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Lieberson to Keynote
U.S.DayatIMIC May9

LOS ANGELES—-Goddard Lie-
berson, president of the CBS
Records Group. will be the keynote
speaker for the fifth International
Music Industry Conterence (IMIC).
sponsored by Billboard Publications
at the Grosvenor House Hotel. Lon-
don. Mav 7 10 10.

Lieberson, a veteran of more than
30 years in the music industry, will
offer his address May 9. which is
U.S. Day

The conterence will include key
idustry leaders from around the
world discussing a number ol topics
including: international marketing
trends: the raw materials outlook:
the “shape of sound to come™:
monev, morals and management:
international law and the record in-
dustry; Japan's role in the hardware
and software industries: the chal-
lenge of retailing in America: and
broadcasting.

[talian Ballad Is
Remo Winner as
Festival Goes Soft

SAN REMO -The 24th San
Remo Festival. which got underway
March two weeks later than
planned, was won with a typically
ltalian song. “Ciao Cara. Come
Stai” (Hello Darling. How Are
You). sung by Iva Zanicchr (Riti).
written by Daiano. Dinaro. Janne
and Malgiogho. and co-published
by Durium and Riti.

Votes from the 14 juries spread
around Italy were not revealed as
the organizers, Elio Gigante. Gianni
Ravera and Vittoria Salvetti. had
agreed with the arusts to assign a
first prize only and to regard all the
other finalists as being sccond.

Melodramatic and romantic songs

(Continued on page 51)

Among the top mdustry execu-
tives trom the U.S.. Europe and Ja-
pan already registered for the con-
ference are: Nesuhi Ertegun
president. WEA: Roland Kluger:

(Continued on page 8)

IFPI Director
Leads Panel

By RICHARD ROBSON

Music Week Stalt Member )

LONDON--Stephen Stewart. di-
rector general of the IFPI (Inter-
national Federation of Phonograph
Industries), will chair a workshop
session titled hnternational Law and
the Music Industry at the fitth
International Music Industry Con-
terence. sponsored by Billboard
Publications and to be held at the
(Continued on page 51)
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Made in Japan:
172 Mil Disks at
$394 Mil Retail

By HIDEO EGUCHI

TOKYO—AU least 172 million
records worth 1,076 million yen or
$394.428.150 retail were manufac-
tured in Japan last vear. but inter-
national arusts and repertoire repre-
sented only 41 percent ol total
production value according 1o the
figures gathered by Billboard in this
music capital.

About 441 million yen or
$161.715.542 worth of disks were
manufactured from masters of inter-
national origin in 1973 by members
ol the Japan Phonograph Record
Association  (JPRA)  against
36.183.108.191 ven or $117.477.624
in 1972 The JPRA s expected to
publish the exact figures in its be-
lated report for 1923, Dollar value
averaged 27280 yen last year. The
conversion rate was changed from

(Continued on page 31)

EL CHICANO

fimshed 73 with a hit single, “Tell Her She’s Lovely,
starting '74 with a great new album, “CINCO.”" which includes “GRINGO
EN MEXICO” b/w “CHILDREN" on MCA Records. Produced by Johnny
Musso, Mickey Lespron. Bobby Espinosa and Andre Baéza.

(Advertisement)
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House Gets Stiffer
Bill on Antipiracy

By MILDRED HALL

WASHINGTON-A bill 1o pro-
vide continuing copyright protec-
tion for recordings, and make both
piracy and counterfeiting of records
a telony offense. was introduced last
week in the House by Rep. Robert
W. Kastenmeier (D.. Wis.), chair-
man ot the tlouse Judiciary Sub-
committee on Copyvrights. The cur-
rent antipiracy amendment to the
copvright law, which provides pro-
tection tor all records made on or af-
ter Feb. 15.1972. will expire Decem-
ber 31. 1974, This would end the
right of new recordings to obtain
federal copyright protection as of
January 1. 1975

The House side imposed the expi-
ration date on the 1971 unliplr;lcy
amendnient authored by Sen. John
L. McClellan, partly to actas a prod
to the stalled copyright revision bill.

Goldie Zelkowitz's new album “GOLDIE ZELKOWITZ" (Janus 3060) was
produced by Gabriel Mekler and Trevor Lawrence. Goldie's delivery covers
the whole musical spectrum, from hard ariving to soft and sensitive. and

way you DON'T HAVE TO BE JEWISH TO ENJOY “Goldie Zelkowitz” on

(Advertisement)

The revisions bill S. 1361 also makes
copyright protection tor recordings a
permanent part of U.S. copyright
taw. 1t was originally hoped that the
revisions bill would pass before the
expiration date of anti-piracy

(Continued on puge 66)

Col Q" Sales
$6 Mil in '73

By JIM MELANSON

NEW YORK-CBS Records
racked up $6 million in SQ sales in
1973, its first full year of marketing
the d-channel records and tapes, and
sharply rising quadrasonic sales
curves have led company executives
to gear production estimates tor a 35

percent mcrease in 1974,
Bruce Lundvall. vice president of
(Continued on page 14)

England Back in
Swing: PVC $S Up

By GRAHAM PUNTER

LONDON--The UK. music in-
dustrv breathed a sigh ot relief this
week at the resumption of the nor-
mal week —but now turns to tace the
increasingly acute problems caused
by the shortage of raw materials.

With an extra two davs ot produc-
tion mevitably producing a more in-
tense demand tor diminishing raw
materials. profit forecusts look like
they will have to be reassessed be-
cause of the rising price of plastics
caused by demand exceeding supply.

The immediate eftfects of the re-
sumption of five-day working will

(Continued on page 51)
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Calif. Ban Try Shows
Mail-Order Co.’s Rise

By JOHN SIPPEL

LOS ANGELES—A temporary
order, which restrains E-C Tapes
Inc., Brookfield, Wis., from placing
further ads in national periodicals
which circulate in California, is seen
as possibly cutting into sales gross of
the firm. The case was handed down
last week by Superior Court Judge
Lucas M. Campbell.

The judge’s order to halt advertis-
ing in effect would stop most of the
E-C advertising, as the periodicals in
which the advertising is done print
only national editions which circu-
late in California and do not have
regional editions.

In a 1973 deposition taken for a
circuit court litigation in Milwaukee,
David L. Heilman, ECT president,
reported a building seven-figure
sales picture for that year’s end (see
adjacent story). The firm indicated

(Continued on page 62)

Print Sales

NEW YORK-—Sales of printed
music are peaking to an annual level
of more than $140 million at retail, a
trade survey now beingtabulated in-
dicates.

The continuing survey, launched
last year by a group of four pub-
lisher associations, disclosed that to-
tal sales in 1972 hit $129,101,000, up
almost 8 percent over the $120,-
133,000 racked up in 1971. Of these
amounts, $6,569,000 represented
sales direct to consumers in 1971,
with $7.077,000 the direct-sale total
for 1972.

The 1973 figures, now being stud-

LOS ANGELES—The building
seven-figure business gross of an un-
licensed duplicator, operating na-
tionally by direct mail primarily,
was illustrated in a complaint filed
here carly in March by A&M
Records in Superior Court. (See ad-
jacent story).

A deposition from David L. Heil-
man, president of Economic Con-
sultants, Inc., d/b/a E-C Tape Serv-
ice, Brookfield, Wis., stated that the
firm grossed $1.5 million in its past
fiscal year. The undated deposition,
made in Milwaukee in the case of
Mercury Record Productions Inc. vs.
ECI and the tape firm (Billboard,
Feb. 9) stated that Heilman dis-
closed gross sales from May through
August, 1973, of an additional
$698.000. Heilman cstimated that
gross for October through Decem-

(Continued on page 62)

Seen $140

By IS HOROWITZ

ied, show a rate of sales comfortably
above that of the previous year. A
preliminary analysis indicates a
sharp rise in the numbers of pop
folios sold as against past years, ac-
cording to an informed source, and
when the final figures are available
they will provide proportionate
breakdowns by repertoire cate-
gories. The 1973 roundup will be
completed by mid-year.

The survey, believed to be the first
organized effort by the industry to
report authentic figures of printed
music sales, was initiated last year by
Leonard Feist, executive vice presi-
dent of the National Music Publish-

_General News
Vincent Dealing
Aces Up Again

JACKSON, Miss.—Johnny Vin-
cent is bringing the legendary Ace
Records back to life and has just
lined up most of his old lineup of in-
dependent distributors. The label
had a string of hits through the early
1960’s with probably the last big hit
in 1962 with Jimmy Clanton “Venus
in Blue Jeans.” Ron Fraiser, now
program director of WRBC-AM
here and once an artist on the label
(“Summer Skies™ in 1961), will serve
as artist, producer, and promotion
man for the new Ace. Ace's last
record release was around 1964, ac-
cording to Fraiser.

First release is a single called
“They Call It Streaking” by Dash
Flasher and the Streakers. The label
will be releasing both new artists and
some of the older product as oldie
LPs, including records by Dr. John
and the Nightrippers, Clanton,
Huey (Piano) Smith and Frankie
Ford.

Mil in °73

ers’ Association. Participating with
NMPA in the survey are the Church
Music Publishers’ Association, the
International Gospel Music Pub-
lishers’ Association, and the Music
Publishers’ Association of the
United States.

While Feist is coordinator of the
survey project, statistical tabulations
are handled by the accounting firm
of Arthur Young & Co. Feist said
that about 71 percent of the survey
figures are based upon responses (o
questiannaires, with the balance
“extrapolated from a consensus of
information derived through indus-
try sources.”

Motown Maps Can. Indie Dist.

TORONTO—Motown is opening
a Canadian outlet here this weck.
Heading Motown Reccrds Canada
Ltd. will be Ron Newman, former
president of Stereodyne.

Previously Newman had been
with Motown’s former Canadian li-
censee, Phonodisc, and then with
Motown itself in Detraait. Motown
Canada will develop new Canadian

Tight Lists

LOS ANGELES—As a result of

increasingly tight radio playlists,
ABC/Dunhill Records has been
forced to move into *specialized
promotion equivalent to that of pla-
tooning sports teams,” subsidize
more tours than ever before, move
into as many forms of music as pos-
sible to expose artists and supply
certain key secondary stations with
product on a direct basis, according
to firm president Jay Lasker.
Lasker also pointed out that ABC
operating costs are higher than ever
before. but stressed that he did not

feel “an overall price increase on
product, whose sole purpose Is to
compensate for other costs, that are
passed on by other components. is
the answer.” There will be a point,
he added, “where record firms can
price themselves right out of the
marketplace.”

ABC will also continue to diver-
sify product and sign new artists de-
spite shortages and rising costs, “be-
cause if all your acts are top dollar,
then you are in trouble,” Lasker
said.

product as well as marketing the
parent company's records.

Newman is currently setting a
line-up of independent distributors
for Motown Canada and an initial
releasc on the label will be out in
early April.

Also on staff at Motown Canada
will be Ken McFarland as national

promotion director, who comes from
London Records Ontario branch
manager, and operations manager
Don White who was previously with
Ampex Canada. Motown’s most re-
cent Canadian licensee.

UA opened a branch office in
Canada recently to work more
closely with its affiliate there (Bill-
board, Mar. 16).

Force Shifts: Lasker

By BOB KIRSCH

“Radio is no longer top 40, it’s top
15, Lasker said, “and it’s cutting off
the heads of the record industry. As
a result of this format, we constantly
have to look for new areas of promo-
tion. We have had to become highly
specialized in our outlook on pro-
motion. For example, where we once
had one man doing a few jobs, we
now need a man for each job. We
have people and we are training oth-
ers whose only purpose, for ex-
ample, is to take certain soul records
once they have hit and try to cross
them to pop. The same is true in
country. We've also added stress to
the MOR markets, specialized prod-
uct like the Impulse line, certain FM
targets and added stress on secon-
daries.”

Lasker added that “our promo-
tion costs must be up 1,000 percent
in the past four years, and it’s been
primarily to compensate for tighter
radio playlists and lack of creativity
in radio programing.”

Tour $$ Backing

Subsidizing tours has also become
a way of life for ABC, as it has for

most record companies over the past
few years. “With possibly one or two
exceptions,” Lasker said, “we are fi-
nancially involved in almost every
tour. Five years ago it was nothing
like this. Again, the tightening of ra-
dio has forced us into the booking
business, where we cannot make any

(Continued on puge 12}

Viner Makes

Piracy Gaining
Ground in Okla.
As Bill Limbo’d

OKLAHOMA CITY-Despite
concerted efforts by a number of in-
terested national groups and a
strong band of state-wide piracy
foes, hopes for passage of a law
against illegal duplicating dimmed
last week.

The attempt to pass House Bill
1243 drifted into limbo when prog-
ress was reported by the committee
considering it. There are strong indi-
cations it will be considered later this
year or early next year.

The companion bill in the Senate,
No. 483, hit a snag when a rider was
added to the proposal which states
that recorded material made before
Feb. 15, 1972, belongs to the people
and that product is public domain.
The Senate judiciary committee ap-
proved the new proposal and a long
floor fight is anticipated over the
amendment.

