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APITOL THROWS PRICE BOMBSHELL

By LEE ZHITO

NEW YORK—Capitol moved into the price
stabilization battle with full force today (2), an-
nouncing that henceforth it will charge all customers
—dealers, rack jobbers and one-stops—the same
LP price. This applies to the complete Capitol and
Angel lines, and becomes effectively immediately.

Thus, this major stripped rack jobbers and one-
stops of their customary 10 per cent functional dis-
count in an unprecedented and far-reaching revision
of its sales policy. The “Stand for Stability,” as
Capitol President Alan Livingston tagged the new
policy, includes dropping all special discount pro-
grams, and maintaining the same price on a year-
round basis.

The new discount structure is 38 per cent plus 9
per cent plus 10 per cent, or $2.02 on $3.98 LP’s
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CAPITOL RECORDS’ dramatic pricing
policy (see separate story) is, to put it bluntly,
one of the boldest moves in the annals of the
record industry. The fact that such a drastic
decision was made reflects the chaotic condi-
tion of the distribution end of the business.
Qne is tempted to state that an acute illness
necessitates major surgery. And the label’s
move will be regarded in that light by many.

We must commend Capitol for its courage.
The decision to even out the price differential
between retailers on one hand, and rackers
and one-stops on the other, undoubtedly re-
quired much soul searching.

&Retailers, of course, are heartily in favor
of the move; rackers and one-stops are in-
censed, and many indie manufacturers feel it
is a move in the right direction.

It would be naive, and an oversimplification,
to state flatly that Capitol’s pricing policy is the
final answer to many of the industry’s ills.

and $2.53 on $4.98 product. The previous discount
structure was 38 per cent for dealers, and 38 per
cent plus 10 per cent for rack jobbers and one-stops
with all three getting additional discounts during
special sales programs. Capitol’s new $2.02 “one-
price-for-all” compares to $2.47 for dealers, and
$2.22 for rack jobbers and one-stops.

Other elements in its new sales approach include
factory skin-wrapping of all Capitol-Angel product;
continuance (with modifications) of its Basic Stock

L

More Capitol Coverage

On Page 3

MR

I AN

for Stability

At the same time, it is completely correct to
state that Capitol’s decision mirrors the con-
cern of many regarding the industry’s total
health. It mirrors the concern over “profit less
prosperity”—to use the words of Dave Kapp.
And finally, it mirrors the belief of many that
the dealer structure must be brought into a
more competitive position.

Whether the answer is total abolition of the
functional discount to rack jobbers and one-
stops—while servicing these outlets in other
ways—or whether the answer is a not-so-
drastic compromise—will be known in time.

Capitol does not intend to wreck the rack
jobber and one-stop. It does intend to bring
the dealer into a stronger competitive situation,
it does intend to move more catalog, and it
intends to continue working with the racker
and one-stop on what it considers to be a
sounder business basis.

[ RO n——

Protection plan which provides a 100 per cent ex-
change privilege in preset quantities, amounts vary-
ing with individual LP releases; special credit and
delayed billing benefits extended according to the
market’s seasonal requirements.

The sweeping price changes were unveiled here
last week at a press conference by Livingston and
Capitol Records Distributing Corporation Vice-
President and General Manager Stan Gortikov. Also
on hand were Bob Carp, CRI vice-president and
secretary, and Brown Meggs, its Eastern operations
director. Gortikov briefly reviewed the marketing
evolution of the record industry, and the growth of
the rack jobber and one-stops facets.

Gortikov said that in earlier days, rack jobbers
provided an invaluable function by gaining exposure
for disk product at drugstores and supermarkets,

(Continued on page 3)
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Response Ratings Reveal
D.J. & Station Influence

By GIL FAGGEN

NEW YORK—The influence
of Nashville, San Francisco and
New York radio stations and
their air personalities on their
respective audiences has been
graphically revealed in Bill-
board’s first Radio Response
Ratings. (See ratings, p. 13).

In an effort to dramatically
illustrate to advertisers and
potential advertisers, and other
interested parties, how the ef-
fective use of all types of rec-
rds can increase audiences and
attract business to stations, the
exclusive survey will cover 37
major markets in the United
States with in-depth analysis
at the rate of three markets
per week.

