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As performed by Styx and packaged by manager Derei
Sutton, rock music is an increasingly conservative big

bﬁsipess that t'a_lfeis‘ its rfﬂéfrlietirnggggs‘ from McDonald'.
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At Styx performances, T-shirts are sold in the lobby. The sa:c
<uch merchandise are expected to reach $6 million thi- ¢
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stmply the creative arm of a
complex  industry.  If  rock
music once had a dynamic
need ' flout convention, the
five m mbers of Styx have lit-
tle dv are to flout anything.
I'hey oo themselves as enter-
‘amners in an era demanding
nothing more than good, pro-
fessional entertainment.

What makes the people as-
cociated with Styx the very
mode! of & modern, major
rock-and-retail  operation s
their business conservatism.
Iis bund is in it for the long
«un, not for immediate profits.
‘At pl 'ved by Styx and as pack-
aged and sold by Derek Sutton,
rock music is not merely big
husine s It s an increasingly
cautious big
busmens utilizing ever-more
sophisticated advertising, in-
tenstve planning and market
resestch

For two reasons — its own
growing weight and compiex-
ity, and because it is still
#merg:ng, older but wiser,
from the slump of the late
1970°+ — the rock-music busi-
ness 1s struggling today to re-
duce the element of chance
built mto its very nature.
There is no better place to
watch this effort than behind
the scenes of the Paradise
Theater.

conserative,

erek Sutton is a
compulsive worri-
er. On the night of
the tour's first
date, at a slightly
down-at-the-heels
Hollywood, Fla.,
venue called the
Sportatorium, Sut-
spent the last preshow
punutes  hurrying  anony-
mously through the crowd of
10,00 teen-agers, his face
deeply lined from the strain of
keeping  tabs on  absolutely
everything. At this point,’” he
sqad, "I become extremely
nervous. Bit of a stage mother.
And ! have no outlet for it; I
can’'t jump onstage like the
hoys can.”

*“The boys,'’ understandably
Anxious at the start of a 148-
dte tour, were, however, no
sitangers to the stage. The
Leyhoard  player,  Dennis
v Young, the  guitarist,
cames Young; the bass guita-

-~ thuck Pano zo, and his

~er, John Fanozzo, the

(all 11 their early
" mave been t gether since
when they tarted play-

i1y, bars, dance: and other
iow-profile gigs in the Chicago
The band's Alabama-
» 1 guitarist, Tcmmy Shaw,
M. poined in 1975. Despite one
reoonal it single that year —

g called CLody — Styx
Wi strugghng
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“The ads are sophomorically simple,’ Styx advertising director
Dennis Cahill says of his radio spots using the voice that sells
Bayer aspirin. ‘There’s a built-in authority factor with 17-year-
old kids. And there’s a bit in there from Reagan'’s television ads.’
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Later that year, the band be-
came Sutton’s first client (he
has since added the West
Coast singer Nicolette Larson
and the English guitarist
Robin Trower to his intention-
ally small client roster). Bom
in Scotland 39 vears ago, Sut
ton has a master’'s degree in
geophysics from Kings Col-
lege, Durham Umversity.
After five years spent mostly
in oil exploration, Sutton went
full-time into the music busi-
ness, in which he’d dabbled as
a college concert promoter.
Between 1969 and 1975, he
worked for the Chrysalis
Group, running the London
firm’'s United Siates opera-
tions. When he left Chrysalis,
Sutton began looking for an act
to manage — and discovered
Styx.

What the well-traveled en-
trepreneur found was a rock
band flexible e¢nough to de-
velop into whai the industry
reverently calls “"a monster "’
Styx's music, though basically
the hard rock that has re-
mained populaor with teen-
agers all over America, is a ht-
tle of this and & httle of that
sci-fi synthesizers and
screaming guitars for the
kids; syrupy ballads, like the
huge 1979-80 hit "‘Babe’" (writ-
ten by DeYoung for his wife),
for  the middle-American

