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All-Star U.S. Line-Up Sooner Group
To Participate at IMIC Wins Senate

NEW YORK--An impressive ar-
ray of U.S. music-record industry
leaders will participate in the fifth
International Music Industry Con-
ference. to be held at the Grosvenor
House. London, May 7-10. IMIC is
held under the auspices of the
worldwide Billboard Publishing
Group (Billboard. High Fidelity,
Music Labo, Music Week).

Stanley Adams, president, Ameri-

Dick Clark Hosts
Vegas Oldie Revue

By BOB KIRSCH

LOS ANGELES--Dick Clark will
bring an oldie-oriented rock revue,
“Dick Clark Presents Good OI' Rock
'n’ Roll.” to the Casino Lounge of
the Las Vegas Hilton beginning July
26 for an initial run set of four
weeks.

Current plans call for two shows
per night and three on Saturday,
with cach show lasting an hour.
Stars for the revue will be Freddie
Cannon, Cornell Gunther, the
Coasters, Jackie Wilson and Bo
Donaldson & The Hevwoods as the
band. Clark will act as performer/
producer/presenter, showing films

(Continued on page 10)

can Society of Composers, Authors
& Publishers, will discuss the U S, li-
censing organization’s newly-con-
ceived “ASCAP Think Tank.”

Ed Cramer, president, Broadcast
Music, Inc.. will deliver a report on
“The U.S. Copyright Act Revision -
An Update.”

Bobby Brenner, Bobby Brenner
Associates, will serve as chairman of
the seminar devoted to “Sound Tal-
ent Management.” Seymour Heller.
president of American Variety Inter-
national, will be among those partic-
ipating on the panel.

Sal Chiantia, president of MCA

(Continued on page 94)

Special Group
Travel Rates to
IMIC-5 (London).

See Pages 30-31

Piracy Bill OK

By JOHN SIPPEL

OKLAHOMA CITY A dedi-
cated campaign by a handful of state
supporters of the antipiracy propos-
al. seemingly delayed a year before
consideration by the state legislature
(Billboard, Mar. 23), brought pas-
sage of the proposal last week by the
Senate here.

Sen. Fimis Smith’s contested
proposal passed the Senate by a vote
of 30 to 11. Even more significant
was the deletion of a rider to the bill,
which would have made recorded
material made before Feb. 15. 1972,
public domain. That rider lost 26 to
11.Only a week ago, itappeared that
the Senate bill No. 483 would be
sidetracked unul 1975.

Rick Kelly, Records Inc. here, Mr.

(Continued on page 114)

NARM Meet to Be
Biggest; Retailer
Attendance Rises

By IS HOROWITZ

HOLLYWOOD, Fla.—Advance
contingents of industry executives
representing every facet of the
record and tape marketing spectrum
began arriving here late last week to
participate in what was shaping up
as the largest and perhaps most pro-
vocative NARM convention in the
association’s history.

A heavy representation of mass
retailers was noted among regis-
trants, continuing a trend that has
been accelerating in recent years
and reflective of shifting industry
marketing patterns that have seen a
resurgence of the free-standing
store. But the base of NARM mem-
bership remains the rackjobber and
distributor, still accounting for an

New U.K. Price Increase Forecast

LONDON - A new round of price
rises - the second since Januarv—is
in prospect in Britain following the
decision of four companices to imple-
ment substantial price increases this
week.

The “New Censation” “COME DOWN TO EARTH™ 1s looking hike a winner.
t 15 already on WWRL. WNJR, WDAS, WWIN. WOOK, WOL, KSOL, KYAC
and many more. However. this has nothing to do with the picture

>RIDE RECORDS.

By BRIAN MULLIGAN
(I ditor, Music Weeky
The companices involved are Poly-
dor, Music for Pleasure, Pickwick
and Contour. The effects of the n-
creases will be the breaking of the
$1.25 barrier on singles. pop LPs
climbing to $6.25. cight-track car-

Decontrol Hits Jacket
Mfrs.; Output Normal

By ROBERT SOBEL

tridges hitting the $7.30 mark and
budget albums closing on the 52.50
level.

Largely responsible for the com-
panies needing to take action again

(Continued on puage 92)

estimated 65 percent of attendees.
All major manufacturers were due
to be represented as well.

Total attendance was expected to
top 1400 at the series of meetings
scheduled to run at the Diplomat

(Continued on page 13)

For Topics
of Interest
to NARM Members
See pp. 16-32

Robot Radio to
Assist: NAB

By CLAUDE HALL

HOUSTON-—While the atmos-
phere seemed to be highly unfavor-
able to radio syndication and service
firms, a comparatively sparse trn-
out (around 400-500) of radio men
were told in a session Tuesday (19)
(Continued on page 10)

LOS ANGELES- While the Cost
of Living Council's paper price de-
control will certainly cause LP jacket
prices to continue their gradual spi-
ral. both label production chiefs and
album manufacturers agree it ap-
pears 1974 will be all-stops-out and
no delays in album production.

The past four months have seen
supplies of both chip board, used in
LP jacket fabrication, and solid
bleach sulfide, better known as
bleached board. upon which jackets
are printed directly, diminish. With
the paper control end. all agam
agree there is no need to worry about
adequate paper supply for jacket
production in 1974,

Men who direct label LP produc-

(Continued on page 32)

NEW YORK - The Costof Living
Council's recent decision to decon-
trol paper prices has resulted in im-
mediate price increases averaging
some 20 percent by mills to industry
suppliers, a Billboard check of sev-
eral key castern producers has re-
vealed. All three of the majors can-
vassed. Ivy Mill Lithograph, Queens
Lithograph and Shorewood Pack-
aging, stated they would pass the
new increases to the record manu-
facturers.

All three also stated that they had
been receiving price increases from
mills for many months and that
prices on certain grades of paper had
risen as much as 50-70 percent over
the past year. Eric Kaltman, Qucens

(Continued on page 32)

May 7th-10th 1974
Grosvenor House,London

Register Now! Time 1s running out for those who plan on attending IMIC
5 and haven't as yet registered. You may register now by wnting IMIC 5,
¢/0 The Billboard Group, 7 Carnaby Street, London. W1V 1 PG, or by
writing to IMIC 5, ¢/0 Billboard Magazine, 3000 Sunset Blvd.. Los Angeles,
CA 90069. Don't miss the boat to IMIC 5 May 7 10. 1974. It's much too

far to swim (Advertisement)

(Advertisement |

Black Byrd set a record.
Street Lady’s out to break it.
Donald Byrd’s ““Street Lady.”’

On Blue Note Records and Tapes.




Includes: Take Good Care of Her - My Boy
I've Got a Thing About You Baby

CPL1/CPS1/CPK1-0475

RGA Records and Tapes



General News

Wilson’s Generosity Helps
AGAC Foundation to Solid
Start; Industry Unit Set

By JOHN SIPPEL

LOS ANGELES—The American
Guild of Authors and Composers’
brand-new concept, Composers &
Lyricists Educational Foundation
(CLEF), got off to a healthy finan-
cial start with an “astoundingly gen-
erous contribution” from Meredith
Wilson, President Ervin Drake of

AGAC told a general membership -

meeting here Wednesday (20).
Drake said he was asked not to
disclose the amount of the funding
made in honor of the late ASCAP
president Gene Buck and John Phil-
lip Sousa, with whom Wilson had
been associated professionally.
CLEF will attempt to set up scholar-
ships at major music schools, aid
needy writers, establish music librar-
ies and a lecture bureau initially,
Drake said. Charter board members
of CLEF include: Richard Adler,
Burton Lane, Dorothy Fields, Lee
Adams and Mrs. Josh Logan of the
east and Dave Raksin, Sammy Fain,
" Mrs. Grace Kahn and Wilson in the
west.
Film Credits Due
Drake said that writers will soon
receive credit for film music in a
joint venture with the National Mu-
sic Publishers Association. He said
the two groups also had received the
backing of more than 12 major pub-

N.C. Solons
Mull Piracy
Legislation

RALEIGH, N.C.—North Caro-
lina, once a hotbed of unlicensed
duplicating, is in the first stages of
considering passage of an antipiracy
law.

Rep. Jim Long of Burlington in-
troduced a bill, very similar to the
Virginia law, in the House here last
week. To become a state law, such a
proposal requires passage in both
the House and the Senate.

A committee composed of Barrie
Bergmann, president of the Record
Bar national retail chain, Durham;
Joe Voynow, Bib Dist., Charlotte;
and Jim Stillman of Stereo Village,
Burlington, headed the campaign to
bring about the piracy statute. The
campaign began in 1971.

‘Mame’ Push
At Korvette

NEW YORK-—-Warner Bros.
Records is spearheading its current
national promotion and merchan-
dising campaign for its original
soundtrack LP, “Mame,” through a
special display and advertising tie-in
with 23 Korvettes outlets in the East.

Window displays will feature
color stills from the film, mobiles,
two giant posters and a variety of
costume sketches by designer
Theodora Van Runkle.

Initial concentration for the push
is being placed in the Northeast,
where the film has already opened at
Radio City Music Hall, establishing
a record $272,909 opening week
gross, highest for any Easter attrac-
tion at the Music Hall.

Campaign will be extended fur-
ther throughout the coming month,
as the film opens in other major
markets.

lishers on a program, wherein pub-
lishers who buy catalogs would
volutarily notify writers that they
now had acquired their songs within
those catalogs.

Both Donald Kahn and Drake
outlined an extension of the Catalog
Administration program, wherein
estates can now join. Drake said that
AGAC had been the catalyst in a
copyright revision-and-extension
program involving cooperation
from other interested associations,
such as BMI, ASCAP, SESAC, the
Authors League, Writers Guild of
America,” Composers & Lyricists
Guild of America, NMPA and the
National Music Council. These
group regularly are sending repre-
sentatives to meetings which tackle
current copyright problems, such as
the first priority—extension of the
current act until a new revised act is
passed. The concerted effort also is
behind the Kastenmeier bill (Bill-

. board, March 23).

(Continued on page 6)

SchleeBows Can.
Motown Dist. Site

TORONTO—-The first American
distributor to open a Canadian
branch, John Schlee, veteran Detroit
chief of Merit Music Distributors,
opened an MMD branch here repre-
senting Motown Records Canada
Ltd. March 25 (Billboard, March
23).

Schlee, who split with long-time
partner Gene Silverman approxi-
mately 30 months ago, opened his
first outlet here in 1971, Music Dis-
tributor of Canada, which handled
A&M through 1973, MMD also
handles Memorex blank tapes.

Nixon 88's at
Grand New Opry

By BILL WILLIAMS

NASHVILLE—Claiming honor-
ary membership in the New York
American Federation of Musicians,
President Richard Nixon became a
picker in the key of G at the opening
of the new $15 million Grand Ole
Opry House here last week. It marked
the first appearance at an Opry
show by an American president.

Letting down all barriers and
showing a humanistic touch seldom
seen in his presidency, the President
played three numbers on the piano,
went through antics with a yo-yo
with Roy AcufT, shuffled across the
stage as “Hail to the Chief” was
played in bluegrass style, and
clapped his hands appreciatively as
he was exhorted musically to “Stay
All Night, Stay a Little Longer.”

And the most quiet individual

(Continued on page 66)

Bell Slates Deal

With Magnet

NEW YORK-—Bell Records has
entered into an exclusive, long-term
distribution agreement with the
U.K. label Magnet Records. Deal
covers distribution in the U.S. and
Canada. “My Coo Ca Choo,” a Brit-
ish Gold Disk by Alvin Stardust, will
be the first Magnet release on Bell.

Judge Rules Piracy Defendants
Select New Counsel by Mar. 28

LOS ANGELES—The pivotal
anti-piracy case, in which the U.S.
Attorney’s office here has added
mail fraud and interstate trans-
portation of stolen property to viola-
tion of the federal law against illegal
duplicating of post Feb. 15, 1972,
copyrighted recorded material, hit a
temporary snag here last week.

Judge Irving Hill denied applica-
tion of the attorney whom five de-
fendants had agreed to collectively
represent them. Two affidavits sub-
mitted to the court by the judge's
deputy clerk C. R. Kimzey and
postal inspector Charles Yarton
were the basis for Judge Hill's denial.
The clerk’s affidavit indicated that
George J. Siegel, attorney for Rich-
ard and Ronald Taxe, Rick Ward,

Geraldine Gonzalez and Jerry Mer-
ton, was not a member of the Cali-
fornia state bar and therefore not eli-
gible to represent the defendants.
Yarton's affadavit indicated that
Siegel had previously tried to repre-
sent a client in a California case
without the proper credentials.
Judge Hill said that Siegel had
falsely represented himself to the
court and therefore denied his appli-
cation made here Monday (18).
Judge Hill advised the five de-
fendants to appear in his court
Thursday, March 28, at which time
they were to have new counsel with
them. He again reiterated his advice

to them at an early appearance-

Monday (1), during which he
pointed out the pitfalls of the five us-

ing the same defense attorney in that
“conflict of interests” might occur
during the litigation.

Richard Taxe, president of Gault
Industries, Datax Enterprises, and
Soundco Corp., located here, was
originally released on $10,000 bond
here Jan. 25 after federal authorities
raided four local premises engaged
in manufacturing and shipping al-
legedly pirated tapes. Assistant U.S.
Attorney Chet Brown said the loca-
tions constituted one of the nation’s
largest piracy rings. (Billboard, Feb.
9).

