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Hypers face £50,000 fine 
The BPI committee investigat- ing attempted chart hyping has fined London Records a huge £50,000. And it has thrown down the gauntlet to would-be hypers that they could face even big- ger fines. If the PolyGram subsidiary does not pay up within 21 days, it wUI be expelled from the record companies' trade as- 

Rhythm King Records has been fined £5,000 (£3,000 sus- pended for 12 months). Inves- 

tigations into Virgin Records continue. The BPI says the penalties show its commitment to keep- ing the most accurate record charts in the world as clean as possible. The committee said it dis- covered "clear evidence" that the London single More by The High was deliberately pur- chased in an attempt to en- hance its chart position. While there was no evidence to link this with London, the company refused to co-operate 

with enquiries. And while it denied involvement in a delib- erate "buy-in" of the single, its objections to the evidence "do not have any substance", says the committee. The fine on London is believ- ed to be the highest ever im- posed by the BPI. BPI chairman and chairman of the enquiry Terry Ellis says: "This is a matter we have con- sidered with the utmost seri- ousness. The BPI will not tol- erate the existence and use of buying-in teams and wishes to 

issue a warning that the usage of such teams will be met by even more serious penalties." The investigation began on April 4 when chart compilers Gallup informed the BPI of ir- regular sales patterns for three singles: by The High on London, S'Express's Find 'Em Fool 'Em Forget 'Em on Rhythm King and Lenny Kravitz's Always On The Run 
A statement from London late on Friday denied the com- pany had failed to co-operate 

with the BPI investigation and expressed "astonishment" this "supposed non-co-operation" had produced a fine 10 times greater than Rhythm King's. But Rhythm King manag- ing director Martin Heath ex- pressed incredulity at the fine on his company. Heath says; "As far as I am concerned we have been exon- erated. How can we be fined? It's e will conclude its enquiry into the Virgin single within three weeks. 

Kiss fires 

Goddard 
Grant Goddard has been sacked as head of programm- ing at London incremental radio station Kiss FM despite steering the station to its weekly target of 1m listeners within six months of launch. Managing director of the station Gordon McNamee will take over the role he held in the station's pirate days. He will be assisted by head of mu- sic Lindsay Wesker and senior producer Loma Clarke. Despite the station's high audience figures, advertising revenue and sponsorship has remained low and the station runs at a loss, says Goddard. "The decision to dismiss me can only be seen as some sign of blind panic by the company directors," he says. Goddard predicts a period of managerial confusion over the coming months. 

MW on the move 
This week both MW adver- tising and editorial and ERA, compilers of our new release listings, moved to a new address: Eighth Floor, Ludgate House, 245 Black- friars Road, London SE1 9UR. Tel: 071 620 3636. Fax: 071 401 8035. The ERA fax number is 071 928 2881. 

Islands MD in 

obscenity row 
Island MD Marc Marot faces the prospect of criminal charges if the label goes ahead with the release of its new NWA album. Now retailers fear they too could be prosecuted under ob- scene publication laws. Scotland Yard has said it will seize copies of EFIL4ZAGGIN which Island plans to release today (June 3). But the fear of criminal charges has already led major chains HMV and Virgin to ref- use to stock the American rap group's album. "HMV will not be stocking it to protect staff from possible prosecution," says a spokes- man for the chain. Island has added a warning sticker to the parental advis- ory note included in the al- bum's artwork to ensure re- tailers are aware of the risks, says Marot. But he adds: "We are very disturbed that there has been this backlash." The obscene publications squad at Scotland Yard de- cided to act after a complaint from a retailer. The squad now wants to bring the matter be- fore a court. "Once we are aware of the 

: 

NWA: prosecution threat whereabouts of this material, it is likely to be seized. People may also be charged with pos- session with a view to publica- tion of obscene material," says a spokesman. Marot insists the album is not obscene and believes the police have overlooked its ironic intentions. "Island directors agreed that this goes to the boundaries of good taste but we decided to go ahead," he adds, Unstickered copies of the al- bum are being imported from the US, despite Island's at- tempts to block them. .HM Customs have been alerted and say any copies in- tercepted will be impounded. 

