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Beeb ditches 
vinyl after R1 
freebies row 
Radio One is set to ditch all formats other than CD for its daytime programmes. The move is intended to re- strict the amount of surplus records being sent to the sta- tion and follows an article in The Sun which exposed pro- ducers who sold product sent to them. Station controller Johnny Beerling says: "From now on our DJs will just use the CD format during daytime pro- grammes. That should stop the proliferation of formats coming into the building." He adds that the same will not apply to evening pro- grammes as some specialist genres of music are often only available on other formats. Although the selling of pro- motional product is not illegal, the embarrassed BBC radio network has now banned its staff from selling off unwanted product. All freebies will be passed on to charities. Managing director of the BBC network David Hatch or- dered the ban immediately after seeing the Sun article last week. The story claimed a number of Radio One producers, along with head of music Chris Lycett, were selling off boxes of records to a shop in Fulham. 
IVIW sales leap 
defies recession 
Music Week's circulation has defied the recession to jump 15%. Sales through news-stands have leapt an incredible 100%. Figures only now avail- able show MWs circulation jumped to an average 15,314 in the four weeks to May 18 after the incorporation of Record Mirror. This com- pares with a previous ABC of 13,285 (July-December 1990). News-stand sales doubled to 5,218. Music Week publisher Tony Evans says; "This proves the truth of our slo- 

Winwood takes 

Sony to Europe 
Sony Music is launching its first new UK label in 26 years in a bid to tap into what it be- lieves is a wealth of talent across Europe. Columbia A&R director Mulf Winwood will be the managing director of Sony Soho Square, which aims to become the first ever pan- European repertoire source. Sony Music chairman Paul Russell says the new label has been part of the company's plans for the past two years. "We were talking about it when we planned the reor- ganisation of the company in 1989. We appreciated that having an A&R wing under Muff Winwood as well as A&R divisions at the two labels Epic and Columbia could not go on indefinitely," says Russell. 

Winwood: European focus 
"Now the A&R teams i Epic and Columbia have g their knees brown, it is tl right time to turn what w: the old A&R division into third label," he says. Sony Soho Square will sig only Enghsh-speaking artis in Europe. 

Global role for 

Godfrey-Cass 
Warner Chappell managing director Robin Godfrey-Cass has been promoted to senior vice-president of international A&R. Godfrey-Cass will continue to head the UK company fol- lowing the appointment, which has been made by Warner Chappell executive president Les Bider. Bider says Godfrey-Cass has fully justified the company's faith in him since being pro- moted to UK managing direc- tor three years ago. 'There was a lot of bad mouthing in the industry when I appointed Robin. I took a great deal of flak. But it was a gamble and it has paid off well." 

Godfrey-Cass: gamble paid off 

Godfrey-Cass, 35, has signed both Londonbeat and Michael Bolton in his time at Warner, which he joined in 1981 as pro- fessional manager. He became general manager of Warner Brothers Music in 1985 before taking over as MD of Warner Chappell Music in July 1988. 

With 1992 in mind and the growing influence of MTV across Europe, Russell feels the time is right to launch a pan-European A&R source to accompany those of Epic, Col- umbia and Sony Music Pub- "ishing. Muff Winwood, who will still A&R a number of acts on the other labels, believes there is a considerable amount of talent throughout Europe. "It is not inconceivable that Europe will grow considerably as an A&R source and, quite frankly, we need it to." Joining Winwood are Sony Music's Lincoln Elias who be- comes A&R director, Diane Young who is A&R manager and Mark Richardson, who left SBK to become head of mar- keting  

Publishing's 
biggest guns 
less ground 
Britain's biggest music pub- lishers Warner Chappell and EMI both lost significant ground to their smaller rivals in the second quarter, Warner Chappell remains the biggest player in both the individual and corporate rank- ings with 15.5% and 18.6% re- spectively, but its corporate performance was its worst for more than a year. EMI Music Publishing's cor- porate share at 12.5% was its worst since the first quarter of 1990. Its individual share of 10.7% was its worst since the third quarter of 1989. Biggest winners in the cor- porate stakes were PolyGram, up 150% over the year to 5%, and Island, up 95.2% to 4.1%. PolyGram was also the biggest winner in the individual rank- ings, up 55% albeit from the low base of just 2%. Biggest loser was MCA, down 37.6% to 6.3% corporate- ly and individually. Full details next week. 