Unlicensed duplicating forces
fighting passage of an antipiracy
state law have circulated propa-
ganda which pushes the fact that
Oklahoma state income will be hurt
if unlicensed duplicating is banned
there. One such piece states that in
Oklahoma and Cleveland counties
over 20,000,000 tapes were dupli-
cated without license last year. This
state is considered by piracy experts
as the largest producer of unlicensed
tapes in the U.S. currently

Stage Party

Anti-piracy forces banded to-
gether Monday (4) to stage a party to
explain their stand to over-200 state
legislators here. Organized primarily
by the Country Music Association,
interested record companies, and the
state anti-piracy group, the dinner
was attended by recording artists
Nat Stuckey, Jody Miller. Leroy Van
Dyke and Conway Twitty. Mrs. Mae
Boren Axton, veteran songwriter
and mother of Hoyt Axton, paced
the afterdinner talks. Attending also
were: Mr. and Mrs. Rick Kelly,

Funk LP Sleeve
Booms ‘74 Tour

LOS ANGELES-—Capitol Rec-
ords here has included the entire
itinerary of their 1974 Grand
Funk American tour on the inner
sleeve of the group’s latest LP,
*Shinin’ On.”

The itinerary covers some 40
dates. “Shinin” On" was released
during the first week of March,
and the tour schedule runs from
Mar. 21 through June 23. The LP
cover itself 1s three dimensional,
with a pair of glasses included.

Non-Record

Deal With Ringo & Nilsson

LOS ANGELES—Michael Viner,
who recently transferred his Pride
label from MGM to United Artists,
has anriounced non-record deals in-
volving Ringo Starr and Harry Nils-
son. Ringo and Nilsson are con-
tracted to star in and provide music
for a mixed live-animation movie.
“Ringo’s Night Out.” which Pride is

o ﬁore Late New§
_Se_e Page 66

to produce and will negotiate a dis-
tribution deal. according to Viner.

Viner and Nilsson are also part-
nered as executive producers for the
April U.S. release of “Till Sex Do Us
Part” which Viner describes as a
“highly artistic X-rated movie which
has been well-received in Europe.”

Pride is now also exclusive U.S.
marketer for Ringo Starr’s furniture
manufacturing company, R&R.
Sample of Ringo’s antic designing is
a coffectable made out of two Rolls-
Royce radiator grilles and a mirror.

Records Inc., local record store; Bill
Emerson Jr., legal counsel for the
Southwest Association of Record
Merchandisers, Dallas: Cliff Kee-
ton, once owner of B&K Dist., now
defunct: Mrs. Ellie Joseph, Gemini
Records, Enid; Miss Lou Manly of
Twitty’s Oklahoma staff: Bob Dorn,
RCA: Tom Sims, WEA: Joe Mans-
field, Columbia; Frank Mancini,
RCA: Jo Walker, Joe Talbot and
Mr. and Mrs. Terry Davis, all of the
CMA.

Most of the above appeared at the
legislative hearings held later in the
week, along with Dave Winstein,
New Orleans, who represented the
American Federation of Musicians;
E.D. Graham. president of the AFM
local here. and Henry Likes, presi-
dent of the state AFL-C1O council.

Viewlex Eyes
$3 Upturn
After Loss

By JIM MELANSON

NEW YORK-In-house projec-
tions at Viewlex, Inc. have the com-
pany closing its 1973-74 fiscal year
with an operating profit, following a
$14.6 million loss during the 1972-73
fiscal year. The fiscal year will close
for Viewlex May 31.

Harry Charlston, executive vice
president, stated that this year’s re-
sults should reflect a concentrated
effort on the part of upper manage-
ment to “turn the company around”
following the previous year’s losses.
He said that plans call for the growth
rate to continue, and that projections
over the next five years call for a
doubling of annual sales. At present,
Viewlex’s yearly sales are nearly $50
million.

“Viewlex’s market stance today
resulted from a re-thinking process
on the upper management level.”
explained Charlston. “Following
last fiscal year’s losses, who we were;
what we were and in what direction
the company was to move was
mapped out to give Viewlex’s four
divisions the proper priorities for the
fullest development.” During that
period (some 18 months), there was
nearly an 80 percent turnover of top

(Continued on page 62)

Wynshaw Buys
2 Nightclubs

CHICAGO—David Wynshaw,
former Columbia Records execu-
tive, has entered the nightclub busi-
ness here, with the purchase of two
clubs, the Happy Medium and the
London House North.

The Happy Medium. seating 450,
will have a dual policy of featuring
rock contemporary music acts and
cabaret theater, while the London
House, seating 400, will stress coun-
try music artists. The London House
will book artists primarily for one-
night stands.

Wynshaw, who will operate the
clubs with two partners, will com-
mute weekly between here and New
York. where he will maintain the op-
erations of his personal manage-
ment firm, David Wynshaw Associ-
ates.

Billboard is published weekly by Billboard Publications, inc . One Astor Plaza. 1515 Broadway, New York, N.Y 10036. Subscription rate. annual rate, $40. single-copy price, $1.25 Second class postage
paid at New York, N.Y and at additional mailing offices. Current and back copies of Billboard are available on microfilm from 3M/1M Press, P.O. Box 720, Times Square Station. New York 10036.
Postmaster, please send Form 3579 to Bliiboard Publicatlons, Inc., 2160 Patterson St., Cincinnatl, Ohlo 45214, Area Code 513, 381-6450.
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Earth, Wind & Fire. Their “Head to the Sky” album has already sold 750,000
copies and they've been electrifying the country via live television
appearances, rafter-shaking concerts and now a new album, “Open Our Eyes’”
The single “Mighty Mighty” is really exploding. The R&B stations in
Philadelphia, Washington and LLos Angeles have it in their Top 10 and the
Top-40 biggie KLIF in Dallas is already playing it.
Earth, Wind & Fire has people up and dancing again
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66 ”
Open OurkEyes, . .

the new Earth, Wind & Fire album.
On Columbia Records -




first on this.

streakable.

Streakin’ Fad Strikes
Disk and Radio Scene

LOS ANGELES—Streaking barely made the newspapers when both
record companies and radio stations galore took off with the fad. There
were at least three singles released last week and probably more will be un-
covered this week. In addition, radio stations were reporting that they were
streaked and some air personalities did some streaking themselves. Tom
Wirch, chief engineer at KSLM-AM in Salem, Ore,, reported that air per-
sonality Bob McCarl was streaked on Mar. 6. Bill Love ata Louisville radio
station did some streaking on the air. WBBQ-AM morning air personality
Buddy Carr streaked on Augusta, Ga. news show on WRDW-TV wearing
only a hatand sunglasses and earrying a sign proclaiming: “Don’t be meak,
streak.” Operations director Harley Drew of WBBQ-AM is claiming the

As for records, 20th Century released “Streakin’ and Freakin’ ” by the
Streakers; took 24 hours from studio to the playlist of KILT-AM in Hous-
ton. Exorcist Records released “Streaking™ by Zona Rosa and had it deliv-
ered to Los Angeles progressive FM stations by a streaker. Ace Records,
headquartered in Jackson, Miss., came back to life with a disk called “They
Call It Streakin’ ” by Dash Flasher and the Streakers. If you haven’t been
personally streaked this past week, perhaps it’s only because you’re un-

TV Special Pushes LP
Sales on Denver: RCA

NEW YORK-RCA Records is
reporting strong sales for label artist
John Denver’s LP catalogue and
current single as an immediate reac-
tion to Denver's ABC-TV network
special, aired last Monday (11).

Division vice president, market-
ing, Jack Kiernan cited sales and re-
order patterns at several leading re-
tail chains and in various markets as
indications of the show’s impact,
which was expected to provide the
focus for RCA’s two-month mer-
chandising and promotion cam-
paign for the artist.

As previously reported, that cam-
paign placed key emphasis on two
Denver chart LP’s, “Greatest Hits”
and “Poems, Prayers and Promises,”
and his single, “Sunshine on My
Shoulders,” with exposure for his
entire catalog also provided.

Kiernan’s sales reports focused on
the Northeast, where Ben Bernstein
of Korvettes reported that nearly ev-
ery store had to re-order within 24
hours of the telecast, despite in-store
stock that had been described as
“excellent product representation.”

(Continued on page 66)

Mo. Appeals Court Upsets
Rule; Enjoins Duplicator

NEW YORK-A Missouri Court
of Appeals has reversed a lower
court decision in St. Louis that had
refused to enjoin a manufacturer, a
distributor, and a retailer of alleg-
edly pirated sound recordings on a
charge of unfair competition.

The civil suit had been brought by
the National Broadcasting Co. Inc.
(NBC) in the Circuit Court of St.
Louis County against Donald Ray
Nance, an allegedly unlicensed
sound duplicator who produced pi-
rated tapes under the labels, “Mag-
nasound,” “Stereo 3,” and “Cool
Products, USA.”

Charged in the same suit was
Gayron (Moe) Lytel, doing business
as “Boothill Records, who was said
to be a distributor of pirated record-
ings. The Columbia Broadcasting
System (CBS) had also filed suit
against Nance.

In reversing the lower court’s deci-
sion, Judge James Clemens, whose
opinion was supported by the other
two appeal judges, said the plaintiffs
were entitled to a permanent injunc-
tion against the defendants, and di-
rected the lower court to conduct a
hearing for an accounting of profits
and an assessment of damages.

He said that a more flagrant case
of unfair competition was nowhere
disclosed by the books, and added
that the scheme was really more than
unfair competition and, in fact,
amounted to an actual appropria-
tion of plaintiffs’ property by the de-
fendants to their own business pur-
poses. Clemens added, “‘unfair
competition is a specie of commer-
cial hitchhiking which the law finds
offensive, and a court of equity
ought not to hesitate long to inter-
pose its protection against a scheme
of this character.”

Suit Asks AFM Rerun Pay

LOS ANGELES—A suit, whose
charges undermine the American
Federation of Musicians’ TV rerun
payments to its members, has been
filed in federal district court here
recently.

Trophy Productions of New York,
a packager of video shows, claims in
the suit that the union has noright to

ABKCO Sues Ringo

LOS ANGELES—ABKCO In-
dustries filed suit against Richard
Starkey aka Ringo Starr in federal
district court here March 6, seeking
payment of $10,000.

Suit charges that between March
1971 and March 1973, ABKCO paid
out $160,000 in loans and payments
for Starr, of which Starr repaid
$150,000.

6

demand rerun repayments on 28
“Judy Garland Show” segments
which the firm states it purchased
from Tucker Productions in July
1972. Tucker had acquired the
shows from a court sale of the assets
of Kingsrow Productions in Septem-
ber 1969.

The complaint states that Trophy
sold a part of the series to Metro-
media, who aired a show, which
caused the AFM to slap a demand
for $80,000 in rerun fees on Trophy.
Trophy claims that the AFM
coerced Metromedia to a point
where Trophy's business with the
Garland series was impaired. Suit
asks treble damages of $434,000.

The AFM rerun payment, accord-
ing to suit, is based on 75 percent of
the original compensation paid its
members.

General News

Jazz Fest to
Splash at
Niagara Falls

NEW YORK-George Wein,
founder and promoter of the New-
port Jazz Festival, will expand the
annual jazz exposition this year to
include the first annual Niagara
Falls International Jazz Festival,
scheduled for July 26-27 at the new
$43 million Niagara Falls Inter-
national Jazz Festival.

The two-day festival, which will
be held in the center’s 12,000 seat
concert hall, will be promoted as an
extension of the annual Newport
Jazz Festival, held for the past two
years at various locations in New
York City.

The Niagara Falls location was se-
lected because of its easy access to
Canadian and upstate New York
jazz lovers, as well as to the influx of
tourists that use Niagara Falls city as
a summer holiday resort.

The roster of artists and scheduled
appearances at the Niagara Falls
shows is being worked out and will
be disclosed by Wein at a later date.

Viewlex
NewPlant

LOS ANGELES—Viewlex’s cus-
tom services division has opened a
new printing and packaging plant
here.

The plant, which encompasses
some 30,000 square feet of space,
will triple the division’s West Coast
packaging capabilities, from last
year’s $1 million to a projected $3
million, according to Harry Charls-
ton, corporate executive vice presi-
dent.

He stated that the plant consoli-
dates the division’s packaging activi-
ties in the area, in that it incorpo-
rated work being done through an
older plant here (now closed), as
well as it afforded the company ad-
ditional space to introduce new
printing and packaging machinery.
According to Charlston, the move is
part of a concentrated expansion ef-
fort on the part of Viewlex (see sepa-
rate story in this issue).
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. Executive Turntable |
L EXeculive lurntQoie
Thomas Z. Shepard, co-director of Columbia Masterworks and
original cast albums, moves over to RCA April | as vice president
in charge of classical artists and repertoire. Latter post is now held
by R. Peter Munves, who will shift over to an executive post in mer-

chandising at RCA. At Columbia, Thomas Frost will remain as
sole director of masterworks.

a E

NOONAN LUSHKA

At Motown Records, Tom Noonan, executive assistant tqlabel
president E.G. Abner, has been named acting director of market-
ing. Joining the label over a year ago, from an executive position at
Polydor Records, Noonan has a wide background in the recording
industry. Along with his label experience, he was director of Bill-
board’s chart department from 1961 through 1965. Also at Mo-
town, Mike Lushka has been promoted to national sales manager.
He was formerly album-tape sales manager. And, simultaneous
resignations have been made by sales director Phil Jones and sin-
gles sales manager Gordon Prince. Miller London, formerly assist-
ant singles sales manager, replaces Prince.