Son of RT opens for business 
The reincarnation of Rough Trade Distribution opens for business today (June 3) under the name, RTM. The new company, which has appointed APT as its sec- ond distributor to run along- side Pinnacle begins operating a week earlier than planned 

after its predecessor went into administration. APT is to take on shipping of KLE, Beechwood and Ulti- mate/Strikeback while Pinna- cle's labels will include Mute, 4AD and Situation Two. Pin- nacle takes the lion's share. Stores dodge RT debts, p4. 

Clhi©sini®v 

^7 

"I'M h MAN NOT A BOY" 
THE NEW SINGLE 

OUT NEXT WEEK order now through EM! on OBI 84B 9811 
Chrysalis 



BIG LIFE RECORDS 
announce that, 

with immediate effect, 
BIG LIFE product 

will be solely distributed 
by: 

POLYGRAM RECORD OPERATIONS 

TO ORDER PRODUCT: 
Polygram Record Operations Telesales: 081 590 6044 

Or order from your CONTACT PROMOTIONS 
representative as normal 

☆ 
THE ORB • A MAN CALLED ADAM - COLDCUT • YAZZ • DE LA SOUL D I fl 

DIGITAL UNDERGROUND • BLUE PEARL • THE SOUP DRAGONS IqS [« 
JUNIOR REID • ULTRAVIOLET • ASHLEY & JACKSON • 2 MAD ■ W 

BOBBY VALENTINO • SKIN LAGOON LIFE 
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NEWS DESK: 071-583 9199 NEWS 

HMV throws down a 

gauntlet to Our Price 
HMV is vowing to overtake Our Price as the UK's biggest music retailer within 18 months. As the Thorn-EMI owned re- tailer unveiled its new mar- keting plan last week, manag- ing director Brian McLaughlin said: "We are driven on by the fact that one day we are going to be the UK's number one music retailer. That day will come within the next 18 months," The 80-store chain already plans to open another nine stores by next April. McLaughlin says the hun- dredth will open in 1992. Our Price has 300 outlets, but HMV's boast a higher average area of 3,539 square feet. McLaughlin estimates that Our Price currently commands 17% of the UK recorded music market, with HMV at 15% and Woolworths at 13%. The 20 new outlets should easily tip the balance in HMV's favour, eHMV;s pledge comes as it 

McLaughlin: optimistic mounts a direct challenge to Our Price's dominance of co- operative advertising deals with record companies. At a presentation to 100 rec- ord company personnel on Thursday. McLaughlin reveal- ed details of HMV's return to co-operative television adver- tising after a six-year gap. "It's a nice warm feeling to see yourself on TV, but it isn't very cost effective if you only have 38 stores as we had when we came off it." Advertising in six TV re- gions will cover 85% of HMV 

stores, says marketing direc- tor David Terrill. "You can only stay out of TV for so long until you're out in the wilder- 
Co-operative deals are key to the new marketing plan, says Terrill, estimating the chain will run up to £3m worth this year. Around 70% of HMV's advertising budget will go on co-operative campaigns, he says. And a huge 40% over- all will go on TV, with press taking 30% and posters and radio taking up the rest. Last year 59% of the retailer's budget went on posters and radio, with 30% on press and 11% on solus TV. The new press and poster advertising majors on the line "Know HMV, Know Music", and abandons the copy-laden, ad-style of agency Chiat/Day in favour of a more dramatic graphic style created by specialist music industry agency Qd. Our Price buying and mar- keting director Tony Bennett 

acknowledges he is now in a head-to-head battle with HMV to remain Britain's biggest music retailer. "Inevitably the fact that they are going on TV means they will get some TV pack- ages that might have come our way. But HMV going on to TV won't bring a single extra person into the music market." Bennett is tight-lipped about his future plans but says: "I would be very sur- prised if HMV were ever big- ger than Our Price." HMV's nine new stores will be in Manchester (20,000 sq ft), Birmingham (20.000 sq ft), Kingston (10,000 sq ft), Ches- ter (6,000 sq ft), Dundee (4,000 sq ft), Leicester (10,000 sq ft), Chelsea, London (6,000 sq ft), Bath (4,000 sq ft) and Watford (7,000 sq ft). McLaughlin says: "Despite the recession, Thorn EMI has given us around £7m for the third year running to plough into the business. They clearly believe we have a future." 

