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The UK'S entry in the Eurovision 
Song Contest in Gothenburg on 
May 4 will be Love Is sung by 
Vikki Watson, who co-wrote it 
with American-born James 
Kaleth. The song, published by 
Logorhythms and released on the 
PRT label, won the A Song For 
Europe qualifying event on Good 
Friday by a wide margin. 

It scored 124 points from the region- 
al juries, and the runners-up were 
Dancing In The Night sung by Kerri 
Wells, written by Graham Sacher and 
Paul Curtis, published by Leonie 
Music and released by Magnet Re- 
cords (101 points), and The Clock On 
The Wall, Alvin Stardust, Peter Vale & 
Mike Leeson, C&D/Arlon Music/ 
Chappell, Chrysalis (90 points). 

The other Song for Europe finalists 
were I'm Crying, Peter Beckett. 
Jonathan Gregg, Barsongs. MCA; 
What We Say With Our Eyes, James 
Oliver (also the author), Jammy 

"Music, Ritz Records; Energy, Des Dyer 
(also co-writer with Clive Scott), Bel- 
size Music, no record label; Let Me 
Love You One More Time, Annabel. 
Graham Sacher & Paul Curtis, Graham 
Sacher Music, Magnet Records, and 
So Do I, Mike Redway & Fiona Ken 
nedy, written by Mike Redway, Arlon 
Music, MCA. 
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POLYGRAM RECORD Operations 
is to reduce its workforce at the 
Chadwell Heath distribution cen- 
tre by up to a third, with the loss 
of around 150 jobs, during the 
next 18 months. 

Director Bill Bryant said the re- 
dundancies are due to "impor- 
tant changes" being made in the 
operation of the warehouse 
which were aimed at improving 
the distribution service and keep- 
ing down costs. The jobs lost 
would be across the board and 
were being carried out with full 
consultation with unions and 
staff. It was hoped that the major- 
ity would be voluntary redundan- 
cies. 

CBS im® to 

break UK acts m Japan 

AN AGGRESSIVE new drive to break more British 
and international acts in the vast Japanese market is 
being spearheaded by CBS in the UK in conjunction 
with Epic/Sony in Japan and with the official backing 
of the British Embassy in Tokyo. And CBS says it 
welcomes participation from other companies in its 
activities. 

A series of presentations to the media and dealers 
in seven major cities throughout Japan later this 
month attempt to highlight the quality and variety of 
rock and popular music emanating from the UK 
today. 

A five-man Japanese film crew was in London last 
week interviewing record dealers, club owners, artist 
managements, and discussions are underway for the 
Gallup/BBC//Wl4/chart to be featured weekly on radio 
stations in Japan. Several Japanese TV stations have 
expressed interest in carrying entire British TV prog- 
rammes such as Top Of The Pops and The Tube. 

"The Japanese public have for a long time had a 
particularly dark image of the British music scene, 
especially after the emergence of punk and the 
outrageous fashion that came with it some years 
ago," says Aki Tanaka, Epic/Sony international rela- 
tions manager. "The intention of this campaign. 

under the heading UK Now, is to sweep away such 
image from peoples' minds and convey to the 
Japanese people that there is a healthy variety of 
high quality music and artists available in the UK 
today." 

CBS UK's international marketing director, Andy 
Stephens, who will be flying to Japan on April 13 to 
take part in the presentations, says one aim of the 
campaign is to try to short-circuit the "US route" to 
the Japanese market. 

"Traditionally Japan has looked to the US as its 
primary source of rock and pop," he says. "Many, 
although by no means all, UK artists have found that 
their Japanese fortunes only kick into overdrive after 
US chart success. 

"We are totally committed to supporting Epic/ 
Sony in every way we can in bringing UK music, not 
just CBS music, to the forefront once more in Japan. 
With the exception of Culture Club, Duran Duran and 
Wham!, the UK's recent share of the international 
market place in Japan has been relatively small. This 
is a determined effort to redress the balance. 

"I would be very interested to hear from any other 
international directors whose Japanese counterparts 
may be interested in participating in the campaign." 

THE CAREER of rock music's 
most enigmatic figure, Harry 
Nilsson, is about to receive a 
boost having signed a manage- 
ment deal with ex-property enter- 
preneur Gerry Hall — the first 
time that Nilsson has had a man- 
ager. Hall is negotiating a new 
recording contract and Nilsson 
will be recording in the UK in July 
for autumn release. And Hall 
claims that the singer, who has 
never performed a live concert, is 
now keen to do so, probably in 
London this summer. 
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C4 launches specialist series 

New shows for Tube spot 

S@rf Traiit team (swowes at C4 
LOOKING CHUFFED after completing the first Soul Train which goes out 
in C4's Friday Zone slot this Friday: Alan Marke (researcher), Jonathan 
Ross (researcher), John Cummins (C4 commissioning editor), Katie 
Lander (producer), Jeffrey Daniel (presenter) and Gordon Elsbury 
(producer/director). 

CHANNEL FOUR continues its 
innovative music-on-TV poli- 
cy with a new series of spe- 

. cialisl programmes on Friday 
evenings while The Tube 
takes a summer break. 

Under the umbrella title of Fri- 
day Zone, April 12 will see the 
start of what is claimed to be "the 
world's first heavy metal TV 
show," ECT (Extra Celestial 
Transmission), followed by Soul 
Train, based on the legendary US 
TV soul show. 

ECT is produced and directed 
by promotion video director 
Keith McMillan of Keefco and is 
shot live with an audience of HM 
fans in a London studio, using 10 
cameras and a E60,000 set. 

Soul Train is produced by Ac- 
tion Time which has poached 
BBC producer/director Gordon 
Elsbury, well-respected for his 
work on TOTP. Entertainment 

USA and Wogan, and presented 
by Jeffrey Daniel who stars in 
Starlight Express. 

