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£3.95 Lene Marlin breaks out with
Sitting Down Here (Virgin),
number 4 on this week's M&M
Border Breakers chart and
winner of the Road Runner
award for the biggest
increase in chart points.

we talk to 7L"'..11_4E1;1 41C10

M&M chart toppers this week

Eurochart Hot 100 Singles
LOU BEGA
Mambo No.5

(Lautstark/BMG)

European Top 100 Albums
WHITNEY HOUSTON
My Love Is Your Love

(Arista)

European Radio Top 50
JENNIFER LOPEZ
If You Had My Love

(Work/Columbia)

Inside M&M this week

POPKOMM'S RADIO FOCUS
How are music radio and the
music industry getting along
with each other in Germany?
How much risk can a
radio station take on
the tightrope between
innovative program-
ming and the 'safe' format?
M&M raises these questions as
an appetiser to Popkomm's full -
day `focus on radio' panel.
Pages 5-7.

POP

komm.

SO FAR, SOMATIC
The cosmopolitan composition
of UK -based Universal signing

Somatic con-
tributes to
an eclectic
but sophisti-
cated debut
album, The
Bop Apoca-
lypse, due for
release in the

UK on August 16. Prior to inter-
national release, the trio wants
"to gig as much as possible."
Page 9.

Local music sales soar on
by Emmanuel Legrand

LONDON - European consumers'
interest in local repertoire shows no
sign of slowing down.

Statistics supplied by the Inter-
national Federation of the Phono-
graphic Industry (IFPI) 
show that "the level of local
repertoire has risen over
the last few years and was
particularly strong in 1997.
It dropped slightly in 1998,
but with a European average of
40%, it is still higher than at the
start of the decade."

In 1992, the share of domestic
repertoire in Europe had fallen to
31.3%, before catching up and scor-
ing an impressive 41.7% in 1997. In

1998, the share fell to 40.1%. Catrin
Hughes, director of market research
for the IFPI, points out that the
small drop seen in 1998 "is not rele-
vant" and that overall, figures show
that European acts are selling more
than they did a decade ago.

Hughes adds that the
trend can be traced world -

1
wide. In 1991, 58.4% of
worldwide sales were by
domestic artists, a share that
grew to 64.6% in 1998, while

the share of international repertoire
dropped to 29.9% from 35.5%.

Individual territories boasting
the biggest growth in domestic
repertoire between 1991 and 1998
are Portugal (16% to 31%), Ger-

continued on page 21

Travis finally get that good feeling
by Paul Sexton

LONDON - Stereophonics may now
be widely regarded as the British
rock success story of the year, but
Travis (Independiente) are ensur-
ing it's no one-horse race.

The Scottish band, who were the
first act to be signed to Andy McDon-
ald's Independiente label after Go!

Discs was dismantled, are basking in
a bona fide UK breakthrough with
their second album The Man Who.
Sales are now at some 240,000,
according to the label, compared
with just under 60,000 sales for
Travis' 1997 debut album, Good

Feeling. In addition to the
band's tireless roadwork,
there's a real airplay
dimension to the story, as
programmers are reassess-
ing their opinion of an act
which was previously
regarded as the domain of
specialist indie shows.

The Man Who has gen-
erated no fewer than
three radio -friendly sin-
gles, each of which has
taken the Glaswegian
quartet to a new career
peak. Writing To Reach

You went to number 14 in March,
Driftwood came hot on its heels and

continued on page 21

Labels to set up
radio presence?
by Gesa Birnkraut

HAMBURG - German record com-
panies may soon experiment with
offering more new releases for air-
play on commercial radio stations
in a joint industry initiative.

The selected singles would have
to match station formats and
schedules, and
radio stations
would be able
to negotiate
with record
company exec-
utives on the
final choice for
the playlist. An
in-built feed-
back mecha-
nism would also be in place to
gauge listeners' response to the
new system.

The suggestion was fielded at a
meeting between delegates from
the German association of commer-
cial broadcasters, VPRT, and the
German Phonographic Industry on
August 6.

Managing director of AC Radio
FFN Wilfrid Sorge, who was at the
meeting, says: "Of course the music
industry wants more, but this is a
good start, as we have made a step
in the right direction."