BPI postpones 
classical Brits 
The BPI has postponed the classical version of its Brits awards show, which was due to have taken place for the first time this November. They stressed that the show will go ahead. A spokesman says, The status of the event is such that we would rather wait until we have got it just right before launching it." Rupert Perry, managing di- rector of EMI Records and chairman of the awards com- mittee, says: "We realised we needed more time to prepare — 28 November was only a 'e date anyway." 
MD Betteridge 
leaves Siren 
David Betteridge has resigned as managing director of Siren Records one week after AVL was merged with Circa. The label boss left on Friday seven years after co-founding the venture with Virgin. He is replaced by Steve Hicks, for- merly A&R director of the label. Circa MD Ray Cooper says he is sorry to see Betteridge leave and denied any sugges- tions of a rift, between the two. 

EMI boost for Thorn profits 
EMI Music achieved record re- sults for the third consecutive year outstripping all the other divisions of parent company Thorn EMI, The music side of Thorn's business enjoyed a boom year to the end of March 1991, with worldwide profits rising 19% from £91.6m to £109m. Turnover went up 15% from £883.6m to £1,016.2m, while Thorn EMI increased its in- come by just 2.5% from £3.57bn to £3.66bn with pre- tax profits falling 6.5% to £307.4m. Music was Thorn's best area of performance, with HMV also performing strongly in the UK and Canada, says 

chairman Colin Southgate. No breakdown of HMV or the UK music record company figures is available, but EMI worldwide president Jim Fifield says the UK remains a vitally important territory. It achieved record figures to re- tain sgcood position in the market behind PolyGram with an overall shareoT 4.1%, he 
EMI's worldwide market share has jumped from about 10% to 13.9%, he says, but PolyGram remains the third biggest music company in the world with just over 14%. Fifield admits that the suc- cess of Vanilla Ice, MC Ham- mer and Sinead O'Connor, 

who topped the US charts for 46 weeks last year, took the company by surprise. "We put our efforts behind them and knew they would break big but they exceeded our expecta- 
The company is looking to new acts such as EMF and Jesus Jones to continue the company's success, he adds. "The UK is the third biggest market but it is the second most important in terms of repertoire. Jesus Jones and EMF have just started; they are our current priority. It is great that while making rec- ord profits and improving our market share we have also got 

Shrinking value of gold discs 
CDs are cheaper than vinyl, and that's official. The BPI council meeting last Wednesday agreed to the introduction of album sales awards featuring the indus- try's dominant format, com- pact discs. And the good news for cost-conscious managing directors is that they will be up to 40% cheaper than the vi- nyl versions which will con- tinue to be available. 

Mike Wilson, managing di- rector of sales awards special- ists Framous, explains: "The reason is that the new format does not include the 24-carat gold spray on the disc which is used on the old 12 inch vinyl awards." The new officially-sanction- ed awards design features the original CD and its inlay card on a silver (60,000 albums sold), gold (100,000) or plati- 

(300,000) background. The biggest threat to the old-style awards, says Wilson, could be the disappearance of vinyl versions of albums that can be sprayed with gold. "It's an old chestnut that gold discs aren't the actual records," he says. "In 99% of cases they are. But with more and more al- bums issued only on CD and cassette it will be increasingly difficult for us to achieve." 

COMMENT 

No one can say the BPI has flunked its responsibilities after this week's extraordinary £50,000 fine on London Records for attempted chart rigging. The action sends an immediate message to everyone tempted to bend the rules that there is a line over which they cannot step without risking the severest penalties. The affair has provoked an unprecedented unanimity. Observers at its April meeting have reported being shocked at the vehemence with which leading figures attacked would-be hypers. These industry leaders are all too aware, however, that last week's verdict is far from the end of the matter. By taking such a strong position against chart hyping the BPI has set itself the unenviable task of rooting out abuse whenever it takes place. Reports that there are two, or even three, freelance buying teams available for hire suggest further actions may be necessary. Companies will need to embark on a wholesale re-examination of their trade marketing policies to ensure there can be no trangressions of the BPI code of conduct. It will be a costly and time-consuming process. Inevitably the industry runs the risk of bad publicity. It takes brave men to open such a can of worms. The BPI is showing it has got what it takes. 
So much for recession. Last week WH Smith revealed a f200m expansion of its record and video businesses; this week HMV pledges to snatch Our Price's crown as top UK music retailer with its own ambitious store-opening programme. Such competition can only further expand the market. It certainly helps put the prevailing atmosphere of doom and gloom into context. 
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Within the next 25 years cable will bring into each home everything from TV and radio, newspapers and books to telecommunications and computer games. A single format will be capable of recording this information. Vinyl and cassette together with other current formats will become obsolete. Even compact disc will have difficulty surviving the challenge offered by solid state technology. Digital signals carried by optical fibres will mean near-perfect visual and audio recordings. Music and film libraries providing a direct service to people recording at home will result in the redundancy of distribution companies, sales teams and record shops. A combination of rising manufacturing costs 
will make the demise of the pre-recorded artifact an economic'certainty. 
It may sound far-fetched but this technology is available now. The corporations behind these developments are aware that the commercial acceptance of new technology is software-led. Are record companies being slow to capitalise on this revolution? A more imaginative long-term approach coupled with an understanding of technological trends could solve many short-term problems and prepare the industry for the future. A move towards a single format makes business sense and CD seems the obvious contender. Intelligent pricing would encourage its rise and pave the way for laser disc and recordable CD. Inaudible coding would improve income policing and reduce administrative costs. Full support for the inevitable expansion of broadcasting would 
revenue and put the emphasis back on repertoire instead of the shifting of units. Technology is an opportunity, not an enemy. Peter Lawton is a freelance consultant to several record and management firms. 

