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Eill cuts 260 vinyl jobs 
EMI Music Services i 260 jobs at its Hayes pressing plant in response to a 7091 drop in vinyl demand over the past two years. The redundancies, which come into effect in mid-June, represent 60% of the centre's total workforce and are ex- pected to lead to a full closure of the plant in two years. Production of vinyl has plurametted by 709c at the plant from a mid-1990 peak of around 250,000 units a day to just 70,000 this month. 

EMI Music Services manag- ing director Jim Leftwich says the job cuts affect all areas. "Although none of the direc- tors are going yet, there is no doubt that the number we have at the moment will not be needed in 18 months' time," 
The decline of vinyl has ac- celerated since Christmas, he says, with EMI losing around 20% of its business after Poly- Gram moved its supplier. The future of the plant's tape duplication business is 

VINYL ALBUMS IN DECLINE 

also in doubt with production slumping this year. Leftwich says although ma- jor releases sold well at the 

end of last year, back logue did not and stocks are high. EMI is to study the feasibil- ity of possibly transferring a small level of cassette manu- facture to the company's Swin- don CD plant. Vinyl would be contracted out, he adds. Leftwich, who was meeting the Hayes centre's union rep- resentatives on Friday after- noon, says staff have been understanding. "But it has been a very painful few days," 

Last April EMI announced the closure of its distribution centre at Hayes with the loss of 140 full-time and 140 part- 
pose-built centre at Leaming- ton Spa next month. EMI is the only major with its own vinyl plant, after Sony closed its Aylesbury vinyl centre in January 1991. According to Gallup data, vinyl has been overtaken by CD as the most popular single format this month for the first 

Preston hires Foster 
BMG chairman John Preston has hired former Virgin Clas- sics managing director Simon Foster to run BMG Classics as his sweeping restructuring of Britain's sixth biggest record company gathers pace. Foster takes the title of mar- keting director, classics, but will run the division, reporting directly to Preston. "We are 

mented Preston. BMG had 1.7% of the UK full-price classical market last year compared with an overall 5.4% share of the UK albums market. Foster left Virgin in Jan- uary, apparently after dis- agreements over cutbacks. Although primarily known and respected as an A&R man, Foster points out that he spent seven years in marketing at EMI. BMG classics manager 

Michael Deacon will continue to work alongside Foster, though marketing manager Tom Norden has resigned. Foster's appointment comes amid a wholesale restructur- ing of BMG's top UK manage- ment. Diana Graham has al- ready been drafted in to run Arista. And just a week ago Preston named Jeremv Marsh as MD of RCA. Meanwhile head of person- nel Jim Chester left on Friday. 
Publishers face 
20% costs bill The MCPS has been ordered to pay 20% of the BPl's costs dur- ing last year's tribunal hearing, as the battle finally drew to a close last week. The publisher-owned organ- isation insists the ruling leaves the dispute as "a draw after extra time". The sum — covering the per- iod from August 1 to the end of September — makes up for the amount awarded to MCPS over an initial hearing in July 1990, it claims. BP1 head of legal affairs Sara John says the award for costs was a matter of principle, "otherwise a licensing body could set any rate it liked." All the issues settled will take effect from March 12. 

Bellas heads WEA 
Moira Bellas has been apppinted as managing direc- tor of WEA Records, replacing Jeremy Marsh who was poach- ed by RCA last month. Bellas is the first woman to head the label which she join- ed 20 years ago, and was a straightforward choice be- cause of her wealth of experi- ence, says Warner Music UK chairman Rob Dickins. "There was no question of looking around," he says. "As soon as she wanted the job there was no other candidate." Bellas, who will retain some of the responsibilities she held as director of artist develop- ment, says she does not expect to make any immediate changes and there are no plans for a direct replacement of her. 

Bellas and Dickins: Bellas worked at Pye Rec- ords, Paragon Press and EMI before joining WEA (then Kinney Music) in 1971. In 1973 she became head of press for Warner Brothers and later director of publicity for the WEA Group. During a nine-month spell as head of A&R in the late Seventies she signed The Pre- tenders. 

Warner swoops for Smiths The Smiths catalogue has Trade Distripfifmn's^ai been solcTto Warner Music for an undisclosed sum after 10 months of negotiation with Morrissey and Johnny Marr. The deal was finally secured on Wednesday after the two songwriters bought Rough 

stake for a mated £600,000 from the ad- ministrators, to sell on. A full liquidation of Rough Trade Distribution's assets now looks set within the next two months. 

