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Europe's Radio -Active Newsweekly

Jackson Sails Into London

A 10 -metre high statue of Michael Jackson was towed up the Thames in
London on June 15 as part of the Europe -wide campaign to launch his
HIStory album. Identical statues were similarly rolled out in eight cities
around Europe.
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Veni Vidi Vici
For Bon Jovi
"These Days"
LONDON - After the worldwide
sales of 12 million copies of the
compilation album Cross
Road, Bon Jovi found itself left
with only one problem-how to
follow it up?

The answer is These Days,
its sixth studio album, bound
to be Michael Jackson's main
competitor in the European
album charts.

The trademark Bon Jovi
ballad This Ain't A Love Song
preceded the album release,
and is currently at number 2
in Music & Media's EHR Top
40.

The band apparently knows
exactly what its greatest asset
is, as 10 out of the total of 14
tracks on the album are more
or less ballads.

See page 13

111111r
VOLUME 12, ISSUE 21

JULY 1, 199

£2.95 DM8 FFR25 US$5 DFL8.50
Bjeork: Highest New

Sales Entry
Page 17

Frequency Sharing Problem
Remains Unsolved In Norway
by Nicholas George

OSLO - Major proposals by the
Norwegian Government to
reform the country's commer-
cial radio network have been
defeated with parliament con-
tinuing to support multi -sta-
tion frequencies.

The Norwegian Parliament
rejected the idea of single -sta-
tion frequencies in most parts
of the country mainly due to
fears from community and
religious groups that they -
would lose access to the air-
waves.

However, parliament did
accept that new single -station
commercial frequencies should
be set up in Norislay's larger
cities such as Oslo, Bergen,
Stravanger and Trondheim.

It also appears that exist-

ing local network of commer-
cial stations will be allowed to
broadcast with stronger sig-
nals.

The proposals for change
had been prompted by the suc-
cess of Norway's only national
commercial station ACE/News

In most areas a
single frequency is
shared between
several stations.

P4 Radio Hele Norge, many of
whose listeners come from the
old local commercial stations.

Some stations have
attempted to fight back by
using more formatted pro-
gramming but in most areas a

single frequency is shared
between several stations
meaning community and reli-
gious broadcasting takes up a
large proportion of daily air-
time.

The Norwegian association
of local broadcasters had been
pushing for government legis-
lation that would encourage
stations using the same fre-
quency to unite and form one
strong local commercial sta-
tion capable of competing with
P4.

Harald Dale, deputy leader
of the Norwegian association
of local broadcasters said, "We
are very disappointed with the
vote. We have worked hard
with the government and they
have come to understand the
need for stronger stations.

continues on page 24

RMC Approves Plans
For Super Ad House
by Emmanuel Legrand

PARIS - French full -service
net RMC could become part
of a new ad sales giant in
France if its privatisation
goes through.

The network's board is
alleged to have approved
preliminary plans to merge
its sales operations with
Europe 1, which would cre-
ate the second largest sales
company in the country
after market leader IP.

The plan involves the

creation of a new company
called Euro GEM, which
would coordinate the activi-
ties of RMC sales house
GEM and Europe l's opera-
tion Regie 1. The shares in
the new company would be
split equally between the
two radio groups. Other net-
works also sold by the com-
pany would be ACE nets
Europe 2, Radio Nostalgie
and RFM, EHR Skyrock
and the group of indepen-
dent stations les Indepen-
dants.

Th

Authority
Chairman
Calls For UK
Ownership
Regulator
by Julia Sullivan

BIRMINGHAM - The problems
surrounding media ownership
in the UK can best be dealt
with by a separate regulator,
according to Sir Peter Gib-
bings, the new chairman of the
UK Radio Authority in his
speech to visitors at the Radio
Festival in Birmingham on
June 21.

continues on page 24
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Industry highlights this week

 SPAIN
SER Books 1994 Profits
Private radio group Cadena
SER registered a 1994 income
of Ptal4 billion (app. US$118
million), a rise of 4.6% on
1993, and a net profit of
Pta557 million, an increase of
17.5% on the previous year.
The figures were released at
the June 15 shareholders'
meeting of the Grupo PRISA,
the media holding company of
which SER is a part.