On February 14, a local grand
jury indictment charged Richard
Taxe and the four defendants with
the triple charges (Billboard, Feb.
23). (Continued on page 104)

E-C Tapes Files $1.6 Mil Suit

MILWAUKEE—E-C Tape Serv-
ice in suburban Brookfield, an unli-
censed duplicator doing seven-
figure business in unlicensed dupli-
cating by mail order (Billboard,
March 23), has filed suit for $1.6
million in damages against a group
of record labels.

The suit, filed Friday (15) in fed-

eral district court here, charged that
suits by record labels in “other states
constituted interference with inter-
state commerce,” A&M Records
filed suit in Los Angeles superior
court in early March, obtaining a
temporary order restraining the un-
licensed duplicator from advertising
in the state of California.

Defendants labels named in the
E-C Tape suit include: CBS, UA,
Mercury, MGM, Buddah/Kama
Sutra, ABC, A&M, Atlantic, Bell,
Elektra, London and MCA.

David Heilman, president of the
plaintiff firm, has stated that he
grossed $2.4 million in business in
1973.

‘Pirates’ File FBI & Industry Suits

OKLAHOMA CITY—Defend-
ants in a piracy ring action filed here
recently by the U.S. Attorney’s office
(Billboard, March 16) lashed back
Friday (15) with U.S. District Court
countersuits against federal law au-
thorities and trade associates and
record labels.

3M Bids New $
Hike on Tape

WASHINGTON—-The Min-
nesota Mining and Manufacturing
Co. (3M) has proposed its fifth price
raise on tape and allied products,
this time for 5.14 percent, giving the
firm an overall revenue lift of .92
percent. The prenotification filing to
the Cost of Living Council was filed
Mar. 1. The raise can go into effect
automatically 30 days from the fil-
ing date, unless the COLC or Inter-
nal Revenue Service decide to
amend or deny it.

All firms making $100 million or
more annually are required to pre-
notify the Council of proposed price
raises—until the COLC goes out of
business with the expected expira-
tion of the original price and wage
control legislation April 30. Only
health and petroleum industries are
expected to be given price and wage
controls, when Congress acts to end
or amend the original National Eco-
nomic Stabilization Act.

LaBelle Enterprises, Inc., Tulsa, a
distributor of tapes in a five-state
area, charged that William Saxbe,
U.S. Attorney General; Clarence
Kelly, FBI chief; and Ron West, Ok-
lahoma-based FBI agent harassed
their customers, damaging the busi-
ness relationship. Affidavits from
the following customers were in-
cluded: Jefferson Morgan, Long-
view, Tex.; Hoyt R. Renfro, Mus-
kogee, Okla.: Jack Senger, Des
Moines, and Joe Blanton, Tulsa;
The suit seeks to halt officers from
“usurping and exceeding their in-
vestigative powers.” The complaint
alleges law officers stated that tapes
handled were illegal.

The second suit, a class action,
was filed by Hemisphere Sound,
Norman unlicensed duplicator firm,
LaBelle and Senger against ABC,
CBS, Elektra, UA, Warner Bros., the
National Association of Recording
Merchandisers, Southwest Associ-
ation of Recording Merchandisers,
the Country'Music Association, the
Recording Industry Association of
America. Suit charges labels have
wrongfully withheld use of their
recordings from plaintiffs, created
monopolies which violate restraint
of trade and harassed the defend-
ants with threats and criminal in-
vestigations. Defendants caused in-

(Continued on page 13)

CBS to Distribute Creem

NEW YORK—CBS Records and
Creem Magazine have entered into
an agreement under which Colum-
bia Records will distribute Creem
through retail record outlets
throughout the country. The agree-
ment was signed by Tom
McGuinness, director of special
product sales, CBS Records, and
Barry Kramer, publisher of Creem.

The distribution agreement will
go into effect with the June issue of
the magazine and, according to Kra-
mer, will be supported by mass mer-
chandising campaigns highlighted
by in-stock display cards, special

PAMS Makes Jingles
To Aid Natl. Ad Yield

DALLAS—PAMS, undoubtedly the most successful radio station jingles
firm in the world and also a leading programming syndicator. has just
launched a new special projects division to help radio stations boost local sales.

Pointing out that the national advertising dollar has dropped extremely in
radio, Bill Meeks, president of PAMS, said the first project was a campaign for
the carindustry and a project just launched is for groceries. The new division is
headed up by Bill Stewart, a veteran radio programmer. Each campaign is a
series of produced spots for product. Meeks said that this was the first time any
one had ever packaged such produced jingles for local clients. The groceries

(Continued on page 104)

Creem streamers, and assorted radio
spot advertisements.

CBS Records has similar distribu-
tion agreements with both Rolling
Stone and National Lampoon
magazines, and is reportedly nego-
tiating additional distribution deals
with other music-oriented maga-
zines.

Buffett Film Launched
In Tune With LP, Tour

LOS ANGELES—ABC Records
has set the debut of their promo-
tional film, “Introducing Jimmy
Buffett,” to coincide with Butfett's
current-tour and the release of his
second LP, “Living and Dying in %
Time.” (Billboard, Jan. 19)

The film played last week (21-24)
at the Plaza Theatre, St. Petersburg,
Fla.. and from the 22nd through the
24th at the Terrace in Greensboro.
N.C. It also played the same dates
at the Imperial in Augusta. Ga.. and
at the ABC Interstate Theatre in
Houston.

The film is also set for showings in
Philadelphia. The movie is an 18-
minute color presentation featuring
Buffett at home, conversations with
the singer and several songs.
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General News

RCA Slates Sales
Meet in Nashville

NEW YORK-Over 120 RCA
Records sales and promotion per-
sonnel, along with key executives
from RCA's New York and Los An-
geles offices, will meet in Nashville
Thursday (28) to participate in a
two-day national sales and promo-
tion meeting. Spearheading pro-
posed topics will be RCA’s mer-
chandising, sales and promotional
plans for its second annual Country
Cookin’ national country music pro-
gram, slated to be held during April
and May.

The convention, slated to be held
at the King of the Road Motor Inn,
will be geared to informal work ses-
sions following Thursday special
banquet and show set for the Barn
Dinner Theater.

Friday’s sessions will begin with a
special over-all product presentation
being coordinated by merchandis-
ing director Jack Maher. During
that presentation, RCA’s April pop,
classical and Camden product will
be unveiled, along with their respec-

tive merchandising, advertising and
promotional tools.

Concluding the presentation, and
receiving a key push, will be the sec-
ond Country Cookin’ program,
which will again utilize a broad
range of merchandising, sales and
promotional techniques. Last year's
emphasis on in-store display mate-
rials has been extended, with the
presentation to point up the variety
of inter-related tools, including a
special consumer catalog for distri-
bution at retail locations; a special
ad kit; streamers; a specially de-
signed poster by caricaturist Jack
Davis, featuring RCA’s entire coun-
try roster; rack and browser box
headers; special box matches, tied in
to the Country Cookin’ barbecue
motif; a new two-way in store mo-
bile, which can also be used as an ea-
sel back or wall poster; and a special
order form.

Also scheduled for the campaign,
and slated to be presented during

(Continued on page 13)

2 Indicted as
Promoters of
Fake Shirelles

NEW YORK-The Federal
Grand Jury in the District of New
Jersey has handed down an indict-
ment charging entrepreneur Charles
William Cascales, Sr., a/k/a Charles
Cabot, and singer Vessie Lee Sim-
mons with defrauding audiences,
club owners and entertainment di-
rectors by promoting a bogus Shi-
relles singing group.

The female vocal quartet passed
off by Cascales and leader Vessie
Lee Simmons had reportedly played
dates since at least Oct. 6, 1969. Un-
masking the fraud, according to
Lewis Harris, attorney for the real
Shirelles, became possible after club
owners called the group’s manage-
ment, after booking the bogus act,
and questioned how little that act
had charged.

Another tip-off came when the
Cascales and Simmons’ groups
played dates in Phoenix and Omaha
while the real Shirelles were per-
forming to a full crowd at Madison
Square Garden.

Savoy Founder Lubinsky Dead

NEWARK, N.J.—Founder of one
of the industry’s oldest R&B, jazz
and gospel labels, Herman
Lubinsky,® 77, died here Saturday
(16) following a nine-month illness.

Lubinsky, who founded Savoy
Records in 1939, continued actively
for 34 years, setting a record for a
modern industry executive. He orig-
inally got into the record business
through electronics.

He was a chief petty officer and

radio operator in the navy during
the Titanic disaster, during which
the ship on which he was radio man
relayed distress signals of the sinking
Titanic to shore radio, supervised
by the late General David Sarnoff,
who became the RCA chief. Lubinsky
left the service in the early thirtes,
helping to open Newark’s first radio
statton, WNJ. Later in that decade
he opened a radio shop here, which
added a record inventory shortly at-

Stones Seek Quick
Approval on Award

NEW YORK — The Rolling
Stones filed an affidavit in New
York Supreme Court here last week
asking quick confirmation of an ar-
bitrators’ award in its dispute with
ABKCO Industries Inc. (Billboard,
March 9), charging that further de-
lay might imperil the ability of
ABKCO to meet royalty obligations
due the artists.

ABKCO had requested a delay in
the court’s consideration untl a re-
lated decision on a hassle between
the litigants involving copyrights
was handed down by another arbi-
tration panel (Billboard, March 16).

The award affirmed ABKCO
ownership of all Stones masters pro-
duced prior to Aug. 31, 1970, except
for three albums turned over to the
artists; held that ABKCO could not
issue any unreleased masters with-
out the Stones’ consent, and per-
mitted the Stones to tape live con-
certs in which protected titles were

Jazz Booklet
Out by Schwann

NEW YORK—-A new bookiet,
“The Basic Record Library of Jazz,”
has been published by W. Schwann
for distribution: through record
stores. Listed are 250 recordings, se-
lected as the best among those cur-
rently available in the category by
Richard Seidel, former curator of
the Institute of Jazz Studies at Rut-
gers University. The booklet will sell
of 50 cents.

More Late News
See Page 114

performed so long as the material
was not released for sale on disk or
tape.

The affidavit, prepared by Eu-
gene P. Souther, a member of the
firm of Seward & Kissel, attorneys
for the Stones, states that the award
affirms the group’s right to tape and
record club royalties “on monies
earmned by respondents ABKCO for
sales commencing April 1, 1972,
and his belief that “the wrongfully
withheld royalties amount to be-
tween a quarter and one half million
dollars.”

The affidavit also asserts that
ABKCO Industries’ “financial con-
dition is seriously deteriorating, rais-
ing grave doubts about their contin-
uing ability to pay the debt.” It cites
figures from the company’s financial
report for the quarter ending Dec.
31, 1973, showing that “revenues for
that period dropped to $2,281,287
from $4,356,190 for that period in
1972, while net income for that same
quarter fell from a profit of $364,097
in 1972 to a loss of $59.830 in 1973.”

The document states: “Time is of
the essence in collecting the substan-
tial royalties owed.”

When ABKCO cross-moved to
stay entry of the award, ABKCO
chief Allen Klein said that some
$700.000 had been bonded to cover
royalties due the Stones.

The Souther affidavit also
charged that a delay in confirming
the award may impede current ne-
gotiations by the Stones “for the re-
lease of a motion picture ac-
companied by a synchronized
soundtrack of live tour perform-
ances of previously recorded and re-
leased material.”

ter its opening. Lubinsky recorded
early Savoy artists, such as Al
Cooper and the Savoy Sultans, on a
Wilcox-Gay Recordio disk machine
in the store.

Fred Mendelsohn, record veteran
who had been operating the firm,
continues in that capacity. He esti-
mates that Savoy has a master lode
of over 10,000, many unreleased.
Lubinsky introduced R&B artists in-
cluding: Big Maybelle, Nappy
Brown, Paul Williams, Little Esther
and Wilbert Robinson; and gospel
artists like the Ward Singers; Rev.
James Cleveland; the Davis Sisters,
the Gospel Clefs, Jessy Dixon; the
Blind Boys, the Caravans, the Gos-
pel Harmonettes and many others.
The black gospel catalog of over 500
is probably the largest on record. At

(Continued on page 114)

In This Issue

CAMPUS.......ovirireiieteniene,
CLASSICAL. g
COUNTRY.....cooviieieniernineeinnns 66
INTERNATIONAL 90
JUKEBOX PROGRAMMING....... 54
LU rod o o 54
MARKETPLACE .... .55
RADIO ......c.ecnn.... .44
SOuL...... -2

TALENT ...oveerrerreene ...34
TAPE/AUDIO/VIDEO................ 56
FEATURES

VOXJOX . iueieeereraernneeneniaeaeraesoncnns 44
CHARTS

FMACHION ...ooviiiiiiiiiiiieie 53
SoulLP's........... .53
Hot Soul Singles... .52

Hot Country LP's ........ .70
Hot Country Singles ... ....68
Hot 100 .......... . ..108

HotLatinLP's................
Top 50 Easy Listening ...
Hitsof theWorld ..................... 107
TOPLP'S e 110,112

RECORD REVIEWS
Album Reviews .... ..
Singles Reviews ......................

