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STEALING THE scene at WEA's conference dinner is the Scotland and the 
North sales team, in full Highland regalia. The northernmost reps are pictured 
with their sales and marketing chiefs deft to right) Mike Thomas, Yorkshire; 
Steve Betts, field safes manager; Paul Somers, area manager; Jeff Beard, 
general manager for sales and promotion; Bob Buchan, Scottish east coast; 
Paul Conroy, sales and marketing director, Graham Marr, Scottish west coast, 
and Bob Tumbull, Newcastle (who resolutely kept his trousers on). 

sraisr: Sin® pils 

In the UK, where such 
applications are not necessary, the 
Office of Fair Trading has confirmed 
that it is "aware" of the proposals, 
but has not yet made any 
recommendations. However, Music 
Week understands that the 
principals remain confident that the 
deal will go through and plans are 
going ahead to draw up a blueprint 
of the structure of the 
"PolyWarner" operation. 

THE AIM of the proposed merger 
between the PolyGram and Warner 
Communications record companies 
is not just to construct "the biggest 
record company in the world", 
according to WEA Europe senior 
vice president Siegfried Loch, 
speaking at the WEA sales 
conference last week. 

"Size alone is not going to 
impress too many people." he said. 
"The name of the game is to 
become the best record company." 

But although the proposed 
merger was announced "because it 
had to be announced". Loch 
stressed that it had not happened 
yet. Government departments in 
several territories around the world 
are still studying the monopoly 
implications of the joint company. 

In France, where a combined 
company would attain a market 
share which could be as high as 48 
per cent, application for approval of 
the merger has been lodged with the 
Finance Ministry; and a similar 
application is being considered by 
the German Cartel Office in Berlin. 
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—Jamieson 

MARKETING CAMPAIGNS using free gifts and gimmicky versions of 
singles to achieve chart placings have been denounced as "the 
scourge of the British music industry" by EMI Records UK managing 
director, Peter Jamieson. 

This latest in a series of attacks on current marketing practices comes in an 
interview with Jamieson by Music Week editor Rodney Burbeck (see p8) in 
which Jamieson makes a plea for a 7-inch only singles chart which does not 

j 1/ include any gimmick-assisted records, but which takes into account airplay at 
; the lower end. 

At the same time he suggests that money being spent on giveaways might 
be better employed helping independent dealers with increased margins. 

"I see many retailers being turned into junk shops with arrays of free goods 
and paraphernalia which are not really connected with music,' he says. 
"There is such a fixation with achieving chart placings for a narrower and 
narrower range of product that we are doing a dis-service to music as a whole 
and indeed to the dealers themselves. 

"Dealers may grab T-shirt opportunities, but I am sure they would much 
prefer a more sensible approach to marketing and maybe increased margins 
which could be offered as a result of having to do less of this sort of marketing 
It's the scourge of the British industry. 

"If merchandising was treated as an extra rather than as a loss-leader maybe 
we could then increase dealer margins and that would be fairer to every dealer 
because they would all benefit." 

Jamieson says he would like to see the chart reflecting only sales of 7-inch 
black vinyl records, sold at correct prices "without additional items" such as T- 
shirls and other merchandising spin-offs which should be treated as ancillary 
extras, not sold with records, he says. 

He also advocates a chart which includes an element of airplay to make it 
less "retail dominated". 

He suggests: "You might get a more sensible chart if you equate other areas 
of achievement — ie, some compensation for turntable hits — for music which 
people like to hear but don't go out to buy." 

(Bringing airplay into the chart was vigorously debated by the BPI last year 
and was strongly backed by A&M's Derek Green and WEA's Charles Levison 
at that time. A majority opinion eventually rejected the idea). 
O Jamieson has also announced that EMI is to compete with the independent 

^distributors such as Pinnacle, Spartan and IDS, for small label business. "We 
J operate in all facets of the music business and we want to attract anyone who 

can use our services for recording, pressing, distribution, sales and so on, ho 

■ says, 

ISiistv-SCTep bidders for cable Siceoces jn-car CD prewiemf 
THE VIRGIN Group is part of three 
consortia bidding for cable TV 
franchises — in Merseyside, Milton 
Keynes and Tyne and Wear. Ringo 
Starr is also a member of the 
Merseyside consortium. 

Thorn EMI is among consortia 
bidding for Coventry, Solent, and 
Belfast Essex Radio, Talk of the 
South and Brent Walker are part of 
the consortium bidding for 
Southend-on-Sea. 

A total of 37 consortia have made 
applications for licences for cable 

franchises. More are expected when 
the Cable Authority is set up. 
O CableMusic is to supply 
Greenwich Cablevision with its 11- 
hour music service from January 1, 
1984, servicing the Greenwich, 
Plum'stead and Woolwich areas of 
London — one of the first areas to 
adopt the experimental cable system 
in 1963. 

Ml/lf Directory update: pp29 & 30 
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EDINBURGH: Television has 
monumentally failed over the 
years to provide an adequate 
service for the lovers of pop 
music, said BBC TV's head of 
variety/light entertainment 
Jim Moir during a session at 
last week's Edinburgh TV 
Festival. 

Blaming this lack of music 
programming on himself and 
his channel controllers, Moir 
said: "There has been no 
expansion in this area at all at 
the BBC In my own 
department, we only offer Top 
Of The Pops. Michael 
Appleton has been plugging 
away at the coal face for many 
years, but when you look at 
our output, we are failing. It is 
a duty of public service 
broadcasters to get our act 
together better than we have 
at the moment. I am certainly 
pressing it for my department, 
but it's difficult." 

Concert promoter Harvey 
Goldsmith, a panelist at this 
first-ever session on music at 
the TV Festival, agreed that 
music did not get enough 
prime time TV exposure. But, 
according to Goldsmith, the 
key to this debate had to be in 
the future of cable TV. 
o Full report in MW's 
Broadcasting page next week. 

he 

AN IN-CAR version of the Philips 
compact disc player is due to be 
previewed at the Berlin audio fair 
this week. Although only a 
prototype, it will be seen as a boost 
towards increasing the likelihood of 
CD eventually usurping traditional 
records and cassettes. (Full report 
next week). 