In addition to showing the
“Response Rating” of radio sta-
tions and air personalities, the
survey is designed to show the
influence on audiences of vari-
dus types of musical formats
and the air personalities op-
erating within these formats.

As broadcasters have long
argued, there is a direct cor-

relation with a station’s ability
to influence its listeners to
purchase particular single rec-
ords and albums, and its ability
to influence these same listeners
to purchase the products and
services of those advertising on
the station.

The record promotion man,
from  distributorships, record
manufacturers, publishing
houses and as an independent,
is the key person selected to
evaluate radio stations and disk
jockeys in each market. For it
is this man who has the pri-
mary responsibility on a day-
in, day-out basis to know which
stations and which air talent
are most effective in presenting
his firm’s product to the public.
Which stations and air per-
sonalities motivate the listener
to purchase singles, LP’s, jazz,
country and western, classical,
and other types of music is
basic to any promotion man’s
duties. In the swirl of every
day activities it is the promo-
tion man who personally con-
tacts the station personnel in-
volved in deciding what music
is to be played on the air;

vies with his competitors for
time on this precious air for
(Continued on page 12)

JONES TO HIT
7 TOP TV-ERS

NEW YORK—Jack Jones is
on his way to setting a new
mark for television exposure by
a recording artist, Between Feb-
ruary 23 and May 15, the
Kapp artist will have appeared
as a guest on seven major net-
work shows before an aggre-
gate audience of an estimated
100 million families. First was
a spot on the “Judy Garland
Show” on CBS last Sunday (23).
On tap are appearances on the
“Bell Telephone Hour,” NBC,
March 10; the “Ed Sullivan
Show,” CBS, March 15; the
“Jimmy Dean Show,” ABC,
March 26; the “Bob Hope

Show,” NBC, April 10; the
“Joey Bishop Show” in April,
and the ‘“Jack Paar Show,”
NBC, May 15.

CASSIUS CLAY’S upset victory over Sonny Liston for the heavy-
weight championship last week has proved a knockout for
Columbia Records as well. The label has been inundated with
requests for the label's I Am the Greatest” LP which was
originally issued last August. (See story on page 4.)

FTC Conference:

Benton Answers

By MILDRED HALL

WASHINGTON — With the
FTC industry trade conference
just around the bend, record
people want to know if a one-
day hearing will suffice, and
what comes after the day-long
discussion in Washington March
13.

Billboard’s Washington re-
porter asked for the answers
from John Benton, FTC attorney
in charge of the trade practice
procedure for the record indus-
try. Benton will work under
supervisory commissioner at the
conference, John R. Reilly,
FTC's newest commissioner, a
Kennedy appointee.

RIAA’s somewhat belated
submission of its proposed rules
will be considered at the hearing,
as will any other suggestions.

But the conference will be
geared to the suggestions by in-
dustry and by Federal Trade
Commission staff, incorporated
in FTC’s own release as it was
submitted in advance to the
members of the industry. Copies
of the proposed rules of good
practice will be available on
the day of the conference.
One-Day Session

FTC attorney Benton expects
that one full day, possibly run-
ning into an evening session if
necessary, will be enough to
thresh out major aspects of the
34 suggested trade rules. Only
the most unusual circumstances
would call for another confer-
ence, unless at later date, the
full Commission decides another
hearing is needed.

A second day of conference is

(Continued on page 10)
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CAPITOL PRICE REVISION
DRAWS INDUSTRY WORDS

The following is comment from industry leaders on Capitol's
precedent-setting price revision:

Jerry Wexler, Atlantic Records, New York: "It sounds terrific
to me.”

Raul Acevedo, G. Schirmer, Inc.. New York, stated apropos
the Capitol move: "I am glad to see this happen. It is a clean,
businesslike approach to our problems. . . . The Columbia policy has
helped us, and now I am very pleased with Capitol’s earth-shaking
announcement. I hope others will follow.

Sam Goody, New York: "It is Capitol's prerogative to do what
they have done, and we accept it ... as long as they put us in the
same category as a retailer who disguises himself as a racker, |
like it.”

Norman Weiser, president, 20th Century-Fox Records: “I'm all
for it. I think it’s great and will help the industry. We never included
functional discounts in our prices to distributors.”

George Prince, Doubleday, New York: “I hope it will prove to
be an idea which gives the dealer a better break.”