Both shows have been lined up 
by C4's youth commissioning 
editor John Cummins who is also 
planning to screen Sixties pop 
show Ready. Steady, Go! 
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THER ASSOCIATED LABELS 

ROCKNEY & IMPORTANT 

ARE NOW DISTRIBUTED BY 

The Towertiell Group o! Companies sire pleased to aranoimce that as 

from April 1st all their product will he wailaWe through 

The EMI Distribution Centre, 

1/3 Uxbridge Road, Hayes, Middlesex UB4 OSY. Telephone Area A: 01-561 4646 
for Scotland, Northern England, Morlh Wales, Isle of Man. Area B: 01-848 9811 for Midlands & The North. 

Area C: 01-573 3891 for South Midlands, South Wales. Area D: 01-561 2888 for London, East Anglia, Kent. Area E: 
01-561 4422 for South London, Southern & South West England, Channel Islands. Northern Ireland Distributors: 

Solomon & Peres, 120 Coach Road, Templepatrick, Ballyclare, Co. Antrim. Telephone Templepatrick 32711. 
Music Sales, 13 Whinfield Lane, Greenisland, Carrickfergus, Co. Antrim. Telephone Whiteabbey 53161/65422 

TowerbelS Records Ltd., 11werson Road, London NW6 2QT. 

Telephone: 01-3281787. Tel®: 2S?§5i TOWBEC G 
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MADNESS' ZARJAZZ label has made its first long-term signing in the shape of North London trio. Charm . . 
School. The band's first single. Life's A Deceiver, is issued by the label next week, produced by Pete Wing field. 
Pictured seated in front of Carl Smyth and Suggs of Madness, are, left to right: Giovanni Orfino (keyboards), ' 
John Marshall (vocals/guitar) and Keith Higgins (drums). 
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PETER ANDRY, director of EMI 
Music's international classics di- 
vision, presents Andrew Lloyd 
Webber with a limited edition 
model of Nipper made by Gar- 
rard the Crown Jewellers, to 
mark the composer's birthday 
and the first 200,000 sales of the 
single Pie Jesu from his Requiem 
Mass. 

INSIDE 

NORWICH-BASED group Moving Fingers have signed a long-term recording and publishing deal with Sonet 
and pictured are Sonet's Richard Wootton, Dawn Leeder and Geoff Griffith of Moving Fingers and Sonet 
director Alan Whaley. 

FORMER UNDERTONES Damien 
and John O'Neill and Whistle 
Test presenter Andy Kershaw 
join Dawn Chorus to celebrate 
the first-ever cover of an Under- 
tones song — Dawn Chorus And 
The Bluetits' version of Teenage 
Kicks. The song, written by John 
O'Neill, is out on The Wonderful 
Musical World Of Chris Dixon 
label. 

© SINGLES CHART 15 
O ALBUMS CHART 26 
Airplay 12, 13. CD Chart 19. Clas- 
sical 19. Disco news/chart 36, 37. 
Europarade 18. Indies news/ 
chart 22, 35. LP Reviews 18. 
Music On Video 8-14. New Re- 
leases 16-25. Performance 23. 
Publishing 18. Singles Reviews 
22. Taking Care Of Business 28- 
34. US Charts 16. 25. 
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Inland Revenue Clark appeal fails 

Judge dismisses 

tax liil @1 ©lite 

THE TAX advantages of living abroad for a certain period of time have 
again been emphasised by the High Court dismissal of an appeal by the 
Inland Revenue in a case concerning Dave Clark, former leader of The 
Dave Clark Five. 

Mr Justice Nicholls rejected the appeal, stating that "Residence 
abroad for a carefully chosen limited period is no less residence abroad 
because a major reason for it was the avoidance of tax". 

The judge ruled that Clark was not liable for tax on £275,700 which he 
earned between 1978 and 1979 because he was out of Britain for the 
whole of that period, living and working in Los Angeles. His aim was to 
avoid income tax on $500,000 paid to him by a record company for 
some master tapes. By receiving the money in a lump sum in Britain just 
before leaving for the US, Clark also succeeded in not paying tax on it in 
America. 

The Inland Revenue claimed that Clark's stay in the US should be 
regarded as a temporary visit, and during that period he was still legally 
a resident in the UK and liable to pay income tax. 

However, the judge said there had been a "distinct break" in the path 
of Clark's life for just over a year. In that time, he had made Los Angeles 
his headquarters and had not returned to the UK. 
0 The Dave Clark Five, disbanded in 1970, scored a string of record hits, 
the biggest being Glad All Over and Bits And Pieces. 

i®S© iftlFD© boost % 

TV ffldi for ill ffllfciH 
A1 RECORDS is mounting a TV advertising campaign for Rose Marie 
Sings Just For You, the new album by the Irish TV/singing personality. 
Adverts will be running in the Granada and Scottish TV areas from next 
Monday (15) followed by TV-AM, and label boss Ray Levy said that the 
campaign will eventually roll-out nationally. Rose Marie, who has just 
been signed for management by Kennedy Street Enterprises, will be 
supporting Gene Pitney on his new UK tour. The LP is distributed by 
Spartan. 

BPI/AmstracS 

wrt «(§ 

set {f®[r June 
THE LEGAL battle between the 
BPI and UK hi-fi manufacturer 
Amstrad over tape-lo-lape 
copying machines for the con- 
sumer market is set to reach the 
High Court on June 10 and will be 
watched with considerable in- 
terest by the hi-fi industry around 
the world. 

Amstrad is applying for a dec- 
laration from the court that their 
marketing and selling of tape-to- 
tape machines is lawful. Last 
month Amstrad failed in its 
attempt to strike out a parallel 
action, brought by the BPI and 
Mechanical Right Society, in 
which Amstrad are the defen- 
dants. That action has been 
stayed pending the outcome of 
the June 10 hearing. 

