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Odook yloomy after 

singles sales slump 
New six-monthly figures leased by Gallup have con- firmed the record industry's worst fears over low sales. As the business enters the quietest period of the year, the figures show the number of singles sold in the second quarter of 1992 fell 9% com- pared with the same period last year. The percentage drop was the same for the first six months of the year. The albums market mean- while recovered slightly from a first quarter slump of 8% year on year to a 4% drop for 

Gallup charts director John 

Finder says the figures, while depressing for the industry, are broadly in line with expec- tations. They also match the performance of other retail 
The figures show that the continuing to take 

i despite top selling albums by Lionel Richie, Right Said Fred and Annie Lennox. In desperate attempts to in- crease sales multiple retailers have recently launched a flood of discount promotions (see Analysis p7). MCA managing director Tony Powell says, "We have to excite people about the records and artists we have. Maybe we're not doing enough of that." EMI Records sales director Keith Staton says, "It's time to think about a general push on 

Maybe it's time to think about a generic campaign." According to the Gallup fig- ures, CD and cassette singles rose 78% and 18% respectively between April and June com- pared with the previous year. Seven and 12-inch single sales fell 43% and 25% respectively. Vinyl album sales continued to plummet, dropping 51% year-on-year, compared with CDs' 21% rise. While record sales continue to drop, the sellthrough video sector has still to reach a pla- teau. Video sales for the sec- ond quarter saw a 19% rise on the same period in 1991. 

Peace talks 
fail to stave 
off tribunal 
The record industry's long- running royalty feud with in- dependent radio finally reach- ed its multi-million pound tri- bunal hearing last week des- pite frantic peace talks min- utes before the opening. Though hopes of saving the huge legal bills seem lost, ne- gotiations are continuing be- hind the scenes. The hearing, which must be completed within five weeks, is already running behind schedule. Counsel for PPL and A1RC have each opened their case. And the BBC, arguing for a lower rate that commercial stations has presented its ar- gument. But just two of the five witnesses scheduled for the first week had appeared by last Friday lunchtime. See page 3. 

Virgin to shelve move 
EMI's troubled move to its new distribution plant has forced a delay in its takeover of Virgin product by nine months. Virgin says it has shelved the switch until April 1993. Until then Virgin product will continue to be shipped by PolyGram. Ray Cooper, joint deputy managing director of Virgin 

Records, says the decision will avoid disruption to the com- pany's busy autumn schedule. "We were all concerned about a major move during what will be our busiest time of the year," says Cooper. "This will give EMI a chance to settle into their new prem- ises. It was mutually agreed this makes the most sense." 

Since EMI moved to its new Leamington plant in April re- tailers have reported late de- liveries of key releases such as the albums by Carter USM and Iron Maiden. But now that EMI has split duties between its old Hayes plant and the new depot while it irons out problems, com- plaints have dropped. 

Ames: Tm staying puf 
London Records managing di- rector Roger Ames has reject- ed widespread speculation that he is to take a sabbatical from the company. But he con- firms that he is planning to re- structure its management. Speculation was rife at last month's New Music Seminar that Ames was to take a break from the UK company, per- haps moving to the US. "I couldn't believe how nice 

: of the delegates were be- ing to me, until I realised they thought I was going over there," says Ames. He adds categorically, "I'm not leav- 
He refuses to comment on details of his planned restruc- turing. "We're still discussing it," he says. But insiders sug- gest general manager Colin Bell is set for a promotion. Ames is the key shareholder 

His after Factory Records revealed it is in negotiations to sell a minority stake to London. Ames confirms that talks are continmng. Factory chairman Tony Wil- son ays one of the label's two big 1992 releases, the new al- bum by the Happy Mondays, is now complete. 
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COMMENT 
NEWS DESK: 071-6: NEWS 