NEWS 

Emap titles offer sales guarantee 
Emap Metro has taken the un- precedented step of making circulation guarantees on its two newly-acquired music titles, Kerrang! and Select. The move is aimed at reas- suring advertisers after Emap bought the titles from United Consumer Magazines — part of United Newspapers, which also owns Music "Week — in 

The purchase was unusual in that Emap already owned competitors to Kerrang! and Select in Raw and Q, and man- aging director Tom Moloney acknowledges advertisers 

$EIKI 

Select: circulation guarantee 

..ave been cautious. "I would rather we had not had to do it," he says. "But the aim is to reassure people." Significantly the guarantees are substantially less than the magazines' last audited ABC figures. The Select figure of 65,000 is 14% less than its last ABC of 75,689, while Kerrangl's 50,000 figure is 18% down on its previous 61,294 total. Advertisers will be compen- sated if either title fails to reach its guarantee, says Moloney. 

begins to co-ordinate the titles with their new stablemates. Emap has begun to distance Select from flagship monthly Q by switching it from perfect bound to a thinner saddle-stit- ched format. Select is still without an edi- tor although former Smash Hits editor Richard Lowe is now working on the title head- ed by acting editor Mark Ellen and art director Jonathan Sell- ers. Meanwhile Q advertising manager Monica Scott has been appointed as head of ad- vertising for Q and Select. 

Ad slump dents 

stations' profits 
Slumping advertising rev- * enues are hitting the radio in- dustry hard, according to in- terim figures from Capital and Metro. Capital's pre-tax profits fell 31% to £5m for the six months to the end of March compared with £7.3m for the same period last year. Turnover was down 13% from £18.2m to £15.7m. At Metro, pre-tax profits also fell, from £937,000 to £709,000, because of interest charges following its purchase of the Yorkshire Radio Net- last October. Yet trading profits rose 7% from £725,000 to £782,000 on turnover up 46% from £3.9m to £5.7m. Capital deputy director Philip Pinnegar, aging the group until a re- placement is found for former 

CAPITAL 
? 1548 AM 

Capital: £15m set aside 
MD Nigel Walmsley, says comparison between the two stations is unfair. The recession has hit differ- ent areas in different ways, he says. "Most people's national 
he says, "Local revenue for us is all the major chains in Re- gent Street and Oxford Street, as well as Wembley." Capital's national ad revenue fell by 8.6%, local by 34.6%. Retaining £2.2m profit for the period, Capital also holds nearly £15m in cash for use on 

acquisitions. "We are not des- perately acquisitive but we will be looking at opportunit- ies as and when they arise," says Pinnegar. Metro is enjoying a boom after boosting its ad sales team, says the group's chair- man and chief executive Neil Robinson. Since taking over YRN — which includes Hallam, Pennine, Viking and Classic Gold — revenue has risen by 14.5%. Local ad revenue has in- creased by 10.8% although na- tional revenue is down by 17% on the same period last year. • GWR Radio group reported a drop in interim pre-tax profits to £32,500, down from £454,400 in the same period last year. Turnover also droped to £3.4ra from £4m. 