housewife, and anthems like
this year's *“The Best of
Times,” whose 1960's-style
high vocal harmonies and
wistful lyrics about *‘the end of
paradise’’ mirror the nostal-
gia of aging former hippies.
Songs like ‘‘Babe’” have
broadened Styx’s album ap-
peal to the over-18 set. But it is
the teen-agers who have al-
ways flocked to the band's
shows. And, compared with a
performance by a hard-rock
group like Van Halen, whose
modus operandi is simply to
blast adolescent audiences
into a stupor, Styx is all-re-
sourceful. It beguiles as well
as steamrolls: This is the key
to its hold on kids. Girls squeal
at DeYoung's quavering
vocals on ballads. Boys bellow
approval when James Young
struts to center stage, shouts,
‘*‘My mother never let me play
my electric guitar in the
house!’’ and launches into a
maxidecibel solo. And every-
one joins in when “‘cute,”” elfin
Tommy Shaw hops about with
an acoustic guitar leading fans
through a clap-along number.
In 1976, Derek Sutton took
these multiple resources and
put them on the road with a
vengeance: The band played
186 dates in its first year under
his direction. The touring
never stopped, and Styx prides

itself on being a ‘*‘working
band,” storming city after

city. “Touring,” said
DeYoung during rehearsals,
“is real demanding. You

swing between sadness and
euphoria. But for us to cry
about it isn’t fair. Is there any-
thing in life more exhilarating
than having 15,000 people ab-
solutely ecstatic to be seeing
your human form?"’

A major rock tour has sorne-
times been compared to an
army offensive, and Derek
Sutton is very much the field
marshal. One promoter, while
calling Sutton a ‘‘great’’ man-
ager, also says, ‘‘Derek Sutton
is very militaristic; he
would've done great in the cor-
porate world. I'll bet he has a
very clean desk.” Sutton's
passion for order is, of course,
a blessing for Styx. The
manager's two- and three-
year plans, said Chuck Panoz-
zo, ‘‘equal commitment.
Derek isn't someone who
thinks, ‘I'm gonna make $2
million this year, and next
year they can go to hell and
find another manager.’ We're
a working team.’’ Sutton’s of-
fice provides business direc-
tion, Styx provides musi¢c -—
and the two actively collabo-
rate on advertising, which
they agree is crucial.

During the Sutton years, the

rewards have poured in: the
triple platinum albums, the
healthy six-figure incomes for
each band member that more
than satisfy the requirements
of their basically staid lives.
(Though all live in the Chicago
area, they go their separate
ways when not working, from
DeYoung, raising a family, to
Shaw, raising horses.) For
Sutton, the rewards are a cora-
parable income, as well as in
dustry encomiums, such as the
1880 Personal Manager of the
Year award from the trade
publication Performance
Magazine.

Sutton and Styx, ever the
wise vendors, have plowed re
ceipts back into overhead, into
the stage shows that teen
agers consider magic: elabo
rate light effects, dry ice and a
few well-timed exploions
Shows like the one Sutton
awaited as he paced nervously
on opening night.

Sutton’'s worrying takes
place against a music-industry
backdrop of caution. Although
a number of record companies
claim to be on the road to
recovery from the slump of
1980 — which saw the ship-
ment of records and tapes
drop from $4.2 billion in 1979 to
$3.7 billion in 1980 — the
recording industry has be-
come soberly cost-conscious.
A&M, for instance, has re-
duced its artist roster from ap-
proximately 100 artists to 45,
and such tactics as market re.
search, designed to maximize
sales and minimize Inefficient
advertising, are becoming
more important.

Along with other factors —
inflation, a gradually aging
audience as the baby boon
tapers off — the record-indus-
try slump has had a decided
effect on the concert business.
Record companies have tradi-
tionally underwritten many
groups’ touring expenses, but
with funds tighter, fewer
bands have been supported —
and fewer bands tour. Concert
promoters across the country,
especially those handling the
big 10,000- to 20,000-seat
arenas that bands like Styx
play, reported as much as a
percent drop in business for
1980. The concert slump has
continued and even deepened
in the spring and summer of
1981, with many promoters (e
porting a 20 percent drup
below 1980's depressed ticket
sales.