Last week the court ordered 
Amstrad to disclose a number of 
documents relevant to the issues, 
including guarantee cards re- 
turned by its customers. 

The video hardware industry is 
also awaiting the outcome of the 
BPI Amstrad case. Domestic 
double-headed video recorders 
are now being made available in 
overseas territories, but have yet 
to reach the UK. 

Corrections 
TERRY DAVIS has not signed 
with Aorea Music, as we were 
previously informed (MW Pub- 
lishing, March 30). 
• The royalties distribution fol- 
lowing the Buffalo case totals 
$14m not $140m as stated by 
ASCAP (/WIV April 6). 
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TALKS BETWEEN the ILR stations ITV and Channel Four 
about a rival to Top Of The Pops based on tbenetwork 
chart are grinding on slowly - the majo stumbling 
block being the large amount of money that ILR be^eye® 
the TV rights are worth. The plan is for C4 to get a first 
bite at the chart in The Tube on Friday evening, followed 
by a new two-hour Tyne Tees pop/youth programme on 
Saturday morning, then ILR broadcasting the full char 
rundown on Sunday . . . meanwhile, negotiations for 
Gallup to bring forward completion of its chart so that 
Radio One can have a bang up-to-date Top 40 on Sun- 
days continue — but several labels fell for Gallup's April 
Fool joke announcing that for one week only the chart 
would be available at Sam Monday morning last week 
. . . and even more pluggers fell for an April Fool prank by 
Radio One's Dave Price who issued instructions that all 
promo people should complete a spoof questionnaire 
and supply passport photos for ID cards — the photo 
machine at Oxford Circus tube did brisk business before 
12 noon on April 1 . . . CBS took some persuading that 
the Thames boat it had hired for a Hits Album launch 
party on April 1 couldn't leave dock because of an 
industrial dispute — but 'twas true and party guests had 
to be bussed to Wapping Docks . . . Peter Jamieson now 
chairing the BPI's dealer liaison committee. 
INSTEAD OF selling Chipping Norton Studios, as plan- 
ned, Richard and Mike Vernon are developing its residen- 
tial facility and fitting a larger control room and a new 
live area . . . Keith Altham is donating his services as PR 
for the Band Aid Fund and has added Spandau Ballet and 
Jim Diamond to his (fee-paying) client list . . . Congra- 
tulations for positive thinking to PR Val Falloon who sent 
MW a photo of Deke Arlon signing a new deal with 
Chappell Music with three different captions in case 
Arlon Music songs Clock On The Wall or So Do I won the 
Song For Europe contest ... In a thrilling final of the 
Music Association Football League, MCA Records beat 
Virgin Megastore by one goal to nil, the winning goal 
being scored by accountant Paul Hillier in the second half 
of extra time . . . Quote by CBS Records' Don Dempsey at 
the NARM convention: "We'd rather be breaking many 
artists than be paralysed by 30m Michael Jacksons or 
20m Prince" - . . We are indebted to reader Doris Ket- 
tenhofen of Wuppertal, West Germany, for pointing out 
that the Chinese chart in the Wham! feature (March 23) 
was printed upside down ... In a whirlwind 24-hour trip 
to New York, Spellbound Records director Alice Spring 
signed a US deal for Manchester band National Pastime 
with Atlantic Records . . , Promo men Bob White and 
Roger Bolton, whose company is called Would I Lie To 
You?, wish to thank Eurythmics for the free plug. 
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From IRA MAYER 
HOLLYWOOD, FLORIDA: PolyGram will triple its previously anticipated 
compact disc production in 1985 to 25m units announced PolyGram's 
Emile Petrone at the NARM convention here. 

But it will be 18 months before there is sufficient manufacturing 
capacity to meet the demand for simultaneous release of recordings in 
LP, cassette and CD formats, added PolyGram's CD director Hans Gout. 

NARM delegates heard various views on the demise of the LP and the 
rise of the CD. RCA Records president Robert Summer declared: "We all 
have a stake in the winding down of the standard LP disc. If digital audio 
tape came along prematurely you'd have to all but run from the LP. 
Barring that, I think it will be an orderly withdrawal." 

PolyGram's Guenter Hensler thought it would be five years before 
CDs equal LPs in unit sales, and A&M's Gil Friesen cautioned against 
prematurely "putting the LP to pasture". 

However, Jack Ugster, of the 400-store Musicland chain, said that only 
36 per cent of his business in March was in LPs and he predicted that the 
LP would drop to 10 per cent of unit sales within five years. He warned 
manufacturers "not to push LPs on retailers". 

fFraffldl? PiS fiQDen&se' fined 
A PRS composer member was fined a total of £600 following a plea of 
guilty to three charges of falsification of accounts at Clerkenwell Magis- 
trates Court. Tony Evans, who is also a director of publisher member 
Mark Tyme Music, asked for 12 similar offences to be taken into 
consideration. 

The charges related to attempts by Evans to obtain royalties to which 
he was not entitled by claiming that only his musical works were 
performed on a number of occasions when in fact most of the perform- 
ance was of other works. The PRS had made no payments to Evans in 
respect of these claims. 

A PRS statement said that the society's detailed investigations of 
programme returns submitted for live public performance of music 
revealed that Evans was one of a very small minority of members 
attempting to influence the distribution of royalties for their personal 
advantage by the supply of programme returns containing false in- 
formation about performance of their musical works. 

Since December 1983, there has been a total of seven criminal 
prosecutions of PRS members for attempted fraud and/or falsification of 
accounts, all of which have resulted in convictions, including the present 
case. 

Mute spring releases 
MUTE RECORDS is lining up a batch of releases for the spring — the 
label's first since Depeche Mode's last single in October, 1984. New 
releases during April and May will include product by duo I Start 
Counting, Mark Stewart & The Mafia, Nick Cave & The Bad Seeds, Crime 
& The City Solution, Vince Clarke, Fad Gadget and Depeche Mode. 

