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Dunnery's
'Fearless' Holds
Promise Of A
Bright Future

INTERNATIONAL
by Machgiel Bakker

If radio reactions are anything
to go by, the career of British
artist Francis Dunnery is look-
ing bright. For a new name, he

has picked up
promising air-
play across
northern and
central Europe
with the well -
crafted and
wayward track

Dunnery American Life
In The Summertime, which is
currently number 35 in M&M's
EHR Top 40 chart.

Signed to Atlantic in the US,
(continues on page 32)

POP
KOMM.

(See pages
8-19)

2.95, DM 8, FFr 25, US$ 5

Edel Launches Network Of
Indie Labels Across Europe
EUROPE
by M&M staff

Hamburg -based independent
label Edel, home to ELO, Euro-
pean licensee for Tony Di Bart
and Symbol's The Most Beautiful
Girl In The World, is hoping to
increase both international
exploitation and local talent
opportunities with a new network

of labels around Europe.
The company, which clocked

up a turnover of DM85 million
last year -2% of the German
market-has formed joint ven-
tures in Benelux and Scandinavia,
based in Amsterdam and Copen-
hagen respectively, while 100%
owned ventures have been
opened in Spain and Italy.

Edel Scandinavia, the largest

RICORDI CELEBRATE BALMS GOLD - Dischi Ricordi threw a party
recently to celebrate Aleandro Baldi's gold disc, earned through sales of
his album "Ti Chiedo Onesta." Pictured (l -r) are: sales manager Pino
D'Anzeo, A&R manager Mario Ragni, Baldi, GM Fabio Bodi and promo-
tion manager Maurizio Miretti.

of the new ventures, was formed
on August 4 together with Danish
production company L&G, home
of Danish acts Esther Brohus and
Maria Montell.

Under the leadership of L&G
owner and ex-Sonet Denmark
MD Cai Leitner, Edel Scandi-
navia is based in Copenhagen,
with smaller offices in Stockholm,
Helsinki and Oslo. Promotion and

(continues on page 32)

VH-1 Promises
To Fill 25-49
Music Gaps
UNITED KINGDOM
by Jeff Clark -Meads

MTV Europe's new channel, VH-
1, will reach the people that radio
currently misses, according to
company president Bill Roedy.

Officially unveiling the project
(continues on page 32)

Sinfo: A Classic Music Menu For The '90s
SPAIN

In 1992, Antena 3 Radio was the second most
popular conventional (news/talk) net in Spain
behind sector leader Cadena SER, the flagship
of the media holding company Grupo PRISA.
Now, despite objections from those concerned
with the concentration of media power, a
minority share of the company is in PRISA's
hands and broadcasting operations at the com-
pany have been absorbed into SER. The cre-
ation in February of joint management compa-
ny Union Radio by PRISA and Catalan media

group TISA led to the launch on June 19 of a Anton. M&M's Howell Llewellyn spoke to him
new classical music -based net Sinfo about the new venture.

jinfo
E43 RADIO

Radio/Antena 3. The net combines station out-
lets and staff from both companies under the
guidance of 30 -year radio veteran Jorge de

M&M: What is Sinfo Radio exactly?

JdA: Sinfo Radio/Antena 3 is its correct name.
It is a novelty on the Spanish radio scene,
combining new age, jazz and news with a clas-
sical music core. It transmits from 13 cities,
reaching an estimated 72% of the population.
The net's slogan is "the number ones of the
past 500 years."

(continues on page 31)

BMG/Ricordi
Deal Raises
Fears Over

Italy's Heritage
ITALY
by Mark Dezzani

German multi -media Bertels-
mann group's acquisition in the
first week of August of a 73.3%
stake in Italy's largest indepen-
dent music group Ricordi has
raised concern over the future
of Italy's musical heritage.

Ricordi's interests cover dis-
tribution, retailing, publishing
and the Dischi Ricordi label,
whose roster includes Gianna
Nannini, Marco Masini and
Antonello Venditti.

The deal has raised political
fears in Italy that the sale to the
Germans of the historic Ricordi
group, established in 1808, is a
sell-off of Italy's musical her-
itage. The sale also represents a
further erosion of Italy's domes-
tic indie sector. In recent years
BMG has acquired a 50% stake

(continues on page 31)
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East Meets West: Leipzig Show
Joins Germany, Eastern Europe
GERMANY
by Mary Weller

Leipzig will be the location for
the first radio conference
focussed on eastern Germany and
central and eastern Europe. Held
on September 8-9, the 1994
Leipzig Radio Show includes a
symposium and exhibition aimed
at the radio industry and advertis-
ing and marketing agencies.

