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iew piaylist cuts R1 waffle" 
Radio One's playlist launched tomorrow (Tuesday) will in- clude album tracks for the first time in the station's history. The new formula — which the BBC station says will bring more music to the air- waves and cut down on DJs' "waffle" — has received the backing of record company promotions chiefs. The news ends weeks of speculation after the station's head of music Chris Lycett an- nounced plans to draw up a new "songs" playlist in Jan- 

The existing A and B play- lists will remain but a new C 

playlist will be introduced, comprising a minimum of six new album tracks played four times a week. Lycett says; "We are broad- ening the scope of the station's output giving producers more songs to choose from." The new strategy will also include a reduction in the amount of chat between tracks. Chairman of the play- list panel and editor of main- stream programmes Paul Rob- inson says: "In the last five years I think speech on the station has increased and 

The changes will not affect the station's most popular shows — the Steve Wright slot and the breakfast show — and is simply a matter of "tight- ening up a few things", he 
The new format playlist will see the A list increase from 15 to 20 singles, each receiving 15 plays a week, with 20 B list singles being aired 10 times a 
By guaranteeing airplay for specific album tracks for the first time, the playlist will give the station more oppor- tunity to air new acts, says Lycett, and allows greater 

"cross-fertilisation" between the night-time and daytime shows. The first newly-restructured playlists are being drawn up by Radio One's producers and DJs this morning (Monday). The playlist takes up just over half the station's music out- put, adds Lycett, a slight in- crease on the old system. The rest is decided by individual producers. Speculation about the future of Radio One's playlist was prompted after Lycett said in January it needed revamping to meet the changing tastes of the station's audience. Lycett, Robinson and the station's pro- 

ducers have been drawing up the new formula since then. Radio One introduced a sep- arate playlist of albums two years ago, when producers were invited to choose their own tracks. The scheme failed to take off and subsequently evolved into a simple list of recommended albums. Chrysalis head of promo- tions Judd Lander says: 'This is a great thing. It should have happened years ago." MCA head of promotions Phil Smith says the changes are a good thing so long as Radio One sticks to its com- 

Sony Music poaches SBK man 
Sony Music has snapped up SBK Records marketing man- ager Mark Richardson for its planned new label. Richardson, who set up SBK 

Sony Music division MD Muff Winwood, believed to be the new label's MD, and A&R di- rector Lincoln Elias. Richardson's departure from Records' UK operation with SBK is described as "amic- Peter Reichardt two years ago, will head the third label's i keting department. He will be working rather than the r 

acts he handled at SBK, "The aim of the new label at Sony is to be UK-based and to focus on artist development," says Richardson, Before setting up SBK, Richardson was product man- ager at AVL. Sony Music declined to com- 

The presentation of Music Week's Strat Award to Richard Branson last Monday was apt in more ways than 
Firstly, the Virgin Group chairman bought the Charisma label from Tony Slratton-Smith — after whom the award is named — in 1985, It was also at another lunch that Branson last saw Slratton-Smith. "But I seem to remember that lunch lasted a little longer than this one," he mused. Branson received the award (or exemplary service to the music industry. See p4; pp26, 27. 

Level 42 quit EabeS in 

album release row 
Level 42 have left Polydor after 11 years in a row over the band's next album. The dispute ended last week with the band signing a new deal with The out of court settlement has released Level 42 from their contract with Polydor which was set to run for an- other six albums and freed them to sign to RCA. Polydor managing director David Munns says: "We had a row over their next album. It is sad to see them go, but all good things must come to an 

The band's lawyer Paul Woolf, of Woolf Seddon, says Polydor's refusal to release the album Level 42 wanted prompted the split. 

He refuses to disclose details of the settlement, but says: "The band are delighted with the agreement and with the new deal with RCA, who are very happy to put out the album." In their 11 years with Poly- dor, Level 42 released 10 al- bums — all of them hits — in- cluding a greatest hits pack- age and a live double album. The band which includes only vocalist/bassist Mark King and keyboardist Mike Lindup from its original line- up, led the British jazz-funk explosion in the early-Eight- ies, crossing over to the pop charts with such hits as The Chinese Way, The Sun Goes Down (Living It Up) and Hot Water. 