Other radio representatives at the
meeting included Klaus Schunk,
managing and programming direc-
tor of commercial hot AC Radio
Regenbogen and Carsten Neitzel,
managing director of CHR Delta
Radio. Sorge, Schunk and Neitzel
are currently trying to ignite the
interest of the VPRT, which repre-
sents commercial broadcasters from
all over Germany.

Record industry representatives
continued on page 21
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What About The
American Market?

For More Information Go To www.aircompetition.com
And At The Home Page Click on

Would you like to know the potential of your music for the United States Market?
Now it's possible to research the #1 market

Active Industry Research is the #1 music research company
for U.S. record labels and it's now available to U.K. and
European record labels.

American radio drives the U.S. music market. Now
you can research radio programmers in the #1 music
market in the world.

Every week AIR's staff of music professionals
speak with over 350 program and music directors
and their consultants nationwide in four radio
formats. AIR's radio panel reads like a "Who's
Who" in American radio today.

A

 When it comes to exposing new music to those who expose
new music to America, no other company can do it faster or

better than AIR.

 AIR's elite programmers panel will respond to any
questions you may have concerning your music. It is done

quickly and is unavailable in this form anywhere else.

I R

Since 1983, Active Industry Research had delivered
valuable information to the major U.S. record

labels concerning their new releases. AIR's
unique research style is second to none.

Active Industry Research
EAST: 9861 BROKEN LAND PKWY., SUITE 200A  COLUMBIA, MD 21046  TEL. (410) 381-6800 

CONTACT: ALAN SMITH, BRUCE TYLER OR KEVIN POWELL
FAX (410) 381-4942

WEST: 2425 COLORADO AVE., SUITE 310  SANTA MONICA, CA 90404  TEL. (310) 453-8500  Fax (310) 264-2120
CONTACT: DAVE CASH
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Upfront
by Emmanuel Legrand, Music & Media editor -in -chief

Year after year, IFPI's record sales figures continue to con-
firm one of the dominant facts of the decade-all over
Europe, consumers buy records by domestic artists.

This is a worldwide trend which is more prevalent in
Europe where, over a decade, the share of local repertoire
has grown by 9% to over 40% at the expense of interna-
tional artists. It's a sign that local music scenes have
strengthened, but it also shows that cultural differences
still dominate the European market. What's more, people
buy what "talks" to them, and these factors are stemming
the free flow of music between EU countries.

Although music now tends to travel 'better throughout
Europe, IFPI figures do not show what percentage of
international repertoire in individual territories is not of
Anglo-Saxon origin, and whether this percentage is grow-
ing. This would clearly indicate the state of cross -border
activity between various European countries.

The dominance of English material and local music is
even greater when it comes to radio. Most often, program-
mers play songs in their national language and tracks in
English. M&M's Border Breakers charts and the European
Airplay Top 50 rarely feature songs in languages other
than English, except for an occasional "exotic" track in
Spanish or Bantu. The Swedish tidal wave earlier this
year featured nothing but artists singing in English

Certainly, English is the common currency in the charts.
But what about taking into consideration the fact that people
within the EU travel and are exposed, more than ever before,
to other languages and cultures?

So how come stations in
Germany don't play more songs in
Italian? What about a few German
tracks on French radio? Or even
some Spanish-speaking songs on
the UK's airwaves? The repertoire
is there, it's up to the programmers
to grab it and offer their audiences
the chance to enjoy it. Or are pro-
grammers in fact more conservative
than their listeners?

Thomas M. Stein, president, BMG Entertainment, GSA and Eastern
Europe, overtakes The Flippers' tour bus on his Harley with a triple
surprise-three gold CDs for their albums Das Leben ist eine
Wundertiite, Herz aus Schokolade and Sommersprossen. The
Flippers-Bernd Hengst, Manfred Durban and Olaf Malolepski-
were in Ascona, Switzerland, when Thomas M. Stein greeted them.

Internet in -site
Inter -Surf de

www.inter-surf.de

Among the many newcomers to the
Internet -only radio station listings,
some have distinctly more ambi-
tious plans than others. Inter-
Surf/Radio promises to include cul-
tural news, listings of future
events, links and a chat room with
posted hours. Not much of this is
available yet. Placemarkers and
details are there, however, which is
an encouraging sign. Despite the
splash page having a somewhat
haphazard appearance, everything
works efficiently. The site is entire-
ly in German with the stated intent
of promoting local music. Also,
unlike so many netcasters, the sta-
tion operates legally.