Stores dodge RT debts 
Fears are growing that the fu- of Rough Trade Distribu- s smaller labels could be put in jeopardy by retailers re- fusing to settle their bills. Sources suggest some stores ■e taking advantage of the group's problems by delayingi ■ even refusing payment. But the company's adminis- trator, Phil Wallace, of KPMG Peat Marwick McLintock, has warned dealers they cannot es- ipe their liabilities. Wallace says: "It is very immon for this to happen in liquidation and administra- tion. But people must pay their bills. 'We will be just as deter- 

mined to pursue debtors as the company was — if not more so. We have the resources to pur- sue them with more vigour than before." John Best, the RT group managing director who will take the reins at the new dis- tribution company — now retitled RTM — confirms there have been some problems and they could escalate. "Collectively the music in- dustry will say they will hap- pily pay their debts, but indi- vidually any one shop will use any excuse to stop paying their debts," he says. The head of one of Rough Trade's small dance labels 

says concerns about poor cash flow will mount if retailers are slow in paying. "We already have debts of around £20,000, so money is very tight." "If some of the smaller labels don't go under, they will at the very least be badly stumped for cash." Similar problems were ex- perienced by some labels after dance distributor G&M went into administration last sum- mer, he adds. Former G&M accountant Joe Shepherd, now at Panther Distribution, says: "Apparent- ly it is a standard thing with administration, but in the mu- sic industry it seems worse. 

BCM rivals 
locked in 
legal row 
Brian Carter is continuing to run German dance label BCM despite the attempts of its owner to depose him. Entrepreneur Sam Klein- man, who controls 88% of the label, insists BCM's licensors should not deal with Carter. But Carter has refused to leave the label he built into a multi-million pound business on the strength of acts such as Technotronic. "In effect there are two BCMs," says Kleinman, presi- dent of US dance label Ro- mance Records. "There is one that 1 own and the one that Brian Carter thinks is his." Kleinman took over BCM after it ran into financial troubles earlier this year. Carter has issued a writ to prevent Kleinman circulating a document that alleges he mismanaged the company. "Legally we are at war but we respect each other as pro- fessionals," says Kleinman. 
Pickwick and 
Total omitted The Total Record Company and Pickwick Group were omitted in error from Music Week's May 18 listing of UK distributors and wholesalers. Total's product spans most categories with labels such as The Brothers, Swanyard, Mooncrest, A1 Records, Pulse 8 and Fly. Director Henry Semmence can be contacted on: 071-978 2300. Pickwick concentrates on classical, pop and easy listen- ing product, and its labels in- clude Virgin VIP, CBS CoUec- tors Choice, IMP Classics, IMP Masters, PWK Classics, Duet and Pickwick contact is sales services manager Mike Beglin on: 081-200 7000. 
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Police bust £4m 

pirate poster ring 
Counterfeiting investigators have cracked a £4m poster racket following a raid on a warehouse and print works in Sheffield. The operation, said to be the biggest in Europe, could result in the first court cases involv- ing poster manufacture and distribution since the law was tightened two years ago. Some 25 South Yorkshire CID detectives and investi- gators went into the works, a 55,000 square foot warehouse holding up to one million posters. Police seized 250 litho print plates and artwork and are examining the evidence before deciding whether to press charges. A decision is expected 

within the next month. It is believed the posters were sold outside concert venues and in shops across Europe. Police are probing the company's books to find out if accounts were held by any of the major retail chains. The raid, named Operation Semtex, was launched on May 23 by the Home Office-backed Counterfeiting Intelligence Bureau after an eight-month investigation. The Copyright and Designs Act of 1988 lays down a two- 
breach of copyright and a 10- year maximum for trademark offences. One of the investigators says: "This is the first search 

warrant which has been issued under the new law but we ex- pect there to be more. We are looking at several other 
Insp Bob Laughton, of South Yorkshire CID, says no charges are likely for a few weeks while Police investiga- 
The investigation was prompted by complaints from merchandisers including Winterland and Bravado. Margaret Naughton, licens- ing manager for Winterland says: "This is great news. It is an example of what is going to happen to a lot of other com- panies who infringe on our rights; this area needs clearing up." 