SPIN 



GIVING MUSIC ITS DUE 

LIVE MUSIC PERFORMANCE ROYALTIES 

The new PRS live music income distribution scheme has now 
come into effect. 

To make this scheme work, PRS needs details of the live sets from every performance at 
every one of its list of 500 + venues. The list includes venues of all types and sizes 
selected on the basis of set criteria relating to audience capacity and number of live 
music performances (for which an entrance charge is made) per year. 

The venues vary from theatres the size of London's Hammersmith Odeon (or larger) to 
pubs and clubs which have been selected because they stage live performances of a very 
wide range of types and styles of music. 

In order to make this new and fairer payment system work, 
PRS must have full and accurate details of all performances 

at these venues. 

Help PRS to give music creators their due. 

* Obtain a copy of the list of venues and a supply of PRS performance forms which 
give details of the Scheme; 

* Ensure that you or your artist fills in the form (we need set lists from headline AND 
support acts) including all the music performed, their own or any other writer's; 

* Ensure that the owner or manager of the venue countersigns the form and sends it 
to PRS, Licensing Theatres & Concerts department. 

For performance forms and details of the Scheme, write to 
PRS, 29-33 Berners Street, London WlP 4AA. 
Or call Michael O'Shea on 071 927 8226. 

GIVING MUSIC ITS DUE 
PRS is the music industry organisation which works on behalf of composers, authors and publishers of 

copyright music by collecting royalties when their music is broadcast or performed in public. 
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Final word on indie chart near 
Two crunch meetings this week are due to deliver a final ruling on the future of the in- dependent chart. The battle to introduce a new genre based alternative chart has seen both sides be- come deeply entrenched with all compromise solutions re- jected. But a meeting of the BPI council on Wednesday is due to 

final verdict on the It will then report CIN's ruling Chart Super- visory Committee which could settle the issue when it con- venes the following day. China Records MD Derek Green, who resigned from the BP! council in protest at its ac- ceptance of the alternative chart, believes that decision might still be reversed. 

"I have now had letters of support from council members. The BPI must realise it could do itself a lot of good by giving the indies a break," says Green. But Andy Ross, of the EMI- backed Food label whose acts are currently excluded from the indie chart, says: "The ar- guments for a distribution chart are redundant." 

He says dance product is crowding other acts out of the indie chart. "I'm not anti-indies but there is no sense in a chart based on which van the rec- ords come out of. Labels like KLF, Mute and Creation are getting money from overseas majors anyway, so it is ridicu- lous to block us out because of our EMI deal." 
Freddie tribyte 
set to go global 
Queen's Freddie Mercury trib- ute concert is to be screened in more than 70_ countries with TV sales spurred on by the commitment of major stars. George Michael now seems likely" fo front the reformed Queen and U2 have confirmed that they will make a contri- bution via satellite. Other key acts whose involvement is boosting worldwide interest are Dayid__Bowie, Guns .FT Roses and Elton John" 
simulcast the event in a live transmission from Wembley on April 2a   TV distributor Radio Vision, which also handled Live Aid, has secured TV sales in terri- tories including the US, Ja- pan, Canada and the whole of Eastern Europe. EMI hopes to have collected all proceeds from sales of its charity single, Bohemian Rhapsody/These Are The Days, by mid-April. 
Bodge!bypass 
for industry Family-owned retailers and labels are likely to be the big- gest music business benefici- aries from last week's budget, though it offered nothing spe- cific for the industry. The threshold on inherit- ance tax was raised ahead of inflation to £150,000, and there was a move to limit the uniform business rate to the rate of inflation. This will par- ticularly benefit record com- panies and retailers in central London. 

