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Chrysalis to 

branch out 

into films 
CHRYSALIS HAS moved into 
films as co-financer of a new 
British movie which will be one 
of the official UK entries at the 
Cannes Film Festival. 

This latest move in the 
Chrysalis Group's expansion 
programme is its first serious 
entry into the film industry, by 
financing — with the National 
Film Finance Corporation — of 
Babylon, a story of life for black 
kids in South London. 

The producer of the £400,000 
project is Gavrick Loscy and 
the director is Franco Rosso. It 
was made entirely on location in 
South London earlier this year 
and features considerable music 
content — which will appear on a 
soundtrack album through 
Chry salis Records in July. 

This move into film financing 
is something which Chrysalis 
intends to follow up in the 
future. The group has helped to 
finance films in the past, notably 
Monty Python and the Holy 
Grail, but the involvement with 
Babylon is much greater. Deputy 
Group MD Terry Connolly 
commented that "there is no 
hard and fast policy, where the 
type of film to be financed in the 
future is concerned. Generally 
there has been some affiliation 
with music, but we are looking 
for subjects that we're interested 
in and enthusiastic for," he 
added. 

Further evidence of the 
group's sincere desire to diversify 
is the recent announcement that 
it is co-producer of the new Ned 
Sherrin musical production. Only 
In America, which opened at 
London's Roundhouse theatre. 
© Yet more diversification 
could come if the application for 
the national breakfast lime TV 
contract which Chrysalis has 
entered in conjunction with 
Sherrin, Julian Peltifcr. Tim 
Rice and others, succeeds. Sec 
picture, page four. 

CBS cuts dealer margin 

CBS BECOMES the latest major record company to reduce its 
dealer margin to 30 per cent, bringing itself in line with rival 
companies Polydor, WEA and Phonogram. At the same time 
the company is carrying out its promise to equalise the price of 
discs and tape from May 1 — first hinted at in February. 

A CBS statement this week said: "Dealer price of tapes in the full-price 
84000 series will go down from £3.16 to £3.04 with corresponding decreases in 
other price series, and cassettes will be included for the first time in the 
company's five per cent returns scheme." 

Dealer price of all CBS (including Epic) and GTO albums and tapes — 
excluding the 10,000 series (television-promoted albums) — is being raised. 

effectively reducing the margin from 33Vj per cent to 30 per cent. The 
company also announced that dealer price of singles would increase from 66p 
to 70p. 

CBS managing director David Betteridge said: "We are making the move to 
reduce dealer margins because we believe it is the present mood of the 
Eighties for CBS, it is the right basis to be operating on. It is not a case of 
following the actions taken by other companies, but rather CBS looking for the 
best terms of trading and having the right pricing structure." 

He added that the move to bring cassette prices in line with those of album 
prices was designed to encourage tape sales, and make life harder for the 
counterfeiters. 

It is a sensible action," he added. "Over the years, production costs of 
cassettes have come down and it is now possible for us to take this action." 

RS0 outlines expansion 
By JIM EVANS 

RSO THIS month launches Mike 
Chapman and Nicky Chinn's 
Dreamland label in the UK with the 
release of the single, New Romance 
by Spider, This will be followed by 
more singles and at least eight 
albums in the first year of a deal 
described by RSO Records 
managing director Mike Hutson as: 
"The first of a series of major 
advances for the company." 

Other moves, outlined to MH/ by 
Hutson include: the selling up of a 
television production company; 
further investment in films and 
soundtracks; the opening of the 
musical Sweeney Todd in the West 
End; increased A & R activity and 
the signing of more UK acts; further 
development of acts already on the 
RSO labels. 

On the A & R front, Hutson 
stated; "We arc looking for new 
talent to sign in the UK. Last year we 
made considerable impact with the 
Headboys. Wc are very pleased with 
what wc achieved and plan to use a 
similar policy with other new acts. 
Obviously we are looking to increase 
our staff here to achieve this end." 

Film soundtracks upcoming from 
RSO include that from The Empire 
Strikes Back (Star Wars 11), which 
opens in London next month and the 
soundtrack from Alan (Midnight 
Express) Parker's new movie, Fame, 

released here in July. 
A film nearing completion in New 

York, The Times Square Movie, will 
have a soundtrack featuring original 
and licensed material. Hutson sees 
this as a vehicle for the new talent 
they plan to sign up. 

"1 am also optimistic," added 
Huston, "that the Shoestring picture 
which starts shooting in November 
will give us a very good album." 

The new London based television 
division of RSO will be headed by 
Graham Benson. "The division will 
be responsible for developing TV 
projects for the current networks 
and for our involvement in the 
Fourth Channel — Robert Stigwood 
has met with the 1BA and the one 
thing it is hoped for is that it will 
provide a vehicle for independent 
producing companies. We have a lot 
of ideas and plan to be in on the 
ground floor. 

"1 also believe that there is not 
enough music on television. We are 
currently working on two new 
programme ideas for new music 
shows, more of which 1 cannot say 
at this stage." 

Hutson added that all marketing 
and promotion of Dreamland 
product would be handled by RSO, 
with PolyGram providing the sales 
and distribution. "It is a very 

expensive deal and a very significant 
one for us," added Huston. 

Acts already signed to Dreamland 
include Suzi Quatro, Spider, Shandi, 
Holly Pen field and New York new 
wave band Nervous Rex. Mike 
Chapman will work exclusively for 
Dreamland acts, but will continue 
his association with Blondie and The 
Knack. 

From RSO's own stable, the next 
big project is a double Eric Clapton 
album released at the end of this 
month to tie in with an already sold- 
out lour. The set will get a 
"comprehensive campaign" and will 
be available at a special price for a 
limited period. 

The label is also re-activating its 
old Gcorgie Fame material with the 
re-release of Get Away and Yeah 

/A: 

MIKE HUTSON: managing director 
RSO Records: "The launch of 
Dreamland Records is the f irst of a 
series of major moves for the 
company.'' 
Yeah as a double A-side. "Wc have 
a lot more of Georgie's material to 
exploit," added Hutson. 

ViilA itarti SnitSiBii tak at import 

The album 

By TERRI ANDERSON & 
SIMON HILLS 

DETERMINED TO fight the 
imports battle by wooing the dealer 
towards cheaper home-made 
product, WEA this week announced 
"a new pricing structure geared to 
reflect today's market conditions." 

Although the price of singles rises, 
the main weight of the changes lies 
in the cutting of catalogue LP prices. 
Standard singles will go up from the 
current dealer price of 67p (plus 
VAT) to 70p — indicating a retail 
price of £1.15. a 5p increase. 

