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RETAIL DISCO ITEM

New Labels Add

Judges Affirm
Taxe Conviction

Everywhere At CES

By STEPHEN TRAIMAN

CHICAGO-The sound of music
effectively drowned out the under-
currents of controversy swirling
around the 10th Summer CES that
wound up its four-day run Wednes-
day (16) at Chicago’s McCormick
Place—and environs.

More facets of the music-record-
tape industry were cffectively in-
volved on and off the exhibit floor
than ever before. So whether attend-
ance was slightly above or slightly
below lust vear’s announced record
of nearly 39.000 is academic traffic
for the most part was deemed
“okay™ by exhibitors. Contacts took
precedence over actual orders in the
post-fair trade cra that has most
dealers bullish -and cautious over
1976-77.

Music was the message for ABC
Record & Tape Sales which un-
veiled a massive diversification pro-
gram (sce separate story), a growing
number of promotional disk/tape
firms including many first-timers,
both major hi fi firms and custom
manufacturer/packagers  of  disco
sound and light products. and the
blank tape giants.

{Continued on page 60)

PRATT & McCLAIN's first album for Warner/Reprise fulfills the promise of
their massive hit singte, “Happy Days.” Hear Pratt & McClain Featuring
“Happy Days” (MS 2250) . . . without commercial interruption. Produced

by Steve Barri and Michael Jmartian.

Nashville Studios
List 30% Surge

By GERRY WOOD

NASHVILLE  While studio
business varies clsewhere, Nashville
studios report a 30% upsurge in ac-
tivity with a trend o more non-
country and out-of-town business.

Several studios plan to expand to
24-truck facilities while keeping the
reluxed atmosphere that, along with
the sound quality. draws the most
favorable comments from users.

A Billboard survey indicates a
movement toward more pop activity
and increased commerciil and jingle
production.

“Anvbody that tells vou business
isn’t growing just doesn’t want the
competition.” claims George Lewis
of LSI Sound Studio. “Probably by
next vear. there'll be 100 studios in
the arca. Business is great.”

Lewis reports his volume has
doubled with “at least three. but
usually four. sessions o day.”™ LSI
has just gone 24-track. and Lewis

(Continued on page 46)

Of Tape Piracy

By JOHN SIPPEL
LOS ANGELES Successtul
prosecution of tape piracy has heen
augmented by a lengthy and well-
documented Circuit Court of Ap-
peals” affirmation of the convietion
of four defendants in a Federal Dis-
trict Court action here in 1974,
Three Ninth Circuit judges in San
Francisco bolstered local Judge Ir-
ving Hill's guilty decision in the six-
week trial of Richard and Ron Taxe.
Geraldine Gonzales and Rick Ward
(Billboard. Aug. 24. 1974y in a 13-
page ruling 11\1 week.
Rick Taxe said he and the three
(Continued on puge 16)

Liverpool Talent In
New Beat Resurgence

By PETER JONES &
ADAM WHITE

LIVERPOOL This Mersey-side
city. which spawned first the Beatles
in the carly 1960s and then triggered
off a beat group explosion which
rocked the entire pop music world, is
once again bursting at the seams

with new and exciting talent.

{Continued on page 66)

$5 Mil In Contracts
As Result Of Talent Forum

12-Inch Singles

By JIM MELANSON & TOM MOULTON

Stations Cool To
July 4th Hoopla

By CLAUDE HALL

LOS ANGELES - Except for a
smattering of stations acress the na-
tion  and some flagwaving by coun-
Iry mMusic operators— most stations
are not planning anyvthing grandiose
for programming and/or promotion
on Julyv 4.

In fact. it appears as . Casey Ka-
sem’s “American Top 407 special
tribute to the No. 1 record for cach
July 4 going back 40 vears i» soing o
be about the most exciting thing
happening on most Top 40 radiosta-
aons.

Most sy there has been a “hicen-
tennial overkill” as stated by
Charlie Tuna. program director and
morning r personality at KHS in
[.os Angeles.

Tom Yates. program director of

(Continwed on puge 27)

NEW YORK-A greater market
impact from the new commercial 12-
inch disco single is expected shortly.
as a number of labels here have
given the go-ahead on releasing re-
tail versions of disks previously used
for promotional purposes only.

[ndications are that within the
next few weeks there will be more
than a dozen tides commercially
available on 12-inch disks. The
goods will come from Roulette. CTL
Scepter. RCA-distributed Midland
International and possibly Amherst.

In effect. a mini bandwagon s
being created behind Salsoul Ree-
ords” recent first move in this arca.
Salsoul itself is planning to add
more 12-inchers as a followup to s
groundbreaking release last month
(Billboard. June [9).

The $2.98 suggested list used by
Salsoul has been uniformly picked
up by the other labels. Cost to dis-
tributors does vary from label to la-
bel. though.

IUs expected that actual store

(Continued on puge 18)

Seen

WB’s Soul, Jazz Hits
Spur New Talent Hunt

By ELIOT TIEGEL
LOS ANGELES Warner Bros.
success in breaking into the souland

jazz markets has the label heading

full steam into contemporary jazz
with a major talent search underway
by Bob Krasnow. exccutive without
title.

Krasnow will be in Europe July |
for upwards of four weeks, making
the labels “presence known™ at the
Montreux Jazz Festival in Switzer-
land and at a number of mini-fest-
vals which take place along the
French Riviera.

He speaks guardedly of working
1o lure a major European modernist

(Continted on page 39)

By NAT FREEDLAND

LOS ANGELES—The second an-
nual Billboard Internanonal Talent
FForum clearly established this event
as the prime marketplace of th= con-
temporary live entertainment indus-
trv, with at least $5 million in busi-
ness transacted during the June 1-4
meceting. in the conservative estimate
ol top |ndux11\ leaders present.

Manager of the year aware-win-
ner Dee %nllmn_\ estimates he
locked in $500.000 worth ot dates for
his clients.

Faking advantage of the NESsSIVEe
momentunt gained by this vear’s
Talent [mum [1. pldn\ are already
being made to make the 1977 Yorum
the hlggul vel. [twill take place next
spring in the New York City area,
exact dates depending on the avail-

(Continued on page 30)

Qverture and more.

" (UA-LA630-G) Presenting the third consecutive gold LP
irom Electric Light Orchestra. “Ole ELO!" features the Light at its
brightest and includes their smash hits Evil Woman, Strange Magic,
Roll Over Beethoven, Can't Get It Qut Of My Head. Showdown, 10538
“QOle ELO!" (UA-LAB30-G) On United Artists Records
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General News

= WIDER EXPOSURE?

CBS-Fania Pact
Break For Salsa

By RUDY GARCIA

NEW YORK—-CBS Records
hopes to promote salsa into a na-
tional music form, breaking it out
of its Latin confines, as the result
‘i; of a deal worked out with Fania
4 Records, the largest producer of
salsa product in the U.S.

Under terms of the deal, Fania
¢ will act as an independent pro-
duction company for CBS on
some important salsa product
which will be released on the
CBS label. -

The first such product is a
single co-produced by Gene
Page and Jerry Masucci, presi-
dent of Fania, which features the
Fania All-Stars. The single is
called “Desafio” which means
“challenge” and is in the vein of
the old jazz jam sessions except
that it involves Latin improvisa-
tion.

CBS plans to release the single
this week and follow it up with
release of the album during the
week of July 18, timing it with the
CBS annual convention to be
held in L.A.

2 -

ity

Bruce Lundvall, president of
CBS Records, notes there is
“great enthusiasm” among his
sales and promotion personnel
for the salsa product.

The CBS-Fania deal came
about informally, according to
both Lundvall and Masucci. The
latter had come in to talk to Lund-

vall on another matter and had
a copy of a test pressing of the

All-Stars/Page album. Masucci
asked Lundvall if he’d like to
hear it and that was all it took.

“Actually, we discussed the
outlines of the deal right then
and it only took a few minutes.
Naturally we had another meet-
ing after the language was all
worked out, but essentially, the
deal was made in five minutes,”
Lundvall explains.

“This is really like a dream
come true for me,” says Masucci.
“I have been promoting salsa for

(Continued on page 69)

IV

ARGUE SEPARATE TRADE SHOW

An IHF Promo Proposal
Evokes CES Donnybrook

By STEPHEN TRAIMAN & RADCLIFFE JOE

CHICAGO—What was expected
to be an industry-wide endorsement
for a nationwide institute of High
Fidelity (IHF) campaign celebrating
“The 30 Incredible Years Of Sound”
turned into a virtual donnybrook at
CES with a call by one IHF faction
for a competing hi fi trade show out-
side CES after an initial turndown of
the big trade promotion.

Only lack of a quorum prevented
any definitive action, with a mail
vote to be made to all IHF members
on both propositions. But new presi-
dent Bernie Mitchell, head of US.
Pioneer Electronics, was both
stunned and angered by the action
of the group headed by Irv Stern of
Harman International.

With five proxies in addition to
his own votes for JBL and Harman-
Kardon, Stern provided the impetus
to initially defeat the proposal for a
four-market newspaper supplement.

It would involve a staggered as-
sessment from $2,500 to $7,500 from
members depending on size, and
then $20,000 per page with a max-
imum of two pages per firm so none
could dominate. Success of the test
in Miami, Seattle, Dallas-Fort

Worth and St. Louis would have
been followed by other supple-
ments, all supported by a mass
media and in-store POP effort.

The resurrected call for a separate
hi fi trade show apart from CES (ini-
tially voted down by IHF last year)

(Continued on page 60)

NOTICE TO
SUBSCRIBERS

LOS ANGELES—Due to forth-
coming mechanical demands in
preparation of Billboard’s historical
“Music/Records 200” July 4 issue,
some subscribers may receive their
copies one or two days later than
normal. We believe it will be worth
waiting for.

ABC Racker In

An Unveiling Of
New, Novel Lines

By STEPHEN TRAIMAN

CHICAGO—“What do you sell
that’s different in the record and
tape business?” That rhetorical
question is being answered emphat-
ically by ABC Record & Tape Sales,
which quietly unveiled an extensive
diversification program in conjunc-
tion with its first appearance at CES
here June 13-16.

Sharing space with its Display
Equipment Manufacturing Co. sub-
sidiary, ABC bowed on the exhibit
floor its new Zoom personalized
happy birthday record display, A
Kid Stuff-rack to create a kiddie
disk/tape department and its “Stick-
It” display of personalized peel-off
names in a dispenser, now in 100 test
stores.

Not shown at CES (but in the
suite) were the new line of Rod
McKuen personalized and mood
greeting cards incorporating an Eva-
tone disk, termed “a $3 million invest-
ment” by Herb Mendelsohn, presi-
dent of the expanding division that
has been primarily a rackjobbing
operation, and the first of an “adult”
card/disk line also to be tested.

ABC also is “co-mingling” its new
consumer electronics division oper-
ation under Ray Pockrandt with its
10 rackjobber regions “to take ad-

(Continued on page 80)

WEA In UK. To Launch
Own Distrib Wing In 1977

By PETER JONES

LONDON—-WEA UK. plans to
set up its own distribution company
by midsummer 1977. Although this
will end the company’s long-stand-
ing distribution link with CBS, a
manufacturing deal with CBS has
been extended.

In fact, “mutually satisfactory” ar-
rangements have been made for
CBS to continue distributing WEA
product as well until the new com-
pany is properly phased in.

Brought in as managing director
of WEA distribution is Tony Mux-
low, who recently resigned as man-

aging director of Phonodisc. He has
been in charge of the Polygram
pressing and distribution subsidiary
for the past seven years, since he was

taken on to set up the operation.
Muxlow had worked for some
years with Procter and Gamble and
then with British Domestic Appli-
ances on distribution, sales and mar-
keting. He entered the music busi-
ness in 1968 and became managing
director of Phonodisc in 1972. He
was also a member of the Inter-
national Phonodisc Management
(Continued on page 66)

Solons Vote PBS
Must Pay For Its
Music Works Use

By MILDRED HALL

WASHINGTON—-The Kasten-
meier subcommittee resolved its
markup problems with the contro-
versial public broadcasting section of

. the copyright revision bill Thursday

(17), voting for a staff amendment
which in effect provides for compul-
sory licensing of nondramatic pub-
lished musical works to the PBS sta-
tions and their nonprofit
programmers.

The staff approach, strongly fa-
vored by Rep. Robert W. Kasten-
meier (D-Wis.), chairman of the sub-
committee, had a fairly easy victory
over Rep. Edward Pattison’s (D-
N.Y.) proposal, co-authored with
ASCAP. The Pattison amendment
would have excluded musical works
from PBS compulsory licensing, but
negotiating parties would have to
submit rate disputes to the American
Arbitration Assn. for final decision.

The vote against the Pattison
amendment was 4 to 2 with Rep.

Robert Drinan (D-Mass.) abstain-
ing.

The chairman pointed out that the
Pattison amendment would have re-
quired PBS entities to negotiate sep-
arately with each of the three per-
formance licensing societies. The
public broadcasters have com-
plained that this would mean three
ongoing proceedings to arrive at
music licensing rates—with a fourth
to take care of the scattered synchro-
nization rights situation.

Chairman Kastenmeier said he
agreed with PBS that the multiple
rate bargaining would be too bur-
densome, and that the single proceed-
ing of having a compulsory licensing
rate set for all PBS entities and all

(Continued on page 18)

A 12-page report on the second
Billboard Talent Forum starts
on page 33.

Calif. Restaurant Chains
Persisting With Live Acts

By ED HARRISON

LOS ANGELES—Two chains of
California restaurants are among a
dying breed of supperclubs show-
casing live entertainment.

Owned by parent Host Inter-
nationa! Inc., Charley Browns with
13 locations including nine in
Southern California and the Red
Onion are facing soaring business
costs that are making it difficult to
keep the quality of the music to-
gether.

While Charley Browns features
light rock and MOR acts, the Red
Onion is in the process of converting
its 13 Southern California locations
into strictly Mexican restaurants
with mariachi band sounds.

According to Ken Mascari, enter-
tainment director for both chains for
the past three years, “entertainment
is a very expensive proposition.

“It must be merchandised cor-
rectly. Since there are no cover
charges, all expenses are incurred
only by the restaurant. We must
keep a close eye on expenses in rela-
tion to sales,” says Mascari.

Mascari seeks his talent “out in
the streets,” where he auditions each
act personally. Most performers are
studio musicians and newcomer acts

FCC Asks Congress Curb Radio-TV Obscenities

WASHINGTON-The FCC
wants Congress to rescue it from the
censorship dilemma by legislating
criminal penalties against obscene
or indecent language broadcast not
only over tv or radio, but also over
cable tv, CB and amateur radio serv-
ices. Penalties could run to a year or
two in jail, and up to a $10,000 fine.

The commission, which has been
working for a year on the proposed
draft, says new technological com-
munications are outstripping sanc-
tions against obscene or indecent or

profane language in the present
(1934) Communications Act.

The most publicized recent radio
censorship case was FCC’s February
1975 declaratory order (no penalties
were imposed) against WBAI-FM in
New York, for airing a recording of
George Carlin’s satirical monolog
on “The Seven Words You Can’t
Say On Radio Or TV.” Pacifica Ra-
dio, licensee of WBAI-FM is chal-
lenging the FCC ruling in federal
Appeals Court here.

In the WBAI case, the FCC came

up with a definition of violation by
“indecent language” as anything
“describing sexual or excretory ac-
tivities and organs in terms patently
offensive as measured by contempo-
rary community standards for the
broadcast medium, when there is a
reasonable risk children might be in
the audience.”

In its more recent attempts to de-
fine obscenity on radio or tv, the
FCC quotes the Supreme Court de-
cisions. Obscenity is a *“‘patently of-
fensive representation or verbal de-

scription” of various sexual or
excretory organs or acts “which ap-
peal to the prurient interest of the
average person ... and which lack
serious literary, artistic, political or
scientific value.”

The FCC holds that “indecent”
language is not as bad as “obscene”
language, because it lacks the ele-
ment of appeal to the prurient—
making a distinction that has been
argued in court for decades.

It is asking for stronger law be-

(Continued on page 20)

hoping to be signed by record com-
panies.

“The clubs are good jump-off
spots for musicians,” says Mascari.
“The Captain and Tennille played
out in the Valley before hitting it
big.”

As to which bands will be booked
where, Mascari tries to match the na-
ture of the act with respect to geo-
graphical locations.

“A heavier rock band will go over
better in hipper Marina Del Rey

than in West Covina.”
(Continued on page 20)

Pye And Granite
Labels Gombined

LOS ANGELES—The two record
labels of ATV in the U.S.—Pye, New
York, and Granite, Los Angeles, are
merging, according to national sales
manager Sol Greenberg. As of Mon-
day (21), Granite will be marketed
and distributed by ATV-Pye Rec-
ords, New York. There is a strong
possibility that Edwin Starr, one of
Granite’s major acts, will be shifted
to the Pye label, but Granite will re-
main alive with Lowell Fulson and
Bobby Patterson and others.

Granite was started more than a
year ago by Sam Trust, head of ATV
Music publishing in the states.
Cliffie Stone was general manager
of the label and it focused, at first, on
country records. Later it moved into
r&b and achieved several chart rec-
ords.

Marvin Schlachter recently was
named president of Pye Records,
U.S. “We felt there—as did our par-
ent company of Pye in England—
that all of the power should be under
one roof in the U.S.” says Green-
berg.

Greenberg, Stone, and others will
continue working at ATV Music,
Los Angeles.

Billboard is published weekly by Billboard Publications, Inc., One Astor Plaza, 1515 Broadway, New York, N.Y. 10036. Subscription rate: annual rate, Continental U.S. $60.00; singte-copy price, $1.50. Second
class postage pald at New York, N.Y. and at additional mailing otfices. Current and back copies of Billboard are avaitable on microfilm from KTO Microform, Rte 100, Milwood, N.Y. 10546 or Xerox University Microfilms,
300 North Zeeb Road, Ann Arbor, Michigan 48106. Postmaster, please send form 3579 to Blilboard, P.O. Box 2156, Radnor, Pa. 19089, Area Code 215, 687-8200.
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General News

Study Indicates Act’s Longevity Dependent On Albums

To Remain
Hot, Singles
Not Enough

By PAUL GREIN

LOS ANGELES—Some new acts
fizzle out after their first big singles,
while others go on to run up long
strings of hits. A recent Billboard
study shows that if the act has a
strong-selling LP along with the
smash single he’ll be far more likely
to have longevity than an act that
scores with a single only.

Of the acts that picked up their
first top 10 single in 1975, the last
complete year available, 28% have
since made it back to the top 10.
Counting only acts that also had a
top 10 album that year, the return
rate jumps to 69%. On the other
hand, counting only acts that did not
have a top 10 album to match their
single success, the rate of return
plummets 10 just 13%.

Why is this happening? Obviously
an act that has a big album will get
more retail displays, more press at-
tention and more bookings.

Also, according to Charlie Van
Dyke, program director of Los An-
geles’ powerhouse KHJ, he’ll get
more airplay, even on AM. “Realiz-
ing that some singles just generate
album sales, we're more likely to
play a moderately successful single
if it’s from a big album.” Whereas
the station might have taken a pass
on “Rhiannon,” it played it because
of the success of the “Fleetwood
Mac™ album.

“An album exposes the audience
to more of the artist’s product—it
sees more sides of what he can do.

1
>
=
(€5
=
(1]

)
=
[1]
=)
=

<
=
®
w
(1]
()
]
=
o
w
é
=)

oa
@

from the LP. so if the album is a
smash, you’ll have a familiarity fac-
tor helping the followup.

Emphasizing that a big album
“increases the odds™ of a return “but
doesn’t make it automatic.,” Van
Dyke offers a final reason for an act
with an LP 10 make it back. “It in-
creases the label’s push, because it
gives them additional things to talk
about.”

Harold Childs, vice president in
charge of promotion for A&M,
which has scored a first-ever top 10

(Continued on page 20}

Springboard Intl
Opens In Chicago

NEW YORK-—In an expansion
move, Springboard International
has opened a new branch office and
warehouse in Chicago headed by
John Connor.

Prior to joining Springboard,
Connor was branch manager for the
Midwest region for ABC-Dunhill
Records and sales manager in Chi-
cago for Capitol Records.

The new facility, like its sister
branch in Los Angeles, will main-
tain a complete inventory of all the
Springboard family of products and
an in-depth order services depart-
ment.

According to Danny Pulgliese,
president, the company will now be
able to give overnight service to ac-
counts throughout the country be-
cause of its three strategic locations.

In conjunction with the Chicago
opening, the name of the company’s
wholly owned distribution oper-
ation, Music Distributors of Amer-
ica has been changed to Spring-
board Distributing Co.

This new branch is located at 105
Randall St., Elk Grove Village, Ill.

L.A. CONFAB PRODUCTIVE

Movie Themes Get Potent
Promotion By ATV Group

By CLAUDE HALL

LOS ANGELES—Movie theme
songs and stong subpublishing ac-
tivities will be two potent drives in
the coming months as ATV Music
Group sets out to improve upon the
performance of copping 11 BMI
awards at ceremonies in New York
two weeks ago.

Sam Trust, president of ATV Mu-
sic, Los Angeles, guided an inter-
national conference of licensees here
last week, culminating with a private
party at Cliffie Stone’s Rolling Stone
Ranch. Purpose of the meeting.
Trust says, was “to exchange ideas
and discuss publishing problems
and needs peculiar to each country
and inter-relating ATV offices.”

Attending were Shoo Kusano, Joe
Miyasaki, and Pete Barakan of
Shinko Music, Japan: Al Mair, the
ATV rep in Canada: Jerry Simon of
ATV’s office in New York: and
Charlie Williams and Jon Stone of
ATV’s office in Nashville.

Peter Phillips, ATV managing di-
rector for the Eastern hemisphere,
London, attended, as did Tony Cur-
bishley. director of worldwide fi-
nance for ATV.

Jack Gill and Louis Benjamin, di-
rectors of ATV worldwide. were on
hand, as were Steve Love, Cliffie
Stone. Bob Sisto and Steve Stone of
the Los Angeles office.

International activity includes
subpublishing of “A Woman In
Your Arms” recorded by Nicolle
Croisille and released in the U.S. by
Morningstar Records; *‘Pretty
Maid” by the Pretty Maid Co. on
Ariola America, and ‘“‘Sunshine

Aiter One Year,
Gull Flies From
Motown’s Distrib

NEW YORK-—Motown Records
and the U.K. Gull label have termi-
nated their agreement under which
Gull was distributed in the U.S. and
Canada by the West Coast-based
manufacturer.

The pact, in effect for just over a
year, was voided after negotiations
between Gull’'s managing director
Derek Everett and Motown’s execu-
tive vice president Barney Ales.

Under the agreement, Motown
had issued Gull albums by Steve
Ashley, the band Isotope. and Ar-
thur Brown. These artists will now
be represented by other labels in this
country and Canada, according to
Everett. They have already placed
another attraction, the British rock
band Judas Priest, with Janus.

Gull’s policy will be to place art-
ists “company by company,” says
David Howells, Gull’s co-director.

Motown and Gull are now under-
stood to be working out selloff ar-
rangements for product already re-
leased under the voided agreement.

Heilicher Expands

LOS ANGELES—Heilicher Bros.
of Texas, the independent label dis-
tribution point in Dallas, has
opened a sales-promotion office at
6400 Southwest Freeway, Houston.
The office is staffed by Randy
Dodd, promotion, assisted by Phyllis
Robertson, and veteran salesman
Don Gernsbacher.

(When I Got You),” by Stering Sil-
ver on Columbia Records. These
songs, respectively, were obtained
from publishers Claude Pascal in
France, Trudy Meisel in Germany
and Tony Hall in England.

Movies are one of the major medi-
ums for establishing a song, Steve
Love says. “Songwriters we’re asso-
ciated with are being channeled into
areas which we feel increase the
chances of establishing copyrights,
including writing themes for a num-
ber of Associated General Films
movies.”

First of the film projects is “The
Voyage Of The St. Louis” starring
Orson Welles and Faye Dunaway.
The title tune is by Lalo Schifrin and
ATV’s Harry Shannon. Other film
song assignments coming up include
“The Domino Principle” and “The
Eagle Has Landed.”

ATV is also getting a strong re-
vival from old Beatles tunes. includ-
ing “Strawberry Fields Forever” re-
corded by Todd Rundgren and the
recently packaged two-LP set from
Capitol Records called “Rock ‘N’
Roll Music.” Biggest tune out of the
whole Beatles catalog, handled by
ATV, is “Got To Get You Into My
Life,” the original Beatles recording.

ATV also has songs coming on
records by Ernie Ford. Johnny Rod-
riquez, Eddy Arnold, David Wills,
and an album by Billy Joe Shaver,
the writer who is published by ATV.

Strong r&b action includes rec-
ords by Edwin Starr, the Wing & A
Prayer Fife And Drum Corp, Jimmy
McGriff, New Birth and Bobby Pat-
terson.
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ExecutiveTurntable

Al Gurewitz appointed national sales director at Epic Records and associ-
ated labels. ... Charles Levison appointed president of Virgin Records of
America and joint managing director of the label globally. He
was vice president of Island Records. ... Tom Rodden, who
recently left 20th Century Records us vice president/general
manager, has joined Farr Records as president. ... Robert
Ringe named head of the William Morris Agency’s West
Coast record department. He was until recently head of that
agency’s European music division. ... Romeo Davis, long-
time Southern region sales executive, has left Godwin Distri-
buting, Atlanta, to join Angel Distributing, Birmingham,
working as salesman out of Atlanta.

» Gurewitz

T S

In a reorganization of artist relations, ABC Records has g
named two more managers in that department: Vince March- g
iolo coming from Kudo Il Mgt.: and Diane Bluck promoted
from artist relations coordinator. Laurie Ylvisaker was named
last week. In the ABC publicity departiment, Shelley Selover is
added. She had been with Public Relations Associates. . . .
Skip Blackburn departs Capitol Records as national trade lia-
ison man after three years. ... Larimee Ward rejoins RSO
President Al Coury as administrative assistant.

A2

Levison

* * *

At Warner/Elektra/Atlantic Corp., Mike Fontecchio is
upped to branch marketing coordinator in Boston from sales-
man. while James Wood replaces Mark Maitland as branch
marketing coordinator in Atlanta. Wood had been WEA
country sales and promotion coordinator for the Southeast.
Maitland joins Warner Bros. Records in the home office. . . .
Barry Goldberg shifts from West Coast regional promotion
manager for Island Records to 20th Century Records as na-
tional promotion director.

Rodden

* * *

Mark Alan returns to the booking field, joining Sutton
Artists as head of its contemporary division. Since 1972, he
had been program director of WBAB, Babylon, N.Y. Prior to
that time he had been with Premier and his own New Beat §
Management. ... Former ICM agent Mark Hedosh ap- §
pointed manager and assistant to Robert Ellis of Robert Ellis
and Associates. .. . A 25-year veteran in management and rec-
ord/tv production, George Schaffer joins George Soares As-

sociates, Studio City, Calif. ... Sarah Menkin moves from
Epic Records publicity to the Peter Simone
agency.

* * *

Donald V. Kleffman named general manager of Ampex
Corp.’s audio/video systems division. He’s been there since
1959. ... At Kirshner Entertainment, Wally Gold upped 10
vice president and general manager of the music division, Jay
Siegel named director of production in the record division
and Felix DiPalma named director of talent development in
the music wing. ... George Williams appointed group vice

Kleffan

president of Seeburg Industries for Seeburg Products Division, which makes
jukeboxes.

* * *

At CTI Records, Penny Stark named director of product services and Tony
Sarafino upped to director of publishing and writer relations. . . . Ken Sasano,
last a&r/marketing liaison at United Artists Records, has joined Columbia
Records, West Coast, as associate product manager. At the Columbia Los An-
geles branch, Rich Kudolla joined as field sales manager. moving from Cincin-
nati where he was a salesman. .. . Bob Ganin named Midwest sales and promo
for Roulette/Pyramid Records.

* * *

Robert E. Strite elected controller of ABC Inc. Prior to this he was vice
president and controller of Allegheny Airlines. . .. David Haas appointed as-
sistant corporate controller at Warner Communications. He came from Arthur
Young & Co., where he was a principal. . . . Dennis Rosenberg named general
manager of two Vermont-based publishing firms, Other and Pleiades Music.
He is a former New York associate of Sidney Assacl. . . . Lee Frankovich upped
todirector of marketing-advertising and entertainment at Harvey’s Resort Ho-
tel and Inn, Lake Tahoe. ... Joe Lewis, former NATRA director and air per-
sonality at WOKJ, Jackson, Miss., named national promotion chiet for Malaco
and Alarm Records, distributed by TK Productions.

* * *

New members clected to the Capitol Records’ board of directors include:
Jim Mazza, vice president, marketing; Rupert Perry, vice president, a&r: and
Bruce Wendell, vice president. promotion. In the label’s New York office,
Renny Martini is assigned the added responsibility of executive-in-charge of
those offices as well as district sales manager. In that same oftice, Judy Axler
upped to trade liaison and artist coordinator from promotional assistant.

* * *

Lenny Martin, entertainnient vice president for the Del Webb hotel chain,
has resigned. He was instrumental in getting rock concerts for the Sahara (Las
Vegas) Hotel’s Space Center.
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MCA-40573

A new single from their debut MCA album.
Produced by Jim Price

"That magic (that makes a concert a success) was there, felt especially during “Sail on Sailor.’
This concert won the band a host of New York friends, making KGB a band to see live again.
Super musicians, and Kennedy, Goldberg and Appicz should be commended on their incredible performances’’
Strongly meritorious. —Walrus, May 26

.MCA RECORDS
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NEW YORK-—“The Baker’s
Wife” is undergoing surgery. The
play by Joseph Stein, author of
“Fiddler On The Roof,” words and
music by Stephen Schwartz and
starring Topol in his first U.S.
stage appearance, is going through
revampments as it prepares (o
close here Saturday (26) after
seven weeks at the Dorothy
Chandler Pavilion of the Music
Center and move onto other work-
out cities.

Motown has invested in the
Broadway-bound production and
is scheduled to release the original
cast LP around Dec. 1, according
to Barney Ales, label executive vice
president. At this point in time the
play is still in its early shakedown
period, with additional stops in
San Francisco and Washington,
D.C., prior to a planned November
opening on Broadway under the
aegis of producer David Merrick.

For Motown, this will be its sec-
ond Broadway property, having
invested in “Pippin” with music by
the same Stephen Schwartz.

Booking “The Baker’s Wife”
here for its world premiere under
the local auspices of the Los An-
geles Civic Light Opera Assn., is a
continuation of a pattern which
has emerged over the past four
years of plays touring of the road
rather than going to Hartford or
Boston or Philadelphia a few
weeks prior 10 opening on Broad-
way as has been the traditional
pattern.

Motown’s Jobette publishing
operation will handle the score
while the Motown label gets the
cast package.

It is clear why Topol the Israeli
actor plays the lead role of the
baker. He played the lead role in
the motion picture version of
Stein’s “Fiddler.”

“The Baker’s Wife” is an adap-
tation of a 1940 French film which
director Joseph Hardy hopes to
fashion into something other than
a heavy, doughy saga of flighty
love when the young wife of the
aging baker takes off for greener
pastures with a handsome, cun-

BOUND FOR BROADWAY s

‘Baker’s Wife’ Undergoing
Surgery; Motown Owns LP

By ELIOT TIEGEL

ning chauffeur of the town’s
wealthy. playboy marquis.

Topol is cast more in a “dra-
matic/comedic” role than as some-
one who emotes songs all through
the two-act play. Newcomer Patti
LuPone, a substitution since the
show opened May 11 as Gen-
evieve, the baker's wife, strikes the
most impressive stance with her
strong pop music flavored vocal
style, holding notes, adding vi-
brato and projecting beautifully.

This is a simple play about
simple minded people, with a cast
of 16, including Benjamin Rayson
(a member of the Broadway cast of
“A Little Night Music”) whose
voice is strong but is melded into
chorus type selections. Veteran ac-
tor Keene Curtis as the marquis
does an outstanding job in that vi-
tal role.

The show is also reported under-
going changes in choreography—
something dearly needed.

Musically. the score is limp, and
more bland than bombastic. There
are 14 works as of this week. Lu-
Pone dominates Topol on the first
of three songs with standout poten-
tial.

She carries their opening duet,
“Gifts Of Love,” in which she sub-
stantiates her reason for marrying
a man so much older than she, not-
ing that “to force a smiile is not so
grim.”

She also gains sympathy once
she’s decided that she really ought
to stay with her husband after
sleeping around with the chauf-
teur Dominique, played by Kurt
Peterson, and asks herself “Where
Is The Warmth?" a tune which
could be a strong vehicle for the
proper gal singer who can get into
the lyrics.

Schwartz’s melodies are bright
and flow easily. Topol's main
solo—and his therefore best work—
comes at the end of the play, when
in a moment of sadness, alone in
his new shop. lonely in his misery
and unwilling to admit to the vil-
lagers that his wife has indeed run
off with a younger man (*she’s
gone to visit her mother” is his offi-

o

cial explanation for her disappear-
ance in the middle of the night), he
ponders his fate “If [ Have To Live
Alone.”

This tune is the play’s emotional
high point.

Kurt Peterson, the chauffeur,
has a solid, impressive voice
coupled with a good feeling for lyr-
ical interpretation and his missive
to the baker’s wife, “Proud Lady.”
is an indication that he’ll be com-
ing round for something other
than rolls and croissants.

Once the baker has arrived (the
town has been lacking in bread for
six weeks), the townsfolks g0 ecs-
tatic over his first effort, 13 of them
going goofy onstage and telling us
“there’s no other food that bright-
ens your mood like fresh warm
bread.” To me this is a silly topic
for such a major production en-
deavor.

While Topol plays the simple
baker with great understanding,
the strong element of his voice is
sadly missing. He ought to be
warbling more.

Jo Mielziner’s revolving sets per-
fectly capture the small village of
Concorde to which in the end the
baker’s wife returns to her warm,
secure home and her husband of
nearly one year.

He has become bitter by her de-
parture but never directly tells her
or his neighbors that she has com-
mitied adultery.

In today's society her return
would inevitably evoke more of a
confrontation.

Eat and then go to bed, it’s late,
Topol tells her because he has to
begin preparing the bread for to-
morrow. “I'll light the oven.” the
sorrowful wife says in a move for
domestic tranquility.

Why did Motown choose to in-
vest money in this play? According
to Ales, the relationship with “Pip-
pin” was successful and this new
play affords the company addi-
tional opportunities for diver-
sification.

If it comes through its trials and
does make a stand on Broadway
this fall.

London Campaign Biggest Ever

NEW YORK--London Records
has several major merchandising
campaigns planned this summer, in-
cluding the most extensive one in its
history.

According to Herb Goldfarb, vice
president of sales and marketing,
London will back the innaugural
tour and debut LP of John Miles
with the biggest campaign in the la-
bel’s 29-year existence.

Miles begins a two-month U.S.
tour next month, which will include
several dates with Elton John.

Among the sales aids are posters
promoting Miles’ “Rebel” LP and
single *“Music™; window streamers;
posters advertising the tour; press
kits with bios, reviews and photo-
graphs; T-shirts, frisbees, 30 and 60-
second radio spots; trade and con-
sumer ad mats; and a 30-second tv
commercial.

In addition. a special task force
has been formed to blitz several
markets, including Boston. Detroit
and Buffalo. This task force consist-
ing of members of London’s home

WwWwWWw.americanradiohistorv.com

office and field staff, will arrange
store windows and tie-in radio and
print giveaways with Miles’ appear-
ance in those cities.

Another feature of the campaign
is the use of radio contests in At-
lanta, Ft. Lauderdale, Houston, De-
troit, Columbus. Providence, R.I.,
Worcester, Mass., and Buffalo. Win-

NARAS In Meeting

CHICAGO-—The second in a
series of local NARAS meetings
keyed to a positive but realistic as-
sessment of recording activity here,
was held Monday (14), at Bginnings
in Schaumberg, 11.

Panelists Danny Seraphine of the
group Chicago; Bill Traut, lawyer
and personal manager, bluesman
Corky Siegel and Scott Cameron,
manager of Muddy Waters and Stan
Kenton, discussed “making it in
Chicago--a positive approach,” and
fielded questions from the 200
NARAS members and musicians in
attendence.

ners in three markets will be flow to
Miles concerts in other cities.

Other merchandising campaigns
by the label include three mini-mer-
chandising programs—ali under the
heading—"Summer Of 76.” They
encompass the new Bloodstone LP,
“Do You Wanna Do A Thing?,” Hi
Rhythm’s “On The Loose,” and
Please’s “Manilla Thriiler,” the sec-
ond solo release by Ray Thomas of
the Moody Blues titled “The Moody
Blues Today,” and the Heyettes’ LP,
“Fonzie For President.”

Label For Buddah

NEW YORK—Buddah has pact-
ed to distribute Fred Frank and Sid
Mauer’s Desert Moon label in the
U.S. and Canada. First product cov-
ered under the deal is Norma Jen-
kins’ “Patience Is A Virtue” LP and
the single “Love Jones.” In the can
and being readied for release is a
single, “Come On And Ride,” by the
group Enchantment.


www.americanradiohistory.com

FROM THE LAND OF THE RISING SUN:
FELIX PAPPALARDI.

Felix Pappalardi, former member/producer of Mountain. Producer
of the Youngbloods and Cream. And now backed by a blazing young combo
from Japan called Creation.

Felix Pappalardi and Creation is one of the most extraordinary and
musically rewarding collaborations of Felix Pappalardi's legendary career.

Felix first performed with Creation in Japan and invited them to
America to play on his new album.

The music Pappalardi and his young discoveries create together is
powerful and joyous.

For Felix Pappalardi, a new creatipn.

'/e

“FELIX PAPPALARDI
& CREATION”
i
A&M RECORDS
&TAPES
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General News

i

. Boston Globe Will |
. Back Fest & Fair

o By NAT FREEDLAND 5

LOS ANGELES—The Boston
Globe has retained Fred Taylor, co-
owner of that city’s Paul’s Mall/Jazz
Workshop nightclub operation, to
put on the First Globe Jazz Festival
& Music Fair Nov. 25-28 at Pruden-
tial Center there.

There will be six afternoon and
evening jazz concerts held in 5,000-
seat Hynes Auditorium at the center.
The fair will be held I-11 p.m. in an
adjacent 150,000-square-foot exhi-
bition hall. Concertgoers get free ad-
mission to the fair. Separate fair
tickets may be purchased at $2.

“The fair-and-festival concept is
an adaptation of the highly success-
ful annual event in Montreux, Swit-
zerland,” says Taylor, whose HT

$ EARN TOP $

IN A CAREER IN
THE RECORDING IND.
THE NATIONAL SCHOOL
OF THE RECORDING ART

Is offering a course in record mixer
assistant which will prepare you for a
career at the entry level of this very
interesting profession. You will spend
5 days a week, 4 hours a day for 16
weeks in an actual multi-track re-
cording studio having lectures and
manual applications plus another 40
hours or more assisting in live record-
ing or mixdown sessions. Additionally
you will be supplied with your own 2"
and %'’ reels of tape for your session
project that you may keep.

ALL THIS FOR ONLY
$3,200.00

Register Now—next classes will
start July 12, 1976. Only a limited
number of applicants can be ac-
cepted—Please contact GIL-
BERT RICHARDSON, Director of
Training at (213) 681-0810, 54 E.
Colorado Bivd.,, Pasadena, CA
91105.

Please note, the date
which appeared in previous

ads was incorrect.

Productions will coordinate the en-
tire event for the Globe.

Taylor is soliciting booths from
record labels, manufacturers of mu-
sical instruments and hi fi equip-
ment, music schools, publishers and
radio stations.

The fair, which will cover the en-
tire musical spectrum rather than
being exclusively jazz-oriented, will
also present musician workshops in
guitar. drums and synthesizer plus
showcases for local jazz-folk artists
and perhaps some additional record
artist showcases.

The Globe which until six years
ago sponsored mini-festivals by
Newport jazz impresario George
Wein, is underwriting the entire
event and will provide heavy media
support. Taylor is currently booking
concert headliners for the five shows
and says he is seeking top-line con-
teniporary jazz attractions.

Financial News

WB LANDS
WHITFIELD

LOS ANGELES — Norman
Whitfield, veteran Motown pro-
ducer-writer who helmed the Temp-
tations’ “Papa Was A Rolling Stone™
and many other hits, has the newest
Warner Bros. custom label deal. His
Whitfield Records will release prod-
uct by Undisputed Truth, a group
long associated with Whitfield, and
two new acts, Rose Royce and
Nytro.

Whitfield has also signed a co-
publishing deal with Warner Bros.
Music.

CBS, RCA In
Western Meets

NEW YORK-—Majors CBS and
RCA both host national meetings on
the West Coast next month.

CBS’ annual convention is slated
tor the Century Plaza Hotel in Los
Angeles July 20-24. And, the week
after, RCA staffers and executives
held for San Francisco for a conven-
tion coinciding with the firm’s 75-
year diamond jubilee anniversary.
The RCA confab will be held at the
St. Francis Hotel (27-31).

Antipiracy Forces Active
In Tex. and Calif. Cities

NEW YORK-In the ongoing
battle against unauthorized music
duplicators, the judicial system has
won two rounds against the pirates.

In San Angelo. Tex, a jury in
Federal District Court threw out a
claim brought by the J-Mar Tape
Club and its principals, Billy How-
ard Kendrick and Robert Plumlee,
that infringement provisions of the
federal copyright law did not apply
when sound recordings were dupli-
cated without authorization, and
distributed among members of a
club. The jury then found the de-
fendants guilty of seven counts of
copyright infringement.

The trial resulted from an investi-
gation and raid on the club’s head-
quarters by the FBI in 1974. A sub-
stantial quantity of blank and
prerecorded 8-track tapes was alleg-
edly found, along with duplicating

* Indexed for easy to find audio replacement parts
* New updated information
* Simplified for quick needle, cartridge cross reference

* New listing of 188 needles, used in imported phonographs
* Metric conversion tables
* Listings of (OEM) original equipment manufacturers

The catalogue with the most complete profit making audio line

Also ask about our new CB accessories line

Write for information or call Jim Rohr

(IEV-GAME Inc.

a gUIthcompony

186 Buffalo Ave., Freeport, N.Y. 11520 (516) 378-0440

machines and equipment for record-
ing sound.

In Sacramento, Calif., a suit has
been filed in U.S. District Court by
MCA, against Robert Dale Carrigan
for allegedly infringing the copy-
rights of songs by Neil Diamond and
Cher.

The suit is seeking $10.000 in
damages plus a permanent injunc-
tion barring the defendant and his
cohorts from unauthorized repro-
duction and sale of plaintiff’s sound
recordings, the destruction of all in-
fringing recordings and equipment
used 10 make and package them,
and court costs and attorneys’ fees.

Col Discounts
On LPs-Tapes

LOS ANGELES—The current
Columbia album program titled
*“176 for °76” offers merchandise dis-
counts and 90 days dating effective
through July 16. The albums include
packages by 66 different acts in pop,
rock, country and r&b repertoire,
plus 10 Broadway show and sound-
track albums.

The LP discount is 3 or 6 free on
50 or 100 purchased, respectively,
while 2 on 50 or 5 on 100 purchased
is the tape discount.

A&M HOLDS
MAJOR MEET

LOS ANGELES—A&M holds its
annual sales and promotion meet-
ings, with personnel from this coun-
try and several foreign affiliates at-
tending, beginning Wednesday (23).

The meetings will cover company
operation and effectiveness, in-
corporate panel discussions regard-
ing promotion, sales, publicity and
the merchandising of A&M product
and will feature an a&r presenta-
tion.

Jerry Moss, label president, will
address the meeting on an informal
basis.

__Market Quotations |

As of closing, Thursday, June 17, 1976

1975

High  Low hakte
34% 19% ABC
8% 4% Ampex
9% 2% Automatic Radio
20% 10% Avnet
25% 15 Beil & Howell
58 46% CBS
7% 4% Columbia Pic
15% 8% Craig Corp.
63 50 Disney, walt
5% 4% EMI
26 21 Gulf + Western
7% 5] Handleman
27 14% Harman Ind
8% 3% K-Tel
1M1% 7 Lafayette Radio
25% 19% Matsushita Elec.
36 29% MCA
15% 12% MGM
65% 52% 3M
4% 2%, Morse Elec. Prod.
59 41% Motorola
33 189% No. Amer. Philips
23% 14% Pickwick intl.
5 2% Playboy
28% 18% RCA
10% 8% Sony
40% 16 Superscope
47% 26% Tandy
10% 5% Telecor
4% 1% Telex
7% 2% Tenna
12% 8% Transamerica
15 8% 20th Century
25% 17% Warner Commun.
40% 23% Zenith
OVER THE P-E Sales Bid Ask
COUNTER
ABKCO Inc. 66.67 — 2 2%
Gates Learjet 4.42 29 1% 12%
GRT 0 165 4% 4%
Goody Sam 3.04 0 2 2%
Integrity Ent. 5.00 10 52764 14/64
Koss Corp 7.47 8 7% 7%

{Sales

P-E 100s) High Low Close Change
29.60 421 34% 33% 34% + %
12.30 384 7% 7% 7% + %

8.43 20 7% 7% 7% = U

7.27 299 18% 17% 18%2 + %

0 34 19% 19% 19% + %
12,75 364 58 56% 58 =z

3158, 54 5% 5% 5% - %

5.42 23 13% 12% 13% + %
24.11 595 55% 54% 55% + 1%
10.42 9 4% 4Y 4% - %

4.83 606 25% 24% 24% - %
11.98 19 5% 5% 5% - %

553 35 22% 1% 22% + %

513 - - - - Unch.

6.83 66 9% 8% 9% + 1%
19.59 24  24% 24% 24% - %

524 441 34 31% 33% + 2%

6.78 40 13% 13% 13% Unch.
23.29 934 58% 56% 58% + 2%

0 5 2% 2% 2% Unch.
32.26 241 58% 57% 58 + %

8.28 25 28% 28 28'% + %

8.21 18 16% 16% 16% + %
2411 5 3% 3% 3% + %
16.10 924 27% 26% 26% + %
36.58 386 % 9% 9% - %

6.14 118  18% 18% 18% + %
10.91 901 34% 33 34% + %

7.95 17 8% 8 8% + %
10.66 36 3% 3% 3% - %
50.00 8 4% 4% 4% + %

8.43 2960 1%  10% 11% + Y%

5.81 172 10% 10 10% + %
27.82 150 20% 19% 20% + %
18.29 891 34 32% 34 + 1%

OVER THE P-E Sales Bid Ask
COUNTER

M. Josephson 7.65 - 7% 8%
Schwartz Bros. 16.67 - 1Y 2%
Wallich's M.C. - — 1/16 5/16
Kustom Elec. 7.24 0 2% 3%
Orrox Corp. 0 - Y 1
Memorex — 190 30% 30%

Over-the-Counter prices shown may or may not represent actual transactions. Rather,
they are a guide to the range within which these securities could have been sold or
bought at the time of compilation. The above information contributed to Billboard by Russ
Gallagher of G. Tsai & Co., Inc., Los Angeles, 213-556-3234, members of the New York
Stock Exchange and all principal stock exchanges.

Island Promo: ‘Reggae Got Soul’

NEW YORK —A “Reggae Got Soul” month campaign has been launched

by Island Records.

Spearheading the promo are new LPs by Bob Marley & the Wailers and
the U.S. debut album by the Heptones. Other artists covered by the campaign
are Toots & the Mayals, Burning Spear, Third World, Jimmy Cliff and the

group Diltinger.

Toots & the Mayals are also set to begin a national tour to coincide with the

campaign.

WANTED
ART DIRECTOR

Experienced in design
and coordination of
graphic production for
record album covers.
For interview call
RCA Records
(213) 461-9171
ext. 703

An Equal Empioyment Opportunity
employer, maie or femate.

G. Tsai & Company, Inc

MEMBER NEW YORK STOCK EXCHANGE INC.

RUSS GALLAGHER

1900 Avenue of the Stars,
Los Angeles, California 90067
Telephone: (213) 556-3234

FOR INFORMATION REGARDING

MAJOR MARKET QUOTES

PLEASE CALL.

Main Office
55 Water Street
New York, N.Y. 10041

FLO-FEEL, INC.

A Disco Special

S : ;
JIMMY DOCKETT
“GET DOWN HAPPY PEOPLE”

For Your Copy Write or Call To

P.O. Box #567
Jamaica, N.Y. 11431 » (212) 657-3232
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BMI AWARDS DINNER—Among a host of honorees at the annual BMI Awards dinner June 8 in
New York, are from left: publisher Murray Deutsch (New York Times Music), Arista’s Melissa Man-
chester, with BMI president Ed Cramer, and Carole Sager, co-writer with Manchester on “Midnight
Blue.” The team for the most performed song, ““Love Will Keep Us Together'": Sam Trust (ATV

L.A. Club Owner Names 2 In Suit

LOS ANGELES-—Local club
owner Edgar Charles has filed suit
in Superior Court here, seeking re-
payment of a $40,000 loan plus
$5,000 interest from his former em-
ployer, Queen Booking Corp. and its

-chief, Ruth Bowen.