Chris Marlowe

Sweden's Power hits home
by Johan Lindstrom

STOCKHOLM - Swedish broadcasting
company, MTG, has dominated the
country's quarterly ratings for
March -June, published this week by
RUAB Radioundersokningar.

Power Hit Radio, MTG's dance -
oriented CHR Power Hit Radio has
doubled its daily reach to 10% in just
one year. The station has overtaken
its main rival NRJ by more than 2%
in reach, and almost doubles NRJ in
the popularity stakes among 10 -19 -
year olds. The figures mean that
Power Hit Radio continues comfort-
ably as Stockholm's number one com-
mercial station.

Anders Nilsson, managing director
of MTG Radio, comments: "We're very
happy to have reached this point with
Power Hit Radio. When we decided our
strategy last March, we thought it

would take two years to overtake NRJ."
Niklas Block, radio promotor at

Universal Music Sweden, believes
that Power Radio's risk -taking has
contributed to the station's success.
"Power was the first station to give
Turkish pop singer Tarkan heavy
rotation, and it was also one of the
few stations to support American rap
star Eminem," he explains. He also
attributes MTG's wider success to
better organisation and improved
media synergy opportunities. "MTG
owns both TV and radio stations, so
they can offer us good TV advertising
when we do campaigns."

Meanwhile, MTG's hot AC station,
Rix FM, strengthens its position as
Sweden's number one commercial
radio network, reaching 8.9% of the
Swedish population on a daily basis
-an increase of 1% on last year.

P4, the local newstalk/gold AC

and schlager public service network,
has dipped since the last survey, but
is up compared with last year and
continues to be a major player in
Swedish radio with a daily reach of
37.2%. Combined public service
stations-under the umbrella of
Sveriges Radio-are up from 54.4%
last year to 55.6%, while overall,
commercial radio is down slightly
from 31.7 to 31.6%.

In Stockholm, market leader hot
AC P5 Radio Stockholm dips 0.7%,
while its sister station P4 Radio
Stockholm shows signs of improve-
ment. Among the commercial stations
there is a cluster of stations fighting
for the number two position-CHR-
formatted NRJ is at 7.9%, CLT-UFA's
soft AC -formatted Lugna Favoriter
104,7 RTL is at 7.5% and hot AC Mix
Megapol is at 7.1%.

Additional reporting by Siri Stavenes
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EWS

ON THE BEAT
FORMER RADIO BOSS CLEARED
OSLO - Kredittilsynet, the banking, insurance and
securities commission of Norway, has dismissed claims
against Svein Larsen, former president of P4, the Nor-
wegian radio group. The claims alleged that Larsen had
sold some of his shares in the company two days before
P4 released financial information. A spokesman for the
commission says there's "reasonable doubt as to whether
the information was able to influence the share price."

BEATLE ON BEEB
LONDON - Sir Paul McCartney will
host a radio series on the BBC's World
Service. Starting October 20, the 30
minute shows will be called "Paul
McCartney's Routes of Rock" and are to
be recorded from the former Beatle's
Sussex home. According to the BBC,
the weekly shows will feature "rock and
roll records which have inspired him."
The series will also showcase tracks
from Run Devil Run, McCartney's
upcoming album on EMI.

FIRE WRECKS CADENA SER
MADRID -A fire destroyed the Cadena SER offices in
Aranjuez, south of Madrid, on August 4. Local director
Ignacio Sanchez was overcome by smoke and tried to
extinguish the fire, but thick smoke prevented him.
Sanchez said he saw flames leap from a record deck and
ignite a nearby tape machine. More than 2,000 vinyl
records were destroyed as well as studio equipment.

RICKY MARTIN SCOOPS PLATINUM
LONDON - Latin frenzy is reflected in July's IFPI Plat-
inum Europe Awards which reward Ricky Martin with a

Europe for his first English language album,
Ricky Martin. Platinum Europes also go to The Cranber-
ries for Bury the Hatchet and Jamiroquai for Synkronized.
Boyzone's By Request becomes Double Platinum, while
Cher receives her fourth Platinum Europe for Believe,
which has notched up sales of over four million in Europe.

