
4 Rave levy 81 
PRS clampdown on promoters imposes 4% fee 

] Cover up 23 No mugs 24 
I The high cost of Brands make music | marketing singles the top choice is killing profits for give-aways 

Metal mania 
Supplement focuses on Donington and UK metal scene 9 

I tiusk week 
For Everyone in the Business of Music 15 AUGUST 1992 £2.65 

MTV nets £5m chart deal 
MTV Europe and US sportswear company British Knights have signed a £5m sponsorship deal for the broad- caster's Hit List UK pro- gramme — the largest ever for a UK chart show. Under the deal, set to run until December 1994, British Knights will receive on-air branding around the show as well as peak-time advertising slots. The value of the deal equals that of Braun's sponsorship of MTV's European chart show, says MTV Europe director of 

ad sales Bruce Steinberg. No other UK chart show has at- tracted such a high sponsor- ship figure. CIN, supplier of the UK Top 40 chart featured in the show, will receive an undisclosed percentage of the deal, which also covers 12 radio stations in seven European territories that carry the CIN chart. British Knights has adver- tised on MTV over the past 18 months to back its expansion into Europe. Steinberg says the US manufacturer, which acquired its own UK-based 

m 1<* 
MUSIC TELEVISION Hit List: British Knights cash 
European distribution com- pany in June, wanted to be as- sociated with the "cutting- edge" UK music scene. "Through the deal they're 

associating with the UK music scene and with MTV overall across Europe," he says. British Knights ads feature UK bands such as Force 'n' K- Zee and Future Sound Of London. Hit List UK is broadcast on Monday and Tuesday evenings to the 37m cable and satellite subscribers around Europe who receive MTV. But the show may also become avail- able to terrestrial UK televi- sion viewers since MTV hopes to license the programme to the ITV network. 

The BBC's Thursday night Top Of The Pops uses the same chart from Music V/eek sister company CIN. However, the BBC, which is preparing a sweeping revamp of the pro- gramme, holds no exclusive terrestrial broadcast rights to the chart. • MTV Europe has launched a teletext service in conjunc- tion with Data Broadcasting International. The English language service offers view- ers pages of information, listings and charts as well as text advertising. 

Alto buys games chain 
Music retail group Alto Hold- ings has bought the troubled Microbyte computer games chain for an undisclosed sum. Alto, which has one games and six music stores, plans a dra- matic expansion of the 16- store chain, says managing di- rector Les Whitfield. Four more Microbyte stores will open by October, with a further 20 scheduled for next year. The deal, closed last week 

after two months of talks, marks the latest foray into the sector by a music retailer. HMV is opening its first 

games and video store next month and Our Price is con- ducting games trials. Virgin Retail operates 21 Virgin Games Centres. The Microbyte acquisition has been financed by Roger Gawn, chairman of Norwich Investment, which bought Alto from receivers last year. Microbyte called in account- ants Cooper & Lybrand earlier this year after the chain ran into financial difficulties. 

BPI to rule on 
Don-E probe 
The BPI is claiming "good progress" in its investigation into alleged chart hyping of Don-E's single Peace In The World. BPI director general John Deacon is expected to call a special council meeting this week to present all evidence and decide whether to order a fuller probe. Marc Marot, managing di- rector of Island Records, the owner of Don-E's label 4th & Broadway, was due to submit a report to BPI investi- gators on Friday. Don-E's manager Johnny Lawes says, "All I am interest- ed in now is mending my art- ist's reputation." 

Polfdor loses 

four directors 
Polydor has lost four directors, with general manager Andrew Jenkins made redundant last week as managing director Jimmy Devlin moves to re- structure the label. Devlin says he decided to re- structure after international director Annie Newell, legal director Judy O'Brien and di- rector of press Lee Leschasin all resigned. "I've had significant changes thrust upon me and there simply is no general manager position for Andrew," 

says Devlin. Devlin says of the resigna- tions: "We are having our best year ever. When that happens it's inevitable that other com- panies begin trying to poach our staff." Newell has become manager of Bananarama, O'Brien has joined sister company Poly- Gram Video as director of legal and business affairs and Leschasin has been appointed as head of press, publicity and artist relations for the EMI label. 

