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UK nets rights windfall 
Record companies and pub- lishers are due for a huge boost to earnings as the EG prepares to sweep aside the continent's copyright loopholes. A draft proposal before Eur- ope's council of ministers rec- ommends protection of author's rights for life plus 70 years and a 50-year term for recorded works. The move has been welcom- ed as a victory in the battle 

against parallel imports and follows years of lobbying by the BPI and MCPS. Among publishers the great- est immediate gains will be for major companies controlling standard catalogues with works by dead composers. In the UK where rights are protected for life plus 50 years publishers will gain 20 more years of exploitation. Beneficiaries will include 

PolyGram Music whose Jer- ome Kern catalogue was due to enter the public domain in 1995, and EMI Music with writers such as Kurt Weill MCPS chief executive Frans de Wit described the break- through as "delightful news". He says: "The benefit is great- est in the UK where cata- logues are more valuable." Sara John, the BPTs head of legal affairs, says: "This is 

very good news. Though we had a 50-year term here al- ready it means we can now stem parallel imports at source. It is a tremendous help to our anti-piracy efforts." The BPI and 1FPI had hoped to extend the proposed period to 70 years, ending the dispar- ity between authors and rec- ord companies. "Eventually we hope to level the playing field," says John. 

She accepts that some BPI members could feel the pinch. "Those companies that special- ise in exploiting expired copy- rights could lose out, but over- all we are gaining," she 
The proposal will be con- sidered by ministers and could be implemented before the end of 1992. It must then be incor- porated in the legislation of individual member states. 

Stores slam direct sales 
EMI Records division Capi- tol/Parlophone is facing a storm of protest from retailers angered by its attempt to sell copies of its Tina Turner com- pilation direct to the public. But Capitol/Parlophone managing director Andrew Pryor maintains the four-week Central TV campaign was a trial which benefited local re- tailers more than EMI. The 90-second TV ads for Tina Turner's Simply The Best ran in the Central area from December 30 until January 26, offering the cassette for £11.99 and the CD for £14.99 including post and packing. Results to date show the campaign generated just 900 sales by direct response. "The results were actually quite dis- appointing," says Pryor. He argues, however, that lo- 

m 

Pryor: monitoring results 
cal retailers benefited to the tune of at least 5,000 copies. In the three months to Christ- mas. says Pryor, the Central area accounted for an average of 12.1% of UK sales of the title, according to CIN data. But it consistently exceeded that during the campaign and hit 19.4% in the third week. Retailers are unimpressed. 

They fear Pryor's move is the thin end of a wedge that will see record companies edging them out of the market. The 16 members of the Bard council, who between them represent around 70% of UK record retailing, unanimously condemned the Turner cam- paign at a meeting on Thurs- 
Bard chairman and HMV managing director Brian McLaughlin is adamant. "The last thing retailers want in today's economic cli- mate is suppliers muscling in on retailers' livelihood," he 
Pryor, who founded pioneer- ing direct-response company Teledisc in 1980, says he is still monitoring the results to whether the experi- worth repeating. 

Court stalls Rozalla LP 
Rozalla is making a High Court bid to stop Pulse 8 Rec- ords releasing her debut al- hum as planned next month. The Zambian singer claims she has never hpen-paid-by-tbe indie label which has helped her to two top five singles in the past six months. Both the artist and the label agreed not to release the al- bum until after a full hearing when her attempt to injunct Pulse 8 Records was countered 

with a similar gag. The label's counsel Nigel Davis QC said Pulse 8 feared she might sign to another label and attempt to release the album herself. A full hearing is expected before March 2. The artist claims that eight of the.tracks planned for the album — all recorded at pub- lisher Peer Music's studios — are her own property and do not belong to the label. The 

other four are licensed as sing- 
The court heard that negoti- ations between the two sides collapsed on January 15, and that the artist is expected to sign to a Sony label, thought to be Epic, within days. Rozalla's manager Chris Sargeant insists no deal has been done and other labels have also shown interest. Pulse 8 MD Frank Sansom declined 