Italians seek 

Government 

cash subsidies 

for hard times 
MILAN: IN a move that is 
unprecedented in the music 
industry, the Italian government has 
been asked to recognise that the 
Italian music industry is in a "state of 
crisis". 

The Italian national branch of the 
IFPI is hoping for cash subsidies 
from the state to help the record 
industry survive against a series of 
economic setbacks. 

Earlier this year the Italian record 
companies made what they 
admitted was "an unprecedented 
alarm call" to the government 
asking for cassa integrazione — a 
financial aid scheme which allows 
companies to temporarily lay off 
staff with subsidised salaries thus 
avoiding redundancies. 

Records and tapes are burdened 
with both a luxury tax and 
"consumption" tax and total sales in 
the first quarter dropped 27.8 per 
cent compared to the same quarter 
last year, and were down 28.3 per 
cent compared with the previous 
quarter. 
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Dickins' pr®mlsis 

marB of the best 

"WE WILL wake up the 
sleeping giant and it will be 
done with music," said Rob 
Dickins in his address to the 
WEA sales force last week. 

The recently-appointed WEA UK 
chairman stated: "Twelve years 
ago, when I first started working 
for Kmney - WEA's ancestor - 
this was the exciting company, the 
giant among others. We had the 
greatest US repertoire and we were 
breaking them — Nell Young, Joni 
Mitchell, James Taylor — the list is 
endless. And we were also 
enjoying success with British acts 
— America, Rod Stewart and The 
Faces, Fleetwood Mac. Not all the 
success happened immediately — 
it took a lot of thought and hard 
work, but the keynote was music. 

"Subsequent events like the 
splitting up and reuniting of the 
three labels, the introduction of 

marketing and advertising people 
running the company led to the 
giant becoming confused and all 
but giving up the ghost. What kept 
it going was you, the salesmen — 
whatever you were given, however 
ill-conceived, you brought home 
the market share. 

"Market share alone doesn't pay 
the bills," he added "And it 
certainly doesn't build careers and 
catalogue. If we spend a fortune 
breaking a single, selling the album 
should become a lot easier for all 
of you Unfortunately in too may 
cases this has not happened." 

Dickins then pointed out what 
the company was doing to support 
the salesmen — the promotion 
department has already been 
"drastically increased" and the 
press team is to be strengthened 
further. And he described Paul 
Conroy's appointment as "the 
brightest hope yet" 

I 

ROB DICKINS: "Market share 
doesn't pay the bills." 

From the offices at Broadwick 
Street, Dickins promised "thought 
and intelligence in the campaigns" 
for both established artists and for 
the "great unproven talent". He 
cited Prince and ZZ Top as 
priorities in this respect. 

Aztec (SimiEri 

are snapped up 

THE WEA 1983 conference logo. 

Putting WEA 

on the map 
WEA IS looking to build "the 
strongest UK artist roster of any 
company in Britain according to 
WEA AEtR chief Max Hole. 

"I think we've made a very 
strong, positive start with the 
signing in the last six or seven 
weeks of five new artists — Aztec 
Camera, Howard Jones, It's 
Immaterial, Black and Strawberry 
Switchblade," he added. 

WEA's AEtR operation is to be 
further expanded with another 
senior AEtR manager joining Terry 
Hollingsworth and Max Hole in the 
coming weeks. dive Banks' 
Formation Records which had 
success first time out with the 
Truth, is in the process of signing 
two new artists. Bill Drummond 
has been appointed AEtR manager 
of the Korova label which will be 
"looking selectively for one or two 
new signings." 

THE SIGNING of Aztec 
Camera was the biggest news 
to be announced at WEA's 
conference. "They are one of 
the most exciting signings of 
the year for any record 
company . . . and they decided 
to join WEA," said Paul 
Conroy, director of sales and 
marketing. 

"The marketing team at 
Broadwick Street will be trying to 
package artists and present 
campaigns on albums and singles 
in the most exciting and effective 
fashion," said Conroy- 

"We are now a company that is 
based on A8-R. We are all A&R 
men and should take every 
opportunity to see new groups, 
collect tapes and be the first on 

new acts. 
Conroy then outlined the three 

main aims for WEA in the next 12 
months: 
© To break some of the new US 
and UK signings such as Michael 
Sembello, The Truth and Howard 
Jones; 
© To develop "our already 
established acts" into major 
worldwide artists; 
© And finally; "To let the public 
and the music business see the 
new enthusiasm that this company 
has. In the past, WEA has been 
the company to knock — but let 
them try now We are going to be 
the company that managers and 
artists will want to sign to because 
of you, the team, the people that 
care and the people who can break 
acts, 

CD prices on the way down 

NEW YORK: Compact disc ^soTwdh 

stripped-down model SL-P7 carrying a suggesteo 
$700 (£470) hucH NAD which will 

Inching still lower is M®fsachuse. |anlja„ t at $600 (£403). 
have a similar unit available around «00.400 (£201-268) 
Most observers continue to forecast . . becoming a 
plateau by mid-1984. Such price levels are (£302) player 
reality in Japan, where Matsushita has a $4M (OO^P^y 
available and where Sony has introduced a $ among 

Promotion of CD is holding up strong, w'th.°e"°n
su

a"1_00rf 
the most active in seeking window displays 
The RIAA is pushing copies of its Pamp'?le

t
t
h 1 p"® nact D|sc manufacturers and software titles through the Compact D's 

Group formed earlier this year. The CDG ^ als° bee" 
demonstrating the system at various gatherings ° 
industry-related organisations such as the National Association 
of Recording Arts & Sciences (NARAS). . 