Lane joins Green 

as China partner 
Derek Green has sold half his stake in China Records to art- ist manager Brian Lane in a deal that makes the two men equal partners in the indie label. Lane purchased his share for an undisclosed sum and now becomes co-chairman with Green. "It is Brian's exploitation abilities in areas such as mer- chandising and his knowledge of the US market that makes the partnership so promising," 

Lane, who has managed The Buggies, Jon And Vangelis and Olympic athlete Daley Thompson, is expected to take 

Green (left) and Lane 
the lead in China's policy of placing artists with US labels on an individual basis. Its next release is the debut album by The Levellers through Elektra. Green says he did not need 

mments: "Every pro- ject Derek and I have shared in has been successful. What one of us can't do well, the other one can." Lane, who still manages Yes, worked with former A&M managing director Green dur- ing the launch of the group's career at the label. China, launched in 1985 by Green, has a roster which in- cludes Art Of Noise, The Lev- ellers and Army Of Lovers, Green On Red and Cassell Webb. 
The Bee Gees are returning to Poly- Gram label Polydor after an eight-year spell with Warner. The Gibb brothers turned down more lucrative offers — including one from Geffen — to rejoin Polydor, with which they worked lor 20 years from 1964 to 1984. Polydor gen- 

says they were a UK company. The first of (ou is expected to be released by the end of the year with a tour also likely. The brothers Robin, Barry and Maurice are pictured with (from left) director Annie Newell, director Jimmy Devlin a 

'Apathetic' labels miss live semgnar 
Organisers of last weekend's fourth annual International Live Music Conference say it was the most successful yet, Over 340 representatives from more than 40 different specialties within the live mu- sic industry squeezed into Lon- don's Intercontinental Hotel to discuss issues including: the state of the US live business; 
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ticket brokerage; live TV (with a presentation by MTV Europe); the promotion of classical music; and per- formance rights. Organiser Martin Hopewell of Primary Talent Interna- tional says the 1LMC "points people in the direction of areas that need attention" and be- lieves a number of the issues 

   could be picked up by the industry's associations. "The main conclusion at the end of an ILMC," he says, "is that people start to see them- selves as part of an industry, which they didn't before." However, record company apathy towards the ILMC con- tinues to be a problem, says Hopewell. More than 100 in- 

vitations were sent to label personnel, but only about half a dozen actually attended. "It was absolutely pathetic," comments Hopewell. "There's almost an irretrievable gap de- veloping between people in the live business and people in the recorded music business." Putting the squeeze on Mr 

Nobody can be happy at the prospect of 260 people losing their jobs. But the cuts at EMI's Hayes plant have been inevitable ever since the public discovered how attractive CDs really are. Now EMI Music Services reveals the company is seeing cassette sales tail off as well. Let no-one say that CD has somehow been foisted on the public. If the truth be told, they just can't get enough of them. 
If we think we have problems over packaging, what about the Americans and their idiotic CD longbox controversy? The latest bizarre suggestion from Billboard is that record companies should pick up the tab for the new racking retailers will need when the longbox is phased out next year. Never mind that it was the laziness and intransigence of US retailers which led to the longbox in the first 

The contrast with the UK business could not be greater. British record retailers invest heavily in their stores, making them the best in the world. Rather than bickering over hand-outs from record companies, maybe US retailers should invest in a plane ticket and find out what real record shops are ail about? 
What a difference a couple of months can make. Last autumn BMG looked dead in the water, and RCA's unfortunate decision to pass on two acts from deConstruction which subsequently went Top 10 made it a laughing stock. These days it's all different. First Arista, then RCA and now BMG Classical all have new- chiefs and the place seems to be buzzing again. With the new album from Annie Lennox sounding likely to be a major hit, BMG could yet end up the success story of 1992. 



OPINION 

Even with the addition of Moira Bellas as the new managing director ofWEA, 
comparatively few ladies in positions of noticeable, up- front power in the business. Many people ask why that is the case in an industry where there's no heavy lifting, exposure to extreme heat or much chance of breaking one's fingernails. In truth, by simply discussing the issue, I'm probably guilty of promulgating the myth that employing ladies outside the kitchen, shopping centre or bedroom is an alarming or dangerous concept. To be entirely frank (or Francesca) about it, I believe that the issue is one of balance rather than equality. Some might say it's a man's world; I have to disagree. It just seems that way because men are more likely — because of their masculine qualities — to be louder, more aggressive and inclined to action rather than passivity. This is not to say they are more powerful than women, just different. Look closely at any division of any record company and you'll see that behind every frenetic male figurehead sits a team of ladies, interpreting, elucidating and wryly raising one eye- brow while simply getting on with the job. It isn't necessary to sacrifice femininity on the alter of industry; although I can think of a few men who 
pre-menstrual as part of everyday life than many 

We should rejoice in our differences, notjust physical, but cerebral. Women can provide an essential overview with an understanding of fine detail and human emotion which entirely complements the male dynamic. 
acknowledge that any victory is truly a team effort ... and it's your turn to make the tea, Martin! A dele Nozedar is, along with Martin Heath, joint managing director of Rhythm King Records. 

