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Ireland to get Gallup chart 
The Irish record industry is to get its own UK-style chart compiled by Gallup after a six- figure investment by the Irish Federation of Phonographic Industries (IFPII. The IFPI has bought 70 data-collection machines from the UK's BP1 which will be used to compile 50 position singles and albums charts. 

The republic currently has a 30 position singles chart and 50 positions of albums, which are compiled from ship-out fig- ures from distributors. IFPI chairman and Warner Music managing director Peter Price says, "I have al- ways felt the only way to com- pile a chart is to base it on someone walking into a shop 

very exciting move for us." He adds that the organis- ation will be seeking sponsors for the charts, but stresses that negotiations are in the early stages. Bob Douglas, general manager of HMV in Ireland, says the new chart will be a big improvement on its prede- 

cessor. "That was nothing but a joke," he says. "It did not re- flect sales over the counter." Gallup, which has signed a three year deal to produce the charts, is already running a test of the new system after in- stalling machines in six stores in the Dublin area. Target date for the new-look charts is the second week in January. 

Douglas warns that the speed of the new chart will mean fundamental changes for the Irish record business. Record companies, in particu- lar, will have to work harder on distribution and meeting release dates. "Some of them will have to pull up their socks," he says. Charts feature, see pl2 

CIN spots sales up-tum 
i bottoming out, according to GIN figures for the third quarter. Weekly statistics for the third quarter show the first rise in albums and singles sales this year. Singles sales of around 14.7m between July and Sep- e 2.175 n the same quarter last year, says GIN. And albums sales were 3.7% up at 21.2m units. The effect of Wool worth's in- troduction of EPOS means ac- tual growth in albums may be as little as 1.2%, but neverthe- 

less it is the first such growth for five quarters. The figures will encourage both record companies and re- tailers, who have been suffer- ing the worst trading condi- tions for a decade. GIN chief executive Adrian Wistreich points out that the year-on-year comparison may be misleading because the third quarter of 1990 was down around 5% on the same period on the industry's record year, 1989. They also cover a period in which a small number of prod- 
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Top Of The Pops presenters Tony Dortie and Mark Franklin enjoying the atmos- phere at rehearsals for the new-look show. The 28-year-old show moved to BBC's Elstree centre on Thursday with a new set of rules governing appearances. Plug- gers have been delighted with the format. "It makes it more accessible," says Guy Holmes of Gut Reaction, who placed Stevie Wonder's video as the show's first exclusive. And Neil Ferris of Ferret and Spanner comments: "It is great. It had become bland and this toughens it up." But producer Stan Appel insists rre. "All 1 v vailability," he sa 

ly high proportion of sales. Sales of the record-breaking Bryan Adams single, (Every- thing I Do) I Do It For You were equivalent to around 8% of the entire market over the 
But the figures clearly show the industry regaining some of the ground lost over the past 
GIN projections for Charts Plus out this week suggest to- tal UK album sales will return to 1989's pre-recession level of 163m units by 1994, 

Winter goes 
bankrupt with 
debts of £1m 
Former K-tel UK chairman Ron Winter has been declared bankrupt with debts totalling .Elm. The bankruptcy petition, presented to the High Court in London on October 3 by K-tel Entertainment (UK), was for debts in excess of £100,000 re- lating to Winter's companies Classique Records and the Whittington Entertainment 

In a statement K-tel says Winter guaranteed the debts from these companies when he bought the UK arm of K-tel in September 1990, renaming it European Artists and Entertainment. The company went into re- ceivership six months later. 

Radio Authority to quiz Jazz FM 
The Radio Authority i vestigate complaints from lis- teners about Jazz FM's new format, which includes artists like Sting, Sade and Eric Clapton. The authority admits it has received a number of formal letters of complaint and tele- phone calls since the change two weeks ago. Jazz FM has asked its share- holders to consider granting Classic FM's request for a 14- day extension to its option to take over the station, which 

able tc money to acquire Jazz at an all-day meeting last Monday. A spokesperson for Classic says investors had to be as- sured that "Jazz could stand up on its own". Jazz FM MD John Bradford says "whenever anything changes, people complain. There has been an equally- wide level of appreciation of the service". See Media p27  



YOU'RE THE TOPS! 

Congratulations to these PRS writer and publisher members who were 
honoured at the annual ASCAP London Awards on the 3id of October. 
Their hit songs were among the most performed in the U.S. in 1990. 

WRITER OF THE YEAR 
PHSL COLLSNS 

PUBLISHER OF THE YEAR 
HIT AND RUN MUSIC (PUBLISHING) LTD.. 