Pol! floors new siidse chart 
The new formula indie chart has received an emphatic thumbs down in Music Week's referendum on the issue. Only 19% of the industry backed the chart. The most popular option was an indie 

CIN chief executive Adrian Wistreich says the poll result is less important than the me- 
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Good advice is expensive when the final 
mix for the latest CD of your top act has 
once again taken longer than expected. 
Now, to still be able to keep to the release 
date, you can leaf feverishly through your 
address book and phone around until you 
have got all of the suppliers committed to 
your deadlines - beginning with premas- 
tering, manufacturing and packaging^ 
to worldwide logistics. Or you can * 
be one of the people who believe i 
life could be easier. In this case ■ 
we would like to let you in on ij 
the fact that you only need one N 

number - the number of the new Pilz 
Pressing Service office in London. Just dial 
(071) 371-58 34 and speak directly to an CD Pressing Service, efficient industrial partner who is still in- ^l^Typt'ifpiiz. 
dependent. We look forward to your call. 
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COMMENT NEWS DESK: 071-620 3636 

laidlaw takes 
on Curtis role 
at Our Price 
WH Smith Retail executive John Laidlaw has joined Our Price Music as buying and marketing director, replacing Peter Curtis. Laidlaw has been drafted in to help develop a new market- ing strategy and positioning for the chain, which is review- ing its marketing and dis- tribution operations. His background is not in music retailing, though as a WH Smith marketing manager and subsequently one of the group's four area managers Laidlaw has been involved in its Sounds departments. WH Smith announced the appointment as part of a wider restructuring involving the in- tegration of Our Price Video's central buying and marketing operations into WH Smith Re- tail from September. OPV managing director Nigel Kenyon Jones will be- come general manager of WH Smith Retail's Sounds, Vision and Software sections, replac- ing Jill Tomalin, who takes over Laidlaw's most recent job working on a group property project. Kenyon Jones says some re- dundancies are likely follow- ing the integration of OPV's head office into WH Smith Re- tail's Swindon operation, though OPV's 34 High Street shops will be unaffected. Two weeks ago Our Price Music an- nounced that 40 of its head of- fice staff were to be axed. 

NEWS 

UliC restricts 
sn-house ads 
for BBC titles 
The BBC's on-air promotion of its magazines including Fast Forward and the new BBC Music Magazine is to be re- stricted after a ruling by the Monopolies and Mergers Com- 

The MMC ruled that the cor- poration gains an unfair ad- vantage over its competitors by using airtime as free adver- 
Corporate affairs minister Neil Hamilton says he will seek an undertaking from the BBC that it will stop mention- ing publications during pro- grammes and in moving trail- ers, as the MMC recommend- ed. Restricted use of still trail- ers should be allowed, it said. BBC Music Magazine pub- lisher Heather Aylott says, "As far as the BBC Music Magazine is concerned, there is a lot we have already de- cided in terms of commercial radio, poster and national press promotion." 

Philips sees profc 
PolyGram parent Philips has announced a drastic slump in its consumer electronics divi- sion causing group profits to halve in recent months. But the music arm has held up well and analysts predict a brighter set of results from PolyGram when it reports 

Philips' net profits fell 56% year-on-year to £25m for the second quarter of 1992. Sales were down 6% but grew slightly in the consumer products sector which includes 
Simon Street, media analyst 

PHILIPS TAKES A TUMBLE 

Net sales 4171.9 3924.4 -6 Net profit 57 25 - 56 Source: Philips 
7986.9 7877.1 -1.5 

Barclays de Zoete Wedd, says: "From the Philips report it seems PolyGram is doing perfectly well and should show good growth." The Philips announcement follows its decision two weeks ago to postpone the launch of DCC for the second time. 

At a meeting last Thursday to present the results Philips president Jan Timmer admit- ted the group had "shot itself in the foot" with the tight schedule for launch. And he warned that full year profits were unlikely to reach the 1991 level. 

[Promoter slams 

Rf s festival flop 
The man who bankrolled Radio One's American Music Festival has slammed the sta- tion for being uncommercial. The festival was a direct at- tempt by the national station to take on Capital Radio's mu- sic festival. But more than 80% of tickets for its flagship events went unsold. Harry Drnec, chief execu- tive officer of Maison Caurette, the UK franchise holder of Sol Beer which was promoting the event earlier this summer, says the radio station did not fulfil its promo- tion promises. "They haven't a commercial bone in their body," he says. "I wouldn't walk across the street to do business with them again." He adds, "There was a mindset problem all the way 

along." In particular he says, the station failed to plug the concerts sufficiently on air or help influence record compan- ies to provide the right acts. "In both instances they fell flat on their arse," he says. The festival brought to- gether acts including Violent Femmes, Albert Collins, Buddy Guy and Little Village and culminated in a rain-hit two-day finale at the Crystal Palace Bowl last month at- tended by only 6,000 out of a possible 36,000 crowd. The whole festival cost around £700,000, much of which was spent on the Crys- tal Palace concerts. The final losses suffered by Sol Enter- tainment, set up by Maison Caurette to organise the festival, are still being calcu- lated. 