The event is being organised
by the Leipziger Messe and will
include six seminars contributed
by the National Association of
Broadcasters (NAB). Other major
participants include the Associa-
tion of European Radios (AER)
and DAB-Plattform.

Eastern Germany's rapid
development and Leipzig's highly
competitive radio market make
the city a perfect location, says
project manager Victor Kom-
merell. "Leipzig has a tradition of
being the gateway to east/west
trade communication, so why
should that be different for
radio?" he asks. He adds that
Leipzig is home to the second
oldest radio station in Germany,
MDR, started in 1924, in which
Leipziger Messe used to be a
major shareholder.

One of the most important
purposes of the show is to con-
nect advertisers with radio and to

medium in rela-
tion to other electronic media.
"Radio is complaining that no-
one is using it for advertising, yet
there is no useful dialogue
between the two parties to figure
out why," says Kommerell.

The Leipzig Radio Show com-
bines what Komerell calls the
basic elements of radio and
bridges the gaps between technol-
ogy and practice. "Technical jobs
are changing, and non -technics
are assuming the roles that tech-
nicians used to fill. The fair is a
perfect opportunity to connect

these non -technical people to
those providing equipment." An
exhibition floor will be centrally
located in the hall to make the
final link between panel discus-
sions and material solutions.

All eastern European panels
and those with non -German
speakers will be conducted in
English and a total of 14 panels
will have Russian, German and
English translations available.

Organisers currently plan to
hold the Leipzig Radio show
once every two years with the
intention of expanding it into the

international- gathering for radio.
"Leipzig is a really all-round
radio show as we deal with all
aspects of broadcasting, not just
the CEOs," adds Komerell.

International radio experts
scheduled to appear on this year's
panels and in seminars include
AER general secretary Benoit Sil-
lard, French net Europe 2 MD
Martin Brisac, European Broad-
casting Union president Albert
Scharf, Dutch consultant Ad
Roland and German wri, PD
Arno Muller.

Polygram's Half -Yearly
Net Sales Up 14.1%
INTERNATIONAL
by Jeff Clark -Meads

Soundgarden, Salt 'n' Pepa, Bryan
Adams, Ace of Base and its first
hit film have helped PolyGram
push ahead by 14% compared
with this time last year, according
to the company's first-half fig-
ures.

Net sales for the six months to
June were up 14.1% at 3.6 billion
and net income rose 14.7% to 234
million as the company notched
successes in pop, rock, dance and
classical.

In the contemporary field,
PolyGram says its good figures
were bolstered by sales of
Soundgarden's Superunknown
album (2 million -plus units
worldwide), Salt 'n' Pepa's Very
Necessary (almost 2 million) and
the 1993 releases So Far So Good
by Bryan Adams and Ace of
Base's Happy Nation. The Adams
albums sold an extra three million
units in the first half of this year
and Happy Nation accounted for
2.5 million sales.

The company adds that the
classical market showed improve-
ment in most territories, and that
its best-seller in this field was
Pavarotti's My Heart's Delight at
more than 400.000 units.

The first half of this year also
saw the first hit for PolyGram
Filmed Entertainment, "Four
Weddings and a Funeral", which
was a number one in the UK,
France and the US.

PolyGram president Alain
Levy comments, "All segments of
PolyGram's business contributed
to the strong sales growth in the
first six months. Our performance
in recorded music was impressive
given the relatively few major
international releases in the peri-
od. The UK, Europe and the Far
East benefitted from strong local
releases."

The company says highlights
of its second -half releases will
include albums from Boyz
Men, Amy Grant, Vanessa
Williams and Stevie Wonder and
its compilations from Bon Jovi
and Sting.

Study Reveals 'Dummy' Firms
Exploiting Community Radio
SWEDEN
by Nicholcis George

Swedish authorities are to investi-
gate fake non-profit making
organisations set up to exploit the
country's wide-ranging communi-
ty radio network.

This network was intended to
provide easy access to the air-
waves for non-profitable organi-
sations such as churches, sports
clubs and music club members,
who pay only Skr15 (less than
US$2) an hour to broadcast.

But now the Swedish radio
and television authority says a
growing number of organisations
are abusing the system, and using
community radio as a cheap alter-

native to commercial stations.
Selling adverts, using formatted
music programming and aiming
at broad audiences to make prof-
its are some of the practices the
authority hopes to outlaw.

Lena Larsson, a senior author-
ity official, says, "Community
radio is meant to provide freedom
of speech. No matter how little
money your organisation has, it
can still air its ideas.