NEWS 

Gramp plays Wildcard 
PolyGram Music Publishing has scheduled the first release on its own Wildcard label. Managing director Lucian Grainge has already signed a number of acts to Wildcard, in- cluding some committed to other publishers. The first release is a single from London-based soul group Nu Colours, due on May 5. Grainge, who signed artists Wildcard: new label 

such as Del Amitri, Neds Atomic Dustbin and Roachford for publishing before they had label deals, believes Wildcard will benefit from similar A&R coups. "There is less and less differ- ence between publishers and record companies." he says. Wildcard will be marketed by Polydor with distribution via PolyGram. 

New chief sets 

R3 youth agenda 
record industry is welcom- plans by the new boss of io Three to make the BBC 

work's Music Weekly, Nicho- las Kenyon, the newly ap- pointed controller, said the age range of the station's listeners does not reflect the expanded audience for classical music. Kenyon plans to attract younger listeners by clearing the 7am-9am and 4pm-6pm slots for programmes with more of a "live" feel, with mu- sicians coming into the studio. He says station presenters in those slots will become more like DJs, and in particular he wants a youth-orientated pro- gramme in the slot just before BBCl's Neighbours. Kenyon says he wants to fo- cus Radio Three more clearly on the arts, axeing many 

■A 

programmes. He denies he is reacting to the threat of Classic FM, Roger Lewis, director of EMI's classical division and former Radio One chief, says the change is "long overdue". "It is a welcome change to the attitude that has ignored the whole Nigel Kennedy/Pav- arotti/Three Tenors phenom- enon which over the past four years has increased the follow- ing for classical music huge- ly," he says. 

Peter Russell, PolyGram's classical division director, says Kenyon's appointment is a "stroke of genius" by the BBC. "Radio Three has done a su- perb job over the years but has not kept pace with develop- ments in the arts in general and classical music in particu- lar," says Russell. Michael Deacon, manager of BMG Classics, says: "It's hard to disagree with anything Kenyon says. You could say there should be no speech pro- grammes at all on Radio Three, because most listeners tune in expecting to hear mu- sic at any time of day." Anne-Louise Hyde, of Warn- er Classics says; "I am sure Nick Kenyon is spurred by the approach of Classic FM. "Play n down the snobby approach I'm sure you'll get more people listening to classical and that will do our industry good." 

WWF fans floor music 
WEMBLEY'S MERCHANDISING TOP 10 Wrestling enthusiasts spent more per head on merchandise/ at Wembley Arena last year than any music fans. Sales of mock championship belts, T-shirts and caps helped to take the World Wrestling Federation to number one in the venue's top 10. A spokesman for Wembley says; "Wrestling seems to be really popular with young people and unlike some of our older music audiences they have money to spend," But Martin Goldsmith, managing director of WWF's everything from mock sponge unavailable in the shops " merchandise company Event shoulder pads to wrap around New Kids On The Block top- Merchandising, says the sue- sunglasses," he says. ped the list of total merchan- cess is attributable to innova- "The products also tend to be dise sales following their live selling. These fans spent cheaper than music merchan- marathon 13 nights at Wem- between £9 and £10 a head on dise and until recently were bley. 

Faze 2: one-off releases 
Rozalla label 
fixes global 
licensing deals 
Indie dance label Pulse 8 has secured a series of licensing deals to establish a worldwide profile for the company. The agreements cover Bene- lux, Scandinavia, South Africa, Australia, New Zea- land, South-east Asia and Ja- pan. Ten more deals will cover North and South America, and much of the rest of Europe. The first release to benefit from the deals is Rosalia's debut album Everybody's Free, which has been delayed until March 23 by the label's recent court battle with the 