When Answering Ads . . .
Say You Saw It in Billboard

- == - —
| °
_ Executive Turntable |
Henry Allen, in charge of promotion for Atlantic Records for
the last eight years, has been appointed vice president, director of
r&b product for the company. Allen will be responsible for all r&b
talent signings and acquisition of new masters, in addition to over-
seeing all phases of r&b product, from recording session through
packaging, promotion, publicity, advertising and touring. Allen,
who was named a vice president in 1967, has been with Atlantic for
20 years, beginning as head of the stock room and working his way
up through the company’s promotion department. . .. Following
the appomtment of Thomas Z. Shepard as vice president, classical
a&rat RCA Records (see Executive Turntable, March 23), R. Peter
Munves has been named director, marketing, Red Seal and special
products for the company. In his new position, Munves will be re-
sponsible for merchandising and marketing campaigns for RCA’s
Red Seal and Erato classical labels, reporting to division vice presi-
dent, marketing, Jack Kiernan. Munves wi'l continue to play an ac-
tive role in a&r, with an emphasis on repertoire planning and pack-
aging, framing releases, creating repackages and investigating
master leases.

BONUSO

COFFINO

MUNVES

Wally Schuster has been named vice president of the United
Artists Music Publishing Group. He had been a general profes-
sional manager at Robbins Music prior to his UA Music involve-
ment. ... Also at United Artists Records, Denny Diante has been
named a&r director, responsible for artist acquisition and talent
development. Diante joins UA from the Peer-Southern Organiza-
tion, where he was West Coast professional manager. ... At Co-
lumbia Records, Jonathan Coffino is now associate director, prod-
uct development, for the label. Coffino will be responsible for
marketing and exposure of both contemporary and country prod-
uct, acting as liaison between the product management group and
the artist development department. He will continue his responsi-
bilities as product manager for various artists, reporting to Don De-
Vito, national director of product management. Coffino joined Co-
lumbia in 1969. . .. Also at Columbia, Edward Bonuso has been
named associate director, budget administration, responsible in
that post for the preparation of budgets for Columbia distribution
and the review of all other marketing budgets. Bonuso, who now
reports directly to vice president, marketing, Bruce Lundvall,
joined CBS Records in 1969.

*x x %

Lee Zhito, Billboard’s editor in chief and publisher, announces
the following editorial staff realignment effective April 1: Eliot
Tiegel has been appointed managing editor, a new position. Tiegel,
with the magazine since 1963, has headed its Los Angeles news bu-
reau, edited special issues for the past two years and ran the record
review program for the past year. He assumes direct responsibility
for all members of the editorial staff.

Earl Paige, Midwestern editor based in Chicago, replaces Tie-
gel as special issues editor and transfers to the Los Angeles head-
quarters. Paige has served as the Tape/Audio/Video department
editor for the past year and a-half and and has also edited the Juke-
box Programming section. He has been with the magazine seven
years. He will continue handling tape on an interim basis until a
new editor is named.

Nat Freedland, a member of the Los Angeles staff for two years,
assumes responsibility for the Talent Section, replacing Sam Suth-
erland who is leaving. Bob Kirsch, a member of the magazine’s Los
Angeles staff for two years and with Billboard Publications for four
years, becomes Record Review Editor, relieving Tiegel of that re-
sponsibility. Kirsch will coordinate the singles and album program
with reviewers in the New York and Nashville offices from Los An-
geles. He relinquishes his former post of West Coast Tape Editor
and instead becomes West Coast Country Music Editor, a new
post, providing stories for Country Editor Bill Williams in Nash-
ville.

John Sippel, news editor for the past two years, moves into the
newly created post of Marketing News Editor to concentrate on
stories involving retailing, wholesaling, and marketing of products
and services in the magazine’s coverage areas. Sippel will work on
this specialty area out of Los Angeles.

In addition to these promotions, Zhito has also formed an exec-
utive editorial board to explore, study and review new areas of cov-
erage and readership service. Its members besides Zhito include:
Tiegel, Sippel; Claude Hall, Radio/TV Editor; Is Horowitz, the
New York Bureau Chief; Mildred Hall, the Washington Bureau
Chief and Paul Ackerman, Editor Emeritus.

T

At Famous Music, John Davis is now West Coast director of
promotion. He will be responsible for directing the West Coast lo-
cal promotion staff and coordinating sales and airplay for his re-

(Continued on page 8)
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GREATEST HITS
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The greatest “Greatest Hits” album ever contains “It’s
Not Unusual” “What's New Pussycat?” “Delilah,’
“Daughter Of Darkness,” “Green, Green Grass Of Home,”’
“Love Me Tonight” and “She’s A Lady” Plus many of the
other singles made famous by one of the all time
phenomena in entertainment history.

“TOM JONES’ GREATEST HITS"

An album phenomenon .

LONBOX

STEREDO TAPES
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General News

Cable Comment
Dear Sir:

[ recently read with great interest the ar-
ticle which you had in your magazine. On a
radio station in Texas thatsimulcasts its pro-
grams on the local cable television system
using the local cable channel cameras. Ac-
cording to the article they do it on a some-
whatirregular basis, thatis they are on when
there isn't anything ¢lse on that particular
channel. I thought that it was a very good ar-
ticle (as brief as it was) also I would like to
take this opportunity to inform you that our
company’s local programming channel
“CABLEVISION 3™ does the same type of
program on a regular basis. four nights a
week. We call it CABLE ROCK, the main
difference between our program and the
one in Texas is that the deejays are our own.

I would also like to inform you that we
think Billboard Magazine is a great publica-
tion. It not only helps us to keep up on what
is happening in the business, but it also
helps us in formulating our playlist. We use
the Billboard charts to make up the afore-
mentioned playlist. | might also mention
that we think that your column in particular
is the greatest.

I have heard from various sources that
your column has been very helpful to sta-
tions who aren't getting good service from
record companies representatives. There-
fore [ would like to ask you for some help in
obtaining service for our station from the
various record companies. Because at the
present time all of the records that we use
belong to the people who play them on the
air. So any help that you can give us on get-
ting on record companys mailing lists will be
greatly appreciated.

Thank you in advance for your considera-
tion and cooperation. 3

Brian A. Haskell

Producer-Director

Montachusett Cable TV

Leominster, Mass. 01453

Clarification
By Viewlex

NEW YORK-—A Viewlex
spokesman here has clarified a
story in last week’s Billboard
(March 23 issue) reporting a
company projection that it would
close its 1973-74 fiscal year with
an operating profit. That esti-
mate comes before allowances
“for corporafe interest and
taxes,” the spokesman empha-
sized, “and that after providing
for such interest and taxes View-
lex could not make any predic-
tion as to what, if any, their net
profit would be.”

Wilson's Support
Helps AGAC Start

® Continued from page 3

Lew Bachman, executive director
of AGAC, said the guild had in-
creased its revenues in 1973 by 10
percent. New membership rose from
143 in 1972 to 254 in 1973, with the
collective total very near 3,000.

Audits Continue

He said that an audit of Warner
Bros. Music indicated that the firm
was working satisfactorily with
AGAC and a than a | percent error
factor, unusually low, was noted. He
said that Admont Music and its sub-
sidiary, Brent, were audited, but that
complete records were not disclosed
for the audit. Linden and Deutsch,
AGAC’s legal counsel, were prepar-
ing a legal move to complete the au-
dit, he said. He said that 20th Cen-
tury Fox Music had agreed willingly
to an audit, which will begin soon.

A program of discounted service
has begun, with Hertz rental offer-
ing AGAC members a 20 percent
discount. A list of recording studios
nationally, who will offer AGAC
members a discount, will soon be
published, he added

Letters to the Editor

BIEM Report
Dear Sir,

The report appearing in your article of
12th January 1974 under the title "BIEM
Hit on Royalty Rule on Imports™ could lead
to confusion on two points.

(1) BIEM’s general rule has always been
that mechanical reproduction rights should
be paid the Phonographic Industry in the
country of manufacture of records, as op-
posed to the country of sale. The only excep-
tion to this rule is where records are pressed
by special contracts. So far as the collection
of royalties is concerned, therefore there is
no change proposed by BIEM.

(2) The change to which you allude is con-
cerned solely with the distribution of royal-
ties by the Associated Societies of BIEM but
it should be made clear that it affects only a
limited part of such distributions, that is to
say to royalties deriving from catalogs of
works controlled by virtue of a general con-
tract, as opposed to works subpublished by
virtue of an individual contract.

I think it is essential that your readers
should be correctly informed on this matter
and [ should therefore be obliged if you
would kindly publish the present letter in
your next issue.

J. ELISSABIDE
Secretary General
BIEM

Paris, France

Melanie LP
Promo With
Lancers Wine

NEW YORK-—Neighborhood
Records has bowed its most exten-
sive and elaborate marketing cam-
paign on its new Melanie album
“Madrugada,” spearheaded by a tie-
in with Lancers wine. The tie-in cen-
ters on giving 500 packages contain-
ing glasses imprinted with the al-
bum’s graphics, a tray and a bottle of
Lancers wine, in addition to the al-
bum, to deejays, program directors,
distributor sales managers, and the
press.

The album will also’be supported
by a concerted promotion by Musi-
cal Isle of America at 860 of its
leased departments for two weeks
beginning April 15. The. outlets will
feature in-store airplay and window
displays of the album. The album
will be promoted as MIA’s Album of
the Week during that two-week pe-
riod.

Also, 60-second time buys will
support the record in conjunction
with Melanie’s national tour which
begins in Westbury, N.Y, on Friday
(29). Full-page ads in college news-
papers, color posters, easels and
50,000 flyers are backing the drive,
too. Five promotion men have been
added to help move the record in
specific key areas.

A similar thrust overseas is’

planned and will emanate from EMI
in London, where EMI will launch a
major drove on campuses there. Me-
lanie’s first gold single was “Brand
New Key.” She acquired the award
soon after her label became affil-
iated with Famous Music.

K-Tel Maps
Mpls. Base

MINNETONKA, Minn.—K-Tel
International, Inc. will build a $1.3
million headquarter building in the
Napco Industrial Park in this Min-
neapolis suburb.

Construction is set to begin
around June 1, with completion of
the 118,000 sq. ft. structure planned

-for Oct. 1. The building will house

the firm’s corporate offices as well as
serving as the central distribution
warehouse for the U.S. Company
operations now housed in four loca-
tions in Minneapolis will be consoli
dated

Peer Rejoinder
Dear Sir.
Dear Lee and Paul,

Mildred Hall's article in the February 23rd *
issue of Bilthourd (“Pub’s in new tune

$3bid™) suggests that music publishers’
requests for fair compensation for compos-
ers and themselves were creating major de-
lays in the pending revision of copyright leg-
islation. Certainly you are aware that the
suppliers of inteliectual property are among
the most anxious for a revision of our out-
moded authors' rights legislation. The in-
flexibility of far wealthier corporate adver-
saries has been the basis for much of the 15
year delay in bringing our laws into step
with the rest of the advanced countries.

In light of current inflation, it is not unrea-
sonable for publishers and composers to feel
that an increase of one half of one cent since
1909 in the maximum permissible practical
charge is inappropriate. In recent months

scarcely an issue of Billhoard has come on

my desk that does not contain a front page

reference to vet another rise in the price of

recordings. Simultaneously. in the past dec-
ade the number of selections per album has
decreased. The record companies correctly
recognize our inflationary economy and
have responded to it. It is urgent that the
creators and publishers have a method
whereby they can “Raise their prices” to a
level commensurate with today’s costs.
A most practical solution to this ongoing
problem would be to base the mechanical
royalty on a percentage of the suggested re-
tail price. For reasons of their own the
record companies apparently do not find
this solution to be acceptable.
Sincerely,
Ralph Peer, 11
Peer-Southern Organization

NARAS Reprints

Dear Sir:

I would just like to thank you for the most
wonderful cooperation that you have been
giving to us in connection with the Grammy
Awards. We are so very gratetul for all the
extra efforts that your staff expended in
helping us provide the nominated album
package reprints to our members for voting
purposes.

All best wishes.

Sincerely

Christine K. Farnon

National Manager

National Academy of Recording Arts & Sci-
ences, Hollywood, Calif.

Polydor, Phonodisc
Promo on Ms. Jackson

NEW YORK-—Polydor Records "

has launched a special marketing
campaign on Millie Jackson’s new
Spring Records album “Miilie.” The
program represents the first major
coordinated marketing effort under-
taken by Polydor and Phonodisc.
The drive is tagged to the theme
“March Plus Millie Equals Money”
and will carry into June in conjunc-
tion with Ms. Jackson’s current U.S.
tour. Advance time buys on radio,
trade and national dealer co-op ad-
vertisements are spearheading the
drive, which began in mid-March.

Tiffany Bags
Old Radio LP’s

LOS ANGELES—Jules Halperin
of Tiffany Enterprises of suburban
Northridge has taken over national
distribution for Memorabilia
Records.

The 30-single LP series, which
lists at $4.98, is based on vintage ra-
dio shows, dating back to the
thirties. Artists in line include AlJol-
son, Eddie Cantor, Martin and
Lewis, Burns and Allen and such
shows as “Dick Tracy,” “*Amos and
Andy” and “Lum and Abner.”

Halperin will continue to distrib-
ute nationally his own Tiffany clas-
sics, the one-hour classical tape
series.

When Answering ‘Ads

~Say You Saw It in Billboard

MARCH 30, 1974, BILLBOARD

5



WE HAVE TODAY

AN EICYD & STORIES
TRAVELING UNDERGROUND

LOVE FROMITHE UM

B CHARLIE DANIELS BAND
WA
o P o

NORMAN CONNORS

|
|

GLADYS KNIGHT & THE PIPS
P T
JARIES EAKL JONIS « n'm:l‘.g\ac CARROLL

es§o

= o

GLADYS KNIGHT & THE PIPS

SUGARLOAF/JERRY CORBETTA | GOT A SONG l

SUGARLOAF

T The oot Of e Yok l

[
WRITER /PRODUCER /ARTIST7 SUPERSTARY

\ /
=N i._“/

CURTIS MAYFIELD

LEROY HUTSON
| T&THE]!?)S |
Qe L9 \=/
St

GLADYS KNIGHT & THE PIPS

WHAT YOU'LL BE SELLING
TOMORROW!