ALL AROUND THE WORLD 
Lisa Slansfield Ian Devaney Andrew Morris BMG Music Publishing Ltd. 

ALL I WANNA DO IS 
MAKE LOVE TO YOU 

Robert John "Mull" Laugc 
Zomba Music Publishers Lid. 

ANOTHER DAY IN PARADISE 
Phil Collins Hit and Run Music (Publishing) Ltd. 

BACK TO LIFE 
Simon Law Bcresford Romeo EMI Music Publishing Ltd. Virgin Music (Publishers) Lid. 

CLOSE TO YOU 
Maxi Priesl EMI Music Publishing Ltd. 

CLUB AT THE END OF THE STREET 
Ellon John Big Pig Music Ltd. 

I 

CRADLE OF LOVE 
Billy Idol 

ENJOY THE SILENCE 
Marlin Gore Sonel Publishing Lid. 

GOOD THING 
Roland Gifl David Slccle 

HEART OF STONE 
Peler Sinfield Virgin Music (Publishers) Ltd. 

HOLDING BACK THE YEARS 
Miek Hucknall Neil Moss EMI Songs Ltd. 

1 WISH IT WOULD RAIN DOWN 
Phil Collins Hit and Run Music (Publishing) Ltd. 
KING OF WISHFUL THINKING 

Marlin Page Peler Cox Richard Drummie 
LADY IN RED 
Chris Dc Burgh Rondor Music (London) Ltd. 

PEACE IN OUR TIME 
Peler Sinfield Andy Mill Virgin Music (Publishers) Ltd. 

Big Note Music Ltd. 

POLICY OF TRUTH 
Marlin Gore 

Sonel Publishing Ltd. 
SACRIFICE 
Ellon Jolm Big Pig Music Ltd. 

SAY A PRAYER 
Marcus Lilliuglon David Glasper 

Virgin Music (Publishers) Ltd. 
SHE AIN'T WORTH IT 

Ian Prince EMI Songs Ltd. 
SHE DRIVES ME CRAZY 

Roland Gifl David Sieele Virgin Music (Publishers) Ltd. 
SOMETHING HAPPENED ON THE WAY TO HEAVEN 

Phil Collins Hit and Run 
Music (Publishing) Ltd. 
WHAT'S LOVE GOT TO DO WITH IT 

Terry Brillcn 
Myaxe Music Ltd. 

YOU GOTTA 
LOVE SOMEONE 

Ellon John Big Pig Music Ltd. 

^SC^P THE VOICE OF MUSIC. FOR MORE INFORMATION, CONTACT; 
James Fisher, U.K. Regional Director ASCAP 52 Haymarkcl, Suite 10 London, SWIY4RP 071-973-0069 
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COMMENT 
NEWS 

CoSlins tops ASCAP awards 
Phil Collins was named ASCAP's UK songwriter of the year for an unprecedented fourth time at the organis- ation's 11th annual UK awards dinner on Thursday. His publisher, Hit and Run Music, founded in 1978 by Genesis manager Tony Smith, took the prestigious publisher of the year award. The American Society of Composers, Authors and Pub- lishers awards honour the most performed songs of the writer and publisher members of the UK Performing Right Society which are licensed through ASCAP in the US. Collins was named song- writer of the year for having the highest number of per- formances with his songs An- other Day In Paradise, I Wish It Would Rain Down and 

« 

with five, EMI with four and Hit and Run and Big Pig, with three apiece. Besides Hit and Run and Collins the 

Prize pair: Collins (left) and Smith honoured 

Gloria Messinger told the ASCAP collected £358m ds dinner would continue to fight strei ously on behalf of PRS writ' and publishers. She cited its opposition to Hot 100, she said, the original US digital audio Publishers receh tape bill, which helped result ASCAP awards w< 

half of writers and publishers. ASCAP represented writers and publishers accounting for 75% of last week's Billboard 

Fan dub firm 
woos UK labels A European fan club operator is planning to move into the UK market by persuading rec- ord companies to incorporate fan club rights into record 

Xtradata Marketing has a strong background in non-mu- sic fan clubs, says marketing director Ross Hems worth, in- cluding the 121,000-member Teenage Mutant Hero Turtles club. The company says it is on the verge of deals with four major UK record companies. But EMI director of legal and business affairs, Gareth Hop- kins, says: "Fan clubs are very useful, but are not something we con- trol or try to exercise rights 
Albert Samuel of Mission Control, which manages Sonia, signed a fan club deal with Xtradata earlier this year. But he rejects record com- pany involvement. "Record companies already have sufficient control over various aspects of an artist's 