Boisgli Trade plots sts fufyre 
Rough Trade Distribution is throwing a blanket of secrecy over attempts to sort out its fi- nancial problems. The company declined to comment either publicly or to its distributed labels last week on whether it has been saved 

from closure. Meanwhile, more labels are believed to have been contacting other companies — including Charly Records and Pinnacle — look- ing for a possible replacement distributor should RTD col- 
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NEWS DESK: 071-583 9199 NEWS 

Chifsalis renews Ensign deal 
Chrysalis is renewing its five- label from separate offices and "We feel great loyalty to and it works well as another year contract with Nigel maintains control of A&R. Chrysalis because it is such a musical wing for them. We feel Grainge of Ensign, the label re- Apart from O'Connor's world- perfect relationship," says like members of staff while still sponsible for the international wide success last year, which Grainge. "When I sold the com- retaining an indie stance," he success of Sinead O'Connor. provided a welcome financial pany to them, it allowed me to adds. The label was set up by man- boost to Chrysalis' US oper- offload the administration but The Ensign team comprises aging director Grainge who sold ation, the label also had success continue doing what I enjoy. Grainge, A&R manager Chris the operation to Chrysalis five with World Party, The Water- "Chrysalis doesn't have the Hill and company administra- years ago. Grainge runs the boys and Blue Aeroplanes. kind of artists that we bring in tor Doreen Loader. 

Video boss 
shrugs off PIS to axe 136 

sale blues 
The boss of MCEG/Virgin Vi- sion says it is business as usual even though the video company is up for sale again. Virgin Vision's deal with the Management Company Enter- tainment Group has collapsed just 18 months after the US company bought it from Rich- ard Branson's Virgin Group, The company is now in the hands of General Electric Capi- tal Corporation, which backed MCEG's purchase of the divi- sion in July 1989. GE is now 

Era admin rethink 
The Performing Right Society this it means you lose staff. We existing individual files into the is to lose 136 jobs in the next * will lose 136 jobs in the next 12 centralised system. It means year when a new computer sys- to 15 months, but the actual that one computer will now em is installed. number of redundancies will be handle all accounts, member- The Performing Right On- less than 30. ship details and distribution of line Membership Service "The intention of installing royalties. PROMS) is being introduced in this equipment is to save PRS says it hopes to save bid to reduce administrative money on administration. £2.6m annually, with total sav- costs and increase the funds Every penny saved will go into ings of more than £22m by the available for PRS members, the kitty for our members." year 2000. songwriters and publishers. In 1989 the total administra- PRS's most recent figures The job losses represent tion and licensing costs were show that in 1989 it collected 

gin Vision for re-sale. GE seized the company as collateral from MCEG for un- paid loans after MCEG filed for bankruptcy protection in the US courts last month. But despite the upheaval, MCEG/Virgin Vision manag- ing director Angus Margerison says; "We are not expecting any 

rent PRS workforce of 700. Of Last year PRS laid off nine the 136 people to go, 90 will full-time computer operators in leave when their temporary the first stage of introducing contracts expire. Six full-time the new PROMS administra- managers have accepted volun- tion system, tary redundancy. The total cost of the PROMS Public affairs controller Terri system is £10.6m, which in- Anderson says: "Inevitably eludes reorganisation, staff when you install a system like training and the transfer of 

royalties, broadcasting and in- vestment, with 30 per cent coming from overseas. In the UK alone more than £34ra was collected. Plans for the PROMS system began in October 1987 and in- stallation will be completed by autumn 1992. 
major changes. We are running as normal and planning our roster of releases through until the autumn," he says. 

Smago settles 
UK line-up 
Terry Ellis' Imago Recording Company has now finalised its executive team in the UK. Following the appointment of US vice-president of A&R Kate Hyman, Ellis has recruited Lauren Bromley as A&R direc- tor in the UK. Bromley was formerly inter- 

Cookisig WinyS 
admits errors 

Cooking Vinyl says it is learn- ing from the mistakes that al- most closed the label. Joint partner Pete Lawrence 
company this week in an amic- able split with the now sole owner Martin Goldschmidt. Last year, the folk/roots label almost folded after financial problems which it blamed on the service the label was receiv- ing from troubled Rough Trade Distribution. Goldschmidt says the label has now paid most of its debts. "There are still a couple out- standing but we are making a 