Pulse 8 managing director Frank Sanson says the agree- ments, which cover all Pulse 8 releases, formalise the previ- ous one-off deals the company secured for Rosalia. "It also means the releases are out on the Pulse 8 label in other territories, too," he says. "This makes it a worldwide label which is a very big step for us." The company is also launch- ing a new label, Fase 2, which 
Although no distribution deal has yet been secured, the first release on the label will be the Italian dance track Never Give Up by Jinny at the end of the month. The arrangement will leave the Pulse 8 label to handle the company's album acts. 
BPI sponsors 
Expo showcase 
The BPI has been appointed as a sponsor of the UK pavilion at the Expo 92 festival which opens in Seville on April 20. It has helped put together an eight-minute video show- case of British music, includ- ing footage of Elton John, Eric Clapton and Eurythmics, to be shown four times a day in Brit- ain's £22m site. The BPI estimates that it will be seen by up to 3m people. BPI director John Deacon says: "Working with the DTI on something like this will help the government improve its relationship with the rec- ord business. We need to be respected and taken seriously alongside other industries. 
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Lennox: major spend 
RCA earmarks 
£300,000 for 
Lennox splash RCA is planning a £300,000 marketing campaign for the launch of the first solo album from Annie Lennox. Diva, which is released in five formats on April 6 with a ship-out of between 175,000 and 200,000 units, will be backed by a television cam- paign in six regions initially, followed by a nationwide cam- paign with Our Price in weeks two and three. Described by RCA's head of marketing Joe Cokell as "a very personal album," Diva has taken Lennox and her pro- ducer Stephen Lipson 15 months to complete. Nine tracks have been writ- ten by Lennox herself while the tenth is a collaboration with The Blue Nile. "Although there is a fairly equal split between ballads and up-tempo tracks we expect the album to attract a female biased audience," says Cokell. "But we are hoping it will cross all barriers just like Eu- rythmics do," he adds. The first single from the al- bum, Why, released today (Monday 16) was sent out to radio stations over three weeks ago and has already re- ceived heavy airplay. "We decided to give people time to get used to the track and also to get people talking ■about Annie again," explains Cokell, "We would be very dis- appointed not to chart in the Top 10." 

Ciipsham needles 

radio conference 
A music radio conference aim- ed at uniting record companies and broadcasters has sparked a war of words over needletime 

Phonogram managing direc- tor David Ciipsham trailed the record industry's position at the forthcoming Copyright Tribunal by telling the Radio Academy conference that air- play's value is in royalty rev- enue rather than promotion, In his keynote speech he told delegates; "We value your pro- grammes because of the rev- enue they provide us — not be- cause of the product sales which might, perhaps, argu- ably, indirectly, accrue." Robin Valk, head of music at BRMB responded; "If that is the case then the music indus- 

Ciipsham: radio blast try can forget its idealistic ideas about working together for mutual goals." But conference chairman Tim Blackmore says the sem- inar was a valuable attempt to further the relationship. "With the PPL tribunal so close this was bound to arise. We need to establish that we cannot 

agree but that there areas where we can move lor- ward together," he says. The conference was attend- ed by 99 delegates from ILR stations, record companies and Radio One. But organisers were left disappointed by the low turn-out from Northern stations and London ILRs. Issues raised included rec- ord companies' frustration at the sale of advertising airtime across whole radio groups, denying them the precision targeting of individual sta- tions. And speakers on technology looked at the future of preci- sion tuning advances such as DAB and systems allowing stations to transmit needle- time data to PPL over the air. 
*0 jf HjKKN 

U. "I am genuinely surprised," said Beerling on receiving the award at plion at Sony Music's Hit Factory studio last Monday. "But It's a pleasant ipecial tribute film BBC director general Sir Michael Checkland said: think it is vulgar to be popular. What Johnny has done is to show Other filmed tributes came from Chrysalis Group chairman Chris Wright predecessor Doreen Davis. Beerling who joined the BBC in 1957, ptoduc- s first breakfast show, He also pioneered the self operated studio and oadshow concept. He became controller in 1986. See Dooley p27. 

Profits leap 
justifies cuts 
claims Castle 
Castle Communications achieved a 12% increase in pre-tax profits for the second half of 1991, justifying a rationalisation of the com- pany's operations, says com- mercial director Jon Beecher. While turnover for the per- iod dropped from £19.4m in the corresponding period of 1990 to £15.6m, profits went up from £759,000 to £853,000. Beecher says the company expected overall sales to fall because of a scaling down of the group's video operations. The company reduced staff from around 100 to 70, says Beecher, although most were cut through natural wastage and freezing 