‘““What is now required,”
Sutton explained before the
‘‘Paradise Theater' tour, “is
the application of logic to the
marketing situation. The dis.
posable income of the average
family is being eroded by
inflation to the point where we
in the music Industry nre now



i direct competition with
McDonald’s, Mattel and
Honda for leisure-market dol-
lars Companies such as these
wply adverusing as a science.
Ihey (o not  slapdashedly
wend money They research
in depth and they advertise
with great power and efficien-
y. Traditionally, the music
business has not done that. We
huve so muny egotists looking
for a hitle prece of the action —
the artist, who wants to ex-
press his creativity; the
record company, which wants
0 express its creativity; the
concert promoter, who wants
1 express his ego.”” Everyone,
Sutton said, is ignoring what
he sees as the need to work to-
gether n a straitened leisure
market and focus on the prod-
uet “When you're competing
with H .nda, Mattel or Pepsi-
Cola, your advertising has to
be as g wd as theirs, or you're
going o lose in the competi-
tion *"
tarl - last December, Sutton
100k a1 unusual siep. He flew
 tou American and five
European cities, conducting a
whirlwind series of ‘‘semi-
nars” for the promoters who
would be presenting Styx dur-
ing the ‘‘Paradise Theater"
tour “'he letter from Sutton’s
Los A geles office announcing

the .eminars invited the
promdters to ‘‘Advertising
101,” a ‘‘prerequisite’ for

_“Styx 101" — in other words,
attenc ance was a condition for
preserting the band in con-
cert. .1t the seminars, Sutton
said: “‘Styx is now a fran-
chisec operation. You are the
local t -anchisees.”

*‘F -anchise? Franchisees?’
The p omoters all said, ‘What
the hetl are you talking about,
Derek?' " recalled Sutton.
Wheras promoters have usu-
ally been responsible not
merely for presenting a show,
but for the show’s publicity as
well, and thus for a good part
of the band's local image, Sut-
ton wanted that control. “We
want image-control in the
hand s of a central producer. I
told the promoters, ‘Look,
McDonald's  would  never
dream of letting the local
McDonald's franchise down
the street do its own advertis-
ing. And so we are not going to
let y »u put your own stamp on
things We are going to pro-
vide you with all the advertis-
g :naterials you need, just as
it we were McDonald's or Holl-
day Inn or Midas Muffler.
Evecything Is going to be de-
signed to revolve around a sin-

gle focus  Styx, Styx, “‘Para-
dise  Theater,” “Paradise
Theater.'” " "'

while Styx and A&M to-
gether are footing the $2.5 mil-
lLion advertising bill for the
tour and the album, creating
the campaign was largely the

responsibility of a 28-year-old,
self-proclaimed ‘‘half artist,
half businessman’’ with wispy
long hair. Jim Cahill, Styx's
full-time advertising and
promotion director, worked
for Alice Covper In the mid
1970's. He is pald between
$150,000 and $200,000 a year,
half by Sutton’s management
company and half by Styx.
Today, more and more rock
bands hire their own advertis-
ing men.

“[ am a student of the rock
business,’’ says Cahill. He also
studies the marketing strate-
gies of other businesses.
“When McDonald’s decides
that the Egg McMuffin needs a
boost,” he says, ‘‘they pull all
their hamburger ads. You will
never see a Big Mac billboard
when Egg McMuffins are on
television. The technique is to
create your entire campaign
around one single product.’

while Cahill was poundering
Egg McMuffins, the members
of Styx were busy writing songs
for the new album. Early last
year, Dennis DeYoung came up
with the “concept’’ of “‘Para-
dise Theater,” an idea based on
an actual Chicago movie thea-
ter built in 1928 and torn down in
1958 when television took away
its audience. The image of the
theater would be used to make a
sort of allegorical statement
about the collapse of American
prosperity and the need to as-
sume a new stance of realistic
toughness while still remember-
ing and drawing inspiration
from the lost days of ‘“para-
dise.’’ In April 19680, Cahill got a
phone call from DeYoung, who
outlined the promotion strat-
egy: The album woulid be called
“Paradise Theater’’; the tour
would be the ‘‘Paradise Thea-
ter” tour. ‘‘Now, make some-
thing happen,” DeYoung toid
his adman.