* * *

John Harper has been appointed director of classical sales for
London Records. He will coordinate all sales and merchandising
programs on the London Phase 4, Richmond, Stereo Treasury
Series, and London Imports classical catalogs. Associated with
London for the past 12 years, in independent distributorship and in
branch operations, Harper will now headquarter in San Francisco.
... David Kimmelman has been named national promotion direc-
tor, r&b product, for ABC Records. Most recently with the ABC
Cleveland branch as a regional promotion man, Kimmelman
joined the label from Mercury Records’ promotion department.
Also at ABC, Ken Lee and Al Privett have been appointed regional
r&b/pop promotion men. Lee will work out of Atlanta, Ga. and
Privett will headquarter in Houston, Tex. . . . Dick Carter has been
named midwestern regional sales manager for RCA Records,
headquartering in Chicago. For the past year, Carter has been a
field sales representative for the label in the northwest, with Wash-
ington, Oregon, Alaska, Montana and Idaho as his territory. . ..
Jeff Pfeffer has left ABC Record & Tape Sales, Cherry Hill, N.J. to
become sales manager for Castle Records. Also, Mark Porter has
been named vice president in charge of promotion for Castle. He
was most recently with Shulman Record Co., Pennsauken, N.J. . . .
John F. Knodle has joined Larry Shayne Music, Inc., Hollywood,
Calif. and will be responsible for exploitation of the firm’s entire
catalog, as well as auditioning and signing new writers.

* * *

Steven P. Sidwell has been appointed manager, manufacturing
operations at the Franklin Park, Ill. consumer products division
plant of Motorola, Inc. He was formerly program manager at Berg
Electronics, Inc., a division of E.I. de Pont de Nemours & Co. . . .
Irving Silverman has joined Candy Stripe Records as record and
tape buyer in the firm’s newly-formed export division. He was for-
merly with Town Hall Distributors. ... Diane Metcalf has been
named personal assistant to Mario Medious, vice president and
general manager of Manticore Records’ operation in the U.S. She
will also act as office manager of the firm’s New York facilities. . . .
Chrissy Covey has re-joined the management firm of Phil Walden
& Associates as personal assistant to Bunky Odom, vice president.
... At Unlimited Professional Management, Inc. Mort Press has
been named chairman of the finance committee and Chuck Gre-
gory has been named vice president and director of marketing, . . .
Bill Jerome has joined the production staff of Marks Music. . ..
Christine Calvo has been appointed a&r coordinator for General
Recording Corporation. She will be responsible for all label copy,
contracts, budgets and studio time arrangements for all artists on
the firm’s three labels, GRC, Aware and Hotlanta. . . . At the David
Forest Company, Ltd., Greg Mundy has been named to coordinate
press and promotion for the firm’s management clients; Sue Finn,
with the firm since its inception, will assume the role of adminis-
trative coordinator; and Charles King has been named production
manager of Fun Productions. . . . At Sony Corporation of America,
Paul Lerner and Vic Carty have joined the firm’s incentive sales
team. Lerner is the eastern regional incentive sales manager, while
Carty, who will report to Lerner, will be responsible for the New
York and New Jersey areas. . . . David K MacDonald has been pro-
moted to national product manager of the VIR Division of Sony
Corporation of America. Making his new headquarters in New
York, MacDonald relocates from Detroit where he was a regional
sales manager. ... Henry Lehne has been appointed senior vice

(Continued on page 62)
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Encodin

WASHINGTON-—-The need for
aural encoding and electronic moni-
toring of records, tapes and other
broadcast programming, both as a
deterrent to piracy and tracker of
airplays, was again affirmed by in-
dustry comments last week at the
Federal Communications Commis-
sion. A special industry committee,
representing five electronic and
broadcast associations, has set Nov.
1974 as a target date for a final re-
port to the FCC on aural encoding
tests. This offers hope of FCC rule-
making to authorize such automatic
logging systems early in 1975—five
years after its 1970 inception.

Last December, the FCC called
for a “consensus” of industries in-
volved, to further research and test
the Audicom Corporation’s system
of “submerged aural encoding.”
Audicom has thus far passed all
FCC engineering tests, but the com-
mission wants an industry check on
how it would function in longline
network broadcasting, and in the
audio portion of movie and TV film
and tape. (Billboard Nov 17, 1973
and Dec. 29, 1973.)

If authorized, the system would
permit encoding of records, tapes,
commercials and other programs to
be aired. Electronic monitoring of

General News

such coded information (inaudible
to the radio listener) as copyright
and other identifying numbers on
records and tapes in music played
over the air, would be picked up by
computer centers. The identi-
fications and the numbers of per-
formances could be tallied and sent
in printouts to record manufac-
turers, broadcast programmers, ad-
vertisers and other subscribers to the
system, such as music licensors. The
FCC may also decide to use the au-
ral system for TV audio encoding,
rather than picture encoding, which
poses more problems.

Audicom, the first to petition for
aural encoding rulemaking, last
week pointed out that the encoding
would be a special boon to record
and tape producers who are “suffer-
ing widespread and costly” pirating.
The coded id, as one FCC engineer
has pointed out, would be inter-
mixed with the sound, and ineradi-
cable. “The inclusion of the Audi-
com signal in these tapes and records
could make possible the develop-
ment of a substantial deterrent” to
the pirates, Audicom told the FCC
last week.

Audicom quoted the Copyright
Office on the need for some way to
monitor the broadcast of tapes and

Vintage Jazz Finds
Classical Label Home

By IS HOROWITZ

NEW YORK-Vintage jazz, a
disk category often insecurely
tacked on major label pop lists, is
finding a cosy haven on classical la-
bels.

This development, sparked by
surging sales of Scott Joplin disks,
has blossomed into at least a mini
trend, and further flowering is in
prospect.

Within the week, Angel will re-
lease the first album in its new series
of “Great Jazz Recordings of the
Century.” This will soon be followed
by an album of Jelly Roll Morton
music on RCA’s Red Seal, a com-
petitive issue to a Jelly Roll set re-
leased a few weeks ago under Co-
lumbia’s Masterwork logo. And
more jazz is to come from these la-
bels.

The common new element that
sets these latest packages apart from
past experiments is the use of musi-
cians long identified with the jazz
idiom. Classical performers re-
turned rags to their current vogue,
but now they are making room on
their traditionat roosts for their jazz
colleagues.

Joshua Rifkin, an eminent musi-
cologist, professor at Brandeis Uni-
versity and a “serious” composer,
started it all on Nonesuch over three
years ago. His first LP of Joplin rags
has now sold well over 200,000
copies and is still going strong, and
his second has topped 100,000 in
sales.

But Teresa Sterne, Nonesuch

Spitalsky in
New Direction

NEW YORK—Bill Spitalsky Pro-
motions, a promotion firm here for
independent labels, will be phased
out, according to its president and
founder Bill Spitalsky.

He stated that the firm’s activities
would be stopped so that he could
concentrate his full efforts on the
further development of Spring
Records and Event Records, which
he founded with his partners Julie
and Roy Rifkind. Spring and Event

hk.%re distributed by Palydor.
e

chieftain, denies vehemently any at-
tempt to identify Joplin with jazz. “It
is important American music and we
had no intention of moving into jazz
when we produced the Joplin
records,” she said.

This year’s Grammy winner in
chamber music, the Angel hit “Red
Back Book,” is directed by Gunther
Schuller, the head of the tradition-
laden New England Conservatory of
Music. Other recent collections of
Joplin material performed by classi-
cal artists which have drawn good
retail action have featured E. Power
Biggs on Columbia and the duo-pi-
anists Montgomery and on RCA.

But Columbia’s Jelly Roll album
is directed by Dick Hyman and in-
cludes Joe Venuti among its hip per-
formers. And the Red Seal Jelly Roll
entry, taped at a recent live concert,
has Bob Greene as leader.

Kindred Spirits

“Jazz and classical buyers are kin-
dred spirits,” said Thomas Shepard,
co-director of Columbia Master-
works, explaining the rationale of
his division’s expansion into jazz.
The Jelly Roll album will be care-
fully charted for sales response, and
he indicated more of the same will
be forthcoming from his label.

While an additional rag album by
David Montgomery is being readied
at Red Seal, RCA’s classical music
director Peter Munves also has a set
in preparation by jazz pianist Mike
Lipskin. “There are a lot of good
jazz scores hidden away,” Munves
said, “and we have researchers out
looking.”

At Angel, classical marketing ex-
ecutive Brad Engel said at least two
more albums in its new “Great Jazz
Recordings of the Century” will be
issued before the end of the year.
The initial entry this month is a
reissue of 1937 sides by the Quintet
of the Hot Club of France, featuring
Stephane Grappelli and Django
Rheinhardt.

“We must be very selective to
meet this standard,” Engel said. He
indicated that the EMI and Capitol
vaults are being carefully searched
for other jazz items-that can support
the “Great Recordings” tag.

d Need Backed

records and other materials, to keep
track of copyrights. The Copyright
Office said that “trends in the fields
of copyright and neighboring rights
of performers, record producers and
broadcasters in their respective per-
formances, recordings and broad-
casts, will make automatic logging a
virtual necessity if legitimate rights
are to be protected.”

Audicom says it is working with
the special industry committee, and
it will conductan 8 month test under
conditions identical to those of ac-
tual commercial use. The company
has already performed tests and
made improvements over the past
five years, but in the new tests, the
“submerged code” will also be in-
serted in the audio portion of both
video tape and film. At the end of
the tests, Audicom hopes that the
FCC will give it the right to go into
the market place and test the system.

Both CBS and ABC in their in-
tenm comments are in favor of the
principle of electronic encoding, but
they want plenty of time (a year or
thereabouts) to test out the effect of
encoding on their functions. They
want the ad hoc industry committee
to make sure the encoding will not
degrade program signals during net-
working, or interfere with program
quality to listener or viewer. They
want to be sure there will be no con-
flict with their own subliminal sys-
tems for News-alerts and switching,
on their radio networks.

Thus far, video subliminal encod-
ing, as offered by the International
Digisonics Corp. (now calling itself
IDC Services, Inc.) has not been able
to satisfy FCC tests. Nevertheless,
the IDC system claims 99.8 percent

(Continued on page 12)

Lieberson Keynotes
U.S. Day at IMIC

® Continued from page |

general manager, Roland Music;
Stig Anderson, president, Sweden
Music; Dick Asher, managing direc-
tor, CBS/U.K.; Miss Watanabe,
president, Watanabe Music Publish-
ing, Japan; Len Wood, EMI Group
director, records; Freddy Bienstock,
president, Carlin Music; and Branco
Zivanovic, president, Bellaphon
Records.

Other top industry leaders regis-
tered are Sal Chiantia, president,
MCA Music; John Fruin, president,
Polydor, UK.; Phil Rose, WB
Records international chief; Ed
Cramer, president, BMI; Mrs. Theo
Zavin, Sr. Vice President, BMI;
Pierre-Jean Goemaere, Managing
director, Inelco S.A.; Herbert Gold- -
farb, Vice President, London
Records; Lee Mendell, Vice Presi-
dent, United Artists Records; Joel
Friedman, President, W/E/A Dis-
tributing Corp.; Dr. H. W. Sikorski,
President, Musikverlage Hans Si-
korski; Martin Pompador, Presi-
dent, ABC Leisure Group.

GODDARD LIEBERSON
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The best thing about a night

- with Cleo Laine
is the morning after.

She works the audience info a frenzy that carries them
right into the record store, next day.

Cleo’s nights are scheduled for:
3/21 Masonic Auditorium, San Francisco ® 3/22 New Paramount, Oakland ¢
3/23 Marin County Veteran's Auditorium, San Rafael * 3/25 Off Broadway Theatre, San Diego °®
3/27 Paladium, Hollywood * 3/29 Kennedy Center, Washington, D.C. * 3/30 Opera House, Chicago
* 4/2 Annenburg Center, Philadelphia * 4/5-6 Music Hall, Detroit ¢

“England’s Empress of Song”
—TIME

“The Greatest all-around singer in the world:”
—L.A. TIMES
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Financial News

20TH RECORDS, in its first year
of operation, reported profits in

Off theTicker

‘““There’s a rumor
going around about
a company that designs
great record covers &
liners, ads, tape labels,
catalogs plus 8 other
fascinating services.”

“To find out more
about this rumorcall...”

g Lee-Njles
Associates .

160 E. 56 St., NYC 10022 Tel (212) 758-3232

Supplying the graphic needs of the record industry for 20 years.

1973 for its parent company, 20th
Century-Fox. The company’s music
publishing wing also was profitable.
... MCA has arranged a new seven-
year term loan for $100 million and
a revolving credit agreement for $50
million with three banks. The new
financing replaces its existing loan
and secured revolving credit ar-
rangements. ... Directors of Com-
puter Equipment Corp., El Monte,
Calif., which owns Cetec, North
Hollywood, manufacturers of pro-
fessional audio equipment, will rec-
ommend to stockholders at the an-
nual meeting May 28 that the
company name be changed to Cetec
Corp.
*  x  *

SONY CORP., Tokyo, plans the
following moves in the next few
months: selling 5.5 million Japanese
shares on April 30 in the Japanese
market for about the Tokyo Stock

mass bdokings in your state.