JIMMY SOMERVILLE 
THE SINGLES COLLECTION 1984-1990 
including 'Run From Love' available from August 26th 

Full Marketing campaign to include further TV Advertising 
backed by massive point of Sale Displays 
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COMMENT 
NEWS DESK: 071-620 3636 NEWS 

Thome quits 
to set up US 
rock service Phonogram head of interna- tional A&R Dave Thorne has left the company to set up his own artist management service. Thorne, with Phonogram since 1983, claims a number of projects he was involved in — particularly the Def American label — were not given the backing they deserved. Disagreements over future policy and ideas led to his de- parture. "I was unhappy with the level of support I was get- ting, particularly with Def American which I thought should have been given more priority," says Thorne. Having been involved in breaking such acts as Bon Jovi, Metallica and Dan Reed Network in the UK, Thorne now feels in a strong position to start a UK management service for US rock acts. "There is an absolute pleth- ora of successful US rock acts who don't quite know how to approach Europe. It needs a specialist to set up a company to look after them when they are over here," he says. "The sales are there to be had by these bands but they need a little help. I can work with them on a year's contract or whatever and be their rep- 
Meanwhile, Phonogram has appointed MCA's head of sales, Greg Castell, as interna- tional A&R manager. Castell previously worked at Phono- gram in the mid-Eighties. 

Promoter brands 

agents as touts" 
A promoter is planning to boy- cott ticket agents who charge "excessive" booking fees. Alan Wise of Park Promo- tions has labelled London agents as "touts" for pushing up prices for its Manchester concert Cities In The Park, featuring The Wonder Stuff and Happy Mondays next month The £32 weekend tickets are being sold for up to £39 by the agents, with £20 one-day tickets costing up to £24.50, al- though the cover price in- cludes a £1.20 booking fee for agents. In some cases it adds up to a total mark-up of 29%. Wise is outraged. "There is no justification for this," he says. "They are as bad as the touts if they charge these prices." The agents are not taking a risk — because all tickets are on sale or return. "In future we will, as much as possible, be boycotting the 

TICKET AGENTS 
PREMIUM PRICES 

Keith Prowse £39,00 Ticket Master £38.50 T&C Station £38.00 Stargreen £36,00 London Theatre Booking £36.00 Premier £36,00 Albemarle £33.50 Rough Trade £32.00 
weekend ticket price £32.00 

bad ones," says Wise. In the meantime, he says, customers should use Rough Trade or go direct to the promoter. Albemarle spokesman War- wick Bishop says it has cut its prices from £40.20 and £25.15 after complaints from Wise. He says the company know a booking was included. Keith Prowse general 

ager Rob Udwin says he too was unaware of the £1 fee. If Prowse reduced the price to the £33 which Wise believes is justified, the profit would be just 50p a ticket after costs. "You wouldn't need much to go wrong to start losing money," he says. A 10% to 15% mark up is regular for festival tickets, which would put the price at around £37, Bishop adds. "Agents have to pay their bills and eat like everyone else — we are not just a service." MCP's Tim Parsons, the chairman of the European Concert Promoters' Associ- ation, says an agent charging more than 15% on any ticket should be considered a tout. "If you work with agents you can control distribution by de- manding they keep their prices to a particular level and if they don't, refuse to include them in advertising," he says. 