TMF LAUNCHES FLANDERS AWARDS
ANTWERP - Music channel The Music Factory (TMF)
Flanders is launching the TMF Flanders Awards show to
be broadcast live from the Zillion discotheque in Antwerp
on October 22. In a replica of the Dutch awards, Flemish
viewers will be involved in the voting process for 20 video
awards which span national and international categories.

MOVING CHAIRS
LONDON - BMG Entertainment UK & Ireland has
appointed Nigel "Spanner" Sweeney to the new post of
VP, media. Sweeney will report to Richard Griffiths, UK &
Ireland chairman and executive VP for Central Europe, and
starts his new position on September 1. He will be responsi-
ble for media promotion and corporate communications.

AUGSBERG - Media adviser Werner
G. Lengenfelder has been named
head of programming at Radio Koe
76.9. He plans to re -position the local
station, and has already made
progress by building a digital studio.
LONDON - The National Federation
of Youth Music-which creates and
develops music -making opportunities
for young people in the UK-has
announced the appointment of Liz
Souissi as head of development and
communications, and David Sulkin,

head of policy and operations.
NEW YORK - Richard Severyn has
been promoted to vice president,
warehousing and distribution, Sony
Music International.
LONDON - BBC studio manager
David Sharp has become head of engi-
neering at independent radio produc-
tion company Somethin' Else.

and Severyn

Fun finds fresh appeal
by Marc Maes

BRUSSELS - Belgian dance
station Fun Radio has
tweaked its format to become
less edgy and more
dance/groove, to coincide with
moving to larger headquar-
ters, and launching a new cor-
porate identity (see new logo).

Reflecting changes at its
sister station in France in Jan-
uary, Fun will play less rock
and more melodic rap and
R&B, including more material
by artists such as Lauryn Hill,
Will Smith and TLC. The sta-
tion also intends to tweak 15%
of its programming, and has
announced initial changes

which will be in place by Sep-
tember. Other changes are yet
to be announced.

The first change at the
CLT-UFA-owned station
affects the programme "Noise
in Fun" which was included in
schedules from January. Con-
tinuing to broadcast in Satur-
day's 22:00-24:00 slot, the
show will introduce more live
broadcasts from clubs with
guest DJ's. The "Dance Train"
programme-co-produced
with record company EVA-
will remain unchanged and
will continue as a flagship
show. But the daily show
"Libre Antenne, Libre Info" is
to include more detail on infor-

mation and society, according
to the station's managing
director, Gregory Finn.

Finn insists that the sta-
tion's core
philoso-
phy will
remain
intact:
"We have loyal listeners, so
interactivity and our 'happy'
image remain paramount."

The station is already occu-
pying larger premises in the
rue Telemaque, Radio Con-
tact's former home. Finn says
"The new site offers three
times more space where we
can operate two on -air studios
and three production units."

fun radio

Columbia Holland celebrates signing up Marlayne, who
represented Holland at this year's Eurovision Song Con-
test. Pictured (1-r): Rene Koene, manager; Bas Meijer,
business affairs; Danny Sahupala, Marlayne's husband;
Marlayne; Eddie Tarverso, A&R manager, Columbia;
Gino Moerman, A&R manager, Benelux; Akkie Groen,
product manager, Columbia.

Media link -up celebrates
50 years of German pop
by Gesa Birnkraut

HAMBURG - TV and radio are
joining forces to celebrate the
last 50 years of German pop
with special shows and a CD -
box set.

The project, Pop 2000, will
begin with the broadcasting of a
series of TV shows on Septem-
ber 14 on public service channel
WDR, and will also consist of
programmes on sister CHR
radio station, WDR Eins Live
Cologne. In addition to WDR
TV and radio stations, music
and media partners in the pro-
ject include music TV station
VIVA, the German Phono Acad-
emy and.the label Groenland.

Rolf Bringmann of WDR-
editor of the Pop 2000 project-
says: "Pop 2000 is a miracle. I
can't remember another project
where entertainment, youth,
arts and music editorial teams
from Hamburg to Munich
workedco well together."