"When we looked closely at
the associations using community
radio we found that some were
not non-profit making. Some
associations are used as a front, or
a dummy, and are paid to give the
concession to another company."

She adds that commercial sta-

tions are also trying to use com-
munity radio as part of their own
networks. "The system is not
meant to be used in this way."

A survey by the authority also
found that certain associations
seemed to have more than their
fair share of airplay time. "About
7% of all non-profit making asso-
ciations transmit for 58% of the
entire time available on commu-
nity radio," says Larsson.

But not everyone is upset by
the new profile of community
radio. Per Scholander, head of
City Radio, one of Malmei's com-
mercial stations, says he is happy
with the competition from com-
munity stations, which acts as a
training ground for new talent.

EUROPE AT A GLANCE
UNITED KINGDOM: Radio 1 Panel To Hear Listeners' Criticisms
BBC Radio 1 is aiming to get closer to its dwindling audience through
a new interactive forum. An advisory panel is being set up in which
station management will meet with listeners to hear their views and
criticisms. The panel will be run by the Lynne Franks public relations
agency which first proposed the idea at the end of last year. Says a
Radio 1 spokesman, "This is much more than a public relations exer-
cise. It will be a genuine voice in running Radio 1. With the new
panel-and we still haven't decided what we're going to call it-man-
agement will be face-to-face with the listeners." As to how much
influence the panel will have, he adds, "We're taking a very open-
minded approach." Radio I has lost 3.4 million listeners from its
weekly reach in the past year (M&M, August 13) but the spokesman
says the establishment of the panel is not connected with this. "Lynne
Franks came to us before the more dramatic audience figures were
announced," he states. Jeff Clark -Meads

ITALY: Litfiba Prepares For European Launch
EMI has announced it will launch Italy's best-selling rock outfit Litfi-
ba across Europe this autumn, despite on -going legal problems
between the band and its former label, the Warner -affiliate CGD. A
Florence tribunal recently ruled that Litfiba's lead singer Piero Pelu
should honour his solo contract with CGD and record four more
albums with the company. Band manager Alberto Pirelli says Pelu
will appeal against the ruling. CGD MD Girolamo Caccia-Dominioni
is pleased with the court's decision. "The record industry will disap-
pear if a contract cannot be upheld as valid," he says. Litfiba is cur-
rently finalising contractual arrangements with EMI and is recording a
new album to be released on the label in early 1995. A tour of Hol-
land, Belgium and Germany has been arranged to coincide with the
band's European launch. The band's double live set Colpa Di Coda has
been released in these countries, prompting a second legal battle with
CGD which says the move breaks a publishing agreement not to re-
issue the band's old material for five years. Mark Dezzani

ITALY: Music Show Returns To TV In New Saturday Slot
The weekly music and style magazine show "Auto -Reverse" is return-
ing to Italian TV screens for a second season in September. One of the
show's presenters Grant Benson, who is also music director at Berg-
amo -based EHR web RTL 102.5 Hit Radio, says the show is also
moving to a higher -rated network. "The second series will be on the
national Odeon TV channel every Saturday lunchtime. We mix music
and features, and I interview a band or artist each week," Benson says.
"Music has been neglected for several years on Italian television. I
hope this signals an (auto) reverse of that trend." MD

UNITED KINGDOM: Radio Authority Re -advertises Licences
The AM and FM licences for the Manchester area are being re -adver-
tised by the UK Radio Authority. The franchises are currently held by
the Piccadilly Radio group which runs the EHR Key 103 on FM and
Piccadilly Gold on AM. The FM licence covers 2.1 million adults and
the AM franchise encompasses 1.8 million. Closing date for the appli-
cations is November 8. JCM

UNITED KINGDOM: Women In Radio Given Own Conference
"On A Woman's Wavelength? Women And Radio In The '90s" will be
the first English conference organised for women in radio. Held on
October 15 in Sunderland, the conference is hosted by the University
of Sunderland and supported by the Radio Academy and the Commu-
nity Radio Association. Mary Weller

NEW MANAGEMENT FOR ZUCCHERO - Italian superstar Zucchero has
teamed up with the renowned label owner and entrepreneur Miles
Copeland, who will now represent his worldwide management interests.
Signing the deal at Polydor Italy's Milan offices are, from l -r: PolyGram
Italy international exploitation manager Roberto Arcadu, Firstars Manage-
ment's Henri Padovani, Copeland, Zucchero, Polydor Italy MD Adrian
Berwick and Zucchero's lawyer Vittorio Costa.
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Bids Invited For Six Pilot
Community Licences
IRELAND
by Dermott Hayes

The introduction of community
radio in Ireland will not affect
advertising radio revenue for
independent radio stations,
according to the Independent
Radio and Television Commis-
sion (IRTC).