Rhythm King in Elii link-up 
Dance label Rhythm King, which already has a deal with Sony Music, has teamed up with EMI to establish a new label and publishing company 

says: "Certain acts do take a lot of investment. We don't want to be involved in just pop, dance and indie mu ' " 

months. EMI head of legal affairs Gareth Hopkins says the joint venture has come through EMI A&R director Nick Rhythm King will handle Gatfield's friendship with devoted to the development of talent spotting, artist develop- Heath. "We and recording, he "EMI will provide reso we wouldn't otherwise have," In April, Rhythm King sign- 
long-( The new label, tentatively titled Nutbush, is being run by Martin Heath and Dan Thompson of Rhythm King ed a deal with Soi under licence to EMI. An ac- allows Rhythm King to companying co-publishing " ' 1 " deal to form a new company called Dreamsong was con- cluded earlier this month. Dan Thompson, Rhythm King head of business affairs, 

major's power i an early stage in a velopment. Two artists hav ed to Nutbush bul are planned for 

pleased that this brings to us the tal- ents of people like Martin Heath," he says. Rhythm King Music manag- ing director Theo Chalmers, who signed the Dreamsong deal with EMI Music Publish- ing managing director Peter Reichardt two weeks ago, says been sign- such deals will give Rhythm King much wider options for couple of 

NMS quakes to sound of popping guns 
After last year's ruckus be- 
curity men were everywhere at last week's New Music Sem- inar in New York. As it turned out, it was not a gang of knife-wielding home boys straight outta Complon or the Bronx, but an English accountant who gave them their biggest excitement. Factory Communications MD Eric Longley had the bright idea of dumping 100 balloons promoting next year's Manchester rival to the NMS, In The City, into the vast void of the Marriott Marquis's 30- 
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storey atrium. But balloons have a habit of bursting. And as the ex- plosions echoed through the building, timid souls hit the deck fearing a gun battle had erupted. As ever, the main events at NMS 12 happened away from the panels, however. And it would have been interesting to have been a Ily on the wall at customs when DMC chief Tony Prince discovered his packages impounded for the second year running. But DMC's parcels were less interesting than those of abo- 

traditional white clay make- up. Imagine the consternation of the official who discovered what appeared to be a huge consignment of rocks of crack complete with a bumper sized pipe with which to smoke it. Representatives of the ma- jors seemed thinner on the ground than ever. Maybe they have finally tired of alternately being harassed by tape-wielding wannabees and then being barracked when 

they don't immediately offer a $500,000 advance. ■ Those who ventured on to the streets were liable to find unpleasant surprises. Music of Life's Simon Harris was shock- ed to discover pirate copies of the Daddy Freddy album bare- ly a week after its UK release. Such things do wonders for the British superiority com- plex over our transatlantic \ few balloons releas- ed in a hotel ce international incident. But thieving pirates on everj street corner, well — that'; just private enterprise. 

V 

The success of EMF and just behind them, Jesus Jones, in topping the US singles chart hardly constitutes a British "invasion", but taken together with the experience of two other UK acts in New York last week it suggests "Britishness" is still saleable in the US. The first was Morrissey, who sold out Madison Square Garden to a screaming audience of teenage girls. At the other end of the scale, highly-rated Aylesbury rap trio Cavemen found themselves booed by a US audience convinced that Brits just can't cut it in rap. Cavemen were perceived to be trespassing on foreign soil. In contrast, Morrissey and EMF could never have happened anywhere else but the UK— and the Americans love them. It suggests that in an age of corporatism and multinational marketing, it is not the things we have in common with other countries, but our difference that is our greatest asset. 
Northern promoter Alan Wise has slammed some of Britain's top ticket agents as "touts" for charging what he says are excessive booking fees. But many consumers feel ripped off at having to pay a booking fee at all. It is one thing to pay for an event, something else to pay for the privilege of paying for 

Everone wants to see an end to unofficial touting, but the current booking fee system conditions consumers to accept premiums on ticket prices. There's little difference in principle to the consumer between paying a £5 premium to Keith Prowse over the telephone or a £15 premium to Flash Harry stood on the pavement. Is there another way to ensure Britain's official ticket agents flourish without such fees? 