Woolies tackles 

classics market 
Woolworth is launching two own-label series this month to mount what's claimed to be the biggest ever classical mu- sic campaign by a retailer, writes Phil Sommerich. A deal between Entertain- ment UK, part of Woolworth's parent Kingfisher Group, and product packager Conifer will see two series of 100 titles each launched on October 21. EUK already holds 18% of the retail music market and although its emphasis is on chart toppers, it has accounted for up to 30% of sales of recent classical best sellers such as Essential Pavarotti and The Classical Experience. But, says UK commercial di- 
pany's own labels aims to cre- ate new classical record collec- tors rather than just buyers of 

the occasional TV-advertised album. Conifer was responsible for packaging the Boots Collec- tion which has sold more than 1m units since its July 1988 launch. It has now been chosen to provide the product and packaging for the two Wool- worth labels. The Classics and Aspects. The Classics, retailing at £7.99 per CD, £4.99 for cas- settes (to be launched next year), are recordings of com- plete works licensed from about a dozen independent producers in the UK, US and Europe. Conifer MD Alison Wenham says it is a high quality, com- prehensive range covering four centuries, from Bach and Vivaldi through all the Beet- hoven and Brahms symphon- 

ies to Britten and Shosta- kovich. Albums are colour coded into Baroque, Classical, Ro- mantic and Post-Romantic cat- egories, and each disc comes with a free 24-page catalogue of the whole range, as well as "user friendly" sleeve notes. Aspects is a £4.99/£2.99 "fun series", Wenham says, aimed at the non-specialist and divid- ed into genres such as Essen- tial Classics, Stage And Screen, Opera And Ballet, and LSO Favourites — repertoire specially recorded by the Lon- don Symphony Orchestra. EUK's Lewis says the series will be stocked in all 800 Wool- worth stores, with the full range available in larger branches. He predicts annual sales of 

Stan raps it up as IOTP moves home 
Pessimistically speaking. Top Of The Pops' move to Elstree was like watching granny being shifted into an old folk's home, writes Matthew Cole. Everyone agrees it's for the best, but shouldn't the old dear be left in peace? As the men from The Sun, Star and Mirror grilled pro- ducer Stan Appel over his age, the security guards at Elstree had already decided the show was unwelcome. 
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"He says he was Belinda Carlisle's hairdresser. I says I don't care if he's Lord Carlisle if he hasn't got a pass," moan- ed one. Meanwhile in the studio Status Quo looked at home in front of the Marshall stacks of the rock stage and a hi-tech perspex and chrome set was the right environment for Erasure. But the smiles fell in re- hearsal as it became clear that 

Francis Rossi was miming. Surely rock's old stagers were up to doing it live? Rossi finally revealed he was saving his throat for the real thing. Perhaps the press need not have been so concerned about the dance acts they felt could be squeezed out by Appel's rules on live performance. "Do you like rap, Stan?" ask- ed one, quickly following the producer's nod with the sup- 

plementary question, "Name one rap act in the chart, then," Appel declared the question 
One track he was familiar with is the new theme he com- missioned from TV music writer Tony Gibber. But by the time he was asked why Gibber had just four weeks to write and produce the track he was clearly an exhausted man. "I suppose it's typical BBC, he signed." 

Striking a balance between a short-term and a long-term view is never easy, but there are positive signs from both perspectives this week. In the long-term the IFPI figures on page four show the UK strengthening its position as a world leader. Our per capita spending on music is the highest of any of the five major world music markets and 20% higher than that of our nearest rival, the US. Meanwhile, in the short-term, CIN figures for the third quarter show faint but definite signs of recovery. Taken together with the immensely strong line-up of product scheduled over the next few weeks, detailed in our Autumn Product Special (see p29), the prospects for the industry must look good. 
Like the singles chart itself, Top Of The Pops should not only reflect but lead sales. It is a sign of how much things had declined that it had become almost normal in recent months for a TOTP performance to have a neutral, or even negative effect on sales. Audiences have clearly been a fraction of what they should be. In the light of all this, last week's change of format can only be a good thing. If nothing else, it has given people an excuse to sample the programme anew. It is unclear what effect the changes will have on singles sales. Clearly many in the industry hope that the preference for live performance will mitigate against some of the more specialist dance acts who have recently done well. Whatever, it should make for more exciting viewing. Everyone in the industry must wish TOTP well. It is currently the UK's only prime-time music TV show. If the new format does not succeed, the consequences would be bad not just for TOTP, but for the whole industry. 