The IRTC has sought applica-
tions for six pilot community
radio licences. Applications must
be lodged with the Commission
before September 9.

The IRTC has rejected claims
by the Association of Indepen-
dent Radio Stations (AIRS) that
community radio will affect
advertising revenue for existing
independent stations.

"It was always clear there
would be community radio
licences granted but they are very
low power with frequencies of 10
to 20 watts," according to IRTC
chief executive Michael O'Keefe.

"If we are satisfied with the
quality of the applications the
Commission plans to issue six
pilot community radio licences
before the end of 1994 so that the
stations can commence broadcast-
ing in early 1995."

The six pilot licences will
cover a number of regional areas
including at least
interest licence for County Dublin
and two from either North Done-
gal, County Galway, North Kil-

dare and County Mayo.
"The Commission selected

these areas for pilot licences for a
number of reasons," O'Keefe
says. "When we sought expres-
sions of interest earlier this year
we received a number of what we
considered to be very good quali-
ty submissions. The Commission
believes that the quality of these
submissions should provide an
appropriate foundation on which
to build successful stations."

IRTC chairman Niall Stokes is
quick to point out the differences
between community radio and
existing commercial stations.

"In the first instance the own-
ership and management structures

must reflect the station's roots in
the community," he says. "Sec-
ondly, the community stations
will not be devoted to the max-
imisation of profit. Whatever rev-
enues are generated will be rein-
vested in the stations. Finally,
they must be operated so as to
ensure democratic access for the
people of their local area."

The new stations must also
reflect the diversity of interests in
their communities or geographi-
cal areas in their programming.
Stokes says community radio is a
new development in Irish broad-
casting and the 18 -month pilot
period will be a learning process
for the IRTC and the stations.

PRAISING THE ALMIGHTY - British heavy metal band The Almighty have
signed a new record deal with Chrysalis after joining forces with the Sanc-
tuary management company. Pictured (l -r) are: (back row) Andy Taylor
(Sanctuary), Chrysalis marketing manager Steve Davis, Chrysalis marketing
director Mike Andrews, Chrysalis head of A&R John Williams, Merck Mer-
curiadis (Sanctuary), Chrysalis Records MD Roy Eldridge and Rod Small-
wood (Sanctuary); (front row) The Almighty's Stumpy, Ricky Warwick, Pete
Frieson and Floyd London.

Back To Basics At Hit Radio After Station
Manager Leaves In Programming Row
ITALY
by Mark Dezzani

Bergamo -based EHR network
RTL 102.5 Hit Radio is redefin-
ing its format following the
departure of a number of staff
members, headed by station man-
ager Alex Peioni.

network only five months ago,
was unavailable to comment on
the move, but RTL 102.5's MD

Country Net Aims At
6% London Reach
UNITED KINGDOM
by Jeff Clark -Meads

The UK's first country music sta-
tion, London ILR broadcaster
Country 1035, has begun to find
its voice.

The AM station is announcing
its presence with advertising in
the UK trade press and will fol-
low this with a consumer adver-
tising campaign timed to coincide
with its launch on September 1.

Country 1035 says it is aiming
initially for a 6% reach in the
Greater London area, which
equates to around 600.000 adults.
It says its audience will be made
up of existing country music fans

aged between 25 and 55.
A spokeswoman adds, "The

station also aims to win a wider
audience via artists such as the
Eagles, Dire Straits and Elvis
Costello who have been influ-
enced by traditional country
artists and whose music reflects
that influence. Country 1035
believes that interest will also
come from the 16-24 age catego-
ry through new artists such as
Dwight Yoakam, Nanci Griffith
and Garth Brooks."

As examples of more tradi-
tional country acts to be broad-
cast, she cites Johnny Cash,
Tammy Wynette and Willie Nel-
son.

Newsmakers

 BELGIUM: Gino Moerman
has left ARS Productions to
join Sony Music Belgium as
product manager Flemish
repertoire, with some local
A&R duties. He will take up
his new post on September 1.

 EUROPE: Gil Aronow has

been appointed director of law
and business affairs at MTV
Networks Europe. His respon-
sibilities in this newly -created
position will include assisting
in the negotiation and main-
taining of the company's signif-
icant business, programming
and production relationships.

Lorenzo Suarci says it was
"mutually agreed." "We are per-
fecting our format at the moment
and will be releasing full details
of the changes shortly," Suarci
says.