WELCOME TO NARM -THE BUDDAH GROUP

© 1974 Buddah Records Inc., A Subsidiary of Viewlex Inc.



Financial News

Analysts Again Eyeing Music
Shares With Rosier Glasses

LOS ANAGELES—Although a
number of music industry stocks
have turned in lackadaisical per-
formances, a growing number of
analysts argue that the time is ripe
for a speedier business recovery.

At least part of this reasoning can
be laid to the sttlement of the oil
boycott and signs that raw materials
shortages will not be as severe.
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Many on Wall Street view late
1974 as optimistic and predict a
stronger U.S. economy by 1975 “if
inflation can be curbed or con-
trolled.”

The record industry as a whole
has been hard hit by reports of a
shortage of vinyl, a petrochemical
substance, while tape companies,
particularly duplicators, are short of
both plastics and petrochemicals.

Analysts reason that stocks caught
in the “shortage merry-go-round”
are likely to rebound after the settle-
ment of the oil embargo, and tape
companies will react more positively
now that the government has re-
moved Phase 4 restrictions from the
petrochemical industry.

To be sure, inflation still hangs
over most companies, and analysts
are hedging on whether or not
record and tape stocks will feel the
consumer’s cautious attitude of
holding spending of leisure dollars
0 a minimum.

The general forecast, however, is
that business will start turning up
late this year with some containment
of inflation expected in late 1974.

The same analysts also feel the
“bottom™ has been reached in music
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industry stocks and now is the time
“to scoop up bargains.”

“No longer are stocks overpriced,”
one analyst confirmed. “Most stocks
in the music industry are at true
value.”

The worry of many companies are
corporate profits, which have been
dipping. Higher costs of both mate-
rials and labor could cut deeply into
profits, with some analysts predict-
ing an after-tax profit decrease of as
much as 5-7 percent this year.

The hiatus of the private investor
and the institutional bargain hunter
may be over, but a lot of analysts are
hedging their bets because of infla-
tion.

ABKCOInd’s
Loses $$ on
Beatles Mgt.

LOS ANGELES—ABKCO In-

- dustries felt the loss of its manage-

ment agreements with the Beatles in
the worst place—the company’s
pocketbook.

In a report to shareholders, Allen
Klein, president, reported the fiscal
year ended Sept. 30. 1973 marked
the first loss for the company in six
years.

“The two main factors in
ABKCO's overall results were losses
in the production and distribution of
motion pictures and the termination
midway through the year of man-
agement agreements with Apple
Corp. Ltd.. its subsidiaries and affil-
iates, and George Harrison, John
Lennon and Ringo Starr” Klein
said.

The company'’s records, tapes and
music publishing divisions contin-
ued to operate at a profit, the report
stated. The distribution division
ended up the year with a loss.

Of the company’s $311.251,055
sales in 1973, music publishing ac-
counted for $634,457 ($802.003 in
1972): business management fees of
$592,006 (51,844,857 in "72): royal-
ties, tape, commissions of $548.405
($215,486 in "72): film distribution
of $751.489 ($886.733 in '72): and
records of $8.724.698 ($7.460.801 in
"72).

For fiscal 1973, ABKCO lost
$3.385 on sales of $11,251,055. com-
pared to sales of °$11,209.880 and
earnings of $1,398,597. or 95 cents a
share. 1n fiscal 1972.

WALT DISNEY PRODUC-
TIONS, Burbank. has established a
new credit agreement for an unse-
cured $75 million 7-year loan with
Bank of America and a group of
Florida banks. Purpose of the new
credit agreement is to restructure
existing debt and provide additional
working capital. The loan is re-
payable $10 million annually in
1975 to 1980, with a final $15 million
payment in 1981,

* %

INTERSTATE STORES, New
York, will close 15 Topps stores in
the Midwest and one White Front
stores on the West Coast. Additional
discountstores will be closed in com-
ing months.

Interstate had already closed 38
discount stores, including 19 White

- OfftheTicker

AIWA Corp., Tokyo, 50 percent
owned by Sony Corp., has termi-
nated a contract to import Motorola
television sets. The cancellation was
announced after Matsushita Elec-
tric Industrial Co. said it planned to
purchase Motorola’s color television
division. ... Gulf Oil Corp., Pitts-
burgh, announced that its board of
directors decided not to purchase
Ringling Bros.-Barnum & Bailey
Combined Shows, a subsidiary of
Mattel.

* * *

MEXICO is planning to give tax
subsidies toindustries along the U S.
border, including 100 percent sub-
sidies to cover duty on needed ma-
chinery and 60 to 100 percent tax
subsidies on imported raw materials.

Front stores. The retailing chain has
reported a net loss of more than $20
million for the first nine months of

m e | Eamings
_Reports

earnings in 1974 to be 10-15 percent
above 1973’s $24.9 million, or $5.32
a share. . . . Alvin Tanenbaum, a ben-
AMERICAN MUSIC STORES
2nd qtr.
to Jan.31: 1974 1973

eficial owner of Lloyd’s Electronics,
has disposed of 12,000 shares in Jan-
uary, reducing holdings to 517,570.

... Ampex Corp., Redwood City, ia16§ 5”-(2,(2)*'3-:?; 510-22;.5?2
: etincome . |
Cahtf., has been qw_arded contracts Per share 102 5
totaling $1.45 million to provide Fully diluted 94 91

audio and video equipment to the Bt

. - . Six-months
Nal_lonzlil Iranian Radio & TV Or- Pershare s
ganization. . Fully diluted 120

Compatible
Discrete
4-Channel

Records
CONTACT:

JVC Cutting Center, Inc.
RCA Bldg., Suite 500

6363 Sunset Boulevard
Hollywood, California 90028

Executive Turntable_ |

® Continued from page 4

gion, reporting directly to national promotion director Fred Rup-
pert. Davis most recently directed national promotion for Elektra
Records. . . . At United Artists Records, Jeff Samuels has joined the
publicity and artist relations department, joining Susan Biond as
coordinator of publicity for the East Coast. Samuels, who will be
headquartered in New York, was most recently an account execu-
tive with publicists Solters, Sabinson and Roskin, and worked pre-
vious to that with Warner Bros. Records’ publicity operation, and
on the music staff of Variety. . . . Kerry Cowin has been named head
of administration, ABC/Dunhill Music, Inc. (BMI) and American
Broadcasting Music, Inc. (ASCAP). She will continue to supervise
the copyright and licensing departments, as well as taking responsi-
bility for domestic and foreign administration. She has been with
ABC since 1970. ... Barry Resnick has assumed the post of East
Coast promotion director for Blue Thumb, a newly-created posi-
tion. Resnick was formerly with Chess/Janus in a similar capacity,
and worked prior to that with London and MGM.

- 2 : 2 s ERE
FRANKLIN KINGSBOROUGH SAMUELS
Irwin Goldstein, 24-year record veteran most recently with Lon-
don Records as national branch credit manager, has joined
Warner/Elektra/Atlantic Distributing as assistant controller.
WEA has also made four additional new staff appointments in its
Hollywood home office: Ed Majeski and Ed DeCort are helping
develop a new mini-computer system to be in operation in 1975;
Rick Diaz and Carl Currin have joined the accounting department.
... Jack Hakim has resigned as United Artists promotion man for
Southern California, and is negotiating with other labels. . . . Mick
Brown has been named national sales manager of 20th Century
Records. He previously managed MCA's San Francisco branch. . ..
John Oldman has split from Oldman-Goldwater Publicity of Los
Angeles to enter personal management. His former company 1s
now titled Goldwater & Associates. . . . At Blue Sky Records, Mar-
cia Franklin has been named executive assistant, working closely
with Blue Sky label and Organic Management head Steve Paul,
and other principals in that production and managment complex.
Ms. Franklin most recently served as tour secretary on the Bob
Dylan Band tour, Previously, she handled similar duties for San-
tana’s European tour, and has worked with RCA Records.
(Continued on page 114)

MARCH 30, 1974, BILLBOARD



“LOVING ARMS” is the song that helped make
KRIS & RITA’s “Full Moon” the #1 Gountry
album in the country.

! i B
on A . Records Produced by David Anderle
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General News

i

Joel Whitburn’s

Record
Research
Report

- Solo female vocalists have not had much
- success in the past 34 years in running up
a long string of 2 1 records. Male vocalists
and vocal groups have dominated this area
since the first Billboard pop charts began

>~ back in 1940. Elvis Presley, Bing Crosby,
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- The Beatles, The Supremes, Perry Como,
Glenn Miller, and Jimmy Dorsey have been
the most dominate to date.

During this period only three female vocal-
. ists have managed to achieve three 1
= hits on the pop charts: Rosemary Clooney,
Patti Page, and Connie Francis. Cher now
foins this three-some with her third 21
single—"Dark Lady.”

As difficult as it is to make the #t 1 spot on
the “Hot 100" chart, it is really an incred-
ible feat when an artist strings together 2
or more consecutive ¥ 1 singles. The
Beatles managed to do it in 1965-'66 with
6 consecutive # 1 hits! Elvis Presley had 2
string of 5 during 1959-'61; and The Su-
premes Put together a string of 5 during
1964-'65. More recently, The Jackson Five
hit 2 1 with their first four single releases.

Besides Cher's current string of 2 consecu-
tive 1 records—"Nalf-Breed” & “Dark
Lady,” Ringo Starr has the only other
string in progress with “Photograph™ and
“You're Sixteen.” His new release “Oh My
My" looks headed for #t1 and this would
certainly rank as one of the greatest
achievements to ever happen on the “Hot
100" charts.

Incidentally, in case you haven't noticed,
Bill Haley's "Rock Around The Clock” is
back on the current "Hot 100" chart. It
was nearly 19 years ago—May 4, 1855~
that ole Bill first cracked the national
charts with his great classic. It's always
great hearing it again, but those who re-
member will never forget its impact and
excitement upon hearing it for the first
time when Rock ‘N’ Roll was an infant and
about to become a giant that has not and
probably will never die!!

Trivia Question #£14

The first # 1 record by a solo female vocal-
ist occurred back in 1944. Who was this
artist and what was the name of the
record?
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Maif in the coupon below to
order books listing complete
data (date/highest position/
total weeks charted/label & re-
cord no.) for 8very record to
make the Billboard charts.
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Guyden and others.

Los Angeles independent label distributorship, officially
went statewide here last week when they opened their new
branch here to cover northern California. RM opened
representing the entire state for the following lines: 20th
Century,- Phonogram, CTI, Caedmon, Everest, Jamie/

Sid Talmadge Opens RM

Branch

Attending the bow of the new SF outlet were: left to
right, Sid Talmadge, distribution veteran and president
of RM; Jack Lewerke, RM vice president; Dick Hughes,
local branch manager; Larry Karp, local promo man-
ager; Tom Roddin, national sales chief for 20th Century;
and George Steiner, dean of coast regional managers,
now with Phonogram.

Robot Radio Would Aid Live Talent

® Continued from page |

morning at the 52nd annual conven-
tion of the National Association of
Broadcasters here that broadcasters
were going to have to turn more to
automation in order to free both air
personalities and program directors
for more time to “think.”

In a session guided by Jack
Thayer, executive vice president and
general manager of Nationwide
Communications, on “Radio Pro-
gramming . . . Future Shock,” Mike
McDougald, general manager of
WAAX-AM in Gadsden, Ala., said
that he was considering automation
very seriously for his country music
station . . . “we’d better be willing to
hire machines to do the things we al-
ways thought were sacred.” But at
the same time he pointed out that he
would use his own mind with it and
forget about “walk-away time.” He
spoke of the success of Jim Schulke
with his syndication music service
and pointed out that “‘generally
speaking, where the stations that use
his format have live announcers,
they beat similar stations without
live announcers.”

Thayer had earlier mentioned
that we are now living in a world of
future shock ... that technological
and sociological changes were hap-
pening so fast that often people can’t
adjust to them. “We've put men on
the moon, but we have run out of
gasoline at home. Something has
happened to our system of responses
-and we’re in a raging path of
change.”

Many of the exhibits (the NAB
had probably its best and largest ex-
hibition of equipment ever for both
radio and television) were devoted
to new automation equipment.
PAMS of Dallas was exhibiting a

cent from what it had been in previ-
ous years when the convention was
held in either Chicago or Washing-
ton. The honest truth was that hotels
were just too far spread out. Though
there was a shuttle bus service be-

-tween hotels and the center, the only

transportation between the major
hotels themselves was an expensive
taxi ride.

“I think we’re being pushed out of
the NAB just like the television syn-
dication firms were,” one radio serv-
ice firm executive stated.

On Sunday, there was almost no
visitors at all; Monday was pretty
good; Tuesday was less than Mon-
day. One exhibitor with an expen-
sive $350-a-day suite could aptly fig-
ure his per head cost at more than
$25 (and that was just to get them in
the door to talk to them; sales were
rare).

