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Coin Ride

Trade

Counts Every Dime

$6 Million Annual Gross Sliced Sharply

By Rising Operating
By KEN KNAUF

CHICAGO-—The coin-operated
kiddie ride trade, like many an-
other business, has tightened its
money belt in the face of rising
costs and resulting slimmer profit
margins.

(iross receipts are at an all-time
high $6 million level, but net profit
er machine is at the lowest point
tn the trade’s 11-year history. Still,
with careful management, the op-
erator can ride to modest riches.

The tight margin of profit has
its repercussions. Smaller operators
unable to balance costs with income
have fallen behind on the fast
track. And big operators have not
only gotten bigger, but the bigger
have bought out the big.

Two years ago, among the 100
estimated coin ride operators in
action, eight firms (two national
and six regional) ran routes of more
than 1,000 rides each. Now just
three giants remain (two national,
one regional), having gobbled up
five large competitors. None of the
non-giants has more than 300 rides
out. From 50 to 75 operators have
30 or more units on location.

The changeover in operations,
evident in the kiddie ride field for
the past five years, has gone on at
an accelerated rate in the last two
years. Marginal operators, who
hoped to come out above water by
cutting prices, offered 50-50 com-
mission splits to locations. (The
customary split in the ride field is
60-40.) But, to their surprise, they
succeeded in cutting out only them-
selves. They were the first to find
themselves out of business. The

recession took its toll of other,
more level-headed, medium-sized
aperators.  Still  others diversified

with kiddie coin games and bulk

Llns & Outs
Of Kid Rides

CHICAGO—Contrary to general
opinion. most coin-operated kiddie
rides (98 per cent) are located in-
doors. Shopping centers and chain
stores are 2ted as the top income
spots, but thev aczount for a minor
share of total locatiors. There are
11.000 rides located, but only
2,500 to 3,000 choice “big store”
spots.

Indoors or out, the kiddie ride
trade points with pride to iis fine

“earning and safety records. For

most locations. ride commissions
40 per cent of receipts) represent
clear profit with little or no over-
head. From the safety view, few
uccidents have occurred over the
years, with the average at about
one per over 100 million rides
served up. But operators, indoors
and out, work on the premise that

‘en one accident is one too many,
4and can do untold harm to the
business,

Costs, High Taxes

vending units, putting these along-
side nides at estublished locations.
Many such operators are still doing
a good business, but are no longer
strictly kiddie ride operators.

Estimates from leading opera-
tors indicate that 11,000 coin rides
were on location last year, deliver-
ing 60,000,000 dimes. Operators
figure this was about 10 per cent
labove 1957. Gross per machine
moved downward in 1957 and
1958 compared to earlier years,
but is now starting to level off,
with the trend upward. Operators’
average share of gross per ride was
about $310 for the 1958 year. But
rising costs, equipment investments
and maintenance—and heavy li-
cense fees in many areas——cut op-
erators’ net profit per machine
down to $9-310.

Three familiar but increasingly
pesty problems are mainly respon-
sible for keeping operators on a
precarious see-saw of profit or loss:

1. Rising cost of new equip-

ment.

2. Skyrocketing license and
tax fees.

3. Mounting costs of service
and repairs.

Cost to the operator of good new
ride pieces has moved progressively
uphill. Average tab on a solid new
model is now near the $700 mark,
with one major producer upping
the price $50 to $70 in the past
six " months. Operators figure it
takes siXx years to get their new
rides paid for in receipts, and by
this time the rides usually require
reconditioning.

Licenses and tax fees on kiddie
rides in some States and local areas
have jumped as high as 200 per

(Continued on page 84)

RANK WELCOME
MAT OUT FOR
NEW LP IDEAS

NEW YORK — In the
strong ~ belief that above all,
the a'bum market necds new
ideas for product, Top Rank
Records is making an open
pitch to indie producers and
even laymen to submit ideas
for albums.

In line with the new pro-
ject, Top Rank of sAmerica
chief, Norm Weinstrozr, has
developed a special “album
production proposal™ form,
which is made available to

anybody who has an idea to -

submit. The form is actually
a questionnaire which calls
for such information as sug-

gested title, artist, category of
package, concept, sclections to
be used, instrumentation to be
emploved on the date, market
at which the set would be
directed. reasons why the
originator thinks the idea has
potential, cover ideas, mer-
chandising suggestions and es-
timated costs.

“If the fellow with the idea
can fill this questionnaire out
complately, the chances are,
we feel, that he has a worth-
while idea that we could go
for,” said Weinstroer.

There is no ser plan as vet
on the types of remuneration
that would be offered for new
ideas. “We would probably
pay same kind of a filat basic
fee for the idea,” said Wein-
stroer, “and then set up a
royalty arrangement fo: the
originator. The original fce
would be appliva against the
royalty, much the same as
the way we do in buying a
single master.”

-| ittal spots on a new Conti Sham-
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Disk Stars

Invade

Air Pastures Via
Radio Commercials

Find Field Good Personal Promo;
Distaffers Snare Share of Calls

By REN GREVATT

NEW YORK — Disk stars of
both greater and lesser magnitude
appear to be engaged in a full-
fledged invasion cf the radio com-
mercial field. The phenomenon it-
self is not necessarily a new one.
What is impressive. however, is
thc amount of activity roted in re-
cent months. It is also noted that
a considerable amount of the most
recert activity is concerned with
female artists.

Prime current example is the
saturation use of the McGuire Sis-
ters in the summer Coca-Cola ra-
dio campaign. Only last week, in-

poo campaign were aired for the
first time. These spots feature Jill

Corey, June Valli, Mindy Carson
and Chris Connor. On yet anolhcr“
front, June Christy is being heard |
currently on a commercial
Schlitz beer in which, incidentally,
she is allowed to get in a plug
for her current Capitol album.
Peggy Lee too, has plugged the
same brand of Milwaukee brew.
Janice Harper has been heard selt-
ing Ballantine (“"Hey, get vour cold
beer; hey, get vour Ballantine™)
while it is also known that Connie
Francis, red hot thrush on M-G-M
is also negotiating a commercial
deal right now. Nelson Riddle and
Ferlin Husky have also both been
heard from recently on commer-
cial airings. )

For some vears, the Ford Motor
Company has been a prime user
of disk talent for its on-the-air com-
mercial spots. According to Joe
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much publicized thrush

To Cut or Not to Cut Pric-es:

Alice Lon to Head York Fair

Grandstand Show One Night , , .