Drnec says the event worked as a promotion for Sol and will be followed next year by more events organised through Sol Entertainment, though not with Radio One. Cathal O'Doherty, Radio One's executive producer of promotions, has hit back at Dmec's "misinformed" accusa- tions. "I'm rather shocked by Harry's comments. He was not involved in the organisation of 
Radio" One provided 136 trails for the festival, he adds, and is interested in being in- volved in 1993's events. Radio One presented a re- port on the festival at a post mortem meeting last week attended by Sol Entertain- ment and Radio One bosses Johnny Beerling and Chris Lycett. 

ill be backing the Mercury Music Prize shortlisted i a promotional partnership by the BPI and Bard, launched by BPI director lohn Deacon (left) and Bard secretary general Bob Lewis. As well as sive sampler — price pointed at £3.99 CD and £2.99 cassette — Bard will be provided from today (Monday) with a promotional pack of a board, two header cards, 10 individual album boards and 50 shortlist lor display. Although the full impact on sales will be shown over the veeks, little known Bheki Mseleku's shortlisted Celebration album has I its sales 50% in the last three weeks to 3,000. Meanwhile, bookmaker says Primal Scream's Screamadelica has moved from 5-1 at the opening I to 3-1. Simply Red Stars remains favourite at 0-4. 

Beeb veteran 
joins Unique 
Radio One executive producer Stuart Grundy is leaving the station he helped set up 25 years ago to work as an inde- pendent producer for Unique Broadcasting. Grundy, who co-ordinated the recent Norwich Sound City event, says he wants to return to hands-on production. Unique's programme direc- tor Tim Blackmore worked with Grundy on the inception of Radio One. Grundy, 54, says, "This is a long way from being early re- tirement. On the contrary, I am seeking to reinvigorate my 

The doom merchants have had a wonderful time of it this year. But all of a sudden there's a rash of good news to counter the summer blues. PPL's move to issue licences for fitness tapes and PRS's venture into raves both show how in spite, or perhaps because of, recession the industry is finding more and more ways of exploiting its rights. Meanwhile MTV's success in attracting a £5m sponsor for its UK chart show proves that British music and British charts still have a tremendous value all over Europe. It's one in the eye for the doomsters and another boost for those of us who believe the UK business still has a lot to shout about. 
Philip's decision to delay the launch of DCC has a sad ring of inevitability about it. And it can only reinforce the air of uncertainty which already surrounds the launch. Even worse, Philips has replaced a firm launch date with something altogether more vague — presumably on the basis that it cannot think of a deadline that it may not have to break. Philips and PolyGram should reconsider their plans, decide on a realistic date they can keep to — and go for it. Even a six-month delay would be preferable to the current uncertainty. 
The news that the BBC's £10m soap Eldorado is now attracting less than 3m viewers puts the Top Of The Pops "crisis" into a whole new light. Since TOTP regularly attracts twice as many viewers as the Costa del Sex soap, perhaps BBC1 controller Jonathan Powell could solve his ratings problems by axing Eldorado and running TOTP three times a week 
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OPINION 

,f 'V 

H 
The only time that artists' managers get together is at a music industry bash or backstage at a festival. We are an isolated bunch, protective of all our 
idiosyncrasies and cock-ups. And that is why we are calling on managers to join us at next month's In The City convention in Manchester to launch the new International Managers' Forum. As managers we represent not only the business needs of our artists but also, most importantly, their creative ideals. Our role is to ensure the best environment and conditions in which the 

To enable us to do this in the future we need to organise to remove unfair practices. It seems that we are forever fighting controversial and disagreeable industry policies retrospectively. Why are we never consulted when they are being drawn up? For example, has any manager been consulted over projected "royalty breaks" on DCC and Mini- Disc, or their attendant packing deductions? We think not. Instead we are the victims of practices that we have no say in formulating and yet have a considerable impact on our artists' professional lives. We have to fight back. We have a considerable role to play in shaping the future of this industry. We cannot possibly do this without an organised, ratified collective vision as well as our own personal managerial approach. The more successful managers have an obligation to pass on their experiences. The up-and-coming managers should have a chance to share their cleverness, ambition and energy with the old dogs. They can teach us new tricks. We urge all managers to join us at Ipra in Manchester on September 13. The session is free and open to all. Elliot Rashman and Andy Dodd are the managers of Simply Red 
4 