Larry Newton, ABC-Paramount, New York: “We are examining
the Capitol move very carefully. Sam Clark, 1 and other execs have
been huddling all morning.”

Arnold Maxin, MGM, New York: "l am studying the Capitol
plans.”

Mickey Gensler, Association of Record Dealers of New York and
New Jersey: “lIt is a step in the right direction. ... Competition will
be more cqual. ... It places the dealer in the position of selling
product, not price.”

Bill Gallagher, Columbia Records vice-president in charge of
marketing: “In July, 1963, Columbia Records announced its ‘Age of
Reason’ program. This has met with great success, and approval
from all segments of the record distribution system. We obviously
have no plans to change in any respect what has been proved to be
an outstandingly successful method of marketing the Columbia
catalog.”

Dave Kapp, president, Kapp Records: 'l think it’s a forward
move, and | hope it will have a good effect on the entire industry.

(Continued on page 10)
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Capitol Cuts Dozen
Subdistributors

HOLLYWOOD—Capitol Rec- Los Angeles), Dave Watson's
ords Distributor Corporation last Pick-a-Tune and Western One-
week notified approximately a Stop operations (both San Fran-
dozen rack jobbers and one- cisco), Major One-Stop (Seattle),

stops that it will no longer sell
to them. The reason given is
that these subdistributors do
not “complement CRDC’s dis-
tribution.”

Stan Gortikov, CRDC vice-
president and general ‘manager,
confirmed that “some action of
this kind has been taken,” but
refused to divulge the number
or identify of operations af-
fected. Gortikov stressed that
there was no connection be-
tween its decision to cut off
servicing some subdistributors
and its new price policy revi-
sions which eliminate the 10 per

and 1. J. Morgan (Philadelphia),
among others.

Text of Capitol's letter of no-
tification to the subdistributors
follows:

“It has become increasingly
difficult for CRDC to service
accounts such as yours in a man-
ner which is both satisfactory to
you and economic to CRDC. In
CRDC’s considered opinion your
distritution fails to complement
CRDC’s distribution and, there-
fore, CRDC elects to cease
selling Capitol and Angel prod-
ucts to you, cffective February
24, 1964. CRDC's 10 per cent

and 100 per cent exchange ob-
ligation to you will be honored
if exercised within 45 days after
date of authorization and up to
April 30, 1964, respectively.”

It was signed by Bill Tallant,
CRDC vice-president and na-
tional sales manager.

cgnl.functional discount to sub-
distributors.

~ Some of the subdistributor
firms cut off from CRDC serv-
ice were reported to include
George Hartstone’s Cal-Racks,
Music City Record Racks (both

e

MALAMUD SAYS CAPITOL
MOVE ‘BACKWARD STEP’

PHILADELPHIA—The National Association of Record Mer-
chandisers, through its exccutive secretary, Jules Malamud, issued
thﬁ.following statement concerning Capitol’s “one-price-to-all” LP
policy:

~"The action of Capitol Records in disregarding the important
position of the rack jobber in the phonograph industry is the most
backward step taken by a record company in my memory. Motivated
by a selfish fear that their traditional methods of distribution must
be realigned, Capitol Records is ignoring one of the contributing
factors in the tremendous growth in phonograph record sales in the
past 10 years. Controlled by an international corporation, Capito!'s
British leadership cannot readjust to the American evolution in the
marketing of phonograph records which has already taken place and
will inevitably continue to take place.”

“At the 1961 NARM convention Glenn E. Wallichs, then presi-
dent of Capitol Records, cautioned the rack jobbers not to ‘kill the
goose who laid the golden cgg.' Capitol Records may well be
reminded that the golden egg has no value until it is taken to the mar-
ket place and sold.”
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Capitol Records Bombshell

e Continued from page |

“outlets which were not our
customers.” Also one-stops
served an important function in
channeling product to juke box
operators. Rack jobbers and
one-stops, he said, thus became
subdistributors, providing vital-
ly necessary functions in han-
dling accounts not serviced by
the distributor.