A guide to Taking Care of 
Business starts on page 28 
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Deals 

EX-WHITESNAKE guitarist Bernie 
Marsden's band Alaska have 
signed a worldwide recording 
deal (excluding Continental 
Europe) with Bronze Records via 
London Pride Management. 
GERARD MANAGEMENT has 
launched a new label, Christabel 
Records, distributed by Making 
Waves. First release is an album. 
Long After The Night, by singer 
Loren Auerbach and guitarist 
Bert Jansch. 
SINGER-ACTRESS Mel Alexan- 
der has signed to Pinnacle- 
distributed Big Boy Records and 
debuts with a single. My Baby 
Drives A Ford Cortina. 
PARLOPHONE HAS signed The 
Pet Shop Boys to a worldwide 
deal and are in the studio record- 
ing a single. Opportunities (Let's 
Make Lots Of Money), for release 
in May. The band's single West 
End Girls was a hit in Europe last 
autumn and had airplay success 
in the US and Canada. 
CHERRY RED RECORDS has 
signed Zero le Creche who have 
previously had one single out on 
Flicknife. 
FORMER CLASH drummer Top- 
per Headon has been signed for 
management by Andrew Mac- 
Pherson's Macpherson Associ- 
ates company of Dover which is 
looking to negotiate publishing 
and recording contracts. Headon 
will be in the studio in April work- 
ing on a new album. 
JIVE RECORDS has licensed Win- 
ston Groovy's cover version of 
the Commodores' hit, Nightshift, 
from Sound City Records. 

Denon/Nippon 

CD catalogue 
THE NEW compact disc cata- 
logue issued by Denon/Nippon 
Columbia includes 170 titles — 80 
per cent classical, 15 per cent jazz 
and five per cent popular. New 
releases include Strauss and 
Lehar operetta sets from the 
Vienna Folkopera chorus and 
choir, the third volume of Debus- 
sy's piano works from Jaques 
Rouvier, and five CDs of Mozart's 
complete piano sonatas per- 
formed by Portuguese pianist 
Maria Joao Pires, 

Denon is also scheduling a 
batch of 200 new jazz titles on CD 
later this year, including Count 
Basie, Chick Corea, Quincy 
Jones, Dizzie Gillespie and Dave 
Brubeck. The first 20 titles are due 
in September. 
O Heavy Metal Records is releas- 
ing three compact discs between 
May and September — Magnum 
(FM), Multi-Story (FM) and 
Tangerine Dream (Worldwide 
label). 

S@OT©t musk pirauys 
strteB" somfireSs 
MOSCOW: Piracy of music from 
the West has caused Soviet cultu- 
ral officials to devise stricter con- 
trols over a chain of recording 
studios authorised to make tape 
recordings for private customers, 
according to the Soviet culture 
publication Sovietskaya Kultura. 

These studios came into being 
because of the limited range of 
catalogue offered by the slate- 
owned Mclodiya record com- 
pany, but complaints from the 
public and in the press allege that 
untrained staff at the studios are 
taping Western music and also 
performances at "fringe" con- 
certs and offering the unautho- 
rised recordings for sale at high 
prices on the black market. 

American 

Commentary 
■'"BBS' 

Stegfci diSemmiffl 

From IRA MAYER 
NEW YORK- Every time a new home entertainment technology 
comes along, record retailers have to decide whether or not to 
jump on the latest bandwagon. Sometimes there IS 

question - as with new music-only formats, even when some 
of these formats (quad, 8-track cartr'dgesl turn out to be losers^ 

There is, understandably enough, considerably more debate 
when the new technologies involve other than audio-only 
music. In the US, video games proved for the most Part,of 

ill-fit for record and tape stores looking to become home 
entertainment boutiques. ♦ ♦ af. 

Even at the height of the video game craze, most stores 
simply didn't have or want to acquire the hardware and 
expertise required to serve the computer software buyer. As it 
turned out, that was probably a wise decision in terms of 
long-range direction. 

Home video has proven a more sticky problem. Two and 
three years ago many record retailers entered the field, believ- 
ing that music video would be a magnet for new customers and 
a good way to expand the amount of business their existing 
client base did in the store. But a rental market developed 
which, while a potentially valuable traffic builder, required a 
different type of inventory investment and a high degree of 
service. Many early participants got burned, cut their losses, 
and left the business. Some of these dealers are now returning 
to video, and more are expected as record companies become 
directly involved in video distribution. 

The message offered by some of the more successful record- 
cum-video dealers at the recent NARM convention is music 
video doesn't warrant a record store entering the home video 
field, video generally — and the big box office hits, specifically 
— does. Music-orientated titles do better as a percentage of the 
business at record outlets than at video speciality stores, they 
seemed to feel, but the titles cited again and again as today s 
traffic builders were general interest box office hits, not concert 
tapes or clip compilations. 

In recent years, many of those general interest hits just 
happened to be music orientated. Also, as at video speciality 
stores, music tapes (and 8-inch laser discs) sell better (as a 
percentage of overall transactions) than hit movie titles — but 
not sufficiently to be a business unto itself. 

NARM has been encouraging its members to enter the home 
video market for some time, though the investment may be 
more than many could handle — $300,000 for an initial rental 
library, another $100,000 if they want product to sell, according 
to the heads of the Wharehouse and Sound Warehouse record 
chains. 

Video, however, wasn't the only new technology being 
touted to the record dealer at NARM. WCI's Stan Cornyn urged 
retailers to embrace CD technology, regardless of the program 
content that may one day adorn the software. 