Labels revamp budget 

tilBes for Woolies push 

OPINION 
NEWS 

Woolworths and its music sup- plier Entertainment UK has persuaded record companies to smarten up budget releases ready for a big Christmas 
Adrian Fitt, buying man- ager at EUK, which supplies the retail chain's 790 stores, says Woolworths decided to ■ get heavily involved in the budget cassette/CD market — but only if the products' pack- aging was improved. "Budget releases do tend to have a tacky image while the content 

of them is usually very good," says Fitt. He asked the record com- panies to redesign and repackage their budget ma- terial. "We had a close look at what was being offered and it was awful," he says. As a result, over the last three months, Fitt has worked with record companies to help design new sleeves for product with retail prices of £3.99 on CD. 

Sonet faces UK carve up 

Everyone assumes that in these hard times both record companies and retailers would be sure to squeeze maximum value out of hard-pressed promotional budgets. But as an informed outsider (London Media Company plans and buys media space for a number of music industry players) I can assure you that there is at least one point in the marketing mix where money is being thrown away — co-operative promotional campaigns between manufacturers and retailers. Time after time these link- ups are one-week affairs, whereas we know that a longer window of buying opportunity for new product is likely to keep bringing in sales at, crucially, decreasing cost. 
Too often albums are racked, charted in shops, promoted heavily and then taken off promotion two weeks later. But consumer interest in a product will carry over for some time after the promotion hs stopped. So why take it off the shelves so soon to make way for something else? We have become unnecessarily trapped on a merry-go-round of ever increasing speed. The emphasis is on more and more new product turned round on the shelves quicker and quicker, backed up with short in-store ad media blitzes in the relentless pursuit of yet 

But it doesn't have to be that way. I say take full value from your promotions — especially co-operative promotions — by easing the speed of turnaround of new product, particularly outside the top five. The Eurythmics' Greatest Hits, from RCA, and Thinking Of You, the compilation from Sony, perhaps being cases in 
Bob Blatchford is chief executive of the London Media Company whose clients includes EMI Records and Beggars Banquet among others. 

The Sonet label, which has a specialist catalogue of jazz, blues. Cajun and folk, is likely to disappear after 23 years in the UK market following Poly- Gram's take-over of the Sonet group in Scandinavia. Up to 80% of the record, pub- lishing and licensing business in Britain is expected to be of- fered for sale as the Scandina- vian part-owners pull out. Managing director Rod 

Reissues specialist Music Col- lection International, the for- mer Object Enterprises, is launching its first full-price product with a new classical label spearheaded by a high- profile Jose Carreras collec- 
The move is part of an ag- gressive repositioning of the company which will also see it launch what it claims is Brit- ain's first mid-price world mu- sic label. The full-price classical label, Cantata, is launching with Josd Carreras And Friends, an 18-track collection of the Three Tenors singer's work, recorded at a gala concert at 

North-west video facilities house Vector has struck a deal with a top US production house to represent its directors in the UK. Vector music consultant Derek Brandwood reached agreement with New York- 

Buckle, who owns the remain- ing 20% of Sonet in Britain, has been holding talks with potential American, European and Japanese partners. "There may well be room for new asso- ciates," he says. The sale of Sonet in Scandi- navia, Buckle believes, may force a change of name for the British operation, and lead to the Scandinavians parting with their interests in the 

| CoresDo~|r 
IMAillL 

Cores Do: 'mid-price first' 
London's Theatre Royal, Drury Lane, in February. MCI sister company Video Collection International will also launch the title on video to create the group's first co- ordinated audio/video release. MCI managing director Peter Stack says the Cantata launch is part of a wider re- vamp of the company that will 

based Broadcast Arts during last week's NMS. Broadcast Arts built its reputation by producing the first MTV ID spot, the award- . winning Pee Wee's Playhouse TV series and a number of high-profile TV commercials. 