In general new releases of LPs and 
tapes will continue at a dealer price 
of £3.04 plus VAT with RRP at £5 (2 
LPs and tapes —- £4.87 with RRP at 

£8). Some new releases, notably TV 
product and those with complex 
packaging, may be sold at different 
prices. Dealers will be notified 
before release. 

Catalogue LPs and tapes however 
show a 60p cut in dealer price 
(indicating a £1 cut in RRP) for 
single LPs; 91p cut on double 
albums and tapes (RRP cut of 
£1.50). These cuts become effective 
three months after release of new 
product and the trade will be kept 
informed by WEA of each month's 
changes in prices as product ceases 
to be officially new and becomes 
catalogue. 

LV series singles; budget, mid- 
price, Nonesuch and Enigma 

product, and 12-inch singles will 
remain at current prices. 

In his letter to dealers setting out 
the new price structure, sales and 
marketing director David Clipsham 
states that the changes reflect the 
facts that: 
• The retail trade is increasingly 
pricing down catalogue, hoping this 
will increase sales. 
• That WEA catalogue price is 
broadly in line with current 
European import bottom price, 
because the company wants to offer 
a competitive price across the trade 
to encourage dealers to buy directly 
from WEA. 
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Price releases 

old Animals 

hit on Jet 
ALAN PRICE'S new album. 
Rising Sun, Is released by Jet 
on April 11. I! includes a new 
arrangement of House Of The 
Rising Sun — a No. 1 hit for 
The Animals more than 15 
years ago — which is released 
as a single this week. 
Marketing plans include rock 
press, trade press, provincial 
papers and local radio ads to 
coincide with Price's upcoming 
lour. 

Magnum live 
A LIVE album from heavy 
metal band Magnum, is released 
by Jet this week. Tilled 
Marauder, the LP was recorded 
at London's Marquee and its 
release ties in with Magnum's 
tour with Def Leppard. 
Both albums and tour will be 
featured in press and radio ads. 

MRS pushing for 

tape licence 

cost increase 

THE AMATEUR Recording Licence is under discussion 
between the BP1 and the Mechanical Rights Society with a view 
to raising its present annual cost of £1,50 plus VAT. 

This is disclosed in the MRS Report and Accounts for 1979 recently 
published. MRS chairman Laurence Swinyard says in his statement 
that the licence, issued by the MCPS on behalf of the MRS, BPI and 
MCPS members, was introduced in the Sixties before home taping 
had become a major problem. 

"There are some 10,000 holders of the licence," continues 
Swinyard, "but the cost and terms of the licence are out of date." 

The society is concerned that the Government should take action to 
impose a levy on both hardware and software similar to the 
hardware lax raised in Germany since 1965. 

"We believe there is now a degree of urgency for the Government 
to recognise its obligations to protect music copyright owners," 
Swinyard declares, "and 1 hope to be able to report in the future that 
we are having some success on this score." 

©fJ® dour 

THE BUCKET OF 

WATER SONG 

c/w SMELLO (The Incredible Stinking Man) 

(BRris Warrant 

Sallydames 

-the four people without whom 
Saturday morning wouldn't be the some. 

dofin Sorman 

<%o6 Garolgees 

Don't be wet,stock the 
Bucket Of Water Song, 
in o picture bog. 

1 

© 

FOLLOWING THE success of the currem Q-Tips single. S. Y.S.L.J.F.M. T 
Leiier Song), Chrysalis Records has signed the band to a world-wide lo g- 
lerm deal. Chrysalis is also co-dislribuling Ihe single which is available from 
PolyCram and Tandem reps as well as conllnumg lo be available via Pinnacle 
on the Shoigun label. Pictured at the signing are the band — haded as the 
leaders of the soul revival — with various ageing hipsters, veterans oj tne 
original soul boom. The bearded character fourth from the right, back row, is 
not Geoff Grimes of CBS. 

Picture Palace and 

Emitel join forces 
THE VIDEO production company 
Emitel is to team up with the 
commercial company Picture Palace 
Productions Ltd.. where they will 
merge their production and 
administrative facilities and both 
operate from Picture Palace's 
offices in Beak Street, London W1. 

But Emitel — pan of Thorn 
EMI's Audio Visual Services Ltd — 
and Picture Palace will still make 
their productions separately. 

Both have been involved in music 
production, with Emitel producing 
video tapes for artists like the 
Commodores and Heatwave and 
Picture Palace has director John 
Crome who won an award for best 
commercial for Hot Chocolate and 
Piers Haggard who produced 
Quadrophcnia. 

The move, says the companies will 
provide "greater cost effectiveness" 
and allow for expansion and 
diversion." 

The Four Bucketeers * 
'Bucket Of Water Song' / 
CBS 8393 ^ 

/; 

ir 

NEW t 

SINGLE 7 

MW 
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Order from CBS Order Desk. Tel: 01-960 2155. CBS Distribution Centre, Barlby Road, London W10 

PVK RECORDS has made its first 
signing of the Eighties — Ziggy 
Byficld and the Biackheart Band. 
Byfield has appeared in both the 
Rocky Horror Show and Hair, while 
the band themselves have backed 
such names as Argent, Robin 
Trower and Chuck Berry. A debut 
album, Running, is scheduled for 
May release and PVK is finalising 
details of an intensive advertising 
campaign. Promotional plans 
include a nationwide radio tour, TV 
appearances, video insertions in over 
400 stores and a dealer campaign. 

THE RECENTLY re-formed 
Beggars Opera has signed a 
recording deal with Phonogram 

International for the territories of 
Germany, Austria and Switzerland, 
specifying one LP per year. The first 
will be released this summer and the 
band, containing three of its original 
members, will back it up with live 
appearances on the Continent. 

MANCHESTER BASED Medical 
Records has secured a national 
distribution deal via Pinnacle. First 
release through (he deal will be 1 
Need A Shoulder, written, produced 
and performed by Anthony 
Sherman. The single bag carries the 
warning 'Handle With Care This 
Package Is Sick.' 

TOM NEWMAN'S latest venture, 
the Song Repair Company, has 
signed a new band, Dumb Blonde. 
The band, formerly Reading based 
play their first London gig at the 
Rainbow on April 10. 

SQUIRE HAVE signed to Stage One 
Records after two singles on Secret 
Affair's I-Spy label. First single 
under the new deal will be My Mind 
Goes Round In Circles which will 
feature Kirsty Macoll on backing 
vocals, and be released in early May. 
May. 