Tribunal mcovers 'dirty tricks' 
The Copyright Tribunal week heard evidence of "dirty tricks" by radio stations in the battle with record companies over broadcast royalties. Evidence revealed a long and bitter correspondence be- tween the AIRC — represent- ing radio stations — and the PPL — representing record companies — over the agree- ment of a temporary tariff pending the hearing. And one memo from Jeremy Loyd, a director of Carlton Television, suggested AIRC members should "invent a sub- 

terfuge" to pretend they had never received one of the let- ters from PPL. The revelation emerged as the two sides locked horns in a sometimes fiery debate. Opening AIRC's case Chris- topher Clarke QC accused PPL of operating an unfair monop- oly, charging for airplay that stations would otherwise give freely. 'There is acute competition between stations for airplay but no competition over its price," he said. And he attacked PPL propo- 

sals of different n linked to 
But PPL counsel Sydney Kentridge QC, who represent- ed the BPI in its tribunal with MCPS, rebutted the claims. He said collective licensing through PPL is more valuable to radio than costly individual negotiations. "Without the PPL repertoire there would not be such a thing as indepen- dent radio," he said. As cr began, AIRC copyright ittee chairman James Gordon was forced to admit 

that the association itself has a monopoly of commercial sta- 
The AIRC's 'War Cabinet' includes Carlton's Loyd, Gor- don and AIRC director Brian West. And while PPL head of legal affairs Trevor Faure and Kentridge are conducting the case for PPL, EMI chairman Rupert Perry and his Sony counterpart Paul Russell are thought to be keeping a tight rein on proceedings. The hearing day. 

liercory Prize 
gets star role 
at In The City 
Record executives will have a unique opportunity to quiz the organisers of the Mercury Mu- sic Prize about their choice of albums shortlisted for the award at In The City, the mu- sic industry convention taking place in September. A special panel featuring Simon Frith, chairman of the Mercury judges, will review the state of UK music, as re- vealed by the entries for the award, the 10-album shortlist for which will be revealed on Thursday July 16 (see feature pl2). The Mercury panel is one of more than 30 involving more than 130 top industry execu- tives at the convention which takes place in Manchester from September 12-16. Panelists include Chrysalis chairman Chris Wright and Dire Straits manager Ed Bicknell. In The City organiser Yvette Livesey reports that delegations from seven US companies including Elektra, EastWest, Sony, Mercury and MCA have been confirmed. 

Kenyon aims R3 

at new audience 
Radio Three is seeking to forge closer links with record com- panies as part of its strategy to extend its appeal among classical music buyers, writes Phil Sommerich. The move was announced alongside sweeping changes to the station's programming last week by controller Nicholas Kenyon. As expected, the changes are aimed at making the station's presentation style more open and accessible. Established programmes in- cluding Morning Concert, Third Ear and Poet Of The Month are to be axed, and a quarter of the station's drama output and presenters are to be dropped. Kenyon says he intends to change the popular impression that the station is "good for you but not for me". He adds: "We are going to look more at 

chestras will also take port- able audio and video units around the country with them to promote their recordings. The programming changes will be backed by a £250,000 

Kenyon: shake up 
partnershi] 

Radio Three has already joined with Warner Classics to release a series of BBC Sym- phony Orchestra recordings on the Warner Teldec label under the title The British Line. Six ( chestra': be advertised under that ban- ner. The orchestra will also promote the discs during its tours. In future all six BBC or- 

the i 

launched in September by Saatchi and Saatchi. Although Kenyon claims he will be content to retain the station's existing 3m weekly listeners, his reforms are clearly intended to capture a new, younger audience. In the wake of the Radio Three reforms, rival Classic FM announced last week that it will start broadcasting in mid-September with 11 trans- mitters covering 80% of the UK, Programme director Michael Bukht says 11 more transmitters would come into operation over the next year covering a further 10% of the population. 

MTV show The 
op'40 on Monday. 

The BBC wait 
until Thursday. 

MTV is aggressively pitching its new Hit List UK chan show against the BBC's Top Of The Pops in a national poster campaign which broke on Friday. The show, which debuts today (Mondayl at 6pm. eHectively breaks the TV monopoly of T0TP over the oHicial CIN music charts. The poster, created by ad agency Howell Henry Chaldecott Lury which will be seen on 2,500 sites, is available in two executions, rotting sandwich labovel and rotting orange, to highlight MTV's 
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Travis waives' 

Elm HTD claim 
The collapsed Rough Trade Distribution company should finally be wound up in the next month once outstanding financial claims have been settled this week. Rough Trade founder Geoff Travis says he is ready to withdraw his claim for an esti- mated £lm he says his label is owed by the distribution company, following its col- lapse last May. Had his claim been granted, it would have caused uproar 

among the other creditor labels since it would have tak- en a massive chunk out of the £3m escrow money payable to creditors. KLF Communica- tions alone is said to be owed £500,000, and Mute Records, Situation 2 and Big Life Rec- ords are also owed money. However, administrator Phil Wallace of KPMG Peat Marwick says the financial details are still unclear and that Travis's could actually owe money to the distribution company. 