Brits to reach 21 m US homes 
Seal, Simply Red and The KLF will head a star-studded line- up of live music at Wednesday afternoon's Brit Awards cere- mony at Hammersmith 

The UK record industry's premier awards, which will be relayed "as live" on BBC1 at 7.30pm, will also reach 21ra 

US homes through a distribu- tion deal secured by Music Box with LA cable company E! En- tertainment Television. The show will have no pre- senter for the second year run- ning to put the emphasis on the music. "It will be very. much a typical awards show," says producer Jonathan King. 
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Doubt surrounds INR2 winner 
Virgin has emerged as favour- ite to win the INR2 rock radio franchise as scepticism mounts over the financial prospects of the leading bid- 

But Independent National Broadcasting Company, which led the bidding with a £4.01m offer, insists its backing is se- cure. A leading independent record company is said to be among applicants for shares. All five bidders for the AM frequency, which offers cover- age of 85% of the UK, proposed classic rock and pop formats 

I 

INBC frontman Michael Mallelt: 

ensuring a new nationwide op- portunity for AOR. The INBC bid is based on pop and rock with a "gut ap- peal" to a target market of "Coronation Street viewers," according to former YRN boss Michael Mallett, who is chair- man of the consortium. But pundits have already drawn parallels with the offer for INR1 made by Showtime FM last year which collapsed when backers pulled out. INBC's bid outstripped its rival, Virgin and TV- a, by 0' r £2m. 

Virgin: no 
merger plan 
The MDs of Our Price and Vir- gin Retail have moved to reas- sure staff after a press briefing by top WH Smith group man- agers last week. WH Smith group managing director Sir Malcolm Field and his deputy Neil Thomas both declared last week that Virgin Retail — now owned 50% by Smiths — would merge its head office and buying opera- tions with those of Our Price. Staff feared heavy job losses. But Our Price MD Richard Handover and Virgin Retail chief Simon Burke say no such 

Virgin will quit its current Ladbroke Grove HQ in favour of a new building next to the Our Price HQ at Kew Bridge. But buying will remain separ- ate at present. "While we are obviously going to discuss the buying ar- rangements of the whole group, there is no question of merging the buying functions of Virgin and Our Price or WH Smith;" says Burke. 
Beading: legal 
battle looms • A major row has broken out over this year's Reading Festi- val with two different promot- ers claiming to be booking acts for the event. The Mean Fiddler group, which has successfully han- dled the festival booking for the past three years, has been replaced by Dome Promotions, run by Paul McAvoy of The Marquee. But Vince Power of the Mean Fiddler says: "There will be no Reading Festival with- out the Mean Fiddler." He has now initialed legal action in a move to prevent Dome from booking acts. Site leaseholder Barbara Pendleton says: "It has been impossible to agree a basis on which this co-operation can continue." 
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Hafwood rejigs 

PoEyGram sales 
PolyGram has restructured its the multiples to focus 

Sales director Nigel Haywood says the change will reduce the number of titles the sales team have to pre-sell at any one time and it will allow them to build a closer relation- ship with labels. 
three national account man- agers. Previously, two men — Gordon Barnes and Neil Smith — were responsible for selling all PolyGram's pop product to the multiple retailers. "It meant they could be sell- ing anything up to 150 titles at any one time," says Haywood, Barnes now moves to take on responsibility for display and merchandising and cata- 

Haywood: reshuffle In his place are Smith, who is now responsible for Polydor product, Tim Tuer — previous- ly at Warner Music — who handles Phonogram, while Laurie Cokell — who will con- tinue as strike force manager 

"This restructuring means we will be devoting more time to all our national accounts," says Haywood. Smith and Tuer report di- rectly to Haywood, but Cokell reports jointly to Haywood and London managing director Roger Ames, reflecting the fact that London is no longer wholly owned by PolyGram. Richard Chamberlain assumes day-to-day control of the Lon- don strike force. Former southern regional sales manager Dave Tweed takes on the job of national sales manager, classics, left vacant by the departure of Mike Garnam. Tweed is re- placed by former Essex and east London salesman Paul Chisnall. 