Also speaking during the pro-
gramming session guided by Jack
Thayer were Willis Duff of Enter-
tainment Response Analysts, a San
Francisco research firm, and Harold
Hinson, managing director of WBT-
AM in Charlotte, N.C. Hinson
talked on how the radio station,
slowly fading into history, was re-
vitalized with a fresh programming
attack (he played samples) and in-
novative strong promotions. Duff
spoke of new trends in radio pro-
gramming ... how some stations
were now controlling commercial
copy and tailoring the news to fit
their particular target audience and
newsmen seeking ways to identify
with their target audience much as
commentators do. He talked of a

new way to sample listeners with a
device hung over a freeway. Then he
mentioned the services of ERA, one
of which enables a radio station to
check itself against potential compe-
tition not even on the air in the mar-
ket. “ERA type research is all over
our future,” he said. And he con-
cluded by stating that he thought ra-
dio was improving and “improve-
ments in the state of the art will
bring more and more listeners to ra-
dio.”

Richard E. Wiley, new chairman
of the Federal Communications
Commission on Tuesday (19) at a
management luncheon announced a
“vigorous campaign” to rid the ra-
dio-TV industry of some unde-
sirable *“and unsavory business
practices and, perhaps, some unde-
sirable and unsavory licensees.” He
said the day was over when oper-
ators could deal in such things as

rigged contests, hoax announce--

ments, unauthorized transfers of
ownership or control, and “a num-
ber of other very shoddy actions.”

He also announced that the FCC
will launch a series of regional meet-
ings designed to take the govern-
ment out of Washington and put it
face-to-face with the people. First
meeting will be in Atlanta and de-
voted to FCC policies.

Vincent T. Wasilewski, president
of the NAB, lashed out on Monday
(18) at the decision of the Supreme
Court in the CBS-Teleprompter
copyright case which basically al-
lows CATV systems use of copy-
righted material without royalties.

(Continued on puge 13)

Dick Clark Hosts
Vegas Oldie Revue

® Continued from page 1
reflecting tads and stars of the past
20 years.

“The reason 1 am calling this a
revue,” Clark said. “is because |
would like it to be a year around
thing with rotating acts and the core -
of the show remaining stable. In that
case, | would drop out as performer
and remain as producer/ presenter.”

Other facets of the show will be a
group of dancers called the Greasey
Kids and souvenirs to be given to the
audience. Clark will go to Las Vegas
two weeks before the show opens to
work on promotion.

“The time is right for this sort of
thing,” Clark added. "If you look up
and down the strip, you see names
like lke and Tina Turner, Paul
Anka, Paul Revere_& the Raiders,
Fats Domino, Kenny Rogers and
Fabian. All of these people came out
of the recording industry.

“In addition, this revue is a reflec-
tion of the various rock shows on
television, movies such as ‘Let the
Goodtimes Roll' and ‘American
Graffiti’ and television shows like
‘Happy Days.™

Nickleodeon,
UPM in Pact

NEW YORK—Nickleodeon Pro-
ductions and its president, Vince
Mauro, have signed an exclusive
representation agreement with
United Professional Management,
Inc.

Mauro was the producer of Mor-
gana King’s album “New Begin-
nings” on Paramount Records. He
has also produced a number of suc-
cessful music commercials.

LITTLE
LP's

We also make big
LP's—35's—B tracks—
cassettes

disk-
makers

Write for Price List
New York Office
160 East 56th St. (212) 966-3185
Philadelphia Plant,
925 N. 3rd Street, Philadelphia
(215) MA 7-2277

\, J

In the ultra competitive world of records and tapes—

st INEBAP 19581977 © new computer controlied automated
643608 21972 3 | broadcast system for both AM and GOLDEN /WONDERLAND RECORDS has NO COMPETITION
TOP POP 1940-1955 o FM stations called the Cybrix 1000.
@ $20 ea ’ p Many of the firms, including Scha- TRIPLE PLAY RACK ¢NO COMPETITION—an our new Triple Ploy
y H fer Electronics. tied in with radio b i 3-sided disploy rack—uniquely aurs

1949-1971 @ $20 ea.
__ RHYTHM &BLUES

1949-1971 @ $20 ea.
—__ _TOPLP'S 1945-1972

Make your check or
. money order to:

ecord
esearch@

P. O. Box 82

Menomonee Falls, Wis. 53051

—__COUNTRY & WESTERN ¢

programming syndication firms. . ..
Schafer equipment on the exhibition
floor played Drake-Chenault prod-
uct and if you visited the Drake-
Chenault hospitality suite in the

did other syndication and equip-
ment firms.

And this was highly fortunate. A
large number of the radio syndica-
tion firms were in the Shamrock Ho-
tel several miles from the convention
center and the exhibition site. Most
of the syndicators reported that at-

NEW!

Sells Records 1-2-3! I

alone.

*NO COMPETITOR—has o better reputation
far w-i-d-e cansumer acceptance of

their product,

*NO COMPETITION—an variety of repertaire,
fram Fiddler an the Roof ta 101 Nursery
Rhymes. Praduct priced fram 29 cents ta $6.29

advertising, and oll doy-in, day-aut

business practices.

What Does This Mean To You?

(25910 ewr Holiday Inn, ot could find more *NO COMPETITOR—surpasses aur product
Name Drake-Chenault music also on quality.
i —i -ta-the-mi
Address T M eerchandising cidss naw cotangs, new
Cit e unicalions praducts, new disploys, new prepacks
y geles teamed up with Gates for ¢NO COMPETITOR—baasts o saunder manufacturer-
State Zip — double exposure the same way, as to-custamer relotianship, including pricing,

GOLDEN/WONDERLAND can positively help you be ultra competitive in record sales by increasing
your volume at good profit levels in a segment of the business that generates dollars all year long.

Contact: Bob Goemann, A.A. Records, Inc, 250 W. 57th St. N.Y.C. 10019 212-765-3350
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EI.ANIE’S BEST LP IN YEARS.”
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Announcin
Ivy Hill’s
Super Paclcage.

No One Knows
Its Inner Secrets.

e g o e —

It s an exciting new record package
with fresh creative possibilities and superior construction.

Ivy Hill Packaging
If you re a record we 've got you covered.

Great Neck,New York (516) 487-0200 Los Angeles,California (213) 583-897
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JAMES SCHWARTZ, right, president of Schwartz Bros. Inc., is seen with
Herb Herschfield, center, president of the GRT Corp., and sales representa-
tive Ron Steele, at the opening of Schwartz Bros. 12th Harmony Hut retail
music outlet. The shop located in the Paramus Park Mail, Paramus, N.J. is
stocked with an inventory of records, tapes, sheet music, audio equipment
and musical instruments valued at over $250,000 (Biliboard, March 23).

NARM Meet Bigg

est Yet

As Retailers Strengthen

® Continued from page |

Hotel here March 24-28, according
to Jules Malamud, NARM executive
director.

A full range of subjects relating to
marketing was slated for thorough
discussion, chief among them cur-
rent attempts as a re-evaluation of
“returns” formulas, the control of
tape piracy, the creative use of ad-
vertising, the changing profile of the
youth market, and the potential in
quadrasonic software and hardware,
as well as, eventually, in the video
disk.

While the importance of the retail
chain has gained new stress in recent
months with the establishment of re-
tail divisions by CBS Records and
the ABC Leisure Group, Malamud
reported a burgeoning interest of
traditional multi-mass merchandis-
ing outlets in their record depart-
ments.

This trend will continue, Mala-
mud predicted. It portends a
“greater respectability for record,
tape and audio product,” he said,
“and a fuller appreciation of the
profit potential in recorded mer-
chandise.” He saw the tendency to
treat such product as a “loss leader
merely to attract store traffic” on the
decline.

Rack expansion has slowed over
the past few years, Malamud re-
called, “but we will see a resurgence
of this vital marketing link also in
the very near future.” He credited
rackjobbers with playing a vital role
in the “remarkable growth of the in-
dustry during the 1960's™ and sug-
gested that they will help further ex-
pansion during the coming decade.

Malamud’s bullish view of indus-
try prospects in the face of a recent
leveling off of its growth rate is
pegged to greater evidence of a pro-
fessional approach by industry lead-
ers 1o its marketing problems. He
said the NARM convention agenda

‘Pirates’ File Suits

® Continued from page 3

valid copyrights under the federal
recorded copyright act to be regis-
tered and have lobbied for discrimi-
natory state piracy laws. The suit
charges that the defendants have
fixed wholesale and retait prices and
have illegally terminated business
with wholesalers who dealt with un-
licensed duplicators.

Suit seeks a permanent injunction
against the defendants’ stopping sale
of unlicensed product and seeks
damages in excess of $200,000.

MARCH 30, 1974, BILLBOARD

has been specially tailored to pro-
vide a forum for the interchange of
pertinent professional opinion and
guidance.

Robot Radioto

= = PAssist: NAB

® Continued from page 10

Under the decision, he said, “the
copyright owner is cheated and the
broadcasting station is forced to pay
for something the cable system is
allowed to carry for nothing. Justice
Douglas, in his dissent, said these are
‘acts of piracy (that) are flagrant vio-
lations of the Copyright Act’ and he
is dead nght.”

He said that the Congress must act
on the copyright law. “It has been
sitting on it for years, allegedly wait-
ing until the situation was a little
clearer in the cable field. Well, it is
clearer now.”

The NAB president also stood
strong against public pressure
groups, stating that pressure groups
using the government process (o ma-
nipulate programming to meet their
own selfish ends pose as big a threat
as government-dictated program-
ming. “The licensee must have the
right to make his own programming
decision with the public interest as
the only test.”

Sales Meet in Nashville

® Continued from page 4

the Friday morning meeting, are
consumer and trade print ad cam-
paigns. and a special radio cam
paign comprising three sets of pre-
produced spots that will focus on
both new and catalog country titles.

During separate “closed sales and
promotion seminars. to be led by
Jack Kiernan, division vice presi-
dent, marketing, and Tom Cossie,
director of national promotion, re-
spectively, key emphasis will be
placed on staff motivation, with
RCA’'s recent singles chart action
during February and March and last
week’s twin singles and LP chart
success for John Denver, target for
the label’'s most recent massive LP
campaign, as rallying points. Meet-
ings throughout the two-day con-
vention will stress the continuation
of that momentum.

Thursday evening's initial ban-
quet will also provide a special pro-
motional showcase for eight RCA
country artists, who will perform af-
ter the country meal being offered.
Both new and established artists are
being presented, including Johnny
Russell, Karen Wheeler, Jimmy

Hartsook. Josie Brown and Gary
Stewart. all new to the label: and
Ronnie Milsap. Dolly Parton and
Jerry Reed.

Over 200 are expected to attend
the banquet, including trade and
consumer press, major talent
agencies and key performing rights
societies.

L) »

Lavish $§'s Back
[} - » =
War Live’ Drive

LOS ANGELES—United Artists
Records announced a “hundreds of
thousands of dollars” ad campaign,
one of the largest in the label’s his-
tory, for the new “War Live” album.
The War campaign will concentrate
heavily on outdoor advertising, par-
ticularly bus and train posters here
and New York, Philadelphia, Chi-
cago, Cleveland, Detroit, Dallas and
Atlanta.

Three hundred New York subway
stations will get War posters. Serv-
iced to retailers will be a display kit
for the entire War catalog as well as
the new live album, plus a new edi-
tion of War belt buckles and pins.

L

JAMES STEWART

JOHN POWERS

Freda----Ms. Management
area code 213 6561391

1837 Jewett Drive
Hollywood, California
90046

After twenty-odd
years of reciusion,
looking around,
feeling aground,
Catechism, paren-
talsquabbles, war,
the San Fernando
Valley, playground
monitoring, trom-
bone at eight, pu-
bertal obesity,
haircuts, rock &
roll - a - ma - tazz,
busts, latter - teen
leanness, stark
mania, three years
copping a degree
in Magic¥ march-
ing bands, (one)
night stands, scan-
dles, poverty, par-
anoia, drums gui-
tars keyboards,
snickering bar-

tenders and A&R
men, creating
beautiful sounds,
confusion, a desire
and potentiality
combination in-
spiring psychically
super-chargedex-
peditions of the
imagination thru
Fine Art's Queen
of Music’s heart,
10,000 rubber-
stamped N.C V.'s,
questions, pain,
and more of the
same, !I'm back.
Dreaming up this
rap. Pondering the
most eftective way
to reveal to you:

residing in stone working alone/with my hand-picked tight-knit band designing,
crafting, zealously but patiently evolving together an artistically briltiantand uniquely

ingenius audible projection:
jazz.......... unfamiliar

------ Poprockblues-
No plastic catagory to make it simple.

We are sitting on unpresidented alchemical musical dynamite, and we are offering
our services to those few provoked and capable who ear things hear to mirror,
persons or person who need not rely on prefabricated types and the constant

“Muzak’ we're ail drowning In, eh?

Whosoeverne'erthelessheretofore, my organization, cranking, creating, cutting
master tapes, blowing out audiences, producing moneys-worth, in/on time, accept-

ing bids, wanna buy a used car from this man?

My beautiful manager Freda invites all inquiries into our personal and commercial
affairs. Marketeers and all are asked to give a listen, cause only then will you know

what you've been missing.

please.)