 UNITED KINGDOM
Premier Gets Lift Off
Premier, the UK's first perma-
nent Christian radio station,
launched successfully on June
10 with a live music special
from Battersea Park. The
event, which was attended by
around 6.000 people, featured
Sal Solo and the London Com-
munity Gospel Choir. Premier
claims to have around
£350,000 (app. US$555.000)
worth of advertising booked, a
quarter of which is from adver-
tisers new to radio.
Swansea Sound Gets
Industry Honours
The Welsh station Swansea
Sound has received two
Andrew Cross Awards in
recognition of the quality of its
religious programming The
Awards, now in their seventh
year, attracted over 100
entries from radio stations
across the UK and are organ-
ised by the Churches Advisory
Council for local broadcasting.
Swansea Sound received an
Award in the special pro-
gramme category and one for
outstanding creativity. Both
relate to the programme
"Christmas --Out Of Sight And
Out Of Time?" produced by
Philip Stephens and presented
by Rob Pendry.
Capital On The Move
London's Capital Radio will be
moving next spring from its
landmark studios at Euston
Tower, which it has occupied
since the station's launch in
1973, to new buildings in
Leicester Square in the heart
of London's West End.
Beatles' Legal Letter
Up For Grabs
An official letter dated April
18 1969 from John Lennon,
Ringo Starr and George Harri-
son to Paul McCartney's attor-
ney Lee Eastman signalling
the imminent demise of the
Beatles was auctioned off on
June 26. Auctioneers Butter-
field & Butterfield in Los
Angeles have declined to put
an estimate on the significant

piece of rock history, which
was part of a selection of enter-
tainment memorabilia offered
for sale.

 INTERNATIONAL
MTV Appoints New VJ
MTV Europe has announced
that its latest VJ, 19 -year -old
Eden Harell born in Eilat,
Israel, made her on -screen
debut on June 5, presenting
the breakfast show "Awake On
The Wildside." Harell has
joined as the regular presenter
for the show, which airs Mon-
day to Friday at 06:00-07:30
and 08:15-09:00 CET.
Brussels To Play Host
To WOMEX 1995
The organisers of the WOMEX
worldwide music expo have
announced details of this
year's edition, to be held in
Brussels from October 19-22.
The conference sessions and
trade fair will be held within
the European Parliament
buildings while showcase
events will be held in down-
town venues, organisers say.
'Country Oldies Show'
Available In Europe
MOR Media has announced
the availability of its US
"Country Oldies Show" to
international radio broadcast-
ers. The show features the
most popular US country
musical selections by original
artists from the '60s to the
'80s. For more information con-
tact MOR Media on tel: (+1)
718.786 3703 or fax: (+1)
718.786 3870.

 GERMANY
Hard Times For Pirates
Sales of illegal CDs, MCs and
vinyl albums dropped by 36%
from DM220 million (app.
US$156 million) to DM140
million in 1994. The share of
the pirate sector in total Ger-
man music sales fell from 4%
in 1993 to 2.5% in 1994. The
German branch of the IFPI
notes that live -bootlegs and
illegal oldie compilations have
suffered the strongest. IFPI
estimates that turnover in
these markets has fallen by
DM100 million.
Swiss At Popkomm
Swiss authors' copyright soci-
ety SUISA will attend this
year's Popkomm for the first
time as an exhibitor. The
organisation's head of public
relations Brigitte Banziger
explains that "We want to pro-
vide a meeting point and com-
munication facilities. " Some
10 music publishing houses
have registered for PopKomm
so far."

Warner Music Expands
Into Czech Republic
by Christian Lorenz

VIENNA - Warner Music Inter-
national has announced the
formation of a division in the
Czech Republic. Entitled
Warner Music Czech Republic,
the new company will become
fully operative on July 1.

Based in Prague, the com-
pany will be responsible for
marketing and sales of Warner
Music product in the Czech
and, later, Slovak Republics.
Warner Music product is cur-
rently licensed to Czech dis-
tributor Popron under an
agreement which expired on
June 30.

Warner Music Europe pres-
ident Manfred Zumkeller says
the improved market condi-
tions explains his company's
move into the former Eastern

Bloc state. "The Czech Repub-
lic has achieved an impressive
level of economic sta-
bility and has
become an important
market for interna-
tional repertoire."

The Czech com-
pany will be headed
by Warner Music
Austria MD Manfred
Lappe, who is cur-
rently in charge of
Warner Music's
Eastern European
operations.

Lappe is confi-
dent that Warner
Music can go it alone
without a local part-
ner. "After our
lengthy relationship
with Popron, we felt the time
was right for Warner Music to

an
pany and
our own
there,"
Music's
Lappe.

"We felt the time was
right to enter the
Czech market with

individual com-
establish

identity
Warner

Manfred

enter the Czech market with
an individual company and

establish our own
identity there."