You have to sympathise with Strange Fruit's Clive Selwood, who last week placed an ad in the JVME declaring he had been "banned" from the indie chart. Selwood, whose John Peel Sessions have done more to further indie music than most, is distributed by Rio, whose deal with PolyGram excludes it from the official CIN indie 
His exclusion is logical — if distribution is thought to be the best criterion — but decidedly unfair when you consider that major-owned companies like Hut and major-funded, albeit independently owned, companies are in 
Which brings us to Music Week's attitude to the new indie chart agreed by the Chart Supervisory Committee. This retains the existing distribution criterion — thus excluding Selwood — but adds a"genre overlay" to exclude out-and-out dance and oddities like football records. One of the strengths of Music Week is that it prints only the official CIN charts agreed by the BPI and Bard. But that does not mean we print all the CIN charts. We are in no doubt that it would have been better if the CSC had allowed the option of two charts, the existing run-down based on distribution and an out-and-out genre chart devoted to indie music, whoever owns the label it 
We shall print the new chart when it becomes available for a trial period of four weeks from our July 25 issue. But after that it's up to you. In the same issue we will print a voting slip which will allow you, the industry, to make your views known. Once and for all. 



NEWS 

Rebel stores defy Sunday laws 

I was saddened by the news that Jerry Hibbard's indie music show, which goes out on 10 BBC local radio stations in north England, has been axed. As an industry, we should mourn its demise. Specialist music shows are crucial to our business. They are vitally important because they appeal to record buyers. Hopefully all is not lost yet. Steve Barker's indie music show on BBC Radio Lancashire was also dropped recently, but the station brought it back because of public protest. It's sad that programmes like these tend to be axed. For one thing, they are often the only places where local bands can be heard. And, secondly, it's through local radio programmes such as Hibbard's and Barker's that bands like Nirvana can build up their fan base before breaking into the charts. Ultimately there should be room for specialist programmes; there is certainly a great demand for them, as Sammy Jacob and Chris Parry's XFM service has shown in north London. Unfortunately low audience figures are part of the problem. But these programmes are invariably put on in graveyard slots, where it's almost impossible to get good ratings. There's a natural turn-off factor after 6pm; when people put the telly on, you are bound to get a drop in audience. If programmes are inviting bands on every week and having to pay Musicians' Union session fees, it is going to be expensive. But axing Hibbard's show is too drastic. Simply cutting back the sessions would cut costs and wouldn't take this important service away. The BBC's public service remit means it should support indie music on the local level. Tony Michaelides is a regional radio plugger who runs Tony Michaelides Promotions. He also presents a show for Piccadilly/Key 103 Radio. 

taken before closing his of Appeal ruling that councils Qtnres however raust compensate stores if the "We" will not close our stores European Court rules against on Sundays voluntarily," he 1 p ^ 
Representatives from Wool- The head of one multiple J^trL^fw^Court' the^ 

Multiple stores are still open- and HMV confirmed that each ing on Sundays despite a chain will continue to open House of Lords ruling making shops while awaiting a final it easier for local authorities to ruling from the European Court enforce Sunday trading laws. of Justice, due in October. 
wrth, WH Smith, Our Price says he will wait until any a( 

Goldsmith in £1m 

Music Day 93 bid 
Promoter Harvey Goldsmith is looking for £lm to build on the success of National Music Day in its second year. Goldsmith meets National Heritage Minister David Mel- lor today (Monday) to discuss the inaugural day, held last week to a mixed reception. The Government will be asked to double its contribu- tion to £250,000 for next year's 

Goldsmith says, "We need £250,000 just to cover the (From left) Mellor, Be 

... 