NEWS 

EMS label tunes to TV music 
EMI Strategic Marketing is launching a television music label to capitalise on the grow- ing sales of hit TV themes such as Inspector Morse and The Darling Buds Of May. Soundtrack Music Records will be run in partnership with songwriter managers Olav "It is; and Carolynne Wyper. not jus The Wypers — who repre- water; sent 14 TV and film composers going. 

including Mike Moran, Barrie Guard. Brian Bennett, Alan Parker and Ed Welch — ap- proached EMI about a world- wide licensing deal a year 

1 the label below £10 for CD and £6.50 for .r, , „ rpnackaeed version of cassette, will DC " i' s -p. Burlev's The label is a sister com- 
Ivor^Novello Award-winning pany to Soundtrack Music ivor iiu c _ — ^  Publishing, formed by the 

Wypers last year with BMG, month 
Darling Buds Of May music, 
Taggart will follow, along with after Granada Music signed a The Ruth Rendell Mysteries worldwide administration deal music by Brian Bennett and a "••*w R^ - compilation in October. Retail prices are aimed at 

iawe promoters 

to face PRS levy 
PRS is launching a system to collect royalties from raves and expects to have licensed its first 10 events over the coming weeks. A system dealing exclusive- ly with raves is needed be- cause of the ad hoc nature of such events, says consultant Marshall Lees, the man be- hind the scheme. They regularly attract at least 5,000 people paying the price of a concert ticket al- Lees: crackdown though the music is played by DJs, he says. The locations used and the fact that they often run through the night means they have not been covered by PRS's existing tariffs. 

Rave promoters will be ask- ed to pay 4% of admission in- come (excluding VAT). PRS may charge 6% to promoters who fail to seek licences promptly. 

Licences under the new sys- tem have already been signed for raves at Castle Donington, Longleat ar " — • 
PRS inspectors will seek de- tails of other events and are planning to attend some raves to find out what music is being 
Former PRS director Lees adds: "Because rave promoters have not paid PRS fees we have a process of education to go through for the first few months." The rate set is flexible and could be adapted if necessary, he adds. Income will be distri- buted on the basis of radio logs. 

PPL licenses fitness tapes 
Music Factory, the company behind Jive Bunny, has won the first licence to produce fit- ness tapes for aerobics instruc- tors to be issued by PPL. PPL is mounting a crackdown on alleged regular copyright abuse by fitness centres and teachers. The com- 

licensed tapes. The subscription-only Pure Energy series of tapes — which will feature original artists — will be compiled in association with the Aerobics Association of Great Britain. The non-exclusive licence is a development of the newly es- tablished system for clearing the DJ mix tapes already re- leased by Music Factory and 

its rival DMC. Music Factory chairman John Pickles says, "People have been asking us to do something like this for a long 
He says the tapes will be custom made for different classes, with an in-built bpm curve. It is estimated that the series could attract up to 7,000 subscribers. 

New stores 
seek EES 
cash boost 
The first of a proposed nation- wide chain of "classic music" shops will open this autumn if the venture succeeds in rais- ing £350,000 through the Gov- ernment's Business Expansion Scheme, writes Phil Sommerich. The Beethoven stores plan is the brainchild of James Mann, a former chief executive of publisher Macdonald & Co, ad- vertising account executive Ian Phillips and Ian Clark, a retail management consul- 

They say they are already negotiating for a site in "resi- dential London" and then will quickly move into the prov- 
The BES prospectus says Beethoven stores will stock music of "enduring appeal", ranging from Bach and jazz to The Beatles. Videos and books will also be stocked, with listening posts provided to encourage 
Clark says the partners have been in talks with "all the major and most of the sec- ondary suppliers." If the BES scheme attracts its target of £350,000 by the closing date of October 2, the founders will contribute an- other £80,000, he adds. And the banks will lend £100,000 to fund an unspeci- fied number of branches across the UK. 