NEW CONCEPT REPLACING ROCK CONCERTS
OPPORTUNITY FOR BIG PROFITS—
LOW COSTS

Once every few years, perhaps only once in a decade, something truly new
and revolutionary comes along. {n 1973, after two years an
CIN-A-ROCK was created. Our full-length Movie with special stop action
was synchronized to merge with our origiflal Live Rock Musical. The CIN-
A-ROCK cast performed live while the movie played on. 20,000 cheered its
introduction. it soon gained national publicity and acclaim and has been
playing in movie theatres ever since. it opened up a whole new source
of business for the movie theatre industry. Now, additional promoters
are needed in many states to present this entertainment revolution that
does not depend on big name—high cost performers. You can bring it into
every size movie theatre and college in your state on an exclusive basis for
one year on a royalty to us. Good for both big cities and small towns. We'll
give your our formula, our powerful promotion materials, our training, and
the sensational CIN-A-ROCK show itself including our major movie, for

$500,000

Certain states still open! Strike while it's hot!!

INDIE-PIX RELEASING CORPORATION, BERT TENZER, President
400 East 561h Street. New York City, New York 10022. {212) 371-2480

PX. It means
plus husiness

To U.S. military families, PX means post exchange. It’s their
friendly neighborhood discount department store. But to
people in the recorded music business, PX really means
profitable plus business. We ought to know. We’re military
sales representatives and we specialize in selling records,
tapes and associated products to the world-wide multi-
billion-dollar post exchange market. We've been involved in

the  home entertainment and PX business for nearly 30
years. That's a lot of knowhow ready to go to work for
you. Contact Marty Roemer or Mike Sala.

Titan United

Group of companies
25 W. 43rd Street
New York, N. Y. 10036
212-354-5005

10

For Total Gapabhility in Custom
Mastering, Plating, Pressing, Printing

Compatible
Discrete
4-Channel

Records
CONTACT:

JVC Cutting Center, Inc.

(213) 467-1166 Jvc

Exchange price prevailing at the
time; announced a 25 percent stock
dividend; revealed a $79.1 million
stock sale in Japan; and intends to
split its American Depositary
Receipts (distributing one common
share for each four Japanese shares
or record May 31.)
L I

MATSUSHITA ELECTRIC IN-
DUSTRIAL CO. (Panasonic),
Tokyo, reported its consolidated
earnings dipped 9 percent in the
fourth quarter ended Nov. 20 de-
spite a 27 percent sales increase. Full
fiscal 1973 profits, however, rose 3
percent from a year ago on a 20 per-
cent sales rise. The company re-
ported brisk gains among certain
product lines, including tape record-
ers and stereos. Earnings were af-
fected by rising costs, currency fluc-
tuations and the energy crisis,
according to the company.

* k%

SONY CORP. said it plans to
market a portable video cassette
recorder this spring. ... AMPEX
CORP., Redwood City, Calif., said it
has formed two new divisions for
memory products and data products
to replace previous instrumentation
and computer products divisions. . . .
S.S. Kresge (K-Mart) expects record
results for fiscal 1975, to surpass the
record net of $1.15 a share in fiscal
1974

* X *

MOTOROLA, Franklin Park, Ili.,
is selling its home television set busi-
ness to Matsushita Electric Indus-
trial Co., Ltd. (Panasonic). Motorola
said its home TV sales last year
amounted to about $238 million, but
that the business “has not achieved
appropriated profit objectives in re-
cent years.”

The sale includes Motorola’s TV
production facilities, an assembly
plant and all Motorola TV inven-
tories. Matsushita plans to change
the brand name from Motorola to
Quasar.

* *x %

THE ECONOMIC consultants to
the Business Council forecast slow
economic growth, rising unemploy-
ment and a high rate of inflation for
1974.

The economists said a modest
downturn in the first half of this year
should be followed by a second half
upturn in the economy.

The Business Council, made up of
economists -of the major business
corporations, reiterated their view
that the government’s wage and
price controls should be terminated
by April 30 when the current con-
trols authority expires.

-

_ Market Quotations |

As of closing, Thursday, March 14, 1974

1974

High Low NAME
27 7% Admiral
41 19 ABC
15% 4% AAVCorp.
15% 3  Ampex

8% 1% Automatic Radio
20% 6% AvcoCorp.
15 6% Avnet

23% 19% Bell & Howell
15% 5% Capitol Ind.
52 24% CBS
9% 2% ColumbiaPictures
3% 1% CraigCorp.
Creative Management
123% 35% Disney, Walt
6 2% EMI
74% 53% General Electric
44% 21% Gult + Western
16% 6% Hammond Corp.
42% 5% Handieman

2 1 Harvey Group

62% 24% ATT
J.V.R.

40% 5% Lafayette Radio Elec.
35% 14 MatsushitaElec. Inc.
34% 2% Mattel Inc.
32% 17% MCA
172 7% MGM
32% 6% Metromedia

90 69 3M
48% 5 Morse Elect. Prod.
67% 40% Motorola

39% 16% No. Amer. Phillips
57%: 11% Pickwick Int.

85% 4% Playboy

45 16%2 RCA

57% 20% Sony

39% 11% Superscope

49 15% Tandy

23 4% Telecor

14% 2% Telex

10% 1% Tenna

P-E (150‘01.:') High Low Close Change
8 733 13%  12% 35 + 1
10 1655 27% 25% 2« + 2
4 20 5% 5% 5% + %
8 307 4% 4'A 4%  Unch.
6 32 2% 2% 2% + %
6 343 7% 7 7 - %
5 377 9% 9% 9% - %
7 406 24% 23% 24% + 1%
8 345 15% 15% 15%  Unch.
10 794 34% 34% 34% + 1
- 287 3% 3% 3% - %
3 106 2% 2% 2% + %
5 42 5% 5% 5% - %
32 7994 53% 51% 53% + 2%
8 141 2% 2% 2% + %
17 4787 56% 53% 53% — 2%
5 1862 28% 26 27% + 2
6 10 % 7% 7% — %
6 245 8% 7% 8% + %
= 5 1% 1% 1% Unch.
6 5574 25% 25% 25% + %
5 289 7% 6% I + %
7 934 17% 17 17% + %
- 1172 3% 3 3% Unch.
8 58 24% 24'% 24Y% + %
10 161 15% 14% 15 - %
6 417  10% 9% 9% + 1
29 2763 79 75% 79 + 2%
4 1026 7V 6% 7 + 1%
20 3967 61 48% 59 +11
6 124 22% 21 22% + %
9 646 18% 16 18% + 2%
6 189 5% 5% 5% + %
9 3633 20% 20 21 + %
22 1267 29 28% 28% - %
5 423 22% 1% 22% - %
13 706 25% 242 25% + %
6 151 6% 5% 6% + %
- 385 3% 2% 3% + %
- 62 2% 2% 2% + 4
7 2576 9% 9 9 - %
6 72 13% 12% 13% + 1%
10 2813 9 8% 9 + %
- 48 1 1 1 Unch.
7 501 16% 15% 15% - 1%
10 1808 31% 30 31% + 1

As of closing, Thursday, March 14, 1974

322 8% Transamerican

20 10% Triangle

17 5  20th Century

12 % Viewlex

50 9  Warner Communications

20% 6% Wurlitzer

56% 23 Zenith
OVER THE VOL. Week's Week's Week's
COUNTER* High Low Close
ABKCO Inc. 2 1% 1% 1%
Bally Mtg. Corp. 980 37 33
Cartridge TV - - = -
Data Packaging 8 5 5 5
Gates Learjet 279 8% 6% 8%
GRT - 1% 1% 1%
Goody, Sam - 1% 1% 1%

OVER THE VOL. Week's Week's Week's
COUNTER* High Low Close
Integrity Ent. - % % %
Koss Corp. 35 9% 9% 9%
M. Josephson 2 8 8 8

Schwartz Bros. 18 1% 1% 1%
Wallich'sM.C. - Y % Ya
MNC Corp. - % % »
Seeburg 41 13% 13% 13%

=Qver-the-Counter prices shown are ''bid" (as opposed to '‘asked’). Neither the bid
nor the asked prices of unlisted securities 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 contributed to Billboard by Bache & Co., members of the New York Stock
Exchange and all principal stock exchanges.

_ EaringsReports |

WARNER COMMUNICATIONS INC.
(Warner-Elektra-Atiantic Records)
Year to

RCA Bldg., Suite 500
6363 Sunset Boulevard
Hollywood, California 90028

EMI LTD.
6 mo. to
Dec.31: 1973 1972
Sales $467,900,000  $343.300,000

Income

22,600.000

15,800,000

Computed at the pound's current rate.

PICKWICK INTERNATIONAL INC.
3rd gtr. to

Jan.31:

Sales

Net income

Per share

Average shares

Sales

Netincome

Per share

Average shares

21974 1973
$60,38 1,000 $48,026,000
2,817.000 2,434,000
.63 b.54
4,466.823 b4.446,891

nine-months

138.137.000 112.301,000
6.372.000 5.585.000
143 b1.26
4.467,849 b4,433,029

Dec. 31: 1973 1972
Revenues $549,619,000  $498.602,000
Netincome 51,170,000 50,118,000
aPer share 2.26 2.06
aAverage shares 22,867,000 24,775,000
fourth-quarter
Revenues 148,298,000 143,208,000
Netincome 11.303,000 12.298,000-
aPer share .53 5t
aAverage shares 21.712.000 24,705,000
a—Based on full dilution.
PHILIPS N.V.
Year to
Dec. 31: 1973 1972
Sales $8,130,000.000 $7.180.000,000
Netincome 323,800,000 258,300,000

a-—Includes results. of Transcontinetal Music
Corp. acquired in January 1974 as purchase.
b—Adjusted for a 4 percent stock dividend paid in
October 1973.

GULF + WESTERN INDUSTRIES
(Famous Music, Paramount Records)

2nd gtr. to
Jan. 31: 1974 1973
Sales $534,192,000 a$446,387,000
Net income 23,957,000 21.939.000
Per share 1.38 1.10
six-months

Sales 1,056,828,000  a878,378.000
Netincome 46,504,000 42.152.000
Pershare 2.66 208
Average shares 16,504.000

a—Restated.

On a fully diluted basis. share earnings were $1.25
in the quarter and $2.43 in the six months of 1974,
compared with 96 cents and $1.84. respectively, in
the like periods of 1973

TENNA CORP.

7 mo. to

Jan. 31: 1974 al973
Sales $27.000.000

Netincome 600,321

Pershare .21

a—Company switched fiscal year to Jan. 31 from
June 30. Comparnisons unavailable.

Computed at guilder’s current rate.

Pickwick 3d
Quarter Up

NEW YORK-—Pickwick Inter-
national, Inc.’s sales for the third
quarter of fiscal 1974 rose 26 percent
to $60,381,000 from $48,026,000 in
fiscal 1973, and net income in-
creased 16 percent to $2,817,000
from $2,434,000 in fiscal 1973. The
quarter ended Jan. 31.

For the nine-month period, sales
increased 23 percent to $138,137,000
as compared with $112,301,000 in
the comparable previous period. Net
income showed an increase of 14
percent, or $6,372,000 as against
$5,585,000 for the previous com-
parable period. Earnings per share
for the nine-month period rose to
$1.43 from $1.26.
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INTRODUCING
-~ THE19/4
OZARK MOUNTAIN
DAREDEVILS.

The word 1s spreading fast. Pockets Musicis definitely a thing of the

of cult followers are springing present. Especially now with
up everywhere. And sales indicate  the release of their new single,
that Ozark Mountain Daredevil “If YouWanna Get ToHeaven”

(AM 151%)

THE DEBUT ALBUM OF THE OZARK MOUNTAIN DAREDEVILS. ON A&M RECORDS.

(SP 4411)
Produced by David Anderle and Glyn johns



General News

Encoding Need Backed

® Continued from page 8

accuracy in picking up and logging
commercials for programmers and
agencies.

The engineering committee doing
the aural program identification

testing is made up of members from
five leading organizations joined in
what is called the Joint Committee
on Intersociety Coordination
(JCIC). These include Electronics
Industries Association (EIA). Na-
tional Association of Broadcasters

(NAB); National Cable TV Associ-
ation (NCTA); the Institute of Elec-
trical and Electronic Engineers
(IEEE) and the Society of Motion
Picture and TV Engineers (SMPTE).
SMPTE has set up a special aural
encoding study group.

Rep. Thompson Receives
RIAA Cultural Award

WASHINGTON-The RIAA's
sixth annual cultural award was
presented to Rep. Frank Thompson
Jr. (D., NJ.) at a dinner here
Wednesday (13) attended by record
industry leaders and more than 200

12

19 Grammies.
Not a bad birthday present.

you expect something special for your
60th Birthday. And we have to admit we
really got it.19 Grammies.More Grammies
than our members have ever won before
Ina smgle year. When we say “our members,” we mean
Stevie Wonder, who picked up 5, Roberta Flack and
Gladys Knight,who won 2 each, and Woody Herman,
Eumir Deodato, Bill Gaither, The Blackwoods, Neil
Diamond, Andre Previn, Stephen Sondheim, Leonard
Bernstein, and Goddard Lieberson, who collected the
rest. 19 well-deserved congratulations. But the 19
Grammies aren’t the only present ASCAP got for its
60th Birthday. We also got the news that for 1973 we
topped the Top 100 Pop/Rock hits. According to Gavin,
we had 54 of them. For yearswe’ve led in other forms of
music with writers like Irving Berlin, Richard Rodgers,
and Sammy Cahn. Now in Rock its with writers like
Stevie Wonder, Roberta Flack, Gladys Knight, Bob
Dylan, Carly Simon, Marvin Gaye, America, Chicago,
War, Smokey Robinson and hundreds of others. And

its only fitting that all this happened
on our 60th Birthday. ASCAP

When you've licensed music for 60 years,

members of Congress and Federal
agencies.