CBS second batch of a dozen CD releases came out in thr 
times the quantity of its first group of CDs, with 30,000 
going to 100 accounts representing 225 outlets. This compares 
with the earlier 10,000 pieces distributed to 35 accounts 

The company expects to have up to 90,000 units of the next 
12 releases ready for shipping to a still larger account base 
before the end of September. Early surveys of retail success 
with the format suggest that 75 per cent of the CDs shipped 
have gone into consumers' hands, with purchasers buying ive 
or six discs at a time. 

Robert Palmer — the journalist, not the rock artist - noteo 
in the New York Times: "There is some confusion within the 
industry about whether CDs, video discs or improved-quality 
cassettes are the wave of the future - confusion that could 
prove expensive to companies that make the wrong 
decisions." 
THE LONG-EXPECTED dismantling of Boardwalk 
Entertainment the late Neil Bogart's last venture, is now 
official. Label head Irv Biegel is leasing out the company s 
catalogue, with artists still under contract going to Elektra or 
PolyGram. 
MILES COPELAND has just about every photographer this 
side of the Atlantic up in arms over a last-minute demand that 
they be responsible for triple damages in the event that a 
magazine or newspaper other than the one for which they 
were specifically on assignment prints any photos at The 
Police show at New York's Shea Stadium. 

The group's manager had similarly sought a royalty on every 
picture sold by photo agency Retina. Copeland justifies the 
policies by citing the need to prevent over-exposure. 
MCA WILL bring in Arista A&R VP Bob Feiden to head the 
New York office. Departing from MCA are six-year press and 
artist development director Lynn Kellerman and East Coast 
A&R man Steve Leeds. 

The company Is also folding the Backstreet label, home to 
Tom Petty, Nils Lofgren and Men Without Hats. The smaller 
label's A&R chief Michael Goldstone has already moved over 
to MCA, though it is unclear whether Backstreet will continue 
as an independent entity. 

tapes and be the T TT'T T T ' TnH 
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A Morgan-Grampian pic publication 

tasv autumn ieliedlmii!® 
AUTUMN RELEASES from UK 
artists were announced by 
WEA label manager Chrissie 
Harwood, with marketing 
campaigns sketched in by Carl 
Gant. 

The "flagship" LP for autumn is 
The Pretenders' as-yet-untitled 
album in October, which will be 
supported by fly-posting, rock 
press advertising and possible 
national press ads. A promotion 
campaign through Woolworth is 
also being considered 

Included among the album's 10 
tracks are Back On The Chain 
Gang, and at least two other tracks 
will be pulled off as singles by the 
New Year. 

A November UK tour is being set 
up, and there will also be a 
Pretenders' Christmas TV special. 

The first WEA release from 
Dalek I Love You ~ the band who 
have been on the label for a year 
but not had any product released 
— is Ambition, released this Friday 
(9), supported by fly-posting in 
London and their home town, 
Liverpool. There will also be 
independent press and promotions. 

and a co-operative rock press 
advertising campaign. 

The new Gary Numan LP, 
Warrior, is released on September 
23, three days after the artist 
begins a 40-date UK lour, and will 
be supported by, again, co- 
operative press advertising and in- 
store displays. The current chart 
single, also called Warrior, is to be 
boosted this week by being made 
available in 12-inch format. 

Howard Jones, described at the 
conference as one of WEA's 
"major and most exciting long-term 
new signings," has a follow-up to 
New Songs released before 
Christmas, in turn followed by an 
album in January. 

The Truth's current chart single, 
A Step In The Right Direction, is 
being supported by a 35-daie UK 
tour, co-sponsored by WEA and 
Sounds, and November will see the 
band working on a new single and 
completing their first album. 

Also touring in support of her 
new LP, entitled Stages and 
produced by Tony Visconti, is 
Elaine Paige who has a new single 
out at the end of September. 
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'Biggest-ever' 

Ronco speiid] 
RONCO HAS scheduled its "biggest ever" autumn/pre-Christmas 
campaign, spending more money on more packages than ever 
before, it says. The TV merchandiser has already confirmed 16 
national television campaigns and more may be added. 

As an aperitif to what it calls its Blast Into Christmas, Ronco this week kicks 
off with national TV campaigns for a pair of compilation albums — Hit Squad, 
Chart Tracking and Hit Squad, Night Clubbing. (RON 1 and RON2). Co- 
inciding with these releases, Ronco has dropped its prices "below the magic 
fiver" to £4.99 per album. 

"The Hit Squad is a change in direction, another first for Ronco," says sales 
manager Laurie Freeman. "They are two albums, one pop chart repertoire and 
the other disco chart material. From experiences gained in Europe, particularly 
in Holland, Ronco has found that consumers are often put off by having artists 
they don't like on a compilation album, even if 13 of the 16 tracks are to their 
liking." 

"It is all too easy to become complacent or accept pessimistic forecasts that 
the market is flat, or no one is watching television, or entertainment options 
have widened and the consumer is now playing video games, says Freeman. 
"But with the right approach, the market for TV albums is still out there. 

SiCA posih for 

secood IHISIfS 

groyp aibum 
DIAMOND HEAD'S second 

album, Canterbury, on 
MCA Records will be 
supported by a major 
music press advertising 
campaign, as well as fly- 
posting, point-of-sale 
material, and posters 
based on the album 
sleeve's graphics. 

A promotional video is also 
available, and the group 
will tour the UK in 
October. MCA will be 
mounting local 
promotional campaigns in 
each region covered by 
the tour. 

Canterbury (DH 1002) is also 
available on chrome 
cassette. 

Starblend: £%m 

m Solitaire 

TV RECORD marketing company Starblend is planning to spend 
£250,000 oh a marketing budget backing its autumn release of five 
new double albums on LP and cassette in its Solitaire Collection. 

The albums will be marketed in "high quality packaging like the cosmetics 
industry" and the collection is being geared specially to appeal to women 
"because they are prime purchasers of pre-recorded music in this area". 