Hopes rise in PMi video row 

Pinnacle sales manager Steve Dickson, Snub TV producer Brenda Kelly and Kiss FM DJ head of music Lindsay Wesker will speak at the Umbrella Seminar in London on June 22 and 23. 
The Simple Truth fund is approaching its £20ra target despite Chris De Burgh's campaign single peaking at number 36 and campaign selling just 700 t-shirts. Some £3m has already been channelled into Kurdish relief, •according to a spokesman. 
Midge Ure and Benjamin Zephaniah are headlining a benefit concert in aid of Cyclone Relief for Bangladesh in Brentford on June 8. 
Baz Radio-TV is bidding to become the UK's first country Zhiusic incremental station by ^-applying to the Radio Authority to run an experimental weekend station in Basildon, Essex in July. 
Top European indie labels MNW Records and Radium 226.05 have secured their first formal UK distribution deals with APT distribution. 

Fiveash: internal promotion 
Sony shakes 
up pluggers 
Columbia has appointed Nick Fiveash as head of promotions to take over from Bobbie Coppen when she leaves to have a baby at the end of July. Fiveash, 34, has spent al- most four years at Sony, join- ing in September 1987 as TV promotions manager, later be- ing appointed senior TV pro- motions manager. ■ Previously a production manager for five years at BBC TV, Fiveash sees the appoint- ment as justification for his move to Sony, "Working at the Beeb, Sony did seem the type of company to promote from within." As part of the re-shuffie, senior radio promotions man- ager Amanda Beel also moves up to head the department. Current head of promotions Bobbie Coppen, 36, who took over the post from WEA in 1986, is expected to return to Sony on a consultancy basis at the beginning of 1992. 

Promoter Raymond Gubbay says his £2.5m production of Turandot at Wembley Arena this December could be the forerunner of a touring com- pany which would play sta- diums all over the world, writes Phil Sommerich. Gubbay expects to attract 85,000 to the 10-day run of the Royal Opera House's produc- tion of Puccini's opera. He says 

EMI music video label PMI ap- pears near to healing the rift with distributor EUK that has barred its product from the stores of Britain's biggest video retailer, Woolworths. But PMI proved the 

he hopes it will be the start of a continuing relationship with the opera house, which has a deficit of £2m. "There seems to be a good demand from all over the place," he says. "We are doing it because Covent Garden has found it is unable to deal with- in its own house with the de- mand from people wanting to 

strength of its sales base out- side the major chain with last week's number one success of Megadeth title Rusted Pieces. "It is a surprise number one without Woolworths," says PMI UK marketing manager 

"The musical and visual standards will be just as good as at the opera house if not better, because we are spend- ing a lot of money adapting the production to a bigger stage." The December Turandot will set the seal of a year of unprecedented activity from promoters in taking opera to bigger audiences. The most ambitious by far is 

Guy Warren. But EUK chief buyer Rich- ard Green says: "It is not a product we would stock." The distributor boycotted PMI after the label's hike in trade prices in march. 

Harvey Goldsmith who plans to attract up to 300,000 to his free Pavarotti In the Park in London's Hyde Park on July 30. He has his own seven- night run at Earl's Court from June 23 with Tosca. Meanwhile top promoter Victor Hochhauser has a pro- duction of Aida at Birming- ham's new 10,000 seat nation- al Indoor Area in October. 

The International Music Show will be held at the Olympia in London from July 10 to 14. The first two days will be trade only followed by two days of both trade and public. Phone: 071-730 7852. 
INR1 will be top of the agenda at the Radio Academy Festival at the International Convention Centre in Birmingham on July 23 and 24. Radio Academy chief executive Peter Baldwin and BBC network radio managing director David Hatch are among the speakers. 
Epic rounds off its Stranglers Greatest Hits campaign with a 90-second TV ad aimed at London dealers this Thursday, in which Hugh Cornwell and Jean Jacques Burnel have agreed to appear. 
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busting out with gj?e4tjune deals 
If I 

(CDTRL) 
TRLS (2CTRL) (CDTRL) 75 John Holt 
TRLS (ZCTRL) (CDTRL) 89 Bob Marie TRLS (ZCTRL) (CDTRL) 176 Various Ar 
TRLS (ZCTRL) (CDTRL) 221 Bob Marie 
TRLS (ZCTRL) (CDTTIL) 259 Various An TRLS (ZCTRL) (CDTRL) 260 Various An 
TRLS 270 (Vinyionly) Various Art 

Stock up to sell out in 
TRLS (ZCTRL) (CDTRL) 274 ; "The Birth of Ska" 
TRLS (ZCTRL) (CDTRL) 286 Various 
TRLS (ZCTRL) (CDTRL) 288 Nicky Th 
TRLS (ZCTRL) (CDTRL) 291 Various Artists 1 

TRPT (ZCTRP) (CDTRP) 100 Peter Tosh 
See your Revolver Distribution Rep, or call (0272) 541291 TROJAN (SALES) Ltd, 31-39 Camden Road, London NW1 9LF. Tel: 071 267 6899 . 

