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Canada’s
Conklin Shows
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Exhibition Park
Toronto,2B, Canada

(416] 366-5474




ANDERSON FREE FAIR
Anderson, Ind.

CABARRUS COUNTY FAIR
Concord, N.C.

CLAY FESTIVAL
Uhrichsville, Ohio

CLEVELAND COUNTY FAIR
Shelby, N.C.

FT. KNOX ARMY FAIR
Ft. Knox, Ky.

HENDRY COUNTY FAIR
Clewiston, Fla.

WRITE, WIRE or PHONE:

DEGGELLER SHOWS
IRVIN DEGGELLER ALLEN DEGGELLER
General Manager Assistant Manager
WINTERQUARTERS:
BOX 7, STUART, FLORIDA 33494
(305) 287-5355

JAYCEE FAIR
Riken, S.C.

MARTIN COUNTY FAIR
Stuart, Fla.

MONROE COUNTY FAIR
Key West, Fla.

OGEECHEE FAIR
Statesboro, Ga.

PUTNAM COUNTY FAIR
Palatka, Fla.

ST. ALBANS TOWN FAIR
St. Albans, W. Va.

VOLUSIA COUNTY FAIR
De Land, Fla.




1973

of Acts

Published by

AMUSEMENT BUSINESS
Division of

BILLBOARD PUBLICATIONS, INC.
Publisher

Walter J. Heeney Jr.

Assoc. Publisher, Sales

Robert Kendall

Editor In Chief

Irwin Kirby

Directory Editor

Pam Parker

Asst. Directory Coordinator
Anna James

Research Consultant

Prof. Boris Park, Ph.D.

Director of Sales
Raymond Pilszak
ADVERTISING REPRESENTATIVES
Chicago

James Helmer

New York

Dick Bradley

Los Angeles

Sam Young
Production Manager
Pauline Hardaway
Production Coordinator
Dolly Saluga
Circulation Director
John Miller

OFFICES

NASHVILLE

1719 West End Ave., Nashville, Tenn. 37203
(615) 329-3925

CHICAGO

150 N. Wacker Dr., Chicago, Il11. 60601
(312) 236-9818

NEW YORK

165 W. 46th St., New York, N.Y. 10036
(212) 757-2800

LOS ANGELES

9000 Sunset, Los Angeles, Calif. 90069
(213) 273-7040

PRODUCTION, PRINTING, CIRCULATION
2160 Patterson St., Cincinnati, Ohio 45214
(513) 381-6450

COPYRIGHT © 1972 by BILLBOARD PUBLICATIONS, INC
All Rights Reserved. Title registered ® in U.S. Patent

ffice. The content of this ﬁublicalion may not

be reproduced in whole or part without

the written consent of the Publisher or copyri%hl

owner. Single copy price: $10.

VALCADE
& Attractions

T HIS DIRECTORY is the outgrowth of another success-
ful and long established annual publication, the CAV-
ALCADE & DIRECTORY OF FAIRS. The fair edition
primarily contains extensive listings of North American
fairs and exhibitions, and the results of an annual market
study. It is recognized as the most useful reference book in
the fair industry and is used primarily by commercial exhib-
itors, concessionaires and the purveyors of attractions and
shows which are booked into fairs.

Because the fair edition is also distributed to fair man-
agers and directors, many acts, shows and other attractions
have advertised in it. There were relatively few pages of “at-
tractions” type advertising in CAVALCADE a decade ago
when fairs collectively spent about $10 million for enter-
tainment. But, as more and more fairs switched to big
names—TV stars, recording artists and the like—the grand-
stand show became the indispensible crowd drawer. Con-
currently, fair talent budgets skyrocketed ... more than
tripling between 1961 and 1972 to $35 million. During the
same time, the volume of “attractions” advertising in CAV-
ALCADE increased proportionately and, in recent years,
has dominated the fair directory.

The idea to publish separate Fair and Attractions direc-
tories was first proposed three years ago. It is sensible be-
cause neither the fair industry’s needs nor purposes are
identical with those of carnivals, acts or attractions. Their
operating methods marketing problems and aims are dis-
tinc and deserve separate directories. As in the past, CAV-
ALCADE & DIRECTORY OF FAIRS is being distributed to over
12,000 exhibitors, concessionaires, attractions management
and senior marketing executives of advertising agencies,
and manufacturers of agricultural and consumer products.

This directory, CAVALCADE OF ACTS & ATTRAC-
TIONS, is being sent to over 15,000 talent buyers. The cir-
culation is literally blanketing both professional and non-
professional talent buyers and offers organized shows, acts
and other attractions an entree to the total mass entertain-
ment market: all 2,900-plus fairs and exhibitions in North
America (talent budget: $35 million); over 2,000 amuse-
ment parks, tourist attractions and parks (talent budget: $13
million); over 1,500 colleges and universities (talent budget:
$50 million-plus); some 800 professional promoters, pro-
ducers and booking agents (talent budget: $100 million-
plus); several thousand shopping centers; national, State
and metropolitan fraternal and civic sponsors such as
Shrine, Elks, Jaycees; several hundred Bicentennial com-
mittees, and the sponsors of parades, celebrations, and sum-
mer festivals such as the Chambers of Commerce in every
city of 100,000 population or more.

We believe that experience will prove that both reader
and advertiser in this new Cavalcade are getting an excel-
lent buy.