people to do a good job if they want to get on the racks — now they look like full-price product," he says. About 1,000 titles will be racked in Woolworth stores, separately, but without the word budget highlighted, from August 12 onwards. Another idea currently be- ing considered by EUK and Woolworths is a "pick 'n' mix" selection of 30 titles that would mix budget and full- price titles at bargain prices. Chris Ash, Woolworths en- 

British company. Only Dag Haeggqrist, man- aging director of the Scandina- vian Sonet Group, says he wants to keep his British share. He was in London last week as PolyGram announced it had agreed in principle to buy Scandinavia's biggest in- dependent record company. Sonet claims to be the most successful record licensing op- eration in the UK, specialising 

take it far beyond its roots as a budget label. MCI launched its Music Club sub-mid-price reissues series in February. The third element in the new-look MCI is the creation of the new Nascente world mu- sic label, which launches on July 22 with six themed Bra- zilian music compilations tak- en from the vast Globo/ Sigla catalogue and assembled by Worldbeat magazine editor Rick Glanville. MCI will continue to use VCI's distribution for major accounts, but specialists New Note will handle Nascente, and Harmonia Mundi will take Cantata. 

Vector has targeted the promo video market, and since Brandwood arrived last Octo- ber the company has been in- volved in promos for 808 State. The Charlatans and Mock Turtles among others. Richard Metzger, executive 

tertainment and confectionery commercial director, says the chain is planning a number of promotions to back the front- line titles released this winter. "In music, video and other areas such as computer soft- ware. we will be trying to make what we are offering as exciting and different as poss- ible this Christmas," says Ash. "With music, we will be con- centrating on key titles and with artists such as Dire Straits and Chris Rea we will have exclusive promotions." 

in deals with independent labels including a 10-year as- sociation with Mute. • PDO's Blackburn plant will be Philips' only CD manu- facturing operation following the sale of factories in Han- over, Germany, and Louviers, France, to PolyGram for about $100m. About half the Black- burn output is bought by Poly- Gram in the UK, but the plant also supplies independents. 

IFPS closes 
pirate plant 
The IFPI has recorded its big- gest success in the battle against international piracy with the seizure of more than $2m worth of illegal manufac- turing equipment in Thailand. Two mastering units, 40 slave units and 28 master tapes were seized from the Peacock Factory, which has been producing about 600,000 tapes per month since the early Eighties. The raid strikes at the heart of Asia's last remaining blackspot after successful crackdowns by the IFPI in South-east Asia. 

producer of the US company's Pop Arts subsidiary, says: "I am really keen to pitch for work in the UK rather than in the US. "The music coming out of the UK is far better than that coming out of the US." 

Carreras heads M0S rejig 

Video facility wins US directors deal 
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MARKET SURVEY APRIL-JUNE 1991 

Among the distribOftors, I 

by leaping 17 
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Rivals start snappir 
There's more than one way to market a single, but you can't beat cross-promotion for spectacular results. The top four singles for the second quarter of 1991 were all spin-offs: The Shoop Shoop Song, I Wanna Sex You Up and The One And Only from feature films, Jason Donovan's Any Dream Will Do from his West End musical. Their sustained success — Chesney Hawkes' gold debut spent 17 weeks in the Top 75 compared to the average chart life of less than four weeks — has squeezed even club-borne hits out of the top placings. A&M's Crystal Waters — the most talked-about release of the quarter — could manage just eighth place. 
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ALBUMS: QUARTERLY SNAPSHOT 
in big businesi 