The TV production compa-

ny, Me, Myself & Eye (MME)
has been specifically founded
for Pop 2000. MME managing
director and POP 2000 pro-
ducer Joerg A. Hoppe adds:
"Pop music is not only enter-
tainment. It is also a sound-
track for political and social
issues."

The eight CD box set-
distributed by EMI Electrola
on Herbert Groenemeyer's
Groenland label-documents
the development of German
pop music and also boasts
a bonus CD with contempo-
rary artists covering young
and old classics of German pop
history. The project also
includes interviews with over
100 stars such as Nena, Udo
Lindenberg and Kraftwerk.

Managing director of the
German Phono Academy,
Werner Hay explains: "It is
important for us to show the
development of' creativity
within the German pop music
market over the last 50 years."

Managers snap
up UK's Snapper
by Tom Ferguson, interna-
tional associate editor,
Billboard

LONDON - Managers of UK
indie label Snapper-the
label which released Peter
Green's WC Handy Award -
winning album The Robert
Johnson Songbook last
year-have bought out the
remaining 56% of the compa-
ny from UK investment firm
Claridon Holdings.

Backing for the buyout-
valued at euros 14.98 mil-
lion-comes from French
venture capital company
Credit Agricole Indosuez and
ACT Venture Capital.

Former Castle Communi-
cations executives founded
the Snapper label in 1996
with former Castle MD Jon
Beecher as CEO. Another
former senior manager at
Castle, Cliff Dane, has just
been appointed Snapper's
finance director. He joins
A&R director Dougie Dud-
geon and international
director Tony Harris on the
board.

Jon Beecher comments:
"About nine months ago, we
agreed
that we

4 416 -
needed

444 ) 11'16,

money to
more

4take the 4' ik or

business P)IP
111

to the "41

next
stage.
We went
the venture capital route
rather than the industry
route, to re -finance the com-
pany and redevelop it."

Beecher also says Snapper
plans to open a Los Angeles
office in the near future.
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Mutual interest: different opinions
Over the past few years
discussions between radio
and the music industry in
Germany have been more
intense, and the relationship
seems to have become closer.
How do the two parties stand
now? For the first time,
Popkomm is this year running
a special one -day focus on
radio, h cooperation with Music
& Media and Musikwoche: a
good opportunity to ask
both sides how they feel
about their relationship in one
of Europe's major markets.
Gesa Birnkraut reports.

Marzel Becker

Radio and the music business
work with a common prod-
uct-the music-and to an
extent need to cooperate.

As Wilfried Sorge, manag-
ing director of commercial AC radio
FFN and member of German associa-
tion of commercial broadcasters
VPRT, puts it: "We both make a living
from music."

Karl Heinz Hoerhammer, manag-
ing director of commercial AC station
Antenne Bayern, adds: "We have to
distribute the same product and we
have to create content. It's the differ-
ence of opinion on how we fulfil this
demand for content which has always
created the discussion between the
two industries."

And Jens Geisemeyer, managing
director of indie edel AG, puts his fin-
ger on the fundamental polarity of atti-
tudes: "The music industry's purpose
is to interest the public in new things,"
he says, "while radio broadcasters tend
to stick to the old, tried product."

Dr. Martin Schaefer, managing
director of the German Association of
the Phonographic Industry, goes fur-
ther. "The radio and music indus-
tries," he states, "have to understand
that they are working in two totally
different markets. Current attitudes
hark back to the beginnings of radio,
when there were only very few public
broadcasters who mostly had their
own radio symphony orchestras, and
who used soundcarriers only as a sup-
plement. The changed situation, with
the current diversified market in
Germany and the so-called dual sys-
tem of public and commerical broad-
casting, demands a corresponding
adjustment in policy."

Music for the masses
Radio stations' programming consists
of up to 90% music. German stations
pay their share of GEMA and GVL
fees, but in contrast to the TV sector,
radio broadcasters can freely choose
from the whole catalogue of available

recorded music without
having to ask the record
companies for permission.

Still, the gap between
the objectives of the two
industries remains wide.
The music industry natu-
rally wants radio to play
more new artists, but
broadcasters fear this
would risk a loss of lis-
teners. Sorge states:
"Sooner or later, a com-
mercial station has to
commit itself to a format
or it will not survive." In
Sorge's opinion, the need
for formats was preceded
by the increased profes-
sionalism of the stations'
research.