Fiction in UK radio first 

first lc.. radio station in April. XFM has won a Radio Auth- ority restricted service licence to broadcast on 101.2FM for a trial period of 28 days from April 13 across much of north London. Parry and partner Sammy Jacob, who ran the Festival FM restricted licence service at last year's Reading Festi- val, hope that a successful trial will persuade the Radio Authority to grant a perma- 
"We hope we can prove by public, industry and media at- tention that an alternative- 

based music station is urgent- ly needed in the capital, if not the whole country," say the two directors. The station — sponsored by rock weekly the NME — will broadcast a mixture of 70% music and 30% speech, 24 hours a day focusing on the boroughs of Camden and Islington. A former A&R man for Poly- dor, where he signed The Jam, Siouxsie And The Banshees and Sham 69, Parry started Fiction in 1978 with The Cure, who continue to record for the label. "The Cure broke out of col- lege and alternative radio in the US," he says. "I have seen 

what these stations can do and know how beneficial it can be, and 1 find it strange that this area of music is currently so poorly served in the UK." Parry stresses he will not be directly involved in pro- gramming the station. "This is certainly not a vehicle for Fic- tion Records," he says. Jacob is currently drawing up detailed programme plans and recruiting presenters for the project. "The station's presenters and staff are all massive fans of the alternative and indepen- dent music scene," he empha- sises. "They live and breathe the music — it's like a religion 

It's a fair bet that if Andrew Pryor had known how much his direct sales campaign for Tina Turner was going to offend the UK's record retailers he might have done things a little differently. It is clear many of them are hopping mad. And it was particularly unfortunate that it had to be Tina Turner: many are only just recovering from the tongue-lashing they got from customers who found EMI had invented a "double CD" price. Capitol/Parlophono argues that the results of the direct sales campaign were disappointing. It was Midlands retailers who actually enjoyed the major benefit, it says. That's disingenuous to say the least. The whole point of a test is you don't know the result in advance. And what if it had turned out the other way around? One can sympathise with Pryor. As one record company chairman said last week: "If we're going to have this kind of outcry every time we try something new, we may as well give up right now." But that is only part of the picture. Both the double CD price and the Turner campaign show strong lateral marketing thinking, but new ideas have to be explained to people. The direct-marketing of chart product is one of the great unexplored areas of record retailing. There's no reason at all why EMI should not explore it. But assuming that EMI does not wish to declare conventional record retailing redundant right now, it might be safer if it made it plain it wanted to work in partnership with retailers rather than in competition with them. 
Vox's eccentric list of the 20 Most Powerful People In The Music Business has put countless noses out of joint. So may I join the scores of people currently declaring that they are in fact number 21? 
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OPINION 

The British charts reflect a refreshing diversity you don't see in the US — thanks to your radio stations. Many people here think Radio One has a restrictive playlist system, but compared with the US it has a very broad music policy; you would never see Michael Jackson, Garland Jeffreys and Urban Dance Squad together on an American station. But the UK industry should not be complacent. After the launch of several genre-based stations in the UK over the last two years, I can already see a shift towards the US system. It is a dangerous trend which creates a passionless environment for music. American radio stations are very tightly formated to play only specific types of music, so they know what kind of people will listen and therefore sell advertising easier. The effect is to make stations more obsessed with fitting records into individual styles of music, and restrict the exposure of artists which cross boundaries. As a black man, I had particular problems getting airplay for a rock & roll track called Wild In The Streets. When I went on a promotional trip to Cleveland, the rock station said they couldn't play the single because I was black even though the music fitted their format. Then, when I went to the R'n'B station they said, although I'm black, it didn't fit their music policy, The same problem has affected groups such as Living Colour for years. Part of the fall-out in America is that radio stations' playing policies have stopped being a secondary influence and musicians have started playing their music to fit formats. It is understandable that radio is always looking for listeners, but it should never be advertising which rules the airwaves. Garland Jeffreys has just scored his first UK hit single on RCA with Hail Hail Rock V Roll. 