Charles alleges that he loaned the
defendants the money May 15, 1975,
with the understanding that it be re-
paid in four lump sums between
June 15 and Sept. 15, 1975.

After two years of development BERT TENZER brings you “"Murray the K's Disco on

Wheels

a giant new opportunity!’ Business men are now being established in

association with our company to operate one or more of our revolutionary Mobile
Discos In protected areas. Package consists of portable DJ Booth. Earthquake Disco
Sound System, Lazer Lite Show, national publicity, total marketing, major record
labet tie-ins. latest DJ Training, prestige image. Demand is exploding. Huge success
is happening. Each Mobile Disco earning rentals ot $300 to $700 per party or per
mght. Each unit doing several soclat functions per week. It's big business for qualited
part-time or absentee management. Turn-key operation $10.000 capital required

Contact: Bert Tenzer, Pres., Disco Factory, Ltd.
405 Park Avenue, Dep't B, New York, N.Y. 10022 or cafi (212) 688-3760

Billboard

Continental U.S. & Canada

2 years (104 issues) $100 1 year First Class $120
1 year (52 issues) $60 6 months (26 issues) $35

CANADA

1 year (52 issues) $70 [7] payment enclosed [] bill me

1 year—First Class $120

Please allow 4 to 6 weeks for delivery of first copy.

Rates on request for other countries. Group subscription
rate available. Circulation manager, Dave Ely, N.Y.

~ Change of address

address below.
Code Numbers _ _

If you are moving, let us know six weeks in
advance. Attach old labethere, or write in code
numbers from mailing label and print new

" o

ONew [ORenewal
Mail to:

(JChange of Address

Billboard Publications, P.O. Box 2156, Radnor, Pa. 19089.

Name i

Address
City, State, Zip

Nature of Business

A60001

Please allow 4 to 6 weeks for delivery of first issue.

General News

"’)! 1

_,.’J 4 !

r

a

Sam Siegel/Metropolitan photos

Music), Herb Moelis (Don Kirshner Music), BMi's Thea Zavin, Darra Sedaka, Kirschner, Mrs. Neil
Sedaka (Sedaka and Howard Greenfield were co-writers); for special BMI award to “A Chorus
Line,” president Cramer, publisher Agnes Kelleher (Wren Music), Zavin and lyricist Ed Kleban.

Agency Efforts Geared To Disks

Wm. Morris Exec Golden Prefers Talent On Records

LOS ANGELES—Talent agencies
are more prone to want to work for a
new act with a record contract than
new acts without.

Recordings, the basic means of
exposing new talent. have become so
important that Peter Golden. co-
head of William Morris’ West Coast
music department, says if an act
can’t get itself a contract, “what the
hell’s the sense in working with i1?”

“Promoters don’t want to buy an
act without record product,” Golden
says. “because the record company
will financially support a tour or
make time buys or help with promo-
tion.” And this ancillary support has
become a vital form of assistance in
the concert promotion field.

Music has become so important to
the William Morris agency that it
has nine agents working on the
Coast; 10 in New York. two in Chi-
cago, three in Nashville and two in
London handling the pop field.

In addition. two agents. one on
each coast, work expressely in get-
ling record pacts for acts which the
Morris office “believes in™ and
wants to get behind. They work out
of the record department.

Golden goes so far as to link the
record company-agency tandem as
the latter “working as a division of a
record company to get product ex-
posed.”

But, admits the 35-year-old execu-
tive who rose within the company
from mailboy to secretary 1o agent in
nie months in 1964, “you don’t
make any money on a new attraction
for the first two to three years. After
the first record exposure we’re in a
position to keep the act alive until
the next product comes out.”

“Years ago, all it took was a hit
single. That’s not the case anymore
today.”

Vital to the successful launching
of a new act today are these ingredi-
ents says Golden: winning an au-
dience. getting a commitment from
the label to bring the product home,
getting a commitment from the
agency 1o work on its behalf and
having the act deliver.

How do you find out how com-
mitted a label is for a new act? “You
develop relationships,” explains
Golden, “so you can find out how
committed the record company is.”

The Morris agency’s pop music
roster has grown 1n parallell propor-
tion with the explosion of pop music
and its ‘domination as the major
form of entertainment dollarwise
and personnelwise within the show
business spectrum.

Music department agents inter-
relate with cafe, tv, fairs, records and
motion picture department agents in
securing employment for clients.
The big dollar spenders like Disney-

www americanradiohistorv com

By ELIOT TIEGEL

land and Knotts Berry Farm are
handled by the fair department,
which offers the same contemporary
names to these mass appeal theme
parks as does the music department
with club owners and concert book-
ers.

The agency’s commission remains
the traditional 10% on all monies
earned.

The business of being an agent
hasn’t changed over the years.
Golden says. “Only the respect for
music has and there is a greater em-
phasis for compatible packaging.
playing proper facilities and making
the correct career moves. You're
much more involved today in bring-
ing an act from one level to the next.
I's not just getting bookings . . . the
thing to avoid is making dollar mis-
takes. And usually they come from
greed. like getting big dollars to play
the wrong type of engagement.

“We work for the artist, and we
may fight his decision, but we will
probably do what he wants. And
many times he’s right.”

Golden points to one of his former
clients, Three Dog Night, as being
one of the first U.S. rock acts to play
major stadiums (in Atlanta, Dallas
and Pittsburgh).

“Now you find 60.000-70.000 peo-
ple attending stadium concerts on
weekends regularly around the
country. But now you also have
concerts every night everywhere
and all the markets are glutted
with concerts.”

Doesn’t all this activity portend
good times for the agents? Sure it

RIAA
Gold

Record
_ Winners_ |

Singles
Wings® “Silly Love Songs” on
Capitol; disk is its third gold single.

Aloums

The Beatles’ “Rock 'N’ Roll Mu-
sic” on Capitol is platinum; disk is
the foursome’s 21st gold album.

Ohio Players’ “Contradiction” on
Mercury; disk is its fourth gold al-
bum.

Isley Brothers’ “Harvest For The
World” on T-Neck; disk is its fourth
gold album.

Santana’s “Amigos” on Columbia;
disk is its eighth gold album.

does, Golden replies. But the music
department within the Morris office
is the most expensive department to
operate because of such internal
costs as phone calls (“some acts are
willing to work 200 days and that re-
quires Jots of calls™), going to shows,
going out to dinner with clients and
traveling 1o key engagements.

How does the company keep from
being eaten alive by its own costs of
doing business? One way is to con-
trol the artist list, or as Golden puts
it: “We try to subtly cut down our
roster.”

Another concern is having the
right personnel to service all clients.
“We’re very happy with 90% of the
staff in the music department.”

Where does the company get its
replacements? Primarily from its fa-
mous training program of mailroom
to secretary to agent's status. If there
are openings. The agency has a gen-
eral policy against raiding other
companies, but there are occasions
when there is no one in the training
program who qualifies for a specific
need, so someone is hired from an-
other agency or from a college book-
ing office.

In appraising people in the train-
ing program, Golden says one devel-
ops a sense about the young people

(Continued on page 73)

David Liska’s

STARTIN ALL |
OVER AGAIN

is breaking out!

Now on 167 radio stations
in New England alone.

“The fare is country/folk,
and the results are solid

throughout.”
‘BILLBOARD

“In a world of power packs,

he stirs a pleasant groove."
WALRUS

WE ARE LOOKING
FOR NATIONAL
LABEL DISTRIBUTION

PHAROAH
RECORDS

Box 88
Glastonbury, CT 06033
203/633-1416

Distributed by
Tin Pan Records, Hartford
Write for DJ's
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The Hottest New

How WEA International is Out-Racing The

For years, it's been assumed that established
combines such as EMI, CBS and Polydor were
tops internationally.

Now, that's no longer a fact.

Just as the Warner Bros -Elektra-Atlantic Records
group is clearly Number One in the United
States, WEA International is emerging as the
sales leader, the awards winner, the hottest spot
in town worldwide.

In England, WEA Races to
#2 inLP Sales. :

After a steady climb of five
years, Warner-Elektra-Atlantic
International moved into the #2
position in LP sales for the
first third of 1976. Industry
figures just published
Indicate the new strength
of WEA UK, who achieved 11% of the British LP
market. Business has never been hotter.

WEA International Adds
Brazil’s Top Record Man.

_ Andre Midani was with Phonogram
™ for eight years. Under his direction,
Phonogram grew to be the biggest
record company in

Latin America. This
year, Midani moved

.....

Nesuhi Ertegun,
president of WEA
International, called
WEA's relationship
with Brazil's best
record man “one of the most important appoint-
ments in the history of WEA International’”

to Discos WEA Brazil.

WEA International Grabs
Off Seven Of
Ne Zealand’s Top Ten.

~ Warner-Elektra-Atlantic’s man in

. New Zealand is Tim Murdock,

a high-energy pro who resem-

bles Terry-Thomas' younger
brother. In a recent week,

captured 70% of the
Top Ten album charts
in New Zealand.

TOP TEN ALBUMS

1 NIGHT AT THE OPERA queEN (Eiekira)

Ea

2 ONE OF THESE NIGHTS tHe EAGLES (Asylum)

3 DOOBIE BROS. GREATEST HITS 0008iE 8ROS. (Warner Bros.)

4 HELEN REDDY’S GREATEST HITS HeLen REDDY (Capital)

5 HISTORY AMERICA (Warner Bros.)

6 HISSING OF SUMMER LAWNS ,oni MITCHELL (Asylum)

7 ABBA’S GREATEST HITS agga (rca)
8 SEALS & CROFTS’ GREATEST HITS seacs & CROFTS (warner Bros)

10 ZUMA NEIL YOUNG (Reprise)

X & \%gy» L
&% P =¥ Y 8

WEA International Artists

Sweep German Grammys.

1975’s German Record
Academy Awards were
just announced, and the
results are typical of the
impact WEA '
International has had
in Germany.

Five of its artists took
six gold medals home:

Joni Mitchell (record of

the year; pop vocalist of the year); Little Feat
(best rock album); Passport (pop ensemble of
the year); Al Jarreau (best new pop vocalist);
Manhattan Transfer (best new pop group).

www.americanradiohistorv.com
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Act Everywhere

Older International Record Companies.

WEA Holland Ranks No.1 Without Being Pushy,
In Singles Success Ratio. Here Is More Sug/c/;ess.

Ben Bunders, head of WEA T, //
Holland, has led his recently //,.,/// i

founded organization to
higher success ratios for
singles chart listings

than any other company:
73% of all singles

Hl
Hi)

i / e ,:Iﬂ i
{;'*-"'r"! it
o

il
released by WEA
) Holland made the Radio s
Veronica tip list, 36% made FRANCE: somme. Nomter One - - e
the Top 40 . . NHZEALAND FourS_easons. Number One o «2\’§§
Selected releases and maximum promotion in a e A == s == —
USTRALIA: 18 wea albums in TOP 100 Queen Number Two th‘i
country WEA knows best. —  —————— ————— ————
gﬂADf:_so% of WEA albums in T_op_m_ - == 3 —— &
“ , JAPAN: Leq Ze_ppflutv Numbe_r Tv_vo Queen. W|_Ih r_wo alburzsfn charts. sell_s Ever 200 (E)O_albums after Iou_r %ER
Why ShOU|dn t we Treat é(ETH eF_RICA: Four Seasons. Number One (Doub e Gold Single) The Meters (Double Golg Single) é%?%
Tokyo The Same Way = 2 b
Is International

A good question,
Warner-Elektra-
Atlantic has
answered it. ===
Neil Young'’s album
sales in Europe
and Japan
doubled as a
result of his recent

Number One Everywhere?

Not by a long shot.
But getting there.
The international
distribution network

of Warner Bros.-
Elektra-Atlantic Records

tour through WEA T —==—: IS only five years old.

International lands. Al Jarreau has emerged a Which is good. N

a major international star because of his recent Good enough to be k‘”—;g :

tour sponsored by WEA International. somewhat

“Signed for worldwide distribution” means troubling to its competitors.

promoted and merchandised And pleased enough about all this to spring for a
as hard in Melbourne as in Miami. couple of pages in the trades.

Q A Warner Communications Company

wWWW . americanradiohistorv.com
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Acts Toil To Hike
Armstrong Statue $

By DAVE DEXTER JR.

LOS ANGELES-Thanks to a
number of folk who have quickly
rallied to raise funds, the massive
statue of the late Louis Armstrong
will almost certainly be shipped
from Mexico City and unveiled July
4 in New Orleans’ Louis Armstrong
Park.

About $10.000 was realized last
week in San Francisco when Bing
Crosby and Flip Wilson topped a
show at Masonic Lodge. The money
will help make up a deficit which
has precluded the statue of the re-
nowned jazz trumpeter and singer
being moved from the Mexican cap-
ital to Satchmo’s birthplace.

And on June 24. at the Hollywood
Palladium, a second event produced
by veteran singer Herb Jeffries and
his manager. Gene Cuthbert is ex-
pected to ensure that shipping fees
can be met. Jeffries and Cuthbert
anticipate a profit of at least $5,000

Brassmen Assembie

MONTREUX, Switzerland—The
Institute For Advanced Musical
Studies will present the first Inter-
national Brass Congress here June
13-19. Hundreds of trumpeters.
trombonists, French horn players
and tuba virtuosi will attend includ-
ing a score of musicians from the
U.S. There will be seminars and
workshops in addition to concerts.

from a concert in which Ruth
Brown. Redd Foxx. Roberta Linn.
Willie Bobo. Gerald Wilson’s Or-
chestra and Jeffries will appear.
Crosby's son. Gary Crosby, will
work as emcee.

Promotional spots for the Palla-
dium event have been made by
Peggy Lee, Mayor Tom Bradley.
Bing Crosby and Hoagy Carmichael
and are beln° aired via Los Angeles
stations KBCA. KCRW and KJLH.
Assisting Jeffries and Cuthbert here
are Bob Summers, KBCA air per-
sonality. and Harvey Siders. KABC-
TV newsman.

The Armstrong statue committee
is headed by Floyd Levin, who has
toiled seven vears with no remunera-
tion to see the project complete. But
earlier this year the funds were ex-
hausted and the statue sculpted by
Elizabeth Catlett. for a time ap-
peared to be doomed to a warehouse
in Mexico City. where Catlett works.

Armstrong died in 1971. a multi-
millionaire, as was his long-time ad-
visor. Joe Glaser. But Levin had be-
gun raising funds for the statue two
years earlier.

“We've had a strange reaction to
our appeal.” Levin says. “None of
the big record companies which fea-
tured Louis contributed a dime. Nor
did any of the booking agencies. But
from throughout the world we have
received small donations from Arm-
strong devotees and record collec-
tors.”

if they

left out the
material for
tomorrow’s
big meeting...

you can

have it tonight.
Tell them to get
iton American’s
Priority Parcel
Service.

If it weighs up to 50 pounds and measures

up to 90 inches in length, width and height,
American can get it from here to there in
hours. Just get it to an American air-
portticket counter and it's on its way.
Yes...American can arrange to pick up

and deliver.

AmericanAirlines Freight System

633 Third Avenue, New York, N.Y. 10017, U.S.A,

ﬁ ™,

) ﬂ

Getiton American

AMERICAN’S PRIORITY PARCEL SERVICE

General News

LAS VEGAS—Maynard Fer-
guson and his band belted out a
two-hour program of jazz June 3
at the Stardust Hotel in raising
$2,000 to send the award winning
Univ. of Nevada, Las Vegas Jazz
Ensemble to the upcoming Inter-
national Festival at Montreux,
Switzerland.

Although a disappointing but
enthusiastic crowd of 600 turned
out for the $8 ticket event in the
hotel’s Crystal Room, a donor-
ship drive was being mounted to
make up the remaining $9,000
needed for the campus band.

“We cleared about $2.100 after
expenses, which included be-
tween $3.800-$2.000 for Fergu-
son’s band and publicity.” com-
ments Frank Gagliardi, campus
band director and music profes-
sor. “We have three weeks to
raise the rest now.”

The UNLV Jazz Ensemble
% opened the program with Joe
Williams joining in on a vocal
solo, which earned two standing
ovations. An energetic Ferguson
and his versatile 12-man group
opened with “Give It One” and
the title cut from latest album re-
lease “Primal Scream.”

“Two For Otis” followed with
stirring “Frame For The Blues”
and a rousing execution of
“Tommy” melodies. After a short
break, Ferguson returned to lead
¢ the Adrian Drover arrangement
of *MacArthur Park.” “Chame-
leon™ combined with “Can’t Get
z Started™ afforded Ferguson the
opportunity to demonstrate his
amazing horn abilities with so-

43

VEGAS BENEF| Tressasowsomsaasay
Ferguson Blows To|
Help College Band

By HANFORD SEARL

prano sax soloist Mark Colby. %

“Getting Sentimental Over
You™ showcased the past big
band days in a soft jazz inter-
pretation with Jeff S(embergs
Jazz-rock spiritual “Gospel
John™ next.

A blues melody was dedicated
to Willie Maiden. followed by a
classical jazz takeoff from “Pag-
liachi.™ Ferguson's band in-
cluded lead alto saxist Mike Mig-
liore, tenor sax Mark Colby,
outstanding flutist Bo Militello,
lead trombonist Randy Pucell.
second trombonist Chuck Ben-
nett and trumpeters Stan Mark,
Dennis Noday, Ron Tooley and
Joe Mossello.

Perhaps the most exciting jazz
happening yet on the Strip, pian-
ist Biff Hanon, bassist Gordon
Johnson and drummer Bob
Wyatt rounded out the band.

Shure provided an excellent
sound system for the relatively
small room which seats 1,500
which was donated by the hotel.
Las Vegas Jazz Society officials
helped coordinate the event with
the university music department.

According to Gagliardi. stu-
dent band members have raised
$8.000 while the UNLV student
senate donated $2.000 and
Wayne Newton has committed
$5,000 to help the band reach the
Swiss festival.

Presently $9.000 short with
$17.000 so far raised, the campus
musical group is seeking dona-
tions from local and inter-
national musical communities.

P o

Fantasy Labels Produce
7 Artists’ Promo Movies

By CONRAD SILVERT

BERKELEY, Calif.—Seven new
promotional films are available to tv
stations and colleges throughout the
US. and overseas from Fantasy/
Milestone/Prestige Records.

All the films, on the Blackbyrds,
Flora Purim and Country Joe
McDonald. were produced by Irving
Saraf, head of Fantasy's film depart-
ment. Saraf supervised film editing
and sound mixing for Fantasy's
“One Flew Over The Cuckoo’s
Nest.”

Two of the new films involve the
Blackbyrds, who perform *“Happy
Music,” the single from the gold LP
“City Life,” and “Rock Creek Park.”
which was filmed at that park on lo-
cation in Washington, D.C.

Saraf, who for 16 years before

joining Fantasy was head of
KQED’s tv film department, feels
that individual care must be in-
vested in each artist and film.

“We chased the Blackbyrds all
over Washington for a week. filming
in the classroom (the group attends
Howard Univ.), in concert, in prac-
tice rooms, registering for classes,
and of course in Rock Creek Park.
The thing is to come up with a new
idea every time rather than show the
musicians just banging on their gui-
tars.”

Saraf says the film’s costs come to
about $2,000 per minute, the going
rate these days for small films. Fan-
tasy’s films run from three to 12 min-
utes in length.

(Continued on page 81}

pressing to music,

East Coast Regional Sales Manager

GRT, leading music tape and custom manufacturer, has
New York based sales opening for Custom Products Di-
vision. Responsible for serving existing accounts and de-
veloping new customers for tape duplication and record
industrial,
Minimum of 2 years experience in sales required, prefer-
ably in allied field. Salary and commission with excellent
earning potential. Send resume and earnings history or
write for application to Personnel Dept. GRT Corp. 1286 N.
Lawrence Sta. Rd. Sunnyvale, Calif. 94086.

and educational markets.

www.americanradiohistorv.com

Chuck Pulin photo
JAZZ-STAKES—WB artist Pat Mar-
tino, right, pulls winning entry in

WRVR-FM special Warner-jazz
sweepstakes, as station deejay Van
Jay looks on.

Indict N.Y. Men
On Fraud Charges

NEW YORK—A Federal Grand
Jury here has returned a 29-count
indictment against Herbert
Kaminsky of the Bronx and Wil-
liam Feingold of Queens for alleg-
edly operating a fraudulent mail-or-
der business that oftered tape
recorders and other items for sale to
the public. A third person, Bernard
Sherman, was named co-schemer.

According to the indictment, the
defendents established a mail-order
business called Giveaway and of-
fered such items as tape recorders at
under $10 through ads in The New
York Times and The Post.

The indictment charges that the
defendants filled initial orders with
stock purchased from suppliers at
prices higher than their advertised
rate. “Once the publics confidence
was gained, the defendants failed to
honor any other purchases,” the in-
dictment claims. All additional
money collected was allegedly con-
verted to the defendants’ own use.

The case was presented to the
Grand Jury by the Justice Dept.’s
Joint Strike Force Against Organ-
ized Crime, based on evidence de-
veloped by the U.S. Postal Service. If
convicted, the men could each re-
ceive up to five years in prison, and
up to $1.000 in fines on each count.

2 Labels Will
Issue Quatro LP

LOS ANGELES — Michael
Quatro will have his “Dancers, Ro-
mancers, Dreamers & Schemers” LP
available on both United Artists and
Prodigal following his change in la-
bel affiliation from U.A. to Motown
Record Corp.

Quatro terminated his United
Artists worldwide agreement
recently, but U.A. retains distribu-
tion rights on current product in
Canada, the Philippines, Scandi-
navia and France. Motown will have
worldwide distribution rights on all
forthcoming Quatro releases.

Barney Ales, executive vice presi-
dent of Motown, says the signing of
Quatro to Prodigal (and to Jobete
Music, publishing division of Mo-
town Industries), is the beginning of
an expansion program for the Prodi-
gal label.

Bloomfield Score

LOS ANGELES—Guitarist Mike
Bloomfield will compose the score
for the film “Andy Warhol’s Bad”
already in production in N.Y.

Bloomfield has previously worked
on the soundtrack’s of “Easy Rider,”
“The Trip,” “Medium Cool” and
“Steelyard Blues.”

Bloomfield most recently played
with thg KGB band. He began his
career with the Butterfield Blues
Band.
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y Goldstein and Lonnie Jordan, in association with Howard Scott for Zar O
- a Far Out Production on United Artists Records and Tapes.
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Appeals Court Affirms

® Continued from page |

co-defendants will file for re-hear-
ing before Judge Hill.

The only break Rick Taxe got
from the Bay Area judges was a kayo
of the Hill order for Taxe to pay up
to $25,000 in court costs. They held
that because Taxe was fined on some
counts, he could not also be liable
for court costs.

The strongly debated trial ques-
tion of what constitutes substantial
similarity between a copy or sound-
alike tape and an original recorded
performance remains cloudy.

The Appeals Court knocked
Judge Hill’s instruction to the jury in
the piracy trial. It commented that

We call them “Instant Ailbum Co-
vers”. We have 39 in full color
(scenic views, graphic designs, reli-
gious, etc.) which can be imprinted

with your own artist and title at a
l fraction of the cost of a custom

cover. {Of course we also do cus-
tom covers.)

NYC,NY 10022 Tei:'758-3232 ‘
/

kl Les-Myles Asseciate’s inc.

160 East 56th Street Dept. A2
Supplying the graphic needs of the racord industry for 20 years.

“the instruction went beyond the
law insofar as it purported to charac-
terize any and all re-recordings as
infringements. but the subsequent
inclusion of a comparison test per-
mitted the jury to consider ‘substan-
tial similarity’and cured any errorin
the carlier part of the instruction.”
The Appeals Court backed up the
present method of copyrighting re-
corded performances which was at-
tacked by the defendants, who
pointed out that the Register of
Copyrights permits an album to
carry a single notice of copyright
protection yet individual excerpts or

Xerox Unit Aid
To Tape Labels

LOS ANGELES—-The Xerox
6500 full-color color system, used by
Custom Tape Producers here to
make tape labels (see separate
story), could greatly speed up the
short run tape duplicating business.

The machine makes four 8% by
11-inch copies of any four-color art-
work per minute. Six tape signatures
could be duplicated on one such
sheet. A special slide adaptor makes
it possible to make copies directly
from a 35 mm slide. The copier uti-
lizes three colors and a process black
to provide the full color spectrum.

The unit can be bought for
$26,000 or it can be rented for $250
monthly with 500 free copies and the
remainder at 10 cents each or for
$500 monthly with 3,000 copies free
and the remainder at 5 cents each.

General News

Tape Piracy Cdnviction Of Taxe

performances within the album may
not be eligible for copyright.

The defense argued that mix of
protected and unprotected matter in
a single copyright protected the un-
copyrightable material.

The court held that the mix of pro-
tectible and unprotectible material is
expressly noted in the law’s word-
ing: “The copyright provided by this
title shall protect all the copyright-
able parts of the work copyrighted.”
The court added that “the single no-
tice is adequate since, for $2 anyone
can obtain a copy of the copyright
certificate and determine which
songs are protected.”

The certificates of copyright are
prima facie evidence of the dates of
fixation because the copyright stat-
ute states: “Certificates shall be ad-
mitted in any court as prima facie
evidence of the facts stated therein,”
the judges further noted.

The certificates should be deemed
accurate as to dates of fixation until
the contrary is proven, something
which the defense did not accom-
plish in the case, the court noted.

The Appeals Court denied de-
fense charges that Judge Hill func-
tioned as a prosecutor, that he pro-
vided too little time to review jury
instructions and unfairly limited the
defense’s time to present its case.

The defense raised a howl over a
situation where the FBI illegally
took over two truckloads of tape pro-
duced by defendants. The court held
that the government had so many
other tapes proving its case that the
tape m the trucks was immaterial.

The defense also griped about

prosecutor Chet Brown, now in pri-
vate practice here, calling Rick Taxe
names such as “fraud,” “scavenger”
and “professional con-man." The
court okayed the first two appela-
tions used by Brown because the
“characterizations were based on
evidence that Taxe was profiting at
the expense of copyright owners.”
The “con-man” label did not appear
an exaggeration, they added.

The defendants contended they

acted in duplicating recorded per-
formances without authorization be-

Cause an attorney had advised it was
legal. Judge Hill’s opinion that this
was no defense was upheld. The ap-
peals judges ruled: “It was a fair
trial. The defendants were con-
victed, not by prosecutorial over-
zealousness or judicial error, but by
overwhelming evidence of their
guilt.”

The landmark case actually began
with government surveillance of de-
fendant premises here in late 1973,
followed by simultaneous FBI

(Continued on page 73)

Tape Packaging Costs Cut
23%-25% By L.A. Company

LOS ANGELES-A 23% 10 25%
price slash in the cost of complete
manufacture of a prerecorded tape
package is announced by Rick Taxe.

His Custom Tape Producers here
will produce a boxed up-to-30-min-
ute, four-color-labeled tape for 50
cents each in quantities of more than
3,000 at his Arizona Circle plant.
That price seriously undercuts the
present 65 to 70 cent cost per unit in-
dustry wide.

Taxe says a $1 million improve-
ment program in his now 14,500
square-foot tape plant makes the
significant price breakthrough pos-
sible. He has two complete Electro-
Sound systems operating with a total
of 20 slaves. He cstimates his daily
outputon a 24-hour-run basis at be-
tween 40,000 and 50.000 tape al-

bums. He will employ up to 50 per-
sons on a 24-hour basis.

The refurbished plant is equipped
with a new Xerox full-color copier
machine which makes it possible to
duplicate a label without negatives
or transparencies, adding to the
economy of the operation and also
greatly accelerating the production
schedule on individual tape runs.
The machine runs labels six-up cir-
cumventing the need for the former
two-step label production from
four-color signature to black-and-
white offset label printing.

Geraldine Gonzales and Ron
Taxe are operating the custom du-
plicating wing of the Tax company.
The plant uses Capitol and Audio
Magnetics blank tape.

Andira is... America’s Newest Vertical

o

Record Company

Our Manufacturing Capability is
50,000 Records Daily.

We offer these services:

Record Manufacturing, Tape Duplicating,
Recording Studios, Graphics & Art, Music

Publishing, Printing, TV—Films & Tapes,
TV—Film Studios, Electronic Music and
Creative Services.

CALL OUR ACCOUNT EXECUTIVES TODAY

for a quote on your needs, or send for our price list.

www americanradiohistorv com

Andira Record Corporation

CUSTOM SERVICES DIVISION
41 Central Avenue, Newark, N.J. 07102

(201) 642—-5991
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NTERNATIONAL

MUSEXPO 76

The 2nd Annual
International Record and Music Industry Market in the USA.

SEPTEMBER 8-11

Faimrmont Hotel
New Orleans

First 1200 participants accommodated at same hotel

THE NAME

THE DATE
THE PLACE

Entire market all under one roof

PARTIAL LIST OF * PARTICIPATING COMPANIES FROM AROUND THE WORLD:

ASCAP (USA)

ATV MUSIC GROUP (UK & USA)

AWA RADIO NETWORK (AUSTRALIA)

ACUFF-ROSE PUBLICATIONS, INC. (USA)

AMPHONIC MUSIC (UK)

ANGELA MUSIC (UK)

ARCADE RECORDS (UK)

ASHTREE MUSIC (UK)

ASSOCIATED MUSIC (AUSTRALIA)

AUSTRALIAN PERFORMING RIGHTS ASSOC
(AUSTRALIA)

BMI (USA)

BELSIZE MUSIC (UK)

BLUEY TUNES (UK)

BLACKSHEEP MUSIC (UK)

BRASCHS MUSIC HOUSE (AUSTRALIA)

BROUGHAM HALL MUSIC (USA)

CASTLE MUSIC (AUSTRALIA)

CHARLTON PUBLICATIONS (USA)

CHARLEY RECORDS (UK & FRANCE)

COUNTRY INTERNATIONAL RECORDS (USA)

CUCKOO MUSIC (UK)

CYRIL SPENCER LTD. (UK)

CARABINE MUSIC (FRANCE)

DISC'AZ/DISCODIS (FRANCE
DUART MUSIC (UK)

DURECO (HOLLAND)

EDEN STUDIOS (UK)

ELECTRIC RECORDS (AUSTRALIA)~
EMERALD RECORDS (UK)

ESSEX MUSIC GROUP (AUSTRALIA)
FIDELATONE MFG. CO. (USA
GLOBAL MUSIC (GERMANY)
HARRISON MUSIC (USA)

HEATH LEVY MUSIC (UK)
HOMEMADE MUSIC (UK)

HUSH MUSIC (UK)

IMAGE RECORDS (AUSTRALIA}
IMMEDIATE RECORDS (UK)

JET RECORDS (UK)

JUPITER RECORDS (GERMARY)
KEBEC SPEC (CANADA)

KENMAR MUSIC (UK)

K-TEL INTERNATIONAL (USA)
LAUREL CANYON RECORDS (USA)
MARILLA GRAMMOFON (SWEDEN)
M-7 RECORDS (AUSTRALIA)
MET-RICHMOND SEECO RECORDS (USA)

MUSIC FARM (UK)

ORANGE RECORDS (UK)

OWEPAF PUBLISHING (USA)

P.C. MUSIC (UK)

PIN PIN MUSIC (FRANCE)

PANACHE MUSIC (UK)

PHONOGRAM INTERNATIONAL B.V
(HOLLAND)

GOVERNMENT OF QUEBEC DELEGATION
(CANADA)

QUEBEC HOUSE (USA)

RCA RECORDS (USA & CANADA)

RED BUS RECORDS (UK)

RONDOR MUSIC (USA)

SESAC INC. (USA)

SHANNCN: DISTRIBUTORS (UK)

SHINKO MUSIC (JAPAN)

G. SHIRMER, INC. (USA)

SIDET EJIZIONI (ITALY)

SIEGEL VUSIC (GERMANY)

SUMMIT MUSIC (UK)

SURPLUS RECORDS & TAPE (USA)

SUTTON DISTRIBUTORS (USA)

SUNBUFY-DUNBAR PUBLISHING (USA)

THE ABOVE COMPANIES ARE FOR THE MOST PART PARTICIPATING WITH CFFICE BOOTHS THIS YEAR AT MUSEXPO

| OFFICE / BOOTHS RENTAL |

TOP TAPE MUSICA LTDA. (BRAZIL)

TROVA INDUSTRIAS MUSICALES
(ARGENTINA)

UNITED ARTISTS MUSIC PUBLISHING
GROUP (USA & INTL)

UNITED ARTISTS MUSIC & RECORDS
GROUP. INC. (UK)

UNITED ARTISTS RECORDS OF AMERICA
(USA)

UNITED EUROPEAN PUBLISHERS
(EUROPE)

EDITIONS MUSICALES CLAUDE PASCAL
(FRANCE)

EDITIONS INTRO GEBR. MEISEL
(GERMANY)

SWEDEN MUSIC AB/POLAR MUSIC AB
(SWEDEN)

WORLD MUSIC (BELGIUM)

VALENTINE MUSIC (UK)

WATANABE MUSIC PUBLISHING CORP
(JAPAN)

WILSON EDITIONS/EUROBEAT (UK)

WIZARD RECORDS (AUSTRALIA)

YAMAHA MUSIC FOUNDATION (JAPAN)

We wish to participate in International Musexpo '76 and have indicated our requirements below.

*k

IMPORTANT: 10% INCREASE IN PARTICIPATION
COST AFTER JUNE 30, 1976

* ok

----------------------------------------------------------------------ﬁ

Specially converted guest rooms into “closed booths™ of varying sizes, all
fully furnished, carpeted and air-conditioned, containing record and or
tape playback equipment as well as telephones for in-house and cutside
calis. All office booths are located on specifically designated exhibif floors
and cannot be used as sleeping rooms. Office booth rental cost includes
Registration Fee of $500 and permits unlimited free Registration for all
members of the company

[OPEN BOOTHS RENTAL |

Located in the plush carpeted and airconditioned ballroom area. Each
booth includes a 8’ high drape backwall, 3' high drape side-rails, name sign
(name of exhibitor, city and country)and is fully furnished.

SlzeA S 1010w b1 't et w0 ....$1,500
Sizes, Rates and Priority : Varying in size from 130 sq. ft. (13 ft. x 10 ft.) to '8 ) 15x10 ... ToE s o« 92,200
350 sq. ft. (25 ft. x 14 ft.), office booths are made available at one standard Flease check “1C | [T} W20 xR OFESN - et b @)l b 2k ¢ $2,800
rate regardless of size and are allocated on a first come first served basis. the appropriate * DRE=D 257 X0 1 g diay g s g ate o | $3,400
Rates for additional office booths vary in accordance with number of office box "E 3 30x10 . $4.000
booths reserved and not according to size. "G g 40x10 55'200
== ] O (e s $6,400
Number 1 3 Oneoffice/booth ... ......... ..$2,000 Number Each additional 5' x 10’module .$ 600
) 2 [ Two adjoining Office/Booths . . ...$3,500
Please chec " 3 [J Three Office/Booths ............ $4,900
the appropriale 4 T Four Office/Booths .. . o | FOR OPEN AND CLOSED BOOTHS |
" 5 [ Five Office/Booths ............. $7,500 Booth rental cost includes Registration Fee of $500 and permits
Number () Each additional Office/Booth .. ... $1,200 unlimited free Registration for all members of the company.

C—1 [PARTICIPATING WITHOUT AN OFFICE OR BOOTH|

Registration Fee per Company . .. .$500 Permits unlimited ‘ree registration for all members of the company.
(or 3250 in the case of only one executive attending from your company)

Full payment enclosed with application. Enclosed is ourcheckfor$........ in full payment.
Name . .......... i Title. .. . ...
COMPANY, .- et 18 v ) AU ma] 1 itk e S o 2 a1 2 s A ETTS AN = R et T g 45 INTERNATIONAL MUSEXPO 76 LTD.
1350 AVENUE OF THE AMERICAS
AArESS .« oot e e NEW YORK CITY, N.Y. 10019, U.S.A.
TELEX: 234107 MUSEXPO
Gt reeme magmamein a0 Wazamarisme sy 25 5 6 v om0 R R O PHONE: (212) 489-9245

For hotel accommodations—Group Air/Hoel package—and other information contact: Musexpo Housing Bureau (212) 489-9245

P D D D D D D S S D D D D D D S G 0 G D G S D D S T G G D G Gus G D GID G D NS D a6

L e

www americanradiohistorv com
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New Labels Flock To Board 12-Inch Disk Bandwagon

® Continued from page 1

price on the disks will be in the range
of $2.29. as has been the case with
Salsoul’s “Ten Per Cent” title.

Interestingly. the uniformity in
the march into the 12-inch camp
does break down when it comes to
record speed. Both 333 and 45-
r.p.m. disks will be involved,

Also noteworthy is that some of
the records will couple two different
artists performing their respective
songs. The buyer, in effect, will be
offered two A-side singles on the
same disk.

First to follow Salsoul’s lead was
Scepter, which shipped a 12-incher
last week featuring Jesse Greene and
the group Sweet Music, one of the
coupled disks.

According to label executive Mel
Cheren, only a couple of thousand
copies were shipped, and only to
such disco-oriented cities as Los An-
geles, Detroit and New York.

Even though Salsoul has reported
strong response to the 12-inch con-
cept, Cheren explains that Scepter
prefers to go slowly and test-market
for itself.

Titles on the record are Greene’s
“Nice And Slow” (5:45) and Sweet
Music’s “I Get Lifted” (6:10).

He says that no free goods will be
involved, and that distributor cost
for each record is $1.50.

The Scepter disk is at 33% so as to
allow listeners to play it without hav-
ing to change speed from their LPs,
explains Cheren.

CTI ships “Summertime 2001”
(A-side) and “Theme From Good

King Bad” (B-side) Monday (21),
says Jerry Wagner, vice president,
marketing. The featured artist is
George Benson.

Initial press run is 20.000 copies,
explains Wagner. He adds that regu-
lar commercial 7-inch disks are also
being shipped

The 12-inch record hasa 7:16 run-
ning time on the A side and a 6 min-
ute length on the flip side. The speed
is 45 r.p.m.

Gross distributor price on CTI’s
disk is $1.54, while the free goods net
is $1.28.

At Roulette/Pyramid, four 12-
inch releases are planned to hit the
market by early July, according to
Dennis Ganim, president, Pyramid,
and Ira Leslie, national sales man-
ager.

Each of the releases will feature

Solons Vote

® Continued from page 3

copyright owners is preferable. Also,
he saw little difference between hav-
ing the revision bill’s copyright roy-
alty tribunal set compulsory licens-
ing rates when voluntary
negotiations fails—and having the
Arbitration Assn. as a final arbiter.

The Senate-passed billed S.22

gives PBS stations and its nonprofit
programmers compulsory licensing
rights to nondramatic literary works
as well as to musical works. But the
Kastenmeier amendment would ex-
clude the literary works.

In S.22, the Copyright Tribunal

coupled artists, four from the Pyra-
mid label and four from Roulette.

The Pyramid disks will pair D.C.
Larue (“*Cathedrals’’) with Pay
Lundy (“Day By Day/My Sweet
Lord” medley) and Jakki (*Sun,
Sun, Sun”) with Phil Medley &
MVB (“Snap It”).

The Roulette releases will pair
Four Below Zero (“My Baby Got
Esp”) with Gentlemen And The
Lady (“Like Her”) and Poison (“Do
You Wanna Do”) with Strata-
various, featuring Lady (“I Got
Your Love™).

Net cost to distributors will be
$1.25. All records will be packaged
in a cardboard jacket with a dye-cut
center hole and shrink-wrapped.
The record will be a 45 r.p.m.

While an exact shipping date
couldn’t be firmed for its first 12-

PBS Liable

would fix the original statutory rates
for PBS licensing. review them in
1980 and at 10-year intervals. The
Copyright Office would collect and
disburse royalties (less administra-
tive costs) and would call on the
Tribunal to settle any disputes over
shares of the royalties.

If approval of the Kastenmeier
subcommittee amendment is
reached in the full House Judiciary
committee in the House floor vote,
and in Senate and House conference
committee votes, the procedure for

(Continued on page 20)

inch commercial disco disk, word
from Bob Reno at Midland Inter-
national is that the next Silver Con-
vention single will go out as both a
12-incher and as a regular single.
Again, the suggested list will be

E-C Tape Suit
Is Thrown Out

NEW YORK—A $9 million anti-
trust suit brought against the RIAA,
NARM and a number of major
record companies by E-C Tape
Service of Milwaukee has been
thrown out by a U.S. District Court
Judge in Eastern Wisconsin.

The suit, which also named Capi-
tol, Atlantic. London, Elektra,
MGM, and MCA Records, and
CBS, Inc., among the defendants,
had sought judgment in the sum of
three times the $6.4 million it
claimed it had lost in profits and
goodwill through charges of unfair
competition brought by the defend-
ants.

The thrust of E-C Tape’s com-
plaint was that the RIAA and the
other defendants had conspired to
monopolize and control the publica-
tion of music, and the manufacture
and distribution of records and
tapes, by fixing prices and attempt-
ing to exclude competition.

The plaintiff had also asked the
court for a permanent injunction
and a restraining order that would
bar the defendants from trying to
prevent E-C Tape from copying,
selling and/or advertising the
recordings it had allegedly pirated.

$2.98. but what the RCA branch
price to dealers would be was not
available,

Amherst’s Barry Lyons, national
marketing director. explains that the
label is seriously toying with releas-
ing 12-inch commercial copies. They
are researching now, and the status
of the project is “iffy,” he explains.
He does add, though, that the
chances are pretty good that the
company will eventually come with
12-inch retail disks.

The label has released a promo-
tional copy of Chicago Gangsters’
“Gangster Love” (7:32). but if the
go-ahead is given, i'll come in all
likelihood on a forthcoming single
by the group Whole Darn Family
(Soul Internationat label). Speed
preference at Amherst is 33%.

Also coming from Salsoul will be
a commercial 12-inch disk from
Carol Williams.

It’s also expected that as more and
more commercial copies find their
way into the market. other labels re-
leasing just promoting versions will
follow the commercial route.

Music Center Open

LOS ANGELES—The American
Song Festival has opened a 1976
Music Center at Hollywood and
Vine.

Nearly 100 music business per-
sonalities from all facets of the in-
dustry will judge the entries in its
third annual songwriting competi-
tion. The ASF Music Center will be
in operation from 4 p.m. until mid-
night, Monday through Friday.

e
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Our Rack Programs
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You've convinced me/”

Let us stretch your dollars. 4L+

Your customers can now play beginners can play hundreds of hits

their favorite songs TODAY,
even if they’ve never read music

before.. . with

Easy-Play Speed Music.

We have over 50 different song books,
from Simon & Garfunkel to George
Gershwin, all with the famous “notes-
that-name-themselves” system. A
magnificent collection of music for
pianos, organs and guitars with a de-
tachable keyboard guide and guitar
chord chart in every book. Even

-~

instantly!

W B

-

But they won’t know it until they open
one of the books.

That’s where our dynamic rack
program comes in.

Visually attractive, sleek and compact
— we have a rack in the size and de-
sign made for you. Occupying as little
as 18" of floor space and displaying
as many as 576 colorful books in re-
volving pockets, our Speed Music
racks are market tested winners.

And that’s the long and short of |t cee

Call us toll free at 800-558-5102

s('qgsrgund

systems inc

6055 west fond du lac ave. milwaukee, wi 53218

See us at

NAMM Expo 76 - Exhibit 420
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°If you were looking for~ Sinatra’s hits...

.which would you
rather" use...
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Sy TOP EASY LISTENING
& J RECORDS 1961-1974

The only complete history
of Easy Listening charted
music available today. Includes
every song title and artist to
make Billboard's "Easy Listening
Singles” charts from 1961-1974 pius
photos of Top 40 Easy Listening artists.

W F) Wi le
TR

NO QUESTION ABOUT IT.\

In a matter of seconds with Joei Whitburn’s “Top Pop Records” books you'd 150 0 tpaid in U.S.A.
know Frank Sinatra had 92 hits. You’'d know the title of all his hit records BaEs..; 530 pasipalch

fram "All or Nothing at All” {(1943) to "I Believe I'm Gonna Love You ” TOP POP RECORDS 1955-1972
(1975).You'd know a lot more too, like how many weeks each record was on il 1.000 listi every record
the charts, it's highest position, label and record number. And with Joel 223 aarﬁiv;/tert;o Egpé\nnfgg:gpslh?“gclrgg’s’ c::vr?;rls 'frg?n ﬁtglggssm ¥9r7yzr.ep(|)£s
Whitburn’s Record Research Collection you'd be able to find this information pictures of Top 100 artists and more. 416 pages...$40 deluxe hardcover
for every artist and every record that hit Billboard’s charts from 1940 edition postpaid in U.S.A. )

i 2o (875 TOP POP RECORDS 1940-1955
EVERY BOOK AN ENTIRE CHART HISTORY Completes the Pop Chart History! Includes every record and artist to make
The complete collection includes every artist and record to hit Billboard’s Billboard’s "Best Selling Pop Singles” Charts, plus more valuable
"Hot 100, Top LP’s, Easy Listening, Country & Western and Rhythm & information. 90 pages... $20.00 postpaid in U.S.A.

Blues'Charts. (The Top Pop Records 1955-1972 book alone lists more than

2,500 artists and 11,000 record titles!) The entire history of charted music TOP RHYTHM & BLUES RECORDS 1949-1 971
comes in six books plus a concise series of supplements. They're easy to use, The Rock revolution has a lot of ‘soul’... And it's all here! Every R&B record
so you can find anything you have to know about charted music in seconds. and artist to make Billboard’s ""Soul Singles” charts from 1949-1971. Plus
Be an expert! Order your set today! photos and more easy to find information. 184 pages... $25.00 postpaid in
THOUSANDS OF THESE BOOKS USA.

ARE.BEING USED RIGHT NOW! TOP COUNTRY & WESTERN RECORDS 1949-1971
Tzke it from the peopie who know...program directors, DJ’s, collectors, Country music has grown to new heights. The records and artists that rode it
almost everyone who is Gl el the record business throughout the world to the top are covered in two big sections. Includes every record and artist on
cansiders Joel Whitburn’s Record Research Collection the authority on Billboard’s "Country Singles” Charts from 1949-1971. Plus Top 100 artists’
char}ed music. It's an invaluable source of information you should have photos and much more. 152 pages... $25.00 postpaid in USA.

now:!