Alice Lon, former Champagne Lady of the
Lawrence Welk TV-er, has been signed to
head up a one-night grandstand show at York
(Pa.) Inter-State Fair. The date, September 17,
marks the first announced booking for the

ord stores, an increasingly important outlet
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for these products. Deal is non-obligatory but
most distribs appeared enthusiastic at the
..................... Page 3

Justice Department Answers
Queries on Consent Decree

The Justice Department came thru this week
with answers to many of the questions raised

by dissident writers and pubtishers of the

! revised Consent Decrec. . ..
Divided Opinion on Singles Step . . . : cere

Industry opinion was divided this week on the
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relative merits of price cutting of singles. In
the wake of indications that RCA Victor might
take the step, some saw it beneficial in elimi-
nating freebies and other promotion costs.
Others saw reductions as dangerous in view
of higher than ever costs of production and
merchandising. . ..... . ... ... ... .. Page 2

Distributors of M-G-M Records

Offered Philco Radios, Phonos . . .

Radio and portable phonograph units of the
_Philco Corporation are being offered to dis-
tributors of M-G-M Records. Move was secn
as one which could enhance prestige of
M-G-M distributors and move Philco into rec-
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Music Pop Charts—
lIop LP's

Stone, veepce and group copy
chied of J. Walter Thompson
agency in New York, Ford in the
past three morths has used Deb-
bie Reynolds, Jave P. Morgan,
Rosemary Clooney, Jill Corey,
Frankie [aine, Tennessee Frnie
Ford and Johnny Desmond for its
radio commercials.

Some of the big name stars who
are particularly hot at any given
moment tend to demur from these
projects, in the view of observers,
because they fear too complete an
identification with a specific prod-
uct or line. This they explain
would tend to decrease their
chances for TV exposure on shows
sponsored by other and sometimes
competing lines.

Good Promotion

With this theory, Stone, a vet-

eran in the field of commercial

for | p oduction, politely but firmly dis-

agrees. “In the first place,” savs
Stone, “it’s gotten so important to-
day that literally, T get calls from
a* least 30 different record artists
evervtime they get into town ask-
ing if I have anything for them.
These calls come from artists we
have used. They have found out
wha* this kind of exposure can do
for their records. Let's sav we
place one of these commercials for
Ford on 2,500 radio stations with
each station running the spot five
times a day. Where else can any
artist get his name mentioned and
promoted like that?

“As far as that worry is con-
cerned.” Stone asserts, “let me say
their fears are groundless. Think
of it this way. Take the girl who
doesn’t go out to dances because
sh  thinks being seen with one fel-
low will make all the others stay
away. And yet, actually, it's the

(Continued on page 10)

‘Glow Worm'
Still Glows

NEW YORK — Possibly the
“granddaddy of them all” in the
radio comunercial field, when it
comes to pay-off results for a rec-
ord and an artist is the Mills
Brothers noteworthy Ford com-
mercial of “Glow Worm.”

Joe Stone, who supervised pro-
duction of the commercial thru
J. Walter Thompson in 1953,
pointed out that the hit record by
the brothers of “Glow Worm,” had
started its inevitable slide off the
charts when the commercial was
released. “At that point the record

itself  bounced right back up,”
Stone asserted. It may also be
noted that the commercial — for

used cars—is still being used to-
day. six years later. “Residuals on
that one equal a lot of hit records,”
said Stone.
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Victor Mulls Pros & Cons
For Price Chop on Singles

Favors Break
To 59-Cent
Sales Tab

By PAUL ACKERMAN

NEW YORK — Statement by
RCA Victor chief George Marek
that a price cut may stimulate the
singles business comes as a result
of much cogitation on the part of
RCA Victor executives. It is no
secret that the label for many
months has been analyzing the pos-
sible advantages and disadvantages
of a break in price.

Thoughts in the mind of com-
pany execs are as follows:

Must Be Drastic

1. A price break, to be cffec-
tive, would have to be drastic.
That is, a cut to 69 cents would
not be enough; 49 cents, or — as
Marek stated—59 cents would
be more like it.

2. Such a price break, for full-
est effect, should occur when the
label has hot singles artists. Of
course, Elvis Presley is continually
hot; and in recent weeks., RCA
Victor has been getting more ac-
tion with other singles artists.

3. The label has also considercd

the advisability of reviving the

Bluebird label as a low-price pop
line; Bluebird is now a kiddie line,
but has considerable tradition in
the pop field.

4. One of the problems in con-
nection with a price reduction has
to do with the customs business,
RCA Victor presses for a lot of
indies. Many tradesters feel that
a price break may have the effect
of not only of diminishing wheel-
ing and dealing, but also of di-
minishing the number of indies in
the business. Question is. would
the total good accruing from a
price break mote than make up

‘5 for 25’
UA Distrib
Fall Offer

NEW YORK — United Artists
Records has announced its fall sales
plan for distributors. The plan will
go into effect with their August
album release. During August and
September distributors will be able
to purchase all new releases under
a bonus arrangement, receiving five
free LP’s for every 25 purchased.

The bonus plan will apply to
over 20 LP’, including sets by
Stanley Melba, Morgana King,
Kaye Ballard, Charlie Mingus,
Herbie Mann, Ruby Braff, Pete
Seegar, Brock Peters, Irene Kral
and Walter Hautzig among others.

MONEY-SAVING SUBSCRIPTION ORDER

Enter my subscription to The Billboard for a full year
(52 issues) at the rate of $15 (u considerable saving
over single copy rates). Foreign rate $30.

for a possible reduction in the num-
ber of manufacturers?

It is known that RCA Victor, in
analyzing the singles market, has
set its accountants to work to try
to estimate the number of records
that would have to be sold to en-
sure a profitable operation at a
lower list price.

Execs within the company have
given the results thusly: (1) A
price of 49 cents would necessi-
tate five times as many single
sales: (2) & price of 69 cents would
necessitate three times as many sin-
gle sales.

These estimates, however, were
not .broken down minutely, and
they pose an interesting question,
namely: are the estimates indicat-
ing the necessity of so much more
sales based upon the present costs
of singles promotion? Many who
feel a price break would be advan-
tageous to the industry generally
believe that one of the benefits
would be a more stable business
with less. wheeling and dealing,
less freebies, etc. In this case, pro-
motional costs would be less, and
this could, it is felt, cause a re-
vision of the aforementioned sales
estimates.

