
affairs and one for human

resources.

Denekamp was elevated from
his Sony Music Holland MD post
to SME senior VP in May 1992
replacing Manolo Diaz. During
this period, Sony had Europe
divided into major territories
(UK, Germany, France, Italy,
Spain), reporting directly to New
York, and the "secondary" mar-
kets (currently 13) under the
responsibility of Denekamp.

The arrival of SME president
Paul Russell in January 1993
changed that structure and all of
Europe was eventually the
responsibility of Russell,
although Denekamp continued to
form an extra reporting layer for
the smaller country MDs. With
the departure of Denekamp, it is
understood that all European
MDs will now report directly to
Russell.

National Private Frequency Plan
Provokes Strong Interest

IRELAND
by Dermott Hayes

Expressions of interest for a new
national private station in Ireland
far exceeded expectations on the
deadline for applications last
week.

The Irish Television and
Radio Commission (IRTC)
received a reported 10 to 15 let-
ters in response to a national
newspaper ad campaign seeking
expressions of interest in a new
private national station.

The commissioners  were
encouraged by the response,
according to a spokesman for the

IRTC. There were only four
applications for the licence when
it was first offered in 1989, when
it was won by the now defunct
Century Radio. The size of the
recent response increases the like-
lihood that the IRTC will place
the national commercial station
franchise for open public tender
in the near future. The IRTC
spokesman cautioned, however,
that "This has been a preliminary
exercise. We will be cautious
and take whatever time is needed
to decide.”

"The whole exercise was a
pre-tender trawl. Firstly, to gauge
just how much interest there was

out there and secondly, to set out
what is needed to establish a
national commercial station that
will success and flourish.”

The question of whether or not
to proceed with the tender pro-
cess was on top of the agenda at
the IRTC's meeting scheduled for
May 26.

The identities of the interested
parties will not be divulged,
according to the spokesman,
although the expressions of inter-
est might be used to develop
future guidelines for public ten-
ders.

French Music Replaces MTV On
Norwegian Cable Janko

EUROPE
by Julia Sullivan & Emmanuel
Legrand

Disagreements over cable licence
fee have lead to MTV Europe
being dropped from Norwegian
cable operator Janko in favour of
France's MCM-Euromusique.
The move represents a loss for
MTV of some 140.000 cable
households from a total of
650.000 in Norway.

The fee MTV demanded for
the use of its programming was
too high to be viable for the basic
cable service, but the music TV
channel refused to be included on
an extended package, according
to Janko marketing manager
Trond Janhas. MTV's broadcast-
ing agreement ran out April 15.
Following an initial month free of
charge on the basic cable, the
French-language MCM will now

be available on the extended .

channel for what Janhas reports
as "a similar fee to MTV."

Comments Janhas, "We want-
ed to run MTV, but we were not
prepared to include them on the
basic service, which would have
meant charging all our sub-
scribers for a channel some 18%
have shown an interest in. We
proposed including them in our
extended package, but they
refused.”

MTV director of marketing
and network development Peter
Einstein points out that, follow-
ing disagreements with various
Norwegian cable operators two
years ago, Janko is the only com-
pany not to accept the cable fee.

"Over the past two years any
cable operators with whom we
had difficulties on this matter
have realised that we are impor-
tant for them, and have put us

back on. Having carried this poli-
cy through, in fairness to our
other subscribers we cannot con-
tinue to supply free programming
to Janko.”

"Like any other channel, MTV
should be included in the basic
fee charged to all subscribing
households. By leaving us out of

the basic package Janko is just,

trying to use the fact that MTV is
very popular to raise the extra
revenue”

Janko's  Janhas  describes
MCM as having a slightly wider
appeal than MTV, and the chan-
nel's slant towards continental
music (70% European and 50%
French content) is believed to be
attractive to Scandinavian audi-
ences. However,  although
talk/music ratio is far lower than
on MTV, he sees language as a
problem.