Starblend managing director Tony Harding believes this approach opens up 
cross-promotions opportunities with the fashion, cosmetics and jewellery 
industries." 

The five albums, each featuring 28 tracks by original artists — including 
Sergio Mendez, Marvin Gaye, Diana Ross, Johnny Mathis, George Jones, 
Bonnie Tyler, Cliff Richard and Paul Young — will feature in consumer 
advertising using the theme, "Give a special gift to that special someone". 

TV advertising will break on October 17 in Granada for four weeks, followed 
by further four-week campaigns in Tyne-Tees and Yorkshire (from November 
7), and London (from November 21)," 

A free dumper bin is supplied to dealers ordering a minimum of 50 units and 
an extensive range of point-of-sale material is available, Solitaire is distributed 
via IDS, 

EirSHiEI 

A/QW 

Fiwe wMee istiriltatoirs form oo-op 
INSIDE 

FIVE INDEPENDENT video 
distributors — Derann, VCL, 
Hokushin, VPD and Vipco — have 
formed a co-operative known as 
Associated Video Group, in a bid to 
squeeze more sales from their 
respective catalogues and to make 
point-of-sale material more readily 
available to dealers. 

The AVG has set up a centralised 
showroom in North London 
stocking a complete inventory of the 
five companies' product, together 
with p-o-s material, and it has its 
own sales force and tele-sales team. 

The companies view this new 
service as a back-up to wholesalers 

For full coverage of the video 
industry read Video Week — apply 
now for a free sample copy to: 
Angela Fieldhouse, Spotlight 
Publications, 40 Long Acre, London 
WC2. 

who will continue to supply their 
product but who may not be able to 
afford to stock back catalogue 
material. 

® The Video Trade Association is 
to boycott all Walt Disney product 

unless Disney agrees to change its 
leasing scheme which requires 
dealers to take every title in each 
batch of releases on a six-month 
renewable basis. Disney director 
Terry Byrne says he feels the VTA is 
"putting unfair pressure" on the 
company. 

O Warner Home Video is to 
spend £1m next year on its first 
consumer advertising in a bid to get 
VCR users who do not regularly rent 
films into Warner dealers. WHV 
managing director David Rozalla 
says that research shows that less 
than half of VCR owners rent a film 
in any one week. 

Europarade/News/Disco 
commentary 6. Feature; 
Peter Jamieson 8. Airplay 10. 
Retailing/LP Reviews 16. 
Broadcasting/Classical 20. 
Performance/Talent/Select 
singles 21. US charts/New 
Releases 2B. Yearbook up- 
date 29. Disco chart 31. Inde- 
pendent labels news, chart 
32. Marketplace 34. 

Merchandising 

A-Z - see centre 
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DESPITE THE recession, RCA 
isn't doing too badly - that was 
the message from managing 
director David Betteridge at the 
company's annual sales 
conference. 

"As a country we find ourselves 
at the tail-end of the worst world 
economic recession since the Great 
Depression of the Thirties," he said. 

"These conditions have had a 
direct impact on the music industry, 
for without doubt we are competing 
in a contracting market place: album 
and tape sales taken together have 
fallen, with the increase in tapes 
being far outweighed by the fall in 
albums. Singles sales have only just 
managed to hold their own and little 
growth is predicted." 

But having painted this gloomy 
picture, Betteridge went on to point 
out that, for RCA, things weren't so 
bad: "We are doing increasingly well 
in a contracting market place and 
are achieving success in very 
difficult economic conditions at the 
expense of our competitors , 

CD: quality igitaSs only 
THE ADVENT of the compact disc was heralded by RCA managing director 
David Betteridge as "yet another major growth area into which our company is 
diversifying". 

Over the next few years," he said "the CD market will take off and expand at 
the same rate as did the video cassette and as will the video disc. 

"Our policy in this very new field is to release only quality material in the 
form of digital recordings. This leaves us trailing behind our competition in 
terms of range of repertoire, but because of manufacturing capacity problems, 
it does mean that we have premier product which is always available when 
required and not still being pressed in Hanover or Tokyo when it should be in 
WH Smiths in High Holborn. 

"We do see a tremendous future for compact discs and will be looking to 
further, wide-ranging releases as soon as is practically possible " 

Hagoet predicts exciting fiiture 

JIM EVANS 
reports from the 
RCA conference 

He attributed the company's 
success to three major factors: 
O Increasing exploitation 
traditional business (records 
cassettes). 
O Increasing diversification 
related fields (video cassette joint 
venture with Columbia Pictures, and 
the UK launch of the RCA 
SeleclaVision video disc). 
O "All of you out there." 

"Our task as a company is to 
make, market and merchandise our 
products. We have the necessary 
raw materials, but these would be 
no good without the right team to 
get those materials from out of the 
air and into the shops. I believe that 
we have the right team to do just 
that." 

Summing up a product present- 
ation that had previewed product 
ranging from Bucks Fizz to Spike 
Jones and from Mick Fleetwood to 

MICHAEL LEVY, addressing his first 
RCA sales conference since 
Magnet's switch from PRT, was in 
determined mood: "The music 
industry has changed dramatically 
over the last few years and is still 
facing many problems. 

"I, however, believe that it is an 
industry that has an exciting future 
ahead. The public wants music — 
the public wants exciting artists — 
and we in the industry, I am sure, 
will satisfy that demand and there 
will be new major artists that will 
give the industry the buzz and 
excitement for the future. 

"Magnet's philosophy has always 
been to find new talent, launch and 
develop these new artists and build 
them successfully both in the UK 
and in the world market. We will 
continue with this policy . . 

Levy was speaking after his label's 

presentation which opened • the 
music product proceedings at Hythe 
and featured new material from 
Kissing The Pink, Blue Zoo, recent 
signing Barb, Shadow Talk, 
Geraldine and Chris Rea. 