MEWS 

Promiters jestle for Jackson 
Promoters vying for the UK dates that will launch Michael Jackson's UK tour are locked in talks with the Epic artist's management. Jackson has announced plans for a series of concerts beginning in June as part of tour 1 f 60m for a i ' charity project. Jackson: 

WM 
MM 

Pepsi is thought to be foot- ing the bill for most of his pro- duction costs under the new sponsorship deal.. ' Barry Claytr-" 

are no dates to announce —- there is not even a promoter," he adds. The tour and charity project announced at a ceremony in 

"But at the moment there song a; 

Kennedy push to 

focus on music 
The "punk" look that tempted thousands of new buyers to the classical market will not grace EMI's promotional campaign for the latest release by violin- ist Nigel Kennedy, writes Phil Sommerich. Advertising of the new al- bum, coupling the Tchaikov- sky and Sibelius concertos, previously issued separately, will contain no pictures of the notorious Kennedy punk hair- style and complexion. Classical marketing man- ager Chris Evans says EMI aims to underline the pop- style album titled, Just Listen. 

poster showing a big pair of headphones," Evans says. The album will be supported with co-op advertising and promotion by all major retail- ers. Kennedy will appear on BBCl's Going Live on March 14, and the release will be linked with Valentine's Day. Although Kennedy split in December from his manager, John Stanley, saying he want- 

"Our campaign is a blacl and white one and we are nol using any image, except i 

sic, EMI says it is working on a number of projects with the violinist who returns to the UK at the end of February to promote the new album. 

Deeea to back Nyman tour 

ternational tour by artists, writes Phil Sommerich. The label is supporting a six-nation tour by singer Ute Lemper and the Michael Nyman Band throughout February, supporting Decca's newly released album The 

Michael Nyman Songbook. Decca is contributing an un- disclosed sum to the Barry Clayman-organised tour as well as designing the concert programmes to match retail displays for the album. "Decca is tying the tour in with the album as one concept in the same way as pop does," says Decca spokeswoman 

Terri Robson. "The tour will link with the launch of the al- bum across Europe." Cult following for both cab- aret singer/actress Lemper and Nyman, who has written several film scores for Peter Greenaway, justify the new approach, she says. The tour ends at London's Festival Hall on February 24. 

Warr steps 
up at Pill 

The former UK marketing manager, who joined the com- pany in October last year, will take over PMI's programming and marketing departments, with Martin Smith promoted to head of programming. The moves follow the depar- ture of former director of pro- gramming Chips Chipperfield, to work on a project for Apple charting the visual history of The Beatles. 

Virgin may 
sue taxman 
Virgin Records is threatening court action against the Inland Revenue over nearly £lm in unpaid tax relief. The tax commissioners say the claim first lodged in July 1990 which relates to the take- over of Ten Records in 1988 came too late. But Virgin's corporate af- fairs director Will Whitehorn says: "Virgin has been advised that its case is extremely 

The outcome has no bearing on the company's current fi- nances. "At most we stand to gain £800,000," he adds. 