1973 Cavalcade of Acts & Attractions



GREG SHIDELER

| excirine VOQAL
& QOUND EFFECTS

SENSATION!

/ HIGHLY ANIMATED

" SITUATION COMEDY

WITH AMAZING SOUNDS

FROM KITTENS PURRING TO
JETS AND EXPLOSIONS —
ALL BY HIS VOICE ALONE

-SOUNDSATIONAL

o Johnnv Carson
TONIGHT SHOW

° M}KE DOUGLAS SHOW

e PAT BOONE FAMILY SHOWS

® “Finest entertainment in

DeShi MANAGEMENT the United States”

P.0.5162 FT.WAYNE, IND. 46805
219/434-7743 W. M. A. GREENE,

219/748-0604 REAR ADMIRAL USN

© COPYRIGHT 1972 by GREGORY D. SHIDELER




How to

Nelect a booking Agency

1) How to hook a show and not get rooked.

SELECTING THE RIGHT booking
agent may be more critical than picking
the headliner or other acts who appear
in your show, especially if you buy en-
tertainment only occasionally or once a
year.

The booking agent is the keystone to
any show because the agent can favor-
ably affect the cost and quality of your
show. The conscientious agent is more
than an order-taker or broker. He is a
professional who can guide you on all

aspects such as the best acts for your
audience, budget, production problems
and equipment. staging and properly
servicing the artist.

Professional concert promoters who
are knowledgeable in production. scaling
a house. current price scales of acts, the
drawing power of particular acts, pro-
motion and the art of making an act
feel at home normally buy direct from
the major agencies or the act’s personal
representative. This is fine for the pro-

fessional who makes his living promoting
shows.

But the amateur or occasional talent
buyer—whether he be acting for a fair,
college, night club. fraternal group.
amusement park or civic committee—
would be best advised to find a good
booking agent and stay with him. This is
the policy followed by most experienced
amusement park, fair and nightclub man-
agers who have relatively huge budgets.

Cont'd. on page 8

2) The case for buying through a “major™ talent agency.

IN RESPONSE TO THE QUERY,
“What can a big talent agency do for
a fair?” big agency personnel make their
spontaneous remarks:

“Quality productions as opposed to
schlock,” suggests Creative Management
Associates’ Eldred O. Stacy.

“We know in November who'll be
important the following August,” states
the William Morris Agency’s Sid Epstein.

“If we hadn't stepped in with name
talent, the fairs would not have devel-
oped to their present stature,” replies
International Famous Agency's Joe Hig-

gins.
CONSENSUS. Big talent agency spokes-
men see the name of the game in the
fair talent market as a hunt for big
name talent. Although admitting numer-
ous exceptions, especially where the small
agency takes on the role of producer
for a fair’s grandstand show, these same
spokesmen see the big talent agency as
providing the most direct communication
with big name talent, at the lowest pos-
sible cost, for the fair market.

Epstein said that the name game gets
so intense that he even receives requests

for big name sports figures to play fair
dates. But with baseball in full swing
and all other sports in training, the avail-
ability of sports figures during the fair
season is nil.

“Many stars are unavailable,” said
Stacy, adding that the “bigger the act,
the less likely it is to be available for
fair dates.”

Making big talent accessible to the
fair market is the big agency’s key role
according to Higgins, who introduces
the concept of creative programming in

Con’td. on page 21

3) The case for buying through an “independent™ agency.

IF BETTE KAYE HAD HER WAY
there would be love and kisses every-
where in the talent business. Friendship,
consideration, flowers and fruit in dress-
ing rooms, ready transportation for acts,
proper arrangements for housing and
grounds admission—and on, and on.

The business isn’t that way across the
board, however, but that doesn't stop
her from trying hard. The Kaye philoso-
phy isn’t unique to her alone. Many
independent agents/producers do it. She
calls it simply, “service.”

A dialogue has emerged in recent
years about the respective roles of the
major agencies which control most big-
name acts, and what for lack of a better
terms, can be called the grass-roots

agents. Behind the discussion is this
basic fact: Both sources sell to the buyer
or sponsor, such as fairs with grand-
stands.

What can one entity do that another
cannot? What are the price factors? Just
what is “dependability”? Does the fair
ever have any guarantees that things
will go as planned?

“It's really, really a rough hassle,”
Bette Kaye says. “It's so rough that it
makes competitors of people who basi-
cally like one another. All the inde-
pendent really has to sell, when you
come down to it, is service.

“Now, what service means to one per-
son may be different to someone else.
To me, it means 1 will almost literally

break my neck to protect my clients,
and my reputation. . . ."”

Based in Sacramento, Calif., Kaye
Productions is neither the biggest nor
the smallest of agencies, but it’s cer-
tainly among the brashest. And service
is an underlying theme of the message.
Anybody can sell an act, the message
goes; even if a company has every act
under the sun under contract, it still
has to deliver and keep all its clients
happy. So in that atmosphere it has
nothing left to sell except service.

“I'll tell you what that is. I finally
got to Nashville and said hello to Danny
Davis and he said, ‘T've really been look-
ing forward to getting to know you,’

Con’td. on page 24

1973 Cavalcade of Acts & Attractions



COVERED WAGON

Tired of the
pPlain
bounce?

G&S offers a wide variety of
specials, afl backed by our
two year guarantee. If you
don’t see it, ask us for it.