Warner Music is
the last of the
majors to open
offices in the Czech
Republic. The news
means that Warner,
together with BMG,
EMI and PolyGram,
now has branches
in all major eastern
European markets,
with additional
offices located in
Poland and Hun-
gary. Sony current-
ly has a subsidiary
in Hungary and
operates in Poland

through a distribution deal
with MJM.

New Music &
Media Sales
Executives
AMSTERDAM - Music & Media
has announced the promotion
of two advertising sales execu-
tives effective from July 1.

Jan Breeman will assume
responsibility for sales in the
Benelux region. Breeman
joined Music & Media in 1994
and retains his function in
Eurofile Directory advertising.

Pieter Markus assumes
responsibility for advertising
sales in Scandinavia and will
continue to work with the
magazine's jazz, classical and
world label clients. Markus
joined Music & Media in 1993.

Breeman and Markus
replace Irit Harpaz who has
established Crossover, a dance
label in association with Poly-
dor Holland. Harpaz also oper-
ates Euro Music Sales, a music
licensing and artist exploita-
tion consultancy based in Hol-
land.

Comments Music & Media
group publisher Philip Alexan-
der, "We wish Irit all the
greatest success in her new
activities. She has been instru-
mental in building our busi-
ness in the Benelux and Scan-
dinavian regions over the past
few years.

"Markus and Breeman
have strong experience and
knowledge in their markets.
They are dedicated and will
provide strong support for
M&M advertising clients."

Breeman and Markus will
continue to report to advertis-
ing sales manager Edwin
Smelt.

New Chapter For
Story At Virgin

by Jonathan Heasman

LONDON - National AOR sta-
tion Virgin Radio has named
Mark Story as its new pro-
gramming director.

Story, currently group pro-
gramming director at EMAP
Radio, will succeed Suzy
Mayzel, who is returning to
the US for family reasons
(Music & Media, June 17).

Story launched his radio
career at RTE in Ireland
before moving to Capital
Radio in 1983, where he pro-
duced both the Graham Dene
and Chris Tarrant breakfast

shows. In 1989, he moved to
BBC Radio 1, where he was
the producer of Simon Mayo's
much -acclaimed breakfast
programme.

He had recently stepped
up to the position of group
programme director at EMAP
Radio following a successful
stint as PD at the group's Pic-
cadilly Radio/Manchester.

Virgin Radio's Chief Exec-
utive David Campbell says, "I
am absolutely delighted that
Mark has agreed to join Vir-
gin. I am convinced he is the
man to lead Virgin Radio into
the next millennium."

Dune Harvests Gold

German rave act Dune was presented with gold discs for sales of
over 250.000 copies of the single Hardcore Vibes. Pictured (l -r) are:
standing, lawyer Jorn Zimmermann, Urban Records club promot-
er Klaus Balzer, Warner Chappell Publishing's Norbert Masch,
Urban Records head of club promotion Stefan Wachtern, Dune's
Jens Oettrich and Oliver Frohning, producer Bernd Burhoff, and
Plutonic Songs' Pascal Radon; seated, Motor head of A&R/market-
ing Sascha Basler and Motor MD Tim Renner.
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Industry highlights this week

 HOLLAND
Dance Organisation Now
Available On Internet
Dance music fans now have
an extra platform for exchang-
ing news and views. The
DanceNet has a site on the
Internet's World Wide Web
and claims to be the first
dance music organisation in
the Netherlands to go interac-
tive. The site's address is
http://www.dance.nl.

IN LITHUANIA

Gov't Bans Ads For Alcohol
The Lithuanian parliament
has banned radio, TV and
print media from broadcasting
any advertisements promoting
alcohol. A law banning tobac-
co advertising is also sched-
uled for discussion in parlia-
ment and expected to be
passed within the next few
months.

 AUSTRIA
Classical Festival Marks
50th Anniversary
The city of Bregenz on the
Austrian shore of Lake Con-
stance will host its 50th festi-
val devoted to classical music
and theatre from July 1 -
August 28. An open air
amphitheatre has been built
on Lake Constance's shoreline
to house Beethoven's Fidelio
for the duration of the festi-
val. Two regional stations will
broadcast festival news, inter-
views with artists and live
music. Austrian national
music pubcaster ORF Radio
Vorarlberg and German pri-
vate gold/oldie station Radio
Lindau will make changes to
their respective formats for
festival coverage.