ISLAND RECORDS has signed Dublin-based U2 Co a long term record 
deal. The band, which has already released two singles on CBS Ireland, >>' 
recording their debut single for Island over the Easier period. It will be relea. 
in May. when the hand also plan a series of English dales. A t the signing m 
left to right, Anne Roseberry (Island A <« R), sitting - Bill Slewarl (Island/ 
R), standing — Paul McCumess (U2 manager). Bono, Larry, The Edge i 
Adam (all members of U2). 

PAGE 2 
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Paul Davies becomes GM 

PAUL DAVIES has been 
promoted to general 
manager of DJM Records to 
allow managing director 
Stephen James to devote 
more time to DJM 
Organisation corporate and 
publishing matters. 

Davies retains his responsibilities 
for business affairs and all 
departments previously reporting to 
James now report to Davies. At 
the same time Phil Swern has had his 
A & R responsibilities expanded to 
include press and promotion and 
promotion manager Richard Figgis 
and press officer Andrew Shelton 
now report to him. 
Golly Gallagher to Gem Records as 
head of radio and TV promotion. 
Gallagher' 'was previouSly customs— 

, Musical 

M, Chairs 

T 
label manager at CBS Records, he 
has also had spells 
ABC/Anchor and Radio >Trcnt^, 
Reporting to Gallagher wilr be Nick 
Rosenberg (London promotions) 
and Graham Lee ft^gional 
promotions) . . . Tim Read to^ar-U^ 
development manager for the new 
Ariola/Arista marketing 
organisation (for which a name has 
still not been decided upon). Read 
was formerly label manager at 

"Unrted-Arjists and more recently 

>- 

News in brief... 

EMI HAS planned strong campaigns I'or heavy metal albums from Iron 
Maiden and The Scorpions. Iron Maiden (EMC 3330), released April 14, will 
be backed with rock press ads, in-storc display material and fly-posting in the 
36 towns and cities included on the band's tour starting May 15. The 
Scorpions' LP, Animal Magnetism (SHSP 4113) is released April 18. The first 
15,000 will include a sew-on badge shrink-wrapped to the sleeve. The band play 
six UK dates during May. Both the lour dales and the album will be heavily 
advertised. 
GEM RECORDS launches a "full promotional campaign" for recent signings 
The VIP's to tie in with the band's first single, Causing Complications, to be 
released on April 18. Plans include posters, stickers and a picture bag. A UK 
tour is being arranged. 

Brand New Age, the new UK Subs LP released by Gem on April II, will be 
pressed on sec-thru vinyl. Tour dales arc being finalised. 
TO TIE in with the 20ih anniversary of the death of Eddie Cochran, Liberty- 
United Records is releasing a four-album box set on April 25. retailing at 
£15.99. It will include previously unreleascd tracks and a booklet. After initial 
dealer orders the set will be deleted. The campaign includes widespread music 
press advertising and in-store displays. 
FIRST SINGLE from Ray Jackson, a re-make of the old Del Shannon hit 
Little Town Flirt (Mercury MER8) will be available in a picture bag. The track 
is taken from Jackson's debut album. In The Night, and is being promoted by 
Jackson via a lour of commercial radio stations. Also picture-bagged is the 
Blitz Brothers' Rose Tattoo, available on Vertigo BLITZ 002, and The Classics' 
Audio Audio coupled with the Escalators' Carscapes (Rocket XPRES 29), 
both taken from the recent Rocket sampler album, 499-2139. 
MAY SEES the release of a Mamovani tribute double album. Mantovani: A 
Lifetime Of Music 1905-1980 (catalogue number Decca DPA 3089/90). It will 
feature many ot the music maestro's best-known melodies including 
Charmaine, 
THIS MONT H sees the release of a three track EP from Whitcsnakc. Fool For 
Your Loving, which will retail for the price of a single. Initially a limited 
quantity will be released in what the label claims is the first luminous picture 
bag. After these sell out, the design stays the same but the luminous ink 
disappears. 
VIRGIN RECORDS gives the sell-titled launch album from American rock 
band Shooting Star a boost with a cut-price on advance orders from dealers. 
The dealer price will be £2.75 lor the initial ship out, while the retail price is set 
at £5.49. The release will also be backed by press ads and in store posters. 
YOUNG BLOOD, the label recently acquired and activated by Jan Olofsson. 
has released the first three singles under its new management: Can I Reach You 
by Drafi (YB81, special limited edition YU Gold81), a European star released 
there and in America by Ariola; Crawling by Candu (YB83), described as "a 
new gay band from London's East End", and Delia And The Dealer bv Hovt 
Axton (VB82). 
EMI RELEASES a new Max Boyce compilation album. In Touch With . . , 
(One-Up OU 2500), the first mid-price release featuring the Welsh performer 
since his Live At Treorchy success six years ago. Retailing price is £3.45. The 
album follows six consecutive gold LPs and will be promoted by a national 
window display, particularly concentrating on areas being visited by Boyce 
during his current UK tour. There will also be posters. The album has more 
than 60 minutes playing time. 

head of marketing at Radar 
Records. He is now based at 49 
Upper Brook Street, London W1 
(01-491 3870) . . . Tony Harding 
previously marketing manager at 
Pickwick Records is leaving to form 
his own marketing/consultancy 
company and can be contacted at 
0276-74996 . . . Colin Waikdcn, 
chief buyer for Virgin Retail is 
leaving the company after four years 

jtacLcan be reacil£cLat-0-l-&78-7-L87. 
-jA^mtrTTuefbuycr in his place will 
be John Webster . . . Business 
manager David Giffen has been 
appointed a director of Pye Records 

Kay Robinson to credit control 
lanagcr at Record Merchandisers^ 

reJ^cTngn^~Pirscoe--who-w 
the new position of sales 
administration manager. Other 
changes in the RM finance 
department include the appointment 
of Rosemary Burgin as supervisor 
accounts payable, reporting to 
financial accountant Marcia Raven 
. . . Spike, assistant to Nigel Dick in 
the Stiff press office is leaving to 
work for Madness and their 
manager Kcllogs. 

Pickles to head BBC 

Radio Birmingham 

CONTROVERSIAL FORMER head of BBC Radio Scotland, John 
Pickles, has been appointed head of BBC Radio Birmingham, 
succeeding Jack Johnston who is retiring early due to ill health. 
Since leaving Radio Scotland he has been acting manager of BBC 
Radio Cleveland and lakes up his new post on April 14. 