SPECIAL INTRODUCTORY OFFER: ’ .
FREE 1975 SUPPLEMENTS TOP LP'S 1940

Wh der th | The only complete history of the album charts! Lists every album and artist to
COMPLETE SET OF il "en Yot OL erltl e(io_rrn;?(ete Record Resfearhc_h make Billboard’s "Top LP'S” album charts from 1945 through 1972.
SUPPLEMENTS 0 eCt'O'.‘f ct OV;SO?)Oe ad(;/antage ot this Includes sound tracks, and original cast section, plus photos of Top 100
AVAILABLE gppajtLinity;tosave [00. Order the complete artists and Top 110 albums. 244 pages... $30.00 postpaid in U.S.A.
N e set today!
THROUGH 1975 I I I mnmnmIIIIIInnonnI I nhhh EVERY BOOK pACKED WlTH EASY To FlND
Mail to: Record Research Inc., P.0. Box 200, Menomonee Falls, Wi 53051 INFORMATION...ARTISTS, RECORD TITLES, ‘
PHOTOGRAPHS** TRIVIA, AND MORE, INCLUDING:

.
.

sees0essre o

—__Complete Set of six books* and 13 SUP%E“,;‘E:T% s10 : e Date(month, day, year) record first hit charts. ® Highest numerical
o || cuPplemionis OQb xee— it = < 3n g21b Tob Pop ‘74 o 10 :  position record reached ® Total number of weeks oncharts @ Label
. __ Top Pop* '65-'72 (Hardcover) ...... 640 —lopPop 74 .............. . g -
: Top Pop '56-72 (Softcover) .. ... ... $30 —_TopPop 73 ...l $10 :  and record number. PLUS: A cross reference alphabetically listing by
S ___TopPop® 40-55. ... . ................ $20 ~——Top CAW 75 ............. $10 *  title every record to hit Billboard's charts. A picture index of Top
% TopCRW® 4971 ... 1525 ===l ES Tk N2 $10 ! Artists**, A trivia index of interesting and useful facts. A chronological
. Top R&B* ‘49-'71 $25 _____Top C&W 7273 ..., $10 i . g .
e 1oF A9 : ‘ : listing, year by year, of No. 1 records, and much more. It's a reference
= ___ Top Easy Listening” '61-'74....... .. .$25 — TopR&B'75.............. $10 . . B
: Top LP's® 45-72 ... ... "e30 —TopR&B74........... . $10 :  encyclopedia that you'll use year after year.
—13‘; 22‘; Z:tezi?ng en st i : *From July, 1940 through March, 1976.
+  Check or money order for full amount must accompany order. TopLP's 75 .......... .. 810 : **Featured in each book except Top Pop 1940-1955 and Supplements.
©  Overseas orders add $3.00 per book and $1.00 per supplement. ——TopLP's 74 .......... ... $10 3
. — _Top LPis ‘73 .. i g -1 mens $10 d
. ) : ecor @
e esearch
. City _ State = Zip =
: : P.0O. Box 200
bante o HEoE00 A P e Snoo oo R g Menomonee Falls, Wisconsin 53051
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Listing

in Billboard’s 1976-77

International Buyer’s Guide
of the Music-Record-Tape
| Industry

B H B
m‘" I

Categories to be included in the 1976-77 International Buyer’s Guide are:

RECORD COMPANIES

RECORD & TAPE
WHOLESALERS
Distributors

One Stops

Rack Jobbers
Importers & Exporters

MUSIC PUBLISHERS
(please indicate affiliation)

SHEET MUSIC JOBBERS &
SUPPLIERS

SERVICES FOR THE MUSIC-

RECORD-TAPE INDUSTRY

Associations & Professicnal
Organizations

Design & Artwork

Licensing Organizations. Music
(please indicate whether
Mechanical or Performing
Rights)

Plating & Processing Plants
Pressing Plants

Printers & Lithographers
Record Promotion

Tape Custom Duplicators
Tape Duplica:or/Marketers

MANUFACTURERS OF

SUPPLIES FOR THE MUSIC-

RECORD-TAPE INDUSTRY

Cartridge & Cassettes &
Reels

Envelopes & Mailers

Jackets

Labels

Polyethylene Bags

Professional Tape Supplies

Record Processing Machinery
(Please specify chief product)

Sleeves

Tape, Blank Loaded

Tape Duplicating &
Processing Equipment

Tape, Raw

MANUFACTURERS OF
RECORD & TAPE DEALER
ACCESSORIES & SUPPLIES
Carrying & Storage Cases
Catalog Services

Cleaners, Cloths & Brushes
45 RPM Adaptors

Head Cleaners & Demagnetizers
Needles

Leader Tape

Splicing Tape

MANUFACTURERS OF STORE
FIXTURES & MERCHANDISING
AIDS

Browser Boxes

Display Racks

Divider Cards

JUKEBOX MANUFACTURERS

JUKEBOX TITLE STRIP
MANUFACTURERS

MAIL THIS COUPON TO US TODAY

If you are engaged in one or more of the enterprises listed, it is urgent that you send this coupon §

to us immediately so that we can include you in this giant directory.

PLEASE AIR-MAIL IMMEDIATELY TO:
Billboard International Buyer's Guide, 2160 Patterson Street, Cincinnati, Ohio 45214
Please use typewriter if possible.

BUSINESS CLASSIFICATION

NAME OF COMPANY

STREET ADDRESS

STATE

ZIP

COUNTRY

TELEPHONE NUMBER

AREA CODE

TOP EXECUTIVES: NAME

TITLE

BRANCH OFFICES (U.S. & INTERNATIONAL)

Please attach any additional information.

www americanradiohistorv com

_ General News

Albums Vital To Longevity

® Continued from page 4

album and single in the past month
with Quincy Jones' former sidemen
the Brothers Johnson, pcints out
that in that case at least, “An album
doesn’t sell on the basis of one cut
alone. It means that three or four
cuts are being played.

PBS Fees

® Continued from page 18

licensing music to PBS entties will
be roughly as follows:

Thirty days after the revision bill
becomes law, the Tribunal will be-
gin considering “‘reasonable terms
and rates” of royalty payment under
the PBS compulsory licensing. Mu-
sic licensors and PBS will have 120
days to work out—if possible—rate
agreements, for Tribunal considera-
tion.

In six months (but not before the
120-day negotiation period is up),
the Tribunal must reach royalty
rates and terms that will be binding
on all who can not negotiate volun
tarily. This procedure will be re-
peated in 1980 and every five years
thereafter.

Voluntary agreements between
copyright owners of music and PBS
stations and nonprofit programmers
can be made at any time, without re
gard 1o the Tribunal compulsory i
censing rates. These voluntary
agreements will be effective for the
parties by notitying the Copyright
Office within 30 days of execution

The Tribunal can consider these
negotiated rates during their own
decision-making periods. PBS sta
tions must keep records and give
copyright owners reasonable notice
of use. Unlike the Senate bill, the
House amendment would bypass
the Copyright Office as collector
and disburser of PBS royalties. Pay
ments would be made directly to
copyright owners.

A straight antitrust immunity will
be given for all meetings between
copyright owners and the PBS for
negotiating compulsory licensing
rates, terms and disbursements
Also, parties can choose an agency
to handle royalty collections. pay-
ments and distribution

The compulsory license permits
noncommercial broadcasters to per-
form nondramatic musical works at
will, and allows their nonprofit pro-
grammers to make and distribute
copies of programs (using musical
works) for the public broadcasters.
The PBS entities are not permited to
dramatize these musical works un-
der their compulsory license.

Restaurant Chains
° Conu'nuedfrom page 3

Most groups get a two-week stand
but if they're crowd pleasers they
will be brought back for a return en
gagement. Because traveling ex-
penses are costly, the bands are
rarely rotated

The restaurants, slanted to young
adults, are divided into two rooms, a
dining room and a showroom com-
plete with dance floor and stage.
Music begins at 9:30 p.m. and con-
tinues until 1:30 a.m. unless the au-
dience demands more in which case
the music continues.

“Each room is different.” says
Mascari. “We try to inject person
ality into our clubs.”

Among the local groups that have
performed are Piece Of The Rock,
Rush Hour, Manx, Silver Train
Spring Fever, Airstream. Free Hand
and Boscoe Bottoms.

“An album creates an act. It’s not
just one cut that’s popular, the pub-
lic wants to hear where that artist is
coming from. When the Captain &
Tennille album broke last year, we
knew we had an act and it wasn’t just
the “Love Will Keep Us Together”
single the public wanted. A group
that has no basis other than a single
has little to go on.”

Of the 13 acts that got their first
top 10 single and also had a top 10
album in 1975, nine, or 69%, have
made it back to the top 10 since.
These acts are Barry Manilow, the
Ohio Players, Linda Ronstadt.
AWRB, Earth, Wind & Fire, Captain
& Tennille, K.C. & the Sunshine
Band, David Bowie and the Silver
Convention.

The four acts that had a top 10
single and a top 10 album, but have
somehow defied the odds are
Phoebe Snow, Janis lan. and, on
Epic. La Belle and Minnie Riperton.

A total of 31 acts scored their first
top 10 single last year, without get-
tng an album to match. Of these
acts only four, or 13, have made it
back 1o the top 10 with a subsequent
single. These are the Electric Light
Orchestra, Hot Chocolate, Freddy
Fender and the Bay City Rollers.

The vast majority of these acts.
though—like Sammy Johns, Pilot
and Tony Camillo’s Bazuka—have,
so far at least, been one-shot won-
ders. It’s the 87% of the acts that last
year brought home a smash single
but not an album. and have since
fizzled, that supports the theory of
the importance of the LP in predict-
ing longevity.

FCC Asks Curb

® Continued from page 3

cause all radio communication goes
into the “sanctuary” of the home.
and may be heard by children and
“nonconsenting adults.”

Programmers who may have been
planning to put aural or video pro-
gramming on cable tv access chan-
nels, without running into “family
hour™ and other censorship, may
have to think twice.

The FCC's proposed broadening
of the law will include the “access”
channels leased to outside program-
mers by cable system operators. The
FCC says it would be “reasonable’
about occasional transgressions, but
the cable operator must take the re-
sponsibility of preventing further
violations—or persuading the pro-
grammer to delete some of the of-
fending material. (If and when Con-
gress enacts such law. “prior
restraint” aspects would certainly be
challenged in court.)

However, a closed-circuit trans-
mission made al a per-program
charge, or in any other way that min-
imizes risks of exposure to children
under age 12. or adults who are
averse to 11, would not be liable as
indecent or obscene broadcasting.

The FCC has also come down
hard on the raunchy language on
live call-in phone programs aired by
WXPN-FM, the Univ. of Pennsylva-
nia station in Philadelphia. The
FCC fined the station $2.000 last
December, and is considering can-
cellation ofits license

MILDRED HALL

Mrs. Galizia Dead

NEW YORK-—-Mrs. Grace Ga-
lizia, 83-year-old mother of music
publisher Al Gallico, died here
Tuesday (15) in a local hospital. She
was buried the next day. Five
months ago her husband died.
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singing and playing

SUMMERTIME /2001

b/w theme from Good King Bad

.'::.\" 127UNATEC G s

IME/ 2001 Dynamite

SUMMERTIME /2001 is only available on 12" 45 rpm and 7" 45 rpm ( part | /part 1)

Just released: *GOOD KING BAD.

George Benson's smash
follow-up to his smash "Breezin"
Album on Warner Bros.

Conrgratulations, George, from your friends at CTI. It is most gratifying to see tkat our 10 years of devoted record production has finally enabled the world to accept your unique talents.

CTi Records, Inc. A Division of Creed Taydcr, Inc. 1 Rockefeller Plaza , New York, NY 10020 212 489-4120
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Billboard Singles Radio Action

Playlist Top Add Ons

Playlist Pime Movers *  Regional Breakouts & National Breakouts

JUNE 26, 1976, BILLBOARD

TOP ADD ONS -NATIONAL

PETER FRAMPTON—Baby, | Love Your Way (A&M)
WINGS—Let 'Em In (Capitol)
KEITH CARRADINE—I'm Easy (ABC)

D—Discoteque Crossover

ADD ONS—The two key prod-
ucts added at the radio stations
listed; as determined by station
personnel.

PRIME MOVERS--The two
products registering the great-
est proportionate upward
movement on the station's
playlist; as determined by sta-
tion personnel.
BREAKOUTS—Billboard Chart
Dept. summary of Add On and
Prime Mover information to re-
flect greatest product activity
at Regional and National levels.

Pacific Southwest Region

JOHN TRAVOLTA—Let Her tn (Midland Intl.)
PETER FRAMPTON—Baby, | Love Your Way
(R&M)

GARY WRIGHT—Love Is Alive (W.B.)

* PRIME MOVERS:

ANDREA TRUE CONNECTION-More, More,
More (Part 1) (Buddah)

STARLAND VOCAL BAND-Afterncon Delight
(Windsong)

CARLY SIMON— It Keeps You Runnin’ (Elektra)

BREAKOUTS:

PETER FRAMPTON—Baby, | Love Your Way
(ARM)

JOHK TRAVOLTA—Let Her In (Midland intl)
CLIFF RICHARD~Devil Woman (Rocket)

KHJ—Los Angeles
© JOHN TRAVOLTA-Let Her in (Midland
Int'l.)

® GARYWRIGHT—Love isAlive (W.B.)

* STARBUCK—Moonlight Feels Right
(Private Stock) 26-17

* NEILDIAMOND-If You Know What | Mean
(Columbia) 27-20

KHS—Los Angeles .
o PETER FRAMPTON—Baby, | Love Your Way
(A&M)

© FLEETWOOD MAC—Say You Love Me
(Warner/Reprise)

* STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 18-7

* AMERICA—Today's The Day(W.B.)17-12
KEZY~Anaheim B
® PETER FRAMPTON—Baby, | Love Your Way
(A&M)

® BEE GEES—You Should Be Dancin' (RSO)

# STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 28-20

* CARLY SIMON—It Keeps You Runnin’
(Elektra) 30-24

KFXM—San Bernardine

© ENGLAND DAN/JOHN COLEY—I'd Really
Love To See You Tonight (Big Tree)

® ERIC CARMEN—Never Gonna Fall in Love
Again (Arista)

% DOOBIE BROS.—-Takin' It To The Streets
(w.B)14-6

# CAPTAIN & TENNILLE-Shop Around (A&M)
15-10

KCBQ—San Diego 5
® PETER FRAMPTON—Baby, | Love Your Way
(A&M)
L ]

* QUEEN—-You're My Best Friend (Elektra)
25.20

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 14.10

KAFY -Bakerstield

® CLIFFRICHARDS—Devil Woman (Rocket)

® PETER FRAMPTON-Baby, | Love Your Way
(A&M)

& ANDREA TRUE CONNECTION—More, More,
More (Buddah) 152

* ?gugN-—You're My Best Friend (Elektra)

KRIZ~Phoenix
©® CHEECH& CHONG—Framed (Ode)

® DOUGLASALLAN DAVIS—Live My Life With
You{Dad’s Tune)

* TODD RUNDGREN—Good Vibrations
(Bearsville) 15-8
* AMERICA-Today's The Day (W.B.) 12:6

KBBC~Phoerix

® CLIFF RICHARDS~Devil Woman (Rocket)

@ CHICAGO-Another Rainy Day In New York
(Cotumbia)

D+ TAVARES-Heaven Must Be Missing An
Angel (Capitol) 33.26

* CARLY SIMON- [t Keeps You Runnin’
(Elektra) 31-25

KTKT~Tucson

® CHICAGO—Another Rainy Day in New York,
(Columbia}

® NEIL SEDAKA-Steppin’ Out (Rocket)

+ STARLAND VOCAL BAND—Afterncon
Delight (Windsong) 21-13

% ANDREA TRUE CONNECTION—More, More,
More (Buddah) 10-4

KQEO~Albuguerque
® TODD RUNDGREN—Good Vibrations
(Bearsvilte)

® JOHN TRAVOLTA-Let Her In(Midland
Int'l))

* ANDREATRUE CONNECTION~More, More
More (Buddah) 17-11

* GARY WRIGHT— Love Is Alive (W.B) 15-10
KENO—Las Vegas

® ENGLAND DAN/JOHR COLEY—-1'd Really
Love To See You Tonight (Big Tree)

® SILVER—-Wham Bam Shang-A-Lang (Arista)

+ THIN LIZZY-The Boys Are Back In Town
(Mercury) 28-16

* ANDREA TRUE CONNECTION—More, More
More (Buddah) 20-11

Pacific Northwest Region

® TOP ADD ONS:

PETER FRAMPTON—Baby, | Love Your Way
(A&M)

FLEETWOOD MAC~Say You Love Me (Warner/ -
Reprise) i
ALICE COOPER—I Never Cry (W.B.)

* PRIME MOVERS:

STARLAND VOCAL BAND-Afternoon Deiight
{Windsong}

BROTHERS JOHNSON~I'l Be Good To You
(ASM)

ANDREA CONNECTION—More, More, More
(Part 1) (Buddah)

BREAKOUTS:

PETER FRAMPTON-Baby, | Love Your Way
(A&M)

FLEETWOOO MAC—-Say You Love Me (Warner/
Keprise)

AUCE COOPER—! Never Cry (W.B.)

KFRC—San Francisco

e PETER FRAMPTON—Baby, | Love Your Way
(ABM)

# STARLAND VOCAL BAND~ Afternoon
Delight (Windsong) 16-11

* THIN UZZY-The Boys Are Back tn Town
(Mercury) 24-19

KYA—San Francisco

© BEACHBOYS—Rock & Roll Music (Warner/
Reprise)

® PETER FRAMPTON~Baby, | Love Your Way
(AGM)

D+ VICKISUE ROBINSON—Turn The Beat
Around (RCA) 22-12

# PARLIAMENT-Tear The Roof Off The
Sucker (Casablanca) 16-11

KLIV-San Jose
® NONE
-

* STARBUCK—Mooniight Feels Right (Pri-
vate Stock) 14.7

# STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 19-13

KNDE—Sacramento

® BEATLES-Got To Get You Into My Life
(Capitol)

® BO0Z SCAGGS—Lowdown (Columbia)

* ANDREA TRUE CONNECTION—More, Mare,
More (Buddah) 22.9

* BROTHERS JOHNSON—('ll Be Good To You
(A&M)8-5

Based on station playlists through Thursday (6/24/ 76)

PRIME MOVERS-NATIONAL

STARLAND VOCAL BAND—Afternoon Delight (Windsong)
MANHATTANS ~Kiss And Say Goodbye (Columbia)
THIN LIZZY~The Boys Are Back In Town (Mercury)

KROY--Sacramento

® JAMES TAYLOR-Shower The People (W.B.)

® CHICAGO-Another Rainy Day In New York
(W.B)

* BROTHERS JOHNSON—!'ll Be Good To You
(A&M) 16-11

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 18-13

KYNO-Fresno

® CHICAGO—Another Rainy Day In New York
{Columbia)

® ALICE COOPER—INever Cry (W.B.)

* JOHN TRAVOLTA-Let Her In (Midland
Int'l.) 28-18

+ FOGHAT-Fool For The City (Bearsville) 30-
20

KSOY—Stockton, Calif.

® CHICAGO-Another Rainy Day in New York
(Columbia)

® PETER FRAMPTON—Baby, | Love Your Way
(A&M)

4% WINGS—Let 'Em In(Capitof) 29-14

# GEORGE BENSON-This Masquerade
(W.B.)26-12

KGW-Portland

© BROTHERS JOHNSON—I'll Be Good To You
(A&M)

® FLEETWOOD MAC - Say You Love Me
(Warner/Reprise)

* QUEEN-You're My Best Friend (Elektra)
22-15

 ANDREA TRUE CONNECTION—More, More
More (Buddah) 14-8

KiSN—Portiand

De TAVARES-Heaven Must Be Missing An
Angel (Capitol)

® NATALIE COLE—Sophisticated Lady
(Capitol)

* BROTHERS JOKNSON—I'lf Be Good To You
(A&M) 30-18

* NEW MARKETTES-Song From “MASH.”
(Seminole) HB-25

KING - Seattle

® BRASS CONSTRUCTION—Movin' (U.A)
® AMERICA-Today's The Day (W.B.)
* SEALS & CROFTS—Get Closer (W.B.) 23-14

# STARLAND VOCAL BAND - Afterncon
Delight (Windsong) 9-2

KIR—Seattle
© NOREPORT

A J
+ NO REPORT
*
KJRB~Spokane
o FLEETWOOD MAC—Say You Love Me
(Warner/Reprise)
® WINGS—Let 'Em In(Capitol)

+ QUEEN-—You're My Best Friend (Elektra)
2318

% STARLAND VOCAL BAND - Afternoon
Delight (Windsong) 7-3

KTAC—Tacoma

® DR.HOOK—A Little Bit More (Capitol)

® DONNYOSMOND~-C'Mon Marianne
(Kolob)

* NONE
*
KCPX=Sait Lake City

® KEITH CARRADINE—I'm Easy (ABC)

® ALICECOOPER—| Never Cry (W.B.)

* FOOLS GOLD—Rain, OhRain (Morning Sky)
24-18

* TODD RUNDGREN-Good Vibrations
(Bearsville) 18-14

KRSP—Salt Lake City

® NEIL DIAMOND~If You Know What | Mean
{Columbia)

® DOROTHY MOORE~Misty Biue (Malaco}

& TODD RUNDGREN—Good Vibrations
(Bearsville) 1811

* SEALS & CROFTS—Get Closer (W.B.) 11-6

KTiK-Denver

® BEATLES-Got ToGet You Into My Life
{Capitol)

® ENGLAND DAN/JOHN COLEY-1'd Really
LoveTo See You Tonight (Big Tree)

* STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 28-20

% CHEECH & CHONG-framed (Ode) 38-31

Southwest Region

® TOP ADD ONS:

KEITH CARRADINE-I'm Easy (ABC)
CHICAGO~-Another Rainy Day In New York
{Columbia)

ENGLAND DAN/JOHN COLEY~-1'd Really Love
To See You Tonight (Big Tree)

§ * PRIME MOVERS:

QUEEN—You're My Best Friend (Elektra)
BROTHERS JOHNSON-I'll Be Good To You
(A&M) g
STARLAND VOCAL BAND-Afternoon Delight
{Windsong)

BREAKOUTS:

KEITH CARRADINE~1'm Easy (ABC)
CHICAGO—Another Rainy Day In New York
{Columbia)

ENGLAND DAN/JOHN COLEY—I'd Really Love
To See You Tonight (Big Tree)

KILT—Houston ~ LR
o ENGLAND DAN/JOHN COLEY~1'd Really
Love To See You Tonight (Big Tree)
® CHICAGO-Another Rainy Day In New York
(Columbia)
* TODDRUNDGREN~Good Vibrations
(Bearsville) 35-27
* STARBUCK~Moonlight Feels Right
(Private Stock) 22-18
KRBE ~Houston
® CHICAGO~Another Rainy Day In New York
(Columbia)
® SPINNERS—~Wake Up Susan (Atlantic)
s BROTHERS JOKNSON- 'l Be Good To You
(A&M) 17-10
# STARLAND VOCAL BAND- Afternoon
Delight (Windsong) 13-7
KLIF—Dallas

© KEITH CARRADINE~{'m Easy (ABC)
De LOURAWLS-You'll Never Find Another
Love Like Mine (Phila. Int’l.)
% BROTHERS JOHNSON-I'll Be Good To You
(A&M) 20-13
% STARBUCK-—Moonlight Feels Right
(Private Stock) 14-9
KNUS-FM—Dallas.

® MARVIN GAYE~IWant You (Tamia)

® STARBUCK-—Mooniight Feels Right
(Private Stock)

 STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 23-12

# ANDREATRUECONNECTION-—More, More,
More(Buddah) 17-8

KFJZ~Ft. Worth

® BEATLES—Got ToGet You into My Life
(Capitol)

© NEIL DIAMOND-If You Know What | Mean
(Columbia)

* gélﬁN—You're My Best Friend (Elektra)

* AMERICA-Today'sThe Day (W.B.)25-17
KINT-EiPaso
® KEITH CARRADINE~1'm Easy (ABC)
® PETER FRAMPTON-Baby, | Love Your Way
(A&M)
# HEART-Crazy On You (Mushroom) 19-15
+ BROTHERS JOHNSON-1I'll Be Good To You
(A&M) 20-16
WKY—Oklahoma City }
o BEACH BOYS—Rock & Roll Music (Warner/
Reprise)
® AMERICA-Today's The Day (W.B.)
# MANHATTANS—Kiss And Say Goodbye
(Columbia)21-12
+ STARBUCK—Moonlight Feels Right
(Private Stock) 6-4
KOMA—Oklahoma City

 GARYWRIGHTLove Is Alive (W.B.)

® DOROTHYMOORE—Misty Blue (Malaco)

* CAPTAIN & TENNILLE-Shop Around (ABM)
HE-11

*
KANC-Tulsa
® PARLIAMENT--Tear The Roof Off The
Sucker (Casablanca)
De LOU RAWLS~You'll Never Find Another
Love Like Mine (Phila. Int'l.}
* ABBA—Mama Mia (Atlantic) 19-10
* CYNDI GRECO~Making Our Dreams Come
True (Private Stock) 14-8

www.americanradiohistorv.com

BREAKOUTS-NATIONAL

BEACH BOYS—Rack And Roll Music (Warner/Reprise)

KEITH CARRADINE~!'m Easy (ABC)
WINGS—Let 'Em in (Capitol)

KELI-Tulsa o 5
® ENGLAND DAN/JOHN COLEY~i'd Reatly
Love To See You Tonight (Big Tree)
® KEITH CARRADINE-|'m Easy (ARC)
* QUEEN-You're My Best Friend (Eichtra)
20-10

% JOHN TRAVOLTA~ Let Her In (Midiand
Int'l.) 22-13
WTIX—~New Orieans
® NONE
-

+% DOOBIE BROS.~Takin' It To The Streets
(W.B.)17-10

+ ANDREATRUE CONNECTION-More, More,
More (Buddah) 11.7

KEEL-Shreveport —
© NEiL DIAMOND - If You Know What | Mean
(Columbia)

De VICKISUE ROBINSON—Turn The Beat
Around (RCA)

+* DOOBIE BROS.—Takin' It To The Streets
(WB)19-12

+ KEITH CARRADINE—I'm Easy (ABC) 23-19

North Central Region

® TOP ADD ONS:

AMERICA—Todzy's The Day (W.B,)
FIREFALL—Livin® Ain't Livin' (Atlantic)
PETER FRAMPTON—Baby | Love Your Way
(A&M)

% PRIME MOVERS:

:!_A;CHATTANS-Kiss And Say Goodbye (Colum-
It}

STARLAND VOCAL BAND-Afterncon Delight
(Windsong)

WILD CHERRY —Play That Funky Music (Epic)

BREAKOUTS:

AMERICA-Today’s The Day (W.B
FIREFALL~Livin' Ain't Livin’ (Atlantic)
NEIL SEDAKA-Steppia Out (Rocket)

CKLW~Detroit

© PETER FRAMPTON—Baby, I Love Your Way
(A&M)
® ALICECOOPER~INever Cry (W.B.)
* STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 20-12
* MANHATTANS— Kiss And Say Goodbye
(Columbia) 15-11
WIAC—Flint, Mich,
De TRAMMPS—That's Where The Happy
People Go (Atlantic)
® OHIO PLAYERS—Who'd She Coo (Mercury)
* gRASSCONSIRUCTION—Movm'(U.A.) 13

* THIN LIZZY~The Boys Are Back In Town
(Mercury) 15-8
WGRD--Grand Rapids
o STARLAND VOCAL BAND- Alternoon
Delight (Windsong)
® AMERICA—Today's The Day (W.B.)
* (I:TIETMN&TENMLLE—Shop Around (A&M)

D SILVER CONVENTION—Get Up And Boogie
(Midiand Int'l.) 6-3
1-96 (WZZM-FM)~Grand Rapids
® TUBES—Don't Touch Me There (A&M)
® FIREFALL~Livin' Ain't Livin’ (Atlantic)
+ STARLAND VOCAL BAND —Aiternoon
Delight (Windsong) 20-7
* GARYWRIGHT—Love Is Alive (W.B.) 10-1
WAKY— Louisville i
® NATALIE COLE-Sophisticated Lady
(Capitol)
® RED SOVINE—Teddy Bear (ABC/Dot)
# SEALS & CROFTS—Get Closer (W.B.) 26-18
+ AEROSMITH-Last Child (Columbia) 17-11
WGCL—Cleveland .
® TODD RUNDGREN—Good Vibrations
{Bearsviile)}
o FIREFALL—Livin' Ain't Livin' (Atlantic)
# MANHATTANS- Kiss And Say Goodbye
{Columbia)9-2
* BROTHERS JOHNSON~-('ll Be Good To You
(A&M) 1711
WIXY—Cleveland
® MARVIN GAYE—| Want You (Tamla)
e GEORGE BENSON—This Masquerade
(W.8)
* WILD CHERRY~ Play That Funky Music
(Epic) 13-3
* BROTHERS JOHNSON—1'll Be Gooa To You
(A&M) 10-5

WSAI-Cincinnati [
o CHICAGO-Another Rainy Day In New York
(Columbia)
L
* ERIC CARMEN-~Never Gonna Fall in Love
Again (Arista) 29-23
* DARYL HALL & JOHN OATES - Sara Smile
(RCA) 2019
Q-102 (WKRQ-FM)—Cincinnati
©® MANHATTANS—Kiss And Say Goodbye
(Columbia)
® THIN LIZZY—The Boys Are Back In Town
(Mercury)
* %Jlltg)mv MOORE~—Misty Blue (Malaco)
# STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 13-9
WCOL-Columbus

® ENGLAND DAN/JOHN COLEY~1'd Really
Love To See You Tonight (Big Tree)
® NEIL SEDAKA-Steppin’ Out (Rocket)
* WILD CHERRY—-Play That Funky Music
(Epic) 26-9
% DONNY OSMOND--C’Mon Marianne
(Kolob) 21-11
WCUE-Akron, Ohio
© NEIL DIAMOND - If You Know What | Mean
(Columbia)
® NEIL SEDAKA~Steppin’ Qut (Rocket)
* PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca) 31.18
+# WILD CHERRY - Play That Funky Music
(Epic) 40-30
13-Q (WKTQ)~Pittsburgh
® STARBUCK-—Moonlight Feeis Right
(Private Stock)
® AMERICA—Today's The Day (W.B.)
* MICHAEL FRANKS-Popcycle Toes
(Warner/Reprise) 23.13
% STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 18-11
WPEZ - Pittsburgh B
® ROLLING STONES—Hot Stuff (Rolling
Stones)

[ ]

* MANHATTANS- Kiss And Say Goodbye
(Columbia) 1812

+ STARBUCK—Moonlight Feels Right
(Private Stock) 25-19

WRIE—Erie, Pa.

® NEIL DIAMOND - If You Know What [ Mean
(Columbia)

o BOBBY VINTON-Save Your Kisses (ABC)

+ DOOBIEBROS.—Takin' it To The Streets
(W.B.)22-14

¥ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 14-9

WIET-Erie, Pa.

® BEATLES—Got To Get You Into My Life
(Capitol)

© JOKN TRAVOLTA-Let Her In(Midiand
Int'l.)

# MANHATTANS - Kiss And Say Goodbye
(Columbia) 27-12

* AMERICA—Today's The Day (W.B.) 29-16

Midwest Region

® TOP ADD ONS:

ANDREA TRUE CONNECTION-More, More, §
More (Part 1) (Buddah)

STARLAND VOCAL BAND-Aflernoon Delight
(Windsong)

MANHATTANS —Kiss And Say Goodbye (Colum-
bia)

* PRIME MOVERS:

THIN LIZZY—The Boys Are Back In Town (Mer-
cury)

SEALS & CROFTS—Get Closer (W.B)

GARY WRIGHT—Love [s Alive (W.B.}

BREAKOUTS:

ANDREA TRUE CONNECTION—More, More,
More (Part 1) (Buddah)

BEACH BOYS—Rock And Rolf Music (Warner/
Reprise)

STARLAND VOCAL BAND—Afternoon Delight
(Windsong)

WLS—Chicago

® HEART-Crazy On You (Mushroom)

® JOHNTRAVOLTA—Let Her In (Midland
Int'i.)

s THIN LIZZY—The Boys Are Back In Town
(Mercury) 13-5

* BEACHBOYS—Rock & Roil Music (Warner/
Reprise) 1611

(Continued on page 24)

Copyright 1976, Billboard Publi-
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Billboard Sing

® Continued from page 22
WDHF-Chicago
o BEACH BOYS—Rock & Roll Music (Warner/
Reprise)
® CHICAGO—Another Rainy Day In New York
(Columbia)
% THIN LIZZY—The Boys Are Back In Town
(Mercury) 11-4
* DOOBIEBROS.—Takin' It To The Streets
(W.B)10-6
WVON-Chicago
o ELI'SSECOND COMING—Love Chant
(Silver Blue)
® WILD CHERRY—Play That Funky Music
(Epic)
% DAVID RUFFIN—Everything's Coming Up
Love (Motown) HB-29
* WHISPERS—One For The Money (Soul
Train) HB-30
WNDE —Indianapolis
® ARETHAFRANKLIN-Something He Can
Feel (Atlantic)
De VICKI SUE ROBINSON—Turn The Beat
Around (RCA}
* SEALS & CROFTS—Get Closer (W.B.) 23-10
* STARBUCK—Moonlight Feels Right
(Private Stock) 13-6
WOKY—Milwaukee
o ANDREATRUECONNECTION—More, More,
More (Buddah)
L ]
+* BEATLES—Got To Get You Into My Life
(Capitol} 31-20
+ THINLIZZY-The Boys Are Back In Town
(Mercury) 28-21
WIUU-FM—Milwaukee
o BEATLES—Got To Get You Into My Life
(Capitof)
e BEEGEES—You Should Be Dancin’ (RSQ)
+ SEALS & CROFTS—Get Closer (W.8.) 6.2
* AMERICA—Today's The Day (W.B.) 15-11
WIRL—Peoria, Hl.
® JOHNTRAVOLTA—Let Her In (Midland
Int'l.y
® BEACH BOYS—Rock & Roll Music (Warner/
Reprise)}
% GARYWRIGHT—Love Is Alive (W.B.) 14-6
* THINLIZZY—The Boys Are Back In Town
(Mercury)21-14
KSLQ-FM—St.Louis
® ANDREATRUE CONNECTION—More, More,
More (Buddah)
o GEORGE BENSON—This Masquerade
(W.B)
* CAPTAIN & TENNILLE—Shop Around (A&M)
1711
+ STEVE MILLER BAND—Take The Money And
Run (Capitol} 26-21
KXOK-St. Louis
® BEATLES—Got To Get You Into My Life
(Capitol)
® QUEEN—You're My Best Friend (Elektra)
+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 20-9
+ DOOBIE BROS.—Takin' It To The Streets
(W.B.)21-1
KIOA—Des Momes

© ANDREATRUE CONNECTION— More More,
More (Buddah)

® THINLIZZY—The Boys Are Back In Town
{Mercury)

* DOROTHY MOORE-Misty Blue (Mafaco)
187

* GARY WRIGHT—Love Is Alive (W.B.) 23-18
KDWB—Minneapolis

® SEALS & CROFTS—Get Closer (W.B. )
® STEVE MILLER BAND—Take The Money And
Run(Capitol}
* GARYWRIGHT—Love Is Alive (W.B.) 18-8
* (B:AZPTMN & TENNILLE—- Shop Around (A&M)

WDGY—Minneapalis
® STARLAND VOCAL BAND —Afternoon
Delight (Windsong)
© MANHATTANS —Kiss And Say Goodbye
(Columbia)
 BROTHERS JOHNSON—1'll Be Good ToYou
(ABM) 1310
+ DARYL HALL & JOHN OATES—Sara Smile
(RCAY7-5
KSTP—Minneapolis

e ABBA-Mama Mla(ANannc)

© NATALIE COLE—Sophisticated Lady
(Capitol)

# SEALS & CROFTS—Get Closer (W.B.) 19-9

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 5-1

WHB—KansasCity -

@ STARLAND VOCAL BAND— Afternoon

Delight (Windsong)

© MANHATTANS - Kiss And Say Goodbye
{Columbia)

+ STARBUCK—Moonlight Feels Right
{Private Stock) HB-18

+* BROTHERS JOHNSON—!'ll Be Good To You
(A&M) 1310

KOIL-Omaka

e ABBA-Mama Mia (Atlantic)

© BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

4 STEVE MILLER BAND—Take The Money And
Run{Capitol) 23-12

* SEALS & CROFTS—Get Closer (W.B.) 24-16

KKLS—Rapid City,S.D.
o WINGS—Let 'Em In (Capitol)
o PETER FRAMPTON-Baby, | Love Your Way
(A&M)

* QUEEN-You're My Best Friend (Elektra)
84.17

% TODD RUNDGREN-Good Vibrations
(Bearsville) 25-18

KQWB—Fargo, N.0. .

o CYNDIGRECO—Making Our Dreams Come
True (Private Stock)

o CHICAGO—Another Rainy Day In New York
(Columbia}

% THIN LIZZY—The Boys Are Back In Town
(Mercury) 26-17

* ANDREATRUE CONNECTION—More, More
More (Buddah) 17-12

Northeast Region

® TOP ADD ONS:

MANHATTANS —Kiss And Say Goodbye (Colum-
bia)

BEATLES—Got To Get You Inte My Life {Capi-
tof)

PARLIAMENT —Tear The Roof Off The Sucker
(Casablanca)

* PRIME MOVERS:

STARLAND VOCAL BAND-Afternoon Delight
(Windsang)

DR. HOOK-A Littte Bit More (Capito!)
MANHATTANS —Kiss And Say Goodbye (Colum-
bia)

BREAKOUTS:

MANHATTANS—Kiss And Say Goodbye (Colum-
bia)

BEATLES—Got To Get You Into My Lite (Capi-
tol)

PARLIAMENT —Tear The Roof Off The Sucker
(Casablanca)

WABC—New York = -
® BROTHERSJOHNSON—I'll Be Good To You
(AGM)

® GARYWRIGHT—Love Is Alive (W.B.)

* DARYL HALL & JOHN OATES—SaraSmile
(RCA)9-6

* CAPTAIN & TENNILLE— Shop Around (A&M)

16-13
WPIX—New York
® ELTON JOHN/KIKI DEE—Don't Go Breaking
My Heart (Rocket)
® WINGS—Let 'Em In(Capitol}

+* PETER FRAMPTON—Baby, | Love Your Way
(A&M)27-18

D+ VICKISUEROBINSON—Turn The Beat
Around (RCA) 11-3

WWRL—New York -
® JAMES BROWN—Get Up Offa That Thing
{Polydor)

® JACKIE MOORE-It's Harder To Leave
(Kayvette)

* MARILYN McCOO &BILLY DAVIS—| Hope
We Get To Love In Time (ABC) 15-7

* GEORGE BENSON—This Masquerade
(WB.)14-10

!"’_TR—AEanx
o NEIL DIAMOND-If You Know What | Mean
(Columbia)
® AEROSMITH—Last Child (Columbia)

* BROTHERS JOHNSON-1I'll Be Good To You
(A&M) 23-7

* SEALS & CROFTS—Get Closer (W.B.) 26-19

WIRY—Albany —_—

© MANHATTANS- KnssAndSayGoodbye
(Columbia)

® PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)

+ STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 25-11

* STARBUCK—Moonlight Feels Right
(Private Stock) 12-3

WKBW—Buffalo i
o BEATLES- GotToGetYouIntoMyLlfe
(Capitol)

® JOHN TRAVOLTA—Let Her In (Midland
Int'l.)

% QUEEN-You're My Best Friend (Elektra)
30-16

 STARLAND VOCAL BAND -Afternoon
Delight (Windsong) 18-7

WYSL—Buffalo a
o FIREFALL—Livin' Ain't Livin' (Atlantic)

o GEORGE HENSON—This MaSquerade
W.8)

* DR, HOOK-A Little Bit More (Capito) 25-4

% CYNDIGRECO—Making Our Dreams Come
True (Private Stock) HB-19

WBBF—Rochester, N.Y.
& FOGHAT—Fool ForTheCIty(Bearsvllle)

o EDDIE RABBITY—Rocky Mountain Music
(Elektra)

+ DR.HOOK-A Little Bit More (Capitol) 24-
14

% FIREFALL—Livin' Ain’t Livin' (Atlantic) 28-
22

WRKO—Boston
® BROTHERS JOHNSON—I'll Be Good To You
(A&M)
® MANHATTANS ~ Kiss And Say Goodbye
(Columbia)
% STARBUCK—Moonlight Feels Right
(Private Stock) 28-20

% JOHN TRAVOLTA— Let Her in(Midiand
Int'1.) 16-9

WBZ-FM—Boston N
© PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)
o SILVER—Wham Bam Shang-A-Lang (Arista)

% STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 24-13

% JOHNTRAVOLTA—Let Her In (Midland
Int'l.) 16-7
WVBF-FM—Boston
® BEATLES—Got To Get You Into My Life
(Capitol)
e ABBA—Mama Mia (Atlantic)
* STARLAND VOCAL BAND - Afternoon
Delight (Windsong) 31-20
* BEACHBOYS—Rock & Roll Music (Warner/
Reprise) 24-15
WORC—Worcester, Mass.
o MANHATTANS—Kiss And Say Goodbye
(Columbia}
© TERRY JACKS—InMy Father's Footsteps
(Private Stock)
% BEATLES—Got To Get You Into My Life
(Capitol} 13-3
+ DONNYOSMOND-C'mon Marianne
(Kolob) 14-9
WDRC—Hartford

© BEATLES—Got ToGet YouInto My Life
{Capitol}
De VICKISUE ROBINSON—Turn The Beat
Around (RCA)
% MANHATTANS—Kiss And Say Goodbye
(Columbia) 28-11
% ANDREATRUECONNECTION—More, More,
More (Buddah) 20-9
WPRO—Providence
® TODD RUNDGREN~Good Vibrations
(Bearsville)
o ABBA—MamaMia (Atlantic)
* MANHATTANS—Kiss And Say Goodbye
(Columbia) 17-10
+* STARBUCK—Moonlight Feels Right
(Private Stock) 21-16

Mid-Atlantic Region

® TOP ADD ONS:

NEIL DIAMOND—if You Know What | Mean
(Columbia)
CHICAGO—Another Rainy Day In New York
{Columbia)
JOHN TRAYOLTA—Let Her In (Midland int'1)

% PRIME MOVERS:

MANHATTANS —Kiss And Say Goodbye (Colum-
bia)

(D)LOU RAWLS~You'll Never Find Another Love
Like Mine (Phila. Int'l.)
BROTHERS JOHNSON-I'il Be Good To You
(ASM)

BREAKOUTS:

NEHL DIAMOND-If You Know What | Mean
{Columbia)
CHICAGO—Anothes Rainy Day In New York
(Columbia)
JOHN TRAVOLTA—Let Her In (Midiand Int).)

WFIL—Philadelphia
® JOHNTRAVOLTA- LetHerIn(MndIand
Int'l.)
De TAVARES—Heaven Must Be Missing An
Angel (Capitol)
 BROTHERS JOHNSON-—1'll Be Good To You
(A&M) HB-22
 THIN LIZZY—The Boys Are Back In Town
(Mercury) HB-26
WIBG—Philadelphia o
o SAMMY JOHNS—PeasInAPod (W.B./Curb)

o CHICAGO—Another Rainy Day In New York
(Columbia)

+ STARLAND VOCAL BAND —Afternoon
Delight (Windsong) 6-1
D+ TAVARES—Heaven Must Be Missing An
Angel (Capitol) 21-18
WIFi-FM —Philadelphia N
© JOHN HANDY—Hard Work (ABC/tmpulse)
© NEIL DIAMOND—If You Know What | Mean
(Columbia)
D LOURAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'l.) 14-7
% STEVE MILLER BAND—Take The Money And
Run{(Capitol) 21-17
WPGC—Washington
o BEATLES—Got To Get You lnto My L|1e
(Capitol}
e BEACH BOYS—Rock & Roll Music (Warner/
Reprise}
% CYNDIGRECO—Making Qur Dreams Come
True (Private Stock) 19-14
+ PARLIAMENT—Tear The Roof Off The
Sucker {Casablanca) 17-12

les Radio Action

Based on station playlists through Thursday (6/24/76)

WOL—Washington
o KAY-GEES—Waiting At The Bus Stop (Gang)
© OHIO PLAYERS—Who'd She Coo (Mercury)

% NATALIE COLE-Sophisticated Lady
(Capitol) 12-6

% RIMSHOTS—Super Disco (Stang) HB-10
WGH—Washington i

® ABBA—Mama Mia (Atlantic)

o NEILSEDAKA—Steppin' Out (Rocket)

* MANHATTANS—Kiss And Say Goodbye
(Colum bia) 2517

* GARYWRIGHT—-Lovels Alive (W.B.) 14-7
WCAO—Baltimore -
® NEILDIAMOND—If You Know What | Mean
(Columbia)

® CHICAGO—Another Rainy Day In New York
(Columbia)

* JOHNTRAVOLTA—Let Her In (Midland
Int'l.) 21-12

* BROTHERS JOHNSON—1'llBe Good To You
(A&M) 15-7

WYRE-Baltimore

o CARPENTERS—|Need ToBe In Love (A&M)

o NEILDIAMOND —tf You Know What | Mean
(Columbia)

% BEATLES—Got ToGet You Into My Life
(Capitol) 29-17

D LOU RAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'1.)24-14

WLEE—Richmond, Va.
® KEITH CARRADINE-1'm Easy (ABC)

o NEILDIAMOND-If You Know What | Mean
(Columbia)

% MANHATTANS—Kiss And Say Goodbye
(Columbia) 16-7

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 12-6

Southeast Region

® TOP ADD ONS:

WINGS—Let ‘Em In (Capitol)

BEACH BOYS—Rock And Roll Music (Warner/
Reprise)

KEITH CARRADINE-I'm Easy (ABC)

% PRIME MOVERS:

THIN LIZIY—The Boys Are Back in Town (Mer-
cury)

(D) CANDI STATION-Young Hearts Rur. Free
(WB)
STEVE MILLER BAND—-Take The Money And
Run (Capitol)

BREAKOQUTS:

WINGS—Let "Em In (Capitol)

BEACH BOYS—Rock And Roll Music (Warner/
Reprise)

KEITH CARRADINE-!'m Easy (ABC)

WQXi—Atlanta

® KEITH CARRADINE—!'m Easy (ABC)

® BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

 PARLIAMENT—Tear The Roof Off The
Sucker (Casabtanca) 14-7

# THINLIZZY—The Boys Are Back In Town
(Mercury) 18-13

1-93 (WZGC-FM)—Atianta
o BEATLES—Got To Get You Into My Life
(Capitol)
© GEORGE BENSON~This Masquerade
(W.B)

 THINLIZZY—The Boys Are Back In Town
(Mercury) 17-12

* AMERICA—Today's The Day (W.B.) 25-20
WBBQ—Atlanta ] -
® BEEGEES—You Should Be Dancin' (RS0)

o EASYSTREET—I've Been Lovin' You
(Capricorn)

* BRASS CONSTRUCTION—Movin' (U.A.) 18-
14

# MANHATTANS—Xiss And Say Goodbye
(Columbia) 20-16

WFOM —Atlanta

o WINGS—Let 'Em In{Capitol)

@ CHICAGO-Another Rainy Day In New York
(Columbia)

* SEALS & CROFTS—Get Closer (W.B.) 16-11
* QUEEN—You're My Best Friend (Elektra)
2319

WSGA-Savannah, Ga.
o EMGLAND DAN/JOHN COLEY—1 d Really
Lave To See You Tonight (Big Tree)
& WINGS—Let 'Em In{Capitol}

% WALTER MURPHY & THE BIG APPLE
BAND—AFifth Of Beethoven (Private
Stock) 20-10

* SEALS & CROFTS—Get Closer (W.B) 11-6

www.americanradiohistorv.com

WQAM—Miami

o STARLAND VOCAL BAND—Afternoon
Delight (Windsong)

* MANHATTANS—KissAnd Say Goodbye
(Columbia)21-14

% STEVEMILLER BAND—Take The Money And
Run (Capito!) 24-19

Y-10Q (WHYI-FM)—Miami.

® BROTHERS JOHNSON—1'll Be Good To You
(A&M)

De VICKISUEROBINSON—Tutn The Beat
Around (RCA)

* STARBUCK—Moonlight Feels Right
(Private Stock) 14-10

% MANHATTANS—Kiss And Say Goodbye
(Columbia} 7-4

BJ-105(WBJW-FM)—Orlando

De TAVARES—HeavenMust Be Missing An
Angel (Capitol)

© PETER FRAMPTON—Baby, I Love Your Way
(A&M)

% THIN LIZZY—The Boys Are Back In Town
(Mercury) 11-6

* STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 5-1

Q-105 (WRBQ-FM)—Tampa, St. Petersburg
. FIREFALL—Livin" Ain't Livin’ (Altantic)
® WINGS—Let 'Em In (Capital)

* JOHN TRAVOLTA-Let HerIn (Midland
Int'LyHB-13

* PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca) 25-14

WQPD—Lakeland, Fia.

o SYLVERS—Cotton Candy (Capitol)

® WINGS—Let 'Em In(Capito!)

* QUEEN—You're My Best Friend (Elektra)
2511

* NATALIECOLE-Sophisticated Lady
(Capitol)y 27-15

WMF)—Daytona Beach
o DR.HOOK-A Little Bit More (Capitol)

® NEILDIAMOND-If You Know What { Mean
{Columbia)

+ BRASS CONSTRUCTION —Movin' (U.A.) 24-
11

* BEATLES—Got To Get You lnto My Life
(Capitol}HB-22

WAPE—Jacksonville

® KEITHCARRADINE—I'm Easy (ABC)
o FIREFALL—Livin' Ain't Livin’ (Atlantic)
% SEALS & CROFTS—Get Closer (W.B.) 14-7

% CARPENTERS—INeed To Be In Love (A&M)
2519

WAYS—Charlotte

o KEITH CARRADINE—-I'm Easy (ABC)

o ANDREATRUECONNECTION—More, More,
More (Buddah)

 BEACH BOYS—Rock & Roli Music (Warner/
Reprise) 25-15

* GARY WRIGHT—Love Is Alive (W.B.) 15-10

WGIV—Charlotte

o NONE

* GEORGE BENSON-— his Masquerade
(W.B) 258

 JAMES BROWN—Get Up OffaThat Thing
(Polydor) 10-3

WKIX—Raleigh, N.C.