 FINLAND
YLE Accounts Show
Surplus For 1994
The Finnish Broadcasting
Company [YLE] officially
ended the past year in the
black, showing a surplus of
nearly Fmk600.000 (app.
US$122.000) for 1994. Results
for the first quarter of this
year indicate a rise in compa-
ny revenues, with Fmk686
million recorded this year, up
by Fmk23.5 million on the
same period in 1994.

IN SLOVAKIA

Poll Proves Public Trusts
Slovak Radio
According to an opinion poll
conducted on behalf of Slovak
Radio, some 65% of the coun-
try's inhabitants have confi-
dence in the broadcaster's

news coverage. The research
into confidence in Slovakia's
institutions rank the Slova-
kian army in second place,
while Slovak TV news cover-
age occupies third place. The
lowest level of confidence is
felt by the police, the courts
and the prosecuting authori-
ties.

 UNITED KINGDOM
Internet Conference
Postponed
Organisers have cancelled the
forthcoming conference enti-
tled "Overcoming Barriers On
The Information Super High-
way For Publishing And
Entertainment." The congress,
originally scheduled for July
12-13, was to have featured
notable speakers from organi-
sations like the European
Commission, the Mechanical
Copyright Protection Society,
the British Phonographic
Industry Ltd and the Euro-
pean Publishers' Council.
Recording History Up For
Sale
Manor House Studios has
reverted to just plain The
Manor House and is now on
the market for £1.1 million
(app. US$1.7 million). EMI
closed what had been Virgin
Records' flagship studio near
Oxford several weeks ago. The
eventual purchaser will not
only get the converted stone
barn studio which spawned
Mike Oldfield's Tubular Bells,
but also an 11 -bedroom man-
sion complete with a mural of
Oldfield, Boy George and Phil
Collins in the main reception
hall.
No Music Change At
Southern FM
Sussex -based Southern FM
and its Hampshire sister sta-
tion Ocean FM are not chang-
ing their gold/ACE music poli-
cy, despite both stations
dropping their "Classic Hits"
tag. New Southern FM pro-
gramme controller Steve
Power explains that recent
market research shows the
public were confused by the
"Classic Hits" strap line,
sometimes mistaking it for a
reference to classical music,
particularly with the high
national profile of Classic FM.
The replacement slogan is
"The Best Songs On The
Radio." Power denies that the
change means a move towards
a "hotter" music policy,
although he did say that the
positioning of the group's AM
service, "Light And Easy"
South Coast Radio, was being
reviewed.
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Kiss FM Tops Radio
Ratings After 10 Weeks
by Christian Lorenz

HELSINKI - Commercial new-
comer Kiss FM is reaching
63% of Finns in the 12-35
demo every week, just 10

weeks after bursting onto the
marketplace, according to a
survey from media research
institute Gallup.

The survey, released earlier
this month, also shows that
35% of the same age group lis-
tens to Kiss FM every day.

When Stockholm -based
Scandinavian Broad-
casting Systems
(SBS) launched Kiss
FM on March 25 in
four Finnish cities it
had modest expecta-
tions. SBS group PD
Tom Hardy admits,
"We would have
been happy with a

weekly reach of 30-35%."
Kiss FM broadcasts to the

cities of Helsinki, Tampere,
Turku and Oulu. The station's
reach totals 65% in the 12-35
age group in its principal mar-
ket Helsinki. Its reach among
its core demo of 15-19 year -
olds is 83%.

"When the Finnish media
authority awarded us the
licence we were obliged to
broadcast a youth pro-
gramme," says Hardy. "The
media greeted the licensing

decision as a positive impulse."
Hardy explains that much

of the success of the station is
due to the fact that most
Finnish stations target an
older audience. And even
those stations targeting a
slightly younger audience
have lost touch with genera-
tions of Finns, he believes.

Hardy describes Kiss FM as
"a music intensive station of a
modern nature with a bias
towards rock and dance
music." The playlist features

acts from the Prodi-
gy to Green Day and
from Oasis to Scat -
man John.

"In all advertis-
ing campaigns
accompanying the
launch we tried to
make people aware
of our contemporary

music format," says Hardy.
Kiss FM ran a pre -launch
print media campaign and
post -launch TV and cinema
spots, as well as hiring adver-
tising space on the sides of
buses.

The station employs on-
going promotion activities to
further enhance listener
awareness of its music format.
Says Hardy, "Music is our
main distinguishing feature in
the Finnish market. All our
marketing is based on that
approach."