Oidl mi tow 

tram liotowins 
MOTOWN RECORDS, currently 
celebrating its 25th anniversary, has 
a wealth of old and new product 
lined up for release in the coming 
months. 

At mid-price there will be the Four 
Tops & Temptations' The Incredible 
Medleys, plus Jackson Five studio 
recordings, and The Motown 
Classics — Grammy Awards. A 
double album of 25 US No 1 hits will 
feature tracks from Diana Ross & 
The Supremes, Temptations, Four 
Tops, Commodores, Rick James, 
Eddie Kendricks, Marvin Gaye and 
Stevie Wonder. 

Also released as a double album 
will be The Very Best Of Diana Ross 
— Anthology, with a dealer price of 
£3.65. New material is due from 
Lionel Richie. The Commodores, 
Mary Jane Girls and Stevie Wonder, 
Full campaign details will be 
announced shortly. 

A 5-record/3-cassette set, The 
Motown Story, narrated by Lionel 
Richie and Smokey Robinson, 
includes both music and rare inter- 
views and carries a dealer price of 
£9.25. 

Eurythmics, Betteridge told the sales 
force: "We have the right product, 
the right ideas and the right people 
to guarantee success." 

FlMtewidl 

LP sunnmi 

mm issues 
UPCOMING AUTUMN product 
from RCA, both on the albums and 
singles front, is the label's strongest 
for years, the conference was told. 

A new Mick Fleetwood album — 
including contributions from Lindsay 
Buckingham and Christine McVie — 
is due for early October release. 

Heavy promotion and a UK tour 
will support the November release of 
H20's new album. Blade's The 
Amazing Kamikaze Syndrome is 
also released in the same month. 

A substantial marketing push will 
back the live double album from 
David Bowie, The Ziggy Stardust 
Tour. 1973. A £250.000 television 
advertising campaign has been 
scheduled for the Hall £t Oates 
album, Rock 'n' Soul Part 1, which 
is basically a greatest hits album. 
The duo's catalogue albums will be 
pushed at the same time. 

What could turn out to be one of 
the biggest albums of the Christmas 
campaign is Bucks Fizz — Greatest 
Hits which will include nine hit 
singles, plus the just-released single 
London Town. Full marketing details 
for this were not available, but 
strong TV advertising seems likely. 

On the soul/dance music front, 
albums are due from lavaias 
(October) and Evelyn Champagne 
King (November), While on Ice 
Records, Eddy Grant's new album 
Going For Broke is set for late 
autumn release. 

The Eurythmics, described at the 
conference as "the hottest new act 
in the world today" are currently 
recording a new album scheduled 
for release in November, backed 
with television and national press 
advertising. 

iew nostalgia Sabel 
A NEW mid-pnee label, Deja Vu, has 
been established by RCA as a sister 
label to RCA International label. 

Billed as a nostalgia label and sold 
under the banner Music For The 
Conoisseur, Deja Vu albums — 
which will be stickered to the effect 
'Pay No More than £2.99' — include 
material from Elvis Presley's Sun 
years, Jeanette MacDonald, Peter 
Nero, Delia Reese, Henry Mancini, 
Mario Lanza, Perry Como, Marilyn 
Monroe and Spike Jones. Dealer 
price per album is £1,82 and the 
campaign includes p-o-s. material. 

Carreire releases 
FORTHCOMING RELEASES on the 
Carrere label include the new Rage 
album, to be released to tie in with 
their support slot on the Meatloaf 
tour. Australian band The Church's 
third album, Seance, will co-incide 
with their UK visit and new signing 
Sense will have their first album 
released in November. F R David's 
new single, I Need You, is released 
this week. 

EMI MAY be losing The Rolling Stones, but when it comes to 
signing new young British talent has any other C0™Pa V 
been more active this summer? Peter Jamieson reveals that 
his A&R men have signed more top acts than V acts 
comparative period in the company s history 
in the development stage to be built for the futyr • • ■ 
Although the PolyWarner negotaPon® contlnue

t' ®h have 
both sides are still reluctant to make much comment and have 
declined to release photographs of PolyGram -J3 

Timmer, who is believed to have initiated merger talks back in 
January posed with WEA's Nesuhi Ertegun and Siegtnea 
Loch at a recent WEA International meeting in Germany . . . 
Meanwhile, Loch takes up residence in London this week, 
running WEA Europe Inc from Broadwick Street (although he 
and Timmer are expected to operate from a joint office once 
the deal goes through) and Timmer is relocating PolyGram s 
corporate HQ to London, at the cost of around 200 jobs in 
Hamburg (a move said to be unrelated to the merger) and wik 
have a staff not exceeding 40 ... If you spot Towerbell s Bob 
England apparently chasing after Gallup executives in the 
forthcoming Sunday Times Fun Run, it's all above board — 
he's taking part in the Gallup team ... All friends and 
colleagues of Jean Pugh, formerly John Fruin s secretary and 
currently John Deacon's secretary at the BPI, are invited to 
her leaving party at the Embassy Club on September 16, from 
7.00pm (call her on 629 8642 to be added to the club's guest 
list); she is leaving to join her husband in South Africa and will 
be working for WEA there. 

EVEN FEWER record shops than usual received calls from 
record company salesmen this past week as the annual 
conferences took place in various locations . . . RCA 
disturbed the peace of sleepy Hythe in Kent where RCA 
Columbia MD Steve Bernard dropped in by helicopter and 
requested a room for his pilot . . . overheard at the RCA 
meet: "It makes a change to have customers dying to buy our 
product rather than the artists dying first" . . Rare archive 
film including vintage 1964 footage of Stevie Wonder featured 
in Bryan Tyrrell's well-received Motown 25th anniversary 
presentation . . . RCA was also celebrating the Eurythmics 
achieving number one on both the Cashbox and Billboard 
charts claimed to be the first for a UK-orginated act . . . Paul 
Conroy made his debut at the WEA conference to the strains 
of Blue Is The Colour and announced a £250,000 deal for the 
Chelsea FC album ... At the MfP conference, tribute was 
paid to retiring sales administrator Rose Wilson, who has 
"been mother to all salesman for 13 years" . . . PolyGram 
was conferring at the Royal Garden Hotel as Music Week 
went to press — details of its sayings and doings next week 

Rocket Records managing director John Hall about to 
reveal new personal plans? 