iecca lines up Essential Billet 
Decca Classics enters the world of ballet for the release of the sixth album in its chart- topping Essential series on September 14, writes Phil Sommerich. Essential Ballet will be the first of the TV-promoted ex- cerpts albums not to focus on a few big-name composers or performers. Decca Classics director Terri Robson says, "We haven't got 

s like Te Kanawa, ravarotti or Sutherland to push the titles, but every tune on the album is instantly recognisable, perhaps even more so than in opera." Research for last year's Es- sential Mozart release showed that listeners want good tunes, she says. "Not one of the listeners' panel knew that last year was the bicentenary of Mozart's 

death, but what did make them want to buy the album was the tunes," she adds. The first Essential titles have sold nearly 2.5m units to date, with the most recent, Es- sential Kiri, selling around 100,000 units since its March release. . The other titles in tn<j Essential series are Essen ha Opera and two Essential Pavarotti releases. 
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Lander out 
at Chrysalis 
Judd Lander has left Chrysalis Records after three years as di- rector of promotions for the EMI-owned label. Lander's departure follows the arrival of new marketing director Mike Andrews from sister label EMI. His contract was due to ex- pire next month. Lander, who was first brought to the label by former international president Paul Conroy in 1989 and will not be replaced, adds that he had al- ready been talking about his departure with MD Roy Eldridge. Since leaving he says he has had talks about several music projects. 

siump hits Heath 
Martin Heath is restructuring his Rhythm King label around six "artist representative 
UK music industry. q The system, which Heath says is used by Elektra in the US, is part of his attempt to tackle the recession and make the com- pany he founded more efficient. "The idea is to centralise things so one person deals with every act, from when you re- lease a record, to what it sounds like and what the record sleeve looks like," says Heath. The plan eliminates the need for separate product managers, A&R and artist li 
is a difficult way to work be cause it makes people ' cure about what they 

Heath: US-style system 

Restructuring the label has halved staff from 21, when it moved into its current pi ises in west London last year, to 12 — including three pub- lishing executives. Most of those staff cuts W( made by shutting down the Outer Rhythm label in June, Heath says. He rules out any further cuts. The label's roster has been pared down from al- most 60 acts six months ago to around 14. "When the business is de- pressed you have to create new alternatives, because nobody else is," says Heath. "Either you keep all your staff in place and go bankrupt or you try to adapt. My plan is not to die but to stay in business and do what's best for my bands," he adds. 

in The City rolls out talent Rights rivals in 
new deadline PPL and independent radio body AIRC have agreed dates to resume their Copyright Tri- bunal battle after failing to complete the hearing within the scheduled four weeks. The two sides must now at- tempt to complete their evi- dence in the week beginning October 5. But with three technical witnesses still to be called and closing speeches to come, the schedule remains very tight. Tribunal chairman Brian Gill QC has said he will pro- duce a ruling this year if the hearing ends in October. AIRC agreed the new dates although its leading counsel Christopher Clark QC is un- able to appear. 

In The City, the UK's first mu- sic convention, has assembled a star line-up of UK acts for its debut next month. Preliminary details released this week show a wide variety of attractions, majoring on new talent, but also including such hotly-tipped names as Acid Jazz/ffrr's Brand New Heavies and Nude's Suede. Delegates to the convention — taking place from Septem- ber 12 to 16 in association with Music Week — will receive passes to all the convention's shows, but most are also open to the public. Among the record labels holding showcase nights are ffrr, Mute, deConstruction, Perfecto, Produce, Dead Dead Good and Beggars Banquet. 

ing. But the Japanese have been practising this idea for about 40 years." It is easier for a small label like Rhythm King to adopt such a system, he says. The structure has been un- der consideration since Febru- ary, in a bid to cope with the depressed market. 

EMI Records, which is hold- ing its annual sales conference in Manchester to coincide with In The City, is staging a show- case for delegates on Saturday September 12. A key innovation of In The City is a series of four showcases highlighting un- signed bands selected by rock weekly, the NME. Confirmed events include: Sunday September 13 — Opening party with the Brand New Heavies; Dead Dead Good showcase with That Uncertain Feeling and the Cherries; Northside and World Of Twist; a jazz/blues showcase; and NME new band showcase. Monday September 14 — Reactor dance showcase; Pro- duce showcase with People Get 

Ready; Ozric Tentacles; NME new band showcase; 10 years of the Hacienda party; Milltown Brothers and the Four Of Us; and a lesbian rock 
Tuesday September 15 — ffrr party; Mute showcase; Beggars Banquet showcase with Rubicon; deConstruction and Perfecto party; The Hitman And Her special re- cording; Umbrella showcase; NME new band showcase. Wednesday September 16 — Suede; NME new band show- case; Pete Waterman's hi-en- ergy party; Shaft Seventies night. Additions to the schedule will be announced shortly. More information is available on: 061 234 3044. 