The subdistributor, however,
has moved beyond his original
boundary of operation, Gortikov
said, taking over full-fledged re-
tail accounts which the distribu-
tor historically serviced. As Gor-
tikov outlined the ‘“‘current neg-
ative conditions,” the distribu-
tor’'s loss of accounts to sub-
distributors has grown to a
“frightening quantity.” The
“rate of account loss is acceler-
ating,” he said. The types of lost
accounts include *key stores
stores and departments, volume

accounts, promotional leaders,
military  exchanges,” among
others.

Among other “negative condi-
tions” resulting from the sub-
distributor  inroads, Gortikov
said, is the “distributor’s failure
to gain entry into new areas of
retail expansion — accounts we
have never enjoyed—major dis-
count houses, chain stores now
taking on records for the first
time( Penny, Singer, etc.), and
junior department stores.”

The “effect of the account
loss” has resulted in volume be-
ing down, profits down, less ex-
posure of product (new re-
leases, new artists, catalog), the
need for fewer salesmen and
managers, and the disappear-
ance of the distributor’s growth
possibilities, Gortikov said.

He said that this situation
has also triggered major ac-
count problems, such as their
“pressing for the same discount
as rack jobbers, and their re-
fusal to buy altogether or stick-
ing only to cream items.” In ad-
dition, “some are now buying
through a rack jobbers or one-
stops in order to get an extra
discount,” he said, which means
“we must sacrifice 10 per cent
and get less volume for it.” This,
he found, increases the tempta-
tion to continue to be serviced
by rack jobbers.

I OO RO OO

CAP DENIES
A ‘PHASE ONE’

NEW YORK — A late-flying
rumor here last week that Cap-
itol's new price policy is “Phase
One” of a master plan for Capi-
tol to become a national rack
jobber and one-stop, brought an
emphatic denial from its presi-
dent, Alan Livingston. Said he:

“This is not phase one. This
is the only phase. We have con-
sidered everything, including
the possibility of our entering
that business as well, but that’s
been ruled out long ago. We
have definitely decided not to
go into subdistributor field.”

TR OO OO

recognized as full distributors,
“which means more discounts.”
They are “now focusing their
cfforts on taking over conven-
tional record dealers.” They are
“increasingly acting as ‘purchas-
ing agents’ for dealer accounts.”
In addition, Gortikov pointed to
an ‘“‘ever-present financial prob-
lems, rising rate of returns, an
indiscriminate  use of buying
power as a weapon, increasing
threats to ‘replace’ us and other
distributors, and the fact that
are outgaining us in services
offered.”

The special discount programs
have had their own problems, he
said. “Their favorable results
have been diminishing, the cata-
log and key artists have been
creamed. Customers have be-
come increasingly insecure as to
whether to buy, when to buy
and what to buy, and returns
are greater than ever.”

In view of these conditions,
Gortikov said Capitol has three
alternative avenues to pursue.
First, Capitol can continue prac-
tices and policies. The effecis of
this, he said, would be ‘con-
tined loss of accounts, acceler-
ated reduction of our field
force, and the ultimate disap-
pearance. of the distributor or-
ganization. 1t would require only
a small group to service a hand-
ful of subdistributors.”

The second option, he said,
would be to “‘go along with the
present trend, do everything pos-
sible to encourage the subdis-
tributor growth, and secure
maximum subdistributor sales
volume.” The effect of this, Gor-
tikov said, would be less profit,
hasten the disappearance of the
distribution organization, and
will “make us more removed
from the influence on the re-
tailer and the consumer. This
reduces our opportunity for pro-
motion, display, merchandising
and advertising.”

In addition, Gortikov said,
this “subjects us to the effects
of the rack jobber’s often pre-
carious financial position—both
as to risk and as to restrictions
on his buying. It reduces the
amount of product we sell to
accounts taken over by the sub-
distributors, and reduces the
spread and depth of catalog. It
reduces the opportunity for clas-
sics, phonos, accessories, singles
and new artists. At the subdis-
tributor’s point of sale, there’s
been an increased emphasis—at
our expense — on cut-outs,
budget product, and ‘schlack’
merchandise.”

Gortikov said we must “ag-
gressively and boldly fight the
negative conditions facing us.
We must face the realities, and
take the leadership in the battle.
The alternative is to fight. We

will stay in the distribution busi-
ness. We will grow in the dis-
tribution business. We will take
the risks, and we will achieve
the gains for having done so.”