Omar: runner-up in MW Top Dance Album Award 
Omar joins Phonogram 
Much sought-after soul singer "never said he would not go to Omar has signed to Phonogram a major label". Records' Talkin' Loud label in Williamson says: "At Kongo a deal worth more than £lm. we just didn't have the finances Several major record com- to put together a major cam- panies had chased Omar after paign for Omar, which Phono- his first album on the small in- gram can." dependent Kongo Dance label Talkin' Loud's A&R manager 

Indian and has previously worked at Rough Trade as well as managing Working Week. A&R manager is Michael Murphy, who leaves Virgin Records and who previously ran his own label in Ireland. Ellis says: "This means we are now fully staffed in the UK with three people in the team. In the US, we have got about 10 out of the 25 staff I want to 
profit from our back catalogue, and we should be releasing rec- ords again soon," he says. He adds that he will now adopt a more disciplined busi- ness approach to the label. "We realise it is not just a matter of liking an act but what you are going to do with it." 

reached the Top 50 with vir- Norman Jay says: "There is no tually no marketing support doubt about Omar's musical and was runner-up in the Music talents. Now it's up to us to Week Top Dance Album Award, realise his full potential." Omar has consistently been Talkin' Loud will re-promote quoted in the music press as a Omar's single and LP There's supporter of independent labels Nothing Like This in May, and but, according to'assistant man- expects to release a new album ager Lance Williamson, has in 1992. 

The label still has only two acts on its roster, King Of Fools from the UK and Baby Animals from Australia. At Ellis' music publishing com- pany Imago Songs, he has ap- pointed former Chiysalis Music senior vice-president Ann Munday as head of the company. 

COMMENT 

Last week's Jonathan King page in The Sun for once deserved a moment's thought. King highlighted the scarcity of UK acts in the current US Top 40. The Grammys too showed a distinct lack of a UK presence. No longer can we take for granted the UK's domination of international music talent. Whatever our short-term problems, that's something we could live to regret. 
Independence in the record industry is, as Brian Leafe says on page 4, about attitude, but it must also fundamentally be about entrepreneurialism. And that is why the majors' increasingly aggressive moves into the reissues market (see feature, page 6) are far from bad news. Of course life will become more difficult for those indies who have prospered by scavenging in the majors' catalogues, but it is in the nature of the indies to find other niches which they can exploit for a short while until the mtgors catch on again. It is the interplay between the indies' entrepreneurialism and the majors' effectiveness which can best drive the industry forward. 
Thank you to all those who offered their congratulations on the Music Week Awards. There are no congratulations in order, however, for those who gave Shadow Arts Minister Mark Fisher such a rough ride. The industry cannot on the one hand bemoan its lack of political clout and yet, on the other, act like a bunch of lager louts. 
You will notice that this week's Datafile has been slimmed down. All the usual information is there, but we have released the space on the back of the pull- out singles chart to use it within the rest of the magazine. This is the first of a series of improvements as we take on board your reactions to our new look. 
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OPINION 

marketing tool to sell a few more copies to ill-informed punters or is it something 
I think the answer is well illustrated by a couple of pieces in the February 23 issue of Music Week. In a story on page three, Peter Waterman claimed that a senior BPI member had told him he would rather allow independent retailers go out of business than give them extended 
Dooley's Diary quoted David Murrell of Rough Trade's receivers KPMG as saying: "Usually creditors would be tearing each other limb from limb to get their money, but instead some have even offered the services of their in-house 

Independence is an attitude, a state of mind. Independent record companies are in the same market, competing with older, established companies, and looking to make a profit at the end of the year. But they are doing it on their own terms. Chasing a quick profit to impress the shareholders is all very well but alternative methods based on a broader perspective than simply an ability to read a balance sheet can produce a more satisfying result for all parties. The time is coming when those labels which haven't given their support to one side or the other in the issues of importance to the industry will have to decide where their hearts lie. Rough Trade Distribution is once again showing the power that small labels can wield by standing together and the industry will be a worse place to work if that spirit is allowed to dissipate or be stifled. Don't under-estimate the power of the independents or the value of each invidual 
Brian Leafe is chairman of the Umbrella Organisation and MD of Music Galore and Goughsound, but is writing in a purely personal capacity. 