Weekly Reach In Helsinki
(in terms of age)

Station 12-35 12-14 15-19 20-25
Kiss FM 65% 80% 83% 68%

Radio City 51% 32% 52% 55%

Radio Mafia 65% 76% 67% 68%

Source: Gallup, SBS

26-30 31.35
29% 35%

52% 52%

55% 52%

'Babyface' Crowned King Of BMI

Kenneth "Babyface" Edmonds came away with the highest honours at the
BMI's 43rd Annual Pop Awards when the US performing rights organisa-
tion named him the winner of both the Song and Songwriter of the Year
categories. His Breathe Again, published by ECAF Music and Sony Songs,
was additionally named Most Performed Song of the Year. This is the 30th
BMI award for Babyface.

Music Days Have An
International Feel
by Emmanuel Legrand

PARIS - Launched 14 years ago
by socialist culture minister
Jack Lang, the French music
day is stronger than ever and
catching on in many other
countries.

The annual event, which
this year took place in France
on June 21, is dedicated to all
forms of music.

Cities like Berlin, Rome,
Moscow, Barcelona, Budapest,
Cologne, Dublin, Naples and
Geneva all held musical
events. In the UK, Music Day
took place over a weekend,
June 24-25.

Thousands of concerts were
scheduled as part of the

French celebrations with most
leading broadcasters hosting
events. Public station France
Inter, for example, broadcast
live a concert from the Place
de la Bastille entitled "Concert
de l'Europe," featuring a num-
ber of European acts.

Europe 1, meanwhile, had a
special "Top Live" show hosted
by Marc Toesca, while Radio
Nova sponsored a world music
concert and a carnival.

Meanwhile, in the UK,
events organised in conjunc-
tion with National Music Day
included a London concert by
Bon Jovi. Other related events
saw Jimmy Nail performing
live in Aberdeen and Deborah
Harry in Birmingham.

Nc)v1h2

UNITED KINGDOM: Sony
Music Entertainment UK has
announced the appointment of
Gary Farrow to the position
of director, communications.
Farrow-a prominent figure in
the UK music industry having
served as media consultant to
Elton John and George
Michael and formed his own
company Gary Farrow Enter-
prises-will take up the post
on July 3.
FINLAND: MD Markku Vei-
jalainen of Helsinki -based
Radio Ykkonen-Ettan is leav-
ing the MOR station to join
publishing house A-lehdet.
INTERNATIONAL: Warner
Music International director
artist development Anne -
Marie Nicol has been promot-
ed to vice president artist
development effective June 19.
Nicol joined Warner Music
International in 1992 and has
been involved in the interna-
tional development of artists
like Phil Collins, Luis Miguel
and Laura Pausini.
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New Hemisphere
Opens Up For
World Music

by Marc Maes

BRUSSELS - World music will
come under the spotlight
this summer when the Brus-
sels -based RTBF radio sta-
tion Bruxelles Capitale com-
bines forces with EMI Music
to offer an 11 -
strong series of
programmes.

Entitled
"Hemisphere,"
the series is
compiled and
hosted by Olivi-
er Frey and
runs from June
25. Frey first
voiced the idea
of devoting a
programme to
world music
two years ago
and admits that
the holiday sea-
son is probably
the best

Although some 85% of the
playlist consists of world
music, Frey includes jazz
repertoire as well.

"We take the words
`world music' very literally
and include salsa, flamenco
as well as Greek or Irish

music in the
programme,
alongside
jazz singers
like Rachelle
Ferell," Frey
adds.

Full -ser-
vice Brux-
elles Capi-
tale has a
market
share of
12.2% in the
greater
Brussels
area.

During
the weekend,
the station

"The new
programme is
built around the
Hemisphere cata-
logue, but leaves
me the freedom to
pick other
material as well,"
Bruxelles Capitale's
Olivier Frey.

moment to schedule such a
show.

He explains that his
search for material brought
him into contact with EMI's
aptly -titled Hemisphere
label.

"The new programme is
built around the Hemisphere
catalogue, but leaves me the
freedom to pick other mater-
ial as well, with no quota
imposed on me by EMI,"
Frey comments.

changes its programming to
air more specialised music
programmes.

"We really don't change
the overall music format, but
restricted budgets mean we
have to use more musical
programmes during the
weekend," explains Frey.

"We have a two-hour live
music slot scheduled
between 10:00-12:00. The
Hemisphere hour follows
immediately after."

Radio Capital Reveals
New Presenter Line -Up
by Mark Dezzani

MILAN - Radio Capital, the
Milan -based regional opera-
tion owned by Claudio Cec-
chetto, has announced a new
line-up of programme hosts to
coincide with the launch of a
full -service live schedule.