Insiders say the split stemmed
from disagreements over the sta-
tion's direction. Peroni had intro-

Changes, includ-
ing a rolling news and music
format for morning drive, a night-
ly dance music programme and
an afternoon comedy sweep, pre-
sented by Gianni Simioli.

But Suarci was said to have
been worried by the fact that

Rome -based EHR network Radio
Dimensione Suono achieved bet-
ter ratings results using the same
American all -hit formula import-
ed to RTL 102.5 by Peroni's pre-
decessor Claudio Astorri, now a
marketing manager for Rete 105.

While RTL 102.5 showed a
19% improvement in this spring's
ratings, placing them third in the
network league with a 1.523 mil-
lion average daily reach, Radio
Dimensione Suono came second
with a 34% improvement and a
3.597 daily average.

The second staff member to
leave the station was Simioli,

brought in from Naples -based
EHR web Kiss Kiss Network by
Peroni. Simioli is expected to
rejoin Kiss Kiss as general artistic
director in September.

Promotions director Cesare
Mazzuccato-another Peroni
appointment and brought in from
Milan -based EHR web Rete 105,
where Peroni was music director
for 10 years-was the third to
leave.

RTL 102.5 Hit Radio's long-
standing morning drive presenter
Tony Severo, who quit after dis-
agreements with Peroni, is report-
ed to be rejoining the station.

IFPI Reports Dramatic Rise Of
172% In CD 2 -Track Sales

BELGIUM
by Marc Maes

Record industry. sales in Belgium
totalled Bfr2.7 billion (app.
US$84.3 million) over the first
six months of 1994, according to
figures released by the IFPI
music industry body. This repre-
sents a rise of 1.2% on the year-
earlier period.

The most dramatic change
was witnessed in the market for
vinyl singles, where demand fell
by 93.3% from 617.687 sales in
the first half of 1993 to 41.281
during the same period this year.

However, this was compensat-
ed for by a rise of 172% in CD 2 -
track sales, which seems to con-
firm that the industry's campaign
to promote this type of CD as
specific format has paid off.

The drop in the numbers of
DCC and MiniDiscs sold-from
29.264 in the first six months of
1993 to 2.818 in the same period

this year-is partly to blame on
the fact that consumers have not
been investing in new hardware,
says IFPI Belgium director Vin-
cent van Mele.

"We are currently in an eco-
nomic crisis and the fact that
many people have to invest in
new hardware [to be able to play
DCC and MiniDiscs] appears to
be a serious problem," he says.

Record industry spokesmen
are undisturbed by the news that
June 1994 sales figures were
down on this year's first three
months. This is probably due to
the World Cup championship and
the extremely good weather, they
say, which combined to keep con-
sumers away from the shops.

EMI Belgium general manag-
er Dirk de Clippeleir says the fig-
ures indicate that the boom in
record industry sales is over. "But
there are sufficient positive ele-
ments on the market to consoli-
date record sales here: the Bel-

gian dance scene is very active
and the launch of new megastores
have given a new impetus to
record sales."

Belgium Music Sales-
(sales in millions of units)

Jan/ Jan/
June June

Format '93 '94 % chg.

Singles (total) 1.622 1.628 0.3
Vinyl 7" 0.618 0.041 -93.3
Vinyl 12" 0.035 0.084 141.8
CD 2 -track 0.295 0.804 172.2
CD maxi 0.675 0.699 3.6

Albums (total) 6.737 6.821 1.3

MCs 0.911 0.530 -41.9
CDs 5.799 6.289 8.5

DCC 0.021 0.002 -91.5
MiniDisc 0.008 0.001 -87.6

Source: IFPI
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Programming The Music Radio

Italian, French Programmers Make Use
Of Summer Break To Try New Concepts

Summer in Europe south of Paris generally means empty cities,
crowded beaches and a break with normal routine. For radio stations

that can mean a welcome chance to put the feet up and the music sched-
uler on, or an opportunity to try out those programming concepts you

daren't introduce mid -year. In France, many programmers, particularly
at full service networks, see the summer season as the perfect moment to

adapt schedules and test new programmes and new personalities.
Meanwhile, Italian programmers have been replacing talk with upbeat
music and adapting late -night programmes to reflect summer evening
activity. M & M's Emmanuel Legrand and Mark Dezzani went to sta-

tions in France and Italy to see what stations have been doing.

Europe 1's programming director Patrice
Blanc-Francard says that compared to a few
years ago, the difference between summer
and the rest of the year tends to fade away.

"One factor which used to limit program-
ming in the summer was that our budgets ran
for only 10 full months, leaving nothing
spare for summer, and stations relied on re-
runs to fill the airtime. Meanwhile, radio per-
sonalities also needed some breaks, and sta-
tions often had difficulty in finding new
voices to replace them during that period."