Recalls Precedents
Prevalent talk of a singles price
break recalls other notable moves
(Continued on page 10)

View Draws
Mixed Trade
Reaction

NEW YORK — The possibility
that RCA Victor might drop the
price of single records received a
mixed reaction this week from disk
execs on the East and West Coasts
and in between. Concensus among
those against price cuts seemed to
be that product rather than price
was the answer to the problems
afflicting singles. On the other
hand, some who were inclined to
go along with the price-cut philos-
ophy appeared to believe that such
a move would tend to eliminate
such evils as freebies and payola.
On the matter of following suit in
a price cut, tho a few indicated they
would immediately become com-
petitive, numerous others said they
would hold the line or at least
adopt a “wait and see” attitude.

Following is a cross section of
the opinions of majors and indies
on singles prices:

At Columbia, sales chief, Bill
Gallagher feels there is no necessity
to cut singles prices. Noting Co-
lumbia’s current success with

(Continued on page 53)

PLAYBOYS PLEASED

A 200G

CHICAGO—The five-perform-
ance Playboy Jazz Festival was an
overwhelming success at the box
‘office. That is, it broke even.

At press time, the bash appeared
sure of a $200,000 take, which
approximated its total cost. Last
Thursday night (6), $150,000 was
in the till, with all signs of a heavy
last-minute sale before the opening
on Friday night. Friday night’s
show, in fact, w-s virtually sold
out and Saturday night tickets were
completely vanished. Sunday night,
with about 1,500 ducats still avail-
able, appeared hcaded for S.R.O.
The lagger was Saturday afternoon.
Only about one-third the house
sold in advance, with the expecta-
tion that it would half fill by show
time. Sunday matince was half
sold in advance, an a 75 per.cent
sale was projected.

Friday night’s house was bought
out by the Urban League of Chi-
cago, which seated better seats at
premium prices. A sellout was ex-
pected to produce a $70,000 profit
for the league.

Playboy’s promotion director,
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Chi Jazz Fiesta

Success

Vic Lownes, was elated over the
box-office response, freely admit-
ting his main concern was not to
make money but to produce a
public relations triumph for the
magazine.

Local press for the festival was
unusually strong. This coupled
with a heavy poster and ad cam-
paign, plus much deejay chatter,
made the festival a conspicuous
conversation piece.

Lownes said he’s almost certain
the magazine will go thru with a
brainstorm for a “jet jazz” festival
next summer. The plan calls for
star-studded bashes in New Yerk,
Chi and Los Angeles, all on the
same weekend with identical casts.
Chartered jet planes would shuttle
the toollers from city to city. This

(Continued on page 53)

GRIFFITH'S DISK
STILL CLIMBING

HOLLYWOOD — Andy
Griffith's six - year - old EP
“What It Was, Was Football”
apparently really was sales.
According to Capitol’s sales
reports, the comedy disk has
remained among its three top
selling EP’s each week for the
past six years. It has passed
the 900,000-mark and is stead-
ily climbing toward the million
seller winner's circle.

Command, a
Premium Price

Label, to Deb

NEW YORK — Contrary to a
prominent trend in tl.e disk scene
of late which has found numerous
labels both lowering the price of
stereo albums and introducing low-
price package lines, veteran disker
Enoch Light of the Grand Award
operation, has debuted a de luxe
premium price label, specializing in
the utlimate in sound reproduction.
The new label, to be known as
Command Records, will retail at
$5.98 for stereo and $4.98 for mon-
ophonic editions.

In the recording process, it was
explained, the technique of multi-
ple microphone pickup was used. In
this arrangement, a number of dif-
ferent types of mikes whose char-
acteristics are most suited to re-
producing a particular instrument,
were employed. Recording and en-
gineering were the joint work of
Light and veteran sound man, Bob
Fine.

The new label, which was an-
nounced at a trade showing at Fine
Studios Tuesday (4), will feature
three new releases per month. In-
itial release includes “Persuasive
Percussion,” by Terry Snyder and
his All Stars; “The Dixie Rebels,”
by Big Jeb Dooley and the Dixie
Rebels: and *“The Million Dollar
Sound.” a set featuring “the world’s
most precious violins.”

Maxin Sets
‘Watch Dog”
Distrib Panel

NEW YORK — A special dis-
tributor “watch dog” committee
has been evolved by M-G-M Rec-
ords prexy, Arnold Maxin. In the
planning stage for some time, the
distributor advisory group was of-
ficially organized last week at the
the British Colonial Hotel, Nassau,
B.W.1.

According to Maxin, the commit-

(Continued on page 53)

Col. Puts Midget
LP Into High Gear

NEW YORK — Amid hints that
two other diskeries would soon go
along with them, Columbia Rec-
ords this week started a high gear
campaign on its seven-inch stereo
3315 r.p.m. disk. Under the trade
name of Stereo Seven, the firm
pulled the wraps off its dealer
plans for merchandising.small LP’s.

Columbia is making available to
al dealers a counter display mer-
chandiser that holds 80 of the
small LP platters. It is free to deal-
ers who order five each of the scts
of 12 releases. The new releases

include stereo versions of current |

pops by Johnny Mathis, Mitch Mil-
ler, Johnny Horton, Duke Elling-
ton, Johnny Cash, the Four Lads,
Tony Bennett, Percy Fuaith, Ray

Conniff, Kirby Stone Four and
Frankie laine.

In addition Columbia is ready-
ing a national advertising campaign
on the stereo seven platter, as well
as a serious promotional effort. Co-
lumbia brass claims that the dis-
tributor and dealer reaction to the

| new platter has been stronger than
| anticipated and *at orders to date

have been more than satisfactory.
Alho The Billboard checked
many labels to see if they were
also releasing a small-size stereo
33, no confirmation could be ob-
tained by presstime. It is known,
however, that two large firms are
watching the project carefully and
might possibly follow if they see
any sales activity on the part of
the midget Columbiz. platter.

Sweet Note
Ends ‘Sweet
Bird’ Hassle

NEW YORK -— What might
have developed into a major hassie
between Comet Music and M-G-M
pictures, regarding the use of
“Sweet Bird of Youth,” as a song
title, was settled amicably Jast week.

The tune, Nat King Cole’s laf .~
est Capitol release. is also the 1title
of Tennessee William's current
Broadway hit. The screen rights
have been purchased by the film
company. The studio withdrew its
objections to the Comet Music’s
usage of the “Sweet Bird of Youth*
title in return for having Cole sing «
the song over credits in the film
version of the play (which is due
in 1960) for a sum believed to be
far below the artist’s usual fee.

