
Career Building Is 
Jess Rand's Special Concern 
His 13 -year association 
with The Lettermen, 
one of the longest 

in show business, 
has meant keeping this 
MOR act contemporary 

Behind every successful artist is a 
professional personal manager 
who has career building on his 
mind. The really top acts seem 
to cement relationships with 
their managers which last corn - 
fortebly and produce mean. 
ingful business and social rela- 
tionships. 

Jess Rand is one of those quick, sawy, take an oppor- 
tunity and run type of guys who has been managing the 
Lettermen for 13 years. Thus he is well qualified to discuss 
the role of the personal manager in maintaining a healthy 
level of business for his client since he has had such a long 
standing relationship with one act, an act with its own dis- 
tinct success story, its own distinct vocal sound and an act 
which has made a distinct speciality of performing on the 
collegiate circuit despite the ever changing sound of pop 
music and the concomitant changing of student's musi- 
cal tastes. 

Working with three guys and keeping them active con- 
sumes Rand's time, as well it should. The Lettermen - 
Tony Butala, Jim Pike and Gary Pike (who replaced Bobby 
Engemann in 1968) -and Rand have a solid under- 

show and a business, he continues "and you have to re- 
member it's a business. Someone once told me the great 
lesson that you are never as big as your dient. Unfortu- 
nately you most go into the woodwork at a certain point. 

"I can name artists who've been up and down and if 
you look, you'll see they've had nine different managers 
and agents. They just won't listen. But there must be 
someone around who can say to an artist you're wrong. 
But you have to have reasons for this belief." 

Rand's path crossed the Lettermen shortly after they 
were formed in 1961 and when producer Nick Venet called 
him and suggested he get with the act which had just 
joined Capitol. They had no management at the time while 
Rand was handling Sam Cooke and the Paris Sisters. 

The toys receive gold records for their first LP (top). Rand 
sat the right of Stan Gortikov, Capitol's president, fourth 
from the left. Onstage (above) they clown around while in 

he studio they are very serious. Photos from the Jess 
Rand collection. 

"I like acts that have consistency," Rand says, and at 
the time he went to meet with the Lettermen, his two acts 
were very hot on the charts. 

After looking at their contract with Capitol, Rand de. 
cided "it was very inequitable." They had just recorded 
their first single, "The Way You Look Tonight" backed with 
"That's My Desire." "I told them that when the record hits, 
they'd be so hot that Capitol would give them anything 
they wanted within reason. So three months later when 
the record hit we went from a aye percent royalty to 5 per- 

cent 
The Lettermen's look today 
(top center) and when they 
first started out (below cen- 
ter). Above: they clown 
around on their first record - 
Ing date at Capitol. Rand is on 
the drums. 

standing about who does 
what. And not to whom. 

They discuss all matters 
and they have an agreement 
that prohibits any one from 
telling the others "see I told 
you so." So no one gets any- 
thing thrown in his face if 
something doesn't work out. 

The Lettermen have the fi. 
nal ON on all their dates and 
songs, but Rand knows that 
if he has to become argu- 
mentative, he has to have 
facts to backup his position. 
The act knows Rand and 
they trust him to where he 

can make decisions about 
their careers before calling 
each individually to check out his action. 

"There's two kinds of managers," Rand says one morning 
in his Beverly Hills office. "One kind signs everything that 
walks and breathes and the other kind is more selective. You 
must learn from your client. He will teach you a lot no matter 
how much you're around this business. As a non -performer 
you're still a civilian. You will never know what the feeling is to 
bomb in front of the public or what it feels like to walk out on 
that stage. 

"You never put an artist in a position where his head is on 

a chopping block. You have to know how to say no and for 

some guys that's hard. I'm turning down $9500 and trans- 
portation to play one night in Pads. Why? What's it mean? Ja- 
pan is a different story because we have a tremendous record 
market there. But what does France mean to us ?" 

Do the boys know you've temed this date down? I ask. "Oh 
sure. I discuss everything with them. I'll sit and discuss the 
pros and cons. The final decision is the guys' and if they give 
you solid reasons for their decision, you're learning some- 
thing." 

Rand says his credo for being a manager entails being 
honest to the client and to yourself. But it's additionally a 

"We hit so fast (with a soft 
romantic vocal blend during 
a time when rock was still 
being developed) that the 
boys had no money. I had to 
loan them my credit cards. 
Ed Sullivan paid us $750 to 
do his show. But the airfare 
alone was more than that. I 

knew the act would make It 
because it had consistency. I 

told them we would play x 

amounts of concerts, x 

amount of club dates and it 
ended up to where we now 
play all major hotels and 
clubs as headliners." 

The act has also been ap- 
proached to do lots of com- 
mercials but has turned 
down most. Two of the mem. 
bers are Mormons so pitches 
to do coffee and smoking 
commercials have been 
passed over. But the act did a 
radio -TV campaign for Pan 
Am in 1969 which earned 
them $55,000 in front plus 

production fees and expenses to come off the road for one 
week and shoot in the Los Angeles area. 

Originally the ad agency, J. Walter Thompson offered the 
William Morris office a fee which Rand rejected. But once 
Rand entered the picture, things came out to his client's lik- 
ing. "A manager is like a buffer. You better have a good un- 
derstanding of the agency business. If you alienate your agent 
with unrealistic demands he'll think why should Igo out and 
sell him. So in this instance I flew to New York and stuck my- 
self between the agent and the advertising agency. 

(Continued on page N -49) 
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