"Ten years ago," he
explains, "music pro-
gramming was done out
of the blue by programme
directors. Nowadays, we
conduct very efficient
music research which

reveals that, in the past, we not only
played songs too early, but also delet-
ed them from playlists too early. Of
course, the problem is that commer-
cial radio has to play music for the
masses. And for most people it takes
weeks to get used to a new song even
by a star artist-so you can imagine
how it works with a new song from
an unknown artist."

Public vs. commercial
Since the dual system of public and
commercial broadcasters has existed
in Germany, there have always been
doubts about
whether public
broadcasters are
fulfilling their
duty to supply the
public with cul-
tural basics.
Markus Hertle,
editor at public
youth -formatted
HR-XXL, based in
Frankfurt,
defends his sta-
tion's program-
ming. "As a public
broadcaster, our
aim has to be to educate people, and
that includes their taste in music. In
my opinion, the future of radio lies in
programming such as XXL's. The
record industry has realised that sta-
tions like XXL have to be looked after.
We appreciate the support of the
record industry, but it has to be clear
that we will not do favours for them."

Niche programming
Labels' promotion departments now
need to be very aware of all the small,
specialised niche programming areas
on radio. These, according to Gaby
Bartolomeo, head of promotion at
Hamburg -based independent label
edel AG, are becoming more and more
important. "HR's
XXL and WDR's Eins
Live are very rare
examples of stations
where experiments
are possible. Still, I
can't remember us
ever having a cooper-
ative scheme with
radio stations con-
cerning new releas-
es," Bartolomeo con-
cludes.

However, Marzel
Becker, head of music
at commercial Hot
AC station Radio Hamburg, remains
convinced that "there are opportuni-
ties for cooperation with the record
industry. We play two new releases an
hour, but this only works if the labels'
promotion people really think about
what they should be offering to each
individual station."

Industry radio a solution?
Besides better training for label pro-
moters and radio DJs, a music indus-
try -backed radio station is one of the
new initiatives emanating from the
industry circles. Thomas M. Stein,

president of BMG Entertainment
G/S/A and Eastern Europe, initiated
the discussion at the end of 1998.

Schaefer explains: "For unreleased
titles, the music industry has the
exclusive broadcasting rights. A spe-
cial radio station could use this to cre-
ate a programme with a very high
percentage of newcomers.

"Presently, the value of radio to
the music industry is declining," says
Schaefer, "and we must create new
potential. Since public and commer-
cial broadcasters don't want to take
the risk of presenting new releases,

the music industry might once
again need to go new ways."

"The time when radio
played a leading role in break-
ing new acts is long gone,"
agrees Jorg Hacker, managing
director of Sony's label Epic.

It's good to talk
"The music industry and the
radio industry have an
inevitable joint interest," Stein
contends. "The future back -
catalogue of radio stations is
the record companies' cata-
logue of today. So, if the music

industry is not going to get better
support from the radio stations in
presenting new artists, the broad-
casters are eventually going to suffer
the consequences. Examples-such
as in Berlin-show that stations with
a high quota of new releases gain
attractive increases in listeners."

Stein adds that "all the discussions
between radio people and the music
industry over the past months have
shown that communication has to
improved. We are all in the same
boat, and make our living from music.
So we have to ask ourselves: Is there
common ground that is worth pursu-
ing? What are our mutual informa-
tion needs? These are questions that

have to be discussed at
Popkomm., at the stations...
wherever."

New directions
The development of playlists
and music research by com-
mercial broadcasters over
the past few years has also
had positive aspects: it's
established, for example,
that only by playing songs
consistently throughout the
day can penetration be
achieved.

Sorge, speaking on
behalf of VPRT, confirms that "the
members are ready for new initiatives
and more cooperation. And we will
certainly use Popkomm as a platform
for meetings and discussions."

Radio stations are no longer just
"guests" at Popkomm. The growing
presence of broadcasters is demon-
strated by their taking their own
stands, and by the increasing num-
bers of formal and informal meetings
at the event between labels and
broadcasters. Geisemeyer even goes
so far as to say: "I see music radio as
a part of the music industry."
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