Michael Jackson's August 21 concert has been brought forward to August 20, after the cancelled show on August 1 was rescheduled to August 23. With a date already fixed for August 22, Jackson did not want to play three nights running, a Sony Music spokeswoman said. Original tickets will be valid for the rescheduled 
Sony Music Publishing has hired former Virgin Music Publishing A&R chief Blair McDonald as head of A&R. At Columbia, Lisa Woods has joined as TV promotions manager from Chrysalis and Niki Home has been promoted to international promotions manager. 
Rhythm King's Martin Heath, Food Records' Andy Ross and Andy MacDonald of Go! Discs are among the speakers at an indie seminar at London's Pall Mall Deposit, Ladbroke Grove, on September 3. 
Bard has held its non-voting membership fee for independent retailers at £50 for the third year running to encourage more to join. 
The BPI is holding an industry workshop on Sampling; Creativity And The Law on September 9 in conjunction with legal firm Theodore Goddard. 
Soul, jazz and world music distributor Timewarp has moved to a new office in central London. The company can be found at 47 Beak Street, W1R3LE. 
Booking agency Miracle Prestige points out that it represents ELO Part II rather than the Electric Light Orchestra featuring JefT Lynne. WH Smith Classics own label series contains new compilations of material separately available on the Pickwick label. 

1992 

TECHNOLOGY MARKET REPORT 

Music Week's incisive overview of -the latest technological 
developments in the music industry. 
ISSUE DATE: 26 September 1992 

for further information contact: Judith or Steve on 071-921 5939 
MUSIC WEEK 15 AUGUST 1992 5 



LETTERS 

py 
Tfwo fear plan 

fer iCC deals 

Mr Angry gets 
fall response 
I wrote my "Mr Angry" letter so long ago about current sing- les being crap . . . that I'd for- gotten about it. Today for the first time ever my answerphone ran out of 

Faure: ogre 
Fayre: I'm as 
awful as can be 
couple of matters raised by Richard Eyre (Dooley's Diary, MW, Aug 8). _ 

tape and my fax out of paper (I play golf on Tuesdays) . . . so don't let anyone tell you Music Week does not have a In your Analysis on new for- mats (MW, last week) you take issue with me for holding the view that a reduction for no more than two years in the royalty rate payable to artists on records sold in DCC format is justifiable, and says that it 

albums but simply two years I — from the launch of the DCC I format. During this period the com- g jBj panies can account, say, on . yLiSSS rafe .. IH 80% of the base price for the - first year and 90% for the sec- 

very large, very interested readership. I have only received one hos- tile response ... at least I think it was . . . except I do not speak Italian. What does "fungoo" mean? Mike Collier Leaving aside the fact that PPL and A1RC have not been "£300k apart in negotiations", I must take issue with his ob- servation that "PPL are not all the ogres they are thought to be". To whom is he referring? Admittedly John Brooks and John Love (and indeed Eyre himself) are eminently fine fellows; but I am as^awfifias 

is my kind of view that has allowed royalty reductions to pass quietly by. It is essential for the record- ing industry as a whole that the new format of DCC be in- troduced to replenish lost 
I do not accept the argument that the record companies have incurred substantial de- velopment costs (these having | 

ifjf -iH ond year moving to 100% in '1 bB the third year. X nH Statistically, we know that 1 rJSpr ! Wl the number of units that will ! be sold in DCC format during T ; ' Hp . those first years will be tiny " Bn and therefore the amount that any artist will be giving up 
M that do favour any reduc- 

fW* tion 'n t^e roya'ty paya^'e 40 

Collier Associates Hammersley Lane Penn, Bucks. 
... but he's a 
17th centuiy tay 
I wouldn't like to be a client of Mike Collier (Letters, Music Week, August 8). would thank him not to ruin this carefully-cultivated repu- tation. Trevor Faure PPL Ganton St London Wl. 

ware manufacturing parent or associated companies). However, I do accept the ar- gument that the record com- panies are necessarily involv- ed in heavy research and pro- motional expenditure and that 

Cohen: royalty scheme new formats. John Cohen they are entitled to some Clintons break in the royalty that they Solicitors pay. Wellington House What I favour is a break for Upper St Martin's Lane two years only — let me em- London WC2. 

I'd run up huge legal fees waiting for him to return from the 17th centuiy. Karen Boardman Director Rage Management Church St, Manchester. 