Majors see douiile in LP jam 
Sony and Virein souare nn to I H-.-.SiWiWJU. UmmM n I  -  Sony and Virgin square up to each other next week in what has been dubbed the "punk 

Both companies are releas- ing classic punk/new wave compilations backed by TV ad- vertising and in-store promo- 
Sony follows last summer's 30,000-selling Sound Of The Suburbs collection with Sound Of The City, featuring the Sex Pistols, Elvis Costello, Buzzcocks and The Jam, The Virgin set — Three Minute Heroes — sees a vir- tual duplication of artists with different tracks, although The 

Jam's Down In The Tube Sta- Going Underground" savs tion At Midnight appears on Virgin commercial marketine bo h albums. manager Steve Pntchard W We originally wanted we thought Sony would go for 

i chose Tube Sta- 

Virgin begins its TV cam- paign in the Thames region while Sony has opted for Scotland and the Borders. "Obviously there is the po- tential to cancel each other out," says Sony research and TV manager Clive Farrell. "Numerically, the market is effectively halved, but we're hoping to avoid an unnecess- ary conflict." Both albums are released on February 17. 
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NEWSFILE 
NEWS 

Engel oysted 
as PRS plans 
major revamp 
PRS membership representa- tive Brian Engel has been made redundant, as the body announces plans to reorganise its member services depart- 

The change leaves Christian Ulf-Hansen as the only officer to serve some 22,000 composer 
while the current "rationalis- ation" is completed. Engel, a former member of the Seventies band The New Seekers, has been with PRS since January 1988. He ref- uses to confirm the PRS claim that the redundancy was "mu- tually agreed". He adds: "I very much regret that 1 am not going to be able to serve the membership any 

Engel's departure comes after a four-month spell work- ing on the body's new live mu- sic royalties policy. 
40% downturn 
forces Taylor's 
to cut 19 jobs 
Hard-pressed distributor Tay- lor's has been forced to merge its operation with video whole- saler Gold & Sons. The company, which has seen business plummet by 40% through 1991, has shut its Birmingham depot with the loss of 19 jobs. All product is to be shipped from Gold's Croydon base though Taylor's co-owner and director Laurie Adams says all the usual labels will continue to be available. "It won't change anything for the retailer except they now dial a London number to order," he says. Taylor's is chiefly an MOR distributor handling labels such as Target and Ritz. Its new number is 081 558 7133. 

Ames plans 12 more stores 
Independent retailer Phil Ames plans to open a dozen new shops over the next 12 months. His recession-bucking cam- paign will begin in early sum- mer with three shops in the Midlands and roll out nation- wide depending on results. And Ames promises a "new kind of record and video shop", though a quarter will reflect "old style" values in stocking predominantly vinyl for the 

collector and back-catalogue enthusiast. "We will have nine new style shops and around three which will represent a return to the good old days of retail- ing — a music fan's paradise," he says. "But only 50% of total stock will come from conven- 
"We have searched the world for product and plunder- ed the vaults of some of the smaller UK outfits." 

He sees the so-far-unnamed chain as a reaction to "the con- glomerate approach" and de- scribes his independently fi- nanced ventures as typical of his "rebel spirit". The nine conventional shops will cover around 3,000 sq ft, while the retro stores will be around 1,200-1,600 sq ft. "We have found a niche in which we are not competing head-on with the big High Street operators," he says. 

Fester-Key lands 

prime MCPS role 
EMI Music Publishing finance director Terry Foster-Key has been elected chairman of MCPS just two months after his boss Peter Reichardt failed to take over at the helm of the Music Publishers' Association. Foster-Key, who has been on the board for two years and stepped down as MPA director to allow Reichardt's election attempt, replaces Derek Knibb who retired last month after seven years in the hotseat. He insists the move is not political: "EMI has a very good 

from sale under public pressure. The campaign against the album, which 
lease in the Republic of Ireland in Oc- tober last year, reached such propor- 
of music does not sell particularly well over here anyway," says Brian Wynne, MD of the album's distributor, Record Services. "So there was really no good 

relationship with the other publishers in the industry and the fact that I was elected 

unanimously shows there was no political side to it," he says. By placing an EMI execu- tive in the senior MCPS posi- tion, the move reaffirms the company's position of influ- ence within the publishing sector's policy-forming bodies. Since Reichardt's failed elec- tion bid in November, EMI has had no representative on the MPA council. Reichardt says the MCPS chairmanship means more than that of the MPA, which he says is a "talking shop". 