| marketing manager Dragnet/Alternative, Willy Ehmann.
L SESESSEEC N S

| SPAIN: Spanish Acts Support Amnesty CD

| Amnesty International, which will be used to launch the campaign
| "silenced Lives." Artists include Miguel Rios, Lluis Llach, Manolo

| Profits at media giant Compagnie Luxembourgeoise de Télédiffu-

EUurOPE AT A GLANC

SPAIN: Advanced Music Takes The Stage In Barcelona

Sonar is the name of the first international festival dedicated to so-
called "advanced music" to be held in Barcelona June 2-5. Advanced
music is defined as music created with the use of electronic instru-
ments or information systems such as computers. It comprehends
everything from electro-acoustic to ambient to dance. The festival,
which will include conferences, performances, demonstrations and
commercial exhibits, is an initiative of SGAE, the Spanish rights soci-
ety, and Barcelona's Centre of Contemporary Culture. Artists appear-
ing include video artist Peter Rubin, performance artist Barry
Schwarz, German group Can, well-known ambient musician and vice
president of SGAE Teddy Bautista and the dance mix team of Toni
Peret and Josep Maria Castells. For information contact: (+34) 3 425
4378, fax: 425 0659. Terry Berne

HOLLAND: Dutch First Quarter Record Shipments Up 14%

First quarter figures released by Dutch record industry body NVPI
show record shipments to have increased 14% from the same period in
the previous year. A total of 8.2 million units were shipped worth Dfl
110.7 million (app. US$57 million). Singles showed the most growth,
up 24% to 1.17 million units, while CDs were up 14% to 6.5 million
units. Other album formats showed a decline, however—MCs dropped
6% to 0.22 million units, while LPs plunged 68% to just 6.000 units.
New formats DCC and MD have failed to take off, both dropping off
during the first quarter by 91% and 88% and shifting a mere 2.000
units apiece. Miranda Watson

Twenty eight Spanish musicians have contributed to a new double CD
by the Spanish branch of the London-based human rights organisation

Tena, and Rosendo, among others. Howell Llewellyn
UK: Mike Stock's Ding Dong Label Goes To Arista/Bell

Top UK songwriter/producer Mike Stock has signed a new record
label deal with Arista/Bell. Formerly part of songwriting/production
team Stock, Aitken & Waterman, Stock will launch his Ding Dong
label on May 30 with the release of a remake of the Barbra Streisand
and Donna Summer '79 hit No More Tears (Enough Is Enough) by
Kim Mazelle and Jocelyn Brown. Miranda Watson

IRELAND: FM104 Books TV Ads

Dublin ACE station FM104 has set a new marketing precedent in
commercial radio with a one-month long TV advertising campaign on
Irish national television. Using a "Radio With Attitude” campaign slo-
gan, the Dublin station has stolen a lead from its nearest competitor
with a high profile, prime time assault. "It builds awareness levels
which is exactly what we needed for ACE in Dublin,” said FM104 PD
Scott Williams. Dermott Hayes

LUXEMBOURG: CLT Profits Up 15%, Radio Share Lower

sion (CLT) were up by 15% in 1993 to LUF 3 billion (app. US$87.3
million), up from LUF2.6 billion in 1992. Once the cash cow of the
CLT, radio revenue now only accounts for 12% or LUF8.7 biilion out
of a total LUF75 billion. Television generated a whopping 81% of
total revenue, of LUF60.4 billion. Marlene Edmunds

RUNAWAY SUCCESS — Sony Music executives congratulated Soul Asylum |
(SA) while they were in Germany on their Grammy award for their single ‘
| "Runaway Train." Pictured (back row, I-r] are: Danny Murphy (SA), Joey
Huffman (SA), David Pirner (SA), Sony Music MD Jochen Leuschner, Karl
Mueller (SA), Sony head of promotion Bernd Weiss, Michael Lofler (Moma
Concerts), Bill Sullivan (SA); (front row, I-r): Grant Young (SA) and Sony |
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FINNISH GOVT. GRANTS EIGHT LOCAL RADIO FRANCHISES

Classic FM Continues Expansion
With Operations In Finland

FINLAND
by Kari Helopaftio & Jeff Clark-Meads

UK national classic music station
Classic FM is continuing its
continental European expansion
with a newly awarded licence to
broadcast in Finland. The radio
group is part of a consortium that
is to expand Helsinki station
Klassinen Asema to a service
that will cover the 18 largest
cities in the country. The net will
cover 80% of the population and
will reflect Classic FM's populist
approach to classical music.

The new net is a partnership
between  Klassinen  Asema,
which has been broadcasting in
Helsinki for three years, Classic

FM and a Swedish newspaper
publisher. Klassinen Asema is
owned by the Finnish Economic
Information Bureau.

Classic FM's Dutch station
was launched at the beginning of
May.