's Gerry Fowden and Goldsmith 
: a bit more," he adds. The performance should still support Some of the press coverage make the Guinness Book Of will - - - - .... Records since more than 2,000 focusing on Mick dagger's fail- 

'Unless we get out there and ■ music like this, it stultify," he says. Columbia has decided ure to perform at the Carling people took part, breaking the against releasing a single from Sound Session was unfortu- UK record of 1,996. nate, he says. "I can't control the press, but the Sound Session well given it time. Maybe early though, By 4pm th'ere were 50,000 people there and better response from maybe we needed to rehearse dustry for next year's 

the Sound Session because of total of 1,584 registered poor sound quality, A&R ind 200 unregis- executive in charge of the pro- ",100 ject Pete Myers says, "Ad- vision did a great job recording the event, but it just sounds like thousands of people trying to break a record. It wouldn't make a good single." 

tered events and the first pubs took part started too Music Day. Goldsmith appealed for 
National 

Rapido in 
IW lifeline 
TV music show Kapido may re- appear on ITV in January fol- lowing the BBC's decision not to broadcast another series. Producer Tim Newman last week met senior ITV execu- tives to discuss a possible late night slot on the network. "Rapido had better ratings than Dance Energy but I'm not sure that it was suitable for the BBC's Def II slot," he says. Meanwhile the UK arm of his Paris-based production company DBdC is waiting to see whether another pilot — one of six rivals — submitted to Channel Four is accepted. Channel Four commission- ing editor for music Avril Macrory is expected to an- 
strands, one covering popular music, the other dance-orien- tated, on July 12. A BBC spokesman has meanwhile confirmed that the corporation is considering a possible new slot for Def II. Dance Energy House Party, which ended a six-show run last month, will reappear later this year. The O-Zone, the BBC1 morning pop children's pro- gramme, has been revamped for its summer holiday run, starting on July 15. 

Kerrang! plans 
Euro monthlies 

netal magazine taking on its pan- European rivals by launching monthly foreign-language editi The Emap Metro weekly — which has a 50,000 circulation — is targeting three unspeci- fied European territories. The plan is still in its early stages and no first issue date has yet been set, says Kerrang! managing editor Dave Henderson. The move comes five weeks after monthly Metal Forces' launched a German-language 
Other [ in-European titles are the long-established monthly Metal Hammer and the relaunched Rock Power. Henderson says Kerrang's overseas versions will be pro- duced from its London office using foreign writers. 

NUS fights cutbacks 
Student entertainment offic- ers are this week gathering at Reading University in an ef- fort to revive the college music circuit, writes Stu Lambert. More than 160 ents officers and social sees are expected to attend the three-day course or- ganised by the National Union of Students and backed by Nat West and Levi's. The seminars, lectures and role playing groups will cover deal making, financial con- trols and the promotion of live 

- 

perience because you have a complete bunch of sharks to deal with. Start out distrust- ing everybody, then you can only be pleasantly surprised," he says. But the recessiot is this 

Webster: 'good experience' 

NUS entertainments man- ager Matt Williams says: "Stu- dent unions are under a lot of pressure. The trick is to bal- ance their commercial needs with the cultural needs of stu- dents which involves encour- aging new bands and breaking 
Former students who have 

graduated to the music indus- try from college ents include Virgin Records managing di- rector John Webster, promoter Harvey Goldsmith, impresario Jonathan King and London Records general manager Colin Bell. Webster believes ents pro- vided the most important part of his education at Birming- ham University. "It's good ex- 

Budget cuts mean that most colleges have to break even while many have to subsidise other Student Union activities. The college circuit has lost its reputation as the breaking ground for new bands. Ents of- ficers burdened with adminis- trative duties are increasingly using established agencies to book even supporting acts. Miracle Agency's Ben Win- chester says, "Breaking bands don't come from the college cir- 
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NEWSFILE 
NEWS 

Thomas: focusing on new acts 
Tfiomas back 
in alliance 
with Chrysalis 
Chrysalis Publishing has join- ed with GeofT Travis and Rich- ard Thomas to launch a new joint venture company, Re- demption Songs. It will be run by Thomas, with Travis sharing the cre- ative responsibilities, but will be funded, administrated and 50% owned by Chrysalis. Thomas approached Travis six months ago to set up the company after a two-year break. The former MD of CBS Songs — now owned by EMI — quit as RCA A&R director in summer 1989, Redemption will focus on signing new acts rather than acquiring catalogue, says Thomas. 
Castle Saunches 
classical packs 
A UK television production company is targeting first- time classical music buyers with a great composers series combining music on CD with background information and 

Cromwell Productions' Mu- sic Maestro series will offer 12 titles, each comprising a 52- minute video and 72-minute CD shrinkwrapped together to fit into existing video racks and retailing at £12.99. Distributor Castle Commu- nications is launching the ser- ies in August with a £350,000 national television campaign and press and radio ads. 