OKi HIT 

WESTERN FIELDS 
EXOTICA MAXIMUS 

MVM RECORDS THRU PRT 

PUTTIN'ONTHERITZ 

TACO 
RCA RECORDS RCA284 

FLLTAKE YOU HOME 

AGAIN KATHLEEN 

TOM LAWSON 

IGUS(KLUB40)THRU PRT 

rm EM1M,US1C PUBLISHING LIM1TE 
UB-MOChanng Cross Road, London WC2.Tel:83666S 
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AN All MUSIC VIDEO FROM More sales conference reports next week 

PAGE 4 



■mk 

. • •• 

a s P rO 
i I i 

S|x;| 
X««^ c > 

Lvlm;r. « 

s-| Jig S 

Sifii 
J 5 tg? ■. *"0 * 
fvS c « e — 

s 

i g 
* -1*? 

« S ? = 
2 S-ES; s ii3 
2 oil 

»;• ;•- 

-inSH 

'I 

ill- 

I 
VS3 

iKtl 

.IP.S %. e 3 ® is=:: 

a. « 

t g &> %n 
" § a 

a.© (A IA 

. .. ■ ■ - 

® « 
X-?; JS 



MUSIC WEEK SEPTEMBER 10, 1983 

Cliff's iiiier anniversary 

ifcim pti big EMI push 

CLIFF RICHARD made a special 
guest appearance at the EMI 
Records (UK) sales and marketing 
conference at Eastbourne last 
week. 

Details were revealed of his new 
album, Silver, (released on October 
3) which comprises new songs 
including his current single. Never 
Say Die, 

The Silver album is also available 
in a limited edition box set with a 
second album. Silver Rock 'n' Roll, 
not available separately. This 
second album includes Lucille, 
Donna, Bebop A Lula and a new 
recording of Richard's first-ever hit. 
Move It. 

The campaign for Silver and for 

the box set (which has a full colour 
brochure) includes nationwide in- 
store and window displays plus 
advertising to coincide with 
Richard's 25th anniversary tour. 

O Also presented as scheduled 
October releases were new albums 
from Paul McCartney, Sheena 
Easton, Farmer's Boys, The Motels 
and Hot Chocolate. Albums 
planned for release in November 
and December include those by 

Duran Duran, Olivia Newton-John, 
Rolling Stones, Whitesnake, 
Queen, Kenny Rogers, The Little 
Heroes, Kraftwerk and Kim Wilde. 

Ray Still, general manager of 
EMIR (UK)'s marketing 
development division, announced a 
campaign for a new Thomas Dolby 
album and presented new single 
releases by Kajagoogoo, Private 
Lives, Any Trouble and the first 
solo recordings by Limahl. 
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MfP: new era fir the bydgete 
BUDGET RECORD company Music for Pleasure - which according to the 
most recent FORTE report now has a 60 per cent share of the total budget 
record market — adopted the slogan "the new era" for its annual sales 
conference. 

Managing director Ted Harris, in his closing address, said the budget 
market had "changed out of all recognition". He told the sales force; 
"There are those who would claim that the new age of the budget record is 
about to be with us, but I would say it is already here. At MfP we aim to 
give the dealers quality product, we aren't going to insult them by giving 
them rubbish to sell." 

Merchandising material for MfP's autumn releases has been given "a 
bright and modern image", and there will also be a new merchandising rack 
for dealers. 

Sales manager Malcolm Anderson said that the Fame series was now the 
most successful mid-price LP range in the UK. September releases include 
titles by The Scorpions, Little River Band, America, Pink Floyd's Dave 
Gilmour, the Rich Kids and Gary US Bonds. 

Listen for Pleasure has three new titles in September — Rudyard Kipling's 
The Jungle Book narrated by Windsor Davies, The Wooden Horse read by 
Edward Woodward, and Grimm's Fairytales narrated by Sheila Hancock. On 
the Music for Pleasure label, albums include The Shadows' Another String 
Of Hits, 20 Love Songs by Crystal Gayle, Matchbox: Those Rockabilly 
Rebels (licensed from Magnet), Val Doonican's 20 Shades Of Green and 
Gertchal by Chas And Dave 
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Star releases 

from EMI's 

Picture Music 
PICTURE MUSIC Inter- 
national, formerly known as 
EMI Music Video, has a 
number of big-name video 
releases scheduled for Octo- 
ber and November, including: 
Marillion/Recital Of The Script 
(running time: 55 minutes, 
dealer price £13.04), Thomas 
Dolby/Live Wireless (58 
minutes, £13.04). Kate 
BushfThe Single File (50 
minutes, £13.04) and David 
Bowie (£6.55) which features 
Let's Dance, China Girl and 
Modern Love. 

Presenting the new product 
to the EMI sales force, Geoff 
Kempin said; "Our recent 
titles, particularly the Duran 
Duran Video Album and the 
new ones which you are to 
sell this autumn, show the 
commitment of the company 
to an increasing flow of good 
quality exciting video produc- 
tions within reach of con- 
sumer spending power. 

"It is a very good trend." 
said Kempin, "that more and 
more record dealers are 
stocking music video as a 
product in which they have 
confidence to achieve good 
turnover without the time- 
consuming problematical busi- 
ness of rental. At the same 
time it is to be hoped that 
many video-only outlets 
recognise the potential of 
music video and incorporate it 
into their stocks and selling 
effort." 