INBC, the highest bidder for the INR2 national radio licence, has appointed former Strawb and Minster Sound MD Dave Cousins as director responsible for programming and liaison with copyright bodies. 
Columbia Tristar Home Video is switching distribution from the Video Collection to Sony Music Operations from May 1. The move follows the company's shift of its rental business from BMG to Sony last summer, and Sony's acquisition of Columbia Tristar last year. 
Jazz monthly The Wire is including a cover-mounted sampler CD from the Candid label for the first time with its April issue. The print run is upped from 20,000 to 30,000. 
Musidisc has switched the distribution of its Accord and Ades classical labels to Brian Griffin Distribution (tel: 0524 846446 fax: 0524 846395). 
The New Music Seminar's Joel Webber Award for excellence in business and music has been awarded jointly to Jonathan Ponerman and Bruce Pavitt of Seattle's Sub Pop label, home of Sirvana, and Mike Shalett and Michael Fine of US charts company Soundscan. 
Audio FX says that contrary to speculation it is still offering its backline service, though it has moved to a new central administrative office (tel: 071 482 1440). 
Capital Gold has secured a promotional deal with Mercury Communications to promote Mercurycards and the location of Mercury telephone booths in London. A series of Mercurycards branded with the Capital Gold logo and featuring pictures of the radio station's DJs is also to be produced as part of the promotion. 
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FEATURE 

Ever since Simple 
Minds dumped 
Wasted Talent in 
favour of a German 
company and US 
agencies started to 
muscle in on the 
European circuit, 
many acts have 
considered cutting 
the middlemen out 
altogether and 
booking direct. 
Sue Sillitoe asks 
whether agents can 
adapt successfully 
to the changing 
environment or are 
they fast becoming 
an endangered 
species r 

Putting the squ 

In these days of paring down and weeding out, there's a rule worth sticking to: make sure you're indispensible. Agents — the middlemen of the live concert business — must feel more vulnerable than most. At last year's International Live Music Conference, the most controversial — and best attended — session focused on the future of the European agent. The debate had been triggered by an announcement that Simple Minds had appointed Marcel Avram of German- based company Mama Concerts to co- ordinate their entire European tour. Some delegates viewed it as the beginning of the end for traditional London-based agencies and the final step in a gradual erosion of their prestige and influence. Put simply, the role of an agent is to act as an intermediary to secure the best deals for their touring artist. They have traditionally received an agreed commission of 10% to 15%, a cut which has led them to become 

relationships; many of the major European agents and promoters have been working with each other for more than 15 years. The main complaint of promoters is that agents are sometimes too greedy. Agents respond that they are under pressure from artists' managers to deliver the best possible deal. Harvey Goldsmith Entertainments' Pete Wilson concedes this can happen. "Agents have lost acts because they haven't taken the best offer but have instead taken the best career move for the artist. The artist doesn't always want that," he says. That kind of pressure from the act can force promoters to deal direct with the management, whether they want 

But the majority of agent-artist agreements are still based on a handshake, which leads to an underlying insecurity: successful acts are under no contractual obligation to stay with the agents which swallowed losses on their early tours. Nor is loyalty guaranteed if the band change management. A move at the end of last year by some of the msyor agencies, including ITB, Primary and Wasted Talent, to introduce a five-year contract at a flat commission of 15%. does not as yet appear to have been widely adopted. Indeed, some agents consider such a contract to be largely unenforceable. Paul Boswell of The Agency says: ' s to be earned. People 

Tim Parsons of MCP explains: "We like to work with agents and we do everything we can to work with them. However, if a contract (with the agency)lapses on worked with for £ manager decides to take hi away from the agent and book it direct, then it's hard for us to say no." What really put agents on the defensive in the Simple Minds case was that they saw it as an aggressive attempt by a promoter to cut out the services of an agent altogether, in this case Wasted Talent. "I really can't understand how artists can allow themselves to be represented by agents who are also promoters," says Wasted Talent's Ian Flooks. "As an agent, one is supposed to negotiate the best possible terms for one's artists. If you are also the promoter, you do appear to be negotiating with yourself, a: to avoid a conflict 

pp5 

"Lovaltv has to be earned. People agents nveunouu, uuwcvci, U 
sr.™. si"3.5." 