@ ENGLAND DAN/JOHN COLEY—I'd Really
Love To See You Tonight (Big Tree)

® BRASS CONSTRUCTION—Movin' (UA)
* ABBA—Mama Mia (Atlantic) 21-15

* CARPENTERS—|Need ToBe In Love
(A&M)-HB-26

permission of the publisher.

Playlist Top AddOns @
Playlist Prime Movers %

WTOB—Winston/Salem

o CARLYSIMON-It Keeps You Runnin’
(Elektra)

o BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

% STEVEMILLER BAND—Take The Money &
Run (Capitol) 22-17

% THIN LIZZY—The Boys Are Back In Town
(Mercury) 23-18

WTMA-Charleston, $.C.

o BEATLES- Got To Get You Into My Life
(Capitol}

® JOHNNIETAYLOR-Somebody's Gettin' It
(Columbia)

D4 CANDISTATON—Young Hearts Run Free
(W.8)159

* DARYLHALL & JOHN QATES—Sara Smile
(RCA)3-2

WORD—Spartanburg, S.C.

® SYLJOHNSON—About To Make Me Leave
Home (High}

® JON ENGLISH—Hollywood Seven (Polydor)

% ARETHA FRANKLIN—Something He Can
Feel (Atlantic) HB-13

D CANDISTATON—Young Hearts Run Free
(W.B.)13:6

WLAC —Nashville B

o BEACHBOYS—Rock & Roll Music (Warner/
Reprise)

* THIN LIZZY—The Boys Are Back InTown
(Mercury) 17-11

+ AMERICA—Today's The Day (W.B.) 21-15
WMAK—Nashville

o CARPENTERS—INeed ToBe in Love (A&M)

o PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)

* STARBUCK—Moonlight Feels Right
(Private Stock) 18-12

+ KEITH CARRADINE—I'm Easy (ABC)HB-25
WHBQ—Memphis
® WINGS—Let 'Em In(Capitol}

De LOURAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'{.}

+ STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 22-12

+ STEVE MILLER BAND —Take The Money And
Run (Capitof) 19-11

WMPS—Memphis

® CARPENTERS—INeed ToBe In Love (A&M)
® AEROSMITH-Last Child (Columbia)

D+ VICKi SUEROBINSON—Turn The Beat
Around (RCAYHB-24

*
WGOW—Chattanooga =
® BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

® PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)

 HEART—Crazy On You (Mushroom) 20-13

+ STEVE MILLER BAND—Take The Money And
Run (Capitol) 24-17

WERC~Birmingham
® NEIL DIAMOND—!f You Know What | Mean
(Columbia)
® WINGS—Let Them In (Capitol)

+* PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca) 16-11

* CLIFFORD CURRY—Body Shop (Buddah)
2419

WSGN—Birmingham
® WINGS—Let 'Em In (Capitol)
o NEIL SEDAKA—Steppin’ Out (Rocket)

D# CANDISTATON-Young Hearts Run Free
(w.B.)20-7

* ANDREATRUE CONNECTION-More, More,
More (Buddah) 10-2

WHHY—Montgomery .

® DISCO TEX & THE SEX-O-LETTES—Dancin’
Kid (Chelsea)

® WINGS-—Let'Em In{Capitol}

+ KEITH CARRADINE—I'm Easy (ABC) 17-7

% FOOLS GOLD-Rain, OhRain(Morning Sky)
20-14

KAAY—Little Rock

© MARVIN GAYE—IWant You (Tamla)

© ANDREATRUE CONNECTION—More, More,
More (Buddah)

* AMERICA—-Today's The Day (W.B.) 22.16
* SEALS & CROFTS—Get Closer (W.B.)23-18

Copyright 1976, Billboard Publi-
cations, Inc. No part of this pubii-
cation may be reproduced, stored
in a retrieval system, or trans-
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means, electronic, mechanical,
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On August 7 Billboard
will publish the

first Intematlonal
Disco Sourcebook

Devoted to the exploding Discotheque Industry, this exclusive
directory will be the most authoritative reference to established and
prospective discos around the world and the firms who supply them.

» Manufacturers and Importers of Disco Audio Equipment &
Lighting, Special Effects and Video Materials @ Projection
Systems @ Consultants @ Designers o Builders » Installers &
Suppliers of Disco Packages

Your advertisement in the 1976 Intemational Disco Sourcebook will tell every disco
operator in the U.S. and world wide who you are. ..what you offer...and where to
reach you.

YOU FIND THEM —-THEY FIND YOU!

Bonus Distribution

at Billboard’s Disco Forum,
Disco II, Sept. 28-Oct. 1,
New York City

Ad Deadline: July 9

ugh Nishikawa
¢/o Music Labo

Joim Mcéartney
1717 West End Ave #700

Ron William/Ron Carpenter/ éar;yvl—‘iatcher
Norm Berkowitz/Mickey Addy/ 150 N Wa ker Drive 7 Carnaby St

Joe Fleischman/ Steve Lappin/
Harvey Geller/Bill Mcran

4000 Sunset Blvd J.B. Moore / Chicago, Il 60606 Londor W. 1, England Nashuille, Tenn 37203 3:3, 2-chome, Azabudai

Los Angeles, Ca 90069 1515 Broadway 312/236-9818 437-8090 615/329-3925 Minato-ku. Tokyo 106

213/273-704V New York, NY 10036 03-585-5149
212/764-7350 / S
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Billboard Album Radio Action

Playlist Tap AdOns @ Top Requests/Airplay * Regional Breakouts & National Breakouts

Top Add Ons-National

CHICAGO X-(Columbia)

JEFF BECK—Wired (Epic)

ADD ONS—The four key prod- l
ucts added at the radio stations |
listed; as determined by station
personnel.

TOP REQUESTS/AIRPLAY—
The four products registering
the greatest listener requests
and airplay, as determined by
station personnel.
BREAKOUTS—Billboard Chart
Dept. summary of Add Ons and

JAMES TAYLOR—In the Pocket (Warner Bros.)
CARLY SIMON-—Another Passenger (Elektra)

KZEL-FM—Eugene

® STEVE YOUNG—Renegade Picker (RCA)

U’ROY-Dread in Babylon (Virgin)

FELIX PAPPALARDI & CREATION—(A&M)

SPIN-(Ariola America)

GEORGE BENSON—Breezin' (Warner

Brothers)

® CARLY SIMON—Another Passenger
(Elektra)

* STEVEMILLER—Fly Like An Eagle (Capitol)

* JERRY JEFF WALKER—It's A Good Night For

Based on station playlists through Thursday (6/24/76)

Top Requests/Airplay-National

STEVE MILLER—Fly Like An Eagle (Capitol)

STEELY DAN-Royal Scam (ABC)
MARSHAL TUCKER BAND—Long Hard Ride (Capricorn)
SOUTHSIDE JOHNNY & THE ASBURY JUKES—| Don't Wanna Go Home (Epic)

WRNO-FM—New Orleans

® CARLY SIMON—Another Passenger
(Fiektra)

JERRY JEFF WALKER~It's A Good Night For
Singing (MCA)

BOB MARLEY & THE WAILERS—Rastaman
Vibrations (Island)

WILD TCHOUPITOULAS—(Istand)
® RONNIE LAWS—Fever (Blue Note)

WEBN-FM—Cincinnati

® GORDON LIGHTFOOT—-Summertime
Dream (Warner/Reprise)

CARLY SIMON—Another Passenger
(Elektra)

JAMES TAYLOR~in The Pocket (Warner
Brothers)

JEFF BECK—-Wired (Epic)

BLUE OYSTER CULT—Agents Of Fortune
(Columbia)

National Breakouts

CHICAGO X—(Columbia)

JAMES TAYLOR-In the Pocket (Warner Bros.)
CARLY SIMON-Another Passenger (Elektra)
JEFF BECK—Wired (Epic)

WRAS-FM—Atlanta

® JEFFBECK—Wired (Epic)

® JANHAMMER GROUP—Oh Yeah
{Nemperor)

GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

HOLLY NEAR—You Can Know All | Am
(Redwood Records)

JERRY JEFF WALKER-1t's AGood Night For
Singing (MCA)

WGRQ-FM—Buffalo

® CHICAGO X~(Columbia)
® BEATLES-Rock N’ Roll Music (Capitol)

® ALAN PARSONS PROJECT—Tales Of
Mystery & Imagination (20th Cent )

CARLY SIMON—Another Passenger
(Elektra)

® LOUDON WAINWRIGHT I11—T Shirt (Arista)
GORDON LIGHTFOOT—Summertime

3 ; : Singing (MCA) © ALAN PARSONS PROJECT-Tales Of Dream (Warner/Reprise)
Requests/Airplay information . ) ) ales ) i
% reflect greatest product ac. * JEFFBECK—Wired (Epic) Mystery & Imagination (20th Cent ) o KEIRH JARRETT—Mysteries (Impulse) ® s USON-AlAaneInTheEndZone o pETER FRAMPTON-—Frampton Comes Alve
tivity at regional and national * BLUEOYSTER CULT-Agents Of Fortune * * WINGS—At The Speed Of Sound (Capital) : X (REM)
levels. (Columbia) * THINLIZZY-Jailbreak {Mercury) )
e i % AEROSMITH—Rocks (Columbia) % GEORGE BENSON—Breezin (Warner
=g A\BCI-rM—Denver * RENAISSANCE—Live At Carnegie Hall (Sire) Brothers)
Q ® JAMES TAYLOR—InThe Pocket (Warner * + DOOBIE BROTHERS~Takin' It To The f :
western Reglon Brathers) Streets (Warner Brothers) * :EART—DreamboatAnme(Mushroom % HEART-Dreamboat Annie (Mushroom
* ecords) Records)
o FELIXPAPPALARD! & CREATION-(A&M) PETER FRAMPTON—F t A
® TOP ADD ONS. © GORDON LIGHTFOOT~Summertime M. St R . A (ASM) N—Frampton Comes Alive  ROLLING STONES—Bizck And Blue (Rolling * WINGS—At The Speed Of Sound (Capitol)
| - Dream (Warner/Reprise) idwe egion Stonas) WMMR.FM —Philadelphia
o JERRY JEFF WALKER—It's A Good Night For WYDD-FM - Pittsburgh WAIV-FM-Jacksonville = - -
JAMES TAYLOR 1 The Pocket (Warner Bros ) Singing (MCA) — e o : - o MARSHAL TUCKER BAND~Long Hard Ride
fmc:—égokzmglé)) o JEFFBECK—Wired (Epic) ® P ADD ONS: ® JEFF BECK—-Wired (Epic) © FELIXPAPPALARD! & CREATION—(A&M) (Capricorn)
S © CARLY SIMON—Another Passenger © ERICANDERSEN—Sweet Surprise (Arista) o NEWRIDERS—(MCA) © GORDON LIGHTFOOT—Summertime

CARLYSIMON—Another Passenger (Elektra)

*TOP REQUEST/AIRPLAY:

WINGS—At The Speed Of Sound (Capitol)
STEVE MILLER—Fly Like An Eagle (Capitol)
MARSHAL TUCKER BAMD—Long Hard Ride
{Capricorn)

BOZ SCAGGS —Silk Degrees (Columbia)

BREAKOUTS:

JAMES TAYLOR—in The Pocket (Warner Bros.)
CARLY SIMON—Another Passenger (Eiektra)
JEFF BECX—Wred (Epic)
CHICAGO X—(Columbia)

KLOS-FM—Los Angeles N
o ATLANTA RHYTHM SECTION—Red Tape
(Polydor)
® JAMES TAYLOR~In The Pocket (Warner
Brothers)
® CHICAGO X—(Columbia)
L]
L]
[ ]
* WINGS—At The Speed Of Sound (Capitot)
% BOZSCAGGS-Silk Degrees (Columbia)
% AEROSMITH-Rocks (Columbia)
% SANTANA-Amigos (Columbia)
KOME-FM—San Jose

e JEFFBECK—Wired (Epic)
® CARLY SIMON-Another Passenger
(Elektra)
o JAY FERGUSON—AIl Alone in The End Zone
(Asytum)
o CHRIS HILLMAN—Slippin’ Away (Asylum)
® JEFFERY COMANOR—A Rumor in His Own
Time (Epic)
® ROGER McGUINN—Cardiff Rose
(Columbia)
+ STEVE MILLER-Fly Like An Eagle (Capitol)
% WINGS—At The Speed Of Sound (Capitol)
# STEELY DAN—Royal Scam (ABC)
% MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)
KDKB-FM—Phoenix o
® JAMES TAYLOR—In The Pocket (Warner
Brothers)
® JERRY JEFF WALKER—1t's A Good Night For
Singing (MCA)
CHICAGO X—(Columbia)
FELIX PAPPALARD! & CREATION—(A&M)
U’ROY —Dread In ABabylon (Virgin)
TRACY NELSON —Time Is On My Side (MCA)
% MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)
% SYNERGY—Sequencer (Passport)
+* CARLY SIMON-Another Passenger
(Eiektra)
* GRAHAM PARKER—Howlin' Wind
(Mercury)
KPRI-FM—SanDiego — 1
o TERRY REID—Seed Of Memory (ABC)
© WARREN ZEVON—(Asylum)
e BLUEOYSTERCULT—Agents OfFortune
(Colum bia)
o JEFFBECK-Wired (Epic)
® STONEGROUND-Fiat Out (Flat Out
Records)

JUNE 26, 1976, BILLBOARD
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+* STEVE MILLER—Fly Like An Eagle (Capitol)

* WINGS—At The Speed Of Sound (Capitol)

% DOOBIE BROTHERS—Takin' It To The
Streets (Warner Brothers)

* JETHRO TULL—TooOld To Rock 'n’ Rol!: Too
Young To Die(Chrysalis)

KLOL-FM—Houston

(Elektra)
* WINGS-At The Speed Df Sound (Capitol)
% STEVE MILLER—Fly Like An Eagle (Capitol}
& FIREFALL—(Attantic)
# CHARLIE DANIELS BAND—Saddle Tramp
(Epic)

Southwest Region

® TOP ADD ONS:

CARLY SIMON—Another Passenger (Elektra)
JAMES TAYLOR—1n the Pocket (Warner Bros.)
JAY FERGUSON—AII Alone In The End Zone
(Asylum)

JERRY JEFF WALKER-It's A Good Night For
Singing (MCA)

*TOP REQUEST/AIRPLAY:

STEVE MILLER—Fly Like An Eagle (Capitol)
STEELY DAN—Royal Scam (ABC)

CHARLIE DANIELS BAND—Saddle Tramp
(Epic)

POCO—Rose Of Cimarron (ABC)

BREAKOUTS:

CARLY SIMOM—Another Passenger (Elektra)
JAMES TAYLOR—In the Pocket (Warner Bros.)
JAY FERGUSON—Ail Alone in The End Zone
(Asytum)

JERRY JEFF WALKER—it's A Good Night For
Singing (MCA)

KSHE-FM—St. Louis

® JAY FERGUSON—All Alone In The End Zone

(Asylum)

GRAHAM PARKER—Howlin' Wind

(Mercury)

JEFF BECK—Wired (Epic)

CHICAGO X—(Columbia)

JAMES TAYLOR—In The Pocket (Warner

Brothers)

CARLY SIMON— Another Passenger

(Elektra)

# POCO—Rose 0f Cimarron (ABC)

% STEVE MILLER—Fly Like An Eagle (Capitol)

% CHARLIE DANIELS BAND —Saddle Tramp
(Epic)

% STEELY DAN—Royal Scam (ABC)

® JAMES TAYLOR—In The Pocket (Warner
Brothers)

® RONNIE LAWS—Fever (Blue Note)

MARSHAL TUCKER BAND— Long Hard Ride

(Capricorn)

JAYFERGUSON —Ail Alone In The End Zone

(Asylum)

SOLUTION—Cordon Blue (Rocket)

JERRY JEFFWALER-1t's A Good Night for

Singing (MCA)

JAMES TAYLOR—In The Pocket (Warner

Brothers)

CHRIS HILLMAN=Slippin’ Away (Asylum)

NILS LOFGREN-Cry Tough (A&M)

MICHAEL FRANKS—The Art Of Tea (Warner

Brothers)

»

* % %

KY102-FM—Kansas City

o GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

o CARLY SIMON--Another Passenger

(Etektra)

ALAN PARSONS PROJECT—Tales Of

Mystery & Imagination (20th Cent.)

CHRIS HILLMAN —Slippin’ Away (Asylum)

JAN MATTHEWS - Go for Broke (Columbia)

WARREN ZEVON—(Asylum)

STEELEY DAN—Royal Scam (ABC)

FIREFALL—(Atlantic)

* STEVE MILLER—Fly Like An Eagle (Capitol)

* GEORGEBENSON—Breezin' (Warner
Brothers)

* %o 00

WXRT-FM—Chicago

JEFF BECK—Wired (Epic)

CHICAGO X—(Coiumbia)

GRAHAM PARKER—Howlin' Wind (Mercury)
JAY FERGUSON—AIl Alone In The End Zone
{Asylum)

*TOP REQUEST/AIRPLAY:

STEELY DAN—Royal Scam (ABC)

BOB SEGER & THE BULLET BAND —Live Bullet
{Capitol)

STEVE MILLER—Fly Like An Eagle (Capitol)
AEROSMITH-Rocks (Cotumbia)

BREAKOUTS:

JEFF BECK—Wired (Epic)

CHICAGO X—(Columbia)

GRAHAM PARKER—Howlin' Wind (Mercury)
JAY FERGUSON—AIl Alone In The End Zone
(Asylum)

WWWW.-FM —Detroit

e BEATLES—Rock N' Roll Music (Capitol)
o JEFFBECK—Wired (Epic)
CHICAGO X~ (Columbia)

GRAHAM PARKER—Howlin' Wind
(Mercury)

JAY FERGUSON— Al Alone [t The End Zone
(Asylum)

o LITTLE RIVER BAND - (Harvest)

# BOBSEGER & THE BULLET BAND-Live
Buliet (Capitol)

* BLACK OAX ARKANSAS—Balls Of Fire
(MCA)

% STEVE MILLER—Fly Like An Eagle (Capitol)
+ JEFF BECK—Wired (Epic)

WABX-FM —Detroit

® JAYFERGUSON—AIl Alone n The End Zone
(Asylum)

® GRAHAM PARKER—Howlin' Wind
(Mercury)

JEFF BECK—Wired (Epic)
CHICAGO X—(Columbia)

+ BOB SEGER & THE BULLET BAND—Live
Bullet (Capitot)

% STEVE MILLER-Fly Like An Eagle (Capitol)

% BLUEOQYSTER CULT—Agents Of Fortune
(Columbia)

* STEELEY DAN—Royal Scam (ABC)

o STEVE YOUNG-—Renegade Picker (RCA)
o CURTIS BROTHERS—(Polydor)

® JERRY JEFF WALKER~It's A Good Night For
Singing (MCA)

SOUTHSIDE JOHNNY & THE ASBURY
JUKES—-1Don't Wanna Go Home (Epic)

CARLY SIMON-Another Passenger
(Elektra)

JAN HAMMER GROUP-Oh Yeah
(Nemperor)

% THINLIZZY-Jailbreak (Mercury)

% HEART—Dreamboat Annie (Mushroom
Records)

* BOZSCAGGS—Silk Degrees (Columbia)
+ STEELEY DAN—Royal Scam (ABC)

WSHE-FM—Ft. Lauderdale

® NATURAL GAS—(Private Stock)

® FLYING BURRITO BROTHERS —Airborne
(Columbia)

© GRAHAM CENTRAL STATION—Mirror
(Warner Brothers)

© GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

% STEPHEN STILLS—lllegal Stills (Columbia}
% STEELY DAY—Royal Scam (ABC)

+ ROLLING STONES—Biack And Biue (Rolling
Stones)

* AEROSMITH-Rocks (Columbia)

Southeast Region

® TOP ADD ONS:

JEFF BECX—Wired (Epic)

JERRY JEFF WALKER—It's A Good Night For
Singing (MCA)

HARRY NILSSON—That's The Way It Is (RCA)
CHICAGO X—(Columbia)

*TOP REQUEST/AIRPLAY:

MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)

HEART-Dreamboat Annie (Mushroom Rec:
ords)

REMAISSAMCE—Live At Carnegie Hall (Sire)
JEFF BECK—Wired (Epic)

BREAKOUTS:

JEFF BECK—Wired (Epic)

JEMRY JEFF WALKER—it's A Good Night For
Singing (MCA)

HARRY NILSSON-That's The Way It Is (RCA)
CHICAGO X—(Columbia)

o JEFFBECK—Wired (Epic)

e CARLY SIMON-Another Passenger
(Elektra)

o CHICAGO X—(Columbia)

® TUBES-Young And Rich (A&M)

L ]

L ]

# BILLY JOEL—-Turnstiles{Columbia)
* FIREFALL-(Atlantic)

% PETER FRAMPTON—Frampton Comes Alive
(A&M)

* ANGEL-(Casablanca)

WHFS-FM—Washington

® PETER TOSH- Legalized It (Columbia)
® HARRY NILSSON—Thats The Way It Is (RCA)

® ARETHA FRANKLIN—From The Motion
Picture Sparkle (Atlantic)

WILD TCHOUPITOULAS - (Island)

JERRY JEFF WALKER—It's A Good Night For
Singing (MCA)

DOC WATSON-Doc And The Boys (United
Artists)

* SOUTHSIDE JOHNNY & THEASBURY
JUKES~| Don't Wanna Go Home (Epic)

* MARSHAL TUCKER BAND-Long Hard Ride
{Capricorn)

* JEFFBECK—Wired (Epic)
* ANDY PRATT—Resolutino (Nemperor)
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® JEFFBECK-Wired (Epic)

HARRY NILSSON ~That's The Way It Is
(RCA)

JAMES TAYLOR—!n Th2 Pocket (Warner
Brothers)

BACK POCKET—Buzzard Bait (Joyce
Records)

MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)

% RENAISSANCE—Live Al Carnegie Hall (Sire)
# HEART—~Dreamboat Arnie (Mushroom

Records)

% LITTLE RIVER BAND —(Harvest)

Northeast Region

® TOP ADD ONS:

CARLY SIMON—Another Passenger (Elekira)

JAMES TAYLOR=In The Poket (Warner Bros.)
CHICAGO X—(Columbia)

GORDON  LIGHTFOOT-Summertime Dream
(Warner/Reprise)

*TOP REQUEST/AIRPLAY:

STEVE MILLER—Fly Like An Eagie (Capitol)
STEELY DAN—Royal Scam (ABC)

SOUTHSIDE JOHNNY & THE ASBURY JUKES-1
Don't Wanna Go Home (Epic)

DOOBIE BROTHERS—Takin' It to The Streets
{Warner Bros.}

BREAKOUTS:

CARLY SIMOM—Another Fassenger (Eiektra)
JAMES TAYLOR—In the Pocket (Warner Bros.)
CHICAGO X—(Columbia)

FEUX PAPPALARDI & CREATION—(ABM)

WNEW-FM—New York

o URIAHHEEP—-High And Mighty (Bronze/
Warner Bros.)

e DONNIX—Gone ToLong (Cream)
FELIX PAPPALARDI & CREATION— (A&M)
@ ANDY PRATT—Resolution (Nemperor)

@ CARLY SIMON—Another Passenger
(Elektra)

e BILLY SWAN—(Monument)

* SOUTHSIDE JOHNNY & THEASBURY
JUKES-1Don't Wanna Go Home (Epic)

% BENSIDRAN—Free InAmerica (Arista)
% FELIXPAPPALARDI & CREATION—(A&M)
% STEVE MILLER—Fly Like An Eagle (Capitol)

WLIR-FM—New York

® CHICAGO X—(Columbia)

@ CHEECH & CHONG-Steeping Beauty 0D
46(0de)

® MAHOGANY RUSH-1V (Columbia)

JAMES TAYLOR—1n The Pocket (Warner
Brothers)

JAY FERGUSON-All Aisne In The End Zone
(Asylum)

TRACY NELSON--Time Is On My Side (MCA)

+ GRATEFUL DEAD-Steal Your Face
(Grateful Dead)

+ DOOBIEBROTHERS—Takin' It ToThe
Streets (Warner Brothars)

 STEVE MILLER—Fly Like An Eagle (Capitol)
% STEELY DAN—Royal Scam (ABC)

WAAF-FM —Worchester

Dream (Warner/Reprise)

CARLY SIMON—Another Passenger
(Elektra)

SOUTHSIDE JOHNNY & THEASBURY
JUKES—1{Don't Wanna Go Home (Epic)

JAMES TAYLOR—~In The Pocket (Warner
Brothers)

® YES—Yes Solos (Atlantic)
* BILLY JOEL—Turnstiles (Columbia)

% CHARLIE DANIELS BAND-Saddie Tramp
(Epic)

+ STEELEY DAN—Royal Scam (ABC)
* SYNERGY-Sequencer (Passport)

® GORDON LIGHTFOOT-Summertime
Dream (Warner/Reprise)

CARLY SIMON—Another Passenger
(Elektra)

JAMES TRYLOR—In The Pocket (Warner
Brothers)

® JEFF BECK—Wired (Epic)
® CHICAGO X—(Columbia)

MARSHAL TUCKER BANO—Long Hard Ride
(Capricorn}

% POCO-Rose Df Cimarron (ABC)

% HEART-Dreamboat Annie (Mushroom
Records)

% STEVE MILLER—Fly Like An Eagle (Capitol)
% STEELY DAN-Royal Scam (ABC)

WPLR-FM—New Haven

® FELIX PAPPALARDI & CREATION—(A&M)
o JEFF BECK—Wired (Epic)

o CARLY SIMON—Another Passenger
(Elektra)

JAMESTAYLOR—In The Pocket (Warner
Brothers)

CHICAGO X~ (Columbia)
DON NIX-Gone To Long (Cream)
AEROSMITH—Rocks (Columbia)

DOOBIEBROTHERS—Takin' It To The
Streets (Warner Brothers)

CAMEL-Moonmadness (Janus)

BOB SEGER & THE BULLET BAND—Live
Bultet (Capitol}

* % o o

* %

WBRU-FM—Providence

® JAYFERGUSON—AIl Alone InThe End Zone
(Asylum)

® WILD TCHOUPITOULAS—(Is!and)
® DANCER—(A&M)

® YEAR|-(Yearl)

o OREGON-—(Vanguard)

JAMES TAYLOR—In The Pocket (Warner
Brothers)

% ANDY PRATT - Resolution (Nemperor)

% SOUTHSIDE JOHNNY & THEASBURY
JUKES—1Don't Wanna Go Home (Epic)

% STEVE MILLER-Fly Like An Eagle (Capitol)
% NATURAL GAS—(Private Stock)

© Copyright 1976, Billboard Publi-
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BEACH BOOGIE—Taping a bikini contest winner is Jerry Rogers, station
manager of WSGA, Savannah, Ga. (with mike in hand). More than 25,000
fans turned out for a beach party at the Savannah Beach May 29 that fea-
tured Grinderswitch in a free concert, a battle of the bands, and a bikini con-
test. The folks without the bikinis, from left, are: Fon Wallace of WSGA, Rog-
ers, Geary Tanner of Atlantic Records, and Al Moss of Warner Bros. Records.

Grinderswitch is on Capricorn Records.

Radio-TV Programming

July 4 No Big Thing At
Most U.S. Radio Stations

® Continued from page 1

KLOS in Los Angeles, says: “We've
no special plans for July 4. General
manager John Winnaman and I
kind of feel this thing about the bi-
centennial has been overdone.

In city after city, program director
after program director feels that the
American public has been having
the bicentennial *“sold” down its
throats and that any extra form of
programming on July 4 would be a
tuneout factor. In fact, Les Garland,
program director, CKLW, Detroit,
says he believes the station that
doesn’t do anything special on July 4
witl have the major share of listen-
ers. “The people have been bicen-
tennialed to death.”

The only exceptions are, for the
most part, the country music sta-
tions. KLAC general manager Bill
Ward, Los Angeles, says his station
will open each hour July 4 with a pa-
triotic song such as Tex Ritter's
“This Land Is Your Land.” And the
day prior, Lorne Greene will guest

_ Vox Jox

LOS ANGELES-—Dick Haynes,
5:45-9 a.m. air personality at KLAC
in Los Angeles, has been signed as a
regular on television’s “Hee-Haw”
and is leaving for Nashville to tape
the first 14 shows about the time you
read this. Haynes scored a heavy
79,900 average quarter hour in the
April/May ARB Monday through
Friday. [ can imagine it now: Hay-
nes—with this kind of success—could
start a new humor service for disk
jockeys based on his corny jokes and
call it Gaslight Weenie.

* * *

WTSN in Dover/Portsmouth,
N.H., is looking for a midday air
personality; talk to program director
Paul LeBlanc at the Top 40 station
which is right on the seacoast. Staff
includes LeBlanc 5:30-10 a.m.,
Steve Mann 10 a.m.-2:30 p.m., Jim
Sebastain 2:30-7 p.m., and the B.J.
Magic Show from 7-midnight. “We
also air ‘Record Report,” Earth
News, and the BBC ‘Rock Hour.””

x Kk X

Jack Reynolds, KBID, an FM sta-

ob Buyers For
‘LP Countdown’

LOS ANGELES—The “National
Album Countdown,” syndicated by
O’Connor Creative Services, Los
Angeles, has been set in 56 major
markets, according to O’Connor.
The stations include WSAI in Cin-
cinnati, WOW in Omaha and WFIL
in Philadelphia.

The show is designed and hosted
by Humble Harve who grew to fame
as a disk jockey on KHI several
years ago. The format focuses on the
top-selling 30 albums of the week,
informal interviews with top con-
temporary music artists and music
business reports presented by Candy
Tuskin.

Tim Robinson, vice president of
sales for O'Connor, is handling
placement of the three-hour weekly
syndicated show. He plans to begin
offering the show to foreign market
stations in the near future.

By CLAUDE HALL

tion in Wichita Falls, Tex., writes: “1
find Vox Jox interesting due to the
fact that I run into a lot of the names
of guys I've worked with over the
years. For instance, Chuck Blore. I
worked with Chuck out in El Paso,
along with Bob Cole and Ted Quil-
len. As a matter of fact, I helped
Chuck get his stuff together to go out
and interview for the job at KFWB
and took over as program director at
KELP when he left. 1 worked with
Ron Martin at WHB in Kansas City.
Bill Barnard was news director at
WCOP in Boston while I was there,
and a good one. Bill Gill, the White
House correspondent for NBC-TV
in Washington, and 1 worked to-
gether at WSAI in Cincinnati and

A Latin

LOS ANGELES—“I believe that
carrying a radio format should be
like making love,” says Ruben Va-
lentin, Southern California’s top
Spanish disk jockey.

“A listening audience is like a
woman who wants to be seduced,
and for that, you have to get very
personal with your audience, so that
people can say ‘that’s my radio’ and
personally identify with everything
you say and play.”

Valentin should know: he is the
most popular Spanish DJ in Califor-
nia, and has attained this position in
less than six months on 50,000 watt
XPRS in Los Angeles.

Valentin has done it before,
though. The problem for him has al-
ways been the industry politics in
Spanish radio, which have always
been concerned with heavy exploita-
tion of Mexican music known as
rancheras and nortenas.

In KBRG and KAZA, Ruben be-
gan hipping his audience to salsa, as
far back as 10 years ago, and this
caused him trouble at almost every
Spanish station in the state of Cali-
fornia.

When XPRS began anew a little

KWK in St. Louis. 1 also worked
with the late Jim Lightfoot at those
two stations. I worked with Bill
Stewart while he was national pro-
gram director for Storz. I have also
worked at WPLO in Atlanta and
KLIF in Dallas. You can see that |
have been around the campus a few
times.

“At this time, | am program direc-
tor for KBID, or Stereo 92, as we call
it in Wichita Falls, and I'm looking
to get back to the big city.

“Ask Snuff Garrett if he remem-
bers doing the news for me all night
one night while T was at KLIF. We
had a good staff then. Art Nelson,

(Continued on page 28)

VALENTIN ON XPRS

Love Affair On Mike

By GERALDO FEENEY

over a year ago, it wanted to try
something different with the Span-
ish market, and having heard about
Ruben Valentin, it liked his spunky
attitude.

Valentin is a salsero (salsa lover)
and—Puerto Rican. Being that most
Latins in California are Mexican,
most stations were hesitant to con-
sider Valentin. But now, that old
myth has been shattered as from Ti-
juana to the San Joaquin Valley,
Mexicans can be heard using Valen-
tin’s typically Puerto Rican expres-
sions like “chevere” or “mi pana”
and his phenomenally famous
phrase “No se me vaya nadie, que
esto se esta poniendo bueno.”
(“Don’t anyone go away, this is get-
tin’ good”).

Ruben has a style so unique and
so demanding of people’s attention,
that it immediately gains universal
acceptance from every Spanish-
speaking group in the Latin commu-
nity. Valentin has been flooded with
letters from listeners who tell him
that even though he often plays a
song that some do not like, they lis-
ten anyway just to hear what he’ll
say next. Valentin is one DJ whose
words can never be predicted.

www.americanradiohistorv.com

on the 9:30-10:30 p.m. Saturday
show “Best In The West” and do a
special tribute to America.

At KRAK in Sacramento. Jay
Hoffer, vice president of program-
ming. says his country music station
would feature special salutes to
America both July 4-5, playing
songs “dripping with patriotism.”
The station will also salute various
fields such as the dairy industry and
the trucking industry and play music
relating to them.

Jim Walton. program director of
WITL in Lansing, Mich., says he’ll
carry special weekend program-
ming, probably calling it “America’s
Country” and featuring a little bit of
biographical history on a country
artist before playing one of his rec-
ords.

“We'll carry two segments per
half-hour, ranging from one to three
minutes long. One of the segments
will be at the top of the hour, the
other at the bottom. We'll go back to
Uncle Dave Macon and feature mu-
sic along with the historical data on
the artist, as much as possible. At the
quarter hour, today’s country artists
will be saluted. Like, we'll do a little
bit on Waylon Jennings and then
one of his records.

“Country music radio lends itself
to something patriotic more than
other formats.” Walton says. He
adds that he got the idea for this
kind of special programming for
July 4 from Sonny James’ album
“200 Years Of Country.” Says Wal-
ton: “People really went nuts about
that album here.”

He points out that this kind of
July 4 tribute will “give us the
chance to play music that we don’t
ordinarily play much anymore—Bill
Monroe, Hank Williams.”

The biggest—and loudest—July 4
celebration of all by a radio station
will not take place.

CKLW, Windsor (Detroit) was
planning to pull a barge loaded with
several groups at less than a knot an

He carries his format as if he were
a singer or an emcee at a live concert,
and remains totally involved in the
music he programs. His lead-ins and
lead-outs are so imaginative and
pleasant, that even persons who
don’t normally appreciate DJs who
talk over songs have taken a liking to
Ruben.

He has yet to be heard speaking
over a voice on a record. Valentin
possesses a rare gift of always know-
ing exactly how much he can say
about the record or artist during the
record’s intro without ever going
into the vocal track.

Valentin’s roaring on-the-air en-
thusiasm is always carefully planned
out for his show and makes for a
very sequential effect together with
the careful selection of records to be
aired.

Valentin transmits energy and
feeling to his audience, starting with
a bang in the beginning of his show
and continuing to build until its cli-
mactic end. Valentin doesn’t believe
in ordinary radio programming, he
makes it a show, with a theme, that
keeps listeners involved as if they
were watching a movie.

hour upriver past Detroit. “We esti-
mated that 300.000 persons would
have been lining the banks of both
sides of the river.” says CKLW pro-
gram director Les Garland.

The event was to be called the
“Can-Am River Jam™ and such
groups as Foghat, Wet Willie, Black
Oak Arkansas, the Sons of Cham-
plin and Hub were slated to per-
form. The largest sound system ever
had been designed to blast 90 dB of
audio up to 11 miles from the barge.
It was to be an eight-hour concert.

CKLW general manager Herb
McCord, Garland, chief’ engineer
Eddie Buterbaugh. and promotion
director Al Cecille had worked four
weeks on the show. even flying to
Los Angeles to sign the artists. More
than $25.000 had been budgeted for
this free concert as the station’s gift
to the public.

But then the mayor of Detroit
stopped the whole thing, calling it a
“free rock love-in.” Local news-
papers carried stories about the ban
on the concert. All, generally. in fa-
vor of the concert. Unfortunately,
the Detroit mayor was against the
music.

Bob Baron, national program di-
rector of Smith radio chain, oper-
ating from WAAY in Huntsville,
Ala., says, “to be honest, we haven’t
worked out anything yet for the
fourth. Got something in mind?”

He says his station would carry the
special by Watermark Inc. (*“Ameri-
can Top 40”) and tie-in with the lo-
cal Jaycees and bicentennial com-
mittee to promote a local parade and
fireworks display.

At WASH in Washington, D.C..
program director Bob Hughes says

(Continued on page 28)

Chi WGCI
Music Switch

CHICAGO—WGCI. an FM sta-
tion here located at 107.5 on the dial,
plans to “localize” its music and be-
come more disco oriented, according
to Nick Anthony, general manager
of WIXY in Cleveland and vice
president of broadcasting for Globe-
trotter Communications which owns
WGCI and WVON in Chicago,
among other stations.

For several months the music list
of WGCI has been prepared by
Frankie Crocker, also associated
with WBLS, New York.

“But the centralized form of music
programming didn’t give us the
depth we needed.,” says Anthony.
He felt that music particular to Chi-
cago was being missed.

The station will continue to fea-
ture jazz, disco record and blues and
will research music tastes and record
sales in the market. Crocker’s serv-
ices will be dropped.

Country Sounds Hit
Kilgore’s KOCA

KILGORE, Tex.—KOCA “is cur-
rently undergoing a major change
from MOR/easy listening to total
country,” reports program manager
Jim Hodo. “Since initiating this for-
mat change approximately four
weeks ago, we have discovered a vast
new listening audience.

“We are dedicated to making
KOCA the best country station in
East Texas.” KOCA is located at
1240 on the dial.
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_ Programming Comment _ July 4 No Big Thing At
Most U.S. Radio Stations

ALAN FISCHLER

President, general manager
KNJO, Thousand Oaks, Calif.

We read so many comments and
letters in Billboard dealing with the
difficulty of promoting new records.
The trials and tribulations of pro-
gramming men and record promo-
tion reps are constantly in the news.
Perhaps it is time to pay a little more
attention to the countless small mar-
ket radio stations—those who are not
Top 40 oriented—and those who
must rely on basic standards and
catalog albums for their program-
ming. Believe me, there are “more of
us than there are of them.”

Having spent mosi of my career in
the Los Angeles market, it was a new
and somewhat startling experience
for me to operate in a small market
and learn first hand of the diffi-
culties of programming a non-auto-
mated station. I refer, of course, to
service from the record producers.

Some, I should say, do an excel-
lent job of servicing us and other
small market stations. Others, unfor-
tunately, pretend we don’t exist, and
at the same time lean heavily on ma-
jor market stations to vie for air play.

And while automation is a dirty
word with record producers, it is eas-
ily understood why so many sta-
tions, especially small market sta-
tions, elect to automate rather than
have to constantly worry about
product. We continue to resist auto-
mation, choosing instead to program
our music our way. But, it gets
tougher and tougher each day.

Recently we sent a letter to every
record producer and distributor re-
questing up-to-date information as
to personnel, including the names of
record promo men or women, the la-
bels carried, and the policy of servic-
ing stations. We enclosed a short
form to complete and a stamped,
self-addressed envelope for conven-
ient reply. It would have taken no
more than two minutes to complete
and return.

We were amazed at the number of
firms who ignored the note or failed
to reply. I am sure we would not
have been by-passed if we were a
large market station.

Yet, it is stations such as KNJO
that will continue to keep alive old
albums, standards, catalog items,
and other material that has plenty of

A WQSN Switch

CHARLESTON, S.C.—WQSN
has switched from a live country
music format to the “Great Ameri-
can Country” automated country
music programming service pro-
duced by Drake-Chenault Enter-
prises, Los Angeles, reports station
manager Doug Clements and pro-
gram director Jim Faucette.

New Syndicate By
Ponek & Fisher

MILL VALLEY, Calif.—-Po-
nek-Fisher Associates, a radio
syndication firm, has been
launched by two veterans—Ste-
fan Ponek and Stephen Fisher.
Ponek was one of the early pro-
gressive rock personalities on
KSAN in San Francisco and to-
day does swing work on KSFO
there. Fisher last worked for
K101, San Francisco. The firm is
concentrating on holiday radio
programs and an hour show
dedicated to Father’s Day was
aired on about 20 radio stations,
including KYA in San Francisco.

sales potential. Not only are we not
serviced, but in some instances we
cannot even secure a current catalog
so we can order and pay for releases
we need.

We know where the bread and
butter dollars come from for most
companies. We do suggest, however,
that these producers and distributors
pay a bit more attention to the liter-
ally thousands of stations in the
smaller markets. These stations, if
properly serviced, can certainly pro-
duce sales for any record label. Per-
haps, results are not as obvious and
as immediate as those of a fast
breaking Top 40 album in a large
market. But, we've got listeners and
they buy records. We need to pro-
gram all good products.

Automation is a dirty word. Don’t
force us to swear.

® Continued from page 27

that he'll feature “Epic Of The 70s,”
a documentary produced and syndi-
cated by Century 21. Dallas. And
the regular John Dowling 7-mid-
night show Sunday will salute the
superstars of the music of the past 20
years.

“But there’s supposed to be the
most enormous fireworks display
ever held here. That would be diffi-
cult to compete with.”

Hughes says an Australian station
had offered to exchange a satellite
broadcast “but there’s and RKO sta-
tion here and one satellite broadcast
is enough.”

He was referring to the July 23-24
hookup between U.S. radio stations
and Australian radio stations. At
present, 42 U S. stations have agreed
to carry a network show those two
days from three different cities in
Australia. Latest stations to sign for
the network show are WAYS in

® Continued from page 27

Bruce Hayes, Larry Monroe, Art
Roberts, Ken something or other,
never could remember Ken’s last
name. And yours truly.

“Anyway, | wanted to get the
word out that [ am looking and you
are the fastest way to do it. My re-
gards to all the old guys. I'm sure a
lot of them will remember Jumpin’
Jack. Let me hear from you.”

* * *

A week ago, Snuff Garrett tried to
make a comeback as a disk jockey.
He lured Don Bowman, who hosts
the “American Country Count-
down” weekly three-hour show for
Watermark Inc., Los Angeles syndi-
cation firm, into helping and they
teamed up on Coerky Mayberry, af-
ternoon air personality at KFOX in
Long Beach. I think it’s safe to say
that other disk jockeys in the market
did not panic in fear of losing their

jobs.

Actually, Garrett was faster than a
Texas tornado with quips. One was
about it being so dull when he and
Bowman were on the air in Lub-
bock, Tex., that they didn’t even
have any weather reports to an-
nounced because there wasn’t
enough weather.

Airchecks of the Garrett-Bowman-
Mayberry funfest are now being
bootlegged all the way from KFOX
to the Queen Mary—in a direct line,
of course. But if you’d like a copy,
call 213-467-2181, and make an of-
fer.

* K %

KROQ is back on the air in Los
Angeles. The station sneaked on the
air Thursday (10) but by Monday
was the most-listened to radio sta-
tion among radio industry people,
especially ex-employes. The station
had been dark for several months.

At presstime, there was no phone
number for the station: speculation
was that Gary Bookasta, one of the
principals, had gotten hold of a new
transmitter and was broadcasting
from the antenna site. Monday (14)
morning, Sandy Beach was on the
air and promoing Dusty Rhodes. Bill
Ward, general manager of KLAC,
said that Billy Pearl and Carson
Schrieber had called him about the
station going on the air. Charlie
Tuna, program director of KIIS, said
he’d gotten several calls. Don Elliot,
production manager of KIIS, said

Vox Jox

he’d talked to several people about
it

KROQ’s permit to be off the air
had expired; Bookasta had to put
the station on the air or lose the li-
cense.
Consensus among several ex-em-
ployes is that they're glad to see the
station back on the air and they’d
like to see it become profitable so
they could get paid back wages.

* * *

Everybody in radio, it seems
sometimes, is out cutting records.
Gene Price, who has been doing
swing for KLAC in Los Angeles, has
a runaway with “A Boy Named
Hugh” on Cream Records. Don Gra-
ham just brought me a copy and
forced me to listen to Gene doing
voices of all the presidential candi-
dates with melody of an old hit by
Johnny Cash, “A Boy Named Sue.” |
would suggest you call up Graham in
Los Angeles at Cream Records and
demand a copy:'great programming
material for the election; it’s hi-

(Continued on page 29)

Atlantic City’s
New Steel Pier
Talent Firmed

ATLANTIC CITY, N.J.—Billy
Fields, talent buyer for the New
Steel Pier, has completed the concert
calendar for the Boardwalk amuse-
ment center’s newly-built 2,220-seat
Music Hall.

The concert hall is being operated
as a separate enterprise with admis-
sion scaled at $8.50, $7 and $5.
Grand opening will be June 26 with
the only public appearance in the
U.S. by the Bay City Rollers.

Thereafter, the Music Hall calen-
dar calls for the Stylistics, July 1-4;
Harold Melvin & the Bluenotes plus
Kool & the Gang, July 5-11; Tony
Bennett and Woody Herman, July
13-18; Frankie Valli & the Four Sea-
sons, July 20-25, Ella Fitzgerald and
Count Basie, July 27-Aug. 1; Jerry
Lewis and Ben Vereen, Aug. 10-15;
Al Green Show, Aug. 16-22; Mills
Brothers and Foster Brooks, Aug.
24-29; and topping off the summer
season, Isaac Hayes and a 50-piece
orchestra, Sept. 3-6.
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Charlotte, N.C., and WAPE in Jack-
sonville, Fla., reports Michael
Spears. operations manager of
KFRC in San Francisco.

But, for the Fourth itself, KFRC
will “not be doing anything heavy.
As far back as January, the station
editorialized that no bicentennial
“bunk” on KFRC, claiming that
while the station. was as patriotic as
the next guy, it just didn’t want to
oversell or rip anyone off. The sta-
tion urged its advertisers 1o also treat
the bicentennial with dignity. Spears
says he believes the bicentennial was
never a tune-in factor on the West
Coast for some reason.

Walt Baby Love, operations man-
ager of WVON in Chicago, says he’s
giving away an 8-track cartridge
unit and that he and E. Rodney
Jones were writing and producing a
two-hour special on black Ameri-
cans’ contributions to music over the
years.

Duff Roman, program director ot
CHUM in Toronto, says he has

nothing special planned but that
July 1 is Canada Day and thus it
would be a long weekend with many
tourists hitting the city from the
U.S., so probably several music spe-
cials would be aired.

Jim McKnight, program director
of WBOW in Terre Haute, Ind., says
that he’ll carry the “American Top
40" special of greatest hits of July 4,
but nothing special. “We are trying
to come up with something light, but
representative,” he says. “But I'm
not sure what we’re going to do.”

Charlie Tuna of KIIS says his
phone calls that particular morning
will be wacky. “I don’t know yet
what Pll be doing, but I'l be doing
something. Recently, I called Inde-
pendence Hall in Philadelphia to see
if any visitors ever complained
about the crack in the bell. Then I
called the foundry in England to see
if the warranty was still good. It’s
amazing that no one ever com-
plained about the shoddy work-
manship.”

Wolfman Hits Road

Tour Includes Japan, S. Africa

LOS ANGELES—Wolfman Jack
will bring back nostalgia radio on a
summer tour which will include
South AfTrica, British Columbia and
Japan, according to manager Don
Kelley.

Wolfman will also play more fairs
and amusement parks this year than
ever before, the theme of his show
being “radio—from the 1950s to the
present.”

Currently he is hosting and per-
forming in weekend shows, and in
between is taping his syndicated ra-
dio show. That program was sold
recently to Radio Luxembourg in
Europe, as well as to South Africa.
Wolfman also is on American
Forces Radio, heard in 620 stations
in 42 nations, five days a week, notes
Kelley.

The radio-television personality is
heavily involved in records at the
moment. He and Dick Clark have a
“Dueling D.J.” single which will be
on the new Wolfman Jack album.
The tune has a gimmick whereby lo-
cal disk jockeys can insert their own
tags. Kelley is negotiating an album
deal now.

Wolfman, who was on Columbia
last year during an ill-fated concert
tour, also has two albums on RCA,
both making headway now in Japan
and Australia. His single “Did You
Boogie?” with Flash Cadillac on Pri-
vate Stock label also is sale in Eng-
land.

For his touring act, the entertainer
does a specially-written narration on
the history of rock 'n’ roll, explaining
how early radio started certain
dance crazes. He then performs with
the various acts, singing, dancing
and playing instruments. The em-
phasis is on entertaining, rather than
merely hosting the show.