Vi. 

Over 20 potential buyers have shown interest in Maxwell Communications Corporation's 75.1% stake in Nimbus Records. MCC administrator Price Waterhouse says the sale expected in May is anticipated to raise between £25m and £35m. 
Bard has agreed to send its first official delegation to the US retailers' convention NARM in a bid to establish joint positions on common issues such as new formats. 
Labels wishing to showcase acts at the New Music Seminar in New York from June 17-21 should submit tapes by the end of this week to Ceri Berry, 52 Red Lion St, London WC1R. 
EM AP Metro's music titles have shown poor results in the latest round of ABC figures. Raw showed the biggest drop, falling 34% to 27,266. Smash Hits fell 17% to 391,116. Kerrang! also dropped 17% to 50,738 and Q was down 4% to 166,149. The only increases came from Select, up 6% to 80,309 and teen title Big! up 25% to 259,513. 
The Prism Leisure Group has reported interim pre-tax profits of £374,000 for the six months to September 301991, a rise of 23%, on turnover up 11% to f5.8m. 
Nick Franks has been appointed to the newly created role of senior A&R manager at Arcade Records. 
AIRC director Brian West has been elected as the first president of the new Association of European Radios (AER). 
Bands including The Farm and Carter are supporting a new campaign, to identify venues which operate pay to play policies. Pay To Play No Way will issue venues who do not operate the system with special stickers. 
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TALEWT 

on the double A side 
At first sight, Talkin' Loud's plans for launching its two latest signings smack of an ex- ercise in cost-cutting. The first releases from Per- ception and The K-Creative — two quite different dance acts — are being put out together as a double A-side single on February 24, But rather than a crude at- tempt to kill two birds with one stone, the EP is a part of a carefully-constructed mar- keting strategy. It is expected to capitalise on interest in the two acts and in- crease the buzz when their own "official" debuts are re- leased early this summer. 'This isn't an original idea," admits Phonogram A&R con- sultant Dave Bates, "but we wanted to get something out quickly — a sneak preview." Indeed, the idea of dual art- ist double A-sides is far from new. If Perception and The K- Creative get to number one, they will share chart history with Paint Your Wagon stars Lee Marvin (Wandrin' Star) and Clint Eastwood (I Talk To The Trees), who topped the chart simultaneously in 1970. 

EP package: Talkin' Loud's Perception (left) and The K-Creative 
But it is unusual to sand- wich two brand new artists to- gether. Out And About fea- tures four tracks: The K-Cre- ative's K Spells Knowledge and Three Times Maybe, plus two mixes of Perception's Feed The Feeling, a favourite white label with Kiss FM DJs last 

kicked off at London's Jazz Cafe last week. Talkin' Loud label head GUles Peterson says the record and tour will promote both the label and its new artists. 'This EP is a vinyl version of what's being taken around the coun- try," he adds. The K-Creative's manager Guy Tresize, formerly a book- ing agent with London's Mir- 

acle Agency, set up the tour with partner Johnny Chan- dler. Most of the dates are at 400 to 500 capacity venues with a strong club base. And, to reflect Gilles Peterson's belief that the North is quickly catching on to the appeal of Talkin' Loud's brand of dance music, half the dates are set for the Midlands and the North. Peterson, Norman Jay and Paul Martin will DJ on the tour, acting as an additional draw. Local radio and TV in- terviews with Peterson and Jay have already been set up following a press campaign triggered by tapes of the EP being sent to all relevant re- gional media. But even with the publicity being apparently easy to come by, Talkin' Loud is surely tak- ing a risk with the Out And About tour and EP: that one of the acts will end up over- shadowing the other. Tresize says he has no such fears. When white labels were ) key DJs last month, artists were separated to ure neither was overlook- "DJs into house got Percep- 