OPINION 

The new-look Jazz FM is billing itself as the "rhythm of the city". That it may be, but it's certainly not jazz. I was part of the Riverside bid for a London incremental licence, so you may accuse me of bias, but after monitoring 30 hours of the new format I believe my conclusions are inescapable: Jazz FM should either stick to the terms of its original bid or the Radio Authority should lake away its licence. Several disguised phone calls to the staion confirm my feeling. The operator admitted there had been a 90% negative reaction to the 
The station now is certainly insulting to any jazz fans it may have had. On September 25 Adrian Love went into a dance record, James Ingram's Yah Mo' Be There with an apology to listeners that if they liked big band music, it was only a song away. Great radio! 

The format clearly runs from outright uptempo dance numbers that would not go amiss on Kiss FM to tunes Capital still playlists. The rotations are both bizarre and simplistic. Though there are less than four real jazz instrumentals an hour, they tend to play them in and out of the news. Perhaps they believe that is the only time the Radio Authority listens. Non-jazz artists getting repeated plays include Gloria Estefan, Chicago and John Lee Hooker. In the light of this, the station's name must eventually be considered a liability. Presenters already know this as they rarely mention the station's name going into rock-type records. But what kind of radio station are they going to promise to be? Who could feel comfortable listening to such a topsy-turvy mix? It seems to me that Jazz FM changes format with every record it plays. Perhaps it has created a new "AOR" format — "All Over the Road" music. Sieve Saltzman is managing director of Rock Over London. 

NEWS 

Our Price link-up targets clubbers 
Our Price has linked up with Pepsi and Rank night clubs for a country-wide promotion tar- geting dance fans. Competitions will be held in each of Rank's 34 clubs on se- lected nights. Our Price will give away cash and money-off vouchers, while Pepsi will provide quan- tities of its drink and mer- chandise sporting its brand 

A CD juke box will also be given away by Pepsi as part of the promotion. Our Price marketing develop- ment manager Malcolm McGlyn, says the promotion is designed primarily to reach chart and dance fans. "A large part of the Our Price Music customer profile enjoys club life, so by joining forces with Rank nightclubs and Pepsi we will be reaching 

many customers," he says. Meanwhile, in a new drive to increase its share of the video market, Our Price will display the CIN Top 20 video chart for the first time in its 307 stores. Our Price intends develop- ing in-store promotional pro- grammes on both local and na- tional levels. Tony Bennett, Our Price buying and marketing direc- 

tor, says it is the right time to take advantage of the video market. "Our Price Music is in a prime position to contribute to this growth," he says, "bearing in mind that the vast majority of our customers have access to a video player and between 22% and 25% of all our cus- tomers already purchase be- tween two and five videos each year." 

Music sales rise 

in face of slump 

Despite the squeeze, spending per head in- creased in the UK by 6.4% from 1989 to 1990. Meanwhile, total worldwide sales figures released by the IFPI for 1990 have revealed a healthy 11.1% rise from 1989. Worldwide sales figures for last year amounted to $24bn (£13.4bn). The increase in the retail value is attributed to the con- tinued growth of CD sales, which rose by 28.3% in 1990 to 770m. The IFPI says 1,446m cassettes, 339m LPs and 341m singles were bought last year. Global sales of cassettes fell by 6.1% — the first decrease since the arrival of the format 

BRITONS SPEND MOST ON MUSIC 
Retails sales Per capita % Increase ($m) expenditure (9) per capita 1989-1990 UK 2117.5 37.15 +6.4 US 7H1.1 31.03 +16.7 1665.8 30.29 +29.2 Germany 2273,9 28.53 +5.8 Japan 2981.8 24.44 -3.5 

Source: IFPI 
Sales of LPs fell drastically by almost 25% continuing the slide that began with the in- troduction of CD. Although there are some markets, such as Brazil, Ger- many and the USSR, where vi- nyl sales are stable, the LP seems certain to disappear in the near future predicts the IFPI. 

Single sales continued the pattern of recent years by fall- ing 4.5% with the introduction of CD singles slowing the downward trend. The EC had 35% of the world market, while sales in the US accounted for 31% and the UK to 8.7%. In Japan sales fell slightly and represented a 12% share of the world market. 