As an added promotional value,
Wolfman does several radio inter-
views in each town where the tour-
ing show is performing,

The touring show has complete
continuity—a prepared package,
written and conceived with radio as
the theme. Regardless of which acts
perform, the theme remains the
same. Kelley and Wolfman bring in
their own package, including the
dancers, bands and guests.

Wolfman goes to Vancouver,
B.C., in September to start filming

his own television series in associ--
ation with the Canadian Broad-
casting System, via his own HOWL
Productions. The show will have the
appearance of a live radio show,
slated for prime time, using top pop
and rock acts.

The half-hour series has been sold
all over the worid following Kelley’s
trip to the Cannes tv festival. And
Wolfman will eventually play all
those countries in which the tele-
vision show is seen.

Following the tv tapings, Wolf-
man will embark on another major
personal appearance tour, this one
starting at Knott’s Berry Farm in
Buena Park, Calif., in October. The
show will use a huge set designed
like a giant old-fashioned radio set,
and will be trucked from date to
date.

Kelley notes that thanks to
“American Graffiti” and numerous
network tv appearances, Wolfman
Jack now is playing to both adults
and youngsters.

He will be in at least six personal
appearances in June, thentour South
Africa June 20-30. He makes a
week’s stop in Anchorage July 3-11,
then does the British Columbia tour
Aug. 2-7, and the Japan tour Aug.
13-23.

Music Gets a Trim

TAMPA, Fla.—WUSF at the
Univ. of South Florida, an FM oper-
ation, is cutting back on contempo-
rary music, folk, and bluegrass. As of
July 1, mandated by the university
administration, the station will only
program classical and jazz, accord-
ing to Norm Palumbo, operations
manager.

Sammy Davis Show
Taping In Mexico

LOS ANGELES—The Pierre Cas-
sette Co. has firmed a heavy sched-
ule of location tapings in Las Vegas
and Acapulco when Sammy Davis
Jr. resumes taping of his “Sammy &
Company” variety-comedy series
next month.

The next 17 segments will be
taped at Caesars Palace July 11-15
and Aug. 2-5 followed by locations
at Acapulco’s Princess Hotel Dec. 6-
11
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larious ar.d though Gene’s “Ford” is
only Madel T in caliber, his
“Humphrey™ is absolutely the best
“voice” T've heard since Don Imus
used to try 10 imitate Wolfman Jack
and Robert W. Morgan used to try to
imitate Don Imus. . .. Then, there’s
“Fly, Wonder Rabbit, Fly” by Bare
Rabbit on Wonder Rabbit Records.
Bare Rabbit is, in reality. Martin
Ashley. Until recently, he was doing
the noon-3 p.m. show on KROY in
Sacramento, Calif, but now is one of
the perscnalities on the syndicated
radio prcgramming out of Concept
Productions, Sacramento. You can
hear Wonder Rabbit on KROI-FM,
Sacramento: WKLH in Montgom-
ery, Ala.; KKBC in Reno, and
KTYL ir Tvler, Tex. The record is
really the official song of his radio
show anc it’s “being well received in
all the warkets I'm in. The records
are available in local retail stores
throughcout those markets and the
phones cn it have overwhelmed the
stations.’

* * *

Next record by a radio man is
“The Declaration” on Bob Records.
Los Angeles, by An American, who is
actually Gary Theroux, former
newsperson at KDAY in Los An-
geles, w0 is now national oper-
ations director for American Media
Systems, Newport Beach, Calif. R.L.
Gilbert, a former disk jockey, pro-
duced the record. Mike Borchetta is
handling national promotion for the
disk and you can call him at 213-
851-117% and ask tor a free copy of
this biceatennial disk.

* x ok

Robert Nesbitt, air personality of
KYAC i Seattle, came by to visit
last week and with him was Charles
McCormick of Bloodstone and Jack
Ross of London Records. . .. L. Da-
vid Moorhead, general manager of
KMET in Los Angeles and awards
chairman for the awards competi-
tion of the International Radio Pro-
grammiug Forum, will be announc-
ing details on the competition in the
next few days. so waich the radio
programming section of Billboard
carefully. David was busy this past
week liming up regional judges. So.
start getnng your airchecks ready for
entry. And we’ll be surveying pro-
gram directors, etc., in the near fu-
ture.

* 2 *

Buzz Bennett is in New Orleans at
WNOE-FM and report is that he
has, in the vernacular, “‘got his act
togethier” ... The lineup at KOBO
in Yuba City, Calif.. features Dave
Camper 3:30-10 a.m., Kenny West 10
a.m.-3 p.m., Marc Hunter 3-7 p.m..
Bob MacDonald 7-midnight, Steve
Croft al' night, and Rich Shannon,
Steve Thomas. and Bob McGee on
weekends. Liz Fulton is news direc-
tor and Hunter. in his note 1o me,
says that if we don’t mention her
name she’s bound to stomp and kick.
“The group music/program director
for the chain of Concerned Commu-
nications is Ross W. Korbes from
KDIG, 3an Diego. Other stations in
the cham are KUKI in Ukiah and
KBLF in Red Bluff, Calif. Format is
an aduli approach to Top 40. Play-
list has from 40-60 singles and 5-20
albums. Jocks don’t scream or yell,
but take a nice friendly low-key ap-
proach to contemporary music.
Kinda like K-100 in Los Angeles
was uncer Craig “Hurricane” Hines
a couple of years back.

“Unlike everyone elise on the bi-
centennial wagon the weekend of
the 4th, we will be running an oldies
revival weekend with oldies give-
aways, old jingles, and, of course, the

Vox Jox |

usual, but fun, trivia. Any old
KOBO jocks who would like to
phone in a bit for us should give us a
call in the next while,” reports
Hunter, who is programming the
station.
*x x x

There’s going to be a radio pro-
gramming conference Oct. 8-10 in
Birmingham, England, sponsored
by Music Wecek, a sister publication
of Billboard based in London. They
are seeking a program director or
two or general manager or two from
the U.S. to speak there. So, if anyone
is planning to be in England on va-
cation or business at that time, I'd
appreciate it if you'd tetephone me
and discuss the situation. Music
Week will pick up the hotel bill in
Birmingham and I think you’d enjoy
the meeting.

x k%

Art Jones, program director of
KUDL-FM, a disco-format, says the
station “seems to be working right in
Kansas City. Disco clubs are on the
increase. listener response is zoom-
ing, and the request line is a Christ-
mas Tree. Jeff Christie is our music
director. T've been working disco
clubs in addition to station dutics.”

* %

Barry Richards, who has been
around the Washington market
since radio was invented, is launch-
ing Rehab Entertainment, 3110 Co-
lumbia Pike, Arlington. Va. 22204.a
concert promotions firm. ... Chuck
Cecil’s two-hour show on KGIL,
San Fernando. Calif., called “The
Swinging Years,” is soldout seven
nights a week. And he’s syndicating
this show. which focuses on the Si-
natras and the big bands and you
can get information on it by calling
him at 213-348-3121.

[Bubbling UnderThejg
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101 -BREAKER-BREAKER, Outlaws, Arista 0188

102—MARRIEO BUT NOT TO EACH OTHER, De-
nise LaSalle, 20th Century/Westbound
5015

103—STROKIN' (Part II), Leon Haywood, 20th
Century 2285

104—MUSIC, John Miles, London 20086

105-1T'S GOOD FOR THE SOUL (Part 1), Luther,
Cotitlion 44200 (Atlantic)

106—A BUTTERFLY FOR BUCKY, Bobby Golds-
boro, United Artists 793

107—-SAY YOU LOVE ME, D.). Rogers, RCA
10586

108--DANCIN’ KID, Disco Tex & The Sex-0-Let-
tes, Chelsea 3045

109—1T"S BETTER THAN WALKIN' OUT, Marlena
Shaw, Blue Note 790 (United Artists)

110—LADY OF THE LAKES, Starcastle, Epic 8-
50226 (Columbia)

BubblingUnderThe|
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201 -SHAWNR PHILLIPS, Rumplestiltskins Re-
solve, A&M SP 4582

202—JOHNNY CASH & THE TENNESSEE THREE,
One Piece At A Time, Columbia KC 34193

203—ABBA, Atlantic SD 18146

204—FLYING BURRITO BROTHERS, Airborne,
Columbia PC 34222

205—-NEIL SEDAKA, Live In Australia, RCA
VPL1-1540

206—WET WILLIE, The Wetter The Better, Capri-
corn CP 0106 (Warner Bros.)

207-TERRY REID, Seed Of Memory, ABC ABCD

- 935

208—STAN GETZ, The Best Of Two Worlds Fea-
turing Joao Gilberto, Columbia PC 33703

209—ALAN WHITE, Ramshackled, Atlantic SD
18167

210—GALLAGHER & LYLE, Breakaway, A&M SP
4566

THE BILLBOARD BOOKSHELF

THE VAUDEVILLIANS

By Bill Smith. Here, at last, some of the greatest comedians, singers,

hoofers and acrobats tell the "inside" story of daily life on the vaudevilie

circuit. In vivid, show-business language, 31 headliners recall the era

when vaudeviile reached its peak with the opening of the New York s
Palace in 1913. Newspaperman and critic, Bill Smith, knew these per- 3
formers personally. Now, this book brings back the troubles and 3
triumphs of their beginnings . .. Edgar Bergen, Milton Berle, George §

Burns, Lou Holtz, Buddy Howe, George Jessel, Sammy Lewis, Rudy
Vallee, to name just a few. 278 pp. 6% x 9% . 95 photographs. Index.
Glossary. $9.95

PLAYBACK

By Dave Dexter. A fascinating account of the astonishing year-by-year
rise of America's popular music business; plus Dexter's own experi-
ences with such stars as Frank Sinatra, The Beatles, Peggy Lee, Duke
Ellington, Billie Holliday, Ella Fitzgerald, and scores of others. It traces
the evolution of the technical achievements in recording plus the finan-
cial side of the recording industry. Includes an invaluable listing of
hundreds of big band theme songs. 224 pp. 6 x 9. 33 photographs.
Index. June 15. $9.95

THE MUSIC/RECORD CAREER HANDBOOK

By Joseph Csida. Here's an encyclopedic guide to beginning and
developing more than 30 different careers in the creative, commentary,
business, and educational areas of the music and record industries.
Clearly written by a former editor-in-chief of Billboard, THE MUSIC/
RECORD CAREER HANDBOOK includes careers in pop, contemporary,
rock, jazz, rhythm and blues and soul, country and western, and folk,
Also includes special sections on “Careers in Arranging/Conducting”
and "Careers in Music Education.” 376 pp. 5% x 8%. $14.95

THE SONGWRITERS’ SUCCESS MANUAL

By Lee Pincus. Here is practical and creative advice to the in's and out’s
of music publishing. Includes: licensing, ASCAP and BMI, contracts,
foreign royalty situations, copyrights, potential areas of income, termi-
nology, getting your songs recorded, producing recording sessions,
types of music publishers, and much more. 160.pp. 8% x 5-7/16. $6.95
{paperbound)

“.. . if you've written a song your next step should be to read this
book . . ."—Hit Parader

HOW TO WRITE A HIT SONG...AND SELL IT
By Tommy Boyce. Foreword by Melvin Powers. Now, internationally-
acclaimed songwriter Tommy Boyce shares his professional tips with
amateur songwriters everywhere. 160 pp. 8% x 10%. Fully illustrated.
$7.00
a truly valuable how-to-book for the beginning songwriter.”
—~Claude Hall, Billboard Magazine

A Special Selection of Books for Billboard Readers

How (o Write 2 Hit Song
and Seit

Kl

MANDBUUR

ACHMPLETE 61500 T6 WGRE THAN 30 CAREERE

THE DEEJAYS. By Arnold Passman. The first full story
of the tribal chieftans who manipulate—possibly create
—popular taste with every spin of the turntable. It is also
the history of the countrywide radio stations and the
recording companies and their role in the extravaganza.
Recalls fascinating stories of individua! deejays, quoting
many of them about their jobs, bosses, trends, tunes,
frustrations and triumphs. 320 pp. 5% x 8% . Index. $7.95

MORE ABOUT THIS BUSINESS OF MUSIC, Revised
and Enlarged Edition. By Sidney Shemel and William
Krasilovsky. For anyone involved in any phase of the
music business, this book is an invaluable source of
necessary information. A vital addition to a music library.
204 pp. 6% x 9% . Approx. 10 line drawings. Appendices.
Index. $10.95

THIS BUSINESS OF MUSIC, Revised and Enlarged Edi-
tion. By Sidney Shemel and William Krasilovsky. The
most practical and comprehensive guide to the music
industry tor publishers, writers, producers, record com-
panies, artists, and agents. 544 pp. 6% x 9% . 180 pp. of
appendices. $15.00

CLIVE: Inside the Record Business. By Ciive Davis with
James Willwerth. The most celebrated executive in the
recording induslry covers his years at Columbia Records.
300 pp. 6% x9%. 19 B&W photos. $8.95
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“CliwDavis

REVOLUTION IN SOUND: A Biography of the Record-
ing Industry. By C. A. Schicke. The trends, artists, tech-
nical breakthroughs—even the scandals that went intc
making the record industry what it is today. Covers the
early patent struggles, manufacturing firms, mergers that
led to Columbia. RCA, Decca, eic traces the com-
plex technical and commercial origins of the industry
from its infancy to its current 4-channel dilemma.’” —Rill
board. 246 pp. 5% x 8. Fully illustrated. $6.95

BILLBOARD INDEX 1971, BILLBOARD INDEX 1972-73.
Year-by-year, simple to follow guides to all the articles
and features contained in Billboard’s 1971, 1972 and
1973 issues. The closely defined listings include music
publishers, record publishers and such personalilies as
technicians, musicians, and disc jockeys. Also contains
listings for record and concert reviews as well as im-
portant developments and concerns within the industry
Billboard Index 1971. Hardcover edition $15.95. Paper-
back Edition $11.95.

Blllboard Index 1972-73. Available in Hardcover Edition
only. $29.95

ON THE FLIP SIDE. By Lioyd Dunn. Mr. Dunn recreates
his colorful 32-year music career with Capitol Records.
Includes stories involving Maria Callas, Frank Sinatra,
and more. 192 pp. 6 x 9. $8.95
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L Revolution In Sound

“Bilthoard “Index 1972-73
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MAIL TO:

BILLBOARD BOOKSHELF, 2160 Patterson Street, Cinctinnati, Ohio 45214

Please send me the books listed below. | under-
stand they may be returned within ten days of
receipt for full credit or refund if | am not satisfied.
Please print.

| enclose payment $____
Publisher pays postage. Include sales tax in the
states of New York, Ohio, Tennessee, California,
Massachusetts, New Jersey.
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HMEE s ADDRESS
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TITLE STATE
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RCA photos .
RCA Artists at Billboard 1976 Talent Forum: showcase—(Left) D.J. Rogers
struts some soul, (Above) Vicki Sue Robinson performs.

New Entertainment
High In Washington

By BORIS WEINTRAUB

WASHINGTON—The nation’s
capital will have a banner bicenten-
nial summer of entertainment this
year, most of it provided in venues
that didn’t exist a decade ago.

Many of the nation’s top acts are
booked into local indoor arenas like
the 19,000-seat Capitol Centre in
suburban Landover, Md.. which is
less than three years old: or in out-
door halls like the Merriweather
Post Pavilion in Columbia. Md.. the
“new town” about 20 miles from
Washington: or in Wolf Trap Park
Farm for the Performing Arts. the
nation’s only national park for the
performing arts. in suburban Vir-
ginia.

The Post Pavilion is in its ninth
season, and Wolf Trap is in its sixth.

Highlighting the Capito! Centre’s
summer is a three-night stand by El-
ton John. booked for June 29 to July
1. Also firmly scheduled are Elvis
Presley, the Osmonds, Neil Young
and the Mormon Tabernacle Choir.

The Post Pavilion, which can seat
about 5,000 inside and about the
same number outside on its lawn
has a wide variety of acts under con-
tract. They include Laura Nyro, an
“outlaw™ country show with Waylon
Jennings and Tompall Glaser.
Harry Chapin, a twin bill of Jesse
Colin Young and local favorite Em-
mylou Harris, Seals and Crofts, Gor-
don Lightfoot, Merle Haggard, Judy
Collins, Arlo Guthrie and Pete See-
ger. Neil Sedaka, James Taylor,
Barry Manilow, Mac Davis, Linda

Ronstadt and David Crosby-Gra-
ham Nash.

At Wolf Trap, which also has an
inside-outside seating plan, acts
scheduled include the Glenn Miller
orchestra, a “country weekend” with
Roy Clark and Danny Davis and the
Nashville Brass: a “World Series Of
Jazz” with Billy Eckstine, Earl
Hines, Dizzy Gillespie, Cleo Laine
and John Dankworth: the Fifth Di-
mension, Sha Na Na, the Preserva-
tion Hall Jazz Band. Boots Ran-
dolph, Floyd Cramer and Rosemary
Clooney, Roger Williams. Jose Feli-
ciano. Glenn Yarbrough & the
Limeliters, Robert Klein. Janis lan
Chuck Mangione and Johnny Cash.

In addition, a number of major
acts are scheduled into the venerable
Carter Barron Amphitheater, which
resumed a summer entertainment
policy last year after several years of
difficulty caused by its in-the-city lo-
cation. Highlighting the Carter Bar-
ron season are appearances by the
Band for two nights and the first
Washington appearance by the Bay
City Rollers.

Also on tap at Carter Barron are
Bobby Blue Bland. the Duke Elling-
ton Orchestra, Toots & the Maytals,
a three-night stand by Labelle. a
two-night run by Three Dog Night,
Poco, John Sebastian, Tom Rush
and Jimmy Buffett, Redd Foxx, Let-
termen. Donovan, John Prine, a
week’s run by Johnny Taylor and

(Contiinued on page 47)
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Arlo Guthrie

Warner Bros. Records

for recording with us at
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alt company
6000 Sunset 8ivd., Hollywood, Ca. 90028

(213) 469-3983

_ Unsurpassed in Quality

1000 POSTCARDS *65%°
100 8x10 $17°°

CUSTOM 89
COLOR PRINTS per 100
COLOR LITHO *195

~per 1000
COLOR 3]
POSTCARDS per 3000

20"%30” 30%40”
$14.00  $20.00

A Division of JAMES J. KRIEGSMANN
165 W. 46th St, N.Y. 10036
(212) PL 7-0233

e NEXT YEAR IN NEW YORK ¢ :

Talent Forum Recap: No Dull |
Moments, $5 Mil In Contracts |

° Connnuedfrom page |

ability of a suitable first-class hotel.

The core of the 1977 executive
committee for the forum has already
accepted positions and consists of
some of the most important and suc-
cessful talent business figures in
New York.

Co-chairmen are Frank Barsalona,
head of Premier Talent booking
agency, and Ron Delsener, concert
promoter who puts on the Schaeter
Music Festival in Central Park and
dozens of other New York shows an-
nually.

Also named to the Talent Forum
1977 executive committee are: Alan
Pepper and Stanley Snadowsky, co-
owners of the Bottom Line night-
club: Michael Klenfner, Arista Rec-
ords vice president and winner of
the 1976 forum’s award for artist re-
lations executive of the vear: Jack
Globenfelt, manager of the Nassau

IMIC-6 Gig
Shoots Beamers
Into Hotel Run

HONOLULU-Playing before an
IMIC-6 audience here has resulted
in an unprecedented six-weeks
booking for Keola and Kapono Bea-
mer at the Sheraton-Waikiki Hotel’s
Prow Lounge.

The hotel's manager caught the
brothers performing at the closing
IMIC banquet last month in the
next-door Royal Hawaiian Hotel’s
Monarch Room. He consequently
signed them to open June ! for iwo
shows a night Monday through Sat-
urday.

Kimo McVay, the Tantalus artists’
manager, also reports that Bob Phil-
lips, agent with RPM Lid. of Los
Angeles, has been in touch with him
on signing the act. Phillips is sched-
uled to arrive here this week to meet
with McVay over the signing.

An interesting twist is that
McVay. when he owned Duke’s
Club, used to book acts from Phillips
when he was associated with ABC.

The Sheraton-Waikiki booking is
the first major hotel room for the
brothers whose music spans
Hawaii’s past and its present, with
an emphasis put on slack-key guitar

playing.

Bill Aucoin
Splits Firm
Into a Pair

NEW YORK-Bill Aucoin. the
manager who helmed Kiss on its me-
teoric three-year rise from nowhere
to gold albums and stadium head-
lining, has split his operations into
two separate companies, Aucoin
Management and Rock Steady Pro-
ductions.

Rock Steady is now a full creative
services firm which handles produc-
tion, promotion and staging for Au-
coin Management artists Kiss and
Starz, a group recently signed to
Capitol.

Aucoin has moved to larger of-
fices in a new Madison Ave. build-
ing. His executive staff lineup now
includes Alan Miller, promotion di-
rector; Ken Anderson, production
director; Sean DeLaney, artist de-
velopment vice president: Alan Co-
hen and Jeffrey Little, financial ad-
ministration.

www.americanradiohistorv.com

Coliseum: and Dee Anthony, whose
Bandana Productions management
roster includes Peter Frampton and
Gary Wright

Barsalona will be keynote speaker
and Delsener will emcee the 1977
awards presentation.

This year’s Talent Forum has 408
registrants, all-time record for a con-
vention serving this branch of the
music industry.

The 1976 forum was a unique
blend of high-spirited circus, as-
tonishingly open and serious group
discussions. and the huge volume of
after-hours business transactions al-
ready pointed out.

The circus element of the forum,
characteristic of a business noted for
its joke-playing, included things like

a fake gorilla brought out by Ron
Delsener to start off his panel with a
bang: a singing telegram commis-
sioned by the associates of publicist
Norm Winter to congratulate him on
chairing a session: a huge rack of
roast beef wheeled out to serve a
panel of talent “heavies™ at the insti-
gation of nightclub owner Chuck
Morris and Columbia artist relations
executive Jonathan Coffino.

There was also the opening ses-
sion shock of Chicago promoter
Richard Romanello serving papers
for a $1 million lawsuit on Eagles
manager lrv Azoff over a disputed
show date. Azoff replied the next
day with a $7 million countersuit for

(Continued on page 47)

Gerald Graham Producing
Black Acts In Las Vegas

By JEAN WILLIAMS

LOS ANGELES--R&b concert
promoter Gerald Graham. recently
named assistant to the executive
producer for the Aladdin Hotel's
Theater for the Performing Arts in
Las Vegas. will pull together black
crossover shows for the 7.500-seat
facility.

According to Graham. co-owner
of GP Productions in Detroit, acts
including Earth, Wind & Fire,
Johnny Taylor, Sylvers and Brass
Construction are among the soul
acts set toappear at the new venue.

He is currently negotiating for an
all-blues package featuring B.B.
King, Ray Charles and Bobby
“Blue™ Bland

He claims that black acts that are
regulars 1o the Vegas Strip, as well as
those that have never played the
famed entertainment center but are
known throughout the country, will
play the theater.

Although Las Vegas is basically a
tourist town, with the bulk of its at-
tractions aimed at visitors, Graham
contends that the theater is expect-
ing 50% of its customers to be local
residents.

“There will be a | a.m. show
which is partly designed to give
persons working in casinos. who of-
ten do not get off until after the
showroom performances are over, a
chance 10 see acts,” he says.

“We feel that people here would
like to sce acts such as Chicago,
Spinners. Santana. Earth, Wind &
Fire and others. We will get acts that
didn’t play here before because their
price was 100 much to put them in
one of the showrooms,” says Gra-
ham.

Graham points out that 65% of the
theater's entertainment will be rock
acts with the other 35% going to
other areas of the performing arts.

Backers Short, So Idaho
Fest Becomes a Nightmare

LOS ANGELES—Concert pro-
moter Randy Hall of nearby Garden
Grove says the reason for the cancel-
lation on the second night of a three-
day rock festival at Stateline, Idaho.
was due to lack of funds by the back-
ers, two unidentified men from ld-
aho and Florida.

The June 4-6 event at Northwest
Speedway erupted into violence
during the show when stagehands
and technicians began packing
equipment after discovering they
were not going to be paid. When the
fans found out the festival had been
halted, they began burning conces-
sion buildings and vehicles.

Police reported 21 arrests, al-
though there were no reports of in-
juries.

The Nor'wester '76 Book Festival
had about 7,000 persons on hand
when the violence erupted.

The festival. which had produc-
tion costs of $200,000, had adver-
tised such acts as Bachman Turner-
Overdrive, Blue Oyster Cult, Ritchie
Blackmore’s Rainbow, Nektar, and
a number of other acts. The Friday
night show was headlined by Blue
Oyster Cult and Nektar.

The backers arrived that day and
informed everyone that there was a

lack of funds to continue the shows.

When the realization came that
there would be no money to stage
the last two days, the production
crews withdrew. Initially there were
no groups. no sound and lights, and
no security for the Saturday night
concert.

It was at this point that the specta-
tors took matters into their own
hands, causing between $75.000 to
$100.000 in damages, according to
the sheritf's department.

FRANK BARRON

Flushing Town Hall

To Open In Queens

NEW YORK-The Flushing
Town Hall Performing Arts Center
in Queens here opens its doors to the
public for the first time Wednesday
(23). Performers will include Mary
Travers, Bill Weedan and Dave
Finkle.

The 350-seat theater, bar and res-
taurant setup reportedly represents a
$500,000 investment on promoter
Stephen Phillips® part. The facility,
under renovation for the past two
years, was declared a national land-
mark in 1967 by city officials.
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Paterson Site
Of Music Fest

NEW YORK-—Hinchliffe Sta-
dium in Paterson, N.J., will be the
site of an eight-hour pop music festi-
val Sunday (27).

Featured are Nektar, Tower Of
Power, Leslie West, Elephant’s
Memory. Stanky Brown Band and
an unanaounced “special guest.”

The affair is being run by the
American Media Advertising
Agency, with sponsorship coming
from the Bicentennial Commission
of Paterson. Promoters John Scher
and Michael Levine have been re-
tained (o coordinate activities.
Ticket prices are $6.50 advance and
$7.50 at the door.

6 BANDS, 8 HOURS

3rd ‘Green’ Concert By
Graham Pulls 40,000 Fans

By CONRAD SILVERT

OAKLAND-BIll Graham’s third
“Day On The Green” was packed
full of quality rock with six bands
playing for more than eight hours in
cool and windy but sunny weather.

I'he 40,000 fans who turned out
fell 17.000 short of the capacity
houses that showed for each of the
two recent Frampton-headlined
events. But no one was disappointed
about the music at Oakland Stadium
June 5.

The day’s theme was the “San
Francisco Sound.” Jefferson Star-
ship was to have headlined but
bowed out due to recording delays
(Grace Slick was quoted as saying
“We're too dumb and slow”).

The Starship was replaced, 2-for-
I, by Tower of Power and Boz
Scaggs.

Scaggs easily was the day’s best,
his brilliantly paced set running
along like a deluxe metroliner, with
Boz introducing each song like a lat-
ter-day Sinatra. Dressed in two tones
of blue, with sunglasses and electric
lead guitar, Scaggs performed most
of his Columbia LP “Silk Degrees,”
moving from soulful ballads (“Har-
bor Lights”) to beautiful love songs
(“Angel Lady”) to raunchy rockers,
the best of which were “Jump
Street,” reminiscent of the fine tunes
Boz contributed to the old Steve
Miller band, and “Lido Shuffle,” the
set’s finale.

Santana skillfully alternated be-
tween new material and older clas-

sics such as “Black Magic Woman.”
Carlos played with expert ease.
backed by an exceptional drums-
and-congas duo of Ndugu Leon
Chancler and Armando Peraza.

At the end of his set (also day’s
end) Santana jammed briefly with
Jeff Beck and Neal Schon, the ex-
Santana guitarist now with Journey.

Of the first four acts. Journey
seemed to reach the crowd best with
its supertight, nouveau acid rock.
The quartet—Schon, Greg Rollie,
Ross Valery and Aynsley Dunbar—
turned on everyone so much it was
called back for two encores, “You’'re
On Your Own” and *“All Too
Much.”

Jeff Beck, with Jan Hammer’s ex-
cellent trio, was plagued with moni-
tor problems but still played about
as well as he ever has, discounting
the impaired interplay between
group members. Playing material
from his new Epic LP “Wired,” Beck
seemed to reach the audience more
strongly when he went back into his
old lexicon of Yardbird riffs. Ham-
mer is a talented jazz-rock key-
boardist who in Oakland enjoyed
using the massive sound system to
rattle the rafters with earthquaking,
synthesized bass notes.

Tower of Power performed its
usual, well-rehearsed arrangement,
with horns and vocals bunched
around jumping rhythms and catchy
hooklines.

Security Becoming
Broadening Service

By FRANK BARRON

LOS ANGELES—Security at pop
and rock concerts in Southern Cali-
fornia has become such a huge busi
ness that the two major companies
engaged in providing security for
shows have also extended their serv-
ices.

Contemporary Security Co. of
nearby Mission Hills, the first col-
lege security group in the area, now
is providing guards for four major
hospitals as well. National Events
Services Co. of Santa Monica is also
handling security for trade shows
and conventions at hotels, plus foot-
ball games at major stadiums.

A division of Peace Power Inc.,
Contemporary was founded nine
years ago by a former UCLA wres-
tler Damon Zumwalt, after promot-
ers decided they had had it with
armed policemen at rock concerts.
Today, Zumwalt and Peter C.
Kranske head up the company,
which still uses wrestlers and foot-
ballers.

Security companies are hired ei-
ther by the concert promoter or by
the building manager. In many
cases, although paid by the pro-
moter, the security people are under
sole instructions from the building
personnel.

The newer National Events Serv-
ices, headed by Bob Bartlett and ex-
ecutive vice president Bob Geddes,
has a permanent staff of about 50,
and also uses wrestlers and football
players.

National is used exclusively by the
Inglewood Forum as well as the Los
Angeles Shrine Auditorium and
Universal Amphitheatre.

Bartlett and Geddes have also ex-
panded into Rich Stadium in Buf-
falo for football and concerts; Capi-
tol Centre in Landover, Md;
Roosevelt Raceway in Yonkers for
concerts: Gulfstream race track in
Florida for promoter Jack Boyle.

The firm provides security for
trade shows and conventions at the
local Century Plaza Hotel and the
nearby Beverly Wilshire Hotel.

TOP QUALITY

8X10

PRINTS

LITHOGRAPHED ON HEAVY GLOSS STOCK

BLACK & WHITE 8x10s
500 — $28.00 1000 — $42.50

COLOR PRINTS
1000 — $224.00
SEND FOR SAMPLES AND COMPLETE PRICES

ON 8x10s, OTHER SIZE PRINTS,
AND POSTERS

U PICTURES
’ 1867 E. FLORIDA
SPRINGFIELD, MO. 65803

LEON RUSSELL DOES IT
IN THE SUMMIT!

LEON AND MARY RUSSELL CONTINUE
THE SUMMIT SUCCESSES WITH OVER
15,000 ATTENDANCE

THE SUMMT
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THE PLACE TO PLAY IN HOUSTON
CONCERTS ARE PRESENTED IN THE SUMMIT

EXCLUSIVELY BY PACE CONCERTS
A DIVISION OF PACE MANAGEMENT CORPORATION
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. A Springhoard |
- For the Tubes |

LOS ANGELES—The Tubes,

S g

—

A&M rock satire troupe which never
played outside the San Francisco
Bay Area prior to the 1975 Billboard
Talent Forum, credit much of the
success of its two national tours to
exposure before many leading U.S.
talent buyers at the first Talent Fo-

rum.
Rising to the status of $30.000-

per-night headliners in 12 months,
the Tubes were first seen at the 1975
Talent Forum by concert promoters
Ron Delsener of New York. Randy

Levy of Minneapolis and Rick Kaye

of Detroit, among others.

“Before the first Billboard Talent

Forum, a videocassette was the only
sample of the Tubes act we had
available outside San Francisco,”

says co-manager Gary Peterson.
“Without the live exposure at the fo-
rum in front of most A&M staffers
and top promoters it would have
been much harder to get headliner
bookings for the act.”

Mort Moriarty, the other Tubes
co-manager says, “The Talent Fo-
rum is the only opportunity national
promoters have to preview emerging
concert attractions. It was a tre-

mendous springboard for our na-
tional tours.”

Billboard photo by Starr Arning
Tubes vocalist: Fee Waybill in one of
his many guises in the far-out
Tubes show.

Signings

Richie Havens to A&M. . .. Dorsey Burnette,
country star, to Captiol's Beechwood Music for
publishing. . .. Michael Quatro to Motown from
UA. ... Maureen McGovern to Kessler-Grass
Management.

Becky Hobbs and Lewis Anderson to BNB
Management's new Big Heart Music division for
co-publishing of their Harmony & Grits catalog.
... Dell & the Sensations, L.A. reggae band, to
Mike Conner for management. ... Denny
(Dumpy) Rice, writer of Conway Twitty's hit
“There's A Honky-Tonk Angel,” to QCA Records
of Cincinnati.

Byron Berline & Sundance, bluegrass-pop at-
traction, to MCA. .. . Kracker to T.K. Records,
the hot soul label's first rock group. . . . Rita Gra-
ham to Motown. She sang lead on the “Rich
Man, Poor Man" tv theme. .. . Aquarian Dream,
a Norman Connors protege group, to Buddah.

Elliott Randall to Kirshner Records. He is
known primarily for his session work as a guitar-
ist, although he's appeared live with various
groups including the Doobie Brothers. . .. Lisa
Wyeth to P.K.S. Publishing. ... Comedian Alen
Robin to Carrot Records. ... Tawny Godin, the
current Miss America, to BMI. ... Rumpus, a
disco group managed by MCH Productions, to

TK Productions. . .. Moment of Truth to Salsoul
Records. ... Jimmy Angel to Rameses Il Rec:

ords.

David Rogers to Gene Autry's Republic Rec-
ords. . .. Betty Everett and Eddie Russ to Monu-
ment's reactivated Sound Stage 7 label. ...

Steve Ink to Festival Records.

TUBES
RUNAWAYS

Shrine Auditorium, Los Angeles

The main emphasis of the Tubes' live show
May 28 was satire, built on a fast-moving comb-
nation of parodies and choreography, spotlight-
ing lead vocalist Fee Waybill who essentially car-
ried the show.

Material was drawn from the group's recent
A&M album, “Young And Rich" supplemented
by favorites from the first LP. The newer songs
showed a greater depth in terms of vocals and
instrumental variety than the earlier numbers
which relied mainly on lyrical shock-value. Syn-
thesized tonal quality still dominated the music
but it was strengthened by the guitar-vocal in-
put of Bill “Sputnik” Spooner and Roger Steen
being brought more into the foreground.

The visual extravaganza touched all bases,
with attacks ranging from tv game shows to dis-
cos. Waybill's repertoire began with an im-
perious game show MC during “What Do You
Want From Life?”

“Don't Touch Me There,” its effectiveness
heightened by musical strength, was a spoof on
the nostalgia of the '60s, featuring Re Styles’s
debut on lead vocals.

Also taking the lead on a new tune, “Pimp,”
was “Sputnik” Spooner, revealing a smooth,
bluesy vocal style and a fine-edged, tongue-in
cheek humor that nicely contrasted Waybill's
outrageousness.

The highlight of the show, based on audience
response, was the Tubes' parody of the drug cul-
ture popularity of towering “Quay Lude,” a
character personification of the ultimate rock-
idol freak. Appearing out of a rising cylinder (or
tube) on a silver dias, “Quay Lude" launched
into “Stand Up ‘And Shout” coercing the au
dience to do just that. Winding up the show was
a riotous encore featuring a rendition of the fa-
vorite “White Punks On Dope.”

The Runaways opened the show, an all-girl
band delivering hard-rock with all the ferocity of
any band of the opposite persuasion. The suc-
cess of the set was primarily due to novelty.
However, potential was not lacking, so with sea-
soning, this Mercury band could offer much
depth as well as novelty in the future.

STARR ARNING

DARYL HALL & JOHN
OATES
LESLEY DUNCAN
Roxy, Los Angeles

As the Roxy continues to mature into one of
the nation’s most important talent showrooms,
it really ought to do something about its discon-
certing habit of not bringing on the headliners
until 2% hours after the doors open. It is a trib-
ute to the ability of performers like Hall & Oates
that they can pull good vibes out of a muscle-
cramped, hot and smoke-inhaling audience with
their first numbers. But there seems no reason
why any artist should have to overcome that sort
of distraction at the start of a set.

Riding their first monster RCA single, “Sara
Smile," after years of recording, the duo of Daryi
Hall and John Qates exemplify the kind of so-
phisticated, polished rock-pop that is so satis-
fying in artists like Boz Scaggs. Not that the
duo’s sound is particularly similar to Scaggs; it
is a matter of comparable rock freedom within
pop structuredness so that fine melodic hooks
don't get buried in self-indulgent jamming.

Musically, the co-principals and their driving
backup quartet could not be more together.
There are also lots of good stage moves in the
set, though nothing overly contrived.

Tall, lanky Daryl Hall, a David Bowie spiffy
type, used his smooth, flexible voice to great ef-
fect on the majority of vocal leads and was par-
ticuarly impressive on his easy slides to the
falsetto white-soul range. The staging had him
switching effectively between keyboards, strutt-
ing gyrations and an occasional electric mando-
lin fill

Diminutive, moustachioed John Oates, who
writes most of the pair's fine material, held
down a flashy rhythm guitar slot and took his
turns on vocal lead in a pleasant, strong bari-
tone. The hour-long set won a deserved standing
ovation and encore.

The long wait for the stars June 15 was not
particularly helped by the 35-minute Lesley
Duncan opening set. Though also starting later
than necessary, Duncan’s sound amplification
was muffled and indistinct. However, one got
the impression that the tiny, gamine-like Eng-
tish songwriter whose *“Love Song” got wide air-
play as an Elton John album cut, was having dif-
ficulty in carrying a tune.

 TalentInAction

Maybe the MCA artist would have done bet-
ter before a rightfully restiess SRO crowd if
she'd been able to hear herself and her group
properly monitored. NAT FREEDLAND

DIANA ROSS
Palace Theater, New York

Ross began a two-week engagement June 14
with an opening night show that was completely
entrancing. Her music and her magnetism as a
performer made a combination so compelling
that the two-hour evening seemed to pass in a
matter of minutes.

Ross’ singing has already won all the super-
latives the music business has to offer, but her
total command of the audience is even more im-
pressive. She has the ability to hold the stage as
the star and yet stay just one of the crowd, as if
assuming that everybody has, or could have,
some moments in the spotlight in his own life.
This may be the most subtle and effective au-
dience flattery ever seen. It certainly made the
Palace Theater crowd feel fine.

The show was less like a concert than a theat-
rical revue, incorporating elaborate staging,
lighting effect, costumes and the work of three
mimes. The orchestra and the Jones Girls, a vo-
cal trio, were placed on several levels of tiers,
filling up the back and sides of the stage. There
was much visual gimmickry, much of it just for
fun

Ross" first costume was a white fabric that

(Continued on page 45)

HARRAH'’S IN
DUO REPEAT

LOS ANGELES-Frank Sinatra
and John Denver are doing it at
Harrah's Lake Tahoc “one more
time™ Sept. 3-16. The booking is ti-
tled “A September To Remember”
and a special feature is that Sinatra
and Denver will perform onstage to-
gether for two shows nightly Sept.
10-12.

Denver will open solo Sept. 3-9
and Sinatra performs solo Sept. 13-
16. Last August when the pair was
co-billed in separate sets for week
there were 672,412 phone calls for
reservations logged. The pair fol-
lowed with a high-rated tv special
this spring.

L. A. Coliseum
Opens Gates To
Tull & Trower

LOS ANGELES-—The first rock
concert in four years at the 100,000-
capacity Coliseum here will go on
Aug. 15 with Jethro Tull headlining
and Robin Trower guesting. Wolf &
Rissmiller are promoting. A giant tv
screen behind the stage will project
the performance.

Meetings with the L.A. Police
have apparently set ground rules to
avoid repetition of mass drug arrests
that took place in April 1975 at the
adjacent Sports Arena, according to
the promoters and the facility man-
agement.

Shelve Tour Of
Stones; They’ll
Record In July

LOS ANGELES—The Rolling
Stones have officially postponed a
tentative six-stadium U.S. tour this
summer, as forecast in Inside Track
last week. Reason given for the post-
ponement is exhaustion of the group
from its current 36-show European
tour, the Stones’ longest trek since
1969.

The Rolling Stones now plan to
start recording a new album in mid-
July and upon completion play at
least a dozen U S. dates and a debut
tour of Latin America.
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Lesley Gore Back,
Looks To New Fans

By BOB KIRSCH

LOS ANGELES—Remember
Lesley Gore? Most pop music fans
do, for with songs like “It’s My
Party,” “Judy’s Turn To Cry,” “You
Don’t Own Me” and “Maybe I
Know,” the lady ran up an impres-
sive string of top 0 singles in the
early part of the '60s.

And unlike many of the artists
who enjoyed their first taste of suc-
cess at some time other than now,
Gore, even though she has just fin-
ished a new album that pulled down

A&M photo
Lesley Gore: “Comeback” isn't a
dirty word anymore.

a number of strong reviews, is more
than happy to have her audience re-
member her former pop life.

Now on A&M, fresh from an LP
“Call Me By Name” entirely co-
written by herself and Ellen Weston
and produced by Qunicy Jones,
Gore says that “I have a name, but
I'm really starting over and I need to
establish myself again. I don’t think
people really expect to hear the
sound of the ’60s again, but 'm
more than happy to give it to them a
bit when I perform.

“Pll put old songs in my act along
with my new ones,” she says, “and I
will continue to do them until they
are no longer requested. Those songs
may not be me at the moment, but
those songs may be the reason why
some people bought a ticket. And it
will give them a chance to hear some
of my new product.

“A comeback is what I'm doing to
some extent,” she smiles, “and a
comeback is not a negative thing any

more. It’s a very positive thing today.
I think Neil Sedaka helped turn the
negative comeback idea around.”

Still, while Gore is more than
happy to do her old hits, she does
want the listening public to get into
her new things.

“I really hadn’t recorded since
1972 at Mowest.” she says, “and it
was Qunicy, who produced all my
early hits, that got me back. I'd been
spending my time doing a little per-
forming and a lot of writing, mainly
with Ellen Weston.

“Writing is a thing I never really
thought about in the early days, but
I listened to a lot of songs over the
years and eventually thought I'd
give it a try muself.”

There’s more to her entry into
writing than a simple desire to try it,
however. “After 1972 I wasn’t quite
sure about recording again; the
deals I was being offered were okay
but they weren't offering any
growth. So I moved to writing for my
own sanity. The natural extension
was to want to record my own
songs.”

The new LP is an intriguing mix
of pop, show-styled tunes, jazzy fla-
vors and several other elements,
which is already pulling in play on a
number of jazz stations and several
r&h outlets, so Gore admits she is
“in a bit of a quandary as to where to
perform, so we’re going to hold off
for a little bit. I've done a lot of trav-
eling and I don’t mind it once I'm on
the road. But if I had to talk about
preparing to go on the road, | think
I’d break down.”

How much did having monster
hits at 16 and then opting for staying
in high school and later college
rather than starting off on a madcap
road life affect the singer later?

“I don’t think it made much dif-
ference careerwise,” she says. “The
music changed, the British arrived,
hard or acid rock became popular
and the clubs died, so I would have
had to change anyway.

“As far as learning the business
end of things through my early hits, I
guess mistakes were made. But they
were mainly from my own inexpe-
rience. Now, however, | am in total
control of my career. 1 hit so quickly
in the *60s that it was like getting on
a merry-go-round and just being

(Continued on page 47)

BROADWAY MUSICAL REVIEW

“Tuscaloosa’ Revue Moves
Uptown As Major Success

NEW YORK—‘Tuscaloosa’s Call-
ing Me,” a musical revue of life in
New York recently completed its
200th performance at a small off-
Broadway theater, and has been
moved uptown to the more spacious
Westside Theater where its contin-
ues its extended engagement to ca-
pacity houses.

Although revues are not partic-
ularly noted for successful runs in
this city, “Tuscaloosa’s Calling” has
become the exception primarily be-
cause of the novel approach it uti-
lizes. The general tendency to lam-
baste New York is something of a
national past time, and most writers
and producers of revues about New
York approach the subject with the
attitude that if the theme berates the
city then it’s a dead-ringer for suc-
cess. “Tuscaloosa’s Calling” takes
the opposing view.

It is not that the show ignores the

city’s ills. They are all duly noted:
grafitti, singles bars, purse snatchers,
and the lot of the out-of-towner in
the big city. But the approach is one
of whimsey and nostalgia that woos
the audience into liking the city in-
spite of its seemingly endless spate of
social, economical and political
Crises.

The entire thing is done in a
campy, uptempo style by three per-
formers—Len Gochman, Patti Per-
kins and Renny Temple—whose an-
tics are reminiscent of a latter-day
vaudeville show.

“Tuscaloosa’s Calling Me,” is not
great theater, but it is fun theater,
and even if the music is amateurish,
and the songs sound like they were
written for a high school play, the
overall production is entertaining,
and that, presumably is the bottom-
line. RADCLIFFE JOE
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Talent Forum Report

Industry Cooperation Is Keynote Theme Of
Second Talent Forum At the Beverly Hilton

Jerry Weintraub

The abuse of promotional ticket
distribution, an attack on methods
of manufacturer tour support and
the subject of combination lawyer-
managers punctuated the Talent Fo-
rum’s opening keynote session titled
“Working Together Better—Over-
coming The Obstacles To Coopera-
tion In The Talent Business” June 2
at the Beverly Hilton Hotel

Irv Azoff, head of Front Line

Terry Ellis

Management, served as moderator
for the two-hour-plus discussion be-
fore an audience of more than 400
persons. He said that he’s usually
had extremely poor distribution of
promotional tickets because of
abuse by radio stations. The forum
held its high intensity level through-
out its three days of meetings.

Panelist Terry Ellis of Chrysalis
Records agreed with this observa-
tion and added his thoughts on the
inability of promoters and record
companies to agree on anything. He
said the situation overseas is much
better, because people attempt to see
eye to eye.

“In the U.S. we have a situation
where a promoter says he wants to
sell tickets and doesn’t really care
about record sales,” he said.

Jerry Weintraub of Management
[11. another panelist. then asked Ellis
if he didn’t think the tickets should
be distributed by the personal man-
ager. Ellis responded that the duty
lay in the hands to people on the lo-
cal level since they should know
most of the people in their market.

Panelist Artie Mogull, president
of United Artists Records, said his
label spent 6% of its budget last year
on tour support, but finds much of
the money is sometimes channeled

Dan Weiner

By JIM FISHEL

into the wrong directions. He cited
the example of a recent requisition
he signed for 800 tickets to opening
night at Los Angeles’ Universal Am-
phitheater for one of his major acts.

The discussion then turned to dis-
cussing which new acts a label will
back on tours. Panelist Dan Weiner
of Monterey Peninsula Artists, said
record companies usually come to
an agent and tell them which acts
they are going to push.

Ellis said that a record company is
nothing more than a bank, which
gets no interest. Mogull agreed and
added that talent agencies were in-
directly responsible for this idea, be-
cause they ignored the record busi-
ness when it first started to explode
and then created the music business
attorney who then stepped into all
negotiations and took a command-
ing roie.

A personal manager from the Pa-
cific Northwest said he couldn’t un-
derstand why a group would sign an
act and then not promote an album
or put a dime into a tour.

Weintraub responded that tour
support should be written into any
contract between a new artist and a
label. Ellis added that a personal
manager should ask out of such a

Artie Mogull

deal if the label has no tour support
plans.

Attorney David Braun, also a
panelist, said that a recoupment of
funds for tour support is never
planned by a label. He added that a
company should support an act for
at least two albums, if it thinks
enough to sign it in the first place.

“Why sign and then drop them
before giving them a good chance?”
he asked. “Granted, a lot of tour
support money is thrown away, but
it should be offered in order to start
the group moving.”

Mogull said the failure of labels to
promote all of their new acts is
directly credited to the recent period
that “everyone got signing Crazy.

“In the future, we hope to cut back
on the number of new acts we sign
and promote the existing ones in-
stead.” he asserted.

Chet Hansen of Athena Artists
said the time of mass signings is over
and quality should begin to be the
next big thing.

The role of the personal manager
also came up several times during
this seminar. Ellis said many man-
agers don’t really understand the
record business.