One resnonse to the US 
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do that," he says. "But what happens to the promoters that rely on us for their business in the UK? Do they then have to become agents to compete with us? The whole thing really doesn't make any sense." The UK agents' strength lies in their specialised knowledge and experience of the local live marketplace. They are aware, for example, of the 200 or so festivals that are held throughout the summer in Europe; they can help to put together "package" tours, which are becoming increasingly important in providing value-for-money for ticket buyers; and they can advise on details such as work permits and logistics. New acts in particular can benefit from the expertise and influence that an agency can offer. Promoters are aware that if they are to maintain a solid working partnership with an agency they must be prepared to work with their entire roster. Carl Leighton-Pope quotes the 
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"vinegar and wine" theory of Scandinavia's leading promoter Thomas Johansson. "I will give him a glass of wine when I deliver him two outdoor shows on Bryan Adams and I'll give him a glass of vinegar when I deliver him a band that no-one's heard of, but who need a date in Stockholm." Where agents play a key role is in helping to establish the careers of new artists, without which the entire music industry would grind to a halt. But agencies still have to find the means to subsidise those younger acts early on. This can be partly done through the tour income from their major clients, but many agencies are currently looking at ways of diversifying in order to put their businesses on a more stable footing. Leighton-Pope believes agents should look outside the traditional area of contemporary music into related fields such as country. MOR and theatre projects, while Hopewell 

has added acts as diverse as the beefcake troupe Adonis and the classical London Chamber Orchestra to Primary Talent's roster. Meanwhile Wasted Talent's Ian Flooks is enjoying success with his record label Radio Active, which had a US number one single last year with Londonbeat. At present, there appears to be enough live work for the UK-based agencies to handle. And the varied nature of their businesses, from the large set-up of Primary Talent through to the family-based concern of the Leighton-Pope Organisation to the one-man operation of Dan Silver at Value Added Talent, reflects the different types of service they offer. And as the nature of the live industry continues to shift and change, it seems that the role of the agencies will become even more flexible. Beleaguered they may be — but they still seem well equipped to handle the challenge. 

KEY BRITISH AGENCIES 
Main agents; Nigel Kerr, Barry Campbell. Charlie Myatt. No of acts; approx;25, including Manic Street Preachers, Curve. 
THE AGENCY Main agents; NelfWarnock, VinCe Ward, Derek Kemp. Paul Boswell. No of acts: 108, including Failh No More, IceT, Pink Floyd, Slnead O'Connor. Usa Stansfiold. 
ASGARD Main agents; Paul Charles, PautFertn, Mick Griffiths, John Mclvor. No of acts: 17, including Tanita Tikaram, Shakespears Sister, Elvis Costello, My Bloody Valentine. 
BLAST HARD Main agents: Brian Tuner, Peter Elliot! Jenks. No of acts: about 25, including Brand New Heavies, Cabaret Voltaire. 
ICM/FAIR WARNING Main agents: John Jackson, Peter Nash, Jeff Craft. No of acts; approx 125, including Guns N' Roses, The Scorpions, Pet Shop Boys. Wet Wet Wet, Deacon Blue. 
INTERNATIONAL TALENT BOOKING Main agents: Barry Oickins, Rod McSween, Martin Home, Dave Stacey, Mike Dewdney, Jill Pearson, Russell Warby. No of acts: 142, including The Cult Wedding Present, 
THE LEIGHTON-POPE ORGANISATION Main agents: Carl Leighton-Pope, Andrew Leighton-Pope, Justin Osborne. No of acts: 18, including Bonhie Tyler, Bryan Adams. 
MIRACLE AGENCY Main agents: Steve Parker (agency director), Ben Wmcliester. Paul Taylor, No Of acts: 28, including Ride, Thousand Yard Stare, The Frank And Waiters'Verve. 
PRESTIGE Main agents: Phil Banfield. Nick Peel, Rob Hallen. No of acts: approx 80, including Sling, Jeff Beck, Squeeze, Joo.ls Holland. 
'RIMARY TALENT INTERNATIONAL tin agents: Andy Wolliscroft. Martin icll. Steve Hedges, Nigel Nasslet, Chumbley, Ian Hussam, David Levyi lap Richard Smith. No of acts: 173, itcluding Marc Almond, PM Dawn. 
;0L0/ITG (lain agents; John Biddings, Bob Goldi ' , /lartin Tibbets, Graham Bullen. No of acts; 40-45, including Genesis, David Bowie, Paul Young, Red Hot Chili Peppers, R.E.M. 

VALUE ADDED TALENT Main agents; Dan Silver. No of acts; approx 10 including Erasure, Edwyn Collins, 
WASTED TALENT Main agents: lan Flooks, Mike Greek, Enima- Ps. No of acts; 60, including U2, Bonnie Lou Reed, Crowded House. iMA'i 