On the Independent Local Radio merry-go-round Norman Biiton, 
presently sales director of Newcastle's Metro Radio, becomes 
managing director of Two Counties Radio, the new Bournemouth 
ILR station, in July. 2CR's acting chief executive, David Spokes, 
will continue as publicity and promotions director and company 
secretary, while retaining an interest in his own PR firm. 

Bob Hoplon, programme controller at Radio Tees since 1975, will be 
returning to his home town of Birmingham to become programme 
controller at BRMB, the post vacated by John Russell. He is likely 
to take up his new post in July, after the Tecsside station's fifth 
birthday celebrations. 

Colin Mason, set to take over as managing director of Devonair 
Radio, the new Exeter and Torbay ILR station, has pulled out of 
the job before the station has actually got on the air. Both parties 
cite contractual difficulties. Mason, a former programme director 
of Swansea Sound, left Standard Broadcasting to take up the 
Devonair post and he will carry on his current consultancy work, 
while Devonair arc reappraising candidates. 

At Piccadilly, Radio Peter Reeves had been appointed head of 
commercial production. He has been with the station throughout 
its six years of existence and will continue to host the station's 1pm 
to 3pm slot. 

\ 

m 

NEW 

SINGLE 
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Order from CBS Distribution Tel: 01-960 2155 
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Hi-fi fan may 

get tapes back 
HI-FI FAN Terence Piggoil- 
Sims, whose tapps w ere seized by 
BPI investigators (MW March 
29), may be able to have his 
collection of 447 tapes back, 
although Mr Justice Whitford's 
ruling last week was in favour of 
the record companies. 

But the judge refused to order 
the delivery of the tapes, which 
will be kept by solicitors while 
both sides decide whether to 
appeal. If there is no appeal, they 
will be returned. 

"There is no evidence that he 
had been selling tapes made from 
recordings produced by him 
from broadcasts or supplied by 
third parties," said the judge. "1 
accept that he saw no reason why 
he should not swap tapes to build 
up his collection, but 1 think he 
should have paused to consider 
what the potential result would 
be." 

The judge made an order 
prohibiting Piggott-Sims from 
making any recordings except for 
his own private and domestic 
use. 

_ JJP' .Jga?1 vftveGV.'fV 
Cumberland later commented: 
"This has shown that tape 
trading is illegal. It was the result 
we wanted. We will have to give 
consideration to the matter of 
what happens to the tapes and 
decide whether to appeal." 

Mr Mark Plaits-Mills, the 
counsel for the 48 plaintiffs, said 
that the tapes could be of "great 
value" for the plaintiffs to 
pursue other bootleggers, and if 
they were returned, Piggott-Sims 
may be tempted to do the same 
thing again. 

DJM deal 
DURING A three-week trip to the 
States, DJM Records managing 
director Stephen James has 
concluded a deal with Michael Zager 
of Love Zager Productions for the 
European rights to black American 
group Elusions. 
Airplay Action 
DUE TO the Easter Holiday, the 
Airplay Action listing this week is 
lacking certain station playlists. 

MU awaits BBC 

decision on cuts 
THURSDAY APRIL 17 is 
decision day for the BBC's 
Board of Governors. For that is 
the date it meets to decide 
whether or not to accept the 
economy proposals which 
include the disbanding of five 
orchestras. 

"Up until that date," says a BBC 
spokesman, "the board will be 
listening to the views of interested 
parlies. The Musicians' Union has 
already made its feelings known." 

As widely reported in the national 
press last week, the MU has ordered 
its 41,000 members to black the BBC 
from May 1 if they go ahead with 
plans to scrap the threatened house 
orchestras. 

If the blacking goes ahead, there 
will be chaos at the BBC. Fhey will 
not be able to substitute tunher 
nccdlctime for live music. Top Of 
The Pops will be blacked out — and 
this will adversely affect record 
sales. Also off the air will be such 

programmes as Old Grey Whistle 
Test, Val Doonican Show and 
others. Many programmes such as 
Parkinson and Blue Peter will be 
seriously disrupted. 

General secretary of the MU, 
John Morton comments: "The 
BBC could easily save money in 
other ways. They say they do not 
want to cut down their music 
content, so how can they cut down 
the number of musicians they 
employ?" 

At last week's press conference, 
called by the MU to gain backing for 
their cause, Geoff Love made a 
speech which went largely 
unrcported. 

He stated; "I have been recording 
for 25 years. Currently, I have 16 
albums available on EMI, 20 on 
Music for Pleasure and two singles. 
If my music is old-fashioned (a 
reference to Aubrey Singer s 
comments of two weeks ago) who is 
buying those records? 

"There is definitely a market for 
middle of the road music, and this 
market must be catered for. The 
BBC orchestras arc not old- 
fashioned. They cater for the people 
— and there are a lot of them — who 

don't want non-stop pop and rock 
all day. If the BBC cuts out live 
music, where will the musicians go 
to learn the trade to make pop 
records." 

% 
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ficture Palace and 

iEmitel join forces 
m ' 

Festival attracts record crowd 
THE EASTER weekend once again heralded couniry music al London s 
Wembley Arena with promoter Mervyn Conn's annual festival — backed by 
the sponsorship of Marlboro Cigarettes - stretching for the first lime to four 
days and attracting a record 37,000 people, writes Tony Bywonh. 

The festival offered success for artists from all areas of the music, with one 
of the event's biggest audience reactions coming for the phenomenal Boxcar 
Willie, the Texan entertainer who has risen to British superstardom in the past 

The'recently-reunited Tompall and the Glaser Brothers — highly popular 
with audiences during the Wembley Festivals of the early Seventies - quickly 
established themselves as one of the best sounding harmony groups in the 
business, while Ronnie Prophet once again showed himself off as a masterful 
compere with routines that Finely combined music and comedy. 

Other well received acts were Charley Pride, Emmylou Hams, Bobby Bare, JimmyC. Newman, Bill Monroe, Kilty Wells and Roy Acuff. 
As in previous years, the festival proved itself an important buyers market, 

although business was slow at a number of the exhibilors' s"nds- °vat'°" 
Records was launched with product from The Kendalls and Joe Sun, RCA had 
a number of new albums, including Charley Pride's fast selling tribute to Hank 
Williams; Nashville's Gusto catalogue was available on the HMV Records 
stand, with sales particularly brisk for bluegrass recordings and Westwood 
Recordings had product from nine acts appearing at the festival. 

afHE VIDEO production company 
ABmitel is to team up with the 
fcrommercial company Picture Palace 
H?roductions Ltd., where they will 
Rnerge their production and 
afrdministrative facilities and both 
opperate from Picture Palace's 

offices in Beak Street, London Wl.  /fi—'« meeting crmciscu oj 
chairman Tony Byworth for its own 
show of apathy (the seminar started 
an hour late because of slow walk-up 
business), promoter Mervyn Conn 
described ITV's attitude to country 
music as "a prime case of the wrong 
people doing the wrong jobs", and 
lambasted WEA Records for its 
recent statement that it saw little 
potential in a British country 
market. 