Promoters launch summer of opera 
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NAME: John William Beerling. BORN: April 12, 1937. PARENTS: Father — a market gardener. "He was a great radio enthusiast and used to build crystal sets." Mother — housewife EDUCATION: Sir Roger Manwood's Grammar School, Sandwich, Kent Qualifications: Eight O-levels and A-levels in Chemistry and Physics. 

CAREER: 1955 Conscripted to RAF. Became a presenter for forces radio in Aden and rar forces dance evenings. "I loved the music and realised this was for me," 1957 Joined BBC as technical operator. 1958 Promoted to studio manager. 1962 Producer in BBC gramophone department, "I produced Housewives 

Choice and worked with Dickie Henderson, Bruce Forsyth and later produced Terry Wogan's first BBC show for Midday Spin." 1967 Produced the first Radio One Breakfast Show presented by Tony Blackburn. 1970 Radio One executive producer. 1971 Wrote and produced the first Radio One documentary. "It was The Beatles 
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Behind Johnny Beerling's avuncular manner lies a tough operator 
who has put many a nose out of joint, reports Matthew Cole 

JPeople say 
if you sliced 
off the top of 
my head you 
would see 
the words 
Radio One 
running 
through if 

Story and I was able to travel the world hunting material." 1973 Head of promotions. "I was really head of balloons and gadgets." 1983 Head of programmes, Radio One. 1985 Radio One controller. "No-one gave me a brief for the job. All of sudden you are controller and don't really know what that means." 

"I love gadgets," says the controller of Radio One, eagerly punching the keys of his electronic organiser. Seconds later his expression turns to a frustrated scowl: "Oh damn, I've just wiped a telephone number that I needed." The man at the helm of the 
the slick, unflappable executive most would expect to find. In his grey slip- on shoes and pink shirt, he has more in common with the masses who flock to the station's seaside roadshow than with the music business executives who provide its soundtrack. Johnny Beerling is flattered by descriptions of him as Radio One on two legs and certainly seems to embody its unpretentious popular appeal. Yet Beerling has steered Radio One into a period of dynamic transition. His three-year battle for a 24-hour FM service has been won and the goal of a move to purpose-built premises is just two years away. Determined to meet the ILR challenge head on, Beerling has drawn up a "mission statement" for Radio One so uncompromising that it would make JR Ewing's chest puff with pride. But the strongest clue to Beerling's methods is not in his management style but the fact it is not his own. Beerling describes Neville Osrin, a commercial psychologist at consultancy Psycom International, as his "management guru". The "mission statement" — a shopping list of objectives — sprang from their sessions together. Osrin credits Beerling with "an extraordinary, intuitive sense of where to position himself in the market", but the forceful management maxims seem strange from a man whose manner is far from masterful. Perched on the edge of a lounge chair in his spacious office, his stare shifts from his hands to his coffee cup and out of the window — anywhere but into the eyes of his interviewer. It is hard to see in him the hard-nosed controller who introduced short-term personal contracts for producers virtually the moment he took over. Beerling explains the decision in a single sentence: "People thought they had jobs for life in the BBC. That can't be in the interest of a dynamic pop and rock station, so I ended it." It is the first taste of the clinical method behind the avuncular manner. Roger Lewis, Radio One's former head of music, is familiar with the Jekyll and Hyde nature of Beerling's management. "Johnny was never that ■ tough with people - that's why he employed bastards like me," he says. Within Radio One Lewis' appointment was likened to the arrival of a new mafia enforcer with Beerling cast as the smooth A1 Capone. But in reality Beerling's brand of paternalism is less like that of a Cosa Nostra Godfather than of a schoolteacher — the profession he set his sights on while studying A-levels. Conscription eventually opened the door to forces broadcasting after his dreams of being an RAF pilot were shattered when he failed the aptitude 