Irene la Medica makes her
radio debut on the station with
"Milangeles" (Milan/Los Ange-
les) on Friday and Saturday
evenings, featuring a mixture
of rap, funk and R&B.

Zap Mangusta, meanwhile,
will host the same slot Mon-
day -Thursdays. He was previ-
ously with national network
Rete 105 where he established
a reputation for his original

"stream of consciousness" style
of presentation.

The new morning drive pre-
senter is Nicola Vertigo, while
Elena Stevenato presents an
hour news block "Capital
News" from 19:00-20:00 each
evening.

Radio Capital, which covers
Italy's largest market of Milan
and Lombardy (with a poten-
tial reach of almost 10 mil-
lion), has been transformed by
Cecchetto from an automated
'70s/'80s classic hits station to
a full -service contemporary
hits service.

The step-by-step expansion
includes national syndication,
planned for launch early next
year.

Chris Evans Extends
Contract With Radio 1
by Jonathan Heasman

LONDON - Chris Evans, BBC
Radio l's star breakfast
show presenter, has
signed a new, longer
contract which will keep
him of the station until
the end of 1996.

His initial contract
with Radio 1-made
through his own produc-
tion company, Ginger
Productions and effec-
tive from April 24 this
year-was due to expire at the
end of this year.

The news comes after unof-

Chris Evans

ficial audience figures leaked
to the tabloid press show that
Evans' arrival at the station is

reportedly helping
Radio 1 regain some
of the listeners it has
lost over the last 18
months.

It also ends spec-
ulation that Evans
was only doing the
show as a "stop gap"
between lucrative
TV contracts. A
Radio 1 spokesper-

son says the station is "very
happy" with his performance
so far.

The revamping of the sta-
tion goes hand -in -hand with a
move to new premises in the
Assago Forum stadium com-
plex on the periphery of south-
ern Milan. The station will
broadcast concerts live from
the stadium, which is a regu-
lar rock music venue.

Cecchetto decided to
expand Radio Capital after
resigning in January as artis-
tic director of Italy's leading
private network Radio Deejay,
the station which he founded
in 1982. He brought with him
to Capital a handful of star
presenters, including Ama-
deus, Nikki, Luca de Laurentis
and Manuela Doriani.

Tony Vandoni, radio promo-
tions manager at the Dischi
Ricordi label, approves of
Radio Capital's national ambi-
tions. "With the experience of
Cecchetto and presenters like
Amadeus and Nikki, the quali-
ty of the output sounds like a
national network. I look for-
ward to the station's expan-
sion as it is very professional
and therefore good to work
with on a promotional level."

Recent figures published by
the ratings service Audiradio,
place Radio Capital as fourth
local station in Lombardy, and
28th on a national scale, with
an average daily reach of
280.000 listeners, up 16.000 on
last year's figures. The survey
was conducted before Radio
Capital's full -service schedule
and current promotional cam-
paign was introduced.

Bigot Looks Back On 40 Years Of Rock 'n' Roll
by Emmanuel Legrand

PARIS - Former French jour-
nalist, radio man and music
industry executive Yves Bigot
is celebrating 40 years of rock
with a book crammed full of
insider information on the
stars.

Entitled "Au Nom Du Rock"
(In The Name Of Rock) and
published by Stock, the book
presents 40 interviews with
some of the industry's most
influential stars-and some
lesser known-interviewed by
Bigot throughout his career.

There were several reasons
behind Bigot's decision to
write the book. One, he
explains, was to try and
answer the questions friends
kept asking.

"They all want to know
'What are they like in real
life-the Jaggers, the McCart-
neys of the rock world?' Hav-
ing met most of the leading

stars I have tried to answer
that question."

For his book, Bigot picked
the interviews from three
main sources-his interviews
at Europe 1, the ones he did
for TV show "Rapido" and
press interviews for Liberation
and Guitares et Claviers.

He recalls
that his first
serious inter-
view was in
1978 with
Joan Baez,
who later
became a
close friend.

The toughest he ever did were
with Miles Davis and Frank
Zappa.

He explains, "Miles was
really what you'd expect-
provocative, brilliant, pushing
back the boundaries. He was
intimidating and interviewing
him was a real challenge.

"Zappa, he was different.

Bigot

He was so witty and intelli-
gent that I knew he was test-
ing me all the time. He only

John Lennon
"I will always
regret not hav-
ing been able to
interview him."

Frank Zappa
"I've never met
anyone more
intimidating
than Zappa."

gave brief answers to my ques-
tions and after a couple of min-
utes with him I'd reached the
end of my list of questions and
started to feel the heat."