NEWS 

BP! takes New York stand 
The BPI is aiming to raise the profile of British music at this year's New Music Seminar in New York. For the first time in the sem- inar's 11-year history the UK industry association has taken a stand. The venture — described by the BPI as "testing the water" — is being backed by the Depart- 

ment' of Trade and Industry. • The BPI plans to promote the diversity of British music at the NMS using the Brits Awards show as an example. The industry body is also preparing an NMS UK direc- tory listing UK companies and 

to take a stand at the NMS in other years," says BPI spokes- man Jeremy Silver. Director general John Dea- con will be attending the event on July 13-17 along with Sil- ver and two other BPI staff. The UK independent sector will again be represented at NMS by members of the Um- brella organisation. 

Virgin plugs the gaps in promotions 
partment after working at the 

! first t 
Barker, promoted from head of radio promotions a month ago, has chosen Adam Fisher as his replacement and Karen Jones as head of TV promo- 
Both appointments were made from within the com- pany, with Jones moving up through the promotions de- 

Fisher moving on from his post as radio plugger. He joined the company four years ago. Barker says; "Karen was ap- pointed because of my relative lack of experience ift TV. Most of my career has been in 
The new frontline team will help Virgin push a high profile series of releases over the next few months, including the new 

Scritti Politti single and a new Simple Minds album expected in April, he says. Barker was appointed as head of promotions after act- ing as head of the department since before Christmas. He joined Virgin in 1984 as sing- les sales rep for London and the South-east, moving onto the promotions department in 1986 as junior radio plugger before becoming head of radio promotions in 1988. 

Report'will 
not threaten' 
IBC titles The BBC says a new Govern- ment report is unlikely to stop the corporation promoting its teen magazines on TV. Publisher of BBC Maga- zines' Fast Forward and Num- ber One Gillian Laskier says the Sadler Report, due out week, will not prevent of BBC Magazines on TV. The promotion has been seen as crucial to Number One, bought from Maxwell Com- munications last year, Laskier says: "The report is not law, and even after it comes out there will continue to be a conflict of interests. "The outcome is that our magazines will still be men- tioned on BBC TV." Number One's weekly sales have risen to 136,933 from 102,347 since September. 

MUSIC WEEK AWARDS 

PolyGram takes loom's store 
PolyGram pipped EMI at the post to become the biggest winner at last week's Music Week Awards ceremony at London's Grosvenor House Ho- tel. PolyGram and i 

5. EMI w with six awards. Otherwise, the awar spread evenly across the in- dustry, as more than 1,000 executives gathered together for the unique annual event hosted by Tony Blackburn. While picking up Top Com- pilation Album, Virgin MD Jon Webster sniped at its Hit Pack competitor. "Next year 

si: 

n of the 

Blackburn: hosted awards 
we are going to release Now 21 on eight-track only a week be- fore Christmas and it will still be number one," he said. EMI's classical director Adele Nozedai Roger Lewis was equally confi- 

dent of future success in pick- ing up the Top Full-priced Classical Album for Nigel Kennedy's Four Seasons, The next Kennedy album, Brahms' Violin Concerto is released next month and is already cer- tain of gold disc status through advance orders alone, he said. As Pete Waterman picked up Top Single Producer with Mike Stock and Matt Aitken, he added: "It is a great honour to beat my all-time hero, Phil Spector," referring to the pro- ducer of Unchained Melody who took second place. Rhythm King head of press dele Nozedar received the Leslie Perrin Award for PR for 

her work on the Betty Boo campaign and immediately called for a hammer. "I want to smash it up and give every- one on my table a piece." Epic marketing director Kit Buckler accepted second prize in the top label singles section and vowed to win first prize next year in memory of the company's late marketing manager Ronnie Fischer. Smaller labels such as Go! Discs are important to the fu- ture of the industry said Poly- Gram chairman Maurice Oberstein, receiving the Top Company Albums award. "Talent will out," he declared. • Dooley's snapshots: pp26-27 

> obtain the limit- 

Awerds tapes 
are sell out' Industry clamouring 
the Music Week Awards. The 20-minute tape handed out at the end of the event is being claimed as a first by or- 
around in three hours by Rank Video Services. MW publisher Tony Evans says: "There was a certain amount of risk involved, but we made it happen." EMS director Avril Peyton has had many calls for copies. Unfortunately, no more are available after the initial 1,050-copy print. 