Panelist Paul Drew, programming
chief at the RKO Radio chain, said

Paul Drew

Irv Azoff

the major AM stations don’t carry
the weight they used to hold. “FM
stations and smailer AMs are now
more important than they were and

‘are definitely an avenue that man-

agers should now exploit,” he said.
Braun, who serves as manager
and attorney for several key acts,
was asked if he thought a person
could do both jobs ably. He re-
(Continued on page 40)

David Braun

Territorial Rights To Acts a Major Controversial Issue

Three of the most powerful names
in the tzlent industry (Bill Graham,
Frank Barsalona, Dee Anthony)
chaired a session on “Power, Friend-
ship & Ethics” in which the main to-
pic centered on the powerful posi-
tions now handled by super tour
package promoters Jerry Weintraub
and Concerts West.

Graham led off the ‘discussion
with a reference to Weintraub’s ex-
clusive on several buildings, includ-
ing the Chicago Stadium.

“Something like this shouldn’t be
allowed, because if no one else can
use thai facility, then they’ll lose an
act to Weintraub after helping them
to grow ™ he said.

Anthony stated he felt a special
obligation to certain promoters
throughout the country, because
they tock a chance on many of his
acts when they were first starting
out. He said management is a full-
time job and it’s virtually impossible
for a good manager to be into all fac-
ets of tke business (record company
of his own, promoter, etc.).

“Acts just don’t happen in this
business, there are usually some ex-
tremely bad times before they make

WBARSA

Three key talent movers: from left—Dee Anthony, Frank Barsalona and Bill Graham.

it,” he stated. “Peter Frampton took
34 years to get to the top and part of
it had to do with the belief in him by
us, Frank, Jerry Moss and various
promoters.”

Barsalona said it was disheart-
ening that certain promoters won’t

take a chance on any of his newer,
upcoming acts. He said Larry Magid
and Jack Boyle are two promoters
who always use his new acts.
Concerning territorial rights, Gra-
ham said other promoters have a
right to come into this market. In a

www americanradiohistorv com

bemused manner. he said he'd stay
in his own backyard if he had an
agreement for territory from other
promoters.

Promoter Shelly Finkel said it’s
not right for a promoter (with refer-
ence to Weintraub and Concerts

West) to come into all of the markets
with a super tour of 50 dates by a
major artist.

Barsalona said Weintraub is at-
templing to get as many facilities as
he can around the country, which
will then put all promoters in a
stranglehold since they won’t have
access to these key buildings.

“When it reaches that spot, then it
will be too late. since no one will
know how to stop him," he stated.

Promoter Barry Fey also attacked
the super tour concept.

“Let the Weintraub and Concerts
West come, because I'll fight them.”

_he asserted. As an example he cited

the McCartney and Wings date in
Denver.

“I am almost sure they won't sell
out that date, because the same day
the tickets went on sale. I put 50 Red
Rock concert dates on sale through-
out the area.” he said with a proud
smile.

When quizzed on the percentage a
promoter should receive, Anthony
said he was more interested in hav-
ing a good show and helping to
break the particular act, than in his
percent.
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Tour Production:
Fixing Problems
Out On the Road

By PAUL GREIN

The first question put to the Tal-
ent Forum panel on tour production
was, “What should an artist do when
he arrives at a facility and it’s inade-
quate?” The answer, by panelist
Tom Fields of Fields Associates, was
that that should never happen.

“You've either used the facility
before or you've sent a scout to see it.
and you’ve called the promoter to
make sure he’s gotten your rider.”

Later, Fields went on to explain
that tour production problems be-
gan about 1970 when artists started
bypassing indoor halls for outdoor,
high-grossing dates. “First there was
sound, then lighting, then simple
sets and now complex sets. But the
production companies are not get-
ting any more lead time.

“When you only have two to four
weeks after the final go-ahead. you
have to put your crews on overtime,
and you still can’t do the job well. As
artists send out larger and larger
shows, they have to allow more lead
time.”

That thought was seconded when
Bob Bartlett of the National Event
Service security outfit pointed out
the relationship between security
and the sound and lights explosion.

“You don’t want to make the kids
wait outside because setting up the
equipment has the concert hours be-
hind schedule.”

Another panelist. road manager
Patrick Stansfield, said that artists
should control their concerts just like
they control their records. “They
should spend as much money and
care, and deal with the best people
and equipment.”

Apparently they don’t always do
this. According to panelist Steve
Gagne of Fillmore Productions, few
artists actually listen (o their presen-
tation from the audience standpoint.
“Bands should check on the sound
system by listening to the opening
act, or by having independent arbi-
trators listening to the show.” Sev-
eral panelists felt that family roadies
shouldn't make crucial sound and
lighting decisions.

Sound levels are largely at the di-
rection of the artist, but only in an
indirect way. Gagne pointed out
that often artists want complex
monitors onstage so they can repro-
duce in a live setting the acoustic en-
vironment of the studio. And sound
crews are only too happy to oblige
because complex equipment setups

Talent Forum Report

Experts discussing how to get a show working on the road from the left: Steve Gagne, Tom Fields, David Furano,
Patrick Stansfield, Marshall Gelfand and Bob Barnes.

give them job security. The problem
is that with the monitors onstage
blasting away. the sound system on
the sides of the stage must be large to
overpower them. “The sound com-
pany is at the mercy of the artist. The

artist could easily say. ‘Put half of

thatequipment back in the truck””

David Furano, panel chairman,
indicated that “If an act didn’t take
bids every time it went on tour. it
could build a relationship with a
sound company, large or small, that
it could grow with.”

Other comments brought out that
while the top touring attractions are
hard rock. power and loudness need
not be synonymous. Many of those
who yell “louder™ at a concert are
young, while older fans in the au-

dience quietly endure the pain and
VOW never lo come again.

Stansfield made the point that
good department heads mean a
good tour, and that personnel selec-
tion is the first thing an artist has to
do after deciding on a tour.

Gagne reiterated this when he
said that the quality of the sound at
the concert has a lot to do with the
skill of the personnel. “Great sound
systems can sound disastrous, while
15-year-old systems can be made to
sound respectable.”

Tour accountant Marshal Gel-
fand. also on the panel, stressed that
when an act is on the road for 40-50
days with 20-25 people it’s impor-
tant o have the tour manager check
hotel bills to make sure that no per-
sonal expenses are charged to the

College Promotions a Booming
But Difficult $500 Mil Market

In opening the Talent Forum ses-
sion on the college market, Jim
Fishel, Billboard college editor,
noted that in a recent survey of 31
booking agents there was unani-
mous preference for working with
professional promoters rather than
with students in promoting college
dates.

Soon after, the two booking
agents on the panel demonstrated
their agreement. Dick Waterman of
Avalon Productions explained that
he prefers dealing with a profes-
sional promoter because “students
leave, but you know the professional
will still be in business.”

Mike Martineu of Gemini Artists
said that in a lot of cases an agent
really has to go with an outside pro-
moter. “You'd really need to if you
‘had a difficult act. The Earth, Wind
& Fire tour in 1975, for example,
was 100 complex for students. Some
schools are okay, but professional
promoters do it 52 weeks a year.”

Barbara Hubbard of New Mexico
State Univ. made the point that
since outside promoters are taking
over the big shows, schools should
become a proving ground for newer
talent.

“Why compete?” was the way
Diane Annala of the Univ. of Cali-
fornia at San Diego put it. “Few
schools have stadiums, so we should
be looking for in-between acts or
new groups.”

Chairman Fishel felt that schools
should try “more experimental pro-
gramming rather than settling for
second pick rock acts.” He said only
campuses can afford to try new
things, and singled out Georgia
Dentel of Grinnell College in Iowa
as a champion innovator. “Grinnell
was the first college to book the Jef-
ferson Airplane, and Herbie Han-

Collegiate market panel: from left—Mike Martineau, Ed Micone, Dick Waterman, Jim Fishel, Diane Annalon, Barbara
Hubbard, Rob Wunderlich and Jeff Dubin.

cock has helped them get a lot of jazz
acts.”

Jeff Dubin of the Univ. of Califor-
nia at Berkeley, who went on to win
the award as college talent buyer of
the year, brought up an alternative
to the use of outside promoters.
*Schools should have full-time staff
members to train student talent buy-
ers who turn over every year or two,
and help them build contacts with
agencies.

*“Most schools,” Dubin continued,
“couldn’t afford to do this, but it
would solve the problem of a lack of
professionalism on the part of the
students. Also the only way we can
get a headliner act at the present
time, outside of co-promoting with a
professional promoter, is to take an
unknown act and trust that he’ll re-
turn to us when he breaks big.

“But the problem is in a couple of

years the talent buyer he dealt with
will be gone. The artist won't have
loyalty to a school, but he would to
an ongoing full-time staff member.”

Diane Annala said that one way
schools could get better acts would
be to use block booking. *“It’s very
big in the East and the Midwest, but
other areas should organize better.”
New Mexico’s Barbara Hubbard re-
sponded that in the West it’s difficult
to block book. “It’s so geographi-
cally spread out that if an act won't
travel more than 500 miles between
dates, you can wind up with only 20
miles to spare.”

Martineu made the point that
while a good agent will bring up all
the key points of negotiation, a stu-
dent buyer should never assume
anything. “If he doesn’t bring up
sound and lights, it’s up to you to
ask.”

www.americanradiohistorv.com

Representing record labels on the
eight-member panel, Rob Wunder-

lich, A&M’s college director, stressed
that “there are 12 million college stu-

dents, and in the next two weeks 60%.

of them will buy a record. If a show
is successful on Friday night, you're
going to be selling records on Satur-
day morning.”

Fishel brought out that A&M is
one of four major labels that cur-
rently has a full-time college mer-
chandising director. The others he
cited were Debbie Newman at CBS,
Gunther Hower at Atlantic and Rick
Asuroff at RCA.

The most staggering statistic of the
session came from Diane Annala,
who said that a recent report pegs
the colleges as a $500 million mar-
ket. That’s a hefty chunk of a $2 bil-
lion industry.

tour. If they are. they should be sub-
tracted from the person's next per
diem.

Asked what fair market salaries
are for roadies, Fields explained that
part-time help is more expensive
than crew members traveling with
the band. He also emphasized that
salaries are usually weekly rather
than per show, and that averages
would run from $200 to $500 plus
travel expenses and a per diem for
food. If union crews are used, the top
would be $750.

Stansfield added that with an act
that hasn’t broken, you naturally
work for less. “You can work for
years for a band for peanuts, and if
they make it, hopefully there will be
profit-sharing.”

Question:
Who's To Get
Act, Clubs
Or Concerts?

One of the more spirited discus-
sions at the Talent Forum was a ses-
sion entitled “Who Gets The Act?”
where various promoters and club
owners debated the merits of one an-
other’s role in breaking a new act.

Moderating the panel was Chuck
Morris of Ebbets Field, who said he
vehemently disagrees with people
who think that new acts don’t break
on the road, especially in a club set-
ting.

“Live broadcasts, the attention
paid an opening act and the intimate
setting in a club are all key factors in
breaking a new act,” he said.

Fred Taylor of Paul’s Mall/The
Jazz Workshop, said there is
presently a straddle situation be-
tween concert venues and clubs. Ac-
cording to him, certain acts will not
play his clubs, because they’d much
prefer playing concerts.

“Whether it’s egos or agency im-
age or whatever, there’s almost al-
ways a resistance to clubs—instead
of doing what's best for the group,”
he asserted. “At our clubs, we have
begun a new graduation policy,
where we graduate groups from suc-
cess in our clubs to the promotion of
them in larger halls.”

Panelists Jonathan Coffino of Co-
lumbia Records and Mike Klenfres
of Arista Records said their com-
panies feel strongly about a mixture
of both. As examples, Coffino
pointed out tours of Bruce Spring-
steen and Willie Nelson, where each
played a mixture of club dates and
concert appearances.

(Continued on page 40)
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Nightzlubs—most of them, at
least—are suffering troubled times.

A Talznt Forum workshop men-
tored by Doug Weston. operator of
the Los Angeles Troubadour, saw an
audience of club owners, agents,
personal managers and even a
couple cf lawyers reaching accord.
At least 20 participants said things
are cons derably tougher these days
than in the past. even a mere 18
months ago.

Westan dominated the session.

“The >asic question about a club
is simplz" said he. “Is it making
money?

“Does the club operate as a
neceded function of a community? Is
it successful in helping develop new
acts?”

Westcn answered his own ques-
tions blantly. He said the Trouba-
dour is struggling. The price of acts
has riser appreciably. club employes
are beir g paid more, record com-
panies ro longer spend big money
promoti g one of their act’s engage-
ments and movie and tv and a my-
riad of sports events consistently
chip awzy for the entertainment dol-
lar. No >ne contested Weston's ob-
Servatioss.

“Nor can we book a group for a
full week as we did in the ’60s.”
Weston noted. “Two or three nights

Concept Concerts An Answer To

Producers of concerts would do
well to nvest in a “vehicle” rather
than in big-name recording artists,
Richard Nader told a Talent Forum
session.

Nade-, who produced more than
20 “Rodck ’n’ Roll Revival™ shows at
Madisoa Square Garden in New
York aad on the road, points out
that comcept packaging has a “built-
in resid 1al value” that can be mar-
keted over and over without tremen-
dously Tluctuating costs. When he
started the Revival, “the Coasters

Talent Forum Report

Blue Skies Darken For Club Ops

Things Ain’t What They Used To Be In Niteries

is now about all we can get. That
means new setups in the club. new
publicity. more radio spots—more
expenses all around for the nitery
operator.”

Weston disclosed that he paid
three-year insurance premiums of
83,500 a few years back. “Today the
premium is $9,000 a year. That's typ-
ical of what's happening these days.
Overhead—the nut—is constantly es-
calating.”

Discos brought about several im-
passioned speeches from members
of the audience. Most agreed that
there have always been places were
canned music prevails; one man dis-
closed that he regards discos as valu-
able inasmuch as disco disks are
creating a number of new acts. some
of which he has booked in his club
successfully. None of the partici-
pants appeared irate that discos may
be siphoning off partronage of clubs
employing live entertainment.

Record companies.took a beating
from a half-dozen workshop attend-

By DAVE DEXTER JR.

Doug Westo

ees. “Thay promise to support their
acts in a club but you can’t depend
on then to follow through,” onz
man warned. All in attendance, and
perhaps a third of the audience was
comprised of women, bemoaned thz

By CLAUDE HALL

were happy if they were making
$500 a night.” Chuck Berry was
earning about $2.000 in sporadic
concerts. By “investing in a vehicle
rather than an individual artist, [
wasn’t packaging Chuck Berry, I
was packaging an event.”

Later, he mentioned that his
budget for a Revival would be
$25.000, with another $12,000 to
$15.000 invested in adverusing and
promotion. “So, when | hit $90,000
gross at Madison Square Garden,
I'm in the chips.”

Frampton Humbly Praises
Those Who Gave Him Help

One o the more ususual addresses
of the Telent Forum was the keynote
artist address by A&M recording
artist Pezer Frampton, In the course
of his st ort speech, the soft-spoken
rock stan talked about gaining confi-
dence a: an artist—through the aid
given him by promoters, his agent,

Peter Frampton

his marager and his record com-
pany.

“l neser expected anything like
this would ever happen to me (refer-

ring to his huge record sales and live
appearance success during the past
year), and it sure hasn't been this
way forever,” he said. “I'm more
pleased that it didn’t happen after
one record, because [ wouldn’t have
been able to be a star from the be-
ginning.”

He told how he had been in three
successful groups, but nothing really
began to happen until Humble Pie
signed with Dee Anthony and Ban-
dana management. Frampton said
the confidence shown by Jerry Moss
and A&M Records played a key role
in his newfound success.

“I've always been a slow-mover,
climbing one rung of the success lad-
der at a time and that’s helped me
greatly because it’s helped me to de-
velop my confidence,” he stated. “In
fact. this is the first time I've ever ap-
peared before so many people with-
out a guitar.”

According to Frampton, it took
him four years and five solo albums
before things began to happen.

“I played for a lot of different pro-
moters and many of them lost
money on me in the beginning,” he
said. “I’ve never been a wheeler-
dealer businessman, so my success
has been because of the experienced
peopie around me.”

At this point, Frampton intro-
duced his manager Dee Anthony,
who told the audience that most of
his artist’s success is attributed to his
musical ability and personality.

The Garden was a partner in ev-
erything he promoted there, hesaid

He assured the audience that they
could abo “find ltle nuggets like
this” in heir-own market.

His “Mew York Latin Music Fest -
val” was such a nugget. He had re-
searchec the city well and found that
Latin music was booming in small
nightclubs all over town. At first, the
Garden was reluctant to present a.
Latin music show; then, a big ster
cancelled and there was an opening.
Nader lined up acts like Tito Puente,

Larry Magid

Quentin Perry

www.americanradiohistorv.com

change in labels’ attitude in the last
18 months. Until the 1974 economic
recession struck virtually every disk-
ery generously budgeted money for
promoting their acts in clubs.

Weston. an affable and skillful
leader of the discussion, repeatedly
referred to the '60s as a period in
which things were good “for all of
us—but we are all in a far more un-
stable world these days and our
work 1s precarious.”

So many men and women took
the floor, in orderly, well-mannered
fashion. that identification was im-
possible. One flatly said he rolonger
worked through agents to buy talent.
“I get better, faster results b)'/ going
to the act’s manager. or to the act.
The longer you are in business the
more shortcuts one learns to adopt.
An agent with 67 singers ard bands
to book is impossible to deal with.”

In the audience were several per-

Stars’ $%

Ray Barreto and others—the “same
uys who were playing in nightclubs
for $14-$50 a night” and built a
show as a concept. “It wasn’t music
that we were putting into the Gar-
den, but nationialism.” The festival
grossed a reported $117,000.

His “Disco Dance Party” cost
$9,250 for artists and drew 14,000 at
$8.50 a ticket and was a winner in
the Garden.

Unfortunately, when he tried to
take such concepts on the road, he
usually lost money (he has since
filed for bankruptcy on behalf of
himself and four of his firms). At this
point speaking frankly he detailed
some of his pitfalls. Personally, he
wasn’t going to do any show where
he had to promote the event via long
distance phone. Also, he thought
that he hadn’t researched his market
well enough prior to promoting such
events as the “Disco Dance Party” at
the Forum in Los Angeles. “How did
I know Los Angeles is still concert-
prone. that people don’t dance
here?”

He also urged that promoters be
well-financed. He said that he spent
half of his time in the past shopping
for money.

But promoters can find “ruggets”
in their own markets, he savs. “How
about an event for the rfootball
widow, line up a Janis lan and a Joni
Mitchell?”” He also mentioned the
possibility of children’s concerts,
pointing out that children would
drag along their parents in many
cases.

He said that he’s not interested in
promoting a show by Elton John.
“And you don’t need Kiss to have a
Halloween Party. Throw midnight
shows that are the place to be, not
artist shows that become the thing to
Seeri

In his speech, which lasted an
hour, Nader paid tribute more than
once to Frank Barsalona of Premier
Talent, “for the grassroots education
1 got from him.”

But Nader said that upon seeing
that the artist was going to be “the
absolute power source,” he started
his concept shows. “I’'m simply not
interested in working ‘for’ the artists
or letting his manager dictate how
much I’m going to earn on my own
money.”

sonal managers, all cager to inquire
of nitery bosses why they don’t at
least occasionally buy unknown
acts. acts which don’t make records
but which are showmanly, musical
and successful in their home bail-
wick.

Weston, backed by a covey of col-
leagues, replied that club owners
have all tried capable acts which
haven’t as yet made disks but. except
in rare instances, they do not draw
patronage no matter how superb
their act is. “Get on records,” he ad-
vised the frustrated but hopeful
managers. “Without a label an act
has nowhere to go.”

The session ran almost two hours.
Those who were present plainly en-
joyed the interchange of problems
and possible solutions. But, this
year, little optimism was evident.

“About two years ago,” said
Weston, “most of the nation’s night-
club operators met in Denver for ses-

sions a lot like this one. Tonight I see
only two or three of those persons in
this gathering. That should tell you
all something about the nightclub
business today.”
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Canadians Warm To
U.S. Entertainment

“The fact that there are more
guards along the 4,000-mile Cana-
dian-American border and that
identification is now required to
cross into Canada is only due to the
upcoming Olympics in Montreal,”
explained Mel Shaw. president of
the Canadian Academy of Record-
ing Arts and Sciences. “Americans
are still a good part of the Canadian
entertainment market,” he told a
seminar on “Working With The Ca-
nadian Talent Market.”

“Fourteen of the top 20 television
shows in Canada last year, or 70%,
were American-made. And Canada
last year grossed $54 million on
films, with $10 million brought in by
‘Jaws’ alone. In 1975, for the first
time, Canada beat out England,
Germany and France to become the
No. 1 foreign market for U.S. films.

“The Canadian record and tape
industry rose to the $130 million
mark, based on distributors’ selling
prices. This is an increase of $15 mil-
lion from 1974 to 1975. And of this
business, 70% goes to American
product.”

The head of the Canadian equiva-
lent of NARAS explained that, “on
Canadian AM and FM radio. 70%
of the airplay goes to American and
British artists in every market except
French-speaking Quebec. Toronto,
the biggest English-speaking city in
Canada, has a couple of major sta-
tions, as do Montreal and Van-
couver. And while a lot of the 70% of
the airplay goes to British acts, in
most cases they hit in Canada only
after their American successes. So
the Bay City Rollers were aired in
Canada only after they got hot in the
us.

“Major venues spent $10 million
in 1975 on concert attractions, with
most of those being British and
American artists. The top venues
playing these dates were the Maple
Leaf Gardens in Toronto. the Fo-
rum in Montreal, Vancouver PN.E.,
and the Winnipeg Arena.

Contract Negotiations

The “Contract Negotiations And
The Entertainment Attorney” Tal-
ent Forum Seminar was a series of
three mock negotiations between
artist and record company, artist
and agent, and artist and promoter.

The cast of players were Califor-
nia attorneys Greg Fishbach (artist),
Elliot Schaum (record company),
Michael Shapiro (artist). Owen
Sloane (agent), Jay Cooper (artist),
and Dan Moss (promoter). Al
Schlesinger was chairman with El-
liot Hoffman of New York giving
commentary.

The first negotiation involved a
new group which had already com-
pleted a recording contract asking
for an additional and complete
$50,000 tour support budget without
which it felt it couldn’t survive.

The record company responded
saying that the request was “in char-
acter” reasonable but “obviously it’s
a question of money.” The record
company already assumed substan-
tial economic risks with a new artist
and requests for additional funds
compound these risks. The record
company suggested the act tour on
the money which was already part of
the initial contract package but the
act responded that was unreason-
able.

“Basically,” responded the record
company, “we are not in the support
business but in the business of sell-

“Colleges continue,” said Shaw,
“to be a major part of the Canadian
concert scene, with $10 million
budgeted annually on music stars.
The top-booking colleges are the
Univ. of Toronto. and Waterloo in
Kitchner and McMaster in Ham-
ilton, two schools within 150 miles of
Toronto.

Mel Shaw

“The top promoters are Donald
K. Donald in Montreal and C.P.L. in
Toronto, who have presented the
likes of Frank Sinatra, the Rolling
Stones, the Who, Elton John and
Kiss. The top booking agents—all in
Toronto, the major music market—
are the Music Shop, Concept and
the Agency.

“The impact of Canadian music is
being widely felt as Canadian acts
emerge internationally. These in-
clude Gordon Lightfoot, Bachman-
Turner Overdrive, Paul Anka, Andy
Kim and Terry Jacks (all of whom
had No. | American singlesin 1974),
as well as the Guess Who, Anne
Murray, the Stampeders, April
Wine. Gino Vannelli and Heart.”

*“Americans,” Shaw concluded,
“are well thought of, and Canada is
still worth millions to the U.S.”

ing records.” The group countered
that the record company makes a
substantial amount of profit from
the sale of records and it’s to its ad-
vantage to have them out touring
since they are both trying to accom-
plish the same thing, i.e., sell records.

The record company agreed that

Talent Forum Report

Concert promoters discussing their specialty include fr

e = e

om the left—Steve Glantz, Irv Zuckerman, John Bauer, David

Forest, Jim Koplik, Gary Perkins and Randy Levy.

A Break For ‘Small’ Promoters

‘We’re All Getting Our Chance,’ Fun Exec Declares

“For years there have been four or
five or six big promoters, but now
we’re all getting our chance.” David
Forest of Los Angeles’ Fun Produc-
tions said in opening a Talent Fo-
rum panel on concert promotion.

“Managers and agents are re-
maining loyal to promoters who
took chances on their acts when they
were just breaking.”

Gary Perkins, head of another
L.A. promotion firm, Pacific Presen-
tations, said the key to his success
was in breaking acts and developing
secondary markets and new facil-
ities. “We also used to have exclu-
sives on facilities, which we have
dropped with a few exceptions, and
exclusives on acts’ tours, which we
have dropped completely.”

Steve Glanz of Glanz Productions
made the point that “a major pro-
moter can blame the act if the con-
cert flops, but a promoter just start-
ing out will himself be blamed.”
Glanz agreed on the importance of
breaking an unknown act, “both be-
cause larger acts will take notice, and
because you’ll get the act back after
it hits.”

Other important steps to break

into the majors, according to Glanz,
are keeping an eye on the market,
promoting vigorously, and paying
acts fairly—even to the point of giv-
ing bonuses for outstanding per-
formances.

Irv Zuckerman of Continental
Enterprises said that “Forming,
building and keeping relationships™
is the key. “You don’t know where
anyone else will be tomorrow. Be
personal with everyone you come
across. Stick with them and they’ll
stick with you.”

Panelist Randy Levy of Schon
Productions emphasized the impor-
tance of direct involvement in show
production. “It just seems that the
shows go better when I get on thé
streets and hand out the handbills
myself.”

Asked when you know to get out
of the business, Forest replied,
“Most promoters can’t survive if
they lose money six times in a row
unless they have financial backing.
You know within a year whether or
not you’re going to make it.”

Jim Koplik of Cornucopia Pro-
motions felt that it is a “different
business” than when he was starting

out. “Then there were more open
markets and the stakes were less.
Around $7,500 was the top price an
act asked for, and 10,000 was the top
seating capacity. | started out in
1968 with $2.500 of bar mitzvah
money. Today, that would cover the
food rider.”

Another change was brought up
by John Bauer of the Bauer Concert
Co. “An artist doesn’t need five AM
hit singles any more to break big and
the new promoters realize that.”

The debate got intense when For-
est indicated that many promoters
today are branching out into tour di-
rection, management and record
production. “You can’t always make
a living from concert promotion 52
weeks a year,” Forest explained.

Sitting in the audience, Jeff Wald.
husband and manager of Helen
Reddy, fired back, “Why do pro-
moters and managers think they’re
interchangeable? Promoters only
know concerts, and there’s a lot more
to managing than that.”

Another change indicated by the
panel was the increasing trend of
MOR acts to use contemporary pro-

(Continued on page 40)

Dramatized By Lawyers’ Panel

By JIM McCULLAUGH

if support money can come from no
other source it, in some instances,
would finance a tour—only if it’s a
limited one, with routing approval,
and with the record company han-
dling most details in order to min-
imize costs.

“The record company could come

up with a figure that was reason-
able,” said Schaum, “and that we
could justify.” It was stressed that
both parties should keep in mind the
economic realities of the other in the
negotiation.

Said Hoffman, “Tour support is
important. Unless a group is out gig-

ging, it’s going to have a hard time
surviving. What wasn’t said was that
if the act scores, the record company
will make a lot of money. They can
also lose a lot of money. Sometimes
you can approach it by saying that |
want a whopping big royalty when I
(Continued on page 40)

Attorneys participating in mock negotiations inciude from left—Michael Shapiro, Owen Sloane, Dan Moss, Jay Cooper, Al Schlesinger, Elliott Hoffman,
Greg Fishbach and Elliot Schaum,
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A close pérsonal relationship with
all parties involved, not spreading
themselves thin, and personal follow
through sum up the thrust of Wolf &
Rissmiller’s successtul concert pro-
motion philosophy as detailed at
their Talent Forum workshop.

“Weonly do as many shows,” said
Jim Rissmiller. “as we can person-
ally handle ourselves and stay on top

Steve Wolf

Canadian Tax Complexity Clarified By Graeme Waymark

There is still a great deal of confu-
sion about the tax situation when
U.S. acts go up into Canada and
when Canadian acts come into the
US., uaccording to Canadian ac-
countant Graeme Waymark, Way-
mark, Reid & Co. whose firm has re-
ceived in excess of 330 phone calls in
the past several months from per-
plexed promoters, managers, acts,
and evzn atlorneys.

“The major problem.” said Way-

Talent Forum Report
Keep Promotions Personalized, Wolf & Rissmiller Warn

Danger Of ‘Spreading Thin’ Stressed

of. We don't believe in going around
the country and spreading ourselves
too thin. We really belicve the only
way to do a show successfully is to do
the shows you can concentrate on
from beginning to end yourseif.

“The personal service aspect of
doing a concert is perhaps the most
important thing to us. Not only with
the group, obviously, but going into
a town like L.A. or San Dicgo or
Tucson of wherever the relation-
ships we have with the building,
with the radio station, with the news-
papers, and so forth are extremely
important because we always have a
need to recut radio sports or update
radio spots, change ads at the last
minute and so forth.

“If you don’t have a good per-
sonal relationship with those people
you don't get the job done when you
need it.”

The concert promoter’s job is that
much easier with good relationships,
Rissmiller added. and the artist con-
sequently comes off that much bet-
ter.

As an example. he cited a recent
benefit concert the team had set up
for a political candidate that didn't
do well but the newspaper lowered
its advertising rate and the building
kicked in $850 in order to help out
the cause.

“That wouldn’t have happened if
we didn’t have the relationship,” he

mark. speaking at the tail end of the
Talent Forum’s legal seminar. “is
that no one in the US. or Canada
appears fully knowledgeable about
the initial revenue rulings that came
out of the IRS in July 1974 or what
the interpretations of those rulings
are in either country at the present
lime.

“What is the situation in Canada?
Basically Canada has become just
like any other country in the world.

said, “It’s a town we go into often, we
know the people. we care about
them and they feel the same way
about us. In the long run, believe
me, the act will benefit.”

Said Steve Wolf, “1 think it’s ob-
vious that a promoter can get an act
because of the personal service he
provides. They money or percentage
we pay an act is the same as any
other promoter so the difference be-
tween us and another promoting
company would be our ideas and
that’s what the group comes to us
for, what they consider to be our re-
gional expertise, our relationship
with halls and radio stations, and the
fact we follow through on all details
ourselves and don’t get bogged
down in red tape.”

Fielding questions regarding ad-
vertising from the audience. Wolf
pointed out that their general rule of
thumb is 10% of the gross is ade-
quate for advertising for concerts in
the middle or $20.000 to $60.000
range in medium size cities.

That formula is thrown oft by
enormous grosses as well as small
grosses. It can also be thrown off in
cities where advertising is very ex-
pensive as in L.A,

Rissmiller added that you can
never be totally “righton™ about ad-
vertising but it's important also to be
flexible and be able to go to the
manager or agent and get more ad-

If you want to travel 1o Canada. you
will be subject to taxation as you
would if you traveled abroad.”

Waymark explained that the with-
holding tax has been enforced for
the past 1% years and the reason it’s
misunderstood is that many acts had
come across the border freely in pre-
vious years and didn't have to worry
about it.

“What is the tax?' continued
Waymark. “It’s acwally a with-

vertising dollars if need be—again
the personal relationship.

“We also.” continued Rissmiller,
“never count on the record company

to do the advertising for us. Of

course, most of them will help any-
way the can but their normal record
or group promoting is never totally
enough to sell a show.” Right now
radio gives them their greatest return
for promotional dollar.”

Regarding percentages, Wolf said
all the talent on a program usually
ends up with 50%-60% of the gross
with halls getting no more than 15%
and extras like staff, sound and light
getting roughly 10%-15%. That
leaves the promoter with about 10%.

With respect to cancellations, the
team said they cancel only as a last
recourse and find that moving to a
smaller hall might be the best rem-
edy if ticket sales are anemic. Nor-
mally Wolf & Rissmiller keep a thor-
ough record of an act’s previous day-
to-day ticket sales and are able to
make statistical comparisons for
similar type shows as an indicator.

It was stressed that it’s best for all
parties concerned if everyone con-
cerned knows a concert is not going
over as far up front as possible.

Wolf admitted that there are a lot
of political and business reasons in
opening act selections.

“In reality,” said Wolf, “agencies,

holding tax and not a natural tax lia-
blility.”

There are two major areas of con-
cern, the accountant contends;
namely, liability and withholding.
“The Tax Treaty between the U.S.
and Canada rules on the eventual li-
ability of tax,” he said, “basically
speaking. Whether or not you are
eventually liable is something you
will have to determine by consult-
aing your own attorneys or Cana-
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Five successes from left—lvy Bauer, Natalie Neilson, Marcia Day, Claire Rothman and Carol Sidlow.

Heated Debate On Hot Topics Marks All-Femme Panel Session

Although a half hour was occu-
pied at the start of the session with
the particular problems that a
woman faces today in the talent
business and heated debate broke
out sparadically over the entire two-
hour panel, *Women In The Talent
Busine:s”—there was a lot of good
information also provided.

For instance, Carol Sidlo of the
William Morris Agency said she
firmly believes that clubs can break
acts. And she handles a lot of clubs,
including the Roxy in Los Angeles.
“But it's difficult to convince acts to
play these clubs when they might
come back from a tour of clubs with
a $20,000 loss.

It was mentioned here there’s
strong need for label support behind
new artists to enable them to per-
form in clubs without losing money.

However. right after moderator
Connie Pappas of John Reid Enter-
prises in the U.S.. announced. |
want to let you know up front that
this isn’t a women’s lib type of panel.

www.americanradiohistorv.com

We're not out here to picket any-
thing,” the fireworks started.

“I think a lot of people have mis-
conceptions about women in the
music business in general.” Sidlo
said. "'l don’t think that every oppor-
tunity is afforded 1o women at every
level of business. You have to prove

managers and record companies
have a lot to say in this matter even
though ideally we would like to have
as compatible a situation ds pos-
sible.”

The team said its largest mistake
might have been presenting two in-
compatible acts at an outdoor con-
cert but that’s a situation they try not

to create.

Jim Rissmiller

dian tax accountants. Whether or
not you have to withhold. that comes
under the actual provisions of the
Income Tax Act in Canada as it does
in any other income tax act.

“If you want to come into Canada,
you will have tax withheld,” Way-
mark emphasized. “but the tax with-
held will not come out of your own
pocket in most cases. There are very
few instances where an act will come

(Continued on page 40)

Moderator Connie Pappas

yourself. You have to be better than
your male counterparts.”

Much the same feeling was ex-
pressed at various times by other
panel members such as Marsha Day.,
manager of Seals & Crofts: Claire
Rothman, director of booking for
the Los Angeles Forum; Naztalie

(Continued on page 41)
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Talent Forum Report

Agree On Increasing Importance Of TV Promotions
And There Are 2 Ways To Tour—Stone

Television advertising and ap-
pearances can be an invaluable aid
in buildgng an artist. And act should
never be signed unless someone at
the label has seen that act perform.
and a label should be prepared to
help put the act on the road. It is not
always necessary (o see an artist be-
fore signing the artist. Clubs can be
as good for an artist as concerts.

These were some of the varying
opinions offered at the “Building
The Act On Tour™ Talent Forum
Session chaired by Frank Mancini
of RCA artist relations.

Talking about the way to spend
money on the road. Butch Stone.
manager of Black Oak Arkansas,
said there are "two ways to tour. You
can spend $12.000 a night on things
like lighting. or you can put that
money into new talent. We have al-
ways liked taking newer acts with
us.”

Mel Shaw. manager of the
Stampeders. spoke from the au-
dience and thanked Stone for the
help he gave his group when the
band toured together, pointing out
that Stone was very kind in letting
the Stampeders know what au-
diences enjoyed what kinds of mu-
sic.

Mancini answered a question by

Butch Stone

saying that he was an advocate of

putting money into the lesser popu-
lated areas as well as the big cities.
“You can impress people in smaller
towns as well as you can in the
cities.” he said.

Mancini also said an act should be
seen by a label before being signed.

Shelly Cooper

By BOB KIRSCH

but Jeff Wald, manager of Helen
Reddy. disagreed.

“Helen was signed to Capitol
without being seen or heard.” Wald
said. “I didn’tdo a tap dance. I think
my enthusiasm came through and
the label was willing 10 take a
chance. Labels have taken the place
of the movies in building stars.”

Jerry Sharell. artist relations exec-
utive with Elektra/Asylum. said that
in the past year. almost every new
act signed by the label offered exact
figures of what they felt they would
need to start out. and added “that a
label should be prepared to spend a
good deal of money before signing
anybody to a contract.”

As for the use of tv. Wald pointed
out that rules are changing. and that
tv and nightspots like Las Vegas can,
in many instances. be good foran act
these days. “Every artist is different.
Up until recently. 10% of the arusts
appearing on tv were wasted. Three
years ago we put the Eagles. Cheech
& Chong and the Pointer Sisters on
Helen's show. and it helped expose
those acts to a different audience.

“Tv ads can be invaluable if done

Stan Plesser

right. Look at Capitol’s campaign on
the Beach Boys and Motown's
Temptations campaign. You have
got 1o keep exposing contemporary
acts.”

Stan Plesser of Good Karma Pro-
ductions said he used to “hate tv. but
then I analyzed it. Kids are not as

Jerry Sharell

acutely aware of the vanous sound
problems as we are. and I now think
tv is the greatest sales tool we have.
People watch tv for information and
it becomes believable to them.”

Wald added that Reddy did “I
Am Woman” 19 times on network
tv in four months before it broke.
and he is positive this exposure was a
major help.

Shelly Cooper. Warner Bros. ad-
vertising director. said that “for tv to
be successful. you must have repeti-
ton. And you must be prepared to
spend the money to offer that repeti-
tion. Unless you can spend that
money, it’s silly to advertise on v at
all.”

Moving to a discussion on clubs,
Paul Colby, owner of the Other End,
explained that the days of an artist
coming in for six days and doing two
shows a night were over. adding that
he has now gone to a split week.
“You have to change with the
times.” he said.

Tom Wilson of Concept 376 sum-
med up the feelings of many when
he said that “The music business has
become a big money business. and
some people have had trouble ad-
justing. But I think we have more
real professionals in the business
than ever before.”

Jeff Wald

Publicity More Complex Than Most Performers Realize
Motown Label Cited For Effectiveness

At the beginning of the Talent Fo-
rum session on publicity, Judy Pay-
nter of Columbia defined the duties
of a publicist as, “seeking out free
advertising space in editorial fea-
tures such as news stories, interviews
and reviews.” The obvious question
this poses is if a label’s publicity de-
partment can do all that, why would
an artist need to retain an outside
firm?

Bob Levinson of Levinson Associ-
ates paid Motown tribute by saying,

Bob Jones

“Motown has always built artists
from a career standpoint. Diana
Ross is a classic case of intelligent
pr”

Bob Jones of Motown, also on the
panel, acknowledged that Motown
has retained the services of outside
publicists over the years to fill in the
gaps of its own coverage. While
Jones said that “private publicity
firms don’t service the total minority
media.” he related thatin the case of
breaking the Jackson 5 the label
had the minority press in its corner
and only needed the metropolitan
daily press to effect a crossover.

“That’s what's made Motown dif-
ferent—we deal with all media. We
knew we were selling the Jackson
5 records to all consumers, but we
weren’t getling everyone to come
and see them. With some help we
turned them from a black act only to
being America’s No. | teenage idols.
and something for the Osmond Bros.
1o copy.”

The case for outside publicists was
made by Joan Bullard of MCA
when she said. “record company
publicists only handie records, while
outside firms handle television and
movies and everything” Norman
Winter, chairman of the panel.
agreed, saying, “pr firms maintain

the stature of the artist in between
LPs and 45s.”

“Record companies are out to sell
records,” said Levinson, “but more
must be done.” Private publicists are
better staffed, so they can do a bet-
ter. more individualized job. A new
artist won't get any say in his pr ap-
proach at a label because it’s too de-
partmentalized.”

Levinson explained that the way

Paul Block
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he operates is to “consider the artist’s
career objectives and contribute to
them.” Paul Bloch of Rogers &
Cowan said that he “sits down with
an artist and tells him what to expect
inan interview.” He then sends out a
press kit consisting of 10 or 11 fea-
ture stories. a bio. two black and
white photos and a color trans-
parency. Grelun Landon of RCA
added that if an act is on tour, he’ll
direct the regional offices to assist in
any way possible.

On the matter of money, Levinson
said “very little will be spent on ex-
ploitation unless the artist proves
that he can return the investment.
Once he starts returning the invest-
ment, the label figures that he no
longer needs the push and pulls
back. This,” according to Levinson,
“can cost the artist up to 400.000 al-
bums.”

Jones gave a first-hand look into
record company dealings when he
described Motown's weekly product
meetings. “At these meetings we de-
cide which records we'll go with and
which we feel less strong about. If we
feel we have a winner. we’ll go all the
way with it. But if it isn’t in the
grooves, forget it.”

This drew fire from audience

member Steve Gold of Far Produc-
tions, who said the label shouldn’
sign an act if it doesn’t intend to sup-
port it wholeheartedly. Someone
else from the audience suggested
that the staff meeting should take
place before the signing, and if the
company doesn’t believe in an act, it
shouldn’t take him. Norm Winter re-
sponded that you can like an act
without liking every cut on every al-
bum it puts out.

(Continued on page 42)

Norman Winter
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Talent Forum Report

‘Sharing the Dollar Fairly’ Opens a Tall Can Of Worms

Delsener Presides At Seminar Involving Ethics

Methods of getting a new act on
tour, the high costs.of renting certain
concert halls and the “conflict of in-
terest” problem that is now arising
with radio station concert promo-
tions, were all key topics in the
“Sharing The Dollar Fairly” Talent

“On a $130,000 concert gross. the
Garden collects $30.000 rent on a
weekend date,” Cohen said.

Manager Irv Azoff asked Jim Ap-
pell of the Garden why the Garden

agreed with his opinion.

Roberts said that a larger agency
that signs an artist for representation
in all areas should subsidize it in the
beginning.

How to work together draws together eight experts. From left—Tom Ross, Steve
Metz, Howard Rose and Joe Cohen.

Forum seminar. Moderator Ron
Delsener offered some personal in-
sights into concert promotion to get
the ball rolling.

He said a concert gross should be
shared fairly with the “first dollar
going (¢ theact and the second to the
promoter.” Tickets are worth what
people will pay for them, but we at-
tempt to keep the prices down, he
stated.

“In some halls like Madison
Square Garden and the Los Angeles
Forum that are private facilities, the
rent is much higher, but they always
do the job right for the promoter,”
he asserted.

Joe Cohen, manager of Madison
Square Garden and panel member,
agreed with Delsener about the job
and explained that his hall and the
Forum do not get a tax break like
other fecilities, including the Nassau
Colisevm.

charges $10,000 to record a new al-
bum and Cohen fielded the ques-
tion. He responded that the hall tries
to make back money to continue
paying off its huge building costs.

Cohen also said the Garden has a
special multi-date fee in effect dur-
ing the summer months (o encour-
age business. When a group plays
three dates or more, it gets a reduced
rate to secure the hall.

On another subject, panelist Elliot
Roberts of Lookout Management
said that there is usually very little
tour support given to new artists. For
this reason, he said he pushes his
new acts to sign with smatiler book-
ing agencies that can give them spe-
cialized attention.

Bob Regehr, of Warner Bros. Rec-
ords’ artist relations said a new act
usually does much better on tour,
than with selling records in the be-
ginning. Azoff and Roberts both dis-

just pick your head up and keep
plugging away. because otherwise
you better get out of the business,”
he stated.

Panelist Steve Metz of the Beacon

concerned the entry by radio sta-
tions into the concert promotien
field. Promoter Larry Magid said he
found it to be a conflict of interest.
Delsener and several others agreed
with this concern and Delsener sum-
med up his feetings when he stated:
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Additional panelists include from left—Jules Belkin, Elliot Roberts, Ron Delsener and Bob Regehr.

Panelist Tom Ross of Inter-
nationa! Creative Management said
that many times his agency defers
commission or helps fund a new act,
just to get them off the ground. He
said he thought it unfair that people
looked at the booking agency as a
bankroll.

Frank Barsalona of Premier Tal-
ent said he wouldn’t mind becoming
involved with subsidizing his newer
acts, if he could also be involved in
royalties, publishing and other ben-
efits to the manager and act.

Delsener showed great honesty
and commitment at the seminar by
giving advice to many upcoming,
young promoters. He told one pro-
moter who was not given a return
date after playing the act as a new-
comer, that the same thing has hap-
pened to him.

“When things like this happen,

Theater complimented Delsener on
his professional approach to the
business and explained that Delse-
ner takes care of business like very
few other promoters.

The subject of clubs also arose
during this meeting and panelist
Jules Belkin, Cleveland-based pro-
moter, said there is still a great need
for clubs in breaking new artists.

A promoter from the San Fran-
cisco-Bay area said he is thriving in
an area associated with Bill Gra-
ham, because he took a chance on
booking new acts and it paid off.

“In the beginning you have to
take a chance on newcomers, as well
as constantly knocking on agency
doors, because there are always new
agents who are looking to make their
mark just like you,” he asserted.

One of the more touchy subjects

Label Help Vital To Breaking a New Artist

A Talent Forum workshop on
personal management conducted by
Dee Anthony of Bandana manage-
ment, Wew York, was crammed with
people desiring to learn the fine-
points of breaking a new artist. An-
thony was very accommodating.

He said the breaking of a new art-
ist is not an overnight occurrence
and cited two of his artists as exam-
ples, Peter Frampton and Gary
Wright.

Anthony explained the impor-
tance of a personal manager work-
ing with the artist’s record company.

“[ think that the tour support a la-
bel gives should be enough to
launch them,” he stated. “The big
thing now at companies is deciding
who gets the support money.”

When quizzed about the impor-
tance of stage theatrics, Anthony
threw the question to Frank Barsa-
lona of Premier Talent, the agency
for all Bandana acts. Barsalona said
there’s a danger in using too many
specia effects.

*Meny times a group is totally de-
pendent on these effects and his per-
formance is done away with,” he
stated.

Managers Spark a Workshop

A member of the audience said
that there are a lot of people who at-
tend for the gimmickry rather than
the music.

Promoter Ron Delsener disputed
this and said that a group still needs
a hit song to make it in concert, re-
gardless of theatrics.

Concerning the breaking of an
artist, Anthony expressed the neces-
sity of a personal manager, talent
agency and record company all
working together.

“One of the reasons that Gary
Wright finally began to break is that
Warner Bros. Records saw progress,
so it began to help subsidize him,”
he stated. “They did this for the six
months it took to firmly establish
him and it helped break him.”

Another member of an audience
said it's necessary for a manager to
take advantage of every positive fac-
tor of his particular act.

If you develop a group properly,
then agents and record companies
will seek you out, according to An-
thony.

One of the artists he gave as an ex-
ample was singer Peter Lemongello,
who financed his own record and tv
commercials with the aid of several
backers and was consequently
signed by Private Stock Records.

When negotiating a contract. it’s
necessary to ask the record company
for tour support, Anthony said.

One of the most interesting parts
of the workshop was when Randy
Nauert. manager of Larry Groce, ex-
plained his methods for breaking
that artist. He said they recorded
“Junk Food Junkie” for $600 and
then released it themselves after ev-
ery company passed on it.

“We just kept plugging away and
it must have worked. because Larry
now records for Warner Bros. and is
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booked by William Morris.” he said.

Anthony congratulated Nauert on
this approach and persistence. He
also otfered his own thoughts on
personal management: “If you don’t
love what you're doing, then you
better find another business, be-
cause personal management has
some trying times.”

Steve Leber, co-manager of Ae-
rosmith and several other acts, said
his company (Leber-Krebs) loaned
money to all of the acts when they
were beginning.

“David (Krebs) and I had a phi-
losophy that all of the money should
be reinvested back into the com-
pany,” he stated. “It’s necessary to
sponsor your groups in the begin-
ning until they become established
and you can recoup your loss.”

He said it’s not necessary to have
much capital in the beginning if the
cards are played properly.

“We started with around $13,000
and kept parlaying it,” he asserted.
“It wasn’t until very recently that we
finally began to turn a profit on Ae-
rosmith.”

“I don’t mind a radio station becom-
ing involved in helping to promote a
show, but it should have no financial
interest in that show.”

Ross said several times stations
have threatened to pull a group’s
records from the playlist, unless the

station was given a concert date. He &

said he viewed those maneuvers as
“blackmail.”

Dick Waterman of Avalon Pro-
ductions said the power in the live
talent business lies in the hands of
the artists and nobody should forget
this.

They have control over everything
and once they reach a superstar
status, they can do what they please,
he stated.

“If a promoter doesn’t like some-
thing they are doing, it’s too bad, be-
cause all they'll do is move to an-
other promoter,” he said.