Jim Réeves Back

VO § 7
ON WSM’s ‘Opry

NASHVILLE—Ott Devine, pro-
gram manager of WSM’'s “Grand
Ole Opry,” Thursday (6) announced
the return of folk singer Jim
Reeves to the “Opry,” effective
Saturday (8).

Reeves first joined “Grand Ole
Opry” in the fall of 1955. During
the next two and a half vears he
not only appeared on the “Opry”
but starred on the coast-to-coast
network program, “The Jim Reeves
Show.”

The past year was devoted almosf_.
entirely to personal appearances
thruout the United States and Can-
ada. Herb Shucher continues as ..
Reeves’ personal manager.
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MUSIC NEWS

Guild Claims
New Victory
Over AFM

HOLLYWOOD — Announcs-
ment by the American Federation
of Musicians that it will delay its
action in seeking a new representa-
tion election for major studio musi-
slans until April, drew a lusty cry
of victory from the rival Musicians
Guild of America. MGA gloated
that the AFM “lost another round
in its battle with the Guild” to
»~gain jurisdiction over studio
musicians.

NI.RB informed AFM that if it
didn’t withdraw its petition for an-
other election, the board would
dismiss. it. The board ruled that
the MGA contract with the majors
“yesn’t expire until December 3,
1961, and this is a bar to any
representation election until that
time.

Basis of AFM’s filing for an
election at this time was a clause
in the Guild's contract with the
major studios which permitted the
employer to pay the musicians’
dues to the Guild. This is illegal
according to federal law. The
Guild contended that this ques-
tional clause was removed from its

contract with the studios several|

weeks prior to the AFM petition.

Fact that both the Guild and the
studios admitted the presence of
an illegal clause constitutes an
illegal contract. Rather than con-
test it at this time, the Federation
says it will wait until April and
re-file its petition for a representa-
tion election. The Guild, on the
other hand, insists it will force
AFM to wait until the expiration
~f its studio contract before it
allows an election.

Atco to Up
LP Output

NEW YORK — Atlantic Rec-
ords’ subsidiary label Atco—which
heretofore has concentrated mainly
on singles — will henceforth put
more emphasis on LP releases in a
move to build Atco as an LP label.

In line with this, Atco's August
I.P release spotlights three new

f‘ackages — “Roland Hanna Plays
arold Rome's ‘Destry Rides
Again.’” Hutch Davie’s “Much

HMutch,” and a jazz treatment of
(Continued on page 10)

Della Reese Now

Victor Pactee

NEW YORK — Chantress Della
Reese has been signed to a long
**rm RCA Victor pact, it was stated
by Hugo Peretti and Luigi Crea-
tore. indie producers with Victor.
Initial single release is expected
soon, with an album planned for
release in mid-autumn. Thrush was
formerly with Jubilee.

—

10 MORE JOIN
LABEL PARADE

NEW YORK — Ten new labels
joined the labal parade during the lagt
few days. Here are the names an
addresses of the newcomerst

Avant Records, Box 1863, Dallas;
Can-Dee Records, 92 I.ock St., Newark
3, N. J; Caper Records, care of Tropi-
eal Recording Service, 6041 8. W, 49th
St., Miamd 5§, Fia.; Cherry Records, -
Scottsville, Kv.; Hi-Pire Records; 5524

. Santa Monica Blvd, Hollywood 38
Manning Records. Box 2067-D, Pasa-
dena, Calif.; Marlinda Records, 9757
Quakertown Ave., Chateworth, Calif.}
Pica Records, 846 Seventh Ave., New
York; TI Records, Box 37, Rockaway
Park 94, N. Y.; Torch Records, 339
W, S1st 8t, New York.

CRDC Shifts

Top Branch
Personnel

HOLLYWOOD — Capitol Rec-
ords made a number of important
personnel shifts in its distributing
organization this week. Changes
cover Detroit, Minneapolis and the
Seattle branches.

Richard A. Bushey replaces Jim
Peterson as Detroit branch sales
manager. Peterson resigned two
weeks ago (The Billboard July 27)

(Continued on puge 10)

Satchmo, Dixie
Dukes Team

On A-F Album

CHICAGO — Louis Armstrong
and the Dukes of Dixieland re-
corded an album together for Au-
dio-Fidelity Records here last week.
The potent double-billing gives it
promise of being one of the most
formidable packages in the Dixie-
land field. °

Sid Frey of Audio-Fidelity signed
Armstrong for two albums imme-
diately after the trumpeter’s re-

(Continued on page 10)

RADIO, PHONO PUSH

Philco Seeks New Markets
Via M-G-M Distrib Tie

NEW YORK — Radio and
phono products of the Philco Cor-
poration will soon be reach-

ing what is looked upon by the
company as an almost entirely new
market, when distribution of the
merchandise commences thru
M-G-M Records’ distributors across
the country. Announcement of the
informal, non-obligatory distribu-
tion arrangement was pitched by
Philco spokesmen to M-G-M dis-
tributors last week at a meeting in
Nassau, B.W.I.

Philco estimates that it is now
reaching only about 5 per cent
of the nation’s record dealers thru
its current set-up. The new move
was explained frankly as a cam-
paign to change this situation for

the greater mutual advantages ofl
both Philco and M-G-M distribu-
tors.

No M-G-M outlet is under any
obligation to assume the new line,
but the general tenor of response
to the announcement was a fa-
vorable one. The presentation of
the new Philco line and the dis-
tribution program was made jointly
by four Philco personnel, including
merchandising manager Len Gross:.
Jack Kane, formerly ad manager
and newly named manager of mar-
ket development for electronic
products; Jack Fritsch, product
manager for radio and hi fi; and
Luke Closson, chief engineer for
radio and hi fi.

Explaicing that the addition of

WATCHING THE CHARTS

Cliburn Mulls Next
Classical Wax Entry

By BERNIE ASBELL

CHICAGO—The hottest classi-
cal artist going, pianist Van Cli-
burn, discussed his recording out-
look in an interview with The Bill-
board last week.

Cliburn is on a national promo-
tion tour co-arranged by RCA Vic-
tor Records and Steinway pianos.
Accompanied by Ala1 Kayes, RCA
classic chief, he is visiting Phila-
delphia, Boston, Pittsburgh, Cleve-
land, Detroit, Chicago and Los
Angeles, making a few store ap-
pearances and meeting critics and
radio-TV folk. In Los Angeles, he
will play early ir September at

Kapp Puts Biggest

Push on Fall

NEW YORK — *“Fill Your
Home With Music,” is the slogan
adopted by Kapp Records for its
fall package promotion which calls
for the release of 23 new albums
to be backed by the heaviest ad
and promotion budget in the firm’s
history.