Disco 

commentary 

By BARRY LAZELL 
THIS HAS been a week of very 
strong mid-chart activity on the 
disco/dance listings, highlighted by 
a breakneck new entry at 14 from 
new act Monyaka with Go Deh 
Yaka on the American Easy Street 
label. 

Other big moves into the Top 20 
from Raw Silk, whose long delay 
since their initial hit seems to have 
done the trio no harm at all; 
Haywoode; Newcleus; Shakatak 
and Unique, plus a resurgence into 
the Top 30 by the SOS Band's 
Just Be Good To Me. 

Newcleus' Jam On Revenge, 
released on Beckett through PRT, 
looks like being the left-field 
crossover of the batch. Its Wikki 
Wikki chorus line looks like being 
the most irritatingly familiar phrase 
around by early autumn, so be 
warned now — and stock up. 

With the Street Sounds Edition 5 
package setting new sales targets 
for dance track compilations, a 
couple more are poised to enter 
the fray. It is noticeable how, 
compared to a year or two back, 
such compilation albums are now 
(a) sensibly budget-priced, on the 
whole, and (b) both topical and 
strong, content-wise. It has to be 
said that the across-the-board 
success of the Street Sounds idea 
must have influenced record com- 
pany thinking. 

Of the newcomers, Phonogram 
has Come With Club (Club Tracks 
Vol 2), PRT has volume 3 of the 
It's In The Mix on Calibre while 
CBS releases Dance Mix, Dance 
Hits II, again- as a follow-up to an 
earlier package. 

EUH0PARADE 

(The European Chart) 
0 oSK 

MOONLIGHT SHADOW, 
Mike Oldfield 
BABY JANE, 
Rod Stewart 
EVERY BREATH YOU TAKE 
The Police 
VAMOS A LA PLAYA, 
Righeira 
FLASHDANCE. , . WHAT A FEELING, 
Irene Cara 
DOLCE VITA, Ryan Paris 
LOVE BLONDE, Kim Wilde 
I.O.U., Freeez 

A/B/D/F/I/SP/SW/WG 

A/D/F/SP/SW/WG 

A/D/F/I/SP/WG 

l/N/SP/SW/WG 

A/D/SP/SW/WG 
6 11 4 DOLCE VITA, Ryan Paris B/N/SP/SW 
7 10 3 LOVE BLONDE, Kim Wilde B/D/N/SW 
8 4 6 I.O.U., Freeez B/N/UK/WG 
9 8 9 AFRICA VOODOO MASTER, Rose Laurens A/SW/WG 

10 9 13 CODO, Tauchen & Prokopetz SW/WG 
11 14 4 RONDO RUSSO, Berdien Stenberg B/N 
12 15 5 I LIKE CHOPIN, Gazebo l/SW 
13 3 16 JULIET. Robin Gibb D/I/WG 
14 25 2 LIVING ON VIDEO, Trans-X B/N/SW/WG 
15 16 15 COMMENT CAVA. The Shorts SW/WG 
16 12 4 WRAP YOUR ARMS AROUND ME. 

Agnetha Faltskog 
17 20 3 GIVE IT UP, 

KC & The Sunshine Band 
18 NEW L'AVENTURIER, Indochine 
19 13 3 ANNABEL, Hans de Booy 
20 26 2 GOLD, Spandau Ballet 
21 RE DO ITAGAIN/BILLIE JEAN, 

Club House 
22 NEW AMOREUXFOU, Julie & Herbert Leonard 
23 NEW SUNSHINE REGGAE, Laid Back 
24 NEW SHE WORKS HARD FOR THE MONEY, 

Donna Summer 
25 17 23 LET'S DANCE, David Bowie 
26 18 2 LOOKING AT MIDNIGHT, Imagination 
27 22 2 LA VIE EN ROSE, Grace Jones 
28 23 9 SPIAGGE, RenotoZero 
29 28 8 ROCK'N'ROLL IS KING, ELO 
30 29 12 CHINA GIRL, David Bowie 

Key: A - Austria: B - Belgium; D - Denmark: F - France- I 
N - Netherlands; SP - Spain; SW - Switzerland': 

UK - United Kingdom; WG - West Germany. 
Compiled from 10 national charts by Tros-Radio. Hitversum. 
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Peter Jamieson takes over at EMI at a time which 

couldn't be more difficult in the UK marketplace — 'It's 

a hell of a challenge,' he admits to Rodney Burbeck. 

PETER JAMIESON has spent 
the past four months in a 
sponge-like state — and not 
only because he's just sweated 
through his second long, hot 
summer in a year having arrived 
from Australia in April to take 
over as managing director of 
EMI Records (UK). 

Apart from soaking up knowledge 
of a new market and a new 
company, he has also been re- 
adjusting to life back in the UK and 
falling foul of the gazumping 
syndrome v/hile house-hunting. 

The whole experience, he 
confesses with a wry laugh, has left 
him wondering if he would have 
been better off staying put in 
Australia. But it is obviously only a 
passing thought because he is 
clearly straining at the leash to get 
down to the job in hand after his 
self-imposed learning period. 

He has made some tactical 
changes in staff, the last of which 
will be announced this week, but 
believes he now has the team to take 
EMI to what he hopes will be new 
heights of success. He has also 
spent a lot of time studying the 
problems particular to the UK music 
industry and has formulated some 
forceful views. 

He condemns current marketing 
of free gifts with records as "the 
scourge of the industry" and would 
like to see them outlawed from the 
chart. 

He would like to see the chart 
return to being based on 7-inch only 
records which are sold with no 
accompanying paraphernalia, and 
he advocates adding-in an element 
of airplay into the chart. 

He suggests that independent 
dealers should be given bigger 
margins to allow them to compete 
more fairly with the multiples. 

He intends to make the resources 
bl. EMI more openly available to 
smallei companies for pressing, 
distribution etc, and subscribes to 

the view that cassette prices should 
be kept down while the disc 
becomes the "hardback" of the 
record industry. 