Gortikov then outlined CRD's
new price policies which elimi-
nates the subdistributor’s func-
tional discount. He added: “Our
own discounts have helped sub-
sidize the services the rack job-
bers now perform, but we can-
not allow the discounts we’ve
granted to be used against us—
to be used to expel us from the
distribution business. CRDC will
not delegate its distribution role
to the subdistributor or anyone
else.”

Among the risks of this move,
Gortikov saw a “significant loss
of rack-jobber volume, a lesser
significant loss of one-stop vol-
ume (because of lesser price im-
portance and the fact that sin-
gles policies remain unchanged),
and a possible volume loss to
accounts who think our price is
not low enough.”

The gains of the new policies,
Gortikov felt, far outweighed
the risks. These include “hold-
ing present accounts and those
who have been thinking of go-
ing rack, getting back lost ac-
counts, getting new accounts we
never could interest or didn't try
to sell, and more volume from
dealers who embrace the direc-
tion we’re taking. CRDC will
gain volume from the customer
who is now buying his Capitol
product from a ‘purchasing
agent’ subdistributor. We will
have some continued volume
from rack jobbers who will buy
our hits, and business from those
accounts which have been buy-
ing elsewhere because we didn’t
plastic wrap.”

On anticipated competitor re-
action to the move, Gortikov
said “the reactions of Victor and
Columbia and independents is
unknown and unpredictable.
They may follow us because
they’re all having problems
identical to our own. They may
‘wait and see’, or they may try
to capitalize on our direction by
more aggressively favoring the
racks and one-stops. Our policy
probably will receive the ap-
plause of the local distributors.”

Gortikov said he will telf rack
jobbers that Capitol isn’t toss-
ing them aside. “We want to
merit his business. We tend to
strive to release product that
can produce profit for him and
his customers. We intend to mer-
chandise this product to the
consumer, and the rack jobber
will benefit from this. The
CRDC price is as good as Co-
jumbia’s announced price. Retail
prices are creeping up, and this
would permit a higher ‘buy’
price. We shall wrap, as a cost
saving to you. Realistic dating
now in effect is deliberately
scaled to meet your needs.”

i

NARM WILL
FIGHT CAP

PHILADELPHIA—The need
for a strong rack jobber organi-
zation is being underscored by
Capitol’s new price policy, Jules
Malamud, executive secretary of
the National Association of Rec-
ord Merchandisers, told Bill-
board last week. NARM will
fight the Capitol move with all
its power in behalf of its mem-
bers, Malamud said.
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BRING BACK BANDS?

Labels and Stations Push

NEW YORK-—The sound of
the big bands, which has taken
a back seat to vocalists and
rocking combos during the past
decade, is getting heard again
via promotional buildups by
record companies and some
radio stations around the coun-
try. It still doesn’t mark a com-
plete return of the big band
era but it does indicate that
there’s still a market for it in
some media.

One of the major labels that
continually banks on the big
band binge to boost its LP
sales take is Decca Records.
For the third consecutive year,
Decca has primed for a March
promotion on its band catalog
with one or more LP’s.

Under the heading of *“The
VIP’s (Very Important Product)
are on Decca, Coral and Bruns-
wick,” the dealer incentive pro-
gram for March will be high-
lighted by the release of nine
new dance sets. Also included
are each of the artist’s entire
album catalogs, making a total
of 107 dance band LP’s which
fall under the terms of the
program. (The details of the
program are now available at
all local Decca branches and
distributors).

The new sets are by Warren
Covington, Peter Duchin, Jan
Garber, Bert Kaempfert, Sammy
Kaye, Wayne King, Guy Lom-

bardo, Dick Rodgers and Artie
Shaw.
Upbeat in Airplay

On the radio level, AM and
FM, there’s also been somewhat
of a resurgence in the program-
ming of dance band music. Ac-
cording to a Decca spokesman
the upbeat in the airplay has
rubbed off on the recordings
and built up the sales take.

In Los Angeles, for example,
live band remotes and the music
of the swing era are two pro-
gramming features on KFl,

NBC’s affiliate there. Under the
guidance of Chuck Cecil, KFI
is the only L. A. AM station
programming big band music
on a six day basis. There’s
only a “Saturday Dance Party”
coming out of WJAS, NBC’s
station in Pittsburgh. That show
is being run by Joe Mulvihill.
Reports have also been coming
in that stations in Dayton and
Ft. Wayne are also latching on
to the band binge, and in New
York, WABC-FM now features
“The Sound of the Big Bands.”