Dee Anthony
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Alex Cooley

Question:

® Continued from page 34

Promoter Alex Cooley, also a pan-
elist, said a good, valid club act is not
always a potential concert act.

Fellow panelist Alex Hodges of
the Paragon Agency said an act can
become a club act forever if it plays
that circuit too long.

One of the better exchanges of
ideas took place when panelist Barry
Fey, Denver-based promoter, asked
the club owners 1f they thought they
should get the new acts for concert
dates, when they’ve grown to be
headliners.

Cooley and several others said
they felt acts should remain loyal to
club owners as well as promoters.

Panelist Larry Magid said clubs
are no longer the lifeblood of new
acts and if an act plays his Bijou
Cafe more than twice before moving
onto concerts, “then something’s
wrong.”

Chet Hansen of Athena Artists
said it was “very sad” that the indus-
iy fails to recognize the pyramid
process.

Graeme Waymark Clarifies

Talent Forum Report

Fred Bolander

“People seem to overlook that you
need new acts at the bottom on the
way up to balance the business.” he
said. “Sometimes these acts are over-
looked completely by everyone.”

Michael Epstein of My Father’s
Place chimed in that many good acts
are never developed properly, be-
cause they do it too quickly.

Promoter Quentin Perry, a panel-
ist, said there are no real clubs for
upcoming black performers, con-
sequently these acts have to gain ex-
posure through third billing on a
concert promotion.

Another discussion which gained
momentum was the subject on how
much money a club can pay an act
for an engagement. The talent buyer
for the Agora in Cleveland said he
was tired of bookers constantly “try-
ing to nickle and dime” him.

Ways for a new promoter to break
into the business were also dis-
cussed. A young female promoter
from Tacoma, Wash,, inquired how
she can get through to the talent
agencies and was instructed to pur-

Canadian Tax Problems

® Countinued from page 37
up into Canada and will have to pay
a double tax to Canada.

“The tax you have to pay in Can-
ada is going to be a reduction of the
tax you pay in the U.S. Some people
argue that might impair cash flow
and it does if you are a medium act
or an act on the way down.

“Why? Because in that situation
you might not be paying much in the
way of instaliments in the US. so
therefore if you have to start paying
what is, in effect, another install-
ment tax in Canada, it’s a tax you
wouldn’t have to pay in the U.S.
right then and there. And until you
get tax back from Canada you will
have a cash flow problem but that’s
the same no matter what country
you go into outside of the US.”

Waymark pointed out that if most
small acts going into Canada contact
the right people such as Canadian
promoters to look after the situation,
they will end up paying a very small
withholding tax from engagements.

“It’s the large acts.” he said. “that
are causing the problems. They are
taking one look at the situation in
Canada, consulting their managers
and attorneys, and saying to pro-
moters in Canada that they will play
for the same amount they played for
last year plus whatever the increase
is in the cost of living plus that 15%
or whatever it is you have in Can-
ada. Well, that’s crazy.”

“Because if the managers and at-
torneys looked at it properly. they
would find that the large acts who
are paying the maximum tax any-
way in the U.S. and who are paying

their proper installments are not go-
ing to be in any worse position be-
cause they are going to take that
amount of tax they pay in Canada
and take a foreign tax credit on it in
the US.”

Waymark also pointed out that
the Tax Treaty is reciprocal and un-
fortunately the tax situation for Ca-
nadian acts coming into the U.S.
presents “10 times the problems.”

The accountant advised small
groups coming into Canada who
really can’t afford any professional
advice to first consult the nightclub
or booking agent or promoter or
whomever they are dealing with and
make arrangments through him or
his accountants and lawyers to make
representation to the tax department
which usually takes an average of 30
minutes.

“The tax offices in Vancouver,”
he said, “are less than a mile from
where you are playing. You go and
list all your expenses, file a notice of
waiver, and those expenses are then
deducted from your gross and you
pay income tax on the net and the
tax then is 15% which usually works
out to a small amount.

“If you are back East in Ontario,
for example, it's a little bit more dif-
ficult because the Canadian tax au-
thorities have a different attitude
there at the moment. Different in
that you have to make representa-
tion through a professional and not
do it yourself. In the Western prov-
inces you can probably do it yourself
but even the Eastern situation. I be-
lieve, will become more free in the
months to come.”

Alex Hodges

sue new bands which need the expo-
sure and upcoming promoters who
should take a chance on them.
Paragon’s Hodges said a new pro-
moter definitely deserves a shot,
even though many agents don't like
to take a chance on a.newcomer.
“After a new promoter develops a
track record by breaking the ice with
one good promotion, then the word
will spread like wildfire to other

Jonathan Loffino

David Tarlton

Who Gets the Act, Nightclubs Or

agencies who will call that pro-
moter,” he stated.

Fey asserted if a new promoter
treats an upcoming band in the
proper manner, then that person can
grow with the act.

“A new promoter should defi-
nitely pursue newer groups, because
if you get access to a top act, then
chances are that several major pro-

Mike Klenfner

Concerts?

moters have passed on the act for
some reason,” he stated.

Promoter-manager David Forrest
said he sees why so many new pro-
moters are growing disheartened,
since they take a shot and build new
acts and then lose them.

Morris said that’s not always true
and there’s a lot more loyalty in the
business than people give credit for.

Lawyers Dramatize Their Negotiations

® Conitinued from page 36

scor¢ and don’t really want that
much in my hands now. [ want the
shot to make it big and right now just
give me enough money to take care
of me. A group that starts with the
large request will wind up settling
for lower points.”

During the second negotiation, a
new artist requested a $50,000 ad-
vance from an agent as well as an
opportunity to tour with a super-
group and a film. The agent re-
sponded, “We are not in the business
of financing acts. Those types of
large requests are unreasonable. We
will provide the type of services we
are strong in, public relations and
promotional efforts, as well as secur-
ing engagements. Naturally, if the
act becomes big so can the demands.
We are not saying we won’t put you
out on tour or get engagements, but
we are not ready at the outset for
those types of demands. We will put
together a long-range plan for you.”

The agent added that he would
have no objection to a provision
that, in effect, would allow the group
to get out of the contract if certain
objectives haven’t been reached
within a specified amount of time.

Said Hoffman, “At some point the
agent should have said 1 really dig
that group and I have faith in them.
They can make it and I am prepared
to do anything reasonable to show
my faith. And if they don’t make it |
will be the last one to hang onto
them. Likewise, faith has to come
from the act based on the agent’s
track record. This type of negotia-
tion can be a loveless marriage with-
out faith.

“Also, an agent really needs the
luxury of telling an act not to do cer-
tain things. An act should expect
that. If the act does all right so will
the agentand if the act doesn’t score,
it should have the right to say let me

Credits

Written by Jim Fishel, Paul Grein,
Jim McCullaugh, Dave Dexter Jr..
Claude Hall, Bob Kirsch. Edited by
Eliot Tiegel. Photos by Sam Emer-
son. Art direction: Bernie Rollins.
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go. I know of very few agents who
wouldn’t admit that the chemistry
was wrong and that maybe the act
should find another agent that
might be better.”

The third negotiation involved the
increasing importance of the rider in
contracts between artists and pro-
moters. “The riders have come into
being for three reasons and deal
with three essential problems.” said
Cooper. “Career and business as-
pects as well as the comfort of the
artist.” It was generally agreed that
riders do deal with legitimate
requests—like vegetarian food if the
group is vegetarian—but other
requests border on the absurd.

Moss said, “The promoter, in most
instances, is not looking to make a
killing and neither is he looking to
get killed. There comes a point when
the manager/act can only ask for so
much. The rider is becoming as im-
portant to a promoter these days as
making a profit.”

For example, Moss pointed out,

some promoters need 60-90 days to
market a concert properly but some

riders restrict advertising the group
30 days prior to the gig.

Said Cooper, “Acts can cancel
and will when all provisions of the
rider are not complied with and
where promoters have failed most
often is in the career aspects. For ex-
ample, failing to provide an ade-
quate sound system which can im-
peril an act’s status.”

Commented Hoffman, “You can’t
fool around with the career aspects
of the rider. If you spend a day or
two touring with a group and ob-
serving their life style you will notice
that certain requests which appear
capricious or ego-oriented on the
surface are really necessary to get
them through.

“It’s not the easiest way to make a
living. Don’t forget some acts might
not come back to you. Overall, I
would stress the security aspects of
the nder. That’s no joke. If an act
doesn’t feel you have provided the
best possible security it can walk out
That’s a nasty clause but one a pro-
moter has to be extremely aware of.”

Urge Cooperative Effort

® Continued from page 33

sponded that he hates having an art-
1st without a manager, because he
cannot do both jobs completely un-
der this circumstance.

“I can’t possibly stay up all night
talking to an artist as a personal
manager, when | have to get up early
the next morning for my law prac-
tice,” he stated. “A manager is usu-
ally not privy to certain personal
problems that a lawyer is, so that’s

why the combination works so well
together.”

Azoff concurred with this view:
“Each artist should decide the
makeup of the team that’s best for
him.”

Claire Rothman of the Los An-
geles Forum said the public is being
alienated at concerts by the number
of good seats being held aside for
press use—sometimes the number
hits several hundred.

Talent Promoters Panel

® Continued from page 36

moters. “Rock’n’roll acts give us our
basic. successful one-night shows
right now,” Forest explained, “but
an Olivia Newton-John is just like a
rock act in her needs. Her music just
isn’t rock’n’roll.”

The conversation became heated
again when Irv Azoff. head of Front
Line Management, said from the
floor, “The artist put us where we

are, and the final say on who opens
the show should be the artist’s, not
the promoter’s.”” Promoter Glanz on
the panel replied, “The Eagles have
the freedom. but lesser acts need to
have their shows balanced with acts
who will draw more people.”

“Promoters shouldn’t dictate.”
said Azoff. “No,” Glanz responded,
“but promoters do know their mar-
ket and what will and won’t draw.”
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Nat Freedland, Billboard Talent Forum Director, and concert impresario Bill
Graham host the awards presentation.

Talent Forum Report

Peter Frampton with his breakout
artist of the year accolade.

|

“htl 1

Members of Fleetwood Mac accept their award as the top breakthrough act.

Concert Of Year: Oakland’s ’'Day On Green’
Awards Dinner 1976 Forum Highlight

There can be no doubt what the
registrants at the Talent Forum
thought was the top concert event of
the past year. It was. by all odds. the
August 1975 “Day On The Green”
at Oakland Stadium.

Peter Frampton and Fleetwood
Mac, who were featured in that
show, were the breakout acts of the
year at the Forum’s awards dinner,
while the show’s promoter Bill Gra-
ham, Frampton’s personal manager
Dee Anthony, and booking agents
Frank Barsalona and Tom Ross also
won in their calegories.

In presenting the award to
Frampton for breakout solo artist
of the year, Graham, who emceed
for the second year in a row,
quipped: “The key to the success of
the ‘Frampton Comes Alive’ album
was no! so much the talent or musi-
cianship of the arust: it’s that the
recording was made using my au-

dience.” In accepting the award
Frampton noted: “The most diffi-
cult thing in my life was addressing
the Talent Forum yesterday; the
most enjoyable is this moment.”

Later Graham accepted his sec-
ond straight concert promoter of the
year award by saying: “If it weren’t
for this business, | couldn’t have one
one hundredth of what 1 have.” The
award was presented by Ron Delse-
ner, who shared the award with Gra-
ham last year, and graciously noted,
“He is the best, and that goes for me
00.”

Dee Anthony of Bandana Produc-
tions accepted as personal manager
of the year by saying, “Old man-
agers never die—they go on to man-
age the No. | rock artist in the

Eagles members Randy Meisner and Don Henley accept the group’s
award as top talent attraction of the year.

All-Femme Panel Session

® Continued from page 37

Neilson, manager of Graham Cen-
tral Stztion: and lvy Bauer, partner
in John Bauer Concert Co.

Many of the women on the panel
also pointed out that men had
helped them early in their careers by
having faith in their abilities. Day
points to the fact that six months af-
ter being turned down for a job in
the music business because she was a
woman, she met Seals and Croft,
then performing in a howlihg alley.

She felt that women are blessed with
strong intuitive powers that are ex-
tremely advantageous in the music
business.

“I think you’ll find business rela-
tionships existing longer and being
more productive because we are
women.” she said.

Patricia Steward, who operates
Balcony Hall in Phoenix. asked
when someone books an act and the
record company says it'll support it.
do vou need a written guarantee?
Bauerreplied that “anvthing thev do

world,” a tip of the hat to client
Frampton. Frank Barsalona of Pre-
mier, who booked not only Framp-
ton into the “Day On The Green,”
but also Robin Trower, Dave Mason
and Gary Wright, was named inde-
pendent booking agent of the year.
The top agent on staff was Tom Ross
of ICM, who booked Fleetwood
Mac into the date.

At the beginning of the awards
dinner, Graham announced a deal
concluded at the Talent Forum be-
tween Frampton’s agent and man-
ager and promoter Larry Magid that
would lead to “the largest number of
people (105,000} in a securable facil-
ity in the history of entertainment.”

Later Magid stepped to the po-
dium to accept an award as night-

isextra advertising” but that she def-
initely doesn’t depend on them.

Sound systems in clubs came up
for discussion and Neilson said she
“hired our own sound system’ in the
early days of Graham Central Sta-
tion *“to augment” the sound systems
of the clubs that the group was per-
forming in. Later, in objection 1o a
statement from the audience about
lack of quality of groups in clubs,
she pointed out that “working in
clubs™ gives an act polish.

Rothman said in another discus-
sion at the question and answer free-
for-all that the recent wave of base-
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club operator of the year in a smaller
market for the Bijou in Philadelphia.
He tied with repeat winner Chuck
Morris who has operated Ebbets
Field in Denver for the past four
years. Nightclub operator of the year
in Los Angeles or New York, mar-
kets getting massive media coverage,
was Elmer Valentine of the Roxy in
LA

Magid was also mentioned in the
acceptance remarks of Claire Roth-
man, facility manager of the year for
the Los Angeles Forum, as one of
the men responsible for her “bap-
tism in the concert world.”

Artist relations executive of the
year was Mike Klenfner of red-hot
Arista. Tying for honors as top pub-
licist were Bob Levinson of Levin-

son Associates and Carole Strauss of
New York. Entertainment attorney
of the year was L.A’s Al Schlesinger.
The top talent buyer for hotels
was Stuart Allen, who succeeded 1n
wooing Neil Diamond to the Alad-
din Theater for the Performing Arts
Theatre in Las Vegas for five shows
next month. Talent buyer for fairs
and parks was Sonny Anderson of
Disneyland, while Jeff Dubin of the
Univ. of California at Berkeley won
the award as college talent buyer.
For the first time this year, the
Talent Forum gave awards to per-
forming artists as well as behind-
the-scenes professionals. The top
prize for talent attraction of the year
went to the Eagles, for being, as Gra-
ham put it, “great songwriters, great
singers and great performers.” The
award was accepted by group mem-
bers Don Henley and Randy Meis-

ner.

Al Schlesinger accepts the award as top attorney from Jay Cooper.

Claire Rothman accepts as top facility operator from Bill Graham.

ball fields booking acts hurts be-
cause, with that kind of enormous
exposure. it's difficult to calculate
when it’s wise to bring the act back
into the market.

About hiring women. Neilson said
she is now training a woman road
manager and that she'd worn three
hats and one of them had been that
of a road manager.

Steve Gold. a personal manager,
spoke up about husbands -inter-
ferring with women artists. No
sooner would a female manager
build a female act than they would
get married and the husband would
take over management.

Said Day: “I would also hesitate
to manage a female . . . women have
not been programmed to think ca-
reer first and family second, as have
men.” She said that every case is dif-
ferent, but when you're building an
act you want to know it's going to be
a “‘long marriage. It takes five, six. or
seven years to develop that talent
from day one.”

Rothman said that the music busi-
ness is “my life style as well as my
work™: she pointed out that the mu-
sic business is a ““destructive kind of
career for a marriage. but it's just as
destructive on the male side.”
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Artist/producer Al Kooper queries a
panel trom the floor.

Talent Forum Report \

Charles Peterson, National Assn. of

Orchestra Leaders president, dis-

cusses his organization during a
luncheon meeting.

in the audience.

Fred Taylor, Boston nightclub
owner, makes a serious point.

Personal manager Steve Gold makes a healthy comment.

S v

Publicists Grelun Landon (above left) and Bob Levinson confer.

Lee Zhito (left) Billboard's editor/pub-
lisher, addresses the opening session,

Joan Bullard

Judy Paynter

The Complexities Of Publicity Mulled

® Continued from page 38

All panelists agreed that the days
of the big, expensive press party
blasts are over. Most publicists today
are considerably more down to
earth. Joan Bullard said that MCA
charges promoters for albums if the

label has already serviced local press
and radio. Bullard also mentioned
that if an MCA act has a private
publicist, it is considered primarily
his job to meet the artist’s pr require-
ments.

And Winter wants an independ-

ent organization like the RIAA to
put together a master calendar of
events scheduled in New York, Los
Angeles and Chicago "so our dates
don’t overlap, and we all get the
most mileage out of what we’re
doing.”

Building An Act Most Popular
Subject With Forum Attendees

Should a new act on its way up
headline at clubs and smaller halls
or open tours in larger facilities for
established, big-name stars?

This was one. of the interesting
questions discussed at the Talent
Forum, with pros and cons of both
approaches knocked around at al-
most every session.

One point that everyone seemed
to agree on was that going the club
route offers a young act a betier
chance to sharpen his skills before
he gets mass exposure. Doug Weston
of the Troubadour mentioned that
“most acts today go the opening act
route, but they’ll have greater lon-
gevity if, by playing clubs, they’re
proficient when they get their
break.”

Concert promoter Alex Cooley
brought out that “a lot of acts feel
they can run before they can walk,
and walk before they can crawl.” El-
liot Roberts of Lookout Manage-
ment said that a new act should try
out in clubs, and not attemipt some-
thing he can’t do, “like opening a
tour for Joni Mitchell.”” Ron Delse-
ner, New York promoter, talked of
putting on an unknown act “unan-
nounced and unnoticed” as an
opening act at Madison Square Gar-
den. “He thought it was the greatest
thing—he kissed me—but I knew it
hurt him.”

Another plus for clubs is that an
act playing in an intimate environ-

Geoff Taylor, Australian concert
promoter, in a pensive mood.
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ment makes more of an impression
on his audience than an opener in a
large stadium who is often ignored
or missed. Stan Plesser of Good
Karma Productions indicated that
“you can create an explosion at
clubs you can’t create anywhere else.
You can reach out and touch your
audience” Another Forum regis-
trant mentioned that “most acts who
open for headliners at concerts are
like Christians in the lion’s den.”

Paul Colby of the Other End
nighiclub in New York said that
club attractions get more press atten-
tion than second or third-billed
arena acts. “In a club a reviewer has
more than one day to come and see
an act. Also, concert openers get
one-liner reviews while a club act
usually gets more space.”

Other participants added that the
fact that a club act is in town for a
week means he’ll be able to meet
more industry contacts in press and
radio than would a concert opener in
town for one night. It also means
that a club owner has only one act to
promote a week, while a major con-
cert facility has a new event every
night or two.

Jack Globenfelt, manager of the
Nassau Coliseum in New York, in-
dicated that “some acts play smaller
halls because it suits their image.”
Others do it because they look good
selling out two shows, whereas in a
bigger facility the house would be
half-empty. And others just come
across better in a theater.”

These reasons, plus the fact that a
club act can get additional exposure
from live broadcasts which are
sometimes aired, sum up the advan-
tages of starting out in clubs.

Managers of bigger facilities
stressed the benefits of appearing in
large halls. “Okay, so Olympia Sta-
dium isn’t a finely-tuned symphony
shell,” said manager Art Whalen in
response to a question about the
acoustics in that'16,000-seater.

“But the talent of the engineer and
the flexibility of the sound system
can take care of that. Besides, a con-
cert is a happening. The camping
out in the parking lot is part of the
fun.”

Globenfelt of Nassau agreed that

the atmosphere at a concert is an
added dimension missing from a
club appearance. “It’s not the envi-
ronment for Tony Bennett or a folk
act, but, as in the case of the Wings
show, all the people present add to
the excitement.”

Steve Gold of Far Out Manage-
ment remarked that opening on a
tour an act at least gets to use the
headliner’s sound system. “Most
clubs,” he added. ““don’t have decent
sound.” Jeff Wald, Helen Reddy’s
husband and manager. agreed, say-
ing, “Clubs are dying because an act
can earn more in one night in a
larger hall with perfect sound and
no eating and drinking.”

“It all depends on the act,” ob-
served Connie Pappas, vice presi-
dent of John Reid Enterprises. “An
act with a large entourage or lots of
equipment, or an act traveling from
a foreign country can play a club,
but to do it he’ll lose money.”

Apparently at all but the largest
venues acts stand to make money.
Ron Delsener noted that “with
rental ahd service charges, venues
like the Forum and Madison Square
Garden get nearly 50% of the gross.
Acts make less at facilities like this
than in smaller arenas in cities like
Greensboro, but they make up for it
in press coverage.”

While some participants felt that
the vastness of a major facility
would make an undeveloped open-
ing act less vulnerable than he
would be in a more intimate club
setting, Joe Cohen, manager of
Madison Square Garden, saw it
somewhat differently. “If an act is
seasoned, if he’s ready, if he’s good
enough. he can advance his career
tremendously by opening for a
headliner. Look at Lynyrd Skynyrd
on the Who tour. But if he’s not
ready, it will be disastrous for him.”

If an opening act is compatible
with the headliners and if he gets ad-
equate promotion, he can, according
to the Talent Forum registrants, use
second-billed slots on major venue
shows as his ticket to stardom. For
acts with big sounds and expansive
presentations, in fact, going this
route affords the only setting that
complements the performance.
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Talent Forum Report
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Manager Jeff Wald (top) comments from the audience. A go- Bob Seger, Detroit rocker, (top) packs the hall for Capitol. A
tol at the Talent Forum while David Forest of Fun Productions rilla (above) is brought on by eoncert promoter Ron Delse- singing telegram from ‘‘Western Onion'’ (above) delivered to
(above) speaks from the floor as well as during his panel. ner to add an extra punch to his panel. Norman Winter at the start of the publicity panel is another

touch of zaniness.

Eppy Epstein, Long Istand nightclub operator, makes his views heard. Jim Appell of Madison Square Garden talks about facility fees.

The Runaways: much-talked-about teenage girl hard-rock
group shows what the excitement is about.
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Talent Forum Report

Top left—Jerry Moss (left), A&M Records president, and Bob
Garcia, the label's artist relations director, prepare to enter a
session.

Top from left: Denny Rosencrantz, Phonogram/Mercury West
Coast director; Bill Wardlow, Billboard charts chief, and Steve
Leber, co-manager :of Aerosmith and other top acts, get to-

gether at the Talent Forum's opening reception. . X .
Above—Clive Davis (left), Arista Records president, and Frank

Barsalona, Premier Talent president, observe a Talent Forum

Right—Ron Anton (left) BMI West Coast head and publisher
session.

Rick Landy talk at the reception.
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lrv Azoff, president of Front Line Management; Jack Globenfelt, manager of Nassau County Coliseum; and Dan Wei- Barry Fey (left), Denver-based promoter and guitarist Tommy
nar, co-principal of Monterey Peninsula Artists, confer. Bolin, whom he manages.

Shelley Cooper, advertising director; Bob Regehr, artist relations vice president; Vero-
nica Brice, publicist.

Bandana Productions.
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A Personal Thank
You from K-tel to all
our Friends in the Industry
Around the World Who
Helped Make K-tel the Suc-
cess Story of the Record Indus-
try. To Our Customers Without
Whose Efforts K-tel Could
Not Exist, a Most Warm Ap-
preciation for Everything.

JAL SCQTTIS
DURITES ||



www.americanradiohistory.com

UNITED STATES

K-TEL INTERNATIONAL, INC.
11311 K-tel Drive

Minnetonka, Minnesota 55343
Mickey Elfenbein, Vice President
Telephone: (612) 932-4000

CANADA

K-TEL INTERNATIONAL, LTD.
6665 St. James Street, West

Montreal, Quebec H4B 1V3

Jack Korenstein, Executive Vice President
Telephone: (514) 487-2382

1670 Inkster Boulevard

Winnipeg, Manitoba R2X 2W8

Morley Myren, General Sales Manager
Telephone: (204) 633-8860

NEW ZEALAND

246 Queen Street

P.O. Box 2191

Auckland 1

Diana Creighton, General Manager
Telephone: 371-166

SWITZERLAND

K-TEL INTERNATIONAL AG
Laurenzgasse 5

8035 Zurich

Victor Cordani, General Manager
Telephone: 01/60 50 50

I BRAZIL
iy . | K-TEL DO BRASIL COMERCIAL
p LTDA.
‘ L =, o Rua Tobias do Amaral, 46
g3 : Cosme Velho — Rio de Janeiro — RJ
.— : : David Catlin, Diretor Geral

Telephone: 225-7110

JAPAN
K-TEL INTERNATIONAL (JAPAN)

LTD.

Nihombashi Building

1-2-8 Nihombashi

Tokyo 103

Shogo Ishii, General Manager
Telephone: 03 274-4391

T FRANCE

K-TEL INTERNATIONAL (FRANCE)
ET CIE.

42-44 rue Lamarck

75018 Paris

Mark Rosenfield, Directeur General
| Telephone: 076-41-99

K-TEL INTERNATIONAL (N.Z.) LTD.

UNITED KINGDOM
K-TEL INTERNATIONAL (UK) LTD.

K-tel House

620 Western Avenue

London W.3.

lan Howard, Managing Director
Telephone: 01 992-8000

WEST GERMANY

K-TEL INTERNATIONAL GMBH
6000 Frankfurt am Main (Riederwald) — 63
Schlitzer Strasse 4-8

Garry Kieves, General Manager
Telephone: (611) 41 01 91 |

IRELAND

K-TEL INTERNATIONAL (IRL.) LTD.
66 Dame Street

Dublin 2

Brendan Harvey, General Manager
Telephone: 686 339

AUSTRIA

K-TEL INTERNATIONAL GESMBH
Schulgasse 13

A 1180 Wien-Vienna

Wolfgang Simon, General Manager
Telephone: 222 42 26 6 2

DENMARK
K-TEL INTERNATIONAL (DENMARK)

APS.

Jonstrupvej 228

Postbox 5

! 2750 Ballerup

i Erik Adelkrone, General Manager
Telephone: 02 65 12 42

HOLLAND

K-TEL INTERNATIONAL
HOLLAND) B.V. |
ude Schipholweg 885

Boesingheliede

Haarlem |

Carol Foster, General Manager

Telephone: 02505-683 or 474

AUSTRALIA
K-TEL INTERNATIONAL (AUST.)

LTD.

46 Pyrmont Bridge Road

Post Office Box 121

Pyrmont 2009, N.S.W.

Ken McDonald, General Manager
Telephone: 660-6496

The above K-tel companies wish to thank everyone in the industry for
believing that success is a word that begins with K-tel. Thank you from
the K-tel family of international companies.
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Profits Upturn Pace
Worldwide Expansion

Founder/chairman/president Philip Kives

, The dramatic upturnin profits indicates the
success of worldwide upgrading going on in

\ vowed a complete turnaround at the tiller
after the giant tvmarketeer of recorded and

home and leisure products changed its

K-tel Inc. and its 14 foreign affiliates.
accounting approach in 1974, since going publicin 1971.

K-tel Directors: #op from left to
right: Garry Kieves, Jack Chapman,
Mickey Elfenbein, Barry Choboter,
Wes Anderson, Ralph Strangis. Bot-
tom: Harold Kives, Ted Kives, Philip
Kives, Raymond Kives, Jack Koren-
stein. Missing in photo: David Cat-
lin, Ken McDonald.

“‘Because of its dramatic growth, K-tel's svstems had to be
beefed up,” Harold Kives, vice president, finance, and
treasurer, points out. Inventory controls and procedural
standardization, especially in accounts receivable, were
initiated by K-tel executives including Mickey Elfenbein, vice
president who oversees U.S. operatians and his staffin a
Minneapolis suburb; Marc Dahlquist, vice president, K-tel

(Continued on page K-42)

K-TEL INTERNATIONAL, INC.
CONSOLIDATED STATEMENTS OF INCOME
FOR PERIODS ENDED MARCH 31
Three Nine Twelve
Months Months Months
1976 1976 1976

(Doltar amounts in thousands)

Sales, Net of Actual and

Estimated Returns and Allowances $39.996  $89.043 §$111,098
Cost and Expenses:
Cos: of Sales $19,557 $42325 § 52907
Advertising Expenses 7,156 25611 3¢ 541
Selling, General, Administrative
znd Other 5080 14624 18,729
Total Costs and Expenses $31,793  $82.560 $102,177
Incom= Before Income Taxes $8203 §$6483 § 8921
Provision for Income Taxes 3991 3414 4331
Net Inzome §4212 §3069 § 4590
Earnings per Share of
Sommon Stock $ 117 8 79 s 117
Average Number of Common
Shares Outstanding 3,603,142 3879506 3909982
K-TEL INTERNATIONAL, INC.
CONDENSED BALANCE SHEET
MARCH 31
Assets 1976
Cash and Short-term Investments ... ... ... ... . - $14927
Trade Receivables 13,080

Inven-ory ... . 3.128

Biggest Exclusive

TV Marketeer

S

K-tel's Winnipeg headquarters.

471 Perth Avenue—Office in
basement of Philip's house—
1962 (above); 111 Iisabel—
House—1964 (left); 1725 Main
{ Street office—now Jewish Li-
brary—1965-1969 (center,
(left); 1507 Inkster Blvd. office—
1966-1973 (directly left); Com-
puter room—K-tel Winnipeg (be-

low).

Inits11th
year of
marketing
record and
tape albums
through
massive tv
and radio spot campaigns, K-
tel International Inc.
worldwide will move over 15
million units of recorded music
in1976. And they'll spend

made K-tel the biggest
recorded music marketeer-
only ever. The lion's share of
its product comes from labels
to winom it's paid out over $15
million in royalties.

Fhilip Kives, K-tel founder/
presidert, doesn’t take credit
for criginating the idea of
pitching albums on tv. Even
thcugh he was on the tube in
the early sixties, hawking

60% of the firm's anticipated
$25 million ad budget to doit, because albums account for
that percentage of total sales, while home gadgets and leisure
time products make up the remainder.

That monstrous tv/radio ad allocation and working six to
eight weeks in close coordination with over 50,000 retail
stores globally which seli K-tel albums for each campaign has

househcld gadgets like the
non-stick frypan and the Feather-Touch Knife, he readily
admits he got the idea from earlier tv pitchmen he watched
while working in the U.S. as a pitchmran in department stores,
nome shows and on the Atlantic City becardwalk.
Philip was actively engaged in tv gadget promotionsin
Canada right about the time that Raymond Kives, a cousin,

www.americanradiohistorv.com

Incor e Taxes Recoverable 1,497
Prepaid Expenses 2,590
Total Surrent Assets . ... e $41222
Notes Receivable ... 572
Investment Goodwill & Advances
to Affiliated Companies 283
Property and Other Assets 5451
$47,528
Liabilities 1976
Notes Payable & Book Overdraft 512
Accounts Payable & Accrued Liabilities . 25,583
Reserves for Income Taxes Payable 4,060
Total Current Liabilities $30,155
Long-Term Debt .o 2,751
Deferred InCoOme TaXeS ... 1,153
Shareholders” Investment .. 13,469
$47,528
was spending a summer vacation from law school personally
pitching household gadgets in Denver department stores in
1965. Raymond was spellbound by a saturation campaign on
local tv behind an LP, “25 Country & Western Greats.”” He
contacted the manager of the tv station. He learned the spots
were gleaning 100 or more orders per day. Doris and Martin

Gilbert, generally credited with pioneering recorded music
packages on television, were putting the campaign together.
The two Kives flew to Los Angeles, where they made a deal
for 10,000 albums for a test campaign in Canada.

“‘We produced several black & white commercials for the LP
and took between 3,000 and 4,000 60-second spots in
western Canada. In six weeks we had 150,000 orders. We did
all of that out of 1,500 square feet of space. There were four
of us, Philip, his brother Ted, Helen Rotchik, now a K-tel
executive secretary, and myself. We had a little Pitney-Bowes
machine. We packed and stapled the mailing envelopes
ourselves,” says Raymond.

“Approximately a year later, Doris Gilbert contacted me
about a new package, called ''24 Groovy Greats.”" | remember
the jacket carried a picture of her three children. This time we
tested selling them through the retail stores in Canada, which
had been selling our household gadgets. By the summer of
1966, Philip and | put together three different record albums:
an MOR record of all CBS product; a teen-oriented LP and a
country record.

In compiling the teen record, Morris Levy of Roulette, and Al
Shulman of CBS were of great help to me. Later on such
notables as Walter Yetnikoff, president of CBS Records; Cy
Leslie, chairman of Pickwick International; Larry Uttal,
president of Private Stock; and Mickey Kapp, president of
Warner Special Products lent invaluable assistance to me.
The late Harry Fox and then Al Berman of the Fox Agency were
also helpful. George Struth of Quality Records was another
very important person to us with his advice,”” Raymond
reminisces. '‘And | can't neglect Henry Stone of TK
Productions; Bob Summer of RCA, Allan Hely of Festival
Records (Australia); Bill Smith, president of CBS (Australia);
Barry Grieff of A&M Records; Christ Whent of Polydor and
Charlie Fach of Phonogram. There were hundreds of others,
too numerous to mention in this article, whose help was
invaluable and greatly appreciated.”

“In the spring of 1966 we decided to try the approximately
1,000 stores in Canada through which we sold househcld
products. We tagged the spots. The customers came in. We
didn’t have to worry about mail orders and individual package
delivery. i think we got the third package from Cy Leslie of
Pickwick. It sold for $2.99. And now we sell for $5.99. That's
something the trade doesn’t seem to recognize. We average
out at a price probably $1 to $1.50 higher than what a $6.98
suggested list LP sells at. And our tape is $6.99. We are not
competitive to regular label merchandise. And we take that

(Continued on page K-28)
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Making TV Spots
Phillip Kives
Principal Passion

Now that K-tel is pointing for
/ a $100 million year in fiscal

1976, 2000% gain over its

first year of operation, 1962,
\ when it netted sales of a little

over $50,000, 46-year-old

chairman/ president Philip

Kives can pick his own work slot.

Philip Kives behind the camera doing what he likes best, making tv spots (upper left).
Sharon Hermann (seated on Chesterfield) and Vonnie Hoogstraten with cameraman
during preparation of a commercial (above). Below left: a commercial being shot in

PO A, SOV,

And he pinpoints tv spot production as his
continuing first love. For what to an outsider
looks like an intuitive, almost God-given
ability to make consumer-motivating tv
commercials is actually the outgrowth of his
years of personally pitching product to the
public.

TV spots featuring K-tel record/tape
albums are an extension of the leonine
qualities of the international tv-marketing
firm’s founder. When Kives became
disillusioned in 1955 over his $1,000 yearly
income as a farm hand on his parents' barren

Holland.

land at Oungre near Weyburn in
Saskatchewan, he came to Winnipeg. He
answered a want ad for door-to-door selling,
which five years later had catapulted he and
his brother, Ted, also an expatriate
farmhand, to pitching kitchen gadgets and
handwriting analysis across the U.S. and
Canada in department stores, major fairs,
home shows and usually a summer on the
Atlantic City boardwalk. By 1962, Phil and

Ted were doing so well that they took their successful
pitchmen's style to tv.
And Philip Kives clutches the lesson he learned

pitching products when producing a tv spot. He learned that

success in pitching a walking crowd means getting immediate

attention and holding it. Now K-tel favors a contagious

selection of excerpts (the very heart of the hit melody) from

the K-tel album, which he terms the “*music bed" to stop his

audience. K-tel does commercials with as many as eight cuts
(Continued on page K-6)

David Milner and Bernie Wilock (seated above).
Linda Blanski and Jim Fleming (at right).

Onetime CBC singer Dave Milner and former
/ K-tel Winnipeg controller Bernie Wilock rush

often from their adjacent offices to confer
\ with Raymond Kives, whom both deem their

“‘motivator’” and mentor.
Kives is the mainspring of a finely

balanced a&r mechanism that keeps K-tel's
recorded product pertinent, varied and always intriguing.
“Raymond probably knows more creative people in various
areas of the industry worldwide than any executive in the
entire business,” Milner says. *'To creative side executives,
he's K-tel. And we are literally following in his footsteps.”

Milner, two years with K-tel and Linda Blanski four years
with K-tel U.S., operate its a&r for North America, specializing
in current pop hit compilations and concept packages, while
Wilock, who since 1970 has worn accounting, sales,
production and now a&r hats, zeroes in on the one-artist and
country hit collations. All are out of Winnipeg about 20% of
their work year and find more and more travelling on their
agendas. Milner and Blanski court U.S. label executives who
control a&r and licensing. Wilock does yeoman duty with
Nashville's brass.

*If we were aiming for an October current teen compilation,
we'd start two to three months ahead. We track therising hits
through the trades, select hits from seven to ten labels.
Raymond, Linda, Bernie for Canada and myself select the
final 20. Then it's mastered. But before that, Linda usually
sits down and listens to the 20 tunes and gets the best feel for
the sequence. Biggest hits normally sequence at the
beginning. But it should flow well. Repertoire varies
depending on our content,’” Milner says.

“The album title should be very exciting. We all work
togetheron it. I'm as crazy as the next guy, so | come up with
some of them, but everybody has contributed good album
titles.

“When completed, copies of the album rush tothe 12
affiliated foreign offices. If they can utilize our title, they will.
The affiliate has complete autonomy in a&r selction for that
country. My counterparts in a&r, Don Reedman (England),
Garry Kieves (Continental Europe), Dave Catlin (Brazil), will
listen and they might decide on a totally different selection of
current hits. The most changes in countries where English is
not the major language.

“All of us in a&r work similarly. We may have an original list

of 30 to 40 selections to go
after. Some of the things
that help us narrow it down
are peak chart position;
length of time on the chart;
how long it's been off the
chart; the cost of licensing
the song, the better the roy-
alty rate, the better the chance of using the song and that
goes for publishing, too. Then a song could be a huge hit,
but if it doesn't complement our album, so we don't use it.
Once the a&r is selected, K-tel Music Ltd. has the
monstrous task of coordinating the timely release of the
album; that is, contracts, licenses, tapes, jackets,
commercials and accounting. Marc Dahlquist, vice president
of K-tel Music Ltd. assisted by Jim Fleming, is responsible for
the complete accounting, contractual administration and
payment to licensors for all selections. There are literally
thousands of selections which must be kept track of, reported
and paid. At the present time, Marc is in the process of
designing and implementing a fully integrated royalty music
accounting system with the Winnipeg Univac 90/30. The
system will be designed to produce an instant read out by on-
line access to the computer storage facilities giving Marc the
ability to get status reports on any selection or music product
which he or anyone else in the management team require.
“*We all hope to create the same kind of excitement when
we visit someplace that Raymond does, when he’s spending
50% of his time travelling the world. Raymond also bird dogs

Marc Dahluist.

all of us. He's got a remarkable memory. He keeps us all on
schedule,” Milner adds.

The North American a&r team and their creative
counterparts worldwide also figure indirectly in artwork for
packages and even in the tv-radio spots. Wilock’s varied
executive background causes him to figure even more in all
pre-planning. **More Canadian-oriented packages have
helped cement our image here. We can't just do ‘Best of’
packages for North America all the time. We did ‘50 Children's
Favorites: Vols. 1&2.’ It was different. It added a dimension,”
Wilock explains.

“‘We've even taken material directly from an internationally
acknowledged act like the Irish Rovers through their manager,
Les Weinstein, and it's been successful. We often consider
suggestions from K-tel buyers, who write in,”” Wilock says.

Proof of K-tel's firm foundation in Canada is a plaque on
Wilock's wall presented K-tel for selling over 200,000 record
and tape-units of “*Canadian Mint,”" a compilation of
selections by Canadian artists. The plaque was tendered by
the Independent Record Producers' Association.

From interview conducted with David Milner.

That Intrusive Voice

Behind the Tube

Bob Washington's a very low-key person off-
mike. But once he starts reading the K-tel
script describing a forthcoming album, his
voice is transposed a full note or two higher

\ and he becomes that impelling voice-over
now synonomous with K-tel tv and radio
music packages. In the past eight years,

Washington hasn't kept count, but Philip Kieves estimates

he's probably done over 500 different 60-second spots.

Recently, the head of Commonwealth Advertising, the agency

that places millions in tv spots in major markets, was asked by

a University of Minnesota student why K-tel used such an

intrusive voice as Washington. He pointed out to the student

in his class that the undergrad had put the finger on why

Washington is used so often, **You can’t overlook him.”

www americanradiohistorv.com

Philip Kives and Bob Shipley do most of the English-
speaking tv and radio spots with CKRC, Winnipeg, production
manager Bob Washington, who hasn't been a radio
personality for the past eight years.

“Washington's like a machine. | write my script for tv, for
instance, take it into the studio and just tell him todo it in
49.5 seconds on the dot and he does it the first time,"” Kives
reports.

The constant barrage of K-tel spots promoting record/tape
albums also made a national celebrity of Freddy Mack in
England. When K-tel released “*Superbad’ in the U.K., it
sought an Isaac Hayes-like image, so Mack not only did the
voice-over but also appeared during the spot. His image was
so strong that he became a much sought-after entertainer
after the video exposure.
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*The Consumer Must Receive
Value—Garry Kieves

ADVERTISEMENT

Ifany one
person has a
pulse on K-tel
and the
phenomena of

\ tvmarketing it
may well be

Garry Kieves, nephew of Philip
and Ted Kives and often
referred to in Winnipeg as ‘‘the
Napoleon' because Garry
Kieves was so instrumental in
setting up Germany and the
Continental operations.

Today, Garry Kieves has had
time toreflect on the business.

*Some of the repertoire now
being put on tv albums s far
from good, and this may cause
the consumer to become
disenchanted. Thisis starting to
worry me more and more. And
we at K-tel are cutting back on
our number of releases.

“The consumer must receive
value for money. That is the first

truth of the music business—of
any business."’

Three years ago, there were
five LPs sold nationally in West
Germany.

In the last seven months, there have been 22.

K-tel however, has experienced a 10% increase in unit sales
for each of the last two years.

In a market which is so competitive, why are K-tel’s sales on
the rise? Kieves cites five basic reasons:

1) Betterdistribution

2) Dealer confidence

Fredric Perry pho

Garry Kieves and Carol Foster present gold record to Kick Klimbie of
Borema (right) for ‘““Music Power."”

3) More educated sales force and shipping department
4) Consumer confidence and loyalty
5) Better product through planning a&r carefuily
Dealer Confidence: Having experienced 16 K-tel LPs, the
dealers now know to gauge a new K-tel release and can easily
anticipate when re-order.
Sales + Shipping: Experience is a great teacher. Today,
having historical records to go by, on a shop by shop basis, the

sales force can quickly project early results onto a national
basis and advise dealers as to waht quantities they should
order. Order processing and shipping can turn most orders
around on the day they are received except during peak times.
This means that dealers need not tie up their budgets
needlessly as they can reorder on a weekly basis.

Consumer Confidence: The careful selection of repertoire
has created great consumer confidence and loyalty. People
know they aren’t getting ripped off when they buy a K-tel
record.

The company is firmly committed to the sale of music, but
as Garry Kieves says: "' The market for compilation albumsis a
finite one and at present there are far too many tvrecordson
sales in Germany. The important thing in a sale or return
market is to keep returns down to a minimum. This means
gauging the market demand accurately; so even when we
think there’s a good chance of selling between 300,000 and
400,000 copies of an album, we never press more than three
days of inventory at a time. The secret is to know when to stop
the presses. We manage to keep our returns below 3%.

Kieves believes that tv compilation albums form an
important part of the record industry. *‘They are a means of
introducing new people to the joys and the values of having
prerecorded music in their own homes.

Records are a part of the total entertainment industry. This
would have to include movies, theaters, restaurants, football
games, nightclubs, concerts, books, magazines and more. In
fact, any form of entertainment that is competing with the
consumers’ disposable income. In that way, tv advertising
must increase the market share of records as part of the total
industry.

Kieves says, ‘| am proud of my company. | think it is the
best inits field. But really it’s all we do. We are the only
company that has a full time creative a&r department working
only on tv compilation records. Our decisions are made on the
spot by local people who have the power to make these
decisions. They don’t have to ask their head office in London,
Winnipeg or Hamburg. We don’t do this as a part time thing.
Our people do tv compilations all day, everyday. By the end of
this year the complete record operation, marketing, a&r, slaes
will be completely independent of the non-record part of the
company. The only parts that will be shared be accounting,
shipping and of course, buying tv time.

When asked why K-tel is buidling up its record division when

(Continued on page K-28)

/a Marketing

\ ® Continued from page K-4

From left: Steve Sell (administrative manager), Jeff Koblick
(director of purchasing and production), Mickey Elfenbein
(vice president & assistant secretary), Roy Ogden (director of
marketing special products) all in Mickey’s office.

from hits and then visual mention of 6 more or a total of 14
out of the average of 20 hits on a K-tel current smash
compilation. Garish colors are favored on K-tel albums and tv
spots are hardly color-coordinated. **We don't attempt to
entertain or win awards with our commercials,” Kieves says.
‘| work off the top of my head. If we start a commercialon
Monday, | usually get work printsin a week. | take a
commercial home. | try it on people close to me, not close to
the business. If it grabs them, it's good. They're like our
regular record buyers. | can’t plan 16 months ahead. We're in
a now business. | have no competition. My competition has
competition,’” Kives opines.

Kives explains that sometimes a test campaign on an
album indicates the package isn't right for world
consumption or the recorded contents just don't fit a
particular section of a country or an individual country. “‘K-tel
has enough product so we can substitute. Our competition
doesn't have that product flexibility. More and more what is
common in Europe with its more limited number of tv stations
and resultant lesser tv commercial time is becoming true all
over the world, even in the U.S. You have to buy time months
in advance. So we can substitute with a different album or we
can use the time to push a new or an established household
product.”

K-tel's originator travels the world consistently. Only
Raymond Kives possibly racks up more air miles per year
than Philips Kives. He admits he’s freer to move now that
K-tel is more standardized in all departments. An
international rulebook for accountants and controllers has
just been prepared by his cousin, Harold Kives, chief
financial officer, and Barry Choboter, who is international
controller for K-tel. The K-tel chief executive, whose mane of
thick brown hair and piercing brown eyes make him look like a

more athletic version of Fernando Lamas, candidly admits full
blame for K-tel's one recorded loss in its 15-year financial
history in 1974, when its normal hefty profits dropped to a
$593,000 loss. ““We weren’t together. We needed to be
standardized. Everybody was doing things differently. We
weren’t benefitting from what each of us had learned.”

Where once company pioneers like Philip, Ted and Ray
Kives personally spread out over North America to sell a
single product, K-tel's founder envisions the year soon when
over 100 different record packages will be released in over 20
foreign countries. And they’ll be able to react globally with a
pertinent package in four to five weeks after the album’s
inception. ‘I can adapt with the times. K-tel is extremely
flexible. | think the videodisk will be especially beneficial to K-
tel.”

Philip Kives speaks encouragingly of the greater number
of retailers constantly being plugged via tv saturation
campaigns in the 14 foreign countries in which the firm has
branches. He recollects his early personal business relation-
ship with so many chains. A good insight into why these key
relationships exist is the strong credibility K-tel still has with
its first network of Canadian retailers. These retailers were
pleased when the non-stick frypans, misused in the main by
customers who used abrasive cleaners which cut through the
thin protective surfaces, were returned and Kives and com-
pany repaid the complaining buyers in full. And the thousands
of retailers who handle K-tel not only love the tags which
identify them as K-tel retailers on the spots, but they know of
Philip Kives' philosophy: *‘We want those people in the stores
on Friday night and Saturday morning, buying what they've
seen on tv.
full. And the thousands of retailers who handle K-tel not only
Jove the tags which identify them as K-tel retailers on the
spots, but they know of Philip Kives' philosophy: **We want
those people in the stores on Friday night and Saturday
morning, buying what they’ve seen on tv.

Bob Shipley, who assists Philip Kives in making tv spots,
admits K-tel has been an education. In some ways, he’s been
uneducated from what experience had taught him was right.
But he backs Philip Kives’ intuition. **l remember one rush
spot that we started on Tuesday, wrote it and shot it, we
screened it the next day and by Thursday it was in the lab,
being processed.”