Labour's cash vow 
Live music would receive a boost from a future Labour government, says shadow arts minister Mark Fisher, guest of honour at the MW Awards. Fisher has revealed details of a scheme which would give local authorities extra cash to set up and support new live 

"British politicians have ig- nored the music industry to their detriment in the past," he told guests. "Our policy will be to encourage the live venues which are vital for the new talent you depend on." The arts would become a statutory responsibility of lo- cal authorities, he said, with 

support grants available to help back any ventures pro- posed by councils. The policy of "grassroots up" is opposite to that used in France, he added, where cen- tral government plans new venues. Under Labour's plan local authorities would be able to build from the bottom up. The scheme could establish a network of publicly-owned venues across the country, pro- vided that is what local people 
"It will be up to people in any particular area to decide on their arts policy, and how they want to use the resources available to them." he said. 

Mlf Awards: 
an apology 
Music Week would like to apologise to MCA Records and Swanyard Records for any in- convenience caused to them in last week's Music Week Awards Brochure. Both companies were incor- rectly advised that they were winners in the dance categor- ies in the awards. Statements they made in their advertise- ments in the brochure were therefore made in good faith. We would also point out that the sponsor of the Top Single Award was Entertainment UK and not as stated. We thank them for their support. 
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NEWS 

Indie quits 
BPS after 
MCPS deal Independent record company Beserkley Audio and Visual has withdrawn its member- ship of the BPI because it be- lieves it was not getting an ad- 

The move follows a row be- tween Beserkley general man- ager Brian Leafe — who is also chairman of indie organisation Umbrella — and the BPI over the deal struck between the indies and MCPS. BPI members hit out at Leafe at the last AGM in July saying the deal — secured by Umbrella a year ago — was bad for the music industry, he says. Now Beserkley has de- cided not to renew its member- 
"It is not my decision to withdraw from the BPI," says Leafe. "I'm not a majority shareholder of Beserkley, but MD John Doukas was disgust- ed with the way I was treated." The company has been a member of the BPI since the mid-Eighties and is one of the main members of Umbrella. Now the indie organisation has become more important, says Leafe. "The small independents have a different requirement to an EMI or a Sony Music, who are dealing in much larger sums than people like us," he says. The BPI's director of press Jeremy Silver says: "In times 

member of the BPI." Smaller companies don't have their own lawyers and the negotiating experience of most majors and can therefore make more use of the organis- ation's services, he says. He adds: "We feel the deal with MCPS was a disservice to members of Umbrella, that is why we are not happy with it." Many of Umbrella's members have decided against the agreement, he claims. 

EC move stokes row 

over blank tape levf 
A fresh row is brewing over blank tape levies as the Euro- pean Commission plans to in- troduce legislation later this year. The move has revived the hopes of the UK music indus- try, which were dashed when a proposed levy was dropped from the 1989 Copyright Act. International record industry trade association the 1FP1 says the EC is moving in a "gen- erally constructive line". But the tape manufacturers' and consumer lobby group the Home Taping Rights Cam- paign is already threatening a fight over the issue. The HTRC uses emotive ar- guments suggesting a levy would penalise blind people. Campaign co-ordinator Mari- anne Yarwood claims: "For 

those handicapped by blind- ness or partial sight it would be like a tax on paper." But BPI spokesman Jeremy Silver says: 'The HTRC is just using the straightforward con- sumer argument of people who have got free music until now and don't want to pay for it." The UK is the fourth largest blank tape market in the world with sales of 95m units in 1989. The HTRC also argues that the main buyers of blank tape are those who buy most re-re- corded music, quoting from market research conducted in the US. But the music industry counters that this argument is also irrelevant, "It is still a breach of copyright and it loses the industry an awful lot of 

money," says IFPI spokesman Mark Kingston. The BPI and 1FP1 are con- cerned that the introduction of new formats like DAT and DCC will make home copy- right theft more attractive, al- though the 1989 Athens agree- ment of the use of the Serial Copy Management System — which prevents copies of copies — has given the industry hope that hardware manufacturers now accept their arguments against home taping, 1FP1 figures for last year show that 409m units of audio cassettes were purchased in the EC alone. If an average 80 minute tape is used twice this represents a recording capacity of 1.3bn hours per year, or 1.7bn al- 