Record stores are ready to embrace computer-interactive 
CDs, for example, with all the explanations and demonstrations 
they might call for. But then the current and next generation of 
record store employee will probably have more of an under- 
standing for the product (and not be as intimidated by it) as the 
salespeople asked to handle computer games a few years ago. 
The same is likely to go for home video. The key question for 
retailers, though, remains the same: which new technologies 
to support and sell? 

ISSN 0265 1W8 A Morgan Grampian pic publication 

music uiiH Incorporating Record ft Tape Retailer and Record Business 
Greater London House 
Hampstead Road 
London NW1 7QZ 
Tel: 01-387 6611 
Telex: 299485 MUSIC G 
SUBSCRIPTION RATES: UK C42. Eire Clrish54. Europe S108. Middle East. North Africa S143. US, S. America, Canada, India. Pakistan S168, Australia. Far East, Japan $190 
Subscriptions/Directory: 
Jeanne Henderson, 
Royal Sovereign House, 
40 Beresford Street, 
London SE18 6BQ. 
Tel: 01-854 2200. 
Printed for the Publishers by Ponsord Press Ltd., Gwont. Registered at the Post Office as a newspaper Member of the Periodical Publishers Assoc. Ltd., and Audit Bureau of Circulation. All material copyright 1985 Music Week Ltd 
Music Week is sold on condition that the pages containing charts will not he dis played in such a way as to conceal any pan ol such pages and it may not be resold without the same condition being imposed on any subsoguont purchase). 
EDITOR/ASSOC. PUBLISHER: 
Rodney Burbeck 
DEPUTY EDITOR/ 
INTERNATIONAL MUSIC 
PUBLISHING1 Nigel Hunter 
GROUP PRODUCTION 
EDITOR; Danny Van Emden 
SPECIAL PROJECTS 
EDITOR: Jim Evans 

NEWS EDITOR: 
Jeff Clark-Meads 
TALENT EDITOR: Chris White 
SUB EDITOR: Duncan Holland 
REPORTER: John Best 
RESEARCH MGR: Tony Adler 
ASSISTANT RESEARCH 
MANAGER: Lynn Facey 
ASSISTANT; Janet Yeo 
CONTRIBUTORS: Jerry Smith, 
Nicolas Soames, Alan Jones, 
Barry Lazell 
US CORRESPONDENT: Ira Mayer, 
c/o Presentation Consultants Inc. 
2 West 45th St, Suite 1703, NYC 
NY 10036. (Tel: 212 719 4822) 
AD MANAGER; Andrew Brain 
ASSISTANT AD 
MANAGER: Kathy Leppard 
AD EXECUTIVES: Phil Graham, 
Tony Evans 
CLASSIFIED MGR; Cathy Murphv 
CLASSIFIED ASSISTANT: 
Jane Norford 
AD PRODUCTION MANAGER- 
Karen Denham 
PRODUCTION ASSISTANT; 
Nick Scotlinq 
PROMOTIONS; Angela 
Fieldhouse, Ann Kember 
MANAGING DIRECTOR; 
Jack Hullon 
PUBLISHING DIRECTOR: 
Mike Sharman 

PAGE 6 



SANDIESHAW NO.l "PUPPET ON A STRING" 

BROTHERHOOD OF MAN NO.l "SAVE YOUR KISSES FOR ME" 

NOW 

K KB 

W 
I 

i?'. 

IV ■ i-. i. mm mwi 
wmm 
NVWN:'' 

mm 

w. 

sss'-s: 

o 
0 

u     '   -   — — — — — — — — 

THE THIRD WINNING ENTRY FROM P.FLT. r 326^3 
AVAILABLE NOW ORDERS TO PRECISION RECORDS & TAPES LIMITED 105 BOND ROAD, MITCHAM, SURREY CR4 3UTTELEPHONE: 01-640 3344 RECORDS 



MUSIC WEEKAPRIL 13 1985 

Acquisition drive 

for RCA Columbia 

RCA COLUMBIA Pictures Video is embarking on a full-scale local 
acquisition programme, announced UK managing director Steve Ber- 
nard. This is to supplement the flow of American source material. 

"We are one of the most successful international corporations in the 
UK video industry, and are more than happy with the material we are 
marketing in the UK, most of which is sourced through RCA Columbia 
Pictures International," he said. "But with an eye to the future, and with 
the intention of continuing to release regular packages of lop quality, 
well-balanced family entertainment, we are now prepared to discuss the 
acquisition of video rights from UK operations. 

"We don't intend to restrict our backing solely to mainstream produc- 
tions and established companies. We'd like to hear from independent 
production companies, up-and-coming film-makers, and simply people 
with exciting new ideas. Our discussions will be in the strictest confi- 
dence and we're fast decision makers." 

Interested parties should contact Bernard on 01-636 8373. 

Swiss If slips mw 
ZURICH: LOCAL record company members of the IFPI have stopped 
supplying video clips to Swiss TV until the station agrees to pay for their 
use. 

The ban has been prompted by similar action last year in Germany 
and Austria which resulted in payment agreements with the TV author- 
ities in those countries, although most German and Austrian record 
companies regard the tariff as "inadequate." 

Swiss TV (SRG) claims that video clips are marketing tools of the 
record industry which should pay for the promotion of its own product. 
The IFPI, which is demanding $35 per time for the use of clips, retorts 
that their use does not necessarily boost record sales and points to the 
current stagnant state of Swiss disc sales. Record retailers disagree with 
this theory, and major Swiss chains are offered video programmes by 
the big distributors as a regular in-store marketing service. 

Video production is just getting underway in Switzerland, and is still 
on a low-scale budget. Producer Peter Grau comments; "Most local 
bands have small financial resources, so many video studios are 
prepared to produce clips for less than $3,000." 