However, few stations can now afford to
free wheel during the summer, for fear of
losing out to the competition. "We now need
to continue with more or less the same pro-
grammes as the rest of the year in order to
keep our listeners. If audiences get used to
listening to another station during the break,
we run the risk of losing them afterwards."

For that reason comic DJ Arthur was
asked to stay during the summer. "That's also
why I decided to start earlier than planned
with the programme 'C'est Tout Eddy,' host-
ed by singer Eddy Mitchell. This I hope will
create a listening habit, which will continue
as the show runs throughout the year," says
Blanc-Francard.

Unlike France Inter, which experiments a
great deal with new formats, programmes
and voices during the summer, Blanc-
Francard prefers to keep regular shows on
the air, switching hosts if needed. The differ-
ence? "We are a radio based on demand,
while France Inter is based on offer."

Inter programme director Pierre
Bouteiller admits that he and music pro-
grammer Dominique Farran use the station
as a laboratory in July and August. It was
during a summer experiment that he discov-
ered Laurent Ruquier, who now has a daily
programme on the station. Farran, mean-
while, uses the time to experiment with new
musical approaches and different ways of
attracting younger listeners.

Outside the studio, Inter is also involved
in covering and sponsoring a wide range of
music festivals, such as the Francofolies in
La Rochelle, which this year attracted
65.000. Various jazz festivals are covered in
the "Night And Day" programme hosted by
Julien Delli Fiori, who ran a 22:00-24:00 slot
in July from Monday to Friday, reporting
live from festivals such as Vienna, Swingin'
Deauville or the famous Antibes-Juan-les-
Pins.

Full -service private net RTL slows down
to a relaxed "summer tempo" with some
minor programming changes, according to
RTL communications director Jean -Marc
Veran. The regular programme schedule is
barely altered, but in some cases hosts are
changed or programmes are re -runs. Such is
the case of comic quiz "Les Grosses Tetes"

or personality profile programme "Grand
Format." One of the key summer pro-
grammes is the morning show "RTL Offers
You Your Holiday," during which listeners
can play and win up to Ffr10.000 (app.
US$1.850).

In Italy, the summer exodus sees many
local stations suspend regular programming
for the entire month of August in favour of a
standby morning jock and automated non-
stop music for the rest of the day.

National Italian networks however keep
the studios manned, instigating a few pro-
gramming shifts and presenter shuffles to
cover vacationing DJs.

Roberto Mancinelli, music director at
Naples EHR web Kiss Kiss Network says
that, while presenters stay on and program-
ming schedules remain the same, music
marks the difference in the summer. "We
programme more
music, and we increase
our ratio of oldies,
especially summer hits
from Italian artists like
Renato Zero, Loredana
Berte and Eduardo
Bennato." Meanwhile,
nighttime programmes
go more upbeat to
reflect listeners' more
lively evening. "Our
speech content is cut
and replaced with more
music. We are playing
up -tempo contempo-
rary hits such as CJ
Lewis' Sweet For My
Sweet, Marie Claire
D'Ubaldo The Rythmn
Is Magic, Dawn Penn
and Prince."

Milan -based EHR
web 101 Network,
meanwhile, change
their entire schedule of
the summer, replacing
three-hour programmes
with two daytime
sweeps. Regular shows
are replaced with a
"morning show" from
07.00-14.00 and an
afternoon show from
14.00-20.00, followed
by various chart shows.
including the "Ameri-
can Top 40" and a
dance chart until mid-
night.

Music director
Stefano Carboni com-
ments, "Each of the
two daytime strips has

three presenters who rotate time slots each
day. The weekend breakfast shows are co -
hosted by a guest star in August. The pro-
gramme is called "Estate VIP" (VIP sum-
mer) and we have so far linked up Gerardina
Tovato, Irene Grandi, Mango, Fabio
Concato, Paolo Valesi and Scialpi, amongst
others."

Monte Carlo's ACE/News/talk English
language station Riviera Radio finds its
potential audience more than quadrupling in
summer due to the millions of tourists who
visit the south of France. Programme direc-
tor Tom Anderson says that while their
music/speech ratio is normally split 60/40, in
summer music moves up to 70%. "We drop
our lengthy talk features such as the lunch-
time phone-in show. The remaining talk out-
put has a summer vibe to it. For example, we
have a roving reporter visiting different
tourist sites each afternoon, and a series
exploring the lesser known villages called
'Discover Provence."'