test. But, to a young fan of big band swing, radio seemed the place to be. Decades later, the 54-year-old Beerling's tastes veer towards folk-tinged rock and country but with the occasional dose of something harder. "I went to see Little Angels the other week and enjoyed it immensely," he says. But he readily admits he cannot maintain an enthusiasm for all of Radio One's musical output. 'That would be impossible," he says. This apparent contradiction in the head of Radio One has caused resentment in the music business, but PWL chairman Pete Waterman believes it is misplaced. "Music is not his job, that is why he employs people like Chris Lycett," says Waterman. "He is hated for it and people like to blame him when records aren't played but it is nothing to do with him and I am happy with that." Rob Dickins, WEA chairman, agrees: "It is like us running a label, you can't A&R every act. He employs people he trusts to do that for him." While he is not devoted to the music, Beerling's passion for radio is untarnished. "I was always fascinated by the technical side," he says. This interest has been manifested most recently in his efforts to promote RDS — the auto tuning system Beerling sees as a way of making radio "as easy to use as a television". The first to hunt down cartridge jingle players for the newly formed Radio One, Beerling has a magpie's eye for shiny new ideas. Most infamous of all his innovations was the Radio One Roadshow, an idea he pinched from an event he saw while on holiday in France in 1973. A former Radio One executive commenting on Beerling's tendency to scavenge ideas says: "The man has no shame." And if shame doesn't obstruct his lust for the latest gadgetry neither does convention. As a BBC producer in the Sixties his undercover trips to pirate radio ships nearly prompted a Sunday Times expose and brought a stiff dressing down from the first Radio One controller Derek Chinnery. The talent hunting trips offshore to bring Radio One up to date was a typically audacious idea — so simple many would never think of trying it. 'That's Johnny, he is uncomplicated," says Roger Lewis. "What you see is what you get." Lewis, a loyal ally of Beerling, believes his former boss is driven by a quest for novelty. From RDS to Osrin's performance management, "he is tickled by new ideas," says Lewis. But not all his former colleagues are as taken with Beerling's methods as the EMI classical boss. Former Radio One producer Tim Blackmore says plenty of noses have been put out of joint by unexpected appointments from outside Radio One, such as the recent recruitment of mainstream programme editor Paul Robinson from Chiltern Radio or promotions head Cahal Docherty from RTE. To them, the simplicity of Beerling's 

explanation must be infuriating. "If we want the best people we have to bring them here from wherever they may happen to work." He inevitably has detractors among those Radio One has "let go". Tony Blackburn was one of several ex-pirate jocks who came to Radio One under Beerling's supervision. Most report finding Beerling's habit of watching them work unnerving. Johnny Walker suggests that he was "a frustrated DJ", but Blackburn is less analytical. "It was awful. I had to ask the controller of the time to get him out of the studio," he says. The Capita] Gold DJ puts Beerling's overbearing presence down to clumsy insensitivity to the format, and believes Beerling has been cocooned by a "top heavy management structure" at the BBC. "He could never get on at a commercial radio station," he says. But Blackburn's head of music at Capital, Richard Park, disagrees: "He could have made a career anywhere. He has a great knowledge of the   business." As the man who brought big prize contests such as the £80,000 giveaway CashCard and £50,000 Sound Cheque competitions to Radio One by pushing the spirit of BBC rules to the limit, Beerling has a strong claim to the title conferred on him by Blackmore, one of his competitors for the controller's job in 1985. "He is the most commercial animal within the BBC," says Blackmore. Beerling admits he was "heavily leaned on" to quit Radio One for Capital at its birth. 'The reason I didn't get the job, I think, is that I overplayed the commercial side at the interview," he says. Perhaps commercial sense just did not seem to fit the Beerling personality. Mentioning colleagues and contacts he has as much to say about their homes and families as their professional life. His friendly interest in others often makes him sound like a village gossip. "He is a good bloke, it is as simple as that," says Johnny Walker. Perhaps, like his passion for fishing, this is a relic of the country upbringing enjoyed by this devoted fan of Yorkshire TV's The Darling Buds Of May. But Beerling is quick to admit he has sacrificed too much to his work. An Sam start is usual and the day doesn't end until 8pm, "If you are so dedicated to your job that it ruins a marriage there is obviously something wrong," he says. His recent separation has seen him move to a bachelor flat in Surrey Quays. Beerling likes to be ironic about his elevated position within the corporation, often adopting a mock BBC establishment accent. Yet he is sure he is in the right job. "People say if you sliced off the top of my head you would see the words Radio One running through it." As his influence grows stronger, it is perhaps more fitting to say Radio One has Johnny Beerling's name stamped all over it. gggg 
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