It took Cahill months to
come up with the basic ap-
proach to be used: a combina-
tion of nostalgia for a lost
American ‘“‘paradise’”’ and a
hard sell of Styx’s appeal as an
unpretentious, hard-working
“people’s band.” Then he
spent almost half a year writ-
ing and producing the most ex-
tensive and well-coordinated
advertising campaign ever de-
signed for & rock band. Follow-
ing the McDonald’s cue of
pushing one product, Cahill
chose not to advertise ‘‘Styx in
concert’’ or emphasize the
band's past work, but to drum
in the notion, on 330 radio sta-
tions all across America, of
“paradise Theater — from
Styx."’

“. .. American rock 'n’
roll,”” intones a ghoulish, reso-
nant voice over an insistent
background from the ‘‘Para-
dise Theater'’ album. ‘“The vi-
sion of its own identity has be-
come blinded by the glitter of

its own device. The time has
come for some changes. For
the one band with the power 0
reach beyond what has been
and explore what could be. But
only & band that has played a
thousand nights on the toad
and represented this naton on
every continent of the globe is
worthy of that task. The time
has come: Five men have
made the decision to — bring
back paradise.”’

This somber spot, featuring
the voice of Earl Levy (‘*How
does America handle a head-
ache? Bayer aspirin.’”” and
“'Sears — for great American
homes like yours’’), is the sec-
ond of some 15 radio advertis-
ments produced by Cahill to
promote the “Paradise Thea-
ter’’ tour and album. After the
spots were made, Cahill
played them for all the
promoters at the December
“geminars.”” They were then
“customized” by Cahill for
each show by inserting spe-
cific dates into the basic
tracks, and shipped to the
promoters, who place them on
local radio.

Cahill’s radio campaign con-
stitutes the bulk of the $2.5 mil-
lion advertising budget. The
spots have generated wide-
spread interest; not only are
stations getting requests from
listeners to “‘play that Styx
commercial one more ume,"’
put the music industry is lis-
tening, too. ‘‘Actually,” Cahill
said, ‘‘the ads are sophomori-
cally simple. There is a built-
in authority factor with 17-
year-old kids. That's why we
used that voice: I wanted
‘Jaws.’ If you've got a wimp
doing the announcements, it
gives the show no credibility
with the kids. And there's a lit-
tle bit in there, too, from the
Reagan television ads"" —
which Cahill thinks were
«fabulous’ for their hard-sell
approach. *‘That's what got
Reagan elected — it was those
ads and their peer pressure.’’

A sustained campaign like
Cahill's for Styx is geared to-
ward a basic music-industry
fact. A band on tour is not just
selling tickets; it's selling its
record as well. As elaborate
and expensive a campaign as
Styx’s isn’'t needed to sell out
the concerts, but Sutton and
Cahill want to heighten public
awareness of the band as well.

“‘What we are doing is creat-
ing 111 little Paradise Thea-
ters in cities all across the na-
tion,” Sutton said, ‘111 foci for
promotional campaigns which
will result not merely in ticket
sales, but also in album sales
and in the expansion of gen-
eral awareness of the band.
Styx is grossly underreported
and grossly unde L
We're changing all that "

A&M Records is working to-
ward the same goal. It did not

blindly send '‘Paradise Thea-
ter” out into the world in the
hope that the recording would
somehow manage to find its
way onto three million turnta-
bles and tape players Long
before a note of (he Sty x album
had even beeu  componed,
A&M began preparing for the
work of advertising and selling
it as efficiently as possible.
Bob Reitman, Aé&M Records’
vice president of marketing
services — who likes to say he
is in “artist research” and
whose background in advertis-
ing includes work for, of all
places, Mattel and Honda —
had his staff compile a wealth
of statistical information on
Styx's previous forays into the
market: the ‘Cornerstone’
and ““Grand Illusion’’ albums
and tours.

“With our research,’ said
Reitman, ‘‘we know where to
focus our efforts .’ Using Reit-
man's data, ALM’s vice presi-
dent of sales, David Steffen,
then takes responsibility for
getting the album into stores.
Starting last December, the
distribution branches began to
solicit orders from retailers.
At the same time, they did a
second type of soliciting: for
floor space. ‘‘We want a com-
mitment,’ said Steffen, *‘from
all the stores that can give it to
us of a certain amount of
square feet. What we want to
achieve is, basically, mini-
Paradise Theaters in every
store.” If 111 Paradise Thea-
ters are blooming in concert
halls around the nation, sev-
eral thousand cardboard
Paradise Theaters are going

in record stores, con-
structed of posters, album-
cover ‘‘flats’’ and a die-cut,
tive-foot-long replica of the
omnipresent Paradise Theater
marquee.