In fine with the “fill your home
with music” theme, Kapp has de-
veloped a unique lamp pole dis-
play unit. From the unit, which is
gold-colored. hang a number of
frames designed in the shape of
houses,. each “of which carries a
litho of an album cover. Another
display unit consists of a mounted

Alpine, Perfect, Epic
Subsids, Rarin’ to Go

NEW YORK—As stated in The
Billboard a few weeks ago, Epic
Records has formed two new sub-
sidiary labels, Alpine Records and
Perfect Records. Alpine, according
to Epic general manager Al Shul-
man, will be a regular pop label,
issuing pop singles and occasional
-]E-ackage items in the pop fields.

irst releases on the label will be
issued in about a fortnight, and will
feature warblers Bobby Kinton and
Johnny Thunder.

The Perfect label will be a 12-
inch LP low price line, featuring
monaural records at $1.98, and
stereo disks at $2.98. According to
-shulman, all of the records being
issued on Perfect .re new record-
ings made both in the U. S. and
Europe.

Neither Alpine Records, nor Per-
fect Records will necessarily be
handled by the same distributors
as the Epic-Okeh line. At the pres-
ent time the Epic sales execs are
lining up the distributors for the
new labels.

Shulman also noted that Epic
will be interested in distributing
other labels via its own distribu-
tion set-up sometime in the future.
And the Epic boss also pointed out
that there may be more subsidiary
labels formed by the company in
the future if it is necessary.

Epic itself has pacted some new
names lately. One is a thrush
named Bet. E. Martin, rock and
roller Gary Shelton, formerly with
Mercury, and thrush Linda Samp-
son.

Agenda

centerpigce, also in the shape of a
home, which also contains album
cover lithos. .

Ad budgets call for ~space in
The New Yorker, Look, Esquire,
Playboy, the Saturday Review and
in the trade press. For jocks, an
elaborate boxed kit, again pictur-
ing the theme of music in the home,
has been prepared. A two-LP sam-
pler has also been developed for
radio distribution.

Kapp has instituted a 30-60-90-
day dating plan together with a
special 10 per cent discount for
qualified dealers for August pur-
chases. The firm is also now sell-
ing on a 100 per cent exchange
deal which applies to_ the entire
catalog excep for new releases.

Ads and discussions with distrib-
utors at special meetings in Los
Angeles, Dallas, Detroit and New

(Continued on page 10)

Valando Sells
‘Heart’ Rights

NEW YORK—Tommy Valando
has sold the song “Young at Heart”
by Carolyn Leigh and Johnny
Richards to Lee Eastman for a sum
reported to be between $50,000
and $100,000. Valando published
the tune originally when it was re-
corded by Frank Sinatra and the
recording, which became a smash,
is credited with bringing back Si-
natra as a record hit-maker. East-
man is paying off Valando for the
song over a long-term period, es-
timated to run about 18 months.
Song will be credited to Valando's
firm until the end of 1959.

Hollywood Bowl to climax the
opening of a civic cultural center.
It will be his first American ap-
pearance since a finger infection
c.used cancellation of several dates
last Spring. In June, however, Cli-
burn played several concerts in
Europe.

Currently, of the top 50 mono-
phonic 1.Ps. only two are classical
items—both of them played by
voung Cliburn. Three classical
numbers appear on the sterzo LP
chart, of w~hich Cliburn's zlbums
are two. They are the Tchaikov-
skv and Rachmaninof’ concertos.

Mulls New Choice

The big choice being mulled by
Cliburn and RCA is whether his
next entries ought to be sure-fire
sales chestnuts — the Bethoven
Emperor and Brahms B-Flat con-
certos are being considered—or
items that would solidify Cl:iburn’s
position as a recital artist. Cliburn
admitted that the label is urging
him to record two sonatas, the Pro-
kofietf Sixth and Barber Opus 26.

‘lhere has been heavy demand
for an album of piano “pops” by
the Texas sensation, but this has
been ruled out for the foreseeable
future. Following the popular ac-
claim Cliburn has enjoyed since
winning the Moscow prize, it's
figured his chiof problem is to
prove himself as a serious artist
of major proportion.

In two nights at Hollywood
Bowl, Cliburn has scheduled four
concertos, which may be a clue
to his leanings. He will play the
Prokofieff Third. the Beethoven
Emperor. the Schumann and ‘the
Rachmaniaoff Third.

Other possible sources of new
disk material are the tapes of Cli-

(Continited on page 10)

the Philco line of transistor, port-
able and clock radios, and phonos
up to the top-end portable mod-
els, would put M-G-M distributors
in a position to compete effectively
with factory owned branches of
major companies which market
both records and equipment, Phiico
spokesmen outlined four specific
points for distribs to keep in miad.

First. Philco is offering distribs

a chance to expand volume
and profits without expanding
their physical facilities. Secondly,

M-G-M distribs will buy at the
same price structure as full-lins
Philco distributors and will get the
advantage of the same deals. co-op
advertising and promotion as the
Philco distribs. It was then pointed
out that the radio and portable
phono lines only were being of-
fered now because “that constitutes
the volume field.” Finally, when a
distrib reallv gets into the swing of
things, he will be given the op-
portunity of taking on the full line
of hi-fi and stereo furniture lines
and even white goods if he has the

(Continued on page 12)

PMM-Waring
Bash Combo

NEW YORK-—The Professional
Music Men and Fred Waring held
their annual outings together this
year at the Fred Waring Country
Club., Shawnee on the Delaware,
in Shawnee, Pa. In spite of a
cloudly - Tuesday (4), music plug-
gers and scores of others in the
music business, got in a lot of golf.
on Sunday, Monday and Tuesday
on the championship Shawnee
course.

On Tuesday the tournament was
held and a pretty good golfer
named Kelly Cammarota won the
P.M.M. segment with a gross of
73. Runners-up were Artie Valando
and Joe Linhart. Tuesday night
the P.M.M. automobile raffle was
held and Dick Mills of the Mills
Music firm won a brand new
Chevvie. In addition to golf there
was card playing, good food at ths
Waring club, and a lot of reminisc-
ing. All in all, it was fun.

{Abner Debs

New Offices

CHICAGO — A big week at
Veelay-Abner Records was shaped
by the opening of a new head-
quarters building and the issuance
of its first major LP release, com-
prised of 13 monaural and four
stereo items.