tion's Feed The Feeling, if they're into rap they got The K-Creative," he says. Vitally, the EP is eligible for the CIN charts; royalties will be split equally between the two acts and they will share billing for any chart placing. And Talkin' Loud's chart prospects for the EP already look good. Kiss FM head of music Lindsay Wesker says; ■e all oi ■ DJs oi ends and evenings will play the hell out of it." Wesker has long believed double A-sides were a good way to launch new acts. "The EP is going to sell more copies than two individual singles," he says. 'There is a possibility the public will prefer one side and it'll get more play. "But as both bands share the same catalogue number, if the sales go up both benefit." Double A-sides can be a con- troversial marketing too; some executives believe they serve only to halve airplay and po- tential sales. But the concept of using one to launch com- pletely new acts may be novel enough to prove the sceptics wrong. Sarah Davis 

CHART 

BOOK 

Published in association with 
Bmskweek Featuring the ollicial CIN charts, compiled by Gallup, as used by; 

1 li 

for the first time ever ... 
... a fully comprehensive guide to the UK Charts! 
The new CHART BOOK series gives you, each year, all the information you need on EVERY hit single AND artist album from the No. 1s to the No. 75s. And there's a wealth of background information besides 
The Chart Book 1991 includes: 
★ Top 75 Singles and Albums for each week of the year. ★ Chart profiles for all hit artists and titles. ★ Running times for every hit single. ★ Review of the year and market analysis. 
And: catalogue number information; biographies of the year's Top 100 singles 
artists; best of year charts; how the charts are compiled. 
THE CHART BOOK 1991: The indispensable reference book for anyone with an interest in the UK Charts. 
UK Orders - Pleasesendme copies ofThe Chart Book at El 4.99 (plus £ 2.50 p&p) - Total El 7.4< 
Non UK Orders- Pleasesendme copies ofThe Chart Book at $39.99 (plus $10.QQ pSp) - Total $49.9; 
 payable to Spotlight Publication! I enclose a cheque/postal order for.... 
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FEATURE 

Revealed: the labels i 

STRIKE RATES - SINGLES* 

ii 8 12 66.7 

y (5) iSl £ 151 rarlophone 

5 (2) EMI 

1.3 

17 32 53.1 3.7 

3 (8) ^^CTI= 6 12 50.0 0.4 

4(I3)COLI)mbia 34 73 46.6 5,4 

18 42 42.9 2.6 

6 (18) Vertigo ^.8; j 20 40.0 1.1 
7 (1) PWL 6 16 37.5 1.1 
8 (5) SBK 5 14 35.7 1.0 

=9 (29) Geffen 6 18 33.3 1.8 
=9 (-) Island 6 18 33.3 1.0 

11 (-) London 19 58 32.8 4,1 
12 (4) Warner Bros 11 34 32.4 2.0 
13 (28) Epic 20 66 30.3 5,2 
14 H Siren fr- 10 30.0 0.4 
15 (-) A&M 15 57 26.3 5.9 
16 (-) Polydor 16 61 26.2 2.0 
17 (10) Capitol 9 35 25.7 1.6 
18 (-) Talkin' Loud 3 12 25.0 0.6 
19 (14) Cooltempo 5 21 23.8 1.3 
20 (3) Factory 3 13 23.1 0.6 
21 (15) Mercury 8 37 21.6 1.3 
22 (-) Virgin America 4 19 21.1 1.0 

=23 (17) Fontana 4 20 20.0 1.2 
=23 (7) Mute 3 15 20.0 1.0 
=23 (-) Atco 2 jmo... 20.0 0.4 

26 (20) Situation Two 2 11 V 18.8 0.2 
27 (-) Virgin 16 89 18.0 3.7 

=28 (-) IRS 2 12 16.7 0.3 
=28 (-) WEA 2 12 16.7 0.3 

30 (-) RCA 8 49 16.3 1.4 
nago of Top 40 hits per release by labi als which r eleased 10 or more si ngles in 1991. (Last year's positions in brackets). Sourct ?: compil led by Music Week from Gallup new rcleas e informati on supplied by CIN. Chart inform ation coi jrtesy of ERA. CIN market share • figures 