PUMPKIN

N e
WHALE

TURTLE

G&ES

PO. BOX 8007
FOUNTAIN VALLEY
CALIFORNIA 92708

PHONE (714) 839-6911

APOLLO

LADY BUG

MOVE WIORLD

TEEPEE

ZEPPELIN




How to book a show
and not get rooked . . .

Cont’d. from page 6

-

LARGE OR SMALL AGENCY? Look
in your city’s phone book or if you're in
a very small town, contact your closest
big city and find the listings under
“Theatrical Agents/ Agencies.” Or, refer
to the list of booking Agents in this di-
rectory.

Almost every sizeable city has at least
one agency. If you are in a large metrop-
olis, you’ll have dozens to choose from.
You may recognize a few of the agency
names from newspapers, TV, etc.—Wil-
liam Morris, Associated Booking, Inter-
national Famous, Creative Management
and others. Now you have a choice.

These large agencies represent doz-
ens—in some cases hundreds—of per-
formers. They are really full-line
agencies and can offer almost any type
of act and service available.

In fact, some large agencies represent
so many acts that sometime the agents
are not even sure what a particular act
does, what it might need in technical
equipment or if it is self-contained (car-
ries its own musicians). The large
agencies have a weekly “Act Advice”
listing each act they represent, giving the
dates already booked and the name of
the agent who has complete details on
the act. Most agents in large agencies
specialize in one or two fields, i.e.. con-
certs vs. special events, night clubs vs.
television, etc. Specializing in one area
while representing so many clients is why
some agents have to refer to the “Act
Advice” to see if a particular artist is
even handled by his company.

All the large, national agencies repre-
sent talent directly, usually exclusively,
and can produce your show. Of course,
you can buy from the agency and put a
star together with a band or orchestra
and make all of the dozens of arrange-
ments yourself. But this is usually a head-
ache and best left to the professional.

A second choice is to buy a “package
show” from a large agency whereby the
agemts puts together a show with as many
or few acts as your budget allows, in-
cluding band or full-scale orchestra, de-

A}

pending on the needs of your star. The
large agency will—or should—provide
a “producer” for your show. In fact, if
you have a sizeable budget, stipulate
this in your contract with the agency.

The producer is a liaison who will

work with you and the acts, set up re-
hearsal times, make certain your tech-
nical facilities comply with what is needed
and a thousand other details you are un-
likely to think of. You will pay the
agency a set fee for this “package” and
it, in turn, will pay the various acts.
You will, of course, be paying for the
producer, but it will be to your advan-
tage in the long run.
THE SMALL AGENCY. A third al-
ternative and a particularly good one if
you're careful which agency you choose
is the smaller, independent theatrical
agent—sometimes called a sub-agent or
producer. He will buy your star and
other acts from the larger agency and
contract with your organization to pro-
vide the show at a set price, usually
with a 10% to 20% markup.

Here is where you must be careful. As
in any business, there are a few fast
talkers out to make a quick buck and
they may charge up to 50% more than
they pay for an act and not worry about
return business. The additional 10-20%
paid to a reputable agency is well worth
the cost as you will usually get plenty
of service from the small agent who de-
pends on his good reputation and return
business in order to make a living.

After you have settled on an
agent and decide on the lineup of acts,
you will find yourself in a period of
limbo—waiting while the agent goes to
the star’s personal manager to clear the
date. The agent must make certain there
are no conflicting appointments for the
star on that day. Also, there may be a
price hassle. The price quoted you may
buy the usual price but for your particu-
lar date the star may have to travel
a great distance, postpone something he
wanted to do the day before, etc., and
therefore will only accept your date if

the money offered is bettered or travel
and accommodations are provided.

Once the star accepts your date, make
sure that he will be able to arrive from
wherever he is the preceding night in
plenty of time for a rehearsal and for
your show. In other words, don’t book a
star into Charlotte, N. C., the day after
he is appearing in Honolulu. This should
be the responsibility of the personal
manager but again, there’s the old
money fever and they may think they
can make your date even though it’s the
middle of winter and airports can be
socked-in.

A good rule of thumb is to know
where the acts appearing in your show
are appearing during the two days before
your show and to have the agent check
out alternate emergency transportation
arrangements. Remember, an artist’s
legal obligation to make your date can
be negated by “act of God” weather.

Also, almost every star has a cancel-
lation clause in the contract. These are
exercised. So, protect yourself by ne-
gotiating your contract early in the event
your first choice cancels out a couple of
months before your affair so you will
still have time to contract with an al-
ternative. If your star demands a lot
of money, you too, can be demanding
by insisting on a 60-day rather than
30-day cancellation clause, thereby giv-
ing yourself two months of advance
warning in case something happens.

Also, do not—under any circum-
stances—have publicity printed or invi-
tations sent out naming performers on
your show until the cancellation clause
period is up . . . or you may spend all
of your forthcoming profit on new pub-
licity material or new invitations.