In all, more than 700 persons
heard Thompson lauded for his
“continuing legislative leadership in
behalf of the arts and culture in the
United States.”

Stanley M. Gortikov, RIAA presi-
dent, hosted the former event at the
Washington Hilton Hotel, and the
award presentation was made by
Goddard Lieberson, CBS Records
Group president and current chair-
man of the RIAA board of directors.

Congressman Thompson was
cited for his legislation creating the
National Cultural Center, now the
John F. Kennedy Center for the Per-
forming Arts; and his sponsorship of
bills establishing the National
Council on the Arts and the Nation-
al Foundation on the Arts. He ac-
cepted the award “as a tribute to the
mutual trust and confidence which
have grown up, through years of la-
bor on both sides, between the Con-
gress and the cultural community.”

Nicolai Gedda and Dionne War-
wicke entertained.

Tight Lists Force
Promotion Shifts

® Continued from page 3

money. And if you are in a business
and not making money, you're in
trouble.”

ABC has, of course, moved
strongly into the soul, country and
gospel markets during the past year,
with the acquisition of the Duke/
Peacock catalog of labels as well as a
number of independent signings.
Atlanta and Nashville offices have
also opened to handle soul and
country. “These are simply more
ways to reach more people and offer
more product to compensate for ra-
dio,” Lasker said.

ABC also supplies certain secon-
dary radio stations with producton a
direct basis from the branches if the
station is willing to go on a new disk.
“This really just keeps us above wa-
ter,” Lasker said. “Without this, we
would have sunk. I'm sure other
firms are facing this problem as well,
and I think the problem will con-
tinue to exist until radio realizes its
responsibility to play more and new
product from all labels. Stations
may show an increased share of
market when they go to a top 15 for-
mat, but ’'m willing to bet that the
market is smaller.”

Talking about other costs, Lasker
said that it now costs 23 percent
more to press an LP than it did in
October and 13 percent more to
press a single. He added that paper
and board costs are also up, and said
that items not generally noted, such
as heating for branches, have
doubled since last year.

As for signing new acts, Lasker
feels this is a must and said ABC has
no plans to cut back due to a vinyl
shortage or any other problem of
this nature. “When a big arust comes
in to talk about re-signing,” he said,
“they are entitled to an increase just
like an athlete who has had a good
year or anyone who has done a job.
So, you must have new acts who will
develop to help counter this. If you
sign all big acts and say you are cut-
ting back on new acts, you are in
trouble because you're paying top
dollar on everything and gambling
the act will stay big. Signing fewer
new artists is the beginning of thé
end of the record business.”

When Answering Ads . . .
Say You Saw It in Billboard
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Verve
and all that
Jazz

THE VERVE RETURN ENGAGEMENT SERIES
SIX BARGAIN PRICE 2-RECORD SETS BY

1. WES MONTGOMERY
2.C LIE PARKER

3.BILLEVANS

4.0SCAR PETERSON

5.CALTJADER
6.STAN GETZ

Select Material In Novel Packaging For Buffs, Purists, Connoisseurs, Compuisive Buy-
ers, Eighteen Year-Old Jazz Freaks, The Merely Curious, And Rock n’ Rollers Who

Want To Know Where It All Began.

From Verve where it really did begin.




General News

MUSIC LINK PAYOFF: (Pt. 2)

‘King Biscuit’ Spots Spawn Ad Switch

EDITOR’S NOTE: This is the fi-
nal installment of the one-year expe-
rience of a national manufacturer
who hitched his marketing wagon te
rock music stars and saw promo and
advertising dollars pay a better divi-
dend.

BOSTON-—-Two correlative but
separate 1973 ventures involving
rock put Landlubber leisure wear, a
branch of M. Hoffman Inc. here.
into contemporary music as an im-
age builder to capture its share of the
youth market.

Joe Allen, ad and public relaticns
chief for Landlubber; looks back to-
day and admits that the immediate
sales results from being a pioneer
advertiser on “King Biscuit Flour
Hour,” a rock quadraphonic bi-
monthly syndicated show, and tieing
in with the Watkins Glen July festi-
val, indicated to the firm that rock
star involvement paid off quickly.

Allan decided to join KBFH in
April, 1973, two months after the

show bowed. Bob Meyerowitz of
Dig It Radio, New York, has ex-
panded the FM 4-channel network
to 135 stations. Along with the
monthiy Rock Music Concert Guide
(Billboard, March 23), the quadra-
phonic radio show represents the
largest part of Landlubber’s
$500,000 yearly ad budget.

Allen calls the rock music link
“immensely successful.” He pointed
out that KBFH brought him into
contact with Phil Stogel, whose
agency serves Pioneer Electronics,
Moonachie, N.J., another firm
closely allied to contemporary mu-
sic. Allen pointed out that Pioneer’s
Bernie Mitchell’s objectives so dove-
tailed with Landlubber that the two
firms now are in joint ad and promo
ventures.

Huge Mail Pull

The 4-channel radio spots have
pulled “amazing mail response.” Al-
len firmly believes in seeing that the
firm’s home base is mentioned in all
print and radio ads. The radio shows
increased mail response 50 percent,

COMING SOON FROM
YOUR FRIENDS AT

"

RECORDS
A SUBSIDIARY OF
20TH CENTURY-FOX FILM
CORPORATION
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he stated. Young people wanted to
know local dealers who handled the
line. Many, who heard the show
while visiting out-of-town, wrote to
ask if the show eventually would be
heard in their hometown. A number
of letters continually seek new styles
and trends in clothing to be made by
Landlubber.

Print ads, too, carry more impact
with the youth image developed by
Landlubber. The nudie cyclist. ad,
which became theme for a poster
which Landlubber sold, was self-liq-
uidating because of the posters sold
through a very small box within the
print ad.

Watkins Glen, where Landlubber

Promo Record
In Chapter XI

NEW YORK-Promo Record
Distributing Co., a major cut-out
operation, has filed a petition in
U.S. District Court here to continue
operation under Chapter XI pro-
visions of the Bankruptcy Act.

In an accompanying affidavit,
Morris Levy, Promo Record presi-
dent, stated that insufficient liquid
assets and an order of attachment
filed by Ampex Corp. prompted the
company’s financial problems. Am-
pex’s attachment was obtained Feb.
15 in a separate pending legal ac-
tion, in the same District Court here.

Promo Record listed its assets at
$2,358,886 against debts of
$2,761,988. Among the firm’s largest
creditors are: Kresge K-Mart, Troy,
Mich., $681,691; Atlantic Records,
N.Y., $593,310; Bell Records, N.Y .,
$139,097;, and Roulette Records
N.Y., $260,405. With its main offices
here, Promo Record also maintains
warehouse facilities in Patterson,

GODDARD LIEBERSON, right, president of CBS R

hired a specially lighted plane which
flew over the festival nightly with
hip, low-profile ad messages, proved
the immediate impact of the rock tie-
in. People’s Place, a Landlubber
dealer in nearby Elmira, suggested
the plane promo. That dealer sold
out the week after the festival.
Allmans’ Join Up

In addition, Allan- brought down
3,000 Landlubber T-shirts, hoping
to sell them at the festival. But the
T-shirt competition was too strong.
The shirts did not sell, so Allen went
to festival co-promoters Shelly
Finkle and Jim Koplick, who agreed
to give away the T-shirts during the
Saturday night Allman brothers per-
formance.

The Allman entourage contin-
ually threw out the T-shirts during
their gig. A near riot ensued. The
Allmans and Allen became friends.
Today they use $15,000 worth of
Landlubber garb on a regular basis
as their stage and everyday wear.
Landlubber was a sponsor on the
Capcom Radio New Year’s Eve
project, which aired the Allman
brothers concert from San Francisco
nationwide: Allen says he is in regu-
lar touch with Dick Wooley of Cap-
ricorn records, who is trying to set up
more such remote national network
projects. Led Zepplin also uses
Landlubber clothes, buying them
through House of Lewis, Chicago,
which originally sold them their first
batch a year ago.

Allen and Stogel have a number
of projects in mind. Currently they
are mulling a joint ad venture selling
the Pioneer and Landlubber prod-
uct in the southwest and west coast
area. Stogel is devising a program
which would be “fun-country-ori-
ented.” The program will be heavily
radio, because “85 percent of our re-
tailers tell us it is most effective,” Al-
len added.

o

ecords Group, who was

presented with the first Richard Rodgers Award at a testimonial dinner at the
Pierre Hotel in New York March 7, joins the famed composer, left, his daugh-
ter, Mary Rodgers Guettel, second from left, and Mrs. Rodgers during a pre-

dinner reception.

N.J. Harmony Hut

Schwartz New Store

NEW YORK —Schwartz Bros. has
opened another in its growing chain
of Harmony Hut music shops with
an inventory of more than $250,000
in records, tapes, sheet music, audio
equipment and musical instruments.

The store, located on 9,300 square
feet of space in the Paramus Park
Mall, Paramus, N.J,, is the 12th in
the Harmony Hut chain, and the
eighth unit put into service by
Schwartz in the last 18 months.

According to Stuart Schwartz,
chairman of the board of Schwartz
Bros., and head of the Harmony Hut
retail chain, merchandise mix at the
Paramus shop is about 65 percent
records and tapes, 15 percent audio
equipment, and 20 percent band,
string and keyboard instruments.

He said the mix was derived from

past experience with other shops in
the chain, and is expected to build
sales levels to about $230 per square
foot, or about $2 million a year
within its first 24 months of oper-
ation.

Like the other outlets in the chain,
the Paramus shop was designed to
allow customers easy access to goods
and departments, and according to
Schwartz, even without the normal
security measures, merchandise
shrinkage due to theft averages to
less than one percent.

With 11 shops, Harmony Hut
shops racked up in excess of $7.5
million in sales in 1973, and
Schwartz feels that with the new out-
let, and more people staying at home
because of the energy crisis, the sales
figure will be considerably higher
this year.

Col Q" Sales
56 Mil in '73
® Continued from page |
marketing, said that the company’s
1973 sales figures represented a 60
percent increase over CBS’ 4-chan-
nel budgets for the year. He esti-
mated that their SQ sales translated
into approximately $13-$14 million
in sales at suggested list price.

According to Lundvall, the ratio
of 4-channel records sold to tapes
sold has run 60 percent disks to 40
percent tapes. Breaking down the
musical categories in the CBS quad-
rasonic catalog, he stated that classi-
cal product, the bulk of which is now
being released simultaneously in 4-
channel and stereo, has sold at a ra-
tio of 65 percent records to 35 per-
cent tapes; pop product has sold at
60 percent disks to 40 percent tapes;
and country product, reversing the
ratio, has moved 60 tapes to every 40
disks. At present, CBS’s SQ catalog
is comprised of some 160 selections.

Stanley Kavan, vice president of
planning and diversification, stated
that “roughly two million SQ units
have been sold to date.” He noted
that the impact of quadrasonic
product has had a strong effect on
the stereo buyer. A recent label re-
search program disclosed that 47
percent of the consumers who pur-
chased quadrasonic product already
owned a version of the selection in
stereo. The program consisted of
tabulating consumer response on
post cards inserted in CBS SQ al-
bum product.

CBS is also alerting its accounts,
via newsletters, to the actual unit
sales of SQ selections. The move is
geared to educate the dealer and/or
rack to 4-channel sales potential.
Reviewing some of CBS’ major
quadrasonic sellers, Kavan said that
Santana’s “Abraxas” LP has sold
over 100.000 units; Simon & Gar-
funkel’s “Bridge Over Troubled Wa-
ter” has sold over 80,000 units; Sly
and the Family Stone’s “Greatest
Hits” has gone past the 75,000 mark;
Janis Joplin’s “Pearl” has sold over
70,000 units; and Juan Carlos’
“Switched On Bach” LP has sold
over 57,000 units.

CBS is also heavily involved in
providing the retailer with SQ mar-
keting tools Lundvall stated that the
label has designed its quadrasonic
packaging, featuring gold trim on
the album cover, to boost consumer
recognition; it has urged dealers to
create separate quadrasonic areas in
the store (preferably up front) to
take advantage of in-store traffic;
and it has made available two SQ-
oriented posters for in-store display.
He added that CBS has also made a
substantial commitment to SQ con-
sumer print advertising.

As for the future, both executives
felt that quadrasonic would even-
tually replace stereo, as stereo did
mono-recording. They stated that
the process might take longer, but
that it was inevitable. They felt that
the role of the quadrasonic single, at
present, was not meaningful, adding
that the impact of 4-channel singles
would hinge on the development of
quadrasonic jukebox programming.