Classic Radio is one of two
special interest networks which
were authorised, along with
"youth radio” Muorisoradio, to
broadcast in the four biggest
cities—Helsinki, Turku, Tam-
pere and Oulo. The licence hold-
ers are Radio City/Helsinki and
Radio Sata/Turku, who had
filed separate applications of
almost identical nature.

The government's allocation
of eight new local radio franchis-

es was followed by several regu-
latory amendments which loos-
ened various restrictions which
have so far hampered commer-
cial broadcasters. The "own pro-
duction" rules, which require a
minimum 75% of local produc-
tion, has been dropped. Also, for
the first time, simulcasts of local
or foreign origin can be transmit-
ted freely between 18.00-06.00
and for a total of one hour
between 06.00 and 18.00 .

MD of independent radio
association SPRL, Kai Salmi,
welcomes these changes, com-
menting, "Local stations are now
given more stimulation and
clearer rules of the game.”

Z Radio Plans National Network

SWEDEN
by Nicholas George

Z Radio is to open seven sta-
tions at the end of June, giving
Sweden a new music radio net-
work that will cover half the
nation. At the same time the
company's music directors are
busy changing the profile of the
existing stations in an effort to
reach an older and wealthier
audience.

Currently, Z Radio has fully
operating stations in Stockholm
and Gothenburg, with a third
completely automatic  station
broadcasting in the northern city
of Sundsvall. The new stations
will be in Eskilstuna, Norkoping,
Karlstad, Jonkoping, Vixjo,

Kristianstad and Helsingborg,
giving Z Radio a potential audi-
ence of more than four million
people.

The stations will broadcast a
networked programme  from
Stockholm during the day and
run a sustaining service at night.
This way they will comply with
Swedish government regulations
which aim to prevent stations
running  24-hour  networks
through local radio frequencies.

Andres Nilsson, head of
development at the Z Radio
group, says the network will be
changing the format at its exist-
ing stations before the national
launch. "We will be working to
change the Stockholm format
before June, aiming for a more
adult audience with an age
between 30-45. We will be play-
ing hits from the '50s to the
'90s."

Nilsson also defends Z Radio
against criticism that it was fail-
ing to provide local pro-
gramming. "You can't blame us

HALLO VENRAY RELEASE TWEE METER CD — Dutch act Hallo Venray
knew they'd made it when they were invifed to appear on VARA journalist
Jan Douwe Kroeske's unplugged series 'Twee Meter Sessies.' The band are
celebrating the release on Varagram of the session recording. Pictured [I-r)
are: bassist Peter Konings, Sony Holland product manager Jos Lauwers,
drummer Dim Veldhuisen, singer Henk Koom, guitarist Toon Moerland,
Van Record Company product manager Dolf van der Doorn, Van Record
Company MD William Haighton, Douwe Kroeske and Varagram's Marcel

%

for what we are doing. We are
acting within the rules of the fre-
quency auction.”

Z Radio is owned by the Kin-
nevik Media Group, which also
owns Z Magazine and ZTV, the
cable music and youth television
channel. Re-profiling the radio
network will move it away form
the younger ZTV audience,
which has caused much dispute
in the group, and last month
prompted the resignation of Z
Radio's Stockholm and Gothen-
burg chief Johanna Unghansen.

The new network will be run
jointly by Z Radio and Svenska
Direct Reklam, who will coor-
dinator sales of spot advertising.

Nilsson says he sees the main
competition as coming from
gold-formatted  Radio  Rix,
which is aiming at a similar audi-
ence and has a slightly larger
network.

NEWSMAKERS

@ NORWAY: Bjorn Johansen
has been appointed MD at Scan-
dinavian Records (SR) in Oslo.
Johansen was previously mar-
keting manager at Virgin Nor-
way for seven years. In his new
role, he will report to Gert
Holmfred, co-founder of SR
and current MCA Sweden MD. |
@ BELGIUM: Myriam Gooris !
and Jacqueline Liesse have
been appointed by the RTBF as
morning news presenters.

@® BELGIUM: Sony Music
Belgium has appointed Bart
Brusseleers as radio promotion
manager. He replaces Win Van
Den Broeck who has been
named head of promotion.