LEADING COMPANIES LEADING LABELS 
s 5 3 3 ° S 5 | § 

1 1 s 

y _ 

T I J 
1 

% 1 1 1 

LEADING DISTRIBUTORS 

ALBUMS: 12 MONTH TREND 
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ALBUMS CHART PERFORMANCE 

1 Eurythmics 2 REM 3 Roxette 4 Seal 5 Simple Minds G Michael Bolton 7 Doors 8 Rod Stewart 9 Stranglers 10 Cher 

2 Scott Litt/REM 3 Clarence Ofwerman 4 Trevor Horn 5 Stephen Lipson 6 Afanasiess/Bolton 7 Stcwart/Edwards/Horn/Leonard/ Woronker/Perry 8 Paul Rothchild 9 The KLF 10 Paul Samwell-Smith 

TOP 10 COMPILATONS 
1 Now! That's What I Call Music 19 EMI/Virgin/PolyGram 2 Thinking Of You... Columbia 3 The Essential Mozart, Decca 4 Free Spirit... 17 Classic Rock Ballads, Columbia 5 That Loving Feeling Vol IV, Dino 6 Classic Experience II, EMI 7 Thin Ice — The First Step, Telstar 8 Rhythm Divine, Dino 9 Smash Hits —Massive!, Dover 10 Unchained Melodies II. Telstar 

this quarter's top artist albums which reveal that aside from Eurythmics' phenomenal Greatest Hits and a Stranglers collection, all the top albums are of newly recorded material, with Seal's debut taking the number four position. Although the band failed to show in Top 10 singles, REM finally repaid years of critical acclaim and helped Warner Bros increase its quarter share by 61.5% year-on-year. This contrasts with the last quarter which had hit collections hogging the top three: Madonna, Elton John, and Eurythmics — a Yuletide hangover. Within compilations themselves, classical product makes a good showing via Decca"s The Essential Mozart and EMI's Classical Experience II, with Now ... 19 taking the expected pole position. Columbia celebrates a return to the top as leading label, regaining the crown from EMI, a position it last held in the July-September quarter of 1990. But observers in Manchester Square would be wise to check RCA, coming up fast on the rails with a dramatic 220% increase, year-on-year. As leading company, PolyGram is watching its rivals closing the gap, with Warner Music heading the pack here, cutting PolyGram's lead from 9% in the last quarter, to just 3.8%. This story is repeated in distribution with PolyGram and EMI both holding their top positions with reduced shares-asdhe pursuing BMG, Warner Music and Sony Music increase their respective shares. Pinnacle, as leading indie, shows a steady increase year-on-year of 39.6% — almost exactly Rough Trade's drop over the year, a figure which will inevitably increase as the full effects of the distributor's demise bite. 
© C1N 1991 Compiled by ERA from sta tics supplied by Gallup based on a weekly sample of singles sales and full price and mid price album sales through 90f retail outlets in the UK April tc June inclusive. Minimum dealer prices for this survey: LPs and cassettes £2.00 or over, CDs £4.00 or over. 

TOP 10 ARTIST ALBUMS 
1 Greatest Hits, Eurythmics, RCA 2 Out Of Time, REM, Warner Bros 3 Joyride, Roxette, EMI 4 Seal, Seal, ZTT 5 Real Life, Simple Minds, Virgin 6 Time, Love & Tenderness, Michael Bolton, Columbia 7 Greatest Hits 1977-1990, Stranglers, Epic 8 Vagabond Heart, Rod Stewart, Warner 

MUSIC WEEK 27 JULY 1991 7 



MARKET REPORT 
finds the former Dreamgirl "^1 'aTZewasdwehenBthcrrC' 

Albums r^&thing r';—i* 
EiSSHlL, 

force And I'm TellingYou I'm Not Going, but powerful Singles 
gfp 

three-CD boxed sets from 
^ The success of Cathy reA^ake^Scritfi I^litti now nr EsSllS 

Boy^PauTvoung amt' AB'TA t00' ^'Ay61"so10 
Arms And Love Me. Once youngandClannad:re^al 