LATE SINGLE

SPOTLIGHTS

Pop

HERB ALPERT'S TIHUANA BRASS

MEXICAN DRUMMER BOY (Irving, BMI) (2:13)—This is the
strongest disk Tijuana Brass has had since “Lonely Bull.” A hot
item that's got a rocking Mummers’ sound and shouting female
chorus. The flip is “The Great Manolete” (lrving, BMI) (2:35).

CASSIUS CLAY

A&M 723

I AM THE GREATEST (Blackwood, BMI) (2:13)—STAND BY ME
(Progressive-Trio-ADT, BMI) (2:11)—All the stations jumping on this
one to tic in with the headlines. The top side is Clay’s poetic recita-
tion from the album of the same title. This could be a groove for
format stations because there’s excitement in a rocking, blues playing
rock combo backing the speech-making. The flip is a legit reading
of the Ben E. King hit from a while back.

Clay Wins: Columbia Swings

By MIKE GROSS

NEW YORK — The upset
victory of Cassius Clay over
Sonny Liston for the heavy-
weight boxing championship
last week (25) also upset the
operational procedures at Co-
lumbia Records. In addition to
being swamped with orders for
the Clay LP, “I Am the Great-
est,” which was originally re-
leased last September, the rec-
ord company also pushed into
release a single of Clay singing
“Stand By Me,” an old rhythm
and blues song. The tune is
backed by a track from the
“I Am The Greatest” LP.

As far as the album is con-

Death Claims
Bob Francis

NEW YORK-—Bob Francis,
who retired from the Billboard
in 1960 after 18 years of service,
first as drama editor and later
as chief copy editor, died of a
heart attack Tuesday (25) at
his home in Brooklyn. He was
69.

Francis, whose full name was
Robert Francis Moore, wrote
for the Brooklyn Eagle in the
early years of his career, first
doing continuity for cartoons
and later, in the 1930’s, writing
drama criticism and feature
stories.

Francis’ tenure with the Bill-
board started in 1942, While
he was drama editor he con-
ducted The Billboard’s Don-
aldson Awards, named in mem-
ory of William H. Donaldson,
founder of The Billboard.

Francis is survived by his
widow, the former Marjorie
Reynolds; a son and sister,
respectively Reynolds and Agnes
D. Moore, and three grand-
children.

cerned, the disk company ex-
ecutives reported that existing
factory inventories were ‘“‘swept
clean” as soon as the phones
were open the morning after
the bout. Columbia’s sales staff
claims that the Clay LP hit
a sales mark of about 30,000
LP’s since its release but the
expectations now are in the
neighborhood of 500,000 copies.
Feet of Clay News

In addition to the publicity
attendant the Clay victory,
Columbia has been picking up
publicity breaks in the N. Y.
Times. On the day following
the fight, a reproduction of the
album cover was featured in
the sports section, and on Thurs-
day (27), a photo of Clay at a
Columbia  recording  session
highlighted the advertising sec-
tion. The caption under the
album reproduction led off
with “A New Best Seller?” The
story referred to Clay's pre-
dictions in the LP that he
would knock out Liston in the
eighth round. (He actually won
a TKO in the seventh).

Excerpts from the album are

Riddle’s
‘Sizzles’

HOLLYWOOD—Reprise will
release a major soundtrack LP
next  week, “Paris When
It Sizzles,” featuring Nelson
Riddle’s original score. The
Paramount film, starring William
Holden and Audrey Hepburn
will go into national release at
the end of March.

In the last year, Riddle has
emerged as a key “new” name
among the younger American
film composers in addition to
Henry Mancini. Riddle has com-
pleted scoring the blockbuster
“Robin and The Seven Hoods”
for Warner Bros., and the orig-
inal music for a forthcoming
20th Century-Fox production.

now being rushed to radio
stations which have been play-
ing the LP both before and
after the Miami fight. Colum-
bia has also readied new
streamers, window displays and
other point-of-sale materials for
dealers in store use.