Anderson says that Riviera Radio's music
is also more upbeat in the summer months.
"During the rest of the year our target audi-
ence is made up of English speakers resident
in the south of France, a very diverse group
of listeners aged between 8-80 and our core
playlist songs are mainly soft adult contem-
porary, whereas in the summer we adapt our
music and features to both residents and visi-
tors. Our presenters are encouraged to give
the station a holiday feel and we playlist

EUROPEAN

RADIO
AUTOMATION

SOLUTION

FFH'S WEATHERMAN KEEPS HIS TOES COOL -

Radio FFH weather man Helmut Malewski has
found the best way to stand the heat this sum-
mer. FFH listeners have been able to tune into
FFH Summer Radio during the last two
months, and Malewski has been receiving
calls on the weather in his phone-in show on
Fridays.

more songs like Inner Circle's Games People
Play and the new Sophie B Hawkins single,
which has a thumping Eurobeat."

Riviera Radio also keeps European visi-
tors informed of events at home. Owned by
the European newspaper, it broadcasts daily
reports by the paper's correspondents from a
different European city each day.

Musicaster
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Radio
Station Operations

CREATING POWERFUL RADIO:

Content Is Everything!
Radio is pretty easy when there is a lot going on, and there is plenty of

stuff to talk about. The true challenge of creating powerful radio is find-
ing ways to make it interesting on days when nothing is happening, to

find things to talk about that are meaningful, entertaining relevant and
significant if not much is going on.

So, if the day is dull, what do you do? The
last thing you should do is to start scouring
last Thursday's paper for things to discuss
on Monday morning. Instead try using your
own life experience.

Try the stories you have heard from
your own family, your friends or their
friends. Everything in your life is your

Before anything goes on the air
ask yourself:

 Does it matter?
 Do I care?

Is it relevant?
 Do my listeners care?

show prep. One guy on the air told a story
about his grandparents who were in their
80s and were forgetful. They resolved to
keep lists of things to do. One day, his
grandmother asked his grandfather to pick
up some ice cream from the store along

on the phone with her boyfriend asking him
if he missed her. Perhaps you have encoun-
tered the type. One night he did not come
home. She came into work crying and could
barely concentrate. I took her aside and
said, "Why not look at what is going on
with you? What are you feeling?" She said,
"I'm jealous, I just know he is with another
woman." I suggested she use her jealousy
and work it into a story for the radio.

Her topic became, "Can a man be satis-
fied and faithful to just one woman?"
Everyone was interested in that subject. So
she interviewed a priest, a psychologist, an
author of a book on jealousy and her neigh-
bours who had been happily married for 47
years. She then took an on -air survey of lis-
teners asking single men and women why
they weren't married yet and got some great
material. The majority of young men who
had not asked their girlfriends to marry
them said the reason why they secretly felt
someone better might come along, so they'd
just wait. Interestingly, most all of the girls
said, "I know he's got faults, he's not per-
fect, but if he asks, I'll marry him."

Use Your Own Life For Show Content
 Conversations you've had
 Conversations other people are having

Stuff you've learned
 Mistakes other people make
 Things which provoke laughter, fear, hate, anger. any strong emotions

and makes you feel

with some other things. "Do you need to
write it down?" she asked. "No," he said,
"I'll remember." He came back later with a
dozen eggs, a bottle of orange juice and
some detergent. "I told you to write it
down," said his wife, "you forgot the toilet
paper!"

That kind of stuff goes on in every fami-
ly. The more personal the story, the more
universal it can be. When I was running a
news department in San Francisco years
back, I was trying to explain to my staff of
reporters that when not much is going on
out there it is time to look inward, to your
own life for stories and material. One of the
news reporters was a young girl, about 19.
She was fairly new with us and constantly

The series, which ran at 08.30 in the
morning as a news feature, was so success-
ful it generated calls, huge response and
follow-up stories. And it came directly
from the reporter's life. The more personal
you go and the deeper you get, the more
universal the appeal. Look to your own life
for show content, it works.