Rights row pustes 

MCPS into the red 
MCPS spent £2.344m on last autumn's tribunal battle with the BPI, putting the company into a £129,098 loss for the past 18 months, according to financial results revealed last 

The report, presented at the MCPS/MPA agm last Tues- day, had been delayed for six months to cover the period of last year's battle. Despite the loss, MCPS chairman Terry Foster-Key, finance director of EMI Music Publishing, says the figures were still encouraging. "It is fairly small in the scale of things. The company doesn't set out to make a profit, but to distribute as much as possible to its mem- bers," he says. In the 18 months to Decem- 

Foster-Key: turnouei 
ber 31, the company's income amounted to fll3.1m, a like for like increase of almost 120% compared with the last accounting period. It is pointless comparing the figures with the previous 12 months, however, because the company's move towards cen- tral licensing has boosted 1 enormously, he says. 

Sums left over from previous accounting helped lift total royalties payable to £138.4m, of which £106.1m was distri- buted. The 76% payment rate is a significant improvement on the previous year's 53% rate. The figures show that for- mer chief executive Bob Mont- gomery was given a golden handshake of £77,000, paid into his pension fund, when he left last year. In addition he was retained on a three-year consultancy agreement, worth a total of £150,000. The Music Publishers Asso- ciation, which owns MCPS, showed total income for the 18 months of £287,625,13% up on the previous period. Pre-tax profit was slightly down to £8,716. 

HMV targets 'oldses' 
Retailer HMV is to switch em- phasis in its marketing strat- egy to cope with what it de- scribes as the most significant shift in the profile of music buyers in a decade. The company, which has spent more than £500,000 over the past 10 years on its annual survey, is unwilling to release full details. But it admits it has identified a significant in- crease in the number of up- market, older consumers who feel traditional record stores exclude them. They are uninterested in 
ing through long A-Z racks, says marketing director David Terrill. But when they are per- 

suaded to buy, they buy in bulk. Now the Thorn EMI-owned chain has commissioned more research to discover how to ap- peal to this group without alienating the traditional fo- cus of music marketing, younger, more committed and "trendier" buyers. "To appeal to this group you have to present music in a dif- ferent way," says Terrill. He says the key may be to mount thematic promotions fo- cusing on a mood or a period rather than the traditional re- lease cycle. HMV revealed its research at a marketing presentation to suppliers in London last 

Thursday, when it announced details of its co-operative ad- vertising and display packages for the next year, Terrill says such activity is the key to beating the reces- 

New promotional packages include TV advertising cam- paigns on MTV and BSkyB, an album of the week promotion which involves a featured al- bum being played in all HMV stores every lunchtime in the week before release, and a four to six minute national cinema package across up to 250 

The Hammersmith Odeon is to be renamed the Hammersmith Apollo following its acquisition by Apollo Leisure from The Rank Organisation for an 
London dance station Kiss FM has signed a 52-week sponsorship deal with Malibu under which the drinks company will sponsor the station's chart show and a new mix programme. 
The Agency is to launch a light entertainment arm headed by Chas 'n' Dave manager Bob England. The Agency Entertainments will initially have a staff of three. 
EMI Classics is considering making a video version of its Salute To Democracy album featuring Margaret Thatcher reciting speeches of US president Abraham Lincoln, despite a lukewarm response from retailers to the audio album. 
BBC Enterprises saw pre-tax profits for the year to the end of March rise by more than 40% to £5.4m. Sales of consumer products including videos and books rose 5% to f54.9m. 
Mike Holloway is joining Capital Radio as programme and promotions co-ordinator. Formerly programmes controller at West Country Broadcasting, he takes over on Augusts. 
BBC2 will broadcast a Michael Jackson concert special on July 13 at 7.30. The show, featuring live footage from his Dangerous tour, was put together by RadioVision from the launch in Munich. 
Spencer Wells has been appointed A&R manager for Peter Robinson's new Dome Records label. Wells left the Compulsion label a month 

PAUL WHEATER 
Following his sell out Palladium Concert 

NOW 
Presents His Latest Album 

" AMONG MY SOUVENIRS " 
CD: LCYCD109 £3.59 CASSETTE; LCYC109 £1.82 

Available exclusively from TBD. Telephone sales enquiries 0782 566511 
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LETTERS 