BSondie ¥ Blondie as 
hits LPs fight for sales 
FM-Revolver Records is to put out a best of Blondie album only a week after Chrysalis re- leases its Blondie and Deborah Harry compilation. Blondie Hit Collection is a finished album imported by FM-Revolver from Europe where it has been available for over a year according to label manager Jurgen Dramm. Dramm says that when the company started selling in the Blondie compilation three weeks ago he was not aware of Chrysalis' plans to release The Complete Picture — The Very Best Of Deborah Harry And Blondie, on March 4. He adds that the situation is accidental and no clash of re- lease schedules were intended. "FM-Revolver is effectively 

acting as a wholesaler with this album which is an import- ed finished product and it is none of my business what hap- pens with rights and royalt- ies," Dramm says. The Blondie Hit Collection is on Dutch TV label, Star Rec- ords which is believed to have licensed the tracks from Chry- salis about three years ago. Chrysalis was unaware of the FM—Revolver release. It could not confirm whether the material was still under li- cence to Star or whether it would be able to take any ac- ir the re 

company will look i 

This is the David Bailey shot that EMI hopes will put violinist Nigel Kennedy back in the pop charts. EMI is launching a £250,000 ad campaign, based on the photograph, to back the March 25 release of Kennedy's Vi- olin Concerto No 1 by Brahms. The recording was made with the London Philharmonic conducted by Klaus Tennstedt and EMI hopes it will achieve even greater success than his last album Four Seasons which reached number three. The ad campaign, in the IWT, Central, TVS and TSW areas, runs from April 1-13. 

NEWSFILE 
Charly Records, the Mechanical Rights Society and MCPS have reached agree- ment on royalty payments. Full details next week. 
Kiss FM has dismissed seven specialist DJs and sacked three administrative staff— including programme assistant Colin Favor — as part of cutbacks in staffing levels at the station. A new schedule will be in place by March 17. 
Directors of the collapsed Levitt Group's entertainment division, Grant Black and David Courtney, have set up their own company. The Courtney and Black Organisation will offer the same services as the division they used to run. 
The 1991 DMC Awards have been split into two separate events to give the World DJ Awards a higher profile. The London Palladium will host the World DJ Awards on April 7, followed by the World DJ Mixing Finals at the Hammersmith Palais, April 8. 
Rock promoter Harvey Goldsmith and sports organiser Mark McCormack are staging a £2.5m production of Puccini's Tosca at London's Earl's Court from June 23-29. 
Castle Communications earned pre-tax profits of £759,000 on turnover up 34 per cent to £19.4m in the second half of 1990. 
Pickwick Group's hew international department will be headed by Allison Williams who joins as group international manager. Williams was previously distribution manager for Stylus Video. 
Music research company MIRO has confirmed it has merged with chart producers MRIB, adding that the two companies will retain their separate names. 
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FEATURE 

It could be the 
record executive's 
dream: old material 
once considered 
dead and buried can 
now be resurrected 
and sold to a new 
generation of music 
buyers with 
minimal costs and 
total creative 
control — the ideal 
formula for profit in 
a recession. But it's 
bad news for the 
indie pioneers of the 
reissues market 
who are now 
struggling for 
survival as the 
majors get wise to 
the value of back 
catalogue. Matthew 
Cole reports 

From Colonel Tom Parker to Malcolm McLaren, music's moguls have long been accused of packaging their prodigies like soap powder. But the manipulative skills that modelled Elvis and The Sex Pistols are nothing to those of today's major labels. They are now controlling pop's most malleable product: rosters of stars who incur no A&R or recording costs and demand no say in production or promotion of their output. It is an alluring blend of low costs and complete control and it has made the reissues market irresistible. The indie specialists who pioneered the sector face a David and Goliath struggle for survival as the majors' challenge strengthens daily. EMI's strategic marketing department led the way, taking on its reissues brief six years ago. PolyGram appointed its first marketing manager for catalogue in December 1989. MCA hired its own head of special projects five months ago. This growing interest in the market has caused consternation among the independents. 