Q 

KOOL & THE GANG 

iiubpssy back 

ist! videos 
EMBASSY HOME Entertainment 
has acquired 14 music titles from 
PolyGram Music Video, headed by 
the release of Kool & The Gang 
— Tonight. It carries a trade price 
of £13.50 and is being abked with 
ads in Smash Hits and NME. 

The 85-minute programme re- 
corded in May 1984, includes 
Ladies Night, Get Down On It, 
Joanna and Let's Go Dancing. 

Commenting on the release, 
Embassy's Peter Scott said: "We 
are delighted to once again have 
an active involvement in music 
video. Dealers can look forward 
to a regular flow of quality music 
product from Embassy in the 
future." 

Echo rush-release 
HENDRING IS rush-releasing the 
Echo and The Bunnymen video 
EP, Porcupine. It was filmed on 
location in Iceland and Liverpool, 
runs for 20 minutes and carries a 
suggested retail price of £14.99. 
Tracks are as follows: In Blue 
Skies, The Cutter, The White De- 
vil, Porcupine, Heads Will Roll 
and Back Of Love. 

Promo costs fear 
CONCERN ABOUT the soaring cost of music promotion videos has been 
expressed by David Simone, managing director of Anola/Ansta Re- 
cords. He highlighted a dilemma confronting most record company 
chiefs these days in as much as Arista "is committed to signing visually 
exciting acts able to be equally exciting when performing live , and an 
accompanying video is now virtually de ngueur for each release. 

"The cost of videos is frightening," said Simone. Rock videos were 
almost a British invention, but what is worrying is that we re selling only 
marginally more records now that we did five years ago, and the cost of 
videos comes out of budgets based largely on a pre-video situation. 
Video costs are escalating out of all proportion. 

Reviews 
JOE COCKER: Mad Dogs & En- 
glishmen. RCA Columbia. Dealer 
price: £13.50. 
An enjoyable slice of rock history 
— The Mad Dogs & Englishmen 
tour, as the sleeve not on this 
programme says, stands today as 
one of the most dramatic visual 
records of a tour and a time and 
"defines the spirit of a generation 
in much the same way as Wood- 
stock and The Last Waltz." As 
well as the erratic Cocker, Leon 
Russell and Rita Coolidge are 
among the featured artists. At 
118 minutes and incuding Delta 
Lady and With A Little Help From 
My Friends plus more than 20 
other numbers, interviews, back- 
stage shots etc, this is excellent 
value for money and should 
attract a fair share of ageing hip- 
pies our of the woodwork and 
into the record/video stores. JE 
VARIOUS ARTISTS: Rock and 
Roll The Early Days4 RCA Col- 

fi'umbia. Dealer price: IriTETtT 
(iDocumentary style programme 
[ which traces the birth and early 
I development of rock 'n' roll, 

through some most entertaining 
and informative archive footage. 
As you would expect, plenty of 
big names are on board, includ- 
ing Presley, Bill Haley, Chuck Ber- 
ry, The Everly Brothers, Buddy 
Holly, some lesser known ones as 
well, plus some of the characters 
responsible for bringing the then 
new music to the wider audience 
it was to rapidly attract, such as 
Alan Freed and Sam Phillips. 
Should prove a steady seller. JE 
PRINCE: Purple Rain. Warner 
Home Video. Dealer price: 
£37.50. 
In view of the price, this is 
obviously more of a rental pros- 
pect rather than a sales item. As 
well as the title track. Prince and 
his band The Revolution give 
lively performances of Let's Go 
Crazy, When Doves Cry and I 
Would Die For You. The storyline, 
that old favourite of a young 
hopeful trying to make it in the 
music business — is stronger 
than the average rock movie. 
Rolling Stone magazine saw fit to 
describe it as "the smartest mast 
spiritually ambitious rock 'n' roll 
movie ever made" — Slightly 
over the top but then so is Prince. 

JE 

IF ITS UNA TURNER, ITS 

IF ITS BRYAN ADAMS, ITS i 

HUT WHATEVE1 IT IS, SF UTS 

MUSIC ON YIDEO ITS ALL AT 

V- 

& P 

LJgHBl 

RECORDS & TAPES VIDEOFILflS 
HOME COMPUTER SOF 
LASERVISION DISCS 
TELEPHONES MUSIC 
ACCESSORIES BOOK, 
COMPACT DISCS H0N 
COMPUTER HARDUAR 

FILMS <-0 s* COMPUTER HARDWARE & SOFTUARE 
a //^J-SSORILS COMPUTER HARDWARE // " !! \REC0RDS & TAPES VIDEO FILMS 

4 // O j O Vpv HOME COMPUTER SOFTWARE 
// LASE:RyISI0N DISCS 
messtes WWW PWW Wf - RECORDS & TAPES 

841 HARPQW ROAD HARL6SDEN 
ORDER DESK 01 969 8344 
FAX 01 968 5432 

THE BEST RANGE 

OF MUSIC VIDEO 

TITLES AROUND 

PHONE 01-969 5255 POK 

YOUR CATALOGUE — NOW 

'■ > 

PAGES 



MUSIC WEEK APRIL 13 1935 

THE MOVE towards satellite and 

coble TV has wide ranging implica- 

tions for all forms of entertainment 

not least music videos. 

Call® ©ipieii®®] 

— WQi©®Fi 

□ N APRIL, 1982, European broadcasting took its first step into 
the space age with the inaugural two hour transmission from 
Satellite Television in London. The signal, fed to the Orbital 
Test Satellite some 20,000 miles in space, was received by 

rather less than 200,000 cable homes in Norway and Finland. 
Sky Channel reaches 3m homes in European countries, in- 

cluding 135,000 in the UK. It currently transmits 10 hours of 
programming each weekday and 11V2 hours on Saturdays and 
Sundays. The channel forecasts reaching 7,120,000 homes by 
the end of this year and just under 10m by 1987. 