Brawn goods are 

guide for majors 
ie from the same part of the country as Paul Assirati (Letters, June 20) and up until this year have been a manager in the hardware side of the in- dustry: a service manager for Rumbelows. Due to redundancy I decided to open my own music shop in Thetford and embarked on the project with great enthusiasm, redundancy money at the 

Two months in to the plan- ning, I think Paul Assirati is right. Due to the low margins for independent retailers, I am having difficulty creating a vi- 

able business plan that, at the 
Record manufacturers do 

launching of what I, a long n would c a life- 
sider a shop that would appeal to the true music buyer. The main reason here is that a well-known department store with tremendous buying power runs a mediocre oper- ation in the town, with very aggressive pricing. This makes life very difficult for an independent. I watched this situation hap- pen in the consumer electro- 

  industry in the Eighties until Retra shouted loud enough to make the manufac- turers realise they must do something to support the inde- pendent retailer. They now en- joy a reasonable amount of support from most major manufacturers and are flour- > by side with Dixons and Comet.' ay, Thorn EMI and the seem to be burying their Is in the sand, while inde- it record retailers go out 
Rod Bettison 30 Canons Close Thetford, Norfolk 

Brooks: 'radio battle' article is victory for MW 
n the first to complain Music Week about poorly re- searched or sensation-seeking articles on serious subjects. still managed to "Battle of the Radio Waves" readable article. (MW, July 7) df swifter 

the thoroughly researched, dent of getting a ature and balanced way you perspective, ive laid out the issues — and John Brooks ill managed to write a most Chairman Phonographic hope you will be producing Performance Ltd features on topics I know 14-22 Canton Street Sincere congratulations on little about, as I shall be confi- London W1V 

Cheap deals 

for libraries 
Libraries are able to buy their books from booksellers at a discounted rate. This is on the basis of a long standing agree- ment in the trade. It appears, however, that no such arrangements exist for li- braries to purchase discounted records, compact discs, or tapes. An agreement similar to that applying to books is long overdue, and audio retail- 

: thus neglecting at portant avenue of sales. It would be good to hear the views of other libraries and of the retail trade. J Hunt Administrator and librarian Birmingham and Midlands Institute Margaret Street Birmingham B3 

"We're not aSS red" 

says true blue Tory 
Your article "Labour backs off CD debate" (MW, June 24) im- plies that most, if not all, people involved in the music industry support the Labour Party. I am a retailer and I do not support or sympathise with views. Labour in any way and object MW Purser strongly to these presump- 11 Ravenhill Drive 

No industry — especially leisure — has the right to pre- sume, without consensus, that all within it share the same 
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ANALYSIS 

Windows of opportunity? 
By slashing prices to beat the slump is the industry devaluing music? By Martin Talbot 
As The Independent's tedious CD pricing campaign drags on, the record business is ironi- cally cutting prices in a wave of summer sales. Rather than a panic reaction to the controversy, however, the bargain offers form a tacti- cal approach to fighting the 

Record companies, faced with trade down 8.6% for the first quarter, are using price to persuade retailers to stock and promote some of their dormant back catalogue product. By the end of the year, Tower Records, for instance, says it will have run cut-price promotions with every one of the majors in a bid to breathe life back into the market. With Tower and Virgin among those advertising £6.99 per CD mid-price bargains, they are offering sharper price cuts than usual. The music industry has al- ways, paradoxically, offered its most popular chart product at slightly reduced prices. But now the lower end of the mar- ket is also being offered cheaply, fears have been raised that music as a whole is being de-valued. Sales director of Island and A&M's joint sales force AIM Nigel Tucker — a prime backer of bargain promotions — admits the wave of promo- tions holds some dangers to the industry, but he insists it has no choice. "We have to sell records, and in the current flat market this is the best way," he says. Last month, his one-off U2 campaign, tying into the band's Zoo TV UK tour with prices cut to £7.99 (CD) and £4.99 (cassette), produced 90,000 e 

PRICC. mm 
UNmo 

Tower: the multiple is offering three CDs for £20 
entries. Now Columbia with Bruce Springsteen, Fiction with the Cure and A&M with Bryan Adams are mounting similar offers. Tucker's promotion worked by attracting back wavering buyers. The secret to such of- fers is to sell titles to cus- tomers who wouldn't buy at full price, says Woolworth en- tertainment division's trading controller Martin Davies. To record companies, the promotions also work by at- tracting the interest of retail- ers and encouraging them to rack a range of product with a high-profile display, says Tucker. "Although there are more multiples than ever, there is less square footage for music. More space is going over to other products and we need to work hard to get it back," he 