Finally, plan ahead. Plan six months to
a year ahead of your event . . . es-
pecially if you're after a big name star
whose schedule is set well in advance
because of television and film com-
mitments.

by JAN CYGAN HEENEY +«
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CANADAS PREMIER ROCK
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THE GUESS WHO
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AVAILABLE FOR FAIRS AUG. 1973-ONLY

“o.@  BOOKED THIRD CONSECUTIVE YEAR TORONTO C.N.E.
Kid ‘ ; }} SUCCESSFUL STATE FAIR DATES 1971-72: IOWA—INDIANA—ILLINOIS
W l\'™ 8"  BOOKED EXCLUSIVELY BY HELLER-FISHEL AGENCY | PERSONAL MANAGEMENT BY DON HUNTER

706-294 PORTAGE AVE., WINNIPEG, MANITOBA
(204) 942-6561

260 S. BEVERLY DR., BEVERLY HILLS, CALIF., 90212, (213) 278-4787




JOHN KELLY, Personal Manager,

ARTIST MANAGEMENT AND ENTERTAINMENT AT ITS BEST
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Country Music’s
HOTTEST Recording Star !

COLUMBIA

NUMBER ONE ACROSS
THE NATION

¢ 9 a -
‘“‘Delta Dawn” R ek
Tl AND NOW ... £

¥ Love Is The Ang
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JOHN KELLY and ASSOCIATES
P.O. Box 14927, Las Vegas, Nevada 89114 (702) 451-1041



GRAND OLE OPRY'S TOP COMEDY TEAM !!

LONZO & OSCAR

STARS OF WSM
"GRAND OLE OPRY"

RADIO AND TELEVISION

|

ARTIST MANAGEMENT AND ENTERTAINMENT AT ITS BEST

JOHN KELLY AND ASSOCIATES



OHN KELLY and Associates
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P.O. BOX 14927 - LAS VEGAS,NEVADA 89114 - PHONE: AC 702—451-104]
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BOBBY DONN, B. BUMBLE & ==

THE STINGERS

ROSEBUD | N hi
% FAIRS and RODEOS MUSIC
% NIGHT CLUBS COMPANY
¥ SPECIAL EVENTS

% CASINOS
» SHOWS
¥ TV and RADIO

ARTIST MANAGEMENT AND ENTERTAINMENT AT ITS BEST



3106 EAST SUNSET ROAD
LAS VEGAS, NEVADA 89120

AC (702) 451-8333




One Of The Greatest Repeat
Attractions In The
History Of Show Business
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Warner Bros.Entertainment Presents
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The Nu mber l Box
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ANGELO I ANNA MARIE ALBERGHETTI

BEACH BOYS l EDDIE ALBERT

ED AMES
ELVIN BISHOP GENE BARRY

TIM BUCKLEY BELLAND & SOMERVILLE
CHICAGO 9 PAT BOONE & BOONE FAMILY
JAMES COTTON BLUES BAND ~ JULIE BUDD

SANDY DENNY CHARO
DION GARY CROSBY
DONOVAN GLORIA DE HAVEN

THE DOOBIE BROTHERS JOSE FELICIANO
MICKIE FINNS
S [ GECIREET EDDIE FISHER
ENGLAND DAN & JOHN ALLIENE FLANERY
FORD COLEY PETE FOUNTAIN
FAMILY THE FOUR FRESHMEN
PINK FLOYD | FOUR TOPS
THE FOUR TOPS | KELLY GARRETT
HOOKFOOT BUDDY GRECO
BILLY JOEL LORNE GREENE

BILL HAYES
ELTON JOHN ' THE IRISH ROVERS

CASEY KELLY j QUINCY JONES

THE KINKS LAINIE KAZAN
LEO KOTTKE | MICHEL LEGRAND
KEN LOGGINS BAND MICHAEL LANDON
WITH JIM MESSINA SHAR! LEWIS
MACANDO GORDON LIGHTFOOT
MADURA GLORIA LORING

HENRY MANCINI
MASON PROFFIT JOHNNY MATHIS
MAHAVISHNU ORCHESTRA 3 MUSIC MADE FAMOUS BY
Featuring JOHN McLAUGHLIN GLENN MILLER
MICHAEL MURPHY ROGER MILLER
PAMELA POLLAND SERGIO MENDES &
T. REX BRASIL '77
TOM RUSH MATT MONRO

PATRICE MUNSEL
SEASLESAS'E'F?:@]FTS NEW CHRISTY MINSTRELS

STRAWBS HUGH O’BRIAN

FESS PARKER
TAJ MAHAL DELLA REESE

MARY TRAVERS CHITA RIVERA
JOSH WHITE, JR. ROUVAUN
PAUL WINTER CONSORT KAY STARR
BILL WITHERS . Xn:k J%RA%E
JESSE COLIN YOUNG
FRANK ZAPPA & THE MOTHERS | DENNIS WEAVER

NANCY WILSON
OF INVENTION GRETCHEN WYLER




Office Attractions!
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GLEN CAMPBELL
ROY CLARK
THE HAGERS
FREDDIE HART
GEORGE JONES
&
TAMMY WYNETTE
BRENDA LEE
ROGER MILLER
BUCK OWENS
MARTY ROBBINS

AUSTRALIAN BIRDMAN
THE BUGS BUNNY SHOW
JAMES BROLIN
CAPTAIN KANGAROO
LYNNE CARTER SHOW
DICK CLARK
HOWDY-DOODY
LASSIE
SHARI LEWIS
THE MAGNIFICENT
BALLOON CONCERT
SCOOBY DOO
& THE BANANA SPLITS

MICHAEL T. NORTH
9255 Sunset Bivd.
Los Angeles, Calif.