At the time of the recording
session last August, Clay pre-
dicted that his LP would out-
sell “My Fair Lady,” Columbia’s
original Broadway cast album
which has sold more than
5,000,000 albums. The label,
of course, has made no com-

(Continued on page 10)

Wallichs’ Sales Leap

HOLLYWOOD — Music
City’s newest store in the South
Bay area has exceeded its first
four months’ projection by 50
per cent, and President Clyde
Wallichs anticipates doing over
$1.2 million in the first year’s
operation.

When the store, the fourth in
the expanding chain, opened last
November 15, Wallichs pre-
dicted a $800,000 potential the
first year and didn’t think the
tills would hit $1 million before
the second year. Wallichs said
the value of this store, located
in Torrance, is around $500,000.

Wallichs is now happily an-
ticipating the opening of two
additional stores this year, with
a third to follow in 1965. The
new locations will be in the San
Fernando Valley’s Canoga Park
at the Topanga Plaza Center

Top Execs in
NYU-NARAS
3d Symposium

NEW YORK—A stellar line-
up of record executives and re-
cording talent has been set for
the third annual symposium on
the recording arts and sciences,
presented by New York Uni-
versity in  association  with
NARAS. The series, titled “Re-
cording and Music: Culture,
Commerce and Technology,”
will be presented Wednesdays,
7-8:30 p.m., March 4 through
April 22, at the Hotel Lan-
caster here. The symposium will
explore the relationships of the
performers, arrangers and com-
posers with those who record
the music.

The symposium  program
totals eight sessions. The first
on March 4, is “The Influence
of Records On Music,” mod-
erated by George Avakian and
including panelists John Ham-
mond, George Marek and Bob

(Continued on page 10)

Vee Jay Records
Unveil New
Tollie Label

HOLLYWOOD — While still
unpacking from its recent move
from Chicago, Vee Jay Records
last week unveiled its new Tollie
subsidiary as one of the major
steps in its expansion program.

First disk on the new label
is the track, “Twist and Shout,”
culled from the Beatles’ current
LP, “Introducing The Beatles.”
Jay Lasker, Vee Jay’s executive
vice-president, told Billboard in-
itial orders for the single ex-
ceeded 428,000 copies. Name
for the subsidiary was taken
from the publishing firm of the
same name owned by Vee Jay.

Reason for debuting its first
subsid, Lasker explained, was to
have another label with wkich
to vie for airplay and to offer
an outlet for new talent.

A new network of Tollie dis-
tributors has been established.

Lasker stated the new label
will soon have its own sales and
a.&r. staffs after interviews cur-
rently underway were com-
pleted.

“We plan to concentrate heav-
ily -on the current type of pop
singels for Tollie,” Lasker said.
“This will differentiate Tollie
from Vee Jay's policy of being
r.&b. oriented.

and in the Eastland Shopping
Center in West Covina in the
San Gabriel Valley. Location
seven will be in Orange County,
but Wallichs has yet to select
this site.

The West Covina store will
have $125,000 in real estate and
$125,000 in inventory. The Ca-
noga Park store, which will be
housed in the one building com-
prising the shopping center, will
have $125.000 in inventory and
$100,000 in interiors. Each of
the stores will employ over 30
people.

Wallichs’ other locations are
in  downtown Los Angeles,
downtown Hollywood and at
the Lakewood Shopping Center.
By offering a complete selection
of everything musical, from
disks to piano rolls, Music City
has become the complete de-
partment store of music during
its 14 years’ existence.

Since proving his complete

(Continued on page 10)
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CRDC Announces New Prices...

1. One-Price Policy on Albums

One price to all. No functional discounts. The same special trade discounts to
be available uniformly to all dealers and sub-distributors alike.

2. A New. Realistic Price and Discount Level

Now 38% plus 9% . . . plus 10% to all! In reality, a sub-distributor price for all
customers.

3. Year-Round Pricing

Planned purchasing now possible throughout 1964. You can stock only what you
need.

4. No Discount Programs

Promotions will concentrate on product, not price. Heavier emphasis than ever
on merchandising, on entertainment, on intriguing the consumer!

5. Basie Stock Protection Plan

Available to all. Adapted to special needs of dealer, rack jobber, one-stop. Insures
cleaner inventories, realistic stock levels, better turn, reduced risk, improved
profits. Policies continue on 10% exchange.