SrQut^ffithe S^WchpiTprospeHn once again it works.' UfTisAlLl L^vZ""siZu JriA 
should be a middling hit. 
PM DAWN; Set Adrift On 

EiJsSEZd To Be Back were originally 
USA label and generated 

ARETHA FRANKLIN: What You See Is What You Sweat. 
Everyday Peo^but^e'6 Sly & The Family Stone 

EEBEL« 
Dubbin^Up The P^ces, a 
S^^The 
inAertStZ^eyeSpa'n'sLatin 

Don" tLook Any further 
AHste^mO^WSide, 

remake is actually one of the lesser moments on the "kc^=\- 
True^eads into a mellow 

froma?astfeyearisS torz^Lp! fruits of G&S partnership with 
PhillyHfunk for a gnrf chanted 
Fim^oundatten'Masterplan 

by either. The best of his re- 

few weeks, the music video captured in concert perform^ on the double CD The Nat 
SS.S.S'SK the summer. One exception is PolyGram's tow-price label ^ Forefront rectedbyJulien^pr^ 

«
i
!

 

m
 

like girl wafied/^uy,'r^pAd 
swiZ with'lock T ^'d 

"beastsj- according to label co- i^bbhh 
Play All Night (Go.Beat GOX 

||dy3|H5 Philips is doing some hasty 
T.D.C.' Can You Feel"It" 1st 

sic, Bananara'ma, Style sues, planned before" the Art- ist's death: the highly acclaim- 
Zpt Re^Nteja1 NfojA Dawn Day Of Dread EP (Zoom ZOOM 007, P), strange down- 

ances, but no more. Better is 
(CDCHCD 967), a Little Johnny Taylor compilation. 

HHSr3- Bolan - and have £4.08 
in ^^icuk^ i^well^pl^red^'for 
music from the new Levi's ad. BMG's offerings for this week are John Farnham's 

has two live tapes featuring 

Debussy. Six discs" of ^Chopin and seven of all Mozart's 

bHlSF yJJ0p?rPS iwi" 

f^cie' cof^u 
dard" Fine Ahoraf difcipline^ 
ing soprano solos frZ^Ancy 
fights! are am0nS itS high- Phil Sommerich 

(Pum'p ToU ^Zlan Coulthard remixed old 
Srl^h

al9S5: Regime What To Do (repro ROS 101), Jolley Harris 
117.8bpm lurching linkly 

Zhi^rae^momZt'of fame — Part Time Love — all 26 

EHEl-HS 
SSHS thumper,f which might fall be- 

The Bridewell Taxis (JE Debussy and — works record- As well as the UK releases re 
Ctmldn"f HangM(JE Io6X Along with the film Alice, they are the first releases to be dis- 

ed for the first time by the 
The late John Ogdon's re- 

SoSf'sVufciaT/mT; 
Hold On (M&G MAGX 12. F). KS WASMNGTON: W0041T, W. And now for 

the great exponent of" te°k- 
dorJ'tCTF^gmeZand" flatty 

Looking ahead, Warner Mu- sic Vision's titles for June 29 music on four discs, is about to 
LOOoAopiesofiteigse record 
iusVsfpprdtt^otrwith 

SfaArSyToS 120.5bpm attractive catchy foAhTTeddy0prtmdifiAie ma" 

65733 fbTgiri w^and ped frenetic^25bpmship house BOBBY BLAND: The Voice (Ace CDCHD 323). Subtitled Duke Recordings^! 959-69, The 

ies of pate'antTjojo"8 26 ^ Phil Hardy 

NEIL YOUNG AND CRAZY ^'fter' picking up record of 
ers Association for its Pirates 
Entertainment Records is 

other early electro beats; 
(O.B.E. OBE 3). self advertis- 
field; Belter Days You Can Do It (You Know) (Virgin VST 

Slhl-ScH with Unforgettable, and across 
cal wizardy — duet with his daughter. Cole's romantic 

MUSIC WEEK 27 JULY 1991 