Conn's views were unanimously 
supported by fellow panellists Bob 
Powel (BBC Radio London country 
show presenter), Gareth Harris 
(marketing director RCA Records), 
Paul Bernard (independent TV 
producer), Denis Knowles 
(marketing consultant, former 

I * 
walking into a constant brick wall" 
when the subject of country music 
came up; Colin Kettle (publisher 
editor of Country Music Round Up) 
who said the recent CMA (GB) 
awards were the result of "major 
company sharks being eaten up by 
small-time barracudas", and writer- 
producer Bob Clifford who claimed 
that country music would remain a 
specialist item as long as it was 
promoted as badly as it was by the 
major labels at present. 

A healed but amicable discussion 
about the recent split in the CMA 
included a plea from the 
organisation's chairman Don Ford 
that all interested parties attend an 
open meeting he is to call "in the 
near future". 

WEA hits back 

• That WEA believes singles and 
new releases to be significantly less 
price sensitive than catalogue, and 
that new product needs to be sold al 
a higher price to repay recording and 
marketing expenses. 
• Thai WEA is continuing its policy 
of concentrating more on dealer 
price, while as yet not being able to 
do away completely with RRP. 

Clipsham told MW that reaction 
from main accounts had so far been 
at best total approval of the new 
structure and, at worst, a general 

agreement with the basic ideas, with 
reservations on minor points. 

Any dealer who wants to promote 
catalogue to the public on a large 
scale will be supported by WEA with 
in-storc merchandising. "But," he 
emphasised, "we are absolutely not 
going to go banging the drum about 
recommended prices; we see this as a 
dealer price move." Dealers arc free 

to make a greater margin on the 
lower priced catalogue if they wish, 
or could even drop the prices further 
— although this would not be 
welcomed by WEA. 

Reactions from retailers contacted 
by MW were guardedly approving. 
While the GRRC has not made any 
statement on the matter, secretary 
Harry Tipple personally welcomed 
the catalogue price cuts. "1 have 
always thought that if we have got to 
have price culling on records it 
would always be saner to cut the 
price of back catalogue to encourage 
that to sell, rather than cut new 
releases, which do not need that 
inducement to sell." 

Reaction from Laurie Aldridge, 
buying manager of W.H. Smith 
(which as a chain took very strong 
issue with WEA when the dealer 
margin was cut) was warm. "1 
think it will make a big difference to 
catalogue sales — beiause it is easier 
to sell records at £3.99 than at £5." 
The scheme would be effective, he 
fell, partly because it was aimed at 
the dealer rather than the consumer 
and partly because WEA has a 
strong back catalogue to offer. 

WEA MD John Fruin said, as the 
new pricing was introduced; 
"WEA's main concern during 1980 
is to keep the wheels of our industry 
turning. The combined effects of the 
general economic climate, home 
taping, and cheap imports have 

caused us, after much deliberation, 
to take this very considerable step in 
order to help motivate record and 
tape sales throughout the couniry." 

The changes left WEA with a 
"negligible" profit margin, he 
added; the measures had to be seen 
as fairly short term, aimed al 
making the business buoyant again. 
It was as a result of dealer opinion, 
culminating at the recent Liverpool 
GRRC meeting, that "good 
catalogue priced al these levels 
would sell", that WEA had decided 
to make its move. 

Merseyside dealers chairman, 
Mike Davison of Ali Baba Records 
in * Liverpool, commented; 
"Obviously it's nice to see the RRP 
coming down to £4 from £4.99. It 
worked for Chrysalis and with 
WEA's strong back catalogue it 
should work much better for them. 
If you like, this is what we wanted. 
Obviously we don't like the singles 
going up. The WEA letter implies 
that wc wanted that, but that was 
Fruin's own idea." 

David Isaacs, Our Price director; 
"Any move that reduces the price of 
records has got to be a good move 
and it will reduce the pressure of 
parallel imports — which we don't 
touch. It's also an incentive against 
home taping, so all in all it's got to 
be a good thing. 

"It follows Chrysalis reducing 
their back catalogue and wc can only 

   FROM PAGE 1 
hope that everyone else will follow 
suit. For a single £1.15 is a lot of 
money. It is really making margins 
very light, as I think if dealers went 
over the £1 mark with them it would 
have an adverse effect on trade. I 
would be prepared to go over the £1 
barrier and I think people would be 
prepared to pay for them. But there 
are people selling at around 89p, 
which is crazy."  

ClIMU ADOMIO T>K .. - 

Record Shops. Boutiques. Gift Shops Tried badges, patches, posters. T-shirts, mirrors, ties . .7 

TRY THESE!! 
You'll see miles of 'em 
Super multi- coloured, rainbow striped 'MORK (t MINDY' type braces. Quality item, 2" wide fully adjustable braces from California. USA. Adults/Youths sizes b kid sizes. GOOD SELLERI - GOOD MARK-UPI 

For fast, friendly service from stock, call 
THE GOTCHA COVERED T-SHIRT 
EXPRESS LTD., 
Unit 2, Lorno/Howard Industrial Estato, 
Victoria Street, Middlesbrough. Cleveland. Tel- 0429 69S58 or 0642 822182 
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COMING UP 
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COMING UP/LIVE VERSION 
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Marketed by EMI Records (UK), 20 Manchester Square, London Wl A IES. Sales and Distribution Centre, 1-3 Uxbridge Road, Hayes, Middlesex. 
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l^llenge of the Eighties: 

more realistic!' 

Hi-fi 

getta 
HI-FI FAN 
Sims, who^ 
BP1 invcsJB 
29), 
collcctir 

althor 
rulin-IEW mood among US 
ifu1, infaci urers — somewhere 

tween patience-tried parent 
•nd irritable tyrant — was 

pointedly evident when a fairly 
awesome line of past keynote 
speakers formed a panel for the 
Challenges of the Eighties 
session. 

Equally noticeable was the 
friction between the labels and the 
retailers, which has been remarked 
on by the US press and by many 
people in the US music business and 
which arises from revelations of the 
huge extent of counterfeit sales by 
retailers and stern moves by 
manufacturers to curb such 
advantageous retail practices as 100 
per cent returns. 