(213) CR 3-8811

INTERNATIONAL FAMOUS AGENCY

T% ABAGIAT S & Pl 0 1T N

ADAM 12 TV STARS
EVE ARDEN
JOHN BARBOUR
BELLAND & SOMERVILLE
JACK BENNY
MILTON BERLE
JEANNINE BURNIER
CHARLIE CALLAS
JACK CARTER
LYNNE CARTER
ROY CLARK
ALLIENE FLANERY
FRANK FONTAINE
DAVID FROST
ARTHUR GODFREY
FRANK GORSHIN
GUNSMOKE STARS
SHARI LEWIS
RICH LITTLE
GROUCHO MARX
ED McMAHON
PATCHETT & TARSES
PAT PAULSEN
MINNIE PEARL
RED SKELTON
SKILES & HENDERSON
STEWIE STONE
JACKIE VERNON
DONNA JEAN YOUNG

JOE HIGGINS /TONY GREGORY
1301 Ave. of the Americas

New York, New York
(212) 956-5866
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Johnny Mathis

23 million records sold in S years @

Columbia Records recording star

MICHAEL T. NORTH JOE HIGGINS /TONY GREGORY
9255 Sunset Blvd. 1301 Ave. of the Americas
Los Angeles, Calif.

New York, New York
(213) CR 3-8811 R e e L (212) 956-5866



The lish
Rovefs...

* JOKER

_ AGENCY:
Les Weinstein, stall 110, the garage, DISTRIBUTION: '

12 water st., vancouver 4, b.c., canada U.S.A. - Tara Records l-m

(604) 684-1475 CANADA - Polydor Records International Famous Agency ‘




ROGER M ILLER

Public Relations: Engagements:
FLORENCE SEMON MISSOURI STATE FAIR — Sedalia, Missouri
Studio City, California HEART OF TEXAS FAIR — Waco, Texas

ARIZONA STATE FAIR — Phoenix, Arizona
SNAKE RIVER STAMPEDE

CHEYENNE FRONTIER DAYS

IOWA CHAMPIONSHIP RODEO

NEW MEXICO STATE FAIR

MID-SOUTH FAIR

MICHAEL T. NORTH JOE HIGGINS /TONY GREGORY
9255 Sunset Blvd. 1301 Ave. of the Americas

Los Angeles, Calif. New York, New York
(213) CR 3-8811 NS SIS, AR ST e EN A (212) 956-5866



CAPT. SCHLOSSBERG'S

MACNIFICENT BALLOON UPRISIN G

MICHAEL T. NORTH
9255 Sunset Blvd.
Los Angeles, Calif.

(213) CR 3-8811

The World's Only Hot Rir Balloon Concert-in-the-Sky

Starring composer-recording artist-
aeronaut Capt. Ben Schlossberg,
singing original music and
accompanying himself with his
amplified piano and sound-synthesizers,
in the gondola of a most beautiful,
70-foot-high, 78,000 cubic-foot,
F.A.A.-Certified-Airworthy Hot Air
Balloon, which the Captain is flying at
tether 20 to 150 feet above the
audience.

As the Captain performs, auroric
fountains of multi-colored lights,
mists, and luminiferous gases light up
and burst forth from the balloon,
transforming the daytime or evening
heavens into a panoramic balloon-
fantasy of music, color and light!

INTERNATIONAL FAMOUS AGENCY

A OVISION OF MARVIN JOSEPHSON ASSOCIATES INC

During this, our first year of
production, “UPRISING” has drawn
gates of over 30,000 persons per
performance. We think, therefore, that
this act is simply the most powerful,
new box office attraction off the face
of this earth!

This, and a variety of other single and
multiple balloon acts such as balloon-suspended
acrobatics and trapeze, balloon-launched
skydiving, high-dive, and manned-kite soaring,
balloon advertising and promotions, etc.,

are available to suit whatever your particular
production and promotional needs.

A Ballooning Unlimited Production
421 Westbourne Street

La Jolla, California 92037

Phone (714) 459-1682

JOE HIGGINS /TONY GREGORY

1301 Ave. of the Americas
New York, New York
(212) 956-5866



For FREDDIE HART 1972 Was...

The Academy of Country and Western Musics Entertainer of the
Year, Artist of the Year, Single of the Year, Album of the Year and
Song of the Year. The Country Music Associations Song of the

Year for two consecutive years. Four consecutive number one
singles!

1972, Image International

For FREDDIE HART and the Heartbeats 1973.

Mgr. Joe McFadden -Vice-President, OMAC Artist Corporation-
1225 North Chester Avenue -Bakersfield, California 93308-
(805) 393-101

INTERNATIONAL FAMOUS AGENCY

A DIVISION OF MARVIN JOSEPHSON ASSOCIATES
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" The Buck Owens
All American
Show!

4
{

, nrm

H\ITEF?NATID'\JAL FAMODUS AGENCY

A NVIIIN CF MARVIN JOSEF-SON ASSOCIATES INC

|
Per!onol Management: Jack McFadden ® 1225 North Chester Avenue ® Bakersfield, California 93308 e (805) 393-1000




nett, the daredevil "’ Australian Birdman,"”
takes off in his delta wing ski kite for what he claims is the world’s highest and longest unassisted free
flight from Dantes View in Death Valley. Bennett, 40, of Sydney, Australia, spent 11 minutes and 47
seconds aloft and travelled 6.2 miles to the valley floor, some 5,757 feet below. (UPI) cim/ho

THE AUSTRALIAN BIRDMEN
“The most spectacular fair attraction of the decade”.