The new building is located at
1449 South Michigan Avenue. The
label’s offices will occupy the sec-
ond floor and the first floor will
be rented, possibly to a disk distrib.

A-F New Summer Bonus
Promo Pot Boiling Up

NEW YORK — Audio Fidelity
is keeping the promotional pot boil-
ing for its summer bonus plan an-
nounced to the trade last week
(The Billboard, August 2). The la-
bel is shipping a number of sules
aids for arrival in stores no later
than Monday (10). Currently go-
ing into the mails are browser box
“convertor cards” in black and
bright - yellow Day - Glo. The
label has also printed announce-
ment flyers with bold black type
on 8% by !l-inch white stock.
The back of the flyer lists the
A-F catalog in check box' style
for customer convenience.

The label! reports that they've
“never seen anything like” the sales
reaction to this 99-cent bonus pro-
gram. In the program’s f' .t three
days, they had orders for “well
over 100,000 albums. The experi-
ence of Record Distributors, Tac.,
Chicago sales org for the label
was cited as typical. Tony Gal-
gano, co-owner of the Chicago
firm, told The Billboard that he
had placed a heavy order at the
meeting announcing the plan last
Saturday, despite the fac. that his
inventories were heavy., "By
Wednesday 1 had to reorder,” Gal-

(Continued on page 10)
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JD S

tates Views on Likely

Dissident Decree Beefs

5 Issues Seen
Top Opposition
Targets

By MILDRED HALL

WASHINGTON — As the dust
gettles from the explosive release
of the proposed terr.s of ASCAP’s
revised Consent Decree, these is-
sues appear to offer strongest
likelihood of argument before
Judge Sylvester Ryan in the Oc-
tober 19th hearing in Federal Dis-
trict Court in New York City:

The heavily weighted vote,
which still gives the publisher
board members up to 41 per cent
of the total vote; the doubtful
accessibility of records; the ar-
rangement whereby any income

NOTICE

| TO THE MOST TALENTED
RADIO MEN AND WOMEN

- IN NORTH AMERICA

L TODAY!

WHAT WE WANT:

The cream of the crop—the
most imaginative, the most creo-
tive, the best people in every
aspect of the radio field.

WHY WE WANT IT:

To establish — in Canada's
largest and most colorful city
—the finest radio station in
North America. To set a com-
| pletely new standard of broad-
casting creativity.

WHAT'S THE DEAL?:

1. Top pay. 2. The chance to
work at the kind of challenge
every radio man worth his salt
dreams about. 3. An opportunity
to work ond live in Montreal,
the Paris of North Americo.

7 T0P AIR PERSONMITIES.

NEWS EDITOR AND § NEWSMEN

PROGRAMME MANAGER

PRODUCTICN MANAGER

CHIEF ENGINEER WITH PRODUCTION
KNOW-HOW

ASSISTANT ENGINEER

5 TECHNICIANS

ACCOUNTING AND BUSINESS MARAGER
MUSIC DIRECTOR FOR LIBRARY

4 EXPERIENCED RADIO SALESMEN

PRIVATE SECRETARY TO PRESIDENT,
WITH RADIO EXPERIENCE

2 SPECIALISTS FOR PUBLIC RELATIONS
OFFICE

2 FOR SPECIAL EVENTS DEPARTMENT
1 FOR CLIENT RELATIGNS DEPARTMENT
2 PRODUCTION PEOPLE

2 FOR MARKETING AND PROMOTION
3 FOR TRAFFIC DEPARTMENT

3 FOR CONTINUITY DEPARTMENT

5 COMPETENT SECRETARIES

3 MOBILE NEWS DRIVERS

2 ARTISTS

2 GENERAL OFFICE STAFF

2 FOR PHOTOGRAPHY DEPARTMENT
2 FOR SILK SCREEN DEPARTMENT

4 SWITCHBOARD OPERATORS

Send us resumé with somples of
your work if possible. Air person-
alities should send tapes. Address
mail to:s Geoff Stirling, President,
Maisonneuve Broadcasting Corpo-
ration Ltd,, Box 12A, 3435 Drum-
mond St., Montreal, Quebec.

ClaGM

Enalizsh-l Fyury)
b

A new guag
scheduled to operate on 980 KC
with a power of 10,000 watts
day and night from the finest
studios In the heart of Montreal.

GM-9-1

which the top 100 writers agree
to forego will trickle down only to
adherents of the seniority-weighted
writer plan; the decree’s tough-
ened requirements for full credit
for background and theme music,
which have added a 2500 feature
performance credit accumulation
within the most recent five years,
to the 20,000 feature performance
credits currently required.

Claim will also be made by
ASCAP writers of current hit tunes
that the “Recognized Works” und
unfairly excludes them from 30
per cent of the revenue in the sen-
iority plan. This fund applies only
to tunes a year or more old. The
proposed decree would make the
Recognized Works set-up discre-
tionary with ASCAP. These song-
writers will argue that it should
be eliminated, since current hit
tunes do not live into the second
year, when they would be eligible
for distribution out of Recognized
Works fund. (Billboard, July 27,

1959.)
ID Queried

In the light of the proposed de-
cree, The Billboaru queried Justice
Department on all of the issues
both new and old, raised by writ-
ers and publishers in New York
and during last year’s hearings by
the Roosevelt (D., Calif.) Small
Business Subcommittee.

On the October meeting before
Judge Ryan, The Billboard asked
Justice attorneys: “How much of
their case will the dissident ASCAP
members be legally entitled to pre-
sent, under the terms set by the
judge for the meeting?” g

Justice spokesmen pointed out
that the judge has in effect ruled
that argument must be on whether
these decree terms should or
should not be entered. Argument
would have to be in antitrust terms,
on how the decree succeeds or
fails as an instrument for fair com-
petition among writer and pub-
lisher members of the American
Society of Composers, Authors and
Publishers.

By inference, lawyers here fa-
miliar with antitrust cases, believe
this permits a fairly broad range of
argument by opponents. However,
it has been pointed out by Roose-
velt that arguments by small busi-

(Continued on page 8)

World Pacific
Latest in
UST Line-Up

HOLLYWOOD—World Pacific
Records last week became the lat-
est label to join the United Stereo
Tapes (Ampex) diskery roster. Deal
was concluded between World Pa-
cific prexy Dick Bock and UST’s
marketing manager Bill Muster.
initial release of WP product in
four-track stereo form by UST is
scheduled for September and will
include five of the label's best
sellers. 2

UST’s deal with the Coast ja
label calls for the Ampex subsid-
jary to produce four-track stereo
tapes from WP’s master dual chan-
nel tapes, as well as handle the
packaging, thus making the label's
produce available for the first time
in tape form.

ltems to be included in the ini-
tial release are “The Swingers,”
“Swinging the Standards With
Buddy Bregman,” “The King and
1” with the Mastersounds, “Chico
Hamilton Quintet in Stereo” and
“The Gerry Mulligan Song Book.”

