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| Cotnering The Hez vy Metal Mzrket
'~ NEW YORK - Bob Chigppardi befieves he hes
+ created the perfect magnet to attract teen boys in
 the hard rock market. As President of Concrete :
Marketing Inc., Mr. Chiappatdi networks 250 coast-
10-codst independent retail record stores. In teturn
for Coricrete's marketing services each store
Creales a “Concrete Carnar” whose sole purpdse Is
the promction and distribution of the headbanging,
- cutling-edge sound of heavy metal music. :
. A master mixer himsalf, M. Chiappardi
formutated this unique hi-lech corporate and street
blend. “When | managed heavy metal bands 4 few
years back, | noticéd that thé neavy metal active
Consumer who is the 13-to 17-year-old malg
teenager and the heavy metal/hard rock record
shop both thirsted for basic industry-related
information which the large record companies
couldn’t provide. Concrste Corner through
Concrete Marketing was created to provide these
services,” said Mr. Chiappardi. _
"A Concrete Cother in a record store eliminates
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) i+, _ uF complaints by the active consumer. First,
the albums on our lists must be fully stocked and
silable. Second, all the albums must be sold ata
ce lower than the list price, so the savings go right |
the consumer,” said Mr. Chiappardi. ;

Concrete Corner provides the record store with
e display posters, banners, and flats. Each month
2re ig a contest for the store with the best ‘
ncrete Corner dispiay, with the winning stare
ceiving a cash prize of $250. A color photo of the
splay is the record store's entry form.

The typical winning display positions posters of
avy metal groups beneath the big block, green
tters of CONCRETE CORNER, creating an
tractive caollage of colors and sensual angles which
pear as kaleidoscopic star constellations across a
ack firmament. New cassettes‘edge the botiom of =
e display, just above the free heavy metal
agazine, Concrete Corner. Then come the straight
ws of albums and cassettes.

“Cancrete Marketing spends $3,500 a monthon |

vo publications: our newsletter for the store owner,

letwork Newz, and our magazine for the active l

onsumer, Concrete Corner,” Mr. Chiappardi said.
The Network Newz newsletier announces the

afcks, tells the deals, asks for in-put, explains

»f 't changes, quotes network stores on the

dvantages of a Concrete Corner, congratulates

ag:e winners and lists the prizes for next month's

affle.

The consumer magazine, Concrete Corner,
satures a heavy metal gossip column along with a
omic strip, Adventures of CemeniHead. Above the
omic strip is the monthly rafile prize and the natice,
See back for detaits!!!”

“The prize we offer is a rare and valuable
ollectible,” said Mr. Chizppardi. “"Qur first prizes
iave included a coilector's framed and autographed
bushead lithograph, a Queensryche ‘Empire’ Double
| atinum Sales Award, and a Gun 'n Roses crew
acket. Like ‘Wheel of Fortune,” we offer nice runner-
ip prizes, such as Anthrax ‘Persistence af Time' T-
shirts of a top-selling deuble album.”

The middle section of Concrete Corner contains
yand photos and facts for the monthly play copy. On
he back, above the entry farm, are the Top 30 Metal
Yetail Chart and a guide io the coolesi new
eleases.

On the entry form the contestant’s name,
1ddress and phone number are followed by
nventory questions. What are your five favarite
»ands? At what stare did you get this entry form?..

F~azines read most often? Where did you get
;. Jinformation about bands — Word of Mouth,
Radio, MTV, Store Salesperson, Magazines, or
Concrete Corner? How many concerts do-you
attead per menth? How many cassettes/albums do
/jou purchase per month? What styles of Heavy

Metal music are your favorites? What radio stations
do you listen 10?7 Do you watch MTV's Headbangers
Ball? .

According to Mr. Chiappardi, Concrete Marketing
develops a mailing list and a statistical profiie of the
teenage active consumer of hard rock/heavy metal
‘music from the raffle entry form. The information
can be used within the industry, from immediate
promotional projections to the best strategies for
developing protege bands. "The greatest positive
effect is our personal postcard which tells of the
sales and at what Concrete Carner you can pick up
your free video of the latest bands,” said Mr.
Chiappardi. -

“Each year,” said Mr. Chiappardi, *Concrete
Marketing sets an objective which will bring a fresh
approach to the 13-to 17-year-old heavy metal fan.
That is how the successful Retailvision video
program began. Retailvision allows the active
consumer to be the first one back io his group with
the coolest new hits. New bands reach a greéater
audience because of our 250-record store network
and therefore stand a better chance of making it big.
MTV selects maybe 2 out of 200 entries, while
Retailvision can promote 30 to 40 new bands or
songs per month.”

To seiect the bands for Retailvision, Bob
Chiappardi and a committee of heavy metalers meet
each week to select the best entries. "A truer puise
on heavy metal development and change is kept,
and by doing this we maintain the best marketing
concepts of all, quality and credibility. We devote a
good part of our ime and money listening to the
teenager,” Mr. Chiappardi said.

One time Retailvision tried edited versions of
songs. Heavy metalers immediately and vocally
declared for the fultlength versions. Now Concrete
Marksting budgets $25,000 a month on full-song
videos,

“Statistics speak very clearly,” said Mr.
Chiappardi. “The hard rock/heavy metal active
consumer on the computer file can push the sales of
an album up to eight million, and maybe more,
because our file keeps growing. Other big
husinesses are beginning to realize that the heavy
metal consumer group is an untapped source.
Barqg's Soft Drink Company on the East coast has
come to Concrete Marketing for the best way o
appeal to the hard rock/heavy metal fan. More
businesses are asking us for our knowledge and our
concrate marketing techniques. | recall my teachers
and coflege professors who lauded the objective,
concrete lesson. They were absalutely right. One
can see and tauch Concrete Marketing, feet it and
wnow its effectiveness. We listen and then we build.”

Contact: Bob Chiappari?f, President, Concrete
Marketing, Inc., 1133 Broadway, Suite 204, New York,
N.Y. 10010, (212) 645-1360; FAX (212} 845-2607.