A NEW SOUND Welcome to a brand new Audio Rental Company 
which promises to provide you with the finest 
and widest range of studio and backline 
equipment at a price right for you. 
What's more you won't find anybody 
to beat our service and commitment to 
your needs, 24 hour a day - 7 days a 
week . The new company has a 20 
strong staff, who together bring you 
the experience and expertise of over 150 ' 
years in the industry. Many of them old 
friends, previously with Audio FX like Nick 

FX 
RENTALS 
0 8 1 ) 6 4 2 2 8 8 ° 

Harr Booking: 

nistrative Director, Roger Evan - Technical 
Maintenance Director, to name but a few. 

The full range of our latest equipment is 
now available for hire. For our account 

customers there are no hidden charges, 
local delivery, collection and 
installation is absolutely free no 
matter what time of day or night you 

may need the equipment. 
At FX Rentals we are streamlined to 

match or better any deal you may get from 
other audio rental companies. 

For the Best Deal - Ring us last. 

F R ©JL © 1 B FRIENDS 

PAYS SOUND - — us OUTS 
X Rentals, Unit 3, Park Mews, 213 Kilburn Lane, London W10 4BQ. Tel 081 964 2288, Fax 081 964 1910 
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ANALYSIS 

Indie poll sees no winners 
The deadlock is yet to be broken in The Great Indie Chart Debate, writes Martin Talbot 

THE GREAT INDIE CHART DEBATE RESULTS 
A chart based on the "indie" music genre which includes records (mm all 
The old Indie Chart, based solely on distribution 

The new Indie Chart, based on distribution with genre overlay 
Indie music has proved itself in the main charts and no specialist 
Source: Music Week postal referendum. 

THE ME 
WILL 

1 TOST zweek 
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Few battles have raised as many temperatures so high and for so long as the indie chart debate. As was proved by the anony- mous Mute Records executive who submitted 33 replies to the Music Week Indie Chart 
to run high a year after dis- cussions first started. And results of the poll sug- gest that, two months after the Chart Supervisory Committee introduced a new indie chart formula, an industry concen- sus seems as far off as it has ever been. The total of 253 replies shows the existing resolution — combining the independent distribution criteria with a genre overlay — to be the least popular formula yet proposed. "It hasn't improved any- thing at all," says Go! Discs marketing director Paul Dowling. "It doesn't really mean anything to anybody." While the genre qualifi- cation criteria — excluding those titles which are not "indie music" — has barred 

titles like Pickwick's Abba box sets, strange contradictions have remained. And initial suggestions that the formula would exclude most dance tracks have proved misplaced; more than 60% of last week's Top 30 indie sing- les were dance tracks. As a result, after three weeks of publication the new formula earns backing from less than 20% of the industry, according to Afusic Week's ex- clusive poll. Even the old, largely dis- credited system — based solely 

32% 
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on distribution — has more support. Of the 250-pIus responses MW received — including sev- eral from overseas — almost one in four backed the old "dis- tribution-based" chart, several points ahead of the new for- 
But a genre chart open to both indie and major labels is by far the most popular choice, boasting support from one out of every three replies. With a large percentage also backing the solution of two simultaneous distribution and 

genre charts, more than 57% believe a genre chart open to both majors and indies should be available. Equally, however, the indie distribution lobby can also claim that almost 63% back options in which distribution would remain a factor. Ultimately the long term fu- ture of the new chart will not be decided by record compan- ies however, says CIN chief executive Adrian Wistreich. The media will have the casting vote, and as long as Today newspaper, Radio One's 

Mark Goodier and MTV all continue to offer extra expo- sure, the chart will survive. But an industry united behind it would certainly boost its effectiveness. The industry's inability to settle the issue is rooted in the partisan self-interest which has typified all debate from the beginning, adds Allison Schnackenberg of Southern Studios. "Everybody just wants a chart with their own bands at number one," she says. 'That's what it is all about." The poll certainly shows most people to be voting with their own interests in mind. Around 95% of the majors' votes backed a genre chart open to all, while 90% of indies were split between the three options offering a chart which retains distribution as a cri- 
But, ominously, none of the solutions offered in the poll is able to claim majority support; four alternative schemes gathered more than 18% sup- port each. 
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THE SINGLES CRISIS 

How long for t 

Singles have long 
been regarded as 
loss leaders by the 
majors, yet indies 
regularly manage to 
turn a profit. With 
companies pouring 
more and more 
money into 
marketing their 
way into the singles 
charts, Chas de 
Whalley asks 
whether it has all 
gone too far 