WB Profits Dip
Despite $$ Jump

NEW YORK-—A regular quar-
terly dividend of 10 cents per share
has been declared on Warner Com-
munications, Inc.’s Common Stock.
In addition, regular quarterly divi-
dends of $1.06 % per share on WCI
Series B Convertible Preferred stock
and 31% cents on the Series D Con-
vertible Preferred stock have been
declared.
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Talent

Fund-Raising Drive

PHILADELPHIA—Resources for
Human Development, Inc., a fund
raising project directed toward men-
tal retardation services, has enlisted
the support and participation of ma-
jor venues and music series, as well
as college halls, in developing a spe-
cial ticket raffle.

The Spectrum, Tower Theatre,
Academy of Music, Shubert
Theatre, The Main Point, Just Jazz,

Chrysalis
Expansion

LONDON-The Chrysalis music
complex here is expanding its book-
ing operations here to include classi-
cal presentations, according to Rich-
ard Cowley, head of the booking
and concert division.

Coinciding with the projected
move is the acquisition of a model
agency, as yet undivulged, and tour
plans for several of the booking
agency’s younger acts during the
coming summer.

Civic Center, McGonigle Hall, Vil-
lanova Fieldhouse, Grendel's Lair
Cafe Theatre, Irvine Auditorium, St.
Joseph’s Fieldhouse and Valley
Forge Music Fair are all cited in the
raffle, which will award the prize-
winner two tickets to every concert
held in Philadelphia, at those facil-
ities between April 1 and July 31 this
year.

Raffle tickets are being made
available on college campuses, at
ticket agencies, in record stores and
at hall box offices, including Wee
Three Record and Audio Centers,
Electric Factory ticket office,
Plymouth Village, Grendel’s Lair,
Tech Hi-Fi stores, Central City
ticket agency, Midnight Sun ticket
office, Bag and Baggage, Sound Od-
yssey, Houston Hall ticket service,
Wanamaker’s ticket office, Mad’s
Records, and other outlets.

Tickets are being sold singly and
in beoks of five for a dollar. Other
prizes will include a 10-speed bi-
cycle. record albums and concert
tickets.
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Jail-Reform
Charity Date
Gets $35G

NEW YORK-—George Mische,
one of the original Catonsville Nine
and now chairman of the National
Coordinating Committee for Justice
Under Law, a prison reform organi-
zation, succeeded in raising over
$35,000 during the special benefit
concert held at Notre Dame Univer-
sity, South Bend, Ind. (Biliboard,
March 16).

Concert was the first sell-out ever
for the facility, drawing an estimated
11,000 to hear John Denver, the
Nitty Gritty Dirt Band, Steve Good-
man and Oliver, and grossing
$45,000.

The concert was the first of a pro-
jected series of combined concerts
and symposiums focusing on prison
reform issues.

Assisting in promotion for the
event were members of the Dirt
Band, including John McEuen, Jeff
Hanna, Jim Ibbotson and Jim Fad-
den, who manned telephones
throughout the day of the concert to
enlist press and radio support for the
event.

_Signings |

Denny Doherty, lead singer for the
former Mamas and Papas, has
signed with the new Paramount-
Ember label, distributed by Famous.
Doherty’s first release, a single, will
be “You’ll Never Know,” produced
by John Madara. . .. Dan Hicks has
re-signed with Blue Thumb
Records. He disbanded his Hot
Licks group, also on Blue Thumb,
last year. ... The Supremes have
signed with manager Bill Loeb and
publicists Mirisch & Landia. Kenny
Rogers & the First Edition also
signed with M&L. ... Bobby All-
bright has signed with Joe Sutton’s
Shadybrook Records.

Frank Jones, vice president and
general manager of Capitol’s coun-
try & western division, has an-
nounced the signing of Roy Drusky
to a long term exclusive recording
contract. Drusky’s first release for
the label will be “Close to Home.”
Drusky is a veteran country star and
member of the Grand Ole Opry. . ..
ABC Records has signed Freda
Payne. Ms. Payne comes from In-
victus and has enjoyed a number of
pop and soul hits over the years.
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W. German Producer
‘Sold’ on U.S. Jazz

By SAM SUTHERLAND

NEW YORK —While a number of
progressive contemporary jazz units
are now on the threshold of compar-
atively broad popular acceptance,
only three years ago current front
runners like Chick Corea, Keith Jar-
rett and Robin Kenyatta were vir-
tual neophytes in the eyes of most
majors. Younger, emergent U.S. art-
ists like these had little hope of fully
exploring studio projects of their
own design until a West German in-
dependent producer provided them
with the capital and the guidance
unavailable from cautious U.S. pro-
ducers.

Manfred Eicher formed his own
label, ECM, in 1970. As a small Eu-
ropean operation with two employ-
ees—he comments wryly, “We're get-
ting our first secretary just now”
ECM broke with company fashions
by focusing entirely on younger, less
established artists. Many were
Americans, due to Eicher’s growing
interest in the descendents of the
first jazz players, which first grew
into the ECM concept after seeing
Miles Davis at the Berlin Festival
and meeting his keyboard player,
Chick Corea.

Where Eicher departed from ex-
pected methods most was in his will-
ingness to record artists wherever
they wanted, a luxury available to
top pop acts but generally unavail-
able to fledgling jazz artists. As a re-
sult, Eicher assumed the somewhat

ironic role of prime mover behind a
number of U.S. based sessions that
would yield some of the most signifi-
cant and influential work from art-
ists like Jarrett, Corea and, more
recently, Gary Burton.

Making Jazz Pay

Eicher’s seemingly maverick
stance regarding how a record com-
pany should be conducted now ap-
pears, in retrospect, to coincide
neatly with the trend in recent years
toward increased independent pro-
duction as a source of music for ma-
jor companies. Like his pop-ori-
ented counterparts, Eicher left most
of the merchandising and marketing
strategies to his European distribu-
tors.

His attitude toward market sur-
vival is based on accepting the com-
paratively small share of market for
jazz. “We really want only to pro-
duce the music we can identify
with,” he stated, “and that afterward
we can sell and survive with.

“I really believe it’s possible to es-
tablish a line with this music that, for
years, most majors have been unable
to profit with.”

Accordingly, Eicher has gradually
built his catalog by working with
tight budgets and recycling profits
immediately back into the produc-
tion budget.

Acceptance for the music Eicher
speaks of—and conspicuously avoids

(Continued on page 18)

Country Award Nominees

LOS ANGELES—Top country
acts and hopefuls alike have been
named as nominees in ninth annual
presentation of the “Academy of
Country Music Awards, slated to be
televised over the ABC network next
Thursday (28) as part of the net-
work’s late-night “Wide World of
Entertainment” series (see Bill-
board, March 9).

Current top contenders include
Charlie Rich and Merle Haggard,
with each receiving five nomi-
nations.

The awards ceremony is being
televised for the first ime. Show will
be taped during the ceremony at the
John Wayne Theater, Knotts Berry
Farm, Buena Park, Calif.

Gene Weed is producing the
show, which will be hosted by Roger
Miller and feature performances by
Charlie Rich, Loretta Lynn, Roy
Clark, Donna Fargo, Conway
Twitty, Freddie Hart, Tanya Tucker
and Doug Kershaw.

Celebrity presenters will include
Dennis Weaver, Barbara Mandrell,
Jerry Wallace, Bob Eubanks, Gan-
ilta Huttman, Barbi Benton and Sue
Anne Langdon.

Nominated for entertainer of the
year are Roy Clark, Charlie Rich,
Johnny Rodriguez, Merle Haggard
and Mel Tillis.

Competing as female vocalist of
the year are Anne Murray, Loretta
Lynn, Donna Fargo, Dolly Parton,
Barbara Fairchild and Susan Raye.
Male vocalist of the year nominees
are Charlie Rich, Johnny Rodri-
guez, Merle Haggard, Marty Rob-
bins, Tom T. Hall and Conway
Twitty.

Singles competing for record of
the year are “Behind Closed Doors”
(Rich, Epic); “If We Make It
Through December” (Haggard,
Capitol); “The Most Beautiful Girl”
(Rich, Epic); “Satin Sheets” (Jeanne
Pruett, MCA); and “The Ameri-
cans,” with three separate covers, by
Byron MacGregor (Westbound),

Gordon Sinclair (Avco) and Tex
Ritter (Capitol), named.

Song of the year nominees include
“Behind Closed Doors” by Kenny
O’Dell; “If We Make It Through
December” by Haggard; “The Most
Beautiful Girl” by Wilson, Sherrill
and Bourke; “Old Dogs, Children
and Watermelon Wine” by Tom T.
Hall, and “Why Me?” by Kris Kris-
tofferson.

Album of the year nominees are
“Behind Closed Doors” (Rich), “I
Love Dixie Blues” (Haggard), “Love
Is The Foundation (Loretta Lynn),
“Introducing Johnny Rodriguez and

“Louisiana ~ Woman/Mississippi
Man” (Loretta Lynn/Conway
Twitty).

Other nominees include Brush
Arbor, Chaparral Brothers, Conway
Twitty and Loretta Lynn, the Statler
Brothers, and Dolly Parton and Por-
ter Wagoner (vocal group or duet);
Olivia Newton-John, Linda Ron-
stadt, Debbie Hawkins, LaWanda
Lindsey and Sharon Leighton (most
promising female vocalist): and, for
most promising male vocalist” Dor-
sey Burnett, Little Joe Shaver, Red
Steagall, Ronnie Milsap, Larry
Booth and Danny Michaels.

WB’s Sayer
In Tour Bow

NEW YORK—Leo Sayer, Warner
Bros. artist, has embarked on his first
U.S. tour in support of his initial LP
release for the label, “Silverbird.”
Following a “Midnight Special”
taping, he initiated a series of club
and concert dates that concludes in
early May.

* In addition to initial dates are 12
concert engagements added last
week.

Danny Weiner of IFA in Los An-
geles is booking the dates.

MARCH 23, 1974, BILLBOARD
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EL&P Film In U.S. Bow

LOS ANGELES—Emerson, Lake
& Palmer’s 95-minute feature film,
featuring the Manticore recording
group performing Moussorgsky’s
“Pictures At An Exhibition,” re-
ceived its U.S. premiere Friday (15)
at a special screening at the Regent
Theater here in suburban West-
wood.

The motion picture features a live
performance of the Moussorgsky

Lee to Do
Solo Gig

NEW YORK-—Alvin Lee, icad
singer with Ten Years After, will
headline a solo concert at the Rain-
bow Theaterin the U K. Friday (22).
Following the stint, he will reteam
with Ten Years After for its Euro-
pean and American concert tours.

Backing the Columbia artist at the
Rainbow will be guest musicians
featured with him and Mylon Le-
Fevre on their “Road to Freedom”
LP. The album included Ronnie
Wood, Jim Capaldi, Stevie Win-
wood, Boz, Ian Wallace, Mick Fleet-
wood and Mike Patto.

work and other classical titles filmed
during a live concert at the Lyceum
in England, two years ago.

John House is executive producer
of the movie, produced by Crown
International/The Visual & Music
Entertainment Company, and di-
rected by Nicholas Ferguson.

Also being offered for screening is
Emerson, Lake & Palmer’s 53-min-
ute television documentary, being
made available to U.S. television ac-
cording to group manager Stewart
Young.

Anne Murray
40-City Tour

NEW YORK-—Capitol recording
artist Anne Murray has embarked
on a 40-city tour of the U.S. Between
dates she will tape television appear-
ances for “The Midnight Special,”
“In Session” and the “The Mike
Douglas Show.” Ms. Murray’s regu-
lar seven-piece band, Richard, will
be augmented in the major cities by
eightstring players, marking the first
time she has used such an ensemble
in her American dates.

Tolent_

" Newon
The Charts

SOUTHCOTE
**She,”—80

SOUTHCOTE, *“She,”—80. An-
other Canadian Group with that
U.S. Top 40 touch, this foursome is
assembled from veterans of other
strong regional groups although
they have only been together for a
year. Lead writer-singer Beau David
is featured on Buddah’s first master
purchase since Neil Bogart exited
the label. “She” is prototype pretty
ballad over catchy rock riff, with lyr-
ics about an unfeeling lady the
singer unfortunately happens to be
in love with. Booking by Dram
Agency and management by Bill
Small, both of Toronto area.

W. German Producer
‘Sold’ on U.S. Jazz

® Continued from page 16

merely tagging “jazz”—has ob-
viously brightened, though, with
several artists who have recorded for
ECM now contractually tied to ma-
jor labels here. “The situation has
changed a lot in the last three years,”
Eicher noted, although he was reluc-
tant *“to speak for the whole U.S.
scene.”

Underscoring that growth has
been ECM’s comparative success in
recording such musicians. While Ei-
cher won’t make grandiose projec-
tions for a new jazz boom, he does
note that most of ECM’s titles have
exceeded initial sales expectations.
Such growth resulted in ECM’s re-
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" Who/Where/When

(All entries for WHO—WHERE—WHEN should be sent to
Sam Sutherland, Billboard, 1 Astor Plaza, New York, N.Y. 10036.)

Campus appearances by artisis ure
incorporated inio the listings below.
Artisis uppearing on campus are
marked with an asterisk.

EAST

JAMES BROWN (Polydor): East Memo-
rial Auditorium, Buffalo, N.Y., March
30; Auditorium, Utica, N.Y. (31).

JERRY BUTLER (Mercury): Mark IV
Club, Washington, D.C., March 26-31.
BILLY COBHAM (Atlantic): My Fathers
Place, Rostyn, N.Y., March 27-30.