Let Bill‘drop in"on your fairgrounds.

MICHAEL T. NORTH JOE HIGGINS /TONY GREGORY
9255 Sunset Blvd. 1301 Ave. of the Americas
New York, New York

Los Angeles, Calif.
INTERNATIONAL FAMOUS AGENCY (212) 956-5866

(21 3) CR 3-8811 A DIVISION OF MARVIN JOSEPHSON ASSOCIATES INC



ALL-TIME ATTENDANCE

RECORD FOR ANY MONDAY .

AT THE ARIZONA STATE
FAIR,1972 AT FIRST FAIR
APPEARANCE!

THE ARIZONA'RE!’UBLIC 2 _Tues.. Nov. 7, 1972
Jose Feliciano lights
their musicalfires

**Jose Feliciano seems hardly bigger than his
guitar as he is led on stage.

He takes up his position on a tall stool and
methodically proceeds to tear apart his guitar, the
audience and the Memorial Coliseum.

Too bad he couldn’t have seen the double
standing ovation he got.

Feliciano is one of the most gifted guitarists of
our time and his show displayed every facet of
his virtuosity.

Despite repeated yelled requests, he maintained
tight control over his material and sang what he
wanted to.

Then he played an old banjo standby he'd transposed
for guitar, ""Foggy Mountain Breakdown,” the theme
of the film, "Bonnie and Clyde.”” The sound was nothing
short of incredible. All the banjo frailing was there but
the sound was immensely richer.

" 'Light My Fire,” " yelled a girl in the
audience.

""Well, after the show, OK?"' he answered.

After just a couple chords, each number
was greeted with warm applause. It was a
partisan crowd and he gave them what
they came for.

Feliciano entertained with funny
impressions of other performers. He
had Bobbie Dylan, Ed Sullivan, Sachmo
Armstrong doing Dylan, the Godfather,
the Godfather singing rock and roll.

He gave them ""California Dreaming’
and "My Sweet Lord"” and the crowd
would have stayed all night. When it
was over he climbed down from his
stool and bowed awkwardly toward
the sound of the thunderous applause.

They, of course, called him back
for one more.

But it was he who lit theirs.”

Jack Swanson
Management:
FELICIANO ENTERPRISES
415 N. Tustin - Orange, California 92667

Public Relations by:

McFADDEN, STRAUSS & IRWIN INC

1017 N. La Cienega Blvd.

Los Angeles, California 90069

909 Third Avenue - New York, New York 10022

MICHAEL T. NORTH
9255 Sunset Blvd.
Los Angeles, Calif.

(213) CR 3-8811

“c Records
and Tapes

INTERNATIONAL FAMOUS AGENCY

A DIVISION OF MARVIN JOSEPHSON ASSOCIATES INC

JOE HIGGINS /TONY GREGORY
1301 Ave. of the Americas

New York, New York

(212) 956-5866



TheHagers cunsmoxEeE

INDIANA STATE FAIR
“Newly”
NEBRASKA STATE FAIR
HEE-HAW EACH WEEK, GLENN STRANGE
CW(@'W “Sam,the Bartender”
BARNABY
T T ETYsa?sa g:?:;éseru‘mﬂves The Sur pr ise Box-Office
9255 SUNSET BLVD., SUITE 414 .
LOS ANGELES, CALIFORNIA 90069 Attraction of 1972
(213) 2734660
MICHAEL T. NORTH m JOE HIGGINS /TONY GREGORY
9255 Sunset Bivd. 1301 Ave. of the Americas
G INTERNATIONAL FAMOUS AGENGY e



GUNSNOKE

AGAIN RATED TOP TEN FOR 1972-1973

"~ KENCURTIS
“Festus”

Two, three and four repeat engagements at 42 fairs and rodeos the past 6 years.
50 all-time box-office records.

MICHAEL T. NORTH JOE HIGGINS /TONY GREGORY
9255 Sunset Blvd. 1301 Ave. of the Americas
Los Angeles, Calif.

New York, New York
(213) CR 3-8811 NS SN S I SO S eSO (212) 956-5866



Shari Lewis

MICHAEL LANDON

e BONANZA'S “Little doe”

America’s number one All time box office records.
family entertainment star. 1973 engagements:

SHARI LEWIS DIXIE NATIONAL RODEO

TV SHOW 1973 3
koast-to-eoy MID-WINTER RODEOQ

IEA

INTERNATIONAL FAMOUS AGENCY

A DIVISION OF MARVIN JOSEPHSON ASSOCIATES

MICHAEL T. NORTH JOE HIGGINS /TONY GREGORY
9255 Sunset Bivd. 1301 Ave. of the Americas
Los Angeles, Calif. New York, New York

(213) CR 3-8811 (212) 956-5866



JAMESBROLIN RICH LITTLE

“Dr. Steve Kiley” JULIE ANDREWS
SHOW

MarcusWelby each week ABC-TV

A perennial number one
favorite for 1973 SANDS HOTEL

seen each week on ABC-TV HARRAHSg
coast-to-coast

LakeTahoe

\EA

INTERNATIONAL FAMOUS AGENCY

OF MARVIN JOSE PHSON 4SS

MICHAEL T. NORTH JOE HIGGINS /TONY GREGORY
9255 Sunset Blvd. 1301 Ave. of the Americas
Los Angeles, Calif. New York, New York

(213) CR 3-8811 (212) 956-5866



The Sensational

ROST

Star of the top rated i)}y

RECENT SMASH APPEARANCES

LANDMARK HOTEL, LAS VEGAS

HARRAH'’S, RENO — LAKE TAHOE

FAIRMONT HOTEL, VENETIAN
ROOM, DALLAS, TEXAS

STARLIGHT THEATER, KANSAS
CITY, MISSOURI

J. F. K. CENTER, WASHINGTON D.C.

STARDUST INN, WALDORF, MD.