 SEP

EMI EUROPE CONGRATULATES SECADA — Staff members of EMI Music
Continental Europe, EMI UK and EMI Infernational presented Jon Secada
with a special award ot the Miami launch of his new album "Heart, Soul
And A Voice." The award marks sales of over two million units of his self-
fitled debut album outside the US. Pictured (I-r) are: EMI UK senior product
manager EMI Amanda Rabhs, EMI marketing manager international sector
Virginia Irving, ERG New York associate director international artist devel-
opment Pam Gorode, Secada's management representative Ady Ordiales,
Secada, EM! promotions manager infernational sector Katy Kinch, EMI
marketing manager US repertoire European sector Carrie Spacey-Foofe
and EMI senior promotions manager European sector Louise Veys.

BELGIUM
by Marc Maes

IP Radio executives hope to
make radio advertising cam-
paigns easier to plan with a
newly-released software pack-
age manufactured by software
company INRA Europe.
Offering tailor-made cam-
paigns according to budget, tar-
get audience, time-slots and
radio format, the programme
will save booking agencies a
substantial amount of time,
according to [P Radio head of
Radio Marketing Research
Marco Marini. "It will allow
media planners to work more
efficiently and to concentrate
on the message and creativity."
He adds, however, "Advert-
ising investments are already
extremely healthy, so I doubt
this would increase revenues."
The Belgian radio ad mar-
ket is the healthiest in Europe,

IP Software Helps
Radio Ad Planners

having gained momentum over
the last three years to reach a
share of 8.5% of all advertising
investments. However, with
some 7.000 spots per week
available, compared to TV's
700, radio can be a baffling
medium for advertisers, says
Marini.

Information on available
stations was built up through
[P's  Radiometrie  75.000
research allowing them to give
precise details on the impact
and reach of all radio stations
in Belgium. Operational as
from this week, the system
allows clients to key into IP
radio's database by modem
link-up. A detailed briefing on
target audience, station, fre-
quency and budgets supplies
fullscale media plans on
demand. The programme is
expected to be in full rotation
before the end of May.

SER's Festival Line-Up Criticized

SPAIN
by Howell Llewellyn

Spanish group network owner
Cadena SER recently came
under fire from the opposition
socialist group on Madrid City
Council when it was announced
by the ruling conservative Peo-
ple's Party that SER would be
organising all musical activities
at the capital's main annual festi-
val, the May 13-22 San Isidro
Fiestas.

All artists appearing at three
main venues were selected by
two SER nets, all-Spanish music
Cadena Dial and EHR power-
house Los 40 Principales. Socia-
list culture spokesperson Roman

act and many artists will be left
out.”

SER's overall music MD,
Luis Merino, maintains, how-
ever, "The artists and the labels
have reached an agreement with
us in which everybody benefits.”
He admits that SER's nets would
concentrate on the artists playing
at the fiestas, on May 135.

Artists scheduled include Bob
Geldof, Texas and the Lemon-
heads' singer Evan Dando. Los
40  Principales  programmed
events at the Casa de Campo
lake, including Spanish acts such
as Antonio Vega, Los Ronaldos
and La Granja. Cadena Dial
chose acts for the Plaza Major,
which included Martirio, Los
and

van Rooijen. J Herrera criticized the fact that Inhumanos, Azuquita
"Only artists chosen by SER will  Antonioa Carbonell.
4 MusiC & MEDIA JUNE 4, 1994



SESSIONS

TECHNICAL EXHIBITION

INFORMATION AND REGISTRATION

Programming The Music

Radio

2nd | JUNE

MONTREUX 1994 |

In association with
ASSOCIATION EUROPEENNE DE RADIO
INTERNATIONAL ACADEMY
OF BROADCASTING
FEDERATION EUROPEENNE RADIOS LIBRES

The professionals in MANAGEMENT,
PROGRAMMING, ENGINEERING in the Radio
Business will find the answers to such challenging
questions as: Who will pay for new technologies?
What will DAB change in broadcasting life? How
to save your job?2!2 Is the format model still valid in
Europe? Is automation killing the spirit of Radio?
The Radio and Music Industries - competitors or
colleagues?

Or discuss hot issues such as: Training . Digital
Radio . The funding of Radio . Maximizing

advertising, sponsorship and sales income . The
future of speech based Radio. |

Montreux following on from its unqualified success
in 1992 as the only radio-dedicated event in
Europe will again, at its Technical Exhibition,

provide the platform where exhibitors, both
European and International, will be displaying

and demonstrating their latest innovations. |

2nd Montreux

International Radio Symposium

& Technical Exhibition

Tel. (+41) 21.963 3220 Fax. (+41) 21.963 8851

Registration fee: Swiss Francs 650,-

Registration fee includes:

— Entrance All Sessions — Final Concert + Buffet
— Symposium Record  — Entrance Technical Exhibifion — Free Local Transportation (Shuttle Bus)
Students benefit from a 50% reduction.