*EARTH, WIND & FIRE (Columbia): Bos-
ton College, Mass., March 30; SUNY,
Oswego, N.Y. (31).

JONESES (Mercury): Terrace Ballroom,
Newark, N.J., March 21; Boston Road
Ballroom, N.Y. (22); Club My Way,
Brooklyn, N.Y. (23); Red Pepper
Lounge, Buffalo, N.Y. (26-31).
CHARLIE LOUVIN (United Artist): Nor-
walk, Conn., March 22; Schenectady,
N.Y. (23).

MAUREEN McGOVERN (20th Century):
Cross Creek Resort, Pittsburgh, Pa.
March 25-31.

GRAHAM NASH (Atlantic): Capitol
Theatre, Passaic, N.J., March 29.
JOHNNY PAYCHECK (Epic): War Me-
morial Auditorium, Syracuse, N.Y.,
March 23; Masonic Temple, Scranton,
Pa. (24); Kleinhans Music Hall, Buffalo,
N.Y (29).

*KENNY PRICE (RCA): High School Au-
ditorium, Norwalk, Conn., March 22;
I.U.E. Hall, Schenectady, N.Y. (23).
MARTY ROBBINS (MCA): Lancaster,
Pa., March 24.

BOBBY WOMACK & PEACE (United
Artist): T.P. Warner Theatre, Washing-
ton, D.C., March 29-April 4.

WEST

*COMMANDER CODY (Paramount):
Chico State Univ., Calif. March 22;
Univ. of Nevada, Reno (23); Keystone,
Berkeiey, Calif. (28); Sonoma State
Univ., Cotati, Calif. (30).

*EARTH, WIND & FIRE (Columbia): Ce-
lebrity Theatre, Phoenix, Ariz., March
23.

BOBBY GOLDSBORO (United Artist):
Warehouse, Aurora, Colo., March 26-
31.

CONWAY TWITTY (MCA): Palamino
Club, N. Hollywood, Calif., March 22-

MIDWEST

BEACH BOYS (Reprise): Memorial
Arena, Victoria, 8.C., March 18.

JAMES BROWN (Polydor): Auditorium,
Cleveland, Ohio, March 29.

ROY CLARK (Dot): Memorial Hall, Pitts-
burg, Kansas (22); Civic Center Music
Hall, Oklahoma City, Okla. (23).

ELECTRIC LIGHT ORCH. (United Art-
ist): Michigan Palace, Detroit, Mich.,
March 29; Massey Hall, Toronto, Can-
ada (30).

*THE LETTERMEN (Capitol): High
School, Gaylord, Mich., March 23;
Weber State, Ogden, Utah (27); Hart
Auditorium, Rexburg, Idaho (28); Spec-
trum, Logan, Utah (29); Special Events
Center, Salt Lake City, Utah (30).

“LA WANDA LINDSEY (Capitol): Don's
Lounge, Maxwell, lowa, March 22-23;
High School, Ogden, Ind. (30); High
School, Covington, Ind. (31).
CHARLIE LOUVIN (United Artist): Mi-
amisburg, Ohio, March 30.

MAUREEN McGOVERN (20th Century):
Ramada, Columbia, Mo., March 19;

FentonRamada, St. Louis, Mo. (20-23).
JOHNNY PAYCHECK (Epic): Audito-
rium, Dayton, Ohio, March 22; Cincin-
nati, Ohio (30), Masonic Auditorium,
Toledo, Ohio (31).

*KENNY PRICE (RCA): High School Au-
ditorium, Southgate, Mich., March 24.
BOBBY WOMACK & PEACE (United
Artist); Auditorium Theatre, Chicago,

March 23.
SOUTH

JAMES BROWN (Polydor): Independ-
ence Hall, Baton Rouge, La., March 21;
Coliseum, Hattisburg, Miss. (22); Hous-
ton Farm Hall, Dothan, Ala. (23).

DAVE BRUBECK (Atlantic): Monte’s
Pub, Winter Park, Fla., March 18; Open
Hearth, Naples, Fla. (19); Van Wezel
Performing Arts Hall, Sarasota, Fla.
(20), Centro Asturiano Ballroom,
Tampa, Fla. (21); Gusman Hall, Miami
(22); Melbourne Civic Auditorium, Fla.
(23).

ROY CLARK (Dot): Memorial Audito-
rium, Dallas, Texas, March 21, Diplo-
mat Hotel, Hollywood, Fla. (27).
MILLIE JACKSON (Polydor): Golds-
boro, N.C., March 23; Macon, Ga. (24);
Veterans Hall, Key West, Fla. (29); Elks
Club, Ft. Pierce, Fla. (30); Beach Front
End, Avon Park, Fla. (31).

WAYNE KEMP (MCA): Branding Iron,
Monroe, W/a., March 20-21; The
Farmer's Daughter, San Antonio,
Texas (23).

BRENDA LEE (MCA): Savannah, Ga.,
March 22; Charlotte, N.C. (23);
Greensboro, N.C. (29); Richmond, Va.
(30).

NARVEL FELTS (Cinnamon): Athens,
Ga., March 22-23; Auditorium, Annis-
ton, Ala. (29-30).

*NEW BIRTH/NITELITERS (RCA): Col-
lege, Rambling, La., March 23.

*ELVIS PRESLEY (RCA); College, Rich-
mond, Va., March 18; Mid-Tenn. State
Univ., Murfreesboro, Tenn. (19); Mid-
South College, Memphis, Tenn. (20).

BOBBY WOMACK & PEACE (United
Artist): Municipal Auditorium, New Or-
teans, La., March 19.

cent pact with Polydor here, result-
ing in initial releases over the past
two months.

Building a Catalog

If the ECM titles available here to
date are still limited, Eicher is unper-
turbed at the problems in catching
up to a European catalog of 37 al-
bums to date. With a total of 42
records produced, and more pro-
jected, he is moving ahead to find
more young players. While Gary
Burton, an acknowledged top-seller,
has signed his new quartet with
ECM, and Keith Jarrett will be
available for special projects with
Eicher, he is not attempting to con-
centrate on the now recognized tal-
ent whose past ECM work is just
now becoming available here.

Instead, Polydor will be releasing
both ECM classics—including a
three-disk Keith Jarrett package re-
corded live, a live recording of Chick
Corea with the Circle, and a collabo-
ration between Burton and Corea
that has already enjoyed acceptance
as a German import—alongside new
works by Bennie Maupin, who has
been recording in New York with
Herbie Hancock, reed player Dave
Leibman, Art Lande, the English-
based Music Improvisation Co. and
other relatively young acts.

Like other younger jazz produc-
ers—notably Impulse’s Ed Michel,
who shares Eicher’s openness
toward using state-of-the-art studios
usually dominated by pop sessions,
in contrast with the old guard tradi-
tionally jazz-oriented facilities—Ei-
cher is aiming his work not at the
jazz establishment, but at a broader
audience embracing young listeners
just now opening up to music out-
side the pop and rock mainstream.
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Talent

HUMBLE PIE
SPOOKY TOOTH
MONTROSE
Nassau Coliseum, N.Y.

Having recently parted ways with the
Blackberries. who injected a tinge of gospel
to their music, Humble Pie have returned to
playing some of their best mainstream rack
and roll since the days when they rocked the
Filimores. Sparked by chief rabble rouser
Steve Marriott, the group perked through a
wide cross-section of their recorded matenal
from the effervescent “Sweet Peace in
Time,” to the haughty “Thunderbox,” from
their latest A&M album of the same name.
The rhythm section of Jerry Shirley and
Greg Ridley proved to be redoubtable as
ever while guitarist Clem Clempson showed
that he has finally developed into an inte-
gral part of the group, since adopting a more
aggressive stance.

Spooky Tooth, the Anglo-American con-
glomerate, has suffered numerous person-
nel changes throughout their history. vet
they have always been able to maintain
their distinctive approach. The latest shift
which saw pianist Mike Harrison replaced
by vocalist Mike Patto has thinned out the
sound, but has done little to distill the ex-
citement from the old numbers like “Evil
Woman,” and “Feelin’ Bad.” as Gary
Wright and Mike Kellie both from the origi-
nal line-up, set the pace. The group now
records for Island Records.

I’s not the easiest thing these days for a
highly energized rock 'n’ roll outfit to bully

their way into the limelight. but Montrose is
likely 10 become one of this country’s bright-
est hopes. Led by guitarist Ronnie Mon-
trose who has played on sessions for people
like Van Morrison and Boz Scaggs before
putting in a year with the Edgar Winter
Group. they had the audience on their feet
by the end of the first number. The set was
comprised of material from their debut
Warner Brothers album which saw the quar-
tet working together as a tight, cohesive unit.

BARRY TAYLOR

EL CHICANO
SKYLARK
Troubadour, Los Angeles

MCA’s East L.A. Latin-rockers still
haven’t perfected the concept of what
they’re doing in the blending of two forms,
after all the years they've been playing. On
their occasional hits, such as “Tell Her That
You Love Her,” they can be brilliant, high-
powered vocal harmonies meshing perfectly
with the fiery percussion. But on straight
rock they are little better than ordimary and
on pure Latin material they're just another
of the growing number of good young rock
groups who work this vein. Perbaps the
band is trying too many things, rather than
honing towards a more distinctive amalga-
mation.

Skylark is going through a transitional
phase. though the Canada-based unit hasn't
lost any of its great hitmaker potential. B.J.
Foster had to struggle gamely through a
raspy throat, which didn’t help. Replacing
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Talent in Action

Don Gerrard, who sang lead on their memo-
rable hit “Wildflower™ is another soulman,
music veteran Bobby Taylor, who works al-
most too hard but simply doesn’t match
Gerrard's overpowering sound.

Much more promising is another new vo-
calist, Ed Whiting. whose sweet Bread-style
voice should be given the bulk of the male
leads with Taylor saved for change of pace.
Also noteworthy is Skylark’s young new
lead guitarist, fast-fingered Chuck Crews
who blends stylishly with David Foster’s
solid keyboards. NAT FREEDLAND

PETE SEEGER
ARLO GUTHRIE
Carnegie Hall. New York

The prospect of a musical reunion be-
tween Pete Seeger, one of the midwives for
the folk movermnent here and once the musi
cal and philosophical companion to Woody
Guthrie, with Guthrie’s son, Arlo. (Warner
Bros.) was an exciting one indeed: Seeger's
credentials are now national institutions,
while Guthrie the younger has emerged in
recent years as a far more mature and sensi-
tive musician than his initial, happy freak
image might have suggested.

Indeed, Arlo Guthrie’s career in particu-
lar has reflected a real concern for, and un-
derstanding of, American folk musics rang-
ing from the earlies Appalachian styles to
rag time. blues and rock’n’roll. Had the con
cert offered Guthrie more time to explore
that perspective, and to unveil more of his
own fine tunes, perhaps the second half of
the show would have proved conclusive, in-
stead of anti-climatic.

Seated together informally on the stage.
and alone except for their instruments. the
two musicians casually traded solos and
joined together for some vintage songs.
many of them Woody Guthrie’s, drawing a
predictable warmth from both the tunes and
the audience. Yet that focus on the past,
while gratifying for an audience remarkable
in its scope of different ages and sensi-
bilities, fell far short of exploring just what
these musicians mean today.

Perhaps because Seeger is a seasoned per-
former whose strength has always rested
more with his personality, and his love for
his craft. rather than a specific virtuosity. he
eclipsed Guthrie onstage, telling longer
anecdotes and generally controlling the am-
bience of the sets. Seeger’s individuality also
proved problematic on some duets, partic-
ularly when his own often eccentric rhyth-
micsense clashed with Guthrie’s slicker. stu-
dio-tempered control.

Such problems might have remained rela-
tively minor, balanced by the informality of
the setting, were it not for Seeger’s continualt
social commentary. Granted Seeger was vir-
tually crucified in the *50’s for social convic-
tions that were later. exonerated by the civil
rights movement and the general conscious-
ness of the times. But, precisely because
those issues have been explored so intently,
Seeger’s old guard dictums seemed sancti-
monius alongside Guthrie’s more terse, but
more effective treatment of those same
problems in his material, whether Woody’s
or his own (particularly a post-Watergats
original titled “What Eise Don’t You
Know” that proved timely in the best sense.
a modern broadside that suggested the
younger Guthrie really has picked up the
staff) SAM SUTHERLAND

NEW YORK DOLLS
ELLIOT MURPHY
Academy of Music, N.Y.

It was billed as the “St. Valentine's Day
Massacre,” but “mascara” is a better word
for it when the New York Dolls are in-
volved. The frontrunners of New York's
glam-rock scene put on one of their better
visual performances (as did much of the au-
dience) last week, combining an introduc-
tory film clip of the notorious “Lipstick Kill-
ers” (portrayed by the Dolls) with their
usual volatile stage flash which resulted in a
mad dash by several overzealous fans to
reach lead singer David JoHanson. Their
musical ability still remains the most trying
aspect of the act, and doing battle with a
sputtering PA system did nothing to help
matters.

On the occasion of their homecoming
concert, having just completed a European
tour, the Dolls previewed much of the mate-
rial from their second Phonogram album.
“Too Much Too Soon.” From it, they per-
formed a couple of oldies, “Stranded in The
Jungie” and “Give Him A Great Big Kiss”
and bulldozed their way through “Baby-
lon,” “It's Too Late” and “I'm A Human
Being,” some of their most potent rockers
yet. Accuracy and preciseness never charac-
terized the music of the Dolls; instead, it's a
good natured, calculated entropy which
they thrive on, and the audience loved every
minute of it.