6. Plastic Shrink Wrap

On all new release albums beginning in May, earlier on some. All factory catalog
replenishment to be wrapped beginning in April. Warehouse stocks go into plastic
as soon as mechanically possible.

7. Ningle Records Policies Unchanged

No change in current single record price and protection policies.

8. Credit and Dating

Tailored to industry seasonal needs and patterns.

9. “Status Quo” on Industry Basies

No departure from historical industry “total’” or “list’” prices. No change in
mono-stereo price differentials. These remain vital to present industry profit
structures.
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New Policies...For All

A STAND FOR STABILITY

Bold moves merit frank explanations. it is the
intent of these comments to justify our rationale
and excite your interest and faith in our approach
and in our future...and yours!

In inaugurating the foregoing policy changes,
CRDC takes a ‘“‘Stand For Stability.” No one set of
prices and credos can provide everything for every-
body. But it is CRDC's conviction that these revi-
sions will bring greater growth, added profit, and
sounder business practices to the entire industry.

COLUMBIA’S ACTION

Last July CRDC's competitor, Columbia Records,
announced its “Age of Reason” policy. The Colum-
bia move gained industry applause from many. In
its new policies, CRDC effectively acknowledges
Columbia’s action and adds the refinement of price
equalization.

PROFIT...A NEGLECTED GOAL

Increased profitability is the key objective of
these policy revisions. Profits have heen appreci-
ably inadequate for our customers, and for CRDC.
Current trends indicate a worse profit outlook, not
better. Renewed cost stability will renew profit. It's
time for a change.

WHY NO DISCOUNT PROGRAMS?

Capitol and Ange! labels have been leaders in price
and discount promotions. Great growth and custom-
er traffic have resulted. But the interest of the
dealer and the consumer is waning. Problems are
becoming knottier than ever in purchasing, inven-
torying, cost confusion, and “guessing” right. It's
time for a new direction.

WHAT! NO PRICE PROMOTIONS?

Not true. Conventional “hyped” discount programs
are abandoned, yes. But CRDC's new price is delib-
erately set low enough to allow the dealer to sched-
ule periodic price-oriented promotions. And these
will continue to have strong support in displays,
merchandising, and advertising.

SINGLE RECORDS POLICIES

No change is made in single record price and
marketing policies, which currently yield dynamic
sales and promotion action, artist birth and growth,
and album by-product. Aiso recognized is the vital
role of the one-stop in achieving the sales potential
of the single record.

THAT PRICE DIFFERENTIAL

Of all the new policies, abandonment of the price
differential between dealer and rack jobber is most
likely to be questioned. Yet the historical industry

CAPITOL-ANGEL DISC ALBUM DISCOUNTS—THE OLD AND THE NEW

policy of having two different wholesale prices on
the same product defies a natural tendency. And
that tendency is for such prices ultimately to
equate . . . at the lower price level of the two.

The prevailing 10% differential between retailer
and rack jobber prices has spawned a host of prob-
lems and pressures:

1. The large retailer contends that he, too, is
entitied to the 10% because of the serv-
ices he performs in his own outlets and
because of the volume he buys. He even
has turned to buying some of his product
from certain sub-distributors who are will-
ing to share their own trade discount.

2. The smaller dealer feels that the price dif-
ferential, in favoring the rack jobber, pre-
cipitates discounting practices from which
he suffers. Further, he claims the rack job-
ber often benefits from the extra 10% in
his own retail outlets for which he has un-
fairly bought product at the preferential
price from some distributors.

3. Many rack jobbers claim that the prevail-
ing 10% sub-distributor discount is “not
enough” and that, since they perform dis-
tributor functions, they should enjoy full
distributor prices. Further, they state both
as a goal and as an inevitability, that it is
only a matter of time before the rack job-
ber supplants the label distributor.

SERVING THE RACK JOBBER

CRDC, by its discounts, has long helped subsidize
the services a rack jobber performs...but not in
order to expedite its own expulsion from the distri-
bution function. Over the years CRDC has made sig-
nificant contributions, and many more can yet be
made. The industry role of CRDC cannot now be
delegated to the rack jobber by design nor by abdi-
cation.

Although many rack jobbers choose to replace
the role of CRDC (and of all distributors), CRDC does
not choose to a