— Opening Ceremony + Keynote Lecture
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Delta Radio Sharpens Programme

To Target Older Listeners

GERMANY
by Miranda Watson

Schieswig-Holstein statewide rock sta-
tion Delta Radio is to lean more towards
classic rock in an attempt to attract more
older listeners, according to PD Adam
Hahne, who took over the reins from
Sabine Neu in December '93. The pro-
gramming tweaks will also include
embracing more cross-over classic hits.
Says Hahne, "We are staying with the
rock roots, but we will play more back
catalogue to try and reach our full 20-49
target group. Delta has included too
many unknown tracks in ils program-
ming, which lost a lot of listeners."
Delta's new focus will be "more
regional, more popular and more mod-
ern” in an effort to increase the station's
regional identity. This will include the
introduction of seven regional news pro-

grammes and a greater regional flavour
in all information segments.

Changes in focus will also affect the
marketing  department, where new
regional advertising packages will allow
prospective advertisers to target specific
areas of Schleswig-Holstein. Hahne adds
that the lower advertising prices which
Delta can offer make radio accessible as
an advertising medium to the local com-
munity.

Delta is also planning to expand its
network with negotiations currently
underway for two support frequencies in
greater Hamburg. Says Hahne, "Delta
can't be received in stereo all over
Hamburg at the moment, in particular in
the South. If we get these frequencies,
we can change this." Legal discussions
are still underway, but the transmitters
are ready and he expects Delta to be able
to transmit by Summer.

Skyrock Looks For The Sound Of The '90s

FRANCE
by Emmanuel Legrand

French EHR net Skyrock has learned the
hard way that it is difficult to please the
15-20 and the 20-35 demos. The 1993
mid-season and year-end
ratings proved that aim-
ing at all targets can be
damaging for audience
results. The most recent
Médiametrie ratings
show that the station has
stabilised its losses, and
the management, under
the aegis of programme
director Laurent
Bouneau, has made new
strategic ~ moves (o
increase its share of the
15-20 core demo audi-
ence.

Comments Bouneau,
"We've tried something and it's true to
say it wasn't conclusive. Looking for an
older audience resuited in us losing sight
of our core audience, the 15-20 age
group, which was our force. We will now

try to regain the leadership on this tar-

Laurent Bouneau

get." The main change will be musical,
as Bouneau says he will now play "noth-
ing but music from the 1990s," while the
station's motto remains "more hits, less
ads.”

The basic programming will focus on
contemporary rock and
dance acts, with a search
for more upbeat and
tougher music. Bouneau
points out for example
that Skyrock has been
very active playing bands
such as Therapy?, the
Red Hot Chili Peppers,
I AM and Mano Negra.

"I want to play the
music that suits a young
audience, be that dance
or rock." Another
change will come from
the arrival of former clas-
sic-rock-formatted  Oui
FM talk-show host Maurice, who will
be given the 22:00-24:00 slot for a simi-
larly aggressive talk show. "I think he is
one of the most brilliant hosts to emerge
from the FM band," says Bouneau.

RTL 102.5 Replaces Comedy With News

ITALY

by Mark Dezzani

Bergamo-based Italian EHR web RTL

102.5 Hit Radio has switched morning
drive format following the recent depar-
ture of their long-standing breakfast pre-
senter Tony Severo.

Non-stop news, a rolling news format
with some music replaces the comedy/zoo
programme "Severo's Circus." Between
07.00 and 10.00 journalist Giuseppe
Cogliandro links hit music and news
reports presented by journalists Daniele
Belloni and Francesca Trevisi.

Cogliandro says the move was made to
strike out from the comedy format utilised
by nearly all of their national private net-
work competitors. "We reckon we have a

winning alternative to the classic morning
show format," says Cogliandro. "We are
building on our reputation for news for
which we won a Radio Oscar last year.
We have the largest journalistic team of
all the national privates, with 12 full-time
and 60 correspondents throughout Italy
and around the world. We are using a lot
of news and soundbites and will get com-
ments from the newsmakers themselves."
RTL 1025 Hit Radio music director
Grant Benson says that music still plays
an important part in the mornings. "We
are averaging about nine records an hour
in the morning drive instead of the usual
12-13, with our regular ratio of new,
recurrent and gold tracks.”
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