Leading hit-maker Parlophone has the top laj 
releases compared with hits achieved - witL 
analysis of the most consistent labels in the 
SINGLES 
One is six foot five and unmistakable, the others deliberately anonymous; Seal and 808 State could not be much further apart in the profile stakes. But it's thanks primarily to these diverse artists that ZTT became last year's most consistent hit-maker. In AfWs second survey of strike rates, the label scored eight hits from 12 releases — a success rate of nearly 67%. "I'm happy that the policy of being careful about what we sign has paid off," says ZTT managing director Jill Sinclair. "A lot is to do with the fantastic marketing and distribution team at Warners." Another label benefiting from similar relationships with majors is deConstruction, which comes in third with a 50% strike rate. But last year's best-placed small operator — PWL — slips from first seventh place, scoring six hits from : releases. In 1990, PWL released the same number of singles, but topped the league by bringing in 11 hits and earning a 68.7% strike. ZTT could not, however, match PWL's achievement of topping both the strike rates and creme de la creme chart for the most Top 10 hits per release. That accolade goes to Geffen - which scored five Top 10s from its 18 releases — with PWL again showing strongly in second place and ZTT managing fifth. These labels all had modest release schedules in 1991, but the remaining strike rate top scorers prove that it is possible to be consistent and release lots of singles. Parlophone, in second place, had 17 hits from 32 releases; Columbia had 34 from 73 (the most hits scored by any label); and EMI 18 

MOST TOP 40 SINGLES 
Label 1 (2) Columbia Top 40s 34 2 (4) Epic" 20 3 (1) EMI 18 4 (3) Parlophone 17 = 5 (-) Polydor 16 = 5 (8) Virgin 16 7 (10) A&M 15 8 (—) London 13 9 (—) Warner Bros 10 (5) Capitol 9 Most Top 40 hits by labe: Is which released 10 or more singles in 199 1. (Last year's posi- dons in brackets.) •Includes one joint oredil I with Rhythm King. 

In eleventh place, London has made a dramatic improvement over last year when it failed to reach the Top 30. Releasing just 10 fewer singles than in 1990, it has managed to double its strike rate. And Geffen is clearly benefiting from its new hits from 16 relationship with MCA. It zooms up 20 places to number nine in the league, as well as topping the creme de la creme chart. On a more gloomy note, the survey does not reflect brilliantly on the independent sector. This year the highest-placed indies are Factory and Mute, in twentieth and twenty-third place respectively. Last year, both were in the Top 10. And the survey also reveals that 33 labels released 10 or more singles in 1991 without scoring a solitary hit between them. This figure is, to be fair however, only half that of last year. At the other end of the scale, seven labels excluded from the survey because they released less than 10 !S earned 100% strike r£ 
m 42. 

1991, They were Food, HMV, KLF Communications, Def Jam, Furtive, Tug and Wild Bunch. 
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ibel albums strike rate — the total number of 
ZTT heading the singles pack in MWs annual 

irsuit of Top 40 success 
ALBUMS 

:s~ SrrL, credit Wi,h Arista 

has played its part, too. "We do take risks, but you minimise Also excluded from the league are your risks by ensuring that you put the two labels which achieved 100% every positive aspect, such as a TV strike rates - PWL and Food - as 

sometimes you have to put your foot and Kylie Minogue's Let's Get' down and say 'now isn't the right while Food scored with Jesus Jr 

release figures exclude such product, achievement in scoring 17 Top 40 although some - such as Bryan albums. As it also tops the table for Adams' Waking Up The Neighbours the most Top 40 singles, it is clearly and Nigel Kennedy's Brahms Violin the most prolific hit-maker for 1991. 
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