Although they put a few strong 
points across on their own behalf, 
rhe industry heavyweights — Stan 
Gorlikov, RIAA president; Jerry 
Moss, A&M Records chairman; Joe 
Irwin Steinberg, PolyGram records 
US chairman and Walter Yetnikoff, 
CBS Record Group president — 

TERRI ANDERSON 
reports from 

NARM 80 

reslricting returns to about 20 per 
cent. The use of such policy has been 
growing among manufacturers since 
the beginning of the year. "It was 
said that if retailers faced returns 
restrictions they might not stock 
product from some of the marginal 
acts, but we told them that the 
returns last year were not on such 
acts. Their problem was that they 
ordered several thousand too many 
of titles by huge acts. The retailer 
was getting greedy in wanting bulk 
order discounts." 

With assent from his fellow 
panelists, Smith summed up: "We 
have looked at the enemy, and the 
enemy is us. The watchword today is 
return on investment. We can only 
continue to gamble with new music, 
new marketing and new ideas if 

RIAA president Stan Gortikov held up the five per cent returns policy 
.operating in the UK and most of Europe as "a much more sane and 
sensible way to operate'', when faced with complaints from US 
dealers that their traditional near-total returns facilities have been 
greatly curtailed recently. 

failed through lack of lime and 
inclination to give the kind of 
performance one might have hoped 
for from such a cast. 

Describing the manufacturers' 
current feelings of exasperation 
Steinberg remarked: "We have been 
functioning as a kind of business 
man's insane asylum — where 
product can be returned for more 
than it cost when bought, and where 
this year's product sells for less than 
last year's. How many industries 
have a merchandising system as 
poorly capitalised as ours, a system 
in which we reward the retailer for 
'prompt payment' within four 
months?" 

Looking back on a year when the 
US industry has been as sadly 
affected by contraction (leading to 
redundancies and loss of retail 
outlets) as has the UK industry. 
Smith defended the new policy of 

there is enough profit to carry this 
out." Smith feared that the music 
business would become concentrated 
within the group of financially most 
strong companies, and urged that 
there should be symbiosis between 
the majors and the creative 
independent labels. 

Yetnikoff supported Smith, 
saying that the industry had to lake a 
more realistic view of doing 
business. "Our customers must 
exercise self control, and we intend 
to enforce the new policy on 
returns." 

Moss dismissed any lingering 
ideas that the music business — 
which once revelled in its own 
creatively crazy, money wasting 
image — could any longer operate 
on "gut instincts". 

Gortikov, who had earlier hit out 
hard and slightly bitterly at all those 
dealers and distributors whose 
massive dealings in counterfeits had 
cost the music industry hundreds of 
millions of dollars remarked: "If we 
re-invented the business and started 
all over again, returns would not be 
part of it." 

Having made it clear that the 
industry sees the challenge of the 
Eighties as being to take a much 
more rigidly realistic view of 
business, there seemed little time to 
discuss how the trade should view 
the coming decade. 
• The ability that the US retailer has 
apparently taken full advantage of 
until the new returns clamp down — 
that of being able to gel more from 
the manufacturers for returned discs 
than they paid for them when they 
ordered — was a result of the old 
free returns policy and the dealer 
discount rates combining to work 
against the manufacturer and for the 
retailer. By ordering in sufficiently 
huge bulk a dealer could earn top 
discount rates. The unsold 
(unsaleable in such quantities) 
records could then be housed in 
stock, often in unopened boxes, 
until they could be returned — for 
credit at the original dealer price 
which was higher than the 
discounted price charged to the 
overstocking dealer. 

As former Casablanca chief Neil 
Bogart commented in his keynote 
speech at the start of the convention; 
"The record companies fool 
themselves into thinking they are 
selling records, but all that is 
happening is that they have had 
someone babysit those records for a 
while." 

Elektra/Asylum chairman Joe Smith, after several references to the 
fact that the US consumer is having to decide between buying ever- 
more-expensive petrol for his car, or indulging his need for recorded 
music, suggested: "Perhaps we could experiment with ways of 
recycling returned records all the way back to the original petroleum 
. . . maybe we could qualify as OPEC members!" 

The Bottom Line Profit' 
ACCESSORIES WERE as much in evidence at the 
NARM exhibition as records, and the accent on many of 
the stands was on handing out samples. With 2,000 
delegates at the convention this must have represented a 
big promotional investment on the part of many of the 
exhibitors, but potentially large orders from US 
distributors and retail chains must have made it 
worthwhile. 

The standard of the exhibits was high — bearing out 
remarks made at the NARM seminar on merchandising 
such goods, to the effect that the public seemed ready to 
buy higher priced, quality accessories rather than rubbish. 

Notable were the range of satin bomber jackets bearing 
band logos and names — which would probably be 
considered too expensive and awkward as a stock item in 
any UK record shops. Several ranges of hi-fi accessories 
were represented; a striking promotional display using 
lasers; vacuum record cleaners; blank tape; pop 
newspapers and trades, greetings cards which 
incorporated a flimsy disc; a very large and well slocked 
stand of printed music books from Warners and — most 
interesting among the small gimmicky items — disc 
shaped pieces of bubblegum packed in tiny replica hit 
album sleeves (bubblegum music?). 

The seminar on merchandising accessories was 
subtitled The Bottom Line Profit, and it was the size of 
profit which can be gained from these lines which was 
stressed by each speaker. In the US, as in the UK, 
accessories offer a much higher margin than records — 50 
to 75 per cent — and in most cases are not subject to any 
discounting pressure. This, It was pointed out, is 

Ads: a plus for dealers 
MOST UK retailers with a streak 
of the marketing man in them, 
however slight, would have 
found the NARM session on 
newspaper advertising 
interesting. Hinging on the 
presentation of the 
NARM/Newspaper Advertising 
Bureau awards, Henry K. 
Wurzof, executive VP and 
director of sales for the New 
York Daily News, gave some 
useful advice on compiling ads 
for newspapers. That he also 
gave his own newspaper group a 
hefty plug did not detract from 
the quality of the general 
information. 

As visuals showing the 
impressively large and well 
designed winning ads appeared 
in rapid succession one question 
nagging at the UK visitor to 
NARM was "fine, but how 
much does all this cost?" 
Apparently in answer, Wurzof at 
one point mentioned what both 
trade and industry in the US call 
"co-op advertising". 