Time is running out for HMV as il prepares for the opening of its store in Manches- ter's Market Street. And just to prove the point Manchester United foothallers Steve Bruce (left) and Bryan Rohson join- ed Coronation Street star Barbara Knox last week for the unveiling of a giant digi- tal clock which will count down the sec- onds to the November 28 opening. HMV claims the 18.000 sq ft store is the largest 

calms fears 

of oldies purge 
Radio Two has moved to reas- sure listeners and the industry that music recorded before 1950 will still appear in its schedules. Guidelines issued in June — but only revealed last week- end by presenter David Jacobs — seek to re-establish the "complementary" link set up between Radio One and Radio Two when they both came on air 24 years ago. By limiting the number of pre-Fifties records to the re- quest show between 9.30am and 11am, the David Jacobs show between 1pm and 2pm, and the evening slots, pro- gramme controllers are hop- 

ing, to bring the average age of the Radio Two listener from 60 to 50. "These are not 'draconian measures' as has been report- ed in some newspapers," says Radio Two publicity officer Taryn Rock. "It is a guideline, not a hard- and-fast rule. It has been in place for three months now and we have not received a single complaint." The policy will lead to a cut m the number of golden oldies Vera Ly™'8 White Cliffs of Dover (1942). But it does not, insists Rock, S'giml an imminent merger with Radio One, 

Now Boots 
spurns sex 
guide video 
Boots has decided not to stock the Lovers' Guide video des- pite its entering the chart at number two this week. A spokeswoman for the High Street retail chain says: "We believe that the explicit treatment of the subject may offend a significant proportion of our customers." This echoes the line taken last week by Woolworths. Pickwick marketing direc- tor Melvin Simpson says: "We are not surprised. In fact we were expecting it. These deci- sions are not made by buyers, they're made by the men in grey suits on the board of di- 

One Earl's Court retailer re- ports selling 500 copies of the controversial video in just four 
Meanwhile, the simulta- neous release of two versions of another key autumn video release, In Bed With Ma- donna, has not materialised. The British Board of Film Classification ruling on the cut 15 version came too late, so only the 18 certificate re- lease has been available. Colin Lomax, Video Collec- tion International marketing director, reports an initial sell- in of the 18 In Bed With Ma- donna at 150,000. 

Tryst turn-out 
is 'best ever 
The four-year-old Dance Aid Trust awards are heading for their most successful event so far this Thursday, with all 500 seats expected to be sold out. The Sol beer sponsored event has been moved to an evening slot. Trust chairman Tilly Rutherford says: "The re- sponse has been stronger than 

Last minute tickets are available from Heather Nedwell, 071-437 3665. 
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NEWSFILE 
NEWS 

Catalogue boom 
boosts Boosey 
profits to £1.3m 
A mini publishing boom has fuelled a 25% surge in half year profits for Boosey & 

But the company's instru- ment division failed to escape the recession, reporting fiat sales over the period. Boosey & Hawkes chief executive Richard Holland says the hike in interim pre- tax profits from £1.04m to £1.3m is part of a broader pic- 
"We have shown increased profits throughout the past five years. A lot of it comes down to careful promotion of our catalogue," says Holland. Sheet music sales and roy- alties have also grown ahead of inflation, with overall turn- over at £24.5m. 

ASV reshuffles 
for export drive 
Classical and nostalgia label ASV has completed a radical reshuffle of its top manage- ment since the retirement of MD and founder Jack Boyce earlier this year, writes Phil Sommerich. Hywel Davies, former Euro- pean operations manager for Disctronics and one-time vi- olinist with the Philharmonia orchestra, takes over as man- aging director. Neil Heyland becomes general manager, op- erations, as well as production controller. Richard Harrison has been recruited from Chandos to head sales, dis- tribution and exports, Pawlina Bednarczyk is the new A&R administrator. Heyland predicts the firm will be "more aggressive" on exports, targeting Spain and Italy as growth areas, and will give more emphasis to its White Line mid-price MOR label and Quicksilver budget 

Ad squeeze sparks 

teenage mag batie 
Teenage magazine Number One is to aggressively target Smash Hits readers as it battles for survival in the face of dwindling ad revenues. A new format launched this week (October 12) sees the BBC publication reduce to the same size as its EMAP Metro rival, putting it alongside Smash Hits in newsagents. The format has been pres- ented to media buyers as more news led using a blend of low and high grade paper. Number One's latest issue carried just a handful of ads for music product,with no con- sumer ads. Its advertising ra- tio was around 4% compared with 25% for Smash Hits. "It has been disappointing," ad- mits publisher Gillian Laskier. Martin Jones, group man- ager at London Media Com- pany says: "Number One is going to struggle until it puts on sales. It seems they are try- ing to do that by going straight for Smash Hits' market." The title's latest ABC circu- 

a □ 

Teenage pop titles: fighting for supremacy 
lation figure was 137,000, Smash Hits has a commanding lead with 420,000. Laskier says Number One's low ad ratio will impress readers: "It gives us an oppor- tunity to offer an excellent edi- torial profile. That will stimu- late circulation revenue which is very important." But Belinda Hanton, buyer with Media Campaign Ser- 

vices says: "We have to ask whether Number One is going to survive. It has no real ident- ity, so it is a turn off to con- 
Laskier denied that the title was at risk of closure. But Sue Hawken, publisher of Smash Hits says; "Clearly Number One is no longer even number two in the teen music market." 