Readers will be surprised to
see that there is another kind
of interview buried among the
music stars, one with former
president Francois Mitterand.

He was interviewed during
a visit he made to the music

festival Printemps de Bourges,
a real scoop for Bigot. In this
interview, Mitterand said that

"rock is
more than
simply
entertain-
ment."
Bigot
agrees,
but adds
that the
inclusion
of the
interview
in his book

is part provocative, part joke.
"Politics and music have

never been at ease. Politicians
tend to look at rock as a sub-
versive activity-which it is, in
some ways. When politicians
start to treat rock seriously, it
is generally to benefit from its
popularity or to use it as a
scapegoat for all the social dis-
orders."

Other interviews included

Miles Davis
"To interview
Miles was a real
challenge."

in the book feature Mick Jag-
ger and Keith Richards, Paul
McCartney, Lou Reed, Pete
Townshend, Bruce Spring-
steen, Sting, Mark Knopfler,
Peter Gabriel REM and U2.

"I learnt a lot from these
artists. I think it has helped
me understand what an artist
is and how he functions."

 Bigot's career in radio began
at full -service Europe 1 when
he was 18. During his 19 years
in the industry, he has also
worked as head of musical pro-
gramming at the public sta-
tion France Inter. In addition,
Bigot has experience in the
field of print media and in the
world of television. For the
past few years, he has been
active in the record industry,
first as general manager of the
now -defunct FNAC Music
company and currently as gen-
eral manager of PolyGram's
label Mercury in France.
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Match Keeps That Music Feeling
by Nicholas George

 PROGRAMMING
Taking a steady 28% of daily listeners
in the central Swedish city of
Jonkoping, local commercial station
Radio Match has so far bucked the net-
working trend which is devouring the
country's independent local stations.

In a radio market which is rapidly
developing into a battle between three
or four media groups attempting to net-
work services
across local out-
lets, Radio Match
has maintained
much of its indi-
viduality and, as
music director
Christer Smed-
berg underlines,
"we believe in
being local."

This means
that, although the
station has some
ownership links
with other radios
and works as part
of the SRAB advertising group, so far it
still handles its own programming.

For Christer Smedberg this means
having a "feel" for the kind of music
and programming his audience will
accept --a concept which sounds curi-
ously outdated in a business which is
barely 18 months old. "Feel" in Sweden

has rapidly given way to strict formats
and market research.

"We don't use market research, it
costs a lot of money," explains Smed-
berg. "I would use it if we could find a
way to put the right question to people,
but I don't think market research is the
answer in itself." Heresy indeed in a
country where radio consultants now
rule the roost.

However, this does not imply that
Radio Match has developed a radically
different playlist or style. The station

On Heavy Rotation At
Radio Match

Pandora
Rob n Raz
Annie Lennox

Charles & Eddie

Mango Kings

Jimmy Somerville

One Of Us
Mona Lisa
A Whiter
Shade Of Pale
I'm Gonna
Love You
Under Di
Mango Tree
Hurts So Good

companies. Normally a playlist change
means the introduction of a couple of
new tracks a week.

"A track like Rob'n' Raz Mona Lisa
will stay for a long time on high rota-
tion, but other tracks vary." explains
Smedberg. He points to the example of
The Tractors country hit Baby Likes To
Rock It. This was on slow rotation for a
long time and produced such a strong
reaction that its rotation was speeded
up. The station still gets requests to
play it, even though listeners often

Radio Match music director Christer Smedberg holds out against the wave of research -mania in Sweden.

has a broad EHR/ACE format with hits
from the 60s/70s/80s and 90s excluding
techno, dance and hard rock.

The A playlist has 45-48 songs, with
different groups at different rotation
speeds. Shelf life for tracks on the
playlist varies according to the quality
of new tracks supplied by the record

can't remember the act's name."
Programming on feel does not mean

an excuse to play personal favourites
for the guitar and jazz freak Smedberg.
"I am a jazz freak, into guitars. We
can't play that here. We could just
about play some Level 42 but that's
about it." But it does mean flexibility,

and Radio Match is proud of its record
of spotting crossover hits quicker than
most. Tracks such as Rednex Cotton
Eyed Joe and Nordman are both exam-
ples of early airplay support.

"We have interviews with local peo-
ple, but we do things at speed," says
Smedberg. "Positive stories, short
items."

"We have competistions, but not too
many. They have to be well thought-
out, and really involve people."