In the UK, cable now passes by just under 1 m homes, not all of them 
hooked up. The growth of new systems — high-tech, 16 to 32 channel 
cable networks — has been hampered by licensing problems and 
difficulties in raising finance. However, cable franchises have been 
awarded in 11 areas and five more are due to be advertised this month. 
In addition, it's expected the Government will soon allow the transmis- 
sion of satellite channels on SMATV (Satellite Master Antenna Televi- 
sion, otherwise known as mini-cable), which would serve blocks of flats. 

Despite the problems facing cable system operators, many observers 
— among them, presumably, the British Government — feel that the 
growth of the new media is inexorable Already there are six cable 
channels in the UK, with at least three more set to launch this year. 
Additionally, there is nothing to stop British cable transmitting foreign 
satellite channels: the first of these — TV-5 from France — began 
transmitting to bemused cable viewers in Swindon only last month. 

The new UK channels currently operating probably typify the shape of 
television to come. There are two film programmes. Premiere and 
TEN—The Movie Channel, which are available to cable subscribers for 
an additional monthly charge. There is programming for kids on The 
Childrens' Channel and for armchair sports fanatics on Screensport. 
There is Sky, now controlled by Rupert Murdoch, which is a general 
entertainment channel with a heavy emphasis on music programming. 
And there is Music Box, the European answer to America's MTV, which 
broadcasts as much as 50 minutes of video clips in every hour. 

Sky and Music Box exemplify the importance of music in the new 
scheme of things. Music videos are a relatively cheap form of program- 
ming. notwithstanding the fact that both Sky and Music Box pay for 
transmission rights. They appeal to a young audience, which, for 
advertiser-supported channels, is of major importance. They're interna- 
tional, in that language is secondary to the music. And, most important 
of all, they're popular. 

Sky's programming strategy is an adaptation of an American 
television practice known as "stripping" which — in simple terms 
— reserves the same time slots each night for specific types of 
programming. Behind this notion is a schedule planned around 

the probable audience; hence, kids' programming starts in the after- 
noon when the children gel back from school. That leads into a series 
designed to be viewed by mum and the kids in the early evening, which 
itself leads into more male-orientated programming when dad's back 
from work. In theory, you need never change the channel. 

Sky's chosen medium for reaching kids is music. It broadcasts two 
and a half hours of music videos and music-orientated magazine 
programmes, under the collective name of "Sky Trax", every afternoon 
from 3.00 to 5.30. The programme begins each day with a 45 minute 
segment, made up of pop videos, quizzes and guest stars from the music 
world. The next two segments vary, but are generally targeted at the 
older children and teenagers and include a live weekly soul show, AOR 
slots, heavy metal segments, the US Hot 100 and the UK Top 50. This 
latter is transmitted on Tuesdays, two days before Top Of The Pops. 

Sky has purposely avoided the MTV Top-40 style, opting for a mix of 
personality shows and magazine programmes. Music Box broadcasts 
music all day from seven in the morning to lam, with concerts and 
specials at weekends. In its advertising it calls itself "video radio" and, 
like radio, can be received in stereo in some areas. 

Music Box was, originally, broadcast in the music slot on Sky. It 
became a channel in its own right last year when it began transmitting 
via ECS-1 to the UK and the Continent. In six months it had achieved a 
penetration of 1m homes in Europe (most in Holland) and is now 
targeted to reach 4m by the end of the year. Recently it began 
broadcasting to the 95,000 home cable system in Helsinki, and is 
reportedly considering offers to transmit its signal to Hungary, Yugosla- 
via and Iceland, among other countries. At some point this year it will 
begin broadcasting 24 hours a day, becoming Europe's first round-the- 
clock TV service. 

The audience impact of the new media is as yet hard to gauge. Some 
research has been carried out but, given the nature of pan-European 
broadcasting, is difficult to put in perspective. In November last year, 
Sky released figures that ranked it as the third most viewed channel in 
those homes in Holland and the UK able to receive it. In Britain, that put 
it ahead of both BBC and Channel 4. Music Box has released its own 
figures carried out by an independent research organisation, that rank it 
the most popular satellite TV channel in the UK, Holland and Germany. 

Demand is the basis for any change. The tentative step that began 
three years ago with the launch of Satellite Television may yet revolutio- 
nise European TV, bringing more diversity, more channels and, inciden- 
tally, more music videos, into homes throughout the Continent. 
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CHARLES LEVISON, chief ex- 
ecutive officer of Music Box, 
the UK's only all-music cable/ 
satellite TV station gives 
some straightforward 
answers to straightforward 
questions about a complex 
and ever-changing subject. 

How would you describe Music 
Box? 
Music Box is a music television 
channel. It doesn't really matter 
how it gets to people, whether it's 
broadcast television, cable televi- 
sion, or satellite television, it is a 
television channel. It's a Euro- 
pean TV channel, with an audi- 
ence throughout Europe from 
Helsinki to Madrid. We don't aim 
to do anything other than to 
transmit music. Our programmes 
are aimed at a 15-25 age group 
which is the primary audience, 
but it has also got important 
secondary audiences down to 
seven and eight year olds, and up 
to 40/45-years-old. 

It's essentially pop music and 
essentially pop videos. But while 
in a sense it is modelled on MTV, 
it's also modelled on radio One. 
However, we are developing our 
own format of programming. It's 
not just videos one after the 
other. There are programmes 
with distinct formats-specials on 
individual artists, concert hours, 
chart hours. 
How long has it been transmit- 
ting? 
We've been transmitting as our 
own channel since July 12 1984. 