One major record company marketing director says: "Re- tailers don't care whether they sell T-shirts, videos, computer 

have to bring our prices down to get their attention." There is a danger in the growing number of multiple chains all keen to do deals, however, admits Virgin man- aging director Simon Burke. An overload of "special offers" threatens to saturate the mar- ket with cheap titles and de- value the product, he says. Like Burke, HMV market- ing director David Terrill doesn't believe that day has yet arrived, however. If the most aggressive promotions are restricted to back cata- logue titles then there is little risk in the deals, he says. Simon Burke says there will always be plenty of mid-price material to exploit; today's 
become tomorrow's back cata- logue, ripe for mid-price pro- motion, he says. But Tucker strikes a note of caution against continually repromoting the same product. "We've all got some crown jewels locked away, and we are having to mortgage them a bit. 

Like anything else you can re- mortgage it, but you've got to be careful," he says. Tucker himself was criticised for not being quite careful enough in his deal with Woolworth in March — offering Island and A&M CDs at £7.99 and cas-sette at £4.99. Rival retailers were angered because some of the titles offered were less than a year old. Further controversy was caused when, at the same time, Woolworth offered Bruce Springsteen's two new albums for £20 the pair — just £10 
Woolworth's Martin Davies finds it easy to justify his com- pany's policy, however. "We are creating a promotional ve- hicle and satisfying customer demand which wouldn't other- wise be there," he says. The success of the AIM pro- motion, putting seven previ- ously dormant titles back into the album charts, speaks for itself. And in the following weeks Woolworth attracted approaches from several other labels wanting to do similar deals, says Davis. Yet the industry cannot merely repeat the same pro- motions year in and year out, warns Our Price marketing manager Neil Boote. It must continue to look for more creative promotions, he says. Our Price has pioneered thematic promotions focusing variously on Valentine's Day, top artists of 1991 and last year's Magical Musical Tour. The key to maintaining the value of music product in a time of price-cutting : differei :ial be- 

Virgin: vouchers 
MUSIC WEEK 11 JULY 1992 

MULTIPLES' CUT-PRICE BONANZA 
Boots 
HMV 
Menzies 
Our Price 
Tower 
Virgin 
WH Smith 
WOOlWOrth - Selected CDs at £7.99 and selected LPs at for for £5. 

— A Boots stamp free with every £10 spent. Five stamps cam £5 off, 10 are worth 1 
— A bag of five assorted CD singles for £5,99,12-inch packs are £3,99, tape and se are £1.99. 
— Clearance sale: Half-price LPs, tapes from £1.99 and CDs from £2.99. 
—Three selected CDs for £20 or £7.99 for one, three tapes for £13 or £4.99 each. 
—Three selected CDs or five tapes for £20, or £6.99 and £4.99 each. 
— £6.99 for selected CDs, plus a book of vouchers with every three bought. 

- Clearance sale plus £2 off any own brand product costing £10. 

He suggests the industry should copy the publishing in- dustry's hardback/paperback pricing structure. Exclusive packaging, in- cluding picture discs or book- lets, could establish new re- leases at a "premium" price for their first release, he says. Mid-price releases could be- come available after six months, with more basic packaging. Ironically, it is a structure which the major book publish- ers are currently looking to scrap. The days are numbered for high-priced hardback editions which can sell as few as 500 copies; people prefer the cheap and cheerful paperbacks which sell for half the price. The public clearly no longer feels that the benefits of a hardback edition are worth the premium they have to pay to get them. The beauty of Burke's plan to add extra value packaging to full-price album releases and then to strip it after a fixed period of time for a mid- price release is that it could in- vigorate both parts of the mar- ket. To work, however, it would demand discipline from record labels. If anyone were to break ranks and retain high-value packaging on lower ticket re- leases, the industry would end up with the worst of all poss- ible worlds — an erosion of the perceived value of its product. Whatever the conclusion, with mid-price product ac- counting for less than 10% of volume in the market in the first quarter, it is clear that there is still plenty of scope to expand the sector. 

Our Price: three tapes for £13 