Keep Your Ears Open
Sometimes you can overhear usable

material. Once a writer in America was
supposed to meet her husband and was
hours late. When she finally showed up, he
was upset, but she said, "I'm so sorry, but I
was riding the bus and when my stop came,
the people in front of me were right in the

International broadcast consultant VALERIE GELLER leads
workshop seminars and consults for stations in Europe and
the US with emphasis on news, talk and personality radio,
including Germany's Antenne Bayern, OK Radio,
Radio Hamburg, Radio Gong and Charivari; Swe-
den's Sveriges Radio and P4; Denmark's Danmarks
Radio and the YLE in Finland. She has also spoken before
the Swedish Radio Academy and the MedionForum in
Cologne. Currently she is working on a book titled "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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Popkomm/Cologne
Aug. 18-21 (+49) 202.278 310;

fax: 202.789 161

SEPTEMBER
MTV Music Video Awards
Sept. 8 (+1) 212.258 8000

Leipzig Radio Show/Leipzig
Sept. 8-9 (+49) 341.223.2536,

fax: 223.2041

Billboard/Monitor Radio Conference/
New York
Sept. 8-10 (+1) 212.536 5018

PLASA: Installation, Lighting &
Sound/London
Sept. 11-14 (+44) 71.370.8180

UK Mercury Awards/London
Sept. 13 (+44) 81.747 9080

IBC Amsterdam/Amsterdam
Sept. 16-20 (+44) 71.240 3839;

fax: 71.497 3633

In The City/Manchester
Sept. 18-21 (+44) 61.234 3044

Music Industry Organisations/London
Sept. 19 (+44) 71.824 8257; 71.730 4293

Dutch Broadcast Congress/Amsterdam
Sept. 21-22 (+31) 35.258 699;

fax: 35.214 559

Digiton Radio Conference/Warsaw
Sept. 23-24 (+31) 20.673 0495

Taipei Broadcast 94/London
Sept. 27-30

OCTOBER
Gramphone Awards/London
Oct. 6 (+44) 81.907 4476

Business Calendar
Mipcom/Cannes
Oct. 10-14 (+33) 1.4434 4444;

fax: 1.4434.4400

NAB Radio Convention/Los Angeles
Oct. 12-15 (+1) 202.429 5300

Worldwide Music Expo/ Berlin
Oct. 13-16 (+49) 30.312 6671;

30.313 1499

Women And Radio In The '90s/
Sunderland
Oct. 15 (+44) 91.515 2106

European Dance Music Convention
(DMC)/Amsterdam
Oct. 22-26 (+31) 2154.25187

4th Music Vision Media Exhibition
'94/Athens
Oct. 26-30 (+30) 1.775 3857;

fax: 1.778 5165

AIRC Programme Controllers
Conference/Dublin
Oct. 27-30 (+44) 71.727.2626

Broadcast Sri Lanka '94 Exhibition/
Sri Lanka
Oct. 29-31 (+94) 1.69.74.91

NOVEMBER
IDATE: Telecommunications
Conference/Montpillier
Nov. 16-17 (+33) 6714 4444;

fax: 6714 4400

AES US Convention/San Fransisco
Nov. 10-13 (+1) 212.661 8528

Author's Rights Convention/Amsterdam
Nov. 21 (+31) 20.540 7405

The Moscow All Music Show/Moscow
Nov. 23-26 (+44) 71.439 1271

middle of a story. I had to hear how it fin-
ished. I couldn't get off the bus."

This same writer has now written a book
which has become a movie and has made
her rich and famous, all because she over-
heard something in a bus that she could use
for material.

Real life stories are all around us all the
time. It is just a matter of training your eyes
and ears to observe and listen and then fig-
ure out how to make it interesting to people
and get it on the radio.How do you know if
a story is interesting? If it interests you, you
will find a way to make it interesting on air.
If you are bored, it will be boring on air.
Never be boring.

Real Life Characters
Another way to jazz up your show is to

add characters from the community into it.
One of the BBC local stations in England
uses a cab driver in New York to call in on
the radio and give reports on what is going
on in America. Since he drives people
around all day, he knows what is going on
and has great stories to tell from his original
view of life in New York. He reported on
pop culture, weird people and hip things.

On the day of Jacqueline Kennedy
Onassis' funeral, he drove by her home
early in the morning. On the steps several

people were milling about leaving flowers
and it was silent. No journalist was there to
cover it.

How did the station find this character?
He happened to be on duty when the PD
and presenters of the station visited New
York. Since he calls in on the car phone, he
is quite accessible and has become a regu-
lar part of the show. In fact when the listen-
ers in England come to New York, they
request this driver.

Another station I work with uses a
funny retired airline stewardess as their
consumer travel reporter character. Twice a
week she takes a few minutes to give travel
tips in her fun way. She's a personality in
the show. And on a Friday or before a holi-
day weekend, her material fits in and
works.

You can find these people everywhere.
The only requirement is that they've got to
have lots of personality and be good talk-
ers. (In the US on radio you can tune in and
hear Doreen from the record store, Hank
from the sport stadium, Lorraine from the
beauty parlor doing movie reviews and tips
from the pet doctor.)

If you are open to developing your own
characters on your show, experiment. Try
people out. You'll feel it right away if it
works.
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