CHEYENNE FRONTIER DAYS RODEO,
CHEYENNE, WYO.

SAN ANTONIO LIVESTOCK
EXPOSITION, TEXAS

SAN ANGELO FAT STOCK SHOW,
TEXAS

TRI-STATE FAIR, AMARILLO, TEXAS

GREATER BATON ROUGE FAIR,
BATON ROUGE, LA.

KNOTTS BERRY FARM, LOS
ANGELES, CALIFORNIA

DISNEYLAND, AHAHEIM, CALIF.

SOUTH PLAINS FAIR, LUBBOCK,
TEXAS

PORTLAND AUTO SHOW, PORTLAND
PORTLAND, OREGON

1972 WAS A BANNER YEAR ESTAB—
LISHING MANY NEW ALL TIME AT—
TENDANCE RECORDS

e JIM BALSEY coinc

3225 SOUTH NORWOOD
TULSA. OKLAHOMA 74135
918-663-3883 INTERNATIONAL FAMOUS AGENCY

P MARVI SO ABSOCATES NC.




Promotion
is what makes
the show go

BY W. BRUCE LEHRKE

EVERY MAN OR WOMAN who allocates a budget
to promote a product or service could learn some good
lessons from Sears Roebuck and Co. where planned ad-
vertising is a fact of sound business practice and much of
the reason for Sears monumental success.

Sears has a battery of men who work at the key role
of planning advertising; not only budgeting, but even more
important . . . timing.

For example, there is a man in Sears main advertising
department that could tell you right now that on October
11, 1973 the main Scars store in Waterloo, lowa will spend
$11.49 advertising men’s white cloth work gloves that
will retail at 39¢ a pair. He will further tell you that be-
tween October 12 and 20 that store will sell 246 pairs of
those gloves.

The Sears theory is simple. In Waterloo, Iowa in mid-
October men’s white work gloves will sell better than at
any other time in the year and that is the time to spend
the promotion money.

The same theory can work wonders with any entertain-
ment event budget. If you are selling admission tickets,
obviously, they are going to sell better during the week
of the event than they will 30 days ahead of it. Therefore,
the bulk of the advertising money must be spent during the
final week of an entertainment promotion.

What Size Budget?>—The amount of money used to
promote an entertainment event must be tailored to fit
the individual market and there are several basic items to
consider: size of market area, number of potential cus-
tomers (for some events only certain age groups or in-
come groups will attend), number of performances and
a realistic gross potential.

Obviously, a first year campaign will normally require
a greater budget and some events will spend 20% of their
gross potential sales for an advertising budget; then drop
to 15% in subsequent years. It is our feeling that this is
not too bad a rule of thumb for a multiple performance
event, if someonc has uscd his head and set a realistic
number of performances for a market.

We do not go along with a theory used by some events
where the greatest number of performances possible are
scheduled. In other words. if there are enough seats in
six performances to handle the traffic, we cannot find a
scnsible business reason to schedule 10 performances.

ABOUT THE AUTHOR

W. Bruce Lehrke, a former ranch and rodeo cowboy,
is also a former newspaperman who worked in the ad-
vertising and promotion departments of dailv papers.
He underwrote and promoted his first rodeo at the age
of 22 and has been one of the nation’s leading fulltime
rodeo management and promotion directors for the past
dozen years. He has been on the policy making Inter-
national Rodeo Association board of governors since it
was established in 1964, has been advertising director
for IRA’s official publication, Rodeo News since 1963
and director of Loretta Lynn’s Longhorn Rodeo opera-
tions, nationally, for the past six vears. The company
totally underwrites over 80% of the rodeos it produces
and will be appearing in major indoor facilities in 20
markets in 1973.

"

To us, a promotion budget is a bread and butter neces-
sary expense and we try to set our budgets accordingly.
The more merchandising and advertising support we can
get from local businesses and national products with tie-
ins, the better our advertising dollars are going to work.

If tie-in support is extra good with some other product,
for example, giving us a tremendous amount of radio
or TV time, we will pull back some of our advertising
dollars in that media and, perhaps, will bolster our news-
paper budget with the extra money.

WHAT MEDIA?—Through extensive surveys in spe-
cific markets we have determined the following rating of
effectiveness for various media, for rodeo, and we would
presume that the same ratio would pretty well work for
most other entertainment events:

1. DAILY NEWSPAPERS: No matter who you are,
when you decide to go out for an evening or afternoon
you look to the entertainment page of the daily news-
paper to find out what is going on.

2. BILLBOARDS: If billboards are strategically placed
and the art is good almost cveryone in the market will
be exposed to them. Sometimes smaller boards will do as
good a job as large ones.

3. RADIO: In separate surveys in two different markets
a ycar ago we found that radio out-pulled TV when com-
pared by actual dollars spent and the survey was conducted
during campaigns in established markets where the TV
budget ran about three to one ahead of radio money. In
rationalizing the comparison we finally deducted that peo-
ple who came to the rodco because they heard the radio
spots where people who were out on the move, listening
to the radio in their cars, rather than sitting at home
watching TV.