He plans to play an active role in 
the BPI to improve the industry's 
image, and will lobby heavily to 
legalise home-taping — as long as 
there is a compensatory royalty for 
rights owners. 

Jamieson is one of the new breed 
of youthful music industry leaders 
who have emerged in the Eighties. 
He joined EMI in 1967 — "along with 
the release of Sgt Pepper" — and 
has been groomed in classic EMI 
fashion with spells in head office 
mixed with periods abroad in Spain, 
Greece and latterly Australia, where 
he was managing director of EMI 
Music, 

He has arrived at a pinnacle of his 
career — running the flagship 
company with EMI Music — at a 
time which, he admits, "couldn't be 
more difficult in the UK 
marketplace". 

"I'm concerned for the image of 
the industry," he says. "A lot of 
what I see depresses me a great 
deal I think there is as much to be 
done by every individual managing 
director on the industry's behalf as 
there is for their own companies. 
There must be action and unison at 
all levels of the industry. 

"We are fighting for a whole 
industry, not just for individual 
companies. At the moment the UK 
industry seems to be so absorbed 
with the fixation of the charts and 
competitiveness in the marketplace 
that we are in fact harming the 
industry. 

"I see many retailers being turned 
into sort of junk shops with arrays of 
free goods and paraphernalia which 
are not really connected with music. 
There is such a fixation with 

PETER JAMIESON: "The biggest 
record company in this country 
should be British." 
achieving chart placings for a 
narrower and narrower range of 
product that we are doing a dis- 
service to music as a whole and 
indeed to the dealers themselves. 

"Dealers may grab the T-shirt 
opportunities with open arms at the 
moment, but I am sure they would 
much prefer a more sensible 
approach to marketing and maybe 
increased margins which could be 
offered as a result of having to do 
less of this sort of marketing. It's the 
scourge of the British industry. 

"In the race to achieve chart 
positions so much suffers. You try 
to achieve a chart position higher 
than you deserve, but if you don't 
and your record is at 20 there are 
probably 19 records above it higher 
than f/7ey deserve." 

Jamieson candidly admits that he 
has no "universal panacea" to the 
problem, but he does wonder 
whether the chart could be made 
less "retail dominated" by 
introducing airplay into it. 

"You might get a more sensible 
chart if you equate other areas of 
achievement — ie, some 
compensation for turntable hits — 
for that music which people like to 
hear even if they don't buy it. 
Certainly the chart should reflect 
more musical popularity than just 
sales. 

"So often you hear people saying 
that the industry isn't producing the 
sort of music they like — in fact we 
are but it doesn't get a chance in the 
charts." 

Jamieson has also come round to 
the thought that the chart should 
only reflect sales of 7-inch black 
vinyl records, sold at the correct 
price "without any additional 
items". He isn't against T-shirts and 
other merchandising aids, but 
believes they should be sold as 
ancillaries, not with records. 

"If merchandising was treated as 
an extra rather than as a loss-leader 
maybe we could then increase 
dealer margins and that would be 
fairer to every dealer because they 
would all benefit," he says. 

"Let's face it, the provision of all 
these marketing and merchandising 
ancillaries, plus the time and people 
involved, is not the most efficient 
way to use our resources." 

Jamieson says he has great 
sympathy for independent dealers 
and would also like to help them 
compete in the High Street: "The 
discount structure employed by 
record companies hasn't been of the 
greatest assistance to indie dealers 
and I'm hoping to minimise some of 
the gaps. 

•77?e discount structure employed by record companies 
hasn't been of the greatest assistance to independent dealers^ 

"There is always going to be a 
volume-orientated differential, but if 
there is any way of minimising that 
differential we'll try and do it." 

He is also keen to make EMI's 
own vast resources more widely 
accessible to anyone in the music 
business who could use its services 
for recording, pressing, distribution, 
sales etc. 

"We operate in all facets of the 
music business and we want to 
attract anyone who may have been 
put off in the past by a 
misunderstood corporate image," 
he says. 

Does that mean that EMI is about 
to compete with the independent 
distributors like Pinnacle, Spartan 
and IDS? — "Absolutely," he 
enthused with relish. 

Jamieson's view on the home- 
taping front is that it should be made 
legal, "but the public must reward 
those people who contributed to 
that recording". And he is scornful 
of the attitude of the blank tape 
manufacturers: "They are short 
sighted and blind to the dangers. It's 
quite frightening." 

On that other perennial topic — 
prices — Jamieson says there is no 
way the industry could bring down 
prices without going bankrupt, but 
he foresees the industry having to 
settle for less volume at higher 
prices. He would especially like to 
see cassette prices kept as low as 
possible, subscribing to the view 
that cassettes should be the 
"paperbacks" of music, while 
albums are the "hardbacks". 

Looking to a future which could 
be dominated by the proposed giant 
conglomerate of PolyGram and 
WEA, Jamieson admits that "it's a 
hell of a challenge" but ends with 
fighting talk: "The biggest record 
company in this country should be 
British, not a large foreign 
consortium, and I am sure British 
artists will rally round and decide 
that they will more naturally find a 
home with a British company." 



The best selling album of all time now has a sequel. 
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FEATURING SONGS BY THE 

i Radio 1 Premiers. 

i Radio/TV/Press interviews with the Bee 
Gees, promoting the album, film and current 
single 'Someone Belonging To Someone'. 
7" RSO 96 and 12" RSOX 96. 

I Special disco nights in top clubs around 
the country. 

Order from Polydor s own distribution company: PolyGram Record Operations Ltd. Clyde Words, Grove Road, Romlord Essex, RM6 4QR Telephone 01-590 6044^/^' ^ f\ 

• National display campaign incorporating 
centre piece, posters and streamers. 

> Nationwide poster campaign. 
• Trade advertising. 

• Music and National press advertising. 

• Cinema trailer album tag. Film opens 
September 22nd in over 200 towns. 