Pop's not tops with young 
Teenagers listen to pop music for an average of four hours each day according to a new Gallup survey. But the 14 to 16-year-olds polled placed music very low on a list of priorities, beneath work, study and football. In the poll teei asked to pick the ( portant things from a list of topics. Fifty one per cent chose edu- cation, with money scoring 29%, football 9%, and pop mu- sic 7%. But, Emma Brooks, re- 

i their li 

search executive at Gallup, says: "The length of time they spend listening to music is much more than they give to TV. Clearly it is important to 
BPI research director Peter Scaping says; 'The industry should be very encouraged by the amount of listening time. That is three times the amount shown in a BBC sur- vey in the mid Seventies." Twenty per cent of respon- dents claimed to own a CD player and 86%' have a Walk- man-style personal stereo. 

The Most Important 
Things In Life 

Garth Brooks scooped the Entertainer, Single and Album of the Year honours at the 25th Country Music Association Awards last Wednesday. The programme will be broadcast on Radio Two this Thursday. 
Leading flightease companies Bulldog Cases and Sam Cases have merged to form BDS Cases with manufacturing operations in London and Manchester. 
heavily-advertised "free peace concert" at London's Docklands Area on November 14 will feature Indian spiritual guru Sri Chinmoy. Accountants Price Waterhouse continue to seek a buyer for the venue. 
Entertainment UK is "still in discussion" with video label PMI over the companies' long-running dispute. The Woolworlh's racker has not slocked PMI product since the EMI owned company raised prices in March. 
Pizza Hut waitress Nancy Davis, 21, is to record a song with Stock Aitken Waterman after winning the Mirage and Taboo National Karaoke Championships last week. 
Virgin Records today (Monday) releases what's claimed to be the world's first CD featuring a hologram, Bass-O-Matic's new single, Go Getta Nutha Man. The patented process was developed by Nimbus and Applied Holographies. 
Tower Records marketing manager Louise Dickens s next month to work for the company in the US. Her splacement is Georgia Hall, 3, previously PR manager at marketing promotions company Livewire. 
EMI Records will release the 73-track Phil Spector retrospective Back To Mono (1958-1969) on Nov 4. 

m. 
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MATT BURGESS 
I SAW HER FIRST 

ONE LOVE [AND ALL THAT STUFF] 
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LETTERS 
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White: package poser 
PolyGram: can 
this lie the 
vinyl straw 
Imagine our horror last week when, on unpacking our Poly- Gram delivery, out popped a Barry White LP with the rem- nants of another record shop's price label stuck to the sleeve. But worse was to come! As we were removing the of- fending sticker, out dropped a Virgin record shop alarm tag 

I dread to think what exple- 
would have used on discover- ing this indiscretion. Must we now inspect the contents of every record sleeve ordered from PolyGram to avoid passing on product which may well have been played or damaged? Is this part of PolyGram's global plan to discredit vinyl? If not, then they have a duty to provide us with Virgin prod- uct. not Virgin record shop product. David Smith (Manager) Sellanby Records 245 Northolt Road 
Middx HA2 8HR 

Time please, 
gentlemen 
1 read from your newsfile (MW, Get 5) that Mayfair Studios are to sponsor the re- furbishment of the Hammer- smith Odeon artist's bar, and wonder if they intend to install Total Recall in order for artists to remember the events of the night before when they return the following day! Mark Francis, 356a Lincoln Road, Enfleld, Middlesex LN3 4AB. 

Samplers told to 

"respect" sources 
Your columns have recently contained two letters about unauthorised sampling and as the Music Publishers' Associ- 
the matter I wish to clarify our 

Music publishers are par- ticularly concerned with the infringement of copyright in the original music work that is sampled rather than the quite separate copyright in the sound recording, which is also infringed by the act of sam- pling. The most recent letter on the subject quite rightly raises the question of whether a sample is a copy of a substan- tial part of the musical work and also mentions the relative importance of the piece of mu- sic which is the subject of the sample. 