4. TV: In our opinion this media is often vastly over-
rated as a sales tool for entertainment events, but it is
a necessary media! We believe that unless you can afford
to buy a 15 to 30 spot saturation package per day with
10 second spots, that the money can better be spent with
30 and 60 second spots placed in specific times. It often
will take this amount of time to get attention and get the
message across.

5. POSTERS, BUS SIGNS and OTHER PAPERING:
Seldom will a customer say on a survey that he attended
the rodeo because he saw a poster, but posters add color,
flavor and just plain atmosphere to a campaign. They can
do an excellent job at the local feed store, the barber
shop or, in smaller towns, appearing in every shop window.

Bus signs are good in some markets and in a very large
metropolitan area they can often replace biliboards at a
lot less money.

Papering the town and countryside is something circuses
really used to use and a media that some of us ought to
give more consideration. Problem here is that there arc
very few people left who will or are able to handle the
job well and, local ordinances often outlaw it.

6. DIRECT MAIL: Direct mail is fine, if you have an
established customer list, but a blanket mailing of all
postal patrons in all but rural markets is something we feel
is a waste of money.

7. BILLING STUFFERS: In some areas billing stuffers
will do an excellent job in generating mail orders, par-
ticularly if you can offer some kind of a discount. They
also carry extra punch if, for example. you are honoring
BANKAMERICARD and your stufting appears in the
monthly BANKAMERICARD billing.

Timing—In all cases timing is as important to you as
it is to Sears in selling cloth gloves. Spend your advertising
dollars at the right time¢ and QUADRUPLE their effective-
ness. Examples:

1. NEWSPAPERS: The first advertising dollars you
spend should appear in the daily newspapers five to eight

1973 Cavaicade of Acts & Attractions



weeks ahead of the cvent ON A SUNDAY. Remember,
on Sunday, the daily newspaper is the “local” newspaper
in many, many communitics where the local paper does
not publish on Sunday.

We feel that weekly area papers deserve only a small
portion of the total newspaper budget, generally beginning
no carlier than three weeks ahead of the event.

2. BILLBOARDS: Once a billboard is up it does not
change (unless you arrange for a snipe the week of the
cvent that says “NOW?”) and repetition can wipe the bill-
board’s message from the eyes of would-be customers.
We never run a billboard campaign longer than 30 days
and, whenever possible, we’ll buy it for only two weeks.
We do the same with bus signs.

3. RADIO and TV: Both are a “Do It Now” media.
If they were not, you would find the local shoe store
advertising, “Watch for our special shoe sale next month.”
Therefore, we attempt to saturate both media the week of
the event. but will often pickup the preceding weekend,
too. If you have done your homework ana have been able
to tic stations into your event with ticket promos, etc.,
you can arrange for their promotions to end the week
preceding the event and retain continuity of the entire
campaign.

4. POSTERS and PAPERING: Samec theory as bill-
boards and buses. Posters. in particular are never placed
more than three weeks ahead of the event and usually go
out two weeks ahead.

5. DIRECT MAIL and BILLING STUFFERS: Mail
to regular customers should never go out less than 30 days
preceding the event and billing stuffers (today, most billing
is handled during a 30 day cycle) should ncver begin less
than 45 days ahcad of the event so the final stuffers arrive
in the home no later than 15 days ahead. Tt is even better
to begin earlier than 45 days ahead as many people do not

open their bills until a certain day of the month when
they intend to pay them.

Publicity Makes It Go—No matter how carefully you
have set your budget; no matter how carefully you have
scheduled the timing of every ad, if you have not done the
legwork in arranging for publicity (the free news and
feature stories in newspapers and on radio and TV) the
whole project is going to sink. Publicity gets the attention
of persons who are not really shopping for an entertain-
ment event.

Timing with publicity is also important and, naturally,
anything that runs during the week of the event is going
to do the most good.

Certainly, there should be some advance stories to start
building interest, but, again, we feel that the real sales
must be made nearly at performance time.

Newspapers Most Important—It is our opinion that if
you are not COVERED in the daily newspaper you might
just as well fold up shop and go home. Newspapers sell
and they sell in nine out of {0 homes in every city. Printed
stories are preserved. Everyone in the family can sec and
read them. Radio and TV interviews will sell. but they
are here and gone. If a potential customer docs not hear
the interview, no one is going to be able to show it to
him at a later time.

In Summary—Our idea of setting a promotion budget
is not merely going through the motions of allocating
amounts of advertising dollars for a particular market.

Budgeting includes putting the right amount of money
in the right place AT THE RIGHT TIME.

It also includes a talent to sell other businesses on the
idea of tying in their advertising dollars to OUR campaign.

And, then finally, it means coordinating a publicity
campaign that will compliment our advertising dollars and
merchandising tie-ins.

DIRECT—FROM MUSIC CITY, U.S.A.

% SUPER GRANDSTAND ACTS & ATTRACTIONS
% TV & COUNTRY/WESTERN STARS
% SENSATIONAL THRILL ACTS

x

THEATRICAL ENTERPRISES
213 Third Ave., North
Nashville, Tenn. 37201
Phone: (615) 244-2833

WE CORDIALLY INVITE OUR MANY FRIENDS AND CUSTOMERS TO
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