(No grammar schools or Annual Police Balis,

BAND

BILL CULLEN

RICH DIAMOND

I N

of the
JOHN POWERS

Cullen—guitars, pianos; Diamond—sticks & stones; Stewart—bass, basketball;
Powers—songs, rhythms, vocals, what-not, production.

dy.
e
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Nobody ever made a
monitor that could match

Type of System
Components

Frequency Response
Sensitivity (SPL at 30’
ImW)

Power Output (SPL at 10
ft. in a room volume
of 2000 cu. ft. with
1/2 rated power input
—150 watts)

Crossover Frequency
Size

1 Net Weight
Configuration

Price

4-way

(2) 15" low frequency
loudspeakers

(1) 12" midrange
loudspeaker

(1) High frequency compression
driver with hom lens

(1) Ultra high frequency
compression driver

30 10 20,000 Hz = :\3dB

46.5 dB

NOdB

250, 1100 and 9000 Hz
35"x48"x 20"

243 lbs (110 kg)
Bi-amplification only
Utility finish shown $1314
Walnut finish $1464

this sound.

The 4350. Three years ago JBL's fechnical staff
was asked to produce the best studio monitor
that technology and artistry could create. That
was their total assignment, Considerations of cost
and monitor size and studio application were
secondary. The search was for a sound. The name
was 4350. Its bithday was April 13, 1973. And,
from the day it was born, it was the best sounding
studio monitor money could buy:

A virtually flat frequency response from 30 to
20,000 Hz. Minimum phase shift throughout the
entire band pass. Extraordinary response to onset
and transient signals. Carefully controlled, semi-:
diffuse dispersion pattern throughout the
frequency range. Uniform sound characteristics
from ppp to fff dynamic markings. Extremely low
transducer distortion within the recommended
dynamic range values of more than 9OdB. High
sensitivity for maximum conversion efficiency.

But, wait. A spec is not a sound. Come hear the
4350 and see how far sound can go.

James B. Lansing Sound / Professional Division / 3249 Casitas Avenue, Los Angeles 90030



The 4340/41 The 4332/33 The 4330/31
Type of System 4-way 3-way ' 2-way h
Components (1) 18" low frequency loudspeaker| (1) 15” low frequency loudspeaker| (1) 15” low frequency loudspeaker

Frequency Response
Sensitivity (SPL at 3O’
ImwW)

Power Output (SPL at 10
ft in a room volume of
2000 cu ft with 1/2
rated power input —
37.5 watts)

Crossover Frequency
Size .

Net Weight
Configuration

Price
Availability

(1) 1O” midrange
loudspeaker

(1) High frequency compression
driver with hom lens

(1) ultra high frequency
compression driver

35 to 20,000 Hz + 3dB
44d8B

101aB

250, 1250 & 9500 Hz
38"x24"x 20" -
179 Ibs (81 kg)

for bi-amplification or with high
level network

to be announced
June 1974

(1) High frequency compression
driver with horn lens

(1) Ultra high frequency
compression driver

35 to 20,000 Hz = 3dB
44dB

101dB

800 and 8500 Hz.
30"x24"x20"

121 1bs (55 kg)

for bi-amplification or with high
level network

to be announced

June 1974

(1) High frequency compression
driver with hom lens

3510 15,000 Hz = 3dB
44dB

100.5dB

800 Hz
30"x24"x20"
96 lbs (44 kQ)

for bi-amplification or with high
level network

:ro be announced
June 1974

Four monitors. Virtually one sound. A matched set:

you could record on one, play back on another,
mix on a third and master on a fourth.
Four monitors. Their only differences are acoustic

output, cost and size.

Hearing is believing. Come hear what you can do.
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Labels

Selectivity. Caution. Scrutiny. Cost aware-
ness. Realism. They all reflect thinking on the
part of record companies when it comes to
thinking about producing a new album or
single or tape cartridge.

For in an environment of rising costs and a
consistent concern for diminishing supplies
of products which go into the manufacture of
records and tapes, the software firms are be-
coming more realistic anent their goods.

The last six months have seen a realistic,
down to earth %ttitude emerge around the
country, as labels have reduced their outflow
of albums and singles in answer to dimin-
ished supplies of plastic.”

And when the cost of custom pressing a
record went up and the cost of the paper for
the jacket also took an upward spurt, in-
creased costs forced many labels to jack up
the suggested retail price to where today,
there is a plethora of prices for albums and
tapes, indicating that the manufacturer is
seeking a high water mark.

Since January 1, a number of labels have
raised their LP price from $5.98 to $6.98, but
there are more labels retaining the $5.98 fig-
ure.

Everyone, however, agrees that escalating
costs or the energy crisis or a combination of
the two factors has produced a sobering ef-
fect on the American recording industry.

Companies aren’t as free spending with
their money anymore. “‘We consider carefully
every item,” says Larry Uttal, Bell's presi-
dent. “Everybody is just a little more careful
. about everything we do. We think before we
decide to make a road trip, buy extra press
tickets, give a party. Now it's a question of
needing not wanting."

Everyone agrees that the industry needs
hits, but Gil Beltran, MGM's new president,
sees selective releasing rather than massive
releases as the healthiest way to maintain a
healthy profit structure.

The new executive says that although he
didn't inherit any policy about cutting back
releases, selectivity is the policy he plans us-
ing. .

In terms of how MGM plans operating with
increased costs, Beltran says he's devoting
himself to the costs of guarantees and ad-
vances to performers as his initial steps in
getting his “‘feet wet” with the MGM organi-
zation.

“The simple solution is to make hits and
sell greater units,”” he says, adding that cost
awareness and release preening should be
done anyway. ““We have to do it in order to
survive. “We've all gone to massive releases
and it doesn't help anybody. Cutting the

Big Software Users Optimisitc on Sales

LOS ANGELES—A stronger optimism
tinges the attitudes of the big users of tape
and records heading for the 1974 National
Association of Recording Merchandisers con-
vention in Hollywood, Fia. this week than per-
haps in the past five years.

While each successive year during the past
five has topped its predecessor, all mass mer-
chandisers and chain retailers feel this year
that the industry has floored a strong pair of
foes, the shortages caused by the energy
crisis and tape piracy. All feel that neither is
permanently kayoed. But they point out that
the victor's momentum is now on their side.

The only wrinkle in their brows is the six-
week old Columbia return and exchange pro-
gram (Billboard, Feb. 2). Revealed exclusively
by Billboard, Columbia later stated that the
program was merely a re-statement of a pol-
icy that had been in force. Rack jobbers, how-
ever, are still irked, pointing out that their
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Seek Realistic Ways to Save $

By ELLIOT TIEGEL

cartoons by J. Daniel Chapman.

number of releases is the only path to health
in this industry.”

Raising the retail price is one way the in-
dustry believes it can find a comfortable path
to profits.

Jerry Moss, A&M's president, believes the
$6.98 price which his company went to in
January “is a reality and a necessary reality”
at that.

“The $6.98 price for 1974 is here and we
should live with it,"”” he says. All of the label's
new artists on single albums carry that price.

“|'ve noticed a lot of labels are still selective
pricing,' he says. “The industry needs a rise
because the cost of manufacturing and ac-
quiring talent have gone up. It's common
sense that we have to give more money to the
middle people, the distributors, racks and re-
tailers."”’

Moss feels that $5.98 for new product is
“sort of against progress. There hasn’t been
much resistance to our coming out with new
artists at $6.98, according to a market survey
we did. The people who aren’t going with that
price are stilted as far as progress is con-
cerned.”

As for double pocket LP’s with their own
higher price, Moss feels some are justified.
Humble Pie's first double LP, *Performance’’
went for $5.98, but its followup, *‘Eat It,”

went for $7.98. “We tried to bring up the
price but in a way that wouldn't hit the public
too hard."

Herb Alpert's new LP, “You Smile, The
Song Begins," is scheduled for release in two
months at $6.98.

A&M's philosophy of selective releasing—
which goes back to its fledgling days—has
helped the label through the current period.
For when other companies have had to dras-
tically reduce their releases, A&M has main-
tained the same kind of tight release sched-
ule which has become its halimark.

Moss says A&M hasn't scrimped in the en-
tertainment and advertising areas. In fact,
“We've invested in more people for advertis-
ing and merchandising as we’ve grown.”’

Beli’s Larry Uttal, acknowledges that these
days his label is issuing 28 percent fewer
records, spending less on promotion and
sending out fewer disk jockey copies. ‘‘We
may not make as many double fold covers as
we did before; we are running a tighter ship.
Due to increases in costs, we are passing on
some to the consumer.”

Uttal says there haven't been any
squabbles from the public about the in-
creased cost of albums. |f you give the au-
dience music it wants, it will pay. That's the

s RETURNS MAJOR WORRY

By JOHN SIPPEL

buyers and personnel had not ever been so
limited in their returns over the past five
years. Stan Sulman, west coast regional vice
president for ABC Record & Tape Sales, sum-
med up the feeling by pointing out that his
nationwide racking firm could probably live
with the return which offers a racker 10
to 100 percent exchange depending on the
repertoire category on a.regular basis, if the
label had cleaned them up before starting the
program.

Bob Ebert, chief of Brass Ear, Believue,
Wash., an eight-store retail chain that ex-
tends into the Midwest, and fellow chain chief
Barrie Bergman of Record Bar, the 45-store
national chain out of Durham, N.C., feel that
the retailers can easily live with the Columbia
more limiting program. Ebert says his return
ran 8 percent, while Bergman says his runs
about 11 percent. NARM's highlight conven-
tion session of 1973 was an incisive session
by a research organization which studied typi-

cal members' returns and processing and re-
cycling methods. NARM's closing session this
year revolves again around returns.

Bill Lasky of Danjay Music, Denver, who
franchises 27 stores in the Northwest and
Rocky Mountain states area, feels that his net
per unit on tape and records sold to his fran-
chises is down, but he points to accelerated
volume. Like Phil Shannon of Stark Record
Service, N. Canton, O., who operate their own
30-plus Camelot store chain and rack
manned departments in a seven-state area,
Lasky points to the energy crisis as a positive
booster for home entertainment. Everyone
contacted unanimously noted the positive ef-
fect the gasoline shortage has had on re-
corded music purchases. Ebert says his last
four weeks' store reports indicate much
larger multi-unit buying by customers.

Both rackers and retailers note that they
began stringent inventory control programs,

’

way Uttal sees the situation and it's a com-
mon feeling among manufacturers of goods
for the public.

He feels $6.98 is realistic. A double jacket
can go for $9.98.

Pricing, Uttal feels, should not cause de-
spair but should instead keep a company on
its toes.

Mike Maitland, MCA's president, indicates
that his label will be raising its price from
$5.98 but ‘it takes a while for the raise to go
through.'" Substantially is the way Maitland
describes rising costs.

What is he doing to maintain a healthy
profit structure in light of this? Maitland an-
swers: “‘We just don't discuss it. What we do
is"our business and that's why you haven't
read anything about our plans during all this
talk about the energy crisis."

Maitland doesn’t believe the $6.98 price is
affecting people’s buying habits. People see
rising costs all around them, Maitland points
out, and they adjust. .

The feeling at United Artists is one o
scrutinization and cost consciousness. Vice
president Mike Lipton says the label hasn't
cut down on its promotional and advertising
programs, but carefully scrutinizes programs
to get the best value for every dollar.

For the first time the label is using outdoor
advertising in over 10 major markets for War,
with posters in subways and buses. **We are
looking at things a bit differently,” he says.
Operating in @ more cost conscious environ-
ment means not throwing parties for every
opening anymore. Only selective occasions.

Bob Cato, UA’s creative director, has be-

.gun *educating’ his graphics staff on how to

knock down overhead, indicating a one-third
savings in buying type, photography and en-
gravings. “You can do that with front time if
you know what to do."”

The veteran art director receives a weekly
printout of all his department’s costs. He also
feels it's necessary to know the ‘‘gate
receipts”” for UA's artists so he knows which
markets are strong and which are weak.

Cato has built his department to where he
doesn't have to go outside for any skills—an-
other cost saving. UA's LP's cover the $4.98
to $6.98 range.

At ABC, vice president Marv Helfer empha-
sizes that the company hasn’t been doing
any cutting back.

Most new acts will come out on $6.98 al-
bums. The executive says the label is right on
target as far as its expansion goals are con-
cerned. R&b, country and gospel are the new
territories Helfer speaks of. ‘‘We haven't cut
back on anything we think necessary. We
don’t want to lose the impetus we have.”

turning more and more to computerization
and improved hand tabulating, in order to im-
prove buying. All indicate that their stores are
carrying a larger number of titles but in
smaller quantities. Those with mall outlets
say the increase in business was especially
evident in this type of one-stop shopping out-
let now that the gas crisis was really being
felt. Sulman says ABC was studying more ef-
ficient use of manpower, especially in the
nine branch warehouses across the U.S.
where it was very likely that night shifts would
be introduced. Ebert says he had introduced
a buyer in each store to assist the manager in
better and quicker replacement of inventory.
Everyone admits that heavy emphasis was
being placed on the best type of carrier to
move product between a wholesaler and/or
warehouse and the retail outlet.

Both racks and retailers indicate they
would continue to hike retail list in outlets to
overcome a continuing profit squeeze.
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Plastic, Paper Lags—LP’s, Tapes to $oar

By EARL PAIGE

The polyvinyl chloride (PVC) shortage is
easing and rackjobbers and other retailers
are saying the shortage was all a grand
strategy to boost prices.

Whether true or not, prices are going up,
but not just on PVC and polystyrene, the iat-
ter used for singles, of course. Even more dra-
matic increases are being noted on compo-
nents in 8-track tape cartridges; some as
much as 150 percent from a year ago.

And still more increases in price and loom-
ing shortages in materials, are seen for pa-
per, a factor closely tied to plastic, inasmuch
as many pressing plants and tape duplicators
supply everything from vinyl to corrugated
boxes for shipping, says experts interviewed
for this report.