Even when prior permission to sample is applied for in the correct way, by approaching the copyright owner of the mu- sical work, it may not always be given for other reasons. An adaptation (arrangement) of a musical or literary work can also be an infringement of copyright and requires the consent of the rights owner. Additionally, the author of the original copyright has the right to not have that work subjected to derogatory treat- ment. The 1988 Copyright, De- signs, and Patents Act states in the normal rights provi- 
work is derogatory "if it amounts to distortion or muti- lation of the work or is other- wise prejudicial to the honour or reputation of the author". Some composers and writers 

may be extremely unhappy about the sampling of their work whereas others may wel- come the additional exposure of their effort, albeit in a new 
The MPA wishes to see that the initial creativity is encour- aged by respecting the work of the originator and if it is used, that the creator of the first work is rewarded and ac- knowledged. Failure to obtain clearance by samples makes them vul- nerable to legal action and it is essential that they are aware of their legal and moral 

Peter Dadswell, Association secretary, The Music Publishers Association, 103 Kingsway, London WC2B. 

Avoiding the pitfalls 

of in-hsuse publishing 
While reading the piece on "In House Publishing" (MW, Oct 5), I found myself searching the top of the page for the words 'advertisement' or 'ad- vertising supplement'. May 1 try to put some bal- ance into the subject? In the US, for instance, where the rights of the com- poser have been protected by US law, the major record labels say to artist/songwriters in effect: "We know that the law says that you're entitled to a minimum royalty per song as a writer. However unless you waive your rights and give us a 25% discount (and some- limes more), we will not sign a record deal with you." Having by coercion removed 25% of the writer's income the 

majors now say, "If you sign with our own publishing com- pany we'll give you your 25% 
As for the ting expert legal advice, this is likely to be along the lines of, "They've got you over a barrel, and if you want the record deal you'd better agree the terms." Perfectly sound advice. The major publishers do a good job. and are for the most part autonomous, but would they, for instance, sue their parent company on behalf of the composer, or if told by their parent company to mind their own business would they aggressively pursue the com- poser's best interests? A songwriter who followed the current BPI/MCPS debate 

might well be perplexed that representatives of corpor- ations which own both record labels and publishing compan- ies, are currently trying to have UK mechanical royalties downgraded. To quote the BPI's learned counsel: "The value of the composer's work has dropped." It might just be possible that if songwriters and songs were chosen not for the discount that was available, but for their intrinsic quality and ap- peal to the public, everybody might make more money. It's certainly worth thinking 
Don Gallacher, Media Business Associates, 65-66 Dean Street, London WIV 6PL. 

Tournier's French lesson 
I am writing in response to the article (M\V, Sep 28) in which you reported that BIEM presi- dent, Jean Loup Tournier, had supposedly admitted a "vital" 

panics to pay a reduced mech- anical royalty on TV-advertis- ed product. 

However, it is my under- standing that Tournier negoti- ated this deal without the con- sent or knowledge of the French MPA who were totally opposed to such a deal. I was not present at the ex- change between Sydney Kentridge and Tournier, but I hope that Tournier would have made the important point that it is the norm for French rec- 

ord companies to bear all r cording and video costs in r spect of locally signed artist unlike the UK where, as we £ know, recording costs a: borne by the artist. Martin Costello, Managing director, Complete Music, Bishop's Park House, Fulham High St., London SW6 3UH, 

New brains 
required for 
marketing 
While agreeing in the most part with Denis Knowles' let- ter (AW, Oct 5) I must dis- agree with two points which he made, which are: 1) That all experienced mar- keting people should focus more on their own past fail- ures in order to find the sol- utions to "falling demand". 2) The fact that "falling de- mand" has "more to do with marketing than the state of the economy". In answer to the first point. I would have to say that rather than marketing people focus- ing on their own past failures, they would be better employed focusing on things they've never conceived yet! One look at the appalling standard of the majority of TV album commercials tells us 

Beechwood: hits 
that new brains are needed rather than old brains retread- ing the same old tedium. The fact is that fresh and radical approaches are needed for today's fragile market — and they don't necessarily re- quire huge bundles of cash. They require relatively little actually. Two recent examples: Classic Mellow Mastercuts Vol 1 — Top 20 en- try at number 18 Sept 28, and Reactive Vol 2; Phasers — Top 20 entry at number nine. Both albums are from indie companies. Both albums are featuring areas of music which have not previously been ex- ploited and neither album needed a TV campaign or a vast marketing spend! However, both albums are selling and attracting plenty of new and old buyers back into the shops, hopefully for a long time to come! Ian Dewhirst, Beechwood Music, Studios Road, Shepperton, Middx TW17 OQD. 