The term, when it occurs in 
conversation, does tend to be 
spoken with a markedly different 
lone of voice depending on who 
is using it — record company 
marketing man or retailer. 
Informally, the increasingly 
resentful word from the industry 
is that there is nothing "co- 
operative" about this advertising 
at all, it is fully paid for by the 

manufacturers. 
There seems little doubt that 

local newspaper advertising of 
record stores and their 
merchandise in the US is 
effective, but the full-pages, 
double pages and heavily 
illustrated pull-out sections 
which the big American chains 
can persuade the record 
companies to pay for would be 
far beyond the means of all but 
the biggest retail businesses in 
Britain. And even dealers with 
large amounts of buying clout 
will not find UK manufacturers 
ready to go to great lengths to 
help pay for their advertising. 

Awards were also presented by 
the Radio Advertising Bureau, 
again impressing by their content 
and style (and reminding British 
delegates of the relatively small 
amount of retail advertising on 
UK ILR stations). James 
Ingraham, VP of the RAB was 
also looking for music business 
money, and told the trade: "We 
are good friends of the record 
business. We play the hits and we 
motivate your customers to buy 
your product. You should be on 
radio every day". Once more, 
everything being relative, the 
thought is one worth pondering 
on in the UK trade — suitably 
scaled down to fit the smaller UK 
market and the smaller budgets 
available for advertising. 

US survey shows little 

change in buying habits 

particularly so with hi-fi aids. The US dealers were urged 
to move up-market from cleaners, mats, styli, leads etc to 
higher-priced items like headphones which record 
retailers would probably consider to belong only on the 
racks of... hi-fi stores. 

Where printed music is concerned the judgement of 
Steven Spooner of Warner Bros. Publications reminded 
the dealers that hundreds of thousands of children start 
learning an instrument at school every year, and there is 
also an increase in home music making in ail age groups. 
"There is no lack of consumers for music books, only a 
lack of outlets," he staled. In the UK, reports of booming 
sales from the main music book publishers, and equally 
cheerful remarks from dealers who sell music and 
instruments, seem to show that this line is a good one to 
consider on both sides of the Atlantic. 

One practice which is becoming more common In US 
shops — and speaker Martin Ostrow, national record 
marketing director of Rolling Stone would like to sec it 
spreading even faster — is selling trade hi-fi and pop news 
papers in record stores. 

Research presented at the seminar indicated that giving 
over about 10 per cent of space to accessories was the best 
arrangement. For the UK dealers, with their relatively 
much smaller amounts of display and storage space, this 
would mean less opportunity for carrying a variety of 
lines than it does in the US, but full use of accessory 
display stands, notices drawing the record buyers 
attention to accessories and so on is perfectly possible 
even in restricted space. 

TWO SETS of informative statistics 
were presented at the convention, 
and similar surveys of the UK music 
business and trade would be very 
useful here in Britain at this time. 

A two-year update (covering 1977 
and 1979) on a survey of the pre- 
recorded music market was given to 
NARM by Warner Communications 
Inc. After underwriting the most 
comprehensive study of the industry 
ever, in 1977, WC1 has maintained a 
programme of basic research which 
monitors the market. 

The summary of the latest stage in 
this research went some way to 
offsetting the general worry about 
stagnating sales. 

The good news was that the data 
appear to show that, at least at 
consumer level, there have been no 
fundamental changes in the market 
in the past two years. The percentage 
of the population who are current 
buyers remained constant, and 
people still generally see music as 
good value for money. It is 
important to remember, however, 
that these conclusions are based on 
figures which include club and mail 
order purchases, and purchases of 
imports, bootlegs, counterfeits and 
overstocks. 

Bearing all that in mind, the 1977 
survey showed that the number of 
buyers had increased in the 
preceding 12 months. Because the 
US population has risen and the 
percentage of it buying pre-recorded 
music has remained constant since 
1977, the actual number of buyers 
has gone up. Despite two increases 
in RRP in the past two years (LP list 
price up from $6.98 to $7.98 or, on 
selected new releases, $8.98) there 
has actually been a slight increase in 
the percentage of people who regard 
records and tapes as good value for 
money. 

One interesting change is the shift 
in the amount of money spent by 
different age groups. In both years 
surveyed over half the buyers were 
aged 25 or over, but in the later set 
of figures this age group is shown as 
spending more money than before. 

At a seminar on the retail store in 

the Eighties, Sidney Davis, editor of 
Music Retailer magazine, presented 
the results of his paper's own survey 
of the trade. 

The opening words of the 
summary have a familiar ring: "The 
nation's retailers are confused, 
angry and frustrated ... A 
whopping 96 per cent of the survey 
respondents report customer 
resistance to price, and a significant 
number question the lack of uniform 
credit policies, quality control and 
constantly changing return 
requirements. The apparent lack of 
personal communications between 
the rank and file retailer and the 
record label appears to be the root of 
the problem." 

The prime market age group 
appears to be much older in the US 
than in the UK: 20-27 years, with 
sales tapering off among the 27-32 
year-olds and "very few" to those 
over 32. 

Average selling price turns out to 
be $6.98, which does not constitute 
heavy discounting by UK standards, 
although there are well-known 
chains of deep discounters. Nine per 
cent of the stores surveyed did not 
sell singles at all, and the pattern of 
business done across all product 
showed that little was sold in the 
mornings or midweek. 
Understandably in a continent the 
size of the US, with population 
concentrated in a few major cities 
and suburbs, the majority of dealers 
reported that they rarely see a sales 
rep and many complained of lack of 
display materials. About a third of 
the shops buy all their stock from 
one-stops. 

While 90 per cent of outlets have 
no in-store video equipment, and (he 
figures for slocking videotape are 37 
per cent (blank) and eight per cent 
(pre-recorded). Over half the shops 
stated that they were considering 
selling video product. 

More NARM and 
UK retailing news 

on pageS 
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OUT NOW 

KAREL FIALKA THE EYES HAVE IT BLU2005 

GRADUATE ELVIS SHOULD PLAY 

PAUL JABARA& DONNA SUMMER 

NEVER LOSE YOUR SENSE OF HUMOUR 7 NB 1002 12" NBL 1002 

THE WURZELS I HATE J.R. c/w I LOVE J.R.jmwoi 

PHYLLIS HYMAN 

LOVING YOU, LOSING YOU 7 BDS493 12" BDSL493 

OSIBISA (I FEEL) PATA PATA 7" CAB 102 12" CABL 102 

BROOK BROTHERS warpaint FBS11 

COMING SOON 

THE CAPTAIN & TENNILLE 

NO LOVE IN THE MORNING r can 

NO LOVE IN THE MORNING/DO THAT TO ME ONE MORE TIME 

(SPANISH VERSION) 12" CANL 191 

DAVE EDMUNDS' ROCKPILE 
I HEAR YOU KNOCKING BLU 

THE PLANETS (E.P.) TO LATE/LINES TREBE501 

GORDON GILTRAP THEME FROM THE WALTONS BUG 89 

BLONDE ON BLONDE MOVE OVER DARLING parwi 

Orders To: Rye Records Ltd., 132 Western Road, Mitcham, Surrey CR4 3UT. Telephone: 01-640 3344. "group3 
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Beating the 

bootleggers 
THE TROUBLE with having 
secrets is often that in order to 
keep them safe from the wrong 
people you also have to refuse to 
tell the right people. This seemed 
to be the case at one NARM 
session. 