We started first of all by doing 
hour-long programmes on Sky 
Channel back in February last 
year. 
Who owns Music Box? 
It's actually a separate company 
called the Music Channel Ltd, and 
that's owned by Thorn EMI 
Screen Entertainment, the Virgin 
Group and Yorkshire Television. 
Have you learned a lot from M TV 
in the States? 
That's a very successful opera- 
tion, and we have learned a lot 
from them, but we've also 
learned much ourselves. We 
have to make our programming 
much more cheaply, because our 
potential audience is much smal- 
ler than theirs, we have to spend 
less on marketing for the same 
reasons; and we have to address 
a very different audience — the 
European audience is a very 
different one to the American 
one. Musically it's quite different. 
You'll find more hard rock on 
MTV than on Music Box. We play 
more black music, more reggae, 
and we obviously play European 
acts that are not getting played in 
the US. Our programming is spe- 
cifically directed at the European 
audience. 
Can you estimate the current tot- 
al audience for Music Box? 
In January we were in just about 
1m homes, which means the 
potential viewing audience was 
about 2.5m. That's made up of 
around 500,000 in Holland, 
100,000 in Norway and the same 
in Finland (which came on stream 
in February), another 100,000 in 

- • 

CHARLES LEVISON of Music Box 
Austria, just over 100,000 in the 
UK, 200,000 in Switzerland, 20/ 
30,000 in Sweden, 100,000 in Ger- 
many. 
There is some confusion about 
cable and satallite — how does 
Jo Public go about getting Music 
Box? 
What we are transmitting 
through is what is called a com- 
munications satellite, that's prin- 
cipally intended for cable dis- 
tribution, so that the cable owner 
would pick up the signal, which 
we transmit from London. It goes 
up to the satellite, and comes 
down to the dish which is usually 
about three or four foot across, 
which the cable operator has at 
what's called his head-end, and 
he then transmits the signal 
through his cable to his various 
subscribers. The main intention 
is to distribute the -programme 
that way. But it's perfectly possi- 
ble to pick up if you have a satel- 
lite dish yourself in the garden — 
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Your video tapes arrive from the duplicator and 
that nagging doubt begins. Will the quality be as 
good as the onginal? Have they followed your 
instructions exactly? 

At Videoprint we do the worrying for you. Every 
single tape is checked three times for the quality of 
both sound and vision. Nothing leaves us without 
being checked against duplication, packaging, 
distribution or delivery instructions. 

So the next time you're just about to send off a 
tape for duplication and you think it will return with 
those nagging doubts, ring Simon Valley or Bob 
Francis at Videoprint on 740 7676 and let them worry 
about it. Videoprint Ltd., 2a, Askew Crescent, 
London W12 9DP. Telex: 935100. 

The Bulk Duplication & Distribution Service 

Independent committed and keen. 
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you can pick it up direct and have 
it straight into your own home. 
There aren't that many of those 
dishes around at present because 
they cost so much. But it will be 
possible in say another two or 
three years time that a large num- 
ber of our viewers will be either 
single homes or blocks of flats 
with their own dishes on the roof 
rather than being connected to 
cable systems. 

There has been a lot of bad 
press about cable. But we are not 
linked exclusively to the cable 
market, certainly not in the UK. 
There is a lot of cable already in 
the ground all over Europe. 
Do you see the audience in this 
country developing as individual 
subscribers rather than through 
mass cabling? 
Cable and satellite are two com- 
plimentary things. They are really 
just different methods of distribu- 
tion, and the popular press has 
got terribly confused about the 
issues of cable and satellite. 
Cable is just one method of get- 
ting things to you in your home, 
its particular advantage is in fact 
its ability to get very high quality 
reproduction and its ability to talk 
back — you can have a computer 
or whatever at your home, so you 
can send messages back to the 
cable head-end — but that's not 
really an area that Music Box is 
involved in. But it will be cheaper 
to gel Music Box by cable rather 
than to put a dish in your garden. 

I think what will happen is that 
cable will develop in most urban 
areas, and satellite dish reception 
will be the method of receiving in 
rural areas. In small villages 
you'll probably get in effect a 
small cable system. There's no 
reason why you can't have just a 
dozen houses in a village with 
one satellite dish linked up by 
cable. I think that kind of system 
will come in more and more as 
people realise the wide variety of 
programming that's available to 
them. At the moment you can get 
two film channels, a sports chan- 
nel, Sky Channel which is general 
entertainment, ourselves and a 
childrens channel. That's all in 

addition to normal broadcast 
television. It's a surprisingly wide 
variety of entertainment. 
Do you believe there is room for 
18 hours a day — and in the 
future 24 hours a day — of music 
video? 
It's like radio. Music is the essen- 
tial lasting factor. The visual im- 
ages may not have as strong a 
lasting quality. There is the dan- 
ger of burn-out. There needs to 
be more discussion about satura- 
tion and where the videos are 
being put out. I remember end 
less discussions at the BPI about 
the saturation of radio plays. It 
was something the record indus- 
try needed to pay attention to, 
possibly not so much now be- 
cause the number of outlets for 
the music has increased, But with 
video we have to be careful — 
careful not to play things too 
often. The record companies 
have to be careful about where 
they place their videos, what kind 
of restrictions they put on them. 

I would argue strongly in 
favour of them actually seeing us 
as their champion in a sense. We 
only exist by virture of our rela- 
tionship with the record com- 
panies, the music publishers and 
the artists. We see ourselves as 
being in partnership with the 
music industry — and that's diffe- 
rent from any other channel, and 
that's why I don't name Sky 
Channel as being in competition 
with us. They are only competi- 
tion in the sense of being an addi- 
tional television channel. They 
are not in competition with us as 
a music channel, because their 
music is only really 2.5 hours a 
day of their total output, they are 
using music programming in a 
perfectly justifiable way as a part 
of an overall general entertain- 
ment package whereas we are 
wholly music, and therefore need 
to work closely with the music 
industry. 

We have to balance our profita- 
bility and their income against 
the appropriate exposure for 
their product. 

TO BE CONTINUED. 
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bandwagon 
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