UST serves as a one-stop tape
distributor for approximately 15
diskeries in addition to handling
the promotion, merchandising and
advertising of its four-track stereo
tape versions of each label's

product.

Confusioh on
‘Recognized

Work' Plan

WASHINGTON — Judging by
current trade talk, it would seem
that younger pop-hit- songwriters
in ASCAP who are protesting ex-
clusion from the “Recognized
Works” aspect of the proposed con-
sent decree, may be confused on
one arithmetical aspect of the fund.
Justice attorneys point out that
the 30 per cent fund alloted to
Recognized Works (tunes a year
or more old) under the seniority
plan, amounts to something less
than 30 per cent of total writer
revenue from ASCAP.

The proposed decree terms give
first set-aside to those choosing
payment on the basis of current
performance only, with the remain-
der going to the writers choosing
the seniority weighted plan. Arith-
metically, any part of the latter
plan, including the Recognized
Works fund, grows less, as the
current performance plan adher-
ents increase.

For example, if 20 per cent of
ASCAP writers (technically, own-
ers of 20 per cent of writer per-
formance credits in an annual sur-
vey) choose the current perform-
ance option, the remaining 80 per

(Continued on page 6)

Design Sets
15 Fall LP's

NEW YORK — Design Records
and its sister label, Stereo Spec-
trum, will release 15 new albums
this month. Eleven of the LP’s are
available both on the $1.40 Design
label and the $2.98 Stereo-Spec-
trum label. The other four are
only available monaurally on De-
sign. New releases include a
“Porgy and Bess” set, and a new
LP with songs from “Call Me
Madam” and “Annie Get Your
Gun” back to back.

Other albums include sets by
Marion Marlowe, Anton Kara,
Texas Jim Robertson, D’Artega and
the Symphony of the Air, the Ham-
burg Symphony, the Hampshire
Symphony, and pianist Micheal
Grant. There are also show albums
with music from “Kiss Me Kate,”
“Oklahoma,” “Carousel,” and “The
King and L.” On the Design label
only are a new jazz set, and Bee-
thoven’s Violin Concerto with Da-
vid Oistrakh.

Romans Get
Jazz Fiesta

ROME — American performers
Chet Baker and Tom Kirk were the
headline attractions at the Third
National Jazz Festival which took
place at the nearby beach resort
of Fregene, July 23-26, with an
average of five Italian combos in
addition to soloists taking part
each of the four nights.

Carol Danell, American record-
ing artist who works exclusively in
Furope, Anna d’Amico, Nicla Di
Bruno, Italian recording aces, Lars
Gallin of Sweden, Elga Narj of
Germany and Maxim Saury and his
New Orleans Sound of France were
among the outstanding attractions.
Cosetta Greco of the Italian films,
Roman New Orleans Jazz Band,
Romano Mussolini, I Gentlemen of
Turin and Piero Umiliani of Flor-
ence were among the other stand-
out participants. In all there were
33 combos, soloists and groups.

HOT 100 ADDS EIGHT

NEW YORK—Eight new sides appear for the first time on

this week’s Hot 100 chart.

Essentials are:

46. I Want to Walk You Home—Fats Domino, Imperial

65.
82.
86.
93,

Victor
96.
98.

I’'m Gonna Get Married—ILloyd Price, ABC-Paramount
Like I Love You—Edd Byrnes & Friend, Warnper Bros.
I've Been There—Tommy Edwards, M-G-M

Don’t Tell Me Your Troubles—Don Gibson, RCA

Furry Murray—The Tradewinds, RCA Victor
Just As Much As Ever—Bob Beckham, Decca

100. I Ain’t Never—Webb Pierce, Decca

AFM Moves
To Oust MGA

HOLLYWOOD American
Federation of Musicians is seeking
to dislodge the Musicians Guild of
America from the major motion
picture studios in its latest action
before the National Labor Rela-
tions Baord. AFM last week filed
a petition with NLRB calling for an
election to certify it as collective
bargaining agent for musicians em-
ployed by the major movie mak-
ers. MGA was certified exactly a
year ago by the Labor Board fol-
lowing a similar election.

MGA president Cecil Read told
The Billbaord that the AFM’s ac-
tion was “premature” and that ac-
cording to “NLRB’s latest -decision,
a representative election cannot be
held until two years have passed
from the negotiation of a contract.”
The MGA major studios contract
was signed September 8, 1958.

AFM is basing its right to call
an election now, claiming that the
existing MGA contract with the
majors ‘“‘does not conform to union
security limitations” required by
the National Labor Relations Act.
The Federation charges that the
Guild contract allows an employer
to pay a musicians dues to MGA
without the musician actually join-
ing the Guild, a condition prohib-
ited by the federal act.

Read told The Billboard that
“the Federation’s information is in-
correct. The provision the AFM
refers to was removed from the
contracts several months ago and
is no longer a part of the MGA
contract. Furthermore, as of June

(Continued on page 10)

M-G:M Paéts
9 New Acts

NEW YORK—M-G-M Records
and its subsidiary Cub label, an-
nounced a flock of new artist pact-
ings this week, highlighted by
the addition of Hollywood star,
Rhonda Fleming, who was ence
associated on disks with a group
known as the Four Girls. Also ap-
pearing on M-G-M for the first
time are Danny Owens, Jerry Lan-
dis and a fem group kncwn as the
Coquettes. Making their Cub debut
are Danny Dill, the Pollywogs, the
Soul Seekers, Maximillian and
Johnny Rivers.

Top_Organisté to
Wax UA Albums

NEW YORK — United Artists
Records has signed exclusive con-
tracts with producers Dick Loder-
hose and Irving Falk for a series
of albums to be recorded on the
Paramount Studio Waurlitzer pipe
organ. The sets will feature or-
ganists Ashley Hiller, Dick Scott,
Don De Witt and Johnny Seng.
A total of 11 albums, scheduled
for release in September, will be
recorded and will be available in
stereo and monophonically. Loder-
hose acquired the giant organ from
Paramount Studios and had it
moved to his private estate on Long

l]sland, N. Y.