Personality radio is encouraged as is
gentle humour
with DJs given a
large degree of
freedom. However,
in the centre of
what is called Swe-
den's bible belt the
station's policy is
to avoid church or
religious matters.

Aiming at an
audience of 20-50
years old, attempts
are made to hit the
older and younger
ends of the group
with special pro-

gramming outside the normal format.
This means one -hour programmes fea-
turing either more dance orientated
music or Oldie/Gold tracks. The idea is
that the short programmes will attract
listeners without being long, or
extreme enough, to scare off the main
audience.

Keep Your Programme Personal
by Valerie Geller

II PROGRAMMING
During a workshop I held recently in
Europe, a series of points were raised by
broadcasters worried about their pro-
gramming. Most of the points were such
common problems that they are worth
including here. You could perhaps adapt
these ideas for your own station.

'It is easy to do a show when there
is a lot of stuff going on, but what
about when nothing is happening?
When it is slow in the news, and life
is boring?'
Radio should never be boring! A big part
of the Creating Powerful Radio tech-
nique is based on making every second
on -air count! Is it relevant? Does it mat-
ter? Do you care about the material? Do
your listeners care?

On a slow day, look inward. Inside
you. Get a bit personal. Prepare. And
use your life and the lives of those
around you for material. Observe every-
thing. Talk to people.

One amusing moment was heard on
Radio City in Stockholm recently. Morn-
ing man Jesse Wallin, a recent father,
was talking about how frustrating it
was to keep cleaning up after his baby.
He would feed the baby; the baby would
sick it up. He would clean it, and the

baby would start dribbling. And so on.
So Jesse went on the air with his

idea. "Instead of mixing the powder
with water before you feed it to the
baby, just feed the baby the

I know broadcasters who
keep a pad by the shower
(some of the best ideas
strike there...) by the
toilet, by the bed.

powder...that way you only have to vac-
uum up the mess!" It came out of his
own life and anyone who has ever been
around a messy baby could relate....and
smile.

'I can never think up this stuff
when I am on air!"
The key here is show preparation. I
carry a small tape recorder with me at
all times. How many times have you
been somewhere and said "If only I had
my tape recorder right now!" Carry
spare batteries for it. Because you never
know...

I also believe in keeping show prepa-
ration notebooks. When you get an idea,
write it down. Have the whole radio sta-
tion staff write ideas down. Brain -storm
from other people's ideas. And keep

pads of paper everywhere!
I know broadcasters who keep a pad

by the shower (some of the best ideas
strike there...), by the toilet, by the bed.
You never know. And sometimes it is
hard to recall the ideas when you need
them for on -air.

Show preparation is about taking
the ideas that you observe in life, filter-
ing them through your creative process
and putting them on the air in your
own way. Put yourself into it!

"What about the weather? It is
always the same and it gets boring.
How can I jazz up the weather and
make it more listenable on air?'
After hearing the time and day when
they get up in the morning, what people
most want to know is the weather. It is
important. When they tune in, after
learning that World War III has not
started up, and it is safe to go out, they
want to know what to wear...how to
dress the kids and how long to allow to
get to work. Air personalities tend to
"throw it away" on the radio....just give
the temperature or forecast and then
move on to the "good stuff." But the
weather can be the "good stuff." Get cre-
ative. Again...is it relevant? Does it
matter? How does it matter to you? And
how can you make it interesting, rele-
vant and matter to your listeners?

Mike Sakellerides of KOST-FM in
Los Angeles has one of the highest -rat-

ing music shows in the country. And he
gives the weather regularly....Every 20
minutes or so. But it is never boring.
"Aren't you glad you got that haircut?
Another hot one today..."

Other stations make the weather a
fun item. I'll never forget the "Weather
Bird" on WBCN/Boston. Every morning
hot day hot day...don't forget your swim-
ming trunks! Don't forget your swim-
ming trunks!" Or, wet day wet
day...don't forget your umbrella! Don't
forget your umbrella!" They had fun
with it and the listeners loved it. And,
what's more, remembered to take their
umbrellas with them.

International Broadcast
consultant Valerie
Geller leads workshop
seminars and consults
for stations in Europe
and the US, including
Germany's Antenne
Bayern, FFH, OK

Radio, BBC Scotland, Sveriges Radio,
Norway's P4, Denmark's Danmarks
Radio and the YLE in Finland. She
has also spoken at the Swedish Radio
Academy and the Medionforum in
Cologne. Currently she is working on a
book entitled "Creating Powerful
Radio." She can be reached at her New
York office at (+1) 212.580 3385 or fax:
(+1) 212.787 6279.
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