K-tel isn't satisfied with just one version of an album
commercial for a market. Sometimes four different ones are
done. “There are so many good tunes on some albums that
we can't pack them all into one 60-second commercial, so we
make a variety of spots that give them all exposure. **When
Linda Blanski makes the sequence, we immediately work with
her getting the most effective music bed for the spot. There's
so much distraction going on around a tv viewer that we
carefully try to find the most contagious and familiar tunes to
put up front in the 60-second commercial,” Shipley reports.

Philip Kives, Shipley and Blanski laud Harry Taylor, CKY
radio production engineer, who's been doing the audio
portion of K-tel's radio and tv ad campaigns for years. They
point out that he instinctively gets that imperative, attention-
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Al Korry, Gary Korry, cutout of Rene Simard, Guy Cloutier and
Rene Angelil at gold record presentation.

getting-and-holding quality to the sound on a commerecial.

The K-tel spot team has no set rules. They have used from
three to six seconds on the principal theme from a song. **We
use two turntables, putting a music bed together,”” Shipley
reports. “‘Linda and | just keep working it over and over till we
get it. She does most of the first listening.

Kenn Perkins Animation Ltd., Winnipeg, has been working
with Philip Kives for six years making primarily visuals for the
tvspots. ‘‘K-tel spots must be functional, they must have the
K-tel image subtly, we use every device imaginable. Not only
have we used live film footage, but we used every form of
animation. Snap decisions are best. We can't waste time. K-
tel hard sell is valid. Philip wants every frame to happen,”
Perkins says. He explains that 240 film frames appear on the
screen every 10 seconds and producer Kieves wants eye-
arresting action to occur.

While more and more autonomy is being extended to
employes all over the world in most departments, Philip
Kieves like the lord of the pride still exerts dominant control
over tvspotsin North America.

From an interview conducted with Philip Kives.

—
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:England

Unlike the situation in many of its world
/ markets, K-tel's introduction of recordings in
England in 1972 was followed relatively soon
by competition. There are similarities as well
\ in what happened in other markets and in the

U.K. and one includes the initial push being

that of non-record product. And in the
exclusive area, England has been a particular triumph with
massive challenges overcome and fantastic growth rates
reached.

Justinterms of growth it is interesting to realize that K-tel's
office in 1971 was what lan Howard, general manager, terms
“small.”" He defines small as *‘one room that can
accommodate two desks comfortably, four desks with
difficulty.” Today, K-tel U.K. employs 70 and occupies an
office and warehouse complex of 36,000 square feet seven
miles from London’s West End. Since its inception K-tel (U.K.)
has shown a substantial increase in sales. Howard sees a
substantial increase in store for this year in sales turnover.
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K-tel expanded its stand double for the 1976 Ideal Home Exhi-
bition at London’s Olympia.

(.
Z  K-tel hasbeen interested in Europe as early as 1967 when
2 Philip and Raymond Kives decided that after their successful
g opening of the Australian market they would visit England. It
€ seemed logical as the U.K. was English speaking and the
2 people had a great deal of common ancestry. In typical Kives
< style they arrived in the U.K. carrying merchandise and
commercials with their luggage. Quick inquiries determined
they should go to the Westward tv area. They arrived in
Plymouth with great enthusiasm, after making a K-tel styled
sales presentation. They opened several accounts, went out
and bought tv and from their hotel room monitored the o T i b : & e
effectiveness of their brand of marketing. Within a few days Tony Prince known as the ‘‘Royal Ruler” of Radio K-tel London’s management team sitting around table in of-
they had sold out of initial orders and the hotel switchboard Luxembourg at the K-tel stand at London's Olympia. Tony fice. From left: Graham Bell, Peter Walker, Mark Packard, Don
was buzzing trying to locate the Kieves brothers. After a week hosted 2 1-hour shows on the station in an exclusive radio Reedman, lan Duncan and Jon Chawner.
Philand Ray knqw one dayﬁhey would{ be back to England. Luxembourg preview of Juke Box Jive.
The continuation of activity slowed in England as K-tel had
just opened up the U.S.A. and all hands were needed to run
this operation which was growing literally double its size each Howard to go to England and run his first European company. different, if not unique in his style. | was impressed by his
week. The success of the U.S.A. operation kept everyone busy Howard was 27 at the time and the challenge was marketing techniques, in fact, overawed by such a humble
but in November 1970 Philip was restless again and set off to overriding. On reflection he says, *‘The money was better than man selling so many Feather Touch Knives. As | was planning
review England. The resuit was *'let's test again.” This time | earned as a company buyer of 60 department stores but it atrip to Canada, | went to see Philip at his hotel. His room was
British Enterprise was on the ball and long distance calls from was the excitement of the task, the faith Phil Kives had in his office, on reflection it was not untidy, he had it all on one
the U.K. to Winnipeg persuaded Philip to test this latest abilities. | think in retrospect he could have got me to join K-tel pad of paper and in his head. At 21 | kept thinking who was
product in the Border tv area. Again Philip came laden down for pocket money.”” Mark Rosenfield was also brought in as this guy, | don't think Australia had many peopie of his caliber
with commercials and the now world wide successful Brush O marketing director from K-tel U.S. in marketing at the time. From those early days | had always
a Matic(Miracle Brush in North America). Once more he walked Digressing for a moment lan Howard reflected on his first wanted to work for Philip and it was May 1971 | was to be his
E the streets opening up new accounts and again from his hotel meeting with Phil Kives and K-tel's management style. | man in his new empire. It still gives me a good feeling.”
© room he monitored his campaign. His evaluation 2 weeks first met Philip in Sydney in 1966, he was at that time Returning to the start of K-tel U.K. Howard continues to
3 later indicated the Brush would sell in England. He flew back launching his famous Feathertouch Knife which after 1 week reflect on its beginnings. ‘1 think the hardest days of K-tel
= toCanada and took up his 6-month-old negotiation with lan on tv had sold out in all stores. Philin those days was (Continued on puge K-42)
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Our greatest hits.

K-Tel and CBS International.

Working t()gether for a more musical world. £3

®CBS," M MARCAS REG. © 1976 CBS INC.



www.americanradiohistory.com

K-10

ADVERTISEMENT

JUNE 26, 1976, BILLBOARD

Brazil

Beginning a new business in Brazilwas a

/ totaily different experience for K-tel.
Historically, K-tel has a reputation for arriving
in a new country and proceeding to initiate its

\ first test marketing within one or two

months. With this philosophy firmly

implanted in the minds of David Catlin and
Alan Cordover, two long-time K-tel executives, they arrived in
Brazil at the end of May, 1975, to organize a new company
and begin the first tests of a record and two productsin Ju y.
They soon discovered that the legal and importation problems
existing in Brazil would never permit them to proceed under a
typical K-tel timetable.

Nevertheless, the music busiriess in Brazil has been undar
internationalinfluence for a considerable length of time.
Moreover, certain big-selling artists in Brazil enjoy wide
appeal in other countries.

As an example of foreign partnership, CBS B-azil has been
active since 1953 and CBS Brazil proved cooperative in K-tel's
start-up.

The internationalizing of the market in Brazil is perhaps
pointed up by Roberto Carlos, one of the larges: selling artists
in Brazil. He has traditionally recorded in America with
Evandro Ribeiro, head of CBS Brazil, producing. Moroever,
Carlos sells well in other South American countries and in the
U.S., Canada and Europe.

With the help of Mickey Elfenbein, vice-president and
director of K-tel in the U.S., initial contacts were made with all
of the major record companies or licensees in B-azil to explain
the marketing plans of K-tel for Brazil. After corisiderable
research, a list of 30 top international rock hits was
completed. From this list came the 18 original hits in K-tel's
first Brazilian LP, *'In Concert.” David Catlin handled the
negotiations for licenses and production of the LP and

Bob Backer, controlier; Allen Cordover and David Catlin (from
left).

cassette, while Alan Cordover devoted his efforts to booking

Rio de Janeiro for the first market promotion, producing the
television and radio commercials and buying the tv and radio
advertising schedules.

“In Concert’* was launched the end of August in Rio—90
days after K-tel's arrival in Brazil. The first non-record
product, Multi-Amolador, a multiple-purpose sharpening
device, was launched in Porto Alegre at the same time. Both
tests met with great success, with the record rising to the top
of the Rio charts. For K-tel, there was some dissatisfaction
with the 90 days required to initiate its first sales. For the
industry and other interested onlcokers in Brazil, there was
amazement that K-tel could achieve sales success in such a
short period of time in a country where six months to one year
is normally required for any company starting a new venture
before any meaningful results are achieved.

(Continued on page K-26)
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DURECO PLANT- 45 PAMPUSLAAN ~WEESP - HOLLAND
TEL.02940/15321 - CABLE ADRESS “RECMUS"-TELEX 14409

In Both Languages
It Means the Same

MERCI
¢

" THANKS

K-tel Montreal
appreciates the support
and service from their
customers and suppliers.

Montreal, a truly
bilingual city, will
continue to bring
great music in
both English and
French.

Thank you K-tel
for allowing us to
be part of your world-wide
success story.

It has been our privilege

to be associated as

Musicassette Mfgs.

to K-tel Int’l.

New Zealand Lid.

and to congratulate

Diana Creighton—General Manager
Clair Ferguson—Promotion Manager
and staff for their contribution

to K-tel’s Operations in

New Zealand.

Ivan Tidswell

General Manager
Infonics Inds.. Lid.
Dannevirke, New Zealand
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ISLAND RECORDS @ RARE EARTH ® TRACK RECORDS
MOONCREST ® 20th CENTURY @ T.K.PRODUCTIONS
® LAURIE RECORDS | PENNY FARTHING ©

GLOBAL MUSIC EMI ELECTROLA

GOLDEN 12
®BUDDAH
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TELDEC
ARIOLA

® MAGNET BOVEMA
MONTANA @ ® POLYDOR
® ROULETTE MERCURY @
METRONOME @ ® PHONOGRAM
® KAMA-SUTRA IMMEDIATE®

MUMS INTERNATIONAL RECORDS ® MUSICOR @ VOGUE
ATLANTICOBARCLAYe MOTOWN @ CAPITOL ® FONTANA
UNITED ARTISTS @ COLUMBIA ® WARNER BROS.

THANK YOU FOR YOUR SUPPORT IN MAKING
K-TEL NUMBER ONE WE LOOK FORWARD TO EVEN
GREATER FUTURE COOPERATION
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Canadian Pride
Epitomizes
K-tel Success
Winnepeg

The Canadian nationalism of the Kieves
/ family is a source of pride at the company's
Winnipeg headquarters. The family has
shown that a company does not need to be
\ headquartered in Canada's larger cities; that
is, Toronto, Montreal or Vancouver and that
there can be more than a branch office in
Winnipeg out on the flat prairieland of Manitoba.

Actually, K-tel is all over Canada. There is the bustling
Montreal branch and offices in Toronto, Vancouver and
warehousing in Calgary and Edmonton. But Winnipeg is the
nerve center for the entire international K-tel hookup and itis
the Manitoba base that offices around the world deal with
constantly. On a national sales level, Winnipeg is responsible
for the area between Peterborough, Ontario and Victoria,
British Columbia.

The nationalism that pervades out of Winnipeg is probably
a surprise to many, who may assume that Minneapolis is the
main base because it is the titular head of the company. But
the major decisions and the power centers are at Winnipeg.

Yet another perhaps surprising fact is that K-tel is
extremely proud of what it has accomplished in the Canadian
record industry. This includes a pioneering role in Canadian
tv, opening up major accounts in important retail outlets and
not least of all supporting Canadian recording acts.

Although the office in Minneapolis is the titular head of the
company, the major decisions and the seats of power exist in
Winnipeg. The office itself is truly international in scope as the
Winnipeg office is in constant communication with the other
international offices on a daily basis. Of course, Winnipeg is
(Continued on page K-30)

Montreal

Ever since its humble beginnings in a garage
/ in Montreal's N.D.G. area, the Montreal

branch has been unique in that it sells in both

the English and French-speaking segments
\ of the surrounding territory. In fact, even in

the very beginning in 1971 there was an

international flavor because K-Tel, while the
record industry was in the midst of the heavy rock
phenomenon, was turning the record industry around with a
polka music LP.

Thus, Canadian audiences, as has been the case in country
after country, became accustomed to the saturation of
television and radio with ad after ad and a loud, conspicious
voice booming out that this polka record was the one they
were waiting for.

- i e,

Another hit. Sales manager Al Korry (right standing), Jack
Korry (e ary Korry.

Barry Chabeter.

Rapid growth, under the guidance of sack Korenstein,
executive vice president, K-tel international, keyed the
early phase of the Montreal branch. From the garage it moved
to a small office and warehouse in Montreal's industrial
district. Then when K-tel was introduced, the headquarters
moved 1o St. James Street. The staff then consisted of 15

Looking over Toronto Stock Exchange in 1973 (from left) Ray-
mond Kives, Lester Lowe, Philip Kives, Harold Kives and lan

Montreal sales staff (from left) Frank Romano, Alvin Korry,
Frank Goulet, Tom Pearcey, Serge Jarvis with comtrolier
Claude Sasson.

people, most of them typists trying to keep on top of orders

pilingin from Eastern Canada and the Eastern U.S. seaboard.
Since 1971, the ideas, the sales and the staff have

mushroomed. K-tel Montreal now has aimost 50 employes.

(Continued on page K-30)

German
Expansion

Hurdles Unusual

Challenges

\ If any single characteristics of Garry Kieves’
expertise in designing the German operation
is outstanding it is the flexibility that characterises, really, the
K-tel operation overall. For example, in Europe there is the
problem of long range advertising commitments.

The success of K-tel's housewares and other non-record
product meant that if a record was unsuccessful, the tv time
booked for it could be allocated to another product. As the
company currently buys about $10 million of tv time annually
in Germany, this flexibility takes much of the risk out of
making such large commitments up to 18 months in advance
of transmission.

In normal times the airtime demanded exceeds that
available by 800 percent. Each station has only 20 minutes
daily and if an advertiser does not obtain all the time he needs
on his initial application, he can obtain more at a later date if
other companies cancel. Cancelled time is allocated by the
stations in proportion to the amounts requested by other
companies at the initial application time.

The idea of launching a record operation in continental
Europe had been sparked as early as 1968, when Ray and Phil
Kives were attending a housewares exhibition in Cologne. On

The development of the German business
represented a challenge that is not paralleled
in many of the K-tel overseas branches. K-tel
in Germany today, has more than 100
employes.

Simon Cooper, European controller (above). German financial
contrcller Klaus Grande (standing immediately above) and
European EDP manager Gunnar Skerde.

www americanradiohistorv com

the way back to their hotel, they visited several record shops.
By this time K-tel was heavily engaged in the sale of records in
North America.

By 1972 it was felt that the time was ripe to establish K-tel
inGermany and in September of that year there was a
meeting at the Continental Hyatt House in Los Angeles
between Tony Panet-Raymond and Chris Whent of Polydor
and Ray and Garry Kieves of K-tel. Panet-Raymond indicated
that the German Polydor company—Deutsche
Grammophon—was interested.

Panet-Raymond subsequently went to Germany to initiate
the project, confident that it would be completed within 90
days. A second meeting was arranged in Hamburg for Dec. 17
and this was attended by the Kieves cousins, Panet-Raymond
and Shogo Ishii, the manager of K-tel in Japan.

The Kives cousins were somewhat amazed to discover that
the projected album to be test-marketed had not been
completed; the reason was that Polydor did not have enough
hit material available and the Polygram sister company,
Phonogram, did not wish to participate in the project. The
matter was thus left in limbo for a few weeks.

Says Garry Kieves: ““Initially it was murder. No one would
even talk to us. | couldn't get an appointment. All the
companies thought our operation would fail, and they didn't
want to be associated with failure. They were convinced
they'd never get their royalties.”

In January 1973, Garry Kieves returned to Hamburg in the
company of Paul Green whose job was to negotiate the
purchase of television time. The results were dismal.

What could be done? Here they were in an unfamiliar
country, speaking no German and trying to launch a tv record
operation without tv and without a record. The logical thing
was to forget the whole project and take the next plane back.

The two-man conference came to a unanimous decision
and decided to do the totally illogical thing.

The primary problem was the lack of tv time. There was no
sense in having a product to sell if it was not possible to tell
anyone about it. So it was decided that Paul Green would cal!
on every television station in West Germany to see what could
be done to secure airtime. And Garry Kieves would call on the

(Continued on page K-38)
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U.S. Complex
At Minneapolis
Di ified
iversified,
Dynamic
K-tel's Minneapolis operation began with a
/ single light bulb hanging over the head of
executive vice president Raymond Kives in
\ an office on the other side of the tracks on
\ Portland Ave. As a lone television salesman
he remembers his first cash-with-order tv
schedule for Imperial Products, whose name
was later changed to the familiar K-tel. But the early success
of the Miracle Brush moved the company into new
headquarters at 421 Wilson St. where the staff jumped from
two to five employes. It was from this location that the United
States operation began to flourish.

Though there had been other record packages prior to
1971, it was "'25 Polka Greats'’ that really showed what could
be accomplished in the record business. An initial test market
was so surprising that additional tests were made. Imperial
tested again, and again, and again. From this point on,
records became one of the most important products for
K-tel. The company, enjoying high sales by producing one
teen record and one country album every fall, began
producing children’s and classical records. This past year has
seen the coordination of such records as ‘‘Tear Jerkers,"
“'Wacky Westerns'’ and ‘*Goofy Greats'’—a humorous
selection of special tunes aimed at the youth market.

At about the same time that the company’s Wilson St.
operation became too small, Imperial Products became the
publicly owned company ‘‘K-tel International, Inc.”” The next
two years brought greater and greater sophistication to the
informal, but hardworking *‘family.” This is not a reference to
the Kives family, but rather to the K-tel company family. Even
today in the new million dollar plus, 120,000-square-foot
facility in Minnetonka, Minn., which houses more than 130
employes, the K-tel clan operates as, and treats one another
as members of a family. As evidence, one need simply check
the racquetball court and saunas which are included in the
facility to see that K-tel’s employes not only work together,
but play together.

In marketing a record product, each market is examined in
terms of distribution channels, number of outlets verses

(Coniinued on page K-40)

Raymond Kives (right above) with the Pat Boone Family and
Japanese director Kumatsu (left). Ken Rana'lo and Rob Cin-
cotta in vast Minneapolis warehouse. Sales marketing depart-
ment (from left) Mark Margolis, Bill Trewick (processing man-
ager), Cindy Bossart and Jim Landes (upper right). Kay Root,
Mark Ryan, Mike Cleary and Stu Kloner (latter general man-
ager, K-tel Advertising) directly at right. Larry Axelrod, na-
tional sales manager (below right).

e

K-tel Australia’s Christmas bus. Insert shows Australia headquarters. Ken McDonalc, Johnny O'Keefe and Allan Hely (from left
below). Upper right (from right) Ken McDonald (managing director), Ron Burley (company secretary), Gary Fuller (credit officer),
Dean Ryan (sales), Warren Patterson (sales), Theo Tambakis (sales manager), Jo Willett (advertising manager), John Ozard (sales).

Australia
Marks 10-Years
Of K-tel

" World Growth

K-tel's first expansion outside Canada was in
Australia 10 years ago in a very modest 500-
square-foot office that had a staff of three,
including the then general manager and
present managing director, Ken J. McDonald.
The expansion was the chief inspiration of
Philip Kives, who came to Australia in 1965
fired up with a promotion on the Feather Touch Knife. But
also crucial to Australia’s development for K-tel was Raymond
Kives, Philip’'s cousin.

McDonald recalls he met Philip Kives “‘as a rather suave
type of character, dressed in very exciting psychedelic gear,
carrying a large suitcase and a small parcel of knives in a room
at the Henzies Hotel."” Kives' first cali was to the David Jones
store and the housewares department where McDonald had
worked 20 years. Impressed with what he says was Philip
Kives' vision, McDonald agreed to join the K-tel operation
and the Australia company was formed.

There seems little doubt that the Kieves' choice in
McDonald proved valuable, considering all that experience
with David Jones, 138-year-old chain with stores all over
Australia and which only recently purchased the Southern
California Buffum’s chain.

K-tel's first tv-promoted LPs were extremely successful in
spite of criticism by the Australian record industry who
maintained that LPs could never be sold by tv promotion.

As the business grew, K-tel moved to a larger building in the
city, Northgate House, which had office and warehousing

—

¥ facilities of about 1,500 square feet, and a staff increased to
e seven. Origional staffers have helped the company grow. Joe
, (Continued on page K-26)
WwWWwW americanradiohistorv com
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Philip Kives, K-tel president; Perry Como and Frank Mancini, vice president of artist relations
for RCA (from left in left photo). The Como LP sold over one million in the U.K. alone. (Left
to right) Gary Kerry and Alvin Korry. (Flank) Rene Simard receiving a gold award in Canada.
(immediately above).

Garry Kieves presents Branco Ziva-
novitch with gold LP to celebrate
more than 500,000 copies of ‘‘Pop
Greats.”

wl(y"ﬂkﬂa'i fram ;
Ijx GREATEST "PFRPURW4%
-

Silver Convention pose in France with (from left) Mark Rosenfield, Raymond Liberace and Ken McDonald in Australia. Below:
Kives, lan Howard and David Milner. Below, John Kincad, Penny Farthing artist, Marty Robbins and Stan Shulman (right).

receives award for more than 5,000,000 K-tel LPs (from left) Garry Kieves, John

Kincade and Martin Krissel in Germany.
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My Very Best Wishes
For Continued Success
to

I('tQI (C International Ltd.

W

Morris Levy

(2 ,
TREET, NEW YORK, N. Y. 10023, (212) 757-9880

17 WEST 60th S
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Holland

ADVERTISEMENT

JUNE 26. 1976, BILLBOARD

K-tel came to Holland in September 1973 in a
small office, not a stone's throw from the
Amsterdam Hilton. It was from this office
with a staff of three, that K-tel's first LP in
Holland was conceived, and launched, ‘20
Flashback Greats of the ‘60's."" It rocketed to
the top of the charts and stayed there for
seven weeks, taking the Dutch public, record retailers and
record industry completely by surprise.

Todate, K-tel hasreleased 15 LPs in Holland, 13 of which
were heavily promoted. Four have reached the No. 1 spot,
holding this for a total of 29 weeks. In fact, K-tel albums last
year were featured in the Top 10 for 44 weeks and since the
first 197 3 release, there has only been nine weeks when no K-
tel package was in the Top 50.

All this is amazing when it's considered how television is
totally government-controlled since the 1974 outlawing of
private-radio stations. Airtime is sold by a government agency
that accepts requests once a year in August for the entire
year. Short-term buying opportunities are rare.

Thus, K-tel sponsors disco activity and supports in-store
promotions.

K-tel in Holland supplies more than 1,100 record outlets,
most of them small, independent retailers. The company also
supplies 1,500 outlets with non-record items.

Looking back to the original release, Kick Klimbie,
marketing manager of Bovema, which licensed all 20 tracks

through Bovema/EMI oldies vaults, likes to recall the reaction
to Garry Kieves and Mark Packard.

He remembers that they came in requesting to licence
tracks, quoting huge sales figures and advertising budgets
unheard of in the local record industry. He also remembers

Holland sales office (left), the Holland staff and Carol Foster, general
manager.

that when he asked for a visiting card—the normal
procedure—they looked at him in amazement.

The concept of a '60's album was discussed and various
tracks were suggested as possibilities. Using this list Kieves
made a commercial and revisited Bovema next day to play it
to an astonished audience. However, approval was given. EMI
excelled themselves in speed and efficiency in pressing
records and sleeves, and a week later the record launched.

Klimbie remembers that at that time of year (October) the
factory was extremely busy and that in order to get covers
printed in time the printing staff literally moved beds into the
factory and worked 24 hours a day during that weekend.

Earlyin 1974 a new office was rented to take care of the
increase in staff and the upsurge of business. The nucleus of
three people moved with manager Mark Packard to the
picturesque office in the center of Amsterdam overiooking
one of the famous old bridges (De Magere Brug), which are
still opened manually every time a large barge has to pass
through. Mark Packard left Holland to return temporarily to
Germany and Alan Jones was recruited from London and
acted as manager for a few months. He was assisted by Coby
Wittenberg, Peter Kloeth, Peter Bakker and Theo Valk who
control respectively the sales, administration and accounting
and it is to these four people, still mainstays of the company,
that K-tel owes its success at its inception in Holland.

Following the success of *'Flashbacks,”” other record
companies joined forces with K-tel, adding diversity and
impact to each release. The second album, ‘20 Power Hits,"
was compiled in conjunction with a targe number of record

companies. Advertising for this record, as for “‘Flashbacks,"
was on the two national tv programs.

One particular landmark was the **Music Power' album
released in January 1975. This album went straight to No. 1
in the charts and held onto this position for nine weeks.

One Friday afternoon more than 150 customers collected
more than 6,000 records. some of them having travelled more
than 200 kilometres by train to secure their album rations.

By this time the K-tel staff, which had increased to 12, were
busy with gadgets as well as records. The Huiskapper (Hair
Magician) was a huge success in Autumn 1974 and is now a
shelf product in many shops. Other products such as the
Sharpener, and Record Selector have also been successfully
marketed here.

In March 1975 K-tel Holland had a sad farewell to Packard
who decided to return to K-tel in his homeland England after
nearly four years abroad, including opening the Irish K-tel
operation, being a pioneer in Germany and the first manager
in Holland. His place was taken by the present manager, Caroi
Foster, who had previously been working on K-tel's
advertising campaigns in Europe.

The company had by now outgrown the premises on the
Amstel and moved in August to a new bright and airy building
in a village, midway between Amsterdam and Harlem, with
the unlikely name of Boesingheliede, which even the Dutch
cannot pronounce. K-tel Holland today has 25 employes.

In November 1975 it released its first ever Dutch LP—
‘‘Hollandse Top 20."" This was probably the first time in K-tel's
history that a commercial for a compilation record (not single
artist) was made with all the top artists coming into the studio
to be filmed live singing an excerpt from their hit.

BEST
WISHES

iKtel

International Ltd.

FROM

%

®
PRIVATE STOCK
RECORDS, LTD.

congratulations!

PETER KIRSTEN'’s

GG

GLOBAL MUSIC GROUP

Nederlingerstr. 21- D-8000 Minchen 19
Tel.: 151063 -Telex: 05-215019

www.americanradiohistorv.com

Animation Pty. Ltd.
FROM

NMOQ

CONGRATULATE

K-tel Interna;ional
At

205 West Street,
Crows Nest, N.S.W. 2065
Australia.
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SINCE PHIL & CO. WENT
ON THE SCREENS OF THE
WORLD WITH THEIR T.V.
SPECIAL, WE'VE BEEN
THERE WITH THEM. KEEL
MANUFACTURING CORP
HAS CONTINUED TO
PRODUCE GREAT CUSTOM
PRESSINGS FOR RAY
KIEVES, AND ALL OF QUR
K-TEL CUSTOMERS AND
FRIENDS IN THE UNITED
STATES AND CANADA
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KEEL MANUFACTURING CORP., A DIVISION OF PICKWICK INTERNATIONAL, INC.
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www.americanradiohistory.com

K-20

ADVERTISEMENT

%

JUNE 26, 1976, BILLBOARD

*

Wolfgang Simon, Austria general manager, and Regine Dres'-
cher, controller.

Austria

K-tel expansion into Austria is a result of
natural factors growing out of contiguous
circumstances between Austria and
Germany. The 7 million Austrians were
reacting to tv campaigns in the neighboring
country. However, this is not to say the two
nations have identical musical tastes for.
indeed. they represent separate scenes. What happened,
though. is that young Austrians commenced reacting
favorably tc the K-tel-originated télevision spots.

Dueto thz necessity to set up separate operationsin
Austria, a variation of the usual K-tel expansion took place.
Bellaphon. a local record company, was engaged as exclusive
distributor via a contract that will expire in July. K-tel. which
will have had headquarters in Austria for a year at that time,
will then take over its own marketing.

The dynamic nature of the Austrian market is pointed up by
Bellaphon's initial success with a package titled **Pop Greats’
from K-tel.

Within six months, young people were thrilled by the
commercials. In fact, radio station 03 dedicated a feature to
K-tel, pointing out how a compilation of 20 hits was a cost
saving for ccnsumers.

There is a carry-over in promotion in that all records
featured in Austria have been featured in Germany before.

‘Salesmen W. Fischer znd W. Tomschik

K-tef International G2s.m.b.H. was es:ablished July 15,
1975 in Vienna with a 1. 076-square-foo- c¢ffice and half that
much added space devaied to warehouse Thenitial staff
consisted of \V. Simon, ger eral manager, vho was sales
manager with K-tel Frankfurt, and Regir e Drescher,

controller, who came from an English firm. Two salesmen and
two secretaries were addad and the nature of the company. in
view of Bellaphon's phas2-out, was initially to choose product,
plan commercials, ordering, conceiving displays and market
research

Even though Germany and Austria have their own music
scenes and most German songs are never heard in Austria,
there is still an overtap. Suppliers, displays and commercials
are identical.

K-tel's entry into Austria came after the company has piled
up success after success in other countries and this swept
away initial skepticism. It was all the more evident that the
international image of K-tel had validity because marketing
was successful in neighbo-ing countries on the Continent.
The intense back and forth follow through as each campaign
is checked with retail reaction was new in Austria and it took
only a short time to convince the Austrian industry that the K
tel formuta will win.

K-tel's how television promotion spans
/ borders and how K-tel is fi2xible enough to
take advantage of opportunities. Hereis a
country of 5 million peogle without
\ comme-cia tvorradio advertising. But 1

million ol the people are 2>posed to German
tv.
Inthe first year in which k-tel Denmark t as been in
existence, the strategy has been to concen-rate on building
up a network cf retail outlets.

Within three weeks K-1el Crenmark bad ined up 80% of the
dealersthat were hesitant iritially to stock 1the report. The
company now services 251 stores.

A small operation, headed by Erik Adelkrone, consisting of

three full-time staffers and  part-time secr=tary and
salesman, the K-tel operation concentrates on the personal

selling theory. Salespeople carry all availabl= displays and can

put a new dealer in business instantly witlk posters, dump
bins and local co-op advertising.

In Denmark, an estimated 33% of the pecple enter record
shops and stores selling reco-ds without kaawing what they
want so point 0” purchase is especially impo “tant.

The company has marketed 11 LPs. all f-cm neighboring
Germany.

K-tel has also found success in the sale of non-record
products such a3 Record Selector and Reccrd Cieaner which

are sold in boxes of 20 pieces. At least 95% of the dealers
stock the items.

K-tel executives see an eventual change in tv advertising
restrictions but meanwhile are moving ahead in other multi-
media directions such as in-store video-film promotions.

Perhaps the greatest triumph for K-tel Denmark has been
the success in convincing dealers and the consumer that the
product is not sound-alike or bootleg and represents a
legitimate bargain with original hits and real stars.

K-tel warehouse handling is being upgraded by special con-
tainers that allow for easy inventory control and prevent pilfer-
age during shipment. This scene is on the Continent at K-tel's
main warehouse in Frankfurt.

r ™\

»AAlles Gute K-TEL:

The better the product, the easier it
is to sell.

On their products and marketing suc-
cess, we would especially like to congratu-
late our customer K-TEL.

Our part was to supply several hun-
dred thousand cassettes in the last two years.
Supply with cassettes which are okay. With
cassettes, each of which is a precision job —
from the sound recording to the packaging.

On the occasion of their 10th anniver-
sary we would like to wish K-TEL all the best,
and may their success continue in the com-
ing decades.

Spezial-Werk fiir MusiCassetten, Western Germany
D-8192 Geretsried 2, Wallensteinstrasse 22

INC RECORDERS
PTY LTD.

in Sydney
congratulates K-tel
on 10 years of
resounding success.

The Hits just keep
on coming.

97 GLEBE POINT ROAD
GLEBE 2037
PH. 660-3466

THANK YOU K-TEL
foraSMASHING SUCCESS
in AUSTRALIA

from
LIBERACE IN CONCERT

Seymour Heller & Associates
adivision of American Variety International

_ Telephone: 08171/4240, Telex: 05-26 331 catond

wWwWwW americanradiohistorv.com
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We Are Delighted To Be A Part
Of Your World-Wide
Growth And Success.

GUSTOM REGORD MANUFACGTURING GO.

5810 S. Normandie Ave.
Los Angeles, Ca 90044
(213) 753-5121

12

4 )

BRITPACK LIMITED
CUSTOM PACKERS
CONGRATULATE
K-TEL
ON THEIR TENTH
SUCCESSFUL YEAR

On Your 10 Successful Years
In Australia

from *Bu?jﬁ’iﬁll

: THE AUSTRALIAN COMPANY

PRODUCERS OF TOP AUSTRALIAN TALENT
&

MANUFACTURERS ON BEHALF OF K-TEL

) BRITPACK LIMITED
INGHAM, LINCOLN

advosanig ‘'9.61 ‘9 ANNC

K telephone (052271) 551 J

www americanradiohistorv com
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if any K-tel's far-flung operations dramatize
/ the wisdom of marketing a broad line of

products beyond recordings, the country

might well be France where a government
\ ruling in effect has not allowed records to be

advertised on television. This legisiation

obviously meant that K-tel, in its little over a
year-old French operation, had to launch its image with a non-
record product.

The K-tel strategy, according to Mark Rosenfield, was
initially to experiment with two test market candidates. These
were TV Luxembourg, which covers about 5% of France, and
TV Monte Carlo, which covers only 4% of the country. The
decision was made to go with TV Luxembourg because it was
closest to Germany and a natural supply of the product.

Interestingly enough, the initial product, *'Le Multi-
Aiguisoir'’; that is, Dial X Sharpener, was available only in
German samples.

From the very inception, there were problems.

From a small office of only 250 square feet, Rosenfield and
Claude Favreau from England made a pioneering journey
through Northern France. They planned on a Mother’s Day
release in April-May and for six weeks trundled from store to
store to introduce the K-tel philosophy and the sharpener.

The duo met with intense reluctance on the part of retailers
but succeeded at last to line up 25 stores and to sell 2,000
pieces.

A breakthough occurred, however, when the tv promotion
was designed. First of all, Favreau, Blully Paschalis on loan
from the Germany operation, and Marie-Joelle Thomas, the
girl Friday in Paris, made an excellent promotion team. The
result is that the initial test area was successful.

Fired by the success of the sharpener, K-tel hired a
complete staff including a controller and assistant and four
salespeople and decided to launch nationally its Miracle
Brush. The activity was intense enough that K'tel was moved
to its present site and added a small warehouse.

However, again many discouraging aspects came into play.
As Rosenfield put it, “France is like Japan. It hasone of the
most complicated distribution systems in the world. Nothing
is straightforward.”

With Favreau spearheading the sales team, the staff
commenced its national drive. The challenge was tough. They
had two months, July and August, tointroduce a philosophy
and a product that was unknown in France.

“The worst part was that everybody leaves France in July
and August. This obviously slowed down our sell-in

dramatically."”
(Continued on page K-28)

K-tel building. Management M
staff in general manager’s office : 5
from left: Andre Birot, traffic P o et N
manager; Jean-Yves Le Bars, ;
marketing manager; Claude Fav-
reau, sales manager; Mark Ros-
enfeld, general manager; Fran-
coise Lacour, assistant control-
ler; Marie Joelle Thomas, assist-
ant to general manager; Rene
Mothre, controlier.

i3
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counts in New Zeland.

Diana Creighton and Gordon
Shepard conferring over ac-

K-tel New Zealand offices on
fifth floor of ‘246" building.

In a country that often struggles for its own
/ identity apart from Australia, the

distinguishing factor for New Zealand came

early in K-tel's very first product in February
\ 1972. The initial product also points up the

intense competitive nature of New Zealand

marketing, a factor now heightened by the
government’s doubling of sales tax on disks and a 40%
increase in tax on cassettes.

The initial product was to be called **20 Solid Hits," a name
that had been used successfully in Australia.

However, shortly before launch date it was learned that the
competition had put together a package to be called *'20 Sohd
Gold Hits."” The staff at K-tel hurriedly changed the name of
its package and thus started what was to be four years of
intense competition.

The K-tel operation, owned 49% by a New Zealand
shareholder, is regarded as a microcosm of the K-tel
international identity. There are six staffers headed up by
Diana Creighton, Managing Director, engaged in marketing a
full gamut of K-tel products in this country of just 3 million
people.

From the very beginning, K-tel International (NZ) Limited
set about releasing a varied product repertoire. These
packages include “World Of Waltzes,” **Jukebox Jive'" and
recordings appealing to various nationalities such as Scottish,
Irish and Greek.

With such a small staff, the operation results naturally in
people pitching in to perform various tasks. The members,
including two part-time demonstrators, often double as sales
representatives. There is a real attempt to offer personalized
service. A visit to each K -tel account is made as often as
possible.

The wide variety of record product is pointed up by the
success of a record of classical music which was proven to be
the No. 1 K-tel best seller so far.

The New Zealand company has been successful as wellin
non-record products. The Record Selector, Cassette Selector
and more recently the Music Book have all done well. The
Record Selector and the Cassette Selector now have a
permanent shelf position in stores.

Several distinguishing factors characterize the New
Zealand market.

First of all, the K-tel line is sold only in department stores.
There are no accounts that carry only records. Each store is
required to stock each of K-tel's products.

There is no mail order activity.

K-tel's New Zealand operation has done extremely well in
non-record product with a high ratio of volume in that area at
the present time. (Continued on page K-28)

i(tel

International Ltd.

on your 10th anniversary

Thanks for the good cooperation
and best wishes for the future.

|
member of the Bertelsmann Group

a name which stands for excellent
custom-pressing and cassette
duplication in Europe.

SONOPRESS Reinhard Mohn OHG

Carl Bertelsmann Str. 161
D-4830 Gutersloh West Germany
P.O. Box 2380
Phone 05241 831

Telex 9 33 832 Mohn

/

Best Wishes
For
Continued Success

Jean Chaput
and the crew

SERVICE DE MUSIQUE

BONaAnza

MUSIC SERVICE INC .

www.americanradiohistorv.com

K-Tel, congratulations
for your 10th anniver-
sary. We wish to
thank you for the
pleasant co-operation
that we had in the past
and look forward to the
next 10 years of mutual
business.
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Intercord Tongesellschaft mbH
7000 Stuttgart 75 (Sillenbuch) ~
Aixheimer StraBe 26
Tel. (07 11) 47 51 41
Telex 722 814
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PARTNERS IN SUCCESS

The Creative Merchants
from

Ktel(O..........

and the HITS from
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STHE PHENOMENAL

SUCCESS oF our GRT-
KTel. JOINT PROJEECTS
NEIL DIAMNOND AND

\ LIGRATHOUSE 2

Allen
Grubman
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ADVERTISEMENT

JUNE 26, 1976, BILLBOARD

As early as 1967, Philip and Raymond Kives
/ decided to establish a company in Japan.

Raymond Kives had gone to Australia to

start working on his first record package and
\ Philip Kives went to Japan with the Feather

Touch Knife. The Knife test was mildly
successful. However, at this time business
started to mushroom in Australia and so Philip and Ray
decided to put all their efforts into developing the Australian
market. One year later they both returned to Japan and made
contact with the largest retailer in Japan. Takashimaya.
They started to buy various products from Japanese
manufactunngincluding a mini sewing machine. knife
sharpener. and a hair trimmer. But they were stilinotin a
position to develop the Japanese market as business was
starting to increase both in Austrahia and Canada and Ray
Kives had decided to concentrate all his efforts on a new
operation in the United States.
In early 1968, Ray Kives discovered the Miracle Brush in
Australia. On checking the source of this product he found
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K-tel's Japanoffices in the heart of busy Tokyo (above). At
Sindai Airport (1972): Raymond and Barbara Kives and Shogo
Ishii (from left immediately above).

that itcame from Japan. This was the start of K tel's earnest
attempt to open the Japanese market.

Since that time, Ray Kives has spent from four to six weeks
per year in Japan to develop and purchase new product. He
became very close with Shogo Ishii who was a divisional
manager for Takashimaya's foreign export department. Many
products were developed and manufactured by Japanese
factories for K-tel Canada, Australia. United States. and New
Zealand.

By 1970 the volume of export from Japan had axceeded $1
mitlion per year. Ray Kives discussed with Shogo !shii the
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Subway advertising in Japan.

prospect of opening up a company in Japan that would get
involved with domestic sales as well as export. A joint venture
company was set up between Takashimaya and K-tel known
originally as Syntak but which is now K-tel Japan.

Originally they had started out by releasing a splatter pan
for protection from oil splatters cut of a fry pan. This was
followed up by two compilation teen albums. One album was
put together with all Toshiba repertoire and the second with
all Polydor repertoire. Each album was partially successful.
Business grew slowly as K-tel was developing marketirgin a
country with complately different distribution technigues and
advertising. Ray Kives spent a lot of time just getting familiar
with all these differences between oriental culture and
western culture.

Shogo Ishii became the managing director of K-tel Japan.
He taught Ray Kives to think Japanese instead of Westarn in
all his negotiations. K-tel Japan bezan using in-store
demonstrations plus use of a great deal of press. The tv
commercials all had to be redone at 30 seconds as it was
almost impossible to buy time for a one-minute commercial.

(Continued on puge K-26)

HAPPY 10th

ANNIVERSARY
 K-TEL +
ok &

From Your Irish Distributors
SHAMROCK SOUVENIR RECORD CO.
LTD., 48 DUBLIN STREET, MONAGHAN,
IRELAND. TELEPHONE 047-81068

Distributors of leading Irish and U.K. labels to
the retail trade in Ireland. We are interested in
acquiring Irish distribution rights for leading
United States country labels. Agency also re-
quired for leading brand of record and tape-
case and rack-manufacturers. We are presently
seeking distributors for our HARP and SHAM-
ROCK labels—albums, 8 track cartridges and
4 track cassettes—in the following areas:
United States, Canada, Australia, Scotland,
New Zealand, South Africa and other interested
areas.

LOOKING FORWARD TO MANY MORE
HAPPY ANNIVERSARIES WITH K-TEL.

Best Wishes
For
Continued Success

CKXL Radio

Calgary,
Alberta

www.americanradiohistorv.com

CongEtianions
Caro/
anaglla-

everyuners

RED BULLET PRODUCTIONS
NEW DAYGLOW MUSIC

Alexanderlaan 2
Hilversum
Hclland
Phone: 2150-57841
Telex: 43956
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THANK YOU
K-TEL

FOR DISTRIBUTION RIGHTS IN AUSTRIA.

FOR MILLION SALES IN GERMANY.

AND WE AIN'T WORRYING ABOUT
THE NEXT TEN YEARS EITHER

BELLAPHON RECORDS
GERMANY — AUSTRIA — SWITZERLAND

S — — E—

CONGRATULATIONS!

Ktel International Ltd.

SINCERE
BEST WISHES
FOR
CONTINUED
SUCCESS |

DYNAPAK MUSIC
SERVICES LIMITED |

3121 UNIVERSAL DRIVE | Everybody should be jumping
M'SS'SS(/;:S:E)SNTAR'O for joy on your 10th Birthday.

Congratulations from Pye Records Group
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Australia

\' ® Continued from puge K-13

Hogan, the original storeman and ten-year veteran, is now
warehouse manager. The first clerical/shorthand/typing

assistant. Diana Creighton, is now general manager of K-tel
New Zealand.

During those early years there were many problems in
getting product together, and McDonald credits today’s
success on the early support of the record companiesin
releasing material to make the albums successful.

As success followed success, once again the size of the
building proved to be inadequate. A move was made farther
down the street to a larger complex of about 2,500 square
feet, and staff was increased to 15.

At this time K-tel was releasing on a regular basis 10to0 12
albums per year, and each one seemed to make K-tel better
known. Lots of competition soon came into the field, but this
was welcomed as it made K-tel more alert and determined to
produce better albums. Earlier in its history K-tel received a lot
of help from the Australian radio stations’' personnelin the
selection of artists, and McDonald is grateful.

Because of this amazing growth it was decided that the
company should look at the possibility of going publicin the
U.S.A., and that brought about the name K-tel: K-Kives and
tel-tv. The explosion in Australia was still taking place and had
reached the stage of further growth. This time, the branch
located and purchased a property about three quarters of a
mile from the city in a western direction. This 30,000-square-
foot property is the current site where all the action is today at
K-tel Australia. It is very handy to the city, enabling visits to
retailers on a day-to-day basis. There is now a full-time staff of
35 people.

K-tel Australia now has its first K-tel employe ready to
commence operation in Melbourne, Victoria, which has a
population of three million, about the same size as Sydney. It
has had a representative in Brisbane, Queensland, for the
past eight years, and recently arranged similar representation
in Perth. Western Australia, and Adelaide, South Australia.

Aslan Kennon, assistant general manager of Channel TEN
10-Sydney. says: 'K-tel has made a great impact on the
Australian market with their use of television. You could say
they created a precedent which very few other advertisers
have been able to follow as effectively."”

Wilf Barker, general sales manager of Channel ATVO
Melbourne, agrees with this. **K-tel was the pioneer of
effective. demonstrative selling on television in Australia.
Their aggressive approach gave the tvindustry a shot in the

e

K-tel initiated Sydny'f st free bus to trnsport Christmas

shoppers.

arm because advertisers all across the country started to
emulate their tactics with satisfying success. Time on
television is now at a premium as a result.”

A recent promotion of one of Australia’'s most colorful rock
'n’ roll stars was done by K-tel. Johnny O'Keefe, who has been
around since the early years of rock in this country, worked
closely with K-tel to produce one of the most exciting results
it's had to date. Although the repertoire was not entirely new.
the K-tel image of promotion brought this album to the
awareness of all record-minded Australians, with sales of
more than 180,000. The album was called **The Living
Legend of Johnny O'Keefe."

Another success story is the promotion of Marty Robbins. In
fact, the Robbins LP sold platinum and several industry
observers note that thisis as well if not better than Robbins
has ever sold in Australia.

“This shows the public's appreciation of bringing to them
the awareness of great artists through our marketing
methods,”" says McDonald, who has seen the company
recently celebrate its 10th Anniversary in Australia.

Brazil

® Continued from puge K-10
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Within the Brazilian reccrd industry, a number of
companies and individuals played key roles in Felping K-tel
achieve this early success. Ribeiro provided four CBS top
tracks for the record and aiso provided advice and guidance
for K-tel's new operation. £ similar role was played by Jose
Sobrinho, president of Top Tape Musica Ltda., a fast-growing
successful Brazilian record company. In Sao Paulo, key
support came from Enrique Lebendiger, president of RGE /
Fermata Ltda., Oiavo Bianco, international manager of Som
Industria e Comercio S/ A, and Geraldo Loewenberg,
international manager of Gravacoes Eletricas S/A, all being
Brazilian-owned-and-operated record companies. The initial
mastering and pressing was done by Tapecar Gravacoes S/A,
inRio, whose president, Manuel Camero, contributed greatly
toward K-tel's meeting its targeted release date. Pressing and
tape duplication has since expanded to include RCA and Som
Industria e Comercio. All jacket and cassette label production
are being done by CBS.

With less than 12 months since start up of K-tzl do Brazil,
the company has grown to 50 employes, with its
headquartersin Ipanema (Rio de Janeiro) and branch offices
in Sao Paulo and Porto Alegre. Three household nroducts are
now being marketed along with a second and third LP.

C
\S
Jack Korenstein, Garry Kieves, Mickey Elfenbein, and Philip
Kives all went to Japan at various times to help give their
input. Ray Kieves generally kept going back not only for
domestic sales but also for export sales which were now
exceeding $1.5 million. By 1975 K-tel seemed to be getting

more strongly entrenched in‘o the Japanese way of doing
business.

Japan

® Continued from page K-24

Two products which made a dent in the Japanese market
were the Multi Sharpener and the Salad Queen. Of all
countries, Japan is probably the most difficult for K-tel to get
fully entrenched in but it is probably the one with the most
potential. There is no doubt that K-tel Japan will eventually
prove to be a very significant portion of K-tel.

CONGRATULATIONS

T0
K'TEL INTERNATIONAL

WELCOME ON
THE FRENCH MARKET

AND BEST WISHES
FROM

AREACEM

25 YEARS OF EXPERIENCE
25 MILLION SLEEVES
AND 35 MILLION RECORDS
A YEAR

THE PRESSING COMPANY
OF THE GROWING UP
RECORDING FIRMS

1, RUE CHRISTOPHE COLOMB
94600 CHOISY-LE-ROI - FRANCE
TEL. : 684 06 97 - TELEX : SOFRASO 200869 F

WE SALUTE OUR
FRIENDS AT

K-tel International Ltd.
and wish you continued
success in the future.

*

We're proud to assist in
marketing K-Tel products
in one of Canada’'s best
markets.

%

the country music
voice of alberta

dial €90

50,000 WATTS —24 HOURS A DAY
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