Letters to the editor should be addressed to Music Week, Eighth Floor, Ludgate House, 245 Blackfriars Road, London SE1 9UR. Alternatively fax to 071 401 8035. e reserve the right to edit letters for publication. 
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TALENT 

THE EAR 
MW's Talent Tipsheet 

BIRMINGHAM 
PAVLOV DOGS Lack of finance limits the run of Pavlov Dogs' debut single Sweet Dreams to 500 copies, which is a shame as it is a splendid effort. Imagine a hard-nosed Fine Young Cannibals with the Redskins' intensity and a liberal dash of dancefloor groove. Contact: Tim James Tel: 021-414 0051 
EAST ANGLIA  
THE THIEVING GYPSIES The stupid name will have to go if this five-piece are to progress. Still, their tuneful guitar pop is worthy of attention. Rachel Smith and Sue Strickland's dual vocals are reminsicent of the Go-Go's but the strident guitar suggests a young Pretenders. Contact: Tony Braham Tel: 061-792 6308. 
ESSEX 

LEEDS 
HEADCORN While following many of the UK's new wave of pseudo-psychedelics in song structure and melodies, Headcorn's live performance owes more to thrash metal. They are frightening and brilliant — something which their current four-track demo fails miserably to prove. Very 

exciting and very loud. Contact: Dave Tomlinson Tel: 0532 784951 
HOVE 
THE LAST CRY The sometimes Cure-like guitar gives The Last Cry's brand of hard rock a . distinctive edge. The mix works well on At The Falling and Punishment but Cry is the tape's highlight coming across like a metal Doors. Contact: Steve Kemsley Tel: 0273 454567 
LONDON 

MARTIN KENNEDY A self-financed 12-songCD on his own label adequately showcases Kennedy's singer/songwriting abilities. Impressive stuff it is too with a host of classy tunes in AOR mode. And though Kennedy's delivery is often top notch, one gets the feeling that more established names could have greater success with his songs. Contact: Mach One Music Tel; 081-994 6524 

BIG LOVE Echoes of early Orange J uice fail to overshadow Big Love's clever songwriting. Career In The Cold is a fine little jangling gem, skillfully played and well produced. Crestfallen is more downbeat but still shines courtesy of the fine girl vocals and sparkling guitar. Contact: The band Tel: 081-847 2481 
THE STORYTELLERS At times this four-piece seem terminally locked in a 
atmospheric guitars and plaintive wailing, but one track, Tell, indicates a good deal more promise. Janet Armstrong's soaring vocals provide stark contrast to the goth sound, and the result is like a less chaotic Sugarcubes. Contact: Chris Ward Tel: 071-221 6032 
THE ABSOLUTE LOVES Magazine, REM and Pixies are their stated influences, but it's , the simple thoughtful rock of James that springs most readily to mind from this four- track demo. The playing is precise and professional but enough charm seeps through to give the band a distinctive feel. 

PAUL 

mm 

Artists consider the 

homework option 
Technology has stretched the possibilities of recording so far that commercial studios can do things today that they couldn't even dream of 10 years ago. A useful side-effect of this progress is that a studio with greater capabilities than those of an old-style commercial fa- cility can now bought for around £35,000 and fitted in a large living room. The hardware distributors have already picked up on the prospects. Companies such as Larking Audio have been urg- ing record companies to buy their new bands a studio — some with the added incentive of a buy-back deal if the band is dropped. Circa managing director Ashley Newton has bought studios for several artists, in- cluding Neneh Cherry, Ronin and Gary Clarke, "It has many advantages," he says. "A band can rework tracks more easily and supply more finished songs for an al- bum. so you can cherry pick. "It also gives artists a chance to learn about the re- cording process rather than leaving it all to the producer." It can be an astute invest- ment, too, says Julian Nugent of Circa signing Fluke. "We have the money to use a Neve or SSL studio, but this is what we know — there is no other way to get Fluke recorded the way Fluke sounds. "We tried using producers and it didn't come out sound- ing like us," he adds. For these reasons equip- ment suppliers such as Stir- ling Sound are receiving at least one cheque a week for studio packages bought by bands with their first advance. "That's where Larking Audio, TSC (The Syn" 

Company) and I make most of our business at the moment," says Stirling managing direc- tor Andrew Stirling. Vince Garcia of 4th+B'way signing Driza-Bone says buy- ing the band a home studio was a stipulation of their deal. "It's recoupable just like an advance and we can run it like a business, doing remixes and so on," he explains. Likewise, Michael Perch, who signed Driza-Bone, gave Glasgow band The Night Crawlers the money to buy their own home studio. He be- lieves that in the right hands the results more than justify the expense. "They wanted to re-record 

stuff in a larger studio, but I said just work at home for now on the 16-track. They've some back with material that is just dynamite." If, as Ashley Newton be- lieves, the home studio is to become an accepted part of rec- ord company investment in new acts, it could change the face of the commercial studio industry. Although not every new act can operate in a home studio and without a producer, many can and the professionals — particularly those geared up for dance music — are going to have to be pretty creative if they are to remain viable. Neville Farmer 
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