Meanwhile, plans proceed for new develop-
ments in PVC, such as an extender from Key-
sor-Century, and a wear-resistant styrene
from the Richardson Co. However, both proj-
ects are being held back because of petro-
leum-linked lags. As for paper, suppliers are
urging labels to initiate conservation pro-
grams because no relief is in sight.

In some respects, the shortage situation
has good effects, point out such experts as
Guy Disch, sales manager, with Tenneco, a
major vinyl supplier, who says that for the
first time, really, labels have become con-
scious of manufacturing.

Wall Street Analysts See Music Stock

Amid all the economic uncertainties—and
the painful recollections of the big losses sus-
_tained in securities during the recent market
debacle—most analysts contend ‘‘now is the
time to buy."”

And many on Wall Street espouse this bull-
ish view about music industry stocks, “‘be-
cause there are plenty of bargains.”

On the theory that the economy is bound to
show more zip at some pointin 1974, a num-
ber of analysts have been quick to comb the
music merchandising sector for battered is-
sues.

One that apparently has caught the eye of
some analysts recently is the Handleman Co.,
which is trading at about 8, well below its loft
1973 high of 42%.

Another stock enticement, as many view it,
is Pickwick International, labeled a ‘‘sure
thing”’ by bargain hunters at about 15, down
from its 1973 high of 51%.

Others, such as ABC Record & Tape Sales,
a division of American Broadcasting; and
Transcontinental Music, until recently a wing
of Omega-Aipha and now swallowed up by
Pickwick, are considered ‘‘speculative” by
Wall Street.

A reflection of the rising interest in cerftain
music merchandisers, aside from nomal bar-
gain hunting, is the increasing number of
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Several labels, additionally, have trimmed
releases with an effort underway to place con-
centrated emphasis on what is believed to be
better potential product.

To this extent, a term has surfaced in label
executive huddies—'‘go out gold,”” which of
course, means ship enough of a new release
to insure gold record status. More and more
this concept is being criticized as leading to
heavy and unnecessary returns on the one
hand and on the other simply using up too
much raw materials.

Yet another ameliorating factor has been
the industry's ability to bid higher for vinyl in
what has been a traditional marketplace situ-
ation where users making pipe, for instance,
maintained priorities.

And yet another positive factor is that the
industry is, at last, anticipating shortages
and increased prices. Many manufacturers
have laid in adequate supplies, switched to
other materials, adjusted prices, and so on.

Gene Nyland, operations manager, Ampex
Music Division, for example, says that there is
seemingly less a severe shortage in blank
tape but that the price is increasing, espe-
cially on film.

He says Ampex has an adequate supply of
plastic materials. *‘But we're seeing skywriter
prices.” In one area, cassette enclosures,
Ampex has gone to its own slip case for which

buying recommendations coming out of both
brokerage concerns and advisory services,
particularly on Pickwick International.

Long a favorite of Wall Street, Pickwick has
racked up its 20th consecutive year and its
82nd consecutive quarter in which earnings
were ahead of the year before period.

“An enviable record for any company in
any business field,” according to a spokes-
man for Goldman, Sachs & Co., a New York
investment banking and securities firm, who
recommended Pickwick for portfolios.

For fiscal 1973, Pickwick reported earnings
of $7,774,309, or $1.82 a share, on sales of
$146,044,806, compared with earnings of
$6,230,533, or $1.48 a share, on sales of
$119,889,055 for fiscal 1972.

For the nine-month period in fiscal 1974,
sales increased to $138,137,000 with earn-
ings of $6,372,000, or $1.43 a share, com-
pared with sales of $112,301,000 and earn-
ings of $5,585,000, or $1.26 a share, for the
nine-month period in 1973.

“There's no explanation for Pickwick's
stock dip,”” explains one analyst. *Its trading
price certainly doesn’t reflect the company's
ability.”

Like most companies in most trading sec-
tors, Pickwick recorded a 1973 high in the
50's, saw it tumble to a 1974 high of 19%,

it has molds. The reason here, says Nyland, is
that the Norelco type box for cassettes is
threatened not only by a material shortage
but higher prices.

The most dramatic price increase, how-
ever, is in the base and cover for 8-track car-
tridges—up 150 percent since last summer,
Nyland claims. This component is made of
medium impact styrene. The tape spool com-
ponent, made of polyurethane, has gone up
40 percent in price, he says.

Meanwhile, as tape duplicators sweat out
shortages and increasing prices, disk produc-
ers have been long wrestling with similar
headaches. Many persist they say.

Keysor-Century Corp., developer of an ex-
tender, was in full production for three

months on it, says Russ Peters, technical

service and sales manager, but has slowed
down recently.

“One of the ingredients is a derivative of
residue from small gasoline plants and serv-
ice stations,’” he says, "‘and the gasoline situ-
ation has cut this down.”

Peters says the monopolymer situation is
the most critical (involved are such heavy
users as pipe manufacturers) but it has eased
while copolymer is up from 8% to 15 cents a
pound and now tightening up again. LP's are
pressed from compound derived from vinyl-

and now sets at about 153, which is consid-
ered a “bargain’’ by several analysts.

In comparision, Handieman posted a 1973
high in the 40's, saw it sharply decline to a
1974 high of 8Y., and is currently being
traded at about 8.

chioride and vinyl acetate (thus co-polymer),
he points out.

Typical of the cynicism on the vinyl price
hike is the comments of Len Dimond, produc-
tion director, Phonogram, Inc., who says,
“The price went up and the shortage disap-
peared. Every.day we seem to be receiving no-
tices of increased prices."”

But if vinyl prices are soaring, the increases
on paper are even higher, says Eric Kaltman,
vice president, Queens Litho, which claims to
supply as much as 25 percent of the paper
products to the industry.

Kaltman says one fancy finish paper is up
over 50 percent. Aggravating the paper situ-
ation is the fact that some inexpensive grades
heretofore available are no longer being
made. “The mills found the profit too low,”
he says. ““This means we're forced to switch
to higher grades and that increases costs.”

The vinyl and paper situations, though, are
quite different, Kaltman notes. “The vinyl sit-
uation was based on the small percentage of
vinyl used by the recording industry as op-
posed to the plastic pipe industry and other
users.

*Now, though it's going to cost them
plenty, pressing plants can get vinyl, even
though it may cost 50 percent more than in
the past. The ratio is such that just a one

(Continued on page 31)

‘Bargains’

Other music merchandisers are considered
either too *'speculative’” to chart or are part of
larger parent companies and figures are
unavailable to analysts.

Pickwick just acquired the inventory and
certain other assets of Transcontinental Mu-
sic from Omega-Alpha, which had included in
its latest quarterly report a provision of $8.5
million for losses incurred and anticipated
from Transcon Music.

The sale of inventory and assets is ex-
pected to result “in the receipt of substantial
amounts of cash over the next several
months,” claims Omega-Alpha. *‘Part of the
cash in the transaction will be used to pay re-
sidual Transcontinental Music liablilities.”

A statement from Handleman is more cau-
tious than bullish: **The company is in an ex-
tremely strong position to achieve substantial
sales increases when the recorded music in-
dustry moves into a more dynamic era.”

Earnings at Handleman for nine months
ended Jan. 31 were $4,071,000, or 93 cents
a share, on sales of $85,826,000, compared
with earnings of $4,344,000, or 98 cents a
share, on sales of $80,727,000 in the nine-
month period a year ago.

Although American Broadcasting Com-
panies fails to report individual figures for its”

(Continued on page 31)
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Discover
our new recording stars before
the world does.

BASF is proud to announce
the addition of 3 new
recording stars to our
record label—Malcolm
Roberts, Gary Meister,
and Mad Angel. They
join a celebrated group
outstanding in the music
industry, from popular to
classic: Monty Alexander
5, Count Basie, -
Don Byas George Duke, Don
Ellis, Maynard Ferguson Ella
Fitzgerald, Stephanie
Grappelli, Freddie Hubbard,
Don Harris, Anita O’Day, Joe ®
Pass, Oscar Peterson, Pe o
Jean-Luc Ponty,
Baden Powell, Archie “<4§
3 : Shepp’ A
--"- s\ Singers J
matcommRaperts Engncs (B =B Unlimited, e
recordingsensation Across BN Sl Robert Stolz, Sun Ra,
e e b Ben Webster plus all the
classics. lncluding anewly
recorded complete “La |
Traviata” starring Mirella
Freni, to be coming soon.

% | So stop by the BASF booth
at the NARM Show E=

| or write BASF
- Systems, Crosby Drive,
Bedford, Mass. 01730

Mad Angek: New England's

Hottest rock group. Watch
for their upcoming

national release. g

Gary Meister: “NeonlLady” a
new record predicted to top
the billboard country charts.
Cross-over possibilities
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' Blank '-“Tape Movésﬁ Into Mass 'Market-

By BOB KIRSCH

Virtually every blank tape manufacturer
and marketer now has programs and prod-
ucts tailored specifically to the needs of the
mass merchant.

The above philosophy is in stark contrast to
that of several years ago, when a number of
firms insisted on maintaining an ‘‘audio-
phile” profile and equated such a profile with
respectability.

Now, more than ever, the importance for a
strong working relationship between manu-
facturer and retailer is underscored by the ac-
tivities of both parties. g

A number of steps have been taken by
manufacturers and marketers in the switch
to the mass appeal approach. For one thing,
most manufacturers now realize that blank
tape, particularly cassette, is far more than
an accessory item.

It is a very high profit margin product if
marketed properly and manufacturers are
willing to teach retailers how to market. On
the other side, mass merchants are now
seeing the profits to be derived from good
merchandising of blank tape and often fea-
ture the product in several sections of the
outlet.

Most manufacturers have put together
special displays, special packages and special
programs for mass merchants. Often, these
programs are tailored to a particular chain.
Manufacturers supply both private label and
their own brand to the same accounts.

Audio Magnetics Corp. was probably the
first major manufacturer to realize the vast
potential of the mass market, and this was
the goal that was first attacked. Audio, in
fact, was founded slightly more than a dec-
ade ago on the firm belief that the masses
would buy quality tape at reasonable prices.

Audio, though it has moved into other
areas, has continued the mass merchant phi-
losophy through the years. At last January’s
Consumer Electronics Show, the firm bowed
a display called the great Tracs cassette rip-

off. There are two basic units, one a dispos-
able cardboard model and the other-a per-
manent plastic and metal unit.

Each unit has two rolls, one for C-60's and
one for C-90's. The cardboard unit may be
pegged as well as serving as a counter dis-
play. There is room on the top of the units for
dealers to mark their own prices and set their
own specials.

The firm also bowed a two-pack bagged
product, where the dealer purchases one cas-
sette, a C-60 for example, and gets a C-30 for
a penny extra. The penny is in the pack and
the consumer gets it back. In an another pro-
motion, the dealer buys a Tracs twin pack
and receives a 30-minute bonus. There are
also two length changes. Cassettes are now
available in 45-minute lengths and 8-tracks
in 90-minute configurations.

At the beginning of the year, Audio also be-
gan using a computer to help all retailers, but
one that comes in particularly helpful with the
mass buyer. For example, the computer can
keep inventories, decide on the proper mix
for a regular customer to purchase, map out
other buying strategies and plan delivery
schedules. And in the fall, Audio will be servic-
ing the record and tape departments of mass
merchants on a direct basis.

Audio is also one of the two firms to refrain
from a chromium dioxide tape, maintaining
that just as fine a sound can be derived from
cobalt doped high energy low noise tape and
that the average consumer does not own a
hardware unit with a bias switch.

The 3M Co. has long been associated with

audiophile quality, but has also moved heav-

ily into the mass market in the past few years.
The firm has come up with promotions de-
signed with the mass merchant in mind, such
as three cassettes for the price of two, highly
decorative packaging and taking on a great
deal of private label work.

3M has also created & number of displays
aimed directly at the mass market as well as

creating special marketing programs for the
mass merchant. At the Winter CES, 3M
bowed head cleaners for both cassette and 8-
track. In addition, the firm recently moved
into the chromium dioxide market, while con-
tinuing to press its cobalt line. Executives say
they believe there is now enough hardware
with bias switches on the scene, and in the
mass merchant outlets to warrant offering
something for everyone.

Ampex has also introduced a number of
muitipack items and has geared several pro-
grams directly at the mass merchant. The

firm has always had an audiophile reputation,
but in the past several years has found the
mass market very lucrative.

Ampex has moved into a number of large
chains, both as a brand name and as a pri-
vate label, has bowed the 20/20 + line to of-
fer the mass consumer a low noise high
energy tape at a mass price and has con-
ducted experiments in marketing tape in su-
permarkets.

The company also owns its own fleet of
trucks to insure speedy delivery of all prod-

(Continued on page 30)

Despite predictions to the contrary by dis-
ciples of doom in the audio equipment indus-
try, the 4-channel sound concept last year en-
joyed its most successful year at the retail
level.

The turning point in quadrasonic's accept-
ance as a mass consumer product came after
the audio equipment retailer, last and most
vital holdout in the music industry's efforts to
proliferate 4-channel, began not only to ca-
pitulate, but in some instances even to join
manufacturers in an all out promotion cam-
paign aimed at the middie income buyer.

Among those spearheading retailer accept-
ance of quadrasonic systems was Sam
Goody, Inc., which in conjunction with Pana-

" sonic, opened a special 4-channel showroom
in New York.