Dealers sincerely wishing to 
avoid buying and selling this 
product asked retired FBI 
second-in-command Don Moore 
and RIAA special counsel Jules 
Yarnell how they could certainly 
identify legitimate product. The 
answer was that there were 
certain identifying methods, but 
they had to be kept secret from 
the counterfeiters so the dealers 
could not be told about them. 

Faced with the fact that an 
RIAA investigation had turned 
up counterfeits on the shelves in 
90 per cent of the shops they 
visited for a recent investigative 
report, the industry's and FBI's 
caution is quite understandable. 
But so is the puzzlement and 
frustration of dealers who want 
to avoid the counterfeits but do 
not know how. 

Sticking to an approved list of 
suppliers was one concrete 
suggestion. Looking very closely 
for loss of colour or definition in 
sleeve and liner card artwork 
and checking up on anyone 
offering cheap product in bulk 
were others, but the law 
enforcement pannellists had in 
the end to admit that none of 
these methods was infallible — 
so an unlucky honest dealer 
could find himself faced with 
extremely stiff Federal penalties 
for slocking counterfeits despite 
al his efforts to the contrary. 

Taking the plunge 

AN AFTERNOON devoted to the 
subject of video software left a 
strong overall impression in the 
mind of the UK observer that, 
allowing for the usual differences in 
scale, things in the trade are much 
the same on both sides of the pond. 

Record company executives and 
video merchandisers urged the music 
retailer to get into what they promise 
will be a market with a "potential 
demographic spread far exceeding 
that of audio"; and will, as a home 
entertainment product, achieve 
faster and greater acceptance than 
any other in the past. 

However, the dealers arc not yet 
rushing to respond to the video 
challenge. Informal conversations 
with distributors hinted that only a 
very small number of outlets 
currently being supplied with video 
software are music retailers. 

Neither industry nor trade has 
really decided what it's attitude to 
the new medium is yet. While Terry 
Ellis, Chrysalis co-chairman urged: 
"I can't encourage you enough to 
get into video . . . Grab for it now 
and prove yourselves to be the 
people able to sell it"; David 
Hcneberry, marketing vice president 
of RCA SclectaVision stated that the 
company's first video discs will be 
on the market this time next year — 
but they will be marketed in 
electronics shops so that the players 
and the discs can be sold by the same 
retailer. 

Ellis also voiced an opinion which 
is held by many informed technical 
and business observers of the birth 
of video. This doubts whether the 
undeniably big new market will 
include much music linked video. 

Films and educational programmes 
seem likely to beat pop-recordings- 
with-visuals into a lame third place. 

However, as Ellis and others 
pointed out, this did not mean that 
the music retailer should ignore 
video as a traffic builder, as a stock 
item in its own right, and as an aid to 
selling audio products. 

Pointers on retailing practice for 
video software came from David 
Ehlen, of Pickwick International — 
who saw the "store within a store" 
concept as very important in selling 
video; and Lou Kwiker, president of 
the Integrity Entertainment retail 
chain agreed on kiosk display and 
noted that, surprisingly, the showing 
of a film dn TV caused a surge 
rather than a decline in sales of the 
video. Cy Leslie, president of CBS 
Video Enterprises, warned that sales 
and siocks of video software should 
be more closely monitored than 
audio product. 
• The sales of pornographic feature 
films on vidcocassctic — generally 
admitted to be a pretty big slice of 
the market to date on both sides of 
the Atlantic, have taken a 
"dramatic" drop in their share of 
trade recently in the US, because so 
many manufacturers were now 
putting out good film material. 
• The official WCI reason given 
for the release of a video of the hit 
movie 10 while the cinemas are still 
showing it successfully was so that 
the video can benefit from the film's 
publicity. In some private opinion, 
however, the fact that video piracy 
has been so quick to develop means 
that early realise of the legit version 
of a popular film could be a way of 
fighting the pirates. 

BASF competition 

:S 

i 
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UNLIKELY TO include a visit to NARM, but an attractive idea 
anyway, is a 1981 holiday in the US, and this is the prize in BASF 
tape's promotional Spot the Ball competition. Entry by customers is 
free after they buy a pack of three LH SM cassettes, pictured above. 
As well as the £1,000 US holiday there are holidays in Norfolk for 
20 runners up. Dealers taking pan in the contest will receive an 
additional 15 per cent discount on trade price of the special packs. 

Lugton's RCA deal 

LUGTONS HAS concluded a dislribulion deal for ccrlain RCA labels 
— a deal which Ihc former feels "underlines the IhoughLs often 
expressed by the old established wholesalers, that they have a most 
important part to play both in exploilin)! the major record companies' 
back catalogue to Ihc full, and in aiding the impact of new releases". 
The distribution arrangement involves Ihc RCA International and 
RCA Gold Seal labels, and all RCA Group singles, both seven-inch 
and 12-inch disco. 

Luglons' Walter Collins and Roger Cornwell, who concluded Ihc 
deal with RCA's Dave Harmcr, see this as part of the wholesale 
operation's general expansion plans. 

NEW ALBUM NOW AVAILABLE 
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COME SHARE THE WINE-THE BESTTHINGS IN LIFE ARE FREE-1 GOT RHYTHM-WE'VE ONLY JUST BEGUN-CHILDREN-MR. KEYBOARD MAN-THE ENTERTAINER 
A LITfLE LOVE AND UNDERSTANDING -CABARET-CHANGE PARTNERS-THE MORE I SEE YOU-SOMETHING TO REMEMBER YOU BY-THE GOOD OLD TIMES 

INCLUDES PREVIOUSLY UN-ISSUED TRACK 'COME SHARE THE WINE' 

ALBUM 
UAG 30294 

Lri CASSETTE 
T T TCK 30294 UMTtD A/TTBTj ROXPUS 

ORDER NOW FROM YOUR U.A. SALESMAN OR EMI RECORDS DISTRIBUTION CENTRE 
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