French Lick
Jazz Sizzles;
Toronto Chills

CHICAGO—Following a Shera-
ton jazz festival success at French

Lick, Ind., and a humiliating flop

at Toronto, Sheraton brass and
their jazz producer, George Wein,
were eying the outlook of their
Boston bash August 21, 23 for a
clue to a possible pattern. Tentative
theory was that the festival form
was particularly suited to non-
metropolitan locales such as French
Lick and Newport. Under the
stress of big city show competition,
they tentatively believe, a jazz
festival is too extravagant an at-
traction to pay off.

In smaller locales, according to
the reasoning, a festival tends to
draw from a wider area, including
colleges, and even draws city-dwell-
ers out to the country for a wild
weekend. But located in the city,
the festival loses its magic.

The fresh argument against this
theory, of course, is the past week-
end’s success at the Playboy Jazz
Festival in Chicago Stadium (see
separate story).

The French Lick festival drew
a total of 31,000 fans, compared
to 15,000 last year. Saturday
night’s (1) audience alone num-
bered 11,182, with an estimated
8,000 tickets sold Sunday night.

-AussFS'ubsid “.

Planned for
Fall by Pye

LONDON — British recording
artists are to get a new outlet in
Australia following a decision by
Pye Records to launch a new sub-
sidiary “down under” in the fall. It
is one of the new moves planned
by the firm since Associated Tele-
vision acquired a substantial inter-
est in the company.

A Pye spokesman said: “Up to
now the record market in Aus-
tralia has been almost completely
dominated by American releases
Now we expect that British artists
will be given a fair chance in this
important territory.” Already Alan
Freeman, Pye’s a.&r. manager, has
been in Sydney to work out details
o” how the new su’ ‘diary will op-
erate. Among artists he expects te
present in Australia shortly are
Lonnie Donegan. Dickie Valentine,
Lita Roza and Petula Clarke.

Stereo Spect”rum
Sets Tape Tie

NEW YORK—Stereo Spectrum
Records, Cy Leslie’s low price
($2.98) stereo LP lab I, has worked
out a deal with Telectrosonic Cor-
poration granting the tape com-

r

pany the rights to the Stereo Spec--

trum catalog. Telectrosonics is a
subsidiary of Telectro industries,
manufacturers of tape recorders.
They use reel to reel tapes, and
will issue S-S tapcs on four track,
7v4 ips tapes at a price of $4.98
each. This price is one of the low-
est prices to date for four track
stereo tape.

There will be 12 releases of
Stereo Spectrum tapes on the first
tape release. From then on Tefec-
trosonic will issue six S-S tapes at
a time. Leslie claims the firms will
have 100 S-S tapes by next year.

-
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PEAK

ARTIST BY THE PIECE

MEMPHIS—This quiet, cotton-
gloning river town is_coming up
with a new commercial gimmick
again. The 1own’s got a talent for
turning up the unexpected in music.

The new gimmick is more com-
mercial than any, in that it has to
do with money more than with
music. A group of Memphis busi-
nessmen has devised an intriguing
new way for financing a record
company, embellished by the latest
styles in capital gains and all that
jazz.

Ten men have launched Peak
Fecords, which has released siX
singles to date with 10 more due
in the next 60 days. Among these
pew mahoffs are a grocer, a
manufacturer of ornamental tron,
two lawyers, a bakery manager
(who doubles as the label’s musical
director), a radio station engineer,
a chicken and egg wholesaler, a
cosmetic distributor, and a clothier.
Together, these men put up haif the
risk capital for their disks. Where
does the cther half come from?
Fhat's where the gimmick is. _

For every artist signed, Peak sets
up a company within the company
in the form of a limited partner-
ship. Then it seeks outside investors
in each artist. That is, the owners
put up $1,600 per artisty and raise
an additional $1,000 from others,
preferably in small chunks of $200
apiece. The company retains a 60
per cent interest in the artist, the
outside money buying a 40 per
cent interest.

Starting with a $2,000 fund be-
hind an artist, the label issues a re-
Jease, usually at a cost of about
$1,000, followed by another very
soon thereafter. Then the investors
pray that one of them hits at least
moderately. If it does, no profits
are paid out. Instead, they are

lowed back into the artist for a
ird release within six months,

followed by a fourth within & year.
After 13 months, an ecccupting is
made and profits ere paid. The
timing is such, that the grofit on
the original investment—if there is
one—is now eligiblke for a capital
gain.

The label meanwhile retains an
option to buy back the outstanding
interest in the artist before the end
of the second year. If they decide
to this—which, of course. they
would do only if the artist turns out
to be a money maker—the crigmal
investors make out just dandy. !

Suppose, for instance, that one ot
the first two records by an artist 15
a modest hit, netting $10,000. The
other three are total failures, losing
$6,000, including promotionzl costs
taken out of previous profits. The
company would buy the artist back
from the partnership for $4,000,
representing undeclared _ profits,
plus about $500, representing addi-
tional sales to be expected out of
inventory. Total price is thus
$4,500. Total ipvestment was
$2,000. Ir: less than a year, an in-
vestment was more than doubled at
a low capital gain tax rate.

The company advises iis inves-
tors to hedge agalnst risks of the
disk busimess by mvesting small
amounts in any one artist, spread-
ing available cash arcund a number
of them on the theory that one or
more of them is bomnd to pay off.
A number of investors are ex-
pected to buy a piece of as many as
10 artists, as fast as the lzbel signs
them.

The big risk rides on the first
couple of releases of any artist. If
both flop, the fund s wiped out.
In fact, if the first release is pro-
duced in an expensive sessior, con-
suming most of the original 32,000
fund, a single flop can end the
partnership. But the theory is that
most investors will be riding sever-

In Dave Lambert
Group Pacting

NEW YORK — Columbia Rec-
ords snagged a plum act this week
with the sigoing of the Lambert-
Hendricks-Ross vocal group. The
trio, composed of Dave Lambert,
Jon Hendricks and Annie Ross,
have been reaping critical and
commercial acclaim via their night
club and record work for the past
year. On the order of the jazz
oriented vocal groups, they broke
it up at the Newport Jarz Festival
and have been winping many of
the jazz polls. They finished third
in The Billboard’s Disk Jockey Fa-
vorites in the vocal group category.

Up to now the group has been
with Roulette Records. Their al-
bums ¥Sing 2z Song of Basie” has
been a good seller for the firm.
Columbiz Records new has two of
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