“We're in a partnership with
the retailers’’ said Steffen.
«we're telling them, ‘Look,
we're giving you a product
that's going to sell. To put you
into a position (o buy and sell
more, we'd like you to make a
Paradise Theater in your
store.’* The display areas

from 12 square feet in
small outlets (o 250 square feet
in larger stores: a substantial
«paradise Theater” record-
store shrine. A&M is even will-
ing to send & company repre-
sentative to arrange the dis-
play for local merchants.

David Steffen takes his prece-
dent not from McDonald's, but
trom Campbell Soup C:
“I've learned a U
amount about selling records,”’
he said, “from looking at the
tood Industry, and | draw ex-
plicit parallels between what
they do and what I'm trying to
do. If  am the major supplier of
canned soup in the United
States, | have to extract a

pany.

represen
tion on the soup shelf. What-
ever it takes, I'm going to
make sure that every one of
my soups is represenicd We
want high record-store visibil
ity for Styx for the entire dura-
tion of the ‘Paradise Theater’

The final, drawn-out note of
the show's brief opening song,
“A.D. 1028"°: Dennis
DeYoung, onstage alone in
front of a painted screen de-
picling & decrepit theater,
brings his arm down to a sud-
den burst of fireworks and a
wrenching chord from guita-
rists Young, Shaw and Panoz-
20, who are hidden behind the
screen. The screen rises as
strobe lights flash dizzily and,

lights up. ““What’cha doing to-
night?*’ sings DeYoung teas-
ingly, as the suddenly visible
band churns into action. In an-
swer, 10,000 teen-agers leap
screaming to their feet; those
in front shove up against the
barricaded stage. (In spite of
the 1979 Cincinatti disaster in
which 11 fans were trampled
to death in a rush for open
seats at a Who concert, 40 per-
cent of the *‘Paradise Thea-
ter’” shows have open seating:
unreserved seats that encour-
age a mad scrambie to be as
near the stage as possible. Sut-
ton says, “'If one train or one
airplane crashes, does that
mean that all trains or air-
planes are unsafe? We gener-
ally do not have a lot of prob
Jems.”)

Watching the pandemo-
nium, the tour accountant, &
burly Virginian named Doug
McNeil, breaks into a smile
“Audiences are just going to
eat this show up,”” he says, and
briskly heads out to the Holly-
wood Sportatorium box-office
area. McNell will spend the
next two hours ““setiling™” with
the promoter: determining
show costs against gross re-
ceipts and accepting the
promoter’s check for 85 per-
cent of the gross after costs.
The promoter will keep the re-
maining 13 percent.

While DeYoung, sprinting
back and forth between piano
and center stage, sings ** Rock-
in’ the Paradise’’ (*'Don’t need
no fast-buck lame-duck profits
for fun / Quick-trick plans
take the money and run / We



nerd the long-term slow burn
‘ing it done’’), Derek Sut-
wnd Doug McNeil are off-
g€ seeing to it that this spe-
cific economic philosophy is
< arried out. The tickets profits
the band will rvap at tosn "s end
are A staggeiing  about
00,000

A figure like that is not
for some bands of

and run” — charge a stiff per-
centage and high ticket prices,
mprﬂplly since you can’t be
unrvvnullbtlbklndrlwn

rowd the next time around.
This is neither Sutton’s nor the
hand’s outlook.

**To get to the level where an
act is making money,” Sutton
yrcently told a reporter from a
snusic trade paper, “‘and then
inhe money away from the
s»ople that are helping you get
there is the worst kind of short-
sightedness.”’