The firm which had been among those
early retailers adopting a cautious approach
to 4-channel, went full cycle and allocated
2,500 square feet of space devoted to a tom-
fortable showroom and eight listening booths
with a wide mix of components and com-
pacts.

In explaining Goody's new attitude to 4-
channel, a spokesman for the company says
that without retailers working hand in hand
with equipment and software manufacturers,
the (quadrasonic) industry would go no
where.

He added further that the spacious listen-
ing room was designed to convince the con-
sumer that the 4-channel concept was in fact
a reality. The Goody move towards aggres-
sively merchandising 4-channel products has
so far resulted in what the firm’s spokesman
calls a 50 percent increase in the sale of
quadrasonic products.

Other retailers promoting quadrasonic
heavily include Lafayette, Radio Shack,
Musicland, Korvette's, Federated and inde-
pendents such as Mike Romangnolo of San
Diego. Romangnolo, in fact, has as a leading
sales item a $499 system says rep Perry Solo-

mon of the Jack Berman Co., typical of the*
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Boom in ’73 Despite Predictions

By RADCLIFFE JOE

reps who are also heavily promoting 4-chan-
nel

The retailers agree that although a number
of snags at both manufacturing and retailing
levels remain to be unraveled before 4-chan-
nel systems really gain their anticipated wide
acceptance, the timing for getting into it was
right.

Their feelings about timing was based on
two major factors, the greater availability of
popular priced equipment from such repu-
table manufacturers as Panasonic, JVC, Gen-
eral Electric, Magnavox and Morse Electro-
phonic; and the development of the IC
(integrated circuit) ““chip’ which is expected
to play a major role in reducing prices even
further. These chips are expected to be in-
corporated into the equipment of such high
end 4-channel equipment manufacturers as
Pioneer, Sony, Sansui by this summer.

Also adding to the attractiveness of 4-chan-
nel equipment is the availability of all modes
in a single component. This strategy now em-
ployed by most 4-channel hardware manu-
facturers, virtually eliminates the guesswork
and possible obsolescence which threatened
most prospective 4-channel customers dur-
ing the standoff between manufacturers of
discrete and matrix modes.

Further most new stereo produets, and
many of the older models are designed to ac-
commodate 4-channel equipment should a
person decide to stepup his equipment. This
setup process can be undertaken at relative
low cost to the stereo equipment owner.

Among the major drawbacks that still beset
efforts to proliferate the 4-channel concept is
the slowness with which software manufac-

turers have been developing their catalogs.
This is still a major gripe among many
retailers.

As one dealer who echoed the feeling of
several others, puts it, ‘‘Despite the growth of

cost reducing innovations and eye-catching

features, 4-channel will continue to have a
problem as long as the software manufac-
turers drag their feet. And as long as there is
not enough of the right type of software to
complement the equipment, many dealers
will continue to fight shy of getting involved
with it."”

However, even this argument seems to be
on its way out the window, for, according to
Bruce Lundvall, vice president of marketing
for CBS Records, his company chalked up $6
million in its first full year of marketing 4-
channel records and tapes.

In an exclusive Biliboard interview (3-23)
Lundvall says the sharply rising 4-channel
sales curve has led his company’s executives
to gear production estimates for a 35 percent
increase this year. He further pointed out
that last year's sales figures represented a 60
percent increase over CBS' 4-channel budget
for the year, and said that this translated into
an estimated $13 to $14 million in sales at
the suggested list prices.

Lundvall-admitted that the bulk of CBS' 4-
channel releases was still in classical product,

. but he also points out that such pop products

as Santana’s, ‘‘Abraxas,’” Simon & Gar-
funkel's *‘Bridge Over Troubled Water'’, Sly &
The Family Stone’s ““Greatest Hits,”” and the
late Janis Joplin's, *‘Pearl”” have all been big
SQ sellers.

In addition to CBS' commitment to prolif-

erate the market with both software and
hardware in the matrixed format, such major
labels as RCA, and the Warner/Elektra/ At-
lantic group also have a firm commitment to
the proliferation of discrete 4-channel soft-
ware, and also emphasize that an increasing
amount of attention is being paid to the re-
lease of pop product for the broad spectrum
of 4-channel musie lovers.

Today, even owners of the Sansui QS sys-
tem will not find themselves out in the cold
for lack of programming. Such labels as A&M
with a fine catalog of pop, rock and folk art-
ists, ABC-Dunhill, Bluesway, Command, Im-
pulse, Ovation and Project 3, have not only
commited their products to the QS format,
but are actually releasing current pop, jazz
and blues software in 4-channel modes.

Tape duplicators also have, within the last
couple years grown increasingly cognizant of
the need for 4-channel tape products, and
both Ampex and GRT had developed impres-
sive 4-channel catalogs from the products of
manufacturers whom they represent.

As one official of GRT succinctly puts it:
“The market is hungry for 4-channel soft-
ware, our retailers are asking for it and we are
anxious to get more material on the streets.”

However, 4-channel hardware manufac-
turers are not taking the growing availability
of 4-channel hardware for granted. Taking all
possible eventualities into consideration they
are also producing hardware with a mode for
producing synthesized 4-channel sound from
conventional stereo recordings so that the
consumer with a large stereo library need not
be daunted by possible obsolescence of his
software should he contemplate switching to-
4-channel.

In addition, the majority of available 4-
channel receivers on the market are designed
to receive FM 4-channel encoded broadcasts,
and a number of high end equipment manu-
facturers are releasing their new product
lines with input jacks to accommodate the

(Continued on page 32)
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NARM And The Marketplace

Singles Without ‘Syrupy Sappiness’ Today’s Sound

By NAT FREEDLAND

LOS ANGELES—At this point in the music
scene, it seems safe to say a change is com-
ing and the direction of this change is already
clear. '

That direction is towards the traditional
values of the excellently produced single,
without the syrupy sappiness which over a
decade ago drove listeners to a less struc-
tured but more personally approach form of
music.

It is today's basic axiom of record merchan-
dising that intensive radio play of a single is
the best way to make hits out of the albums
containing the songs.

Unprecedented current competition for ra-
dio playlist spots has made life more nervous
than ever for record executives. But it has
also had the positive side effect of increasing
singles quality enormously.

A merely good or passable single literally
has no chance to get widely aired these days.
It must be outstanding or, better yet, excel-
lent.

If there is any danger to this trend, it is the
tendency of hit singles now to play it safe in
terms of lyrics and musical content. But the
general feeling among pop music creators is
that there are no longer rules to follow in
making a hit record.

Anything that rivets the listener's attention
and makes him feel he must go out and buy
that record as soon as possible is musically
valid.

It's hard to believe that an almost old-fash-
ioned piece of material and production like
“Tie A Yellow Ribbon ‘Round the Old Oak
Tree” could be a smash hit in a rock-domi-
nated market, unless the traditional values of
the well-structured record were once again
acceptable to mass buyers.

And yet the chart success of another catchy
hit single, *‘Brother Louie"" by the Stories, was

fa

not held back by its very outspoken lyric
theme of interracial love. For years, the Roll-
ing Stones have been getting AM saturation
airplay with singles about topics like “‘Let's
Spend the Night Together.”

Thus many topics previously considered

é “s

Seals & Crofts

socially unacceptable by AM programmers
can now be played, if they are packaged
within the production of a hit record.

Seals & Crofts, teamed with producer Louis
Shelton, are a sterling example of how sin-
gles-oriented production has gradually built a
hit album and concert attraction. Seals &
Crofts are known for a series of impeccably
produced singles from *Summer Breeze" to

“Diamond Girl,"" with intensely colored total
sound that could never be fully equalled in
normal concert situation.

John Denver, basically a laidback type of al-
bum artist, has skyrocketed to consistent hit
status by putting more impact and condensa-
tion into his record productions since *‘Coun-
try Road.”

What more and more major record artists
are learning is that honing their music to the
explosive dramatic demands of the competi-
tive AM single can only help their self-expres-
sion, not cheapen it.

At the West Coast a&r office of Columbia
Records, vice president Ted Feigin has been
encouraging his formerly self-contained art-
ists to work with strong contemporary pro-
ducers and consider outside material, rather
than continuing to do the whole thing them-
selves.

The new Boz Scaggs *‘Slow Dancer" album
on Columbia shows this trend for singles val-
ues on album cuts without losing the spon-
taneous feel of contemporary rock'n’roll. An-
other CBS self-contained album artist now
structuring his work in tandem with outside
producers is Buddy Miles, whose most recent
LP was his best-received work in recent years.

Although it is still probably the ideal situ-
ation for the musical pop artist to also be able
to write his own songs and produce nis own
records, the pendulum is swinging back. And
the realization is spreading that a fine vocal-
ist or musician is not necessarily an equally
competent songwriter or producer.

Record buyers still seem too strongly habit-
uated to albums for any major shift towards
singles purchases to come in the foreseeable
future. However, albums will probably get
less slipshod in their conception and take on

the function of a well-programmed selection
of singles.

Naturally, the greater profit potential of al-
bums over singles will continue holding great
interest to the wholesaler.

But with the vinyl shortage also part of the

John Denver

picture today, albums may return more
towards their former function of being am
earned privilege for the proven artist, not an
automatic right of any newcomer.

And any step that upgrades the commer-
ciality of record product or helps screen sec-
ond-rate disks before they clutter up the
racks, must be an improvement for all record-
tape merchandisers.

Software, Hardware Intertwine—Closeup

By JACK ROLAND COGGINS

NARM this year is focusing on hardware in
one of its seminar panels. The following is a
closeup of how an alert chain merchandises
equipment.

“In 1973, a survey showed that 47 percent
of audio system sales by our six stores in Min-
nesota and Wisconsin were the result of refer-
rals—satisfied customers telling friends,”
says Tom Hannaher, director of advertising;
Sound Of Music, Minneapolis, Minnesota.

“As a growing chain, the satisfied cus-
tomer is the reason for our growth; 47 per-
cent referral is a good figure and we intend to
protect it and increase it."

The key idea behind Sound Of Music’s spe-
cial brand of merchandising, according to
Hannaher, is to give customers as many rea-
sons as possible not to shop around for com-
ponents and systems. ““Our program is de-
signed,” he says, ‘‘so that when prospects
come to our stores, there are no strong rea-
sons why they should not buy now; no rea-
sons why they should have to visit a half
dozen other stores before making the initial
decision to buy.”

Some of the reasons are:

STOCK SELECTION. **We carry stereo com-
ponent equipment made by more than 30 na-
tionally-advertised manufacturers,” Hanna-
her says. ‘“‘Known brand names, trusted
equipment that at once gives shoppers free-
dom of choice; a selection to assure getting
exactly what customers want, rather than al-
most what they want.”

FIVE-YEAR PROTECTION PLAN. Sound Of
Music backs the sale of each component sys-
tem with its own five-year protection plan,
guaranteeing customers a minimum of five
years’ protection on parts, two years on labor
on each component. “This plan exceeds
manufacturer's own warranty in most
cases,”” Hannaher notes.

100 PERCENT TRADE-IN. If customers de-
cide to improve their newly purchased system
within 90 days, Sound Of Music will credit the
entire purchase price toward a new system.

22

TWO-DAY MONEY-BACK GUARANTEE.
Prospects are told: ““If after purchasing your
system from us you decide it does not fit your
needs, or if for any reason you want to return
the equipment (in perfect condition, with all

Earphones are held in place by Ii ed low heat globes. Music is played through them continu-
ously (top). In another area of the store (above), a salesman uses a speaker comparison device
to help a customer hear and evaluate various speakers’ performances.

cartons, paperwork, etc.), do so, and for the
first seven days after purchase receive your
purchase price back instantly."

CHANNEL FOR COMPLAINTS. The ““Com-
plaint Department’’ of Sound Of Music stores

¥

is Dick Casey, a vice president. ‘‘We give pros-
pects and customers the name and number
to call if they are dissatisfied in any way with
their puchase,”” Hannaher says. “Dick will
take care of you promptly,’”” we assure them.
“We don't anticipate complaints. But people
feel reassured when they learn a company
has a program. They can go directly ‘to the
top’ and get satisfaction and not have to ex-
plain their problems to half a dozen different
people on the way up!"”

FINANCING PROGRAMS. Sound Of Music
considers the purchasing of fine stereo com-
ponent equipment a serious investment,
Hannaher assures. “As such, we offer 12, 24
or 36-month financing with little or no down
payment. We also offer shoppers charge serv-
ice, which allows customers to purchase in
30, 60, or 90 days with no carrying charge or
interest. In addition, we feature Bank-
Americard and American Express. Layaways
can be arranged with no money down.”

PRECHECK SERVICE. Every component
and accessory offered for sale by Sound Of
Music is thoroughly tested in its service lab
before it is included in the inventory. “This is
assurance to our customers that an audio
system or component sold is going to per-
form at rated specifications and perform re-
liably," Hannaher says.

ANNUAL ANALYSIS PROGRAM. Regularly
scheduled clinics assure customers that their
equipment will continue to perform at its
original specifications. Inspections and anal-
ysis performed are free.

30-DAY PRICE PROTECTION PROGRAM.
**We pride ourselves on providing true value
to our customers at lowest possible prices,"
Hannaher stresses. ““To back our program of
offering the best possible systems at the low-
est possible prices, we give our customers 30-
day price protection. They can buy now, with-
out shopping around for a better buy. If they
discover any authorized dealer anywhere in
our selling area selling the same system for

(Continued on page 28)
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