A 

"They are simply benefiting from a market that we created and built up," says Tony Heneberry, managing director of Charly, one of the specialist labels that fears being frozen out of market that has changed for good. There m for tb 5 that reissues are no longer confined to the sidelines, as demonstrated by last year's singles success of The Righteous Brothers and their double platinum The Very Best Of compilation. The album took sixth place in the year-end chart despite its December release and was one of nine albums by currently inactive artists in the Top 100, Their success proved how quickly yesterday's old chestnuts can be turned into today's classics, merely by tapping into the public's appetite for nostalgia. Soundbites from the past are also appealing to TV advertisers and sample-hungry dance producers, who believe pop's bygones can add to the perceived value of their product. Jimi Hendrix's Crosstown Traffic currently provides the score for a Wrangler TV ad, but he has also been 

revived on the dancefloor via the samplers of KLF and Caveman. This exposure helps give catalogue an appeal as easy to flog as a pair of Levis: reliable and eternally hip. That was the image Levis strived for when its 1988 TV campaign boosted EMI's progress in the reissue market with its use of Eddie Cochran's C'mon Everybody. Today, a vast range of reissues and box sets gives the company claim to a back catalogue operation that accounts for more than half its revenue. But strategic marketing director David Hughes accepts that even EMI was slow to cotton on. "The smaller specialists were taking advantage of our blindness to our own catalogue. That is a fantastic thing for them to have achieved but now we are going to reap the benefits," he says. And Hughes is clear about the high profit potential of recycled catalogue: "Naturally the costs involved are substantially lower than for new product so the sales needed to go into profit are substantially smaller." It is a perfect formula for survival 

. Though sales volume may shrink, profit margins are protected by lower production costs. Indie specialists must cling to the hope that their smaller operati and lower costs will help them survive. Nevertheless some suspect that with sales for a reissue by a cult artist from the Sixties unlikely to top 8,000 units, the majors may be guilty of spoiling tactics. Releases may be more about saving face than making profits, says Ted Carroll, director of Ace. "I know for a fact that some of the majors' reissues sell less than 7,000," he says. "I don't see how that can be worth their while. One day the accountants will catch up with them." Fontana's forthcoming Scott Walker releases for April could well fall into the category Carroll finds so suspect. With Scott Walker Sings Jacques Brel expected to sell around 8,000, the label must somehow achieve low costs while still producing a high quality package. PolyGram's catalogue marketing manager Bob Nolan estimates the cost 
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of research, compilation, new liner notes and artwork will lop £3,000. "That doesn't leave a lot of profit margin with sales between 5,000 and 10,000 but it is still there." Narrow profit margins hold a clue to another of the msuors' motives for muscling in on the reissues market: during hard times the hunter must turn scavenger. A broad sweep of the vaults can turn up plenty of those tiny profit earners that can combine to produce quite a healthy amount. The effect of the majors' new approach is that less product is available for licensing to the indies. Small labels that once grazed among the major catalogues survived by careful selection of material based on a sensitivity to the market. Now their survival must be in jeopardy. But Mark Rye of reissue label See For Miles, a specialist which licenses all its material, believes he can continue to box clever. "There have always been gaps the majors miss and there always will be," he says. The evidence to support Rye's brave claim lies in the near accidental nature of 1990's most notable reissues. EMI's strategic marketing general manager Barry McCarm admits he was "caught short" by Levi's use of The Joker for a TV campaign. Without a sleeve prepared or records pressed !it was four weeks into the campaign before the single was launched on its way to the top of the chart. Similar scenes nearly followed at Polydor with a rushed Righteous Brothers release that eventually produced another number one. Marketing executive George McManus only began to plan the release after spotting Unchained Melody's rise up the US Billboard chart. "Then I discovered it was featured in a film called Ghost that was soon to be released in Britain," admits McManus. In spite of these chinks in their armour, the majors' strength lies in the ownership of huge catalogues. This year it is the turn of Warners to benefit with its Elektra catalogue set to soar courtesy of the soon-to-be-released Doors biopic. While some reissue indies have a safety net of catalogue ownership, others such as See For Miles rely solely on licensed scraps. The benefit of the former policy was demonstrated by the sales of Charly's catalogue on the back of A&M's success with The Neville Brothers at the end of 1989. Before the surprise success of the single Yellow Moon, the Nevilles' most recent album, Nevillisation, was licensed to Demon. As soon as the single hit in the US, A&M began to retrieve all the Nevilles' product leaving Demon out in the cold. Sales director Pete Macklin saw months of promotional work wasted. 'They were acting within their rights but it felt as if they were taking our own album away," he says. But at Charly the Nevilles' rise had a happier outcome, Although it has no recent product, Charly's catalogue from the Sixties includes the Minute and Instant labels. Their wealth of Aaron and Art Neville solo material was recompiled by Charly as the Legacy album, which went on to become a "big money-earner". The lesson was not lost on Charly. Only 15 per cent of the label's output is licensed from outside and, as catalogues become more fiercely 
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HOW POLYDOR MADE THE RIGHTEOUS BROTHERS YOUNG AGAIN 

Polydor's platinum success with The 
Righteous Brothers catalogue had little to 
do with nostalgia. Instead, it owed much 
to the discovery of a young audience for 

The Very Best Of The Righteous 
Brothers was marketed as if it were new 
product to a vast audience usually 
divorced from the reissues market. While 
as high in CD charts as in the main, all- 
format album chart. The Very Best Of 
ended 1990 remarkably level in both. 