“A Derek Sutton needs
promoters,”” said Doug
McNeil ““He doesn’t want to

could’'ve been tougher, but
he’s smart. 1f a band forces a
promoter to make a stiff deal,
God forbid that band should
~ ever go downhill. But if they
give me a fair deal, I'll still
nlaylhem somewhere even

they’'re not so hot.
Ilrylllmwtheyngulngw

A Derek Sutton also needs
loyal Styx fans, and Styx tick-
ets are often one or two dollars
cheaper than those for shows
by comparable groups. But,
according to Sutton, ‘‘only
sbout 10 percent of what we
take out in ticket sales can be
applied to any kind of profit.
That is not enough. especially
when you have over half a mil-
lion outstanding in invest-
rents before you even hit the
1ok out a $500,000 loan before

j
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veniture into more of a money-
maker. Sutton expects sales of

I ahirts and other Mems w0
Wll!' $3 million during the

**Paradise Theater"’ tour, only
$800,000 of which, however, is
clear profit for the band.

In general, Sutton and Styx
are involved in a balamn ing act
on this toa , juggling austerity
and high budget grandeur.
Sutton wants badly to cut down,
on the “waste and extrava-
gance” that used to character-
ize rock tours. ‘“You just don’t
ask for a brandy snifter full of

| only brown jelly beans any-

more,” he says. “The costs
themseives — rent, ticket
commissions, union costs —
are getting so high that you
can no longer afford extrava-
gances.” On the other hand,
the band is putting a lot more
money into its elaborate show
than it ever has before. 'We
don’t have to spend $4 million
on production,” said Sutton,
“but we choose to. It's an in-
vestment in our future. If we
make some sncrifice in terms
of profits now, we are paving
the way (0 a more stable fu-
ture.

*“The tour will break even, or
possibly make money. It’s not
a matter of making a ot of
money on tour  The better part
of the band’s profits for 1881
will come from albums™ —
some $1.5 million from *‘Para-
dise Theater’’ — ‘‘but we want
to go out there and make peo-
ple remember us. So that if
there is a, well, a problem with
the economy and people can
afford to buy only one album in
1982 or 1983, it will be a Styx
album. 1 still want to be in this
business in five years.”

Early-August figures from
McNeil's accounting depart-
ment suggest Sutton has little
to worry about. As the band
approaches Madison Square
Garden, it has sold out 84 of the
81 dates played. McNeil’s cal-
culations show that 989.1 per-
cent of all *Paradise Theater"’
tickets put up for sale have
been bought — an amazing fig-
ure for hard times.

Whether Styx will continue
to prosper at its 1981 level is an
open question. Rock-and-roll
fans are fickle. But one thing is
certain: Behind the 88.1 per-
cent ticket sales and the triple-
platinum albums is not only a
horde of teen-agers, but an ag-
gressive, efficient juggernaut
of an organization. And while
the band itself is quick to sepa-
rate the music from the mar-
keting, Derek Sutton argues
that if the new sales methods
are not increasingly used in
the music business, it may
cease being a business alto-
gether. This band works very
hard; its manager works
hard; its advertising director
works hard; its record com-
pany works hard — all in an in-
terlocking, carefully planned
partnership for mutual profit.
As thoy say in the band, “Weli,
that’s capitalism .~ B

Dennis DeYoung of Styx, born and raised in
Chicago, finds the fans in his Windy City
home to be electric.
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Chicago: In terms of fans,
it’s no Second City

By DENNIS DeYOUNG

when PEOPLE Magazine first asked
me to write a short piece about Chi-
cago fans, | queried, “Why me?” What
do | know of fans made in my home-
town? But upon investigation | found
that the small, dependable electric fan
Ibought some six years ago was, in
fact, manufactured right here in the
City of the Big Shoulders.

Now you may ask, What about the
fans of Moline, Barstow and Hacken-
sack? And moreover, what about
the Chinese, who for many centuries
have made fans part of their culture?
The truth is, | know nothing of Moline,
Barstow and Hackensack, but the Chi-
necc , ., Ha!

Who are they trying to kid? Have you
ever seen one of those Chinese fans?
First of all, they're not even electric:
they are just hand painted on rice pa-
per or silk. The idea is for you to
keep waving them frantically in front
of your face, creating a small breeze
—if not a stroke.

Can you imagine your 250-pound
Aunt Bertha on a hot August afternoon
getting relief from one of these things?
I'thini. not.

Scitis with near total conviction
that | say to the world that Chicago
fans are the best (with the possible
€xception of Moline, Barstow and
Hackensack).