Even in today's recession, there is still money to be made from a single. PWL, for one, made a profit on Opus fll's It's A Fine Day, which sold almost 150,000 copies. But at under £20,000, it was a very modest gain. "Luckily we only have a fraction of the hidden overheads of a Sony Music or EMI," says PWL managing director David Howells. "But we'd still need at least three records a month like that just to stay alive." PWL expects Fine Day to earn at least another £50,000 from compilation licences. And there will be some PPL income too. But what with the inevitable extra costs of releasing in four formats and a chart so volatile it is impossible to estimate from month to month how many copies a hit will actually sell, Howells is not alone in believing it is no longer possible to think of a single in isolation. As far as he's concerned the best news to come from the Fine Day record is the fact it will help sell the Opus HI album. Anything else is a bonus. "You have to look at it within the context of potential album sales," he says. Major labels were resigned to this back in the late Seventies, when it became apparent that singles sales income consistently failed to match manufacturing and marketing costs. But in 1992 attitudes have hardened such that Polydor marketing manager lan Ramage refers to singles as "entirely loss leaders". And Parlophone marketing director Tony Wadsworth claims it is not unusual for a shortfall of up to £25,000 to be written into a projected single's marketing budget. "Of course, you're always wondering whether you can get the same result by spending less," he says. "And you secretly hope that you've got something like Richard Marx's Hazard, which will exceed expectations by selling a quarter of a million. But essentially you expect to 

outlets for promos in the UK are now so limited that many record companies are following PolyGram's example and no longer shoot a video to coincide with date of release for any but the most established acts. As London general manager Colin Bell explains, "We prefer to wait for the single to chart strongly enough to warrant serious international interest and MTV attention before commissioning the video." In 1992 an increasing shift in marketing logic has taken spending below the line to concentrate on special packaging. This, it is believed, will be immediately attractive to existing fanbases. A steady stream of Digipak CDs, picture discs, and customised collector boxes have proved remarkably successful at what Our Price music buyer David Adams terms "intensifying interest and centralising sales during that vital initial release period." Warner pioneered "double selling" or "splitting" a release across a number of weeks in 1988 with the famous gun-shaped picture disc followed by a holster-shaped seven-inch sleeve for Guns N' Roses' Paradise City. Tony McGuinness says these special formats are "the lubricant rather than the fuel" of sales. But signs are that the public love them. Paul Thomas of Arcade Records in Nottingham believes that EMTs success earlier this year with Crowded House's Weather With You stemmed from releasing two CD singles — each with 

a different selection of otherwise unavailable B-sides — to fit in a double Digipak sleeve. "We got a great result on that because the format was absolutely right for the band and their fans," he says. Every week seems to bring more complex and imaginative packaging, such as RCA's spiral-bound booklet for Annie Lennox's new single Walking On Broken Glass. And if the sturdy box pack A&M gave Dog     Tails, the debut single b; signing The Pale, is anyt go by, then there's no longer ^ who ra full five-! But then, the signs are that elaborate Digipak releases are breeding a new and more discerning singles buyer. "It gives them more bang for their buck," says Go! Discs' international director 

marketing cost against the album." The heavy expenditure is funnelled into securing those invaluable week- one chart positions upon which depend the career of the single, the artist's credibility and the sales of the album. WEA marketing director Tony McGuinness wonders why the singles- buying minority who spend the least amount on music are still allowed to dictate terms. "But you can't escape it," he concedes. "Nobody takes a new band seriously without a good chart position. And it's frequently perceived to be 'all over' for an established act if the first release from a new album can't match their previous best." That's why, he concludes, it often seems that no expense is spared to get a priority single into the charts. But while the record companies spend a lot on marketing singles, there have been significant changes in where that money goes. In the Eighties video was favourite. But TV 

Once it might have seemed safe that a hit record would make money. Today, it depends very much on how hard the marketing department was trying when it 
Bar-coding makes it impossible to release in a standard house bag. So artwork costs up to £4,000 will inevitably be incurred: be they a simple design or a more sophisticated package including new photographs. Money spent here, however, will benefit the mtire marketing campaign from press advertising (as much as £10,000 a page in the pop and rock weeklies), and fly posting to in- display items, the decision is taken to go the whole hog 

with packaging, Digipak CDs or picture discs at £1 an item will add another £10,000. Video budgets are generally 50% recoupable from artist royalties, but the £20,000-plus required to arrestingly promote the image of a rock or pop act will still make a considerable dent in the marketing spend. Consequently, long before release date, a bullish major may have put more than £60,000 behind a single, where a dance label, focusing on an immediately identifiable public and spending as little as £2,000 on a video, may have earmarked less than £5,000. The small companies may double this figure by "buying in" those club, radio and press promotional services handled by a major's in- 
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