Its 66th position in the year-end chart 
was surpassed by just one place in the 
CO chart, revealing a unique reliance on 
vinyl and cassette — formats normally 
favoured by the under-25s. 

The first single of the campaign. 

Unchained Melody, was launched aft 
use on the soundtrack in the tearjerking 
scenes of the blockbuster movie Ghost. 
The film's 12 certificate and teen-appeal 
stars guaranteed a young audience. 

Polydor marketing executive George 
McManus says: 'They all went home 
loving the song and thinking it was by a 
new band called The Righteous Brothers." 
He believes that youthful enthusiasm 
powered the single to number one. 

After the follow-up single You've Lost 
That Lovin' Feeling reached number three 
Polydor included both songs in a greatest 
hits package, compiled from its mid-price 
catalogue. All material used had been 
available until its withdrawal on the 
release of The Very Best Of. 

The package was given the backing 

usually reserved for new product with in- 
state promotions and pride of place in 

"It was marketed as a new release and 
we obviously treated it as such," says 
Virgin Retail product and marketing 
controller John Taylor. 

The new breed of fan seemed 
undeterred by the lack of a visible artist 
to appear on Top Of The Pops but even 
that is something Polydor now hopes to 
put right with a tour pencilled in for late 
1991. 

The most successful oldie of the year 
should not necessarily be seen as 
heralding a new market for nostalgia. It 
underlined the strength of youth appeal— 
a force off limits to all but a very few 

guarded, it intends to reduce this figure further. Similarly, Demon is expanding its own catalogue. "It doesn't take a great mind to see there is no great future in licensing," says Macklin. As the battle hots up there have inevitably been disputes over ideas and catalogue ownership. Charly recently locked horns with MCA over the label's rival packages of Chess reissues. While Charly believes its own series triumphed through quality of packaging and the collectors' loyalty to the label, MCA disputes its rights to the material as well as the superiority of its package. "We chose to keep as close to the original sleeves and design as we could," says MCA head of special projects Stephan Heller. "Ours was recompiled and repackaged in a way the Nineties consumer expects to see things, and ours won," counters Heneberry. Meanwhile MCA is consulting with lawyers over who owns the copyright. While opinion is divided on packaging, there is no disagreement 

over format. CD is the catalyst that has sparked off the reissue renaissance. A whole generation has had to update its musical heritage, with the appeal of a fresh format enhanced by CD's sound quality. The remaster has progressed the trend still further, offering a cleaned up version of old and worn recordings. There can be no doubting the success of the formula, epitomised in Atlantic's Led Zeppelin Remasters package that East West produced as the ultimate example of classic rock given fresh appeal for the CD generation. Like so many other reissues, Led Zeppelin's album performed better on CD than any other format. While ending 1990 as the 68th best selling album it reached 35 in the CD chart. The appeal of remasters to the reissues audience is such that Charly recently invested £70,000 in a state- of-the-art Cedar system. Heneberry claims the strength of Cedar lies in its ability to clean masters without "sterilising" the music. But as technology advances and the 

majors continue to update their sound archive, the future of the reissue looks uncertain. "CD reissues are ideal for material more than 20 years old," says EMTs Barry McCann, "but any younger than that and the quality of most records is good enough." A bewildering range of product has been made available on CD with the number of titles shipped per year conservatively estimated at twice that of five years ago. As the population ages and demand for revamped cult music from the Fifties, Sixties and Seventies fades with them, the CD-led reissue boom may have had its chips. Format-led sales growth will inevitably slow. Nevertheless the reissues market is always bound to discover new consumers. Charly's recent move to acquire the troubled Rough Trade catalogue demonstrates its faith in the staying power of Eighties music. It must be anticipating a day when the angst-ridden Smiths fans of the mid- Eighties become nostalgic slipper-wearers eager to restock on music from their youth. 