Opening the show was Polydor Records’
Elliot Murphy. which has been reviewed in
Talentin Action recently. BARRY TAYLOR

PORTER WAGONER
DOLLY PARTON
Civic Auditorium
Oxnard, Calif.

Any show combining two of the most tal-
ented singer/songwriters in a given field
should be a pleasurable experience and this
is exactly what the Porter Wagoner Show
proved to be.

Dolly Parton is surely destined for super-
stardom in the country field. with a beau-
tiful voice and a great wniting talent. She has
had her share of number one records, but
her material is becoming more consistently
excellent and her hits are coming with more
regularity. Running through self-penned
hits such as “Coat of Many Colors,” “Jo-
lene,” “Joshua™ and her latest single, *1 Will
Always Love You.” she showed a skill as a
singer that is hard to match. Ms. Parton
should have no trouble carving a permanent
niche for herself in the country field, even
after leaving the Wagoner show this sum-
mer.

Porter Wagoner is a fine singer and writer
who has been a star for two decades. Hits
such as “Satistied Mind™ and “George Le-
roy Chickasaw” were well received, and
Wagoner’s sense of humor brought an im-
mediate rapport with the audience.
Wagoner also showed himself to be a tal-
ented musician, especially when he engaged
in a bit of picking. He will be looking for a
new partner after Ms. Parton leaves and
whoever the lucky girl is will have a fine
start.

Wagoner and Ms. Parton also ran through
a set of their best known duets. including *1f
Teardrops Were Pennies,” which was well
received. BOB KIRSCH

RORY GALLAGHER
BRIAN AUGER’S OBLIVION
EXPRESS
10CC
Academy of Music, N. Y.

Not since the days when Jeff Beck and
Eric Clapton were in their prime has a gui
tarist commanded the respect and attention
shown at the Academy last week when Rory
Gallagher launched into his first couple of
numbers,

With pianist Lou Martin. drummer Rod
DeAth, and bassist Gerry McAvoy, Gallag-
her's band has a full rich bluesy sound when
pumping out numbers like “Laundromat,”
and “Cradle Rock.” yet the group also man-
ages lo evoke an atmosphere to surround the
slower moody songs like “A Million Miles
Away.” and “Tattoo’d Lady.” The Polydor
artist remains loyal to a blues-based frame-
work. but his technique is virtuosic and
rarely repetitious. The hard rocking favor-
ites like “Messin’ With the Kid” and “In
Your Town™ were greeted with standing
ovations, yet the acoustic portion of the set
which included “Banker's Blues™ and “Go-
ing to My Home Town” went over equally
as well.

An encore of “Bullfrog Blues™ spotlighted
each member of the group in a short solo,
butit was Gallagher's playing which bad the
audience whipped into a frenzy, still clam-
oring for more.

Brian Auger’s Oblivion Express showed
considerable instrumental prowess. but
failed 1o sustain interest through their set
which marked the first major New York ap-
pearance by the group since they graduated
from the club circuit. The group featured
material from their six RCA albums includ-
ing “Inner City Blues” and *Straight
Ahead,” but Auger’s understated keyboard
work is more suitable for a smaller au-
dience.

Having walked off with top honors in nu-
merous reader’s and critic’s polls for their vi-
brant U K. debut album, 10cc’s arrival in the
city was greeted with great expectations. It
was to their credit that they were able to re-
produce numbers like “Donna,” “Sand In
My Face,” and “Headline Hustler,” with
more of the same exquisite harmonies, but
strident overblown guitar solos marred
“Rubber Bullets” and “Ships Don’t Disap-
pear in the Night (Do They?),” making their
debut an affair met with ambivalent reac-
tions. BARRY TAYLOR

LEE HORWIN
VICTOR HENDERSON VAIL
Reno Sweeney’s. New York

During the past two years, many observ-
ers here have looked to younger, more “ur-
bane” cabarets like Reno's to provide a new
standard of club talent. Despite the preten-
sions of many such rooms—their style gener-
ally a calculated mix of camp and au cou-
rant, with a deco sensibility suited both o
young adults as well as to the glitter periph-
ery and the gay population—-agents and pa-
trons have hailed several of the acts that
play the emerging circuit as potential pop
contenders.

If any performer to date gives creedence

to that trend, Lee Horwin is indeed in the
winner's circle. Comparisons with other
young female vocalists trying to mesh the
contemporary with the classic are under-
standable, for she treads the line between
irony and sincerity deftly. Yet, unlike sev-
eral more famous stylists, Ms. Horwin im
presses as a serious and sympathetic stylist
who not only enjoys-but reveres the well
worn torch songs and pop classics that domi-
nate her set.

Apart from her visual impact—slinky and
chic in a distinctly *30's vein—there is the
real sensuality of her voice. A rich lower reg-
ister and real power throughout her range
are mated with a sensitvity to phrasing, and
an awareness of the dramatic elements of
each song, that belie her years. and her
power over this audience was sufficient to
make the few pitch problems of that evening
practically meaningless. Best of all. the
tough, funny cynicism that edges her chatter
never intrudes when the song calls for inno-
cence or pain.

Opening for Ms. Horwin was Victor Hen-
derson Vail, a young vocalist whose sense of
melodrama, in singing and presentation, is
his most serious obstacle. Vail’s decorous
mannerisms only detracted from his mate-
rial, proving that he has some distance to
travel before effectively reaching larger au-
diences. SAM SUTHERLAND

BREAKFAST SPECIAL
BUCKINGHAM NICKS
The Meiro, New York

Making their East Coast debut. as open-
ing act for a local unsigned band, Bucking-
ham Nicks. a young band on Polydor, of-
fered both problems and promise in a brief
but telling set.

Chief virtues for the band are the strong
vocal punch of duets between the group’s fo-
cal points, Lindsey Buckingham and Stevi
Nicks, a visually striking couple whose writ-
ing forms the bulk of their repertoire. With
two additional musicians completing the
current format, that twin strength is some-
what undermined, however. for Bucking-
ham currently handles both vocal lcads and
lead guitar. a role that seems a bit taxing.

Ms. Nicks also encounters problems,
chiefly in her solo style. which points up the
occasional roughness of her voice and the
strident quality to her top end that makes
duets bracing but proves less fruitful when
she takes the stage alone.

What more than saves the band is their
sheer exuberance, however. A country-rock
favor to their faster tunes is ably sparked by
that energy, and, with more consistent mate-
rial another problem area further endan-
gered during their set when they chose to
cover Joni Mitchell’s “Raised On Robbery,”
a fine tune but a decidedly tough mark to
match—and, if possible. additional instru-
mental support auguring for broader ap-
peal

Topping the bill was Breakfast Special, a
young band whose musical vision belies
their anonymity. Bracing acoustic instru-
ments and bluegrass vocals are served with
remarkable humor. particularly in such in-
spired moments as a reworking of “Orange
Blossom Special” that seems to have been
contaminated somewhere along the line by
Stravinsky, the Dead and possibly Spike
Jones. Flexibility is another strong point for
the band, whose members move freely be-
tween various string instruments and reeds,
or switch vocal roles. With seasoning, this is
a crazed bluegrass style with spint and color
that could prove tonic to larger audiences.

SAM SUTHERLAND

SEEN FOLLOWING a special press
screening of her special promo-
tional film, ‘“House of Pain,” RCA
artist Sarah Kernochan chats with
Billboard's Sam Sutherland. The
film, titled after her new LP, in-
corporates footage from the 1932
film “Island of Lost Souls," report-
edly.the inspiration for the LP's title
song.
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Caprncom Records Presents

and accompanied by a 24-Piece Orchestra
Orchestra arranged & conducted by Ed Freeman
Personal direction : Phil Walden & Associates

Produced by Joe Gannon

,N.C. Park Center

N.C./Duke University

lanta, Ga./Fox Theater

Fla., Ja1 Alai Fronton

burg, Fla./Bay Front Center

1./Marine Stadium

March 28—Birmi ), Ala./Municipal Auditorium

€March 29—New Orlean®:La./Municipal Auditorium '
March 31-Knoxville, Tenn. /Umver31ty of Tennessee ‘
April 3—Williamsburg, Va./William & Mary Hall |
April 5—Blacksburg, Va./V.PI. |
April 7—Providence, R.I./Palace Theater |
April 8—Boston, Mass‘/Music Hall

April 10, 11-New York City/Carnegie Hall

April 13—Passa £ N.J./Capitol Theatre

April 14—Philadelphia, Pa./Academy of Music

April 16—Ithaca, N.Y./Cornell University

April 17—Syracuse, N.Y./Onondaga War Memorial Audit.

April 19—Pittsburgh, Pa./Syria Mosque

April 20—Cleveland, Ohio/Music Hall

April 21-Detroit, Mlch /Masonic Temple

April 22,23—Chicago, I1l./Auditorium Theatre

March 17—Durh
March 10\20, 21
. March 23—Orlan
March 24—St. P

%  March25—Mia

an Tour’74 |
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Gregg’s Solo Album,
‘Laid Back’ ison Capricorn Records®, Macon.



Talent

StudioTrack |

By SAM SUTHERLAND

Down in Macon, Capricorn Sound
Studios have been hosting some
strong sessions, among them Elvin
Bishop's dates, starting last week. for
his first LP for Capricorn. Among
distinguished assistants are pro-
ducer Johnny Sandlin and Richard
Betts, with Charlie Daniels and Toy
Caldwell of the Marshall Tucker
Band also expected to lend a hand.

Other recent sessions have in-
cluded dates for Kitty Wells, work-
ing on both singles and an LP with
producers Johnny Sandlin and Paul
Hornsby; Dexter Redding, working
with Hornsby as producer: Cowboy,
produced by Sandlin; and Arthur
Conley, produced by Jerry Williams.

As for current and upcoming
dates, Richard Betts is assembling
his first solo album, while Grinder
Switch, recently signed to the label.
are working on their first with pro-
ducer Paul Hornsby. The James
Montgomery Band will also com-
plete a second LP, produced by Tom
Dowd.

*  x *

Meanwhile, down in Miami, Cri-
teria Recording is still rolling nicely,
with the staff now readying for the
return of Aretha Franklin, due to ar-
rive with producers Jerry Wexler
and Arif Mardin in early April.

Ron and Howie Albert are also
busy, producing the next White
Witch LP there for Capricorn.

*  x %

A progress report on Haji Sound
Récording, the remote unit/perma-
nent facility set up awhile back by
CBS veterans John Fiore and Alex
Kazanegras, augurs well for that
outfit. Recent projects include a re-
mote studio set-up for Daddy War-
bucks, a new band reportedly slated
for Columbia release, near Lake
Tahoe, and an album by Phil
O’Kelsey.

Recent live dates included Johnny
Nash’s Troubadour stand; Blood,
Sweat & Tears at Universal City’s
Ampbhitheater; and Mott the Hoople
at the Winterland in San Francisco.

Incidentally, Haji’s staff currently
includes assistant engineers David
Costell and Corey Bailey, and tape
duplication man Glen Spidell.

*  x %

In Atlanta, the Sound Pit studio
has been hosting singer Frankie
Randall, cutting several tunes there.
... None other than the possibly im-
mortal Major Lance, working on
horns and string overdubs for his
new label, Warner Bros., has been
in. ... Pointing up the shorter work
weeks abroad, UK. rockers If re-
turned to the Pit with producer Lew

Futterman, to work on tracks for
their next album. ... Ready to roll
are GRC’s own Red, White & Blue
(grass), who are now working on
their second album. ... Also with
GRC is Dorothy Nerwood, who last
week was finishing vocals and over-
dubs on her next single.

* * *

At Capitol’s recording center in
Los” Angeles, dates for ABC-TV’s
“In Session” series are continuing,
featuring contemporary artists in
that studio setting. ... Also in last
week was Glen Campbell, recording
“Dream Baby” in Japanese. Honest.
... Also back in the facility is Steve
Miller, working on tracks for a new
LP.

*  *x *x

Up in Seattle, Wash., Seattle West
Recording has been handling some
dates that again suggest new clout
for the Northwest as a production
arena. A&M’s Ron Davies was in
recently for sessions, both for the la-
bel and for publisher Irving/Almo,
while former Bread-winner James
Griffin, now on his own with Pol-
ydor, stopped by to hold a party and
a spirited jam session for members
of Seattle’s music biz.

Scepter’s Cooker was also in,
working with producer Jon Devirian
on new tracks. ... United Artists’
Bobby Womack has also been in,
cutting horn tracks for new songs
from Mary Wells, being produced
by Womack.

Incidentally, Seattle West has
added DBX noise reduction to its
set-up.

*

Down in Houston, Jones Sound
Recording has expanded its sched-
ule, adding to its existing clientele of
regional rockers and Tex-Mex acts a
fledgling performer, Dean Scott,
being produced there by Kenny
Rogers.

Other sessions for the Stoneway
label include dates with Little Roy
Wiggins and Kayton Roberts, Bob
White and Clyde Brewer, Herb Rem-
mington, Chubby Wise and Leon
McAuliffe.

Engineering main man there is
Lonnie Wright, who also handled
dates with Mexican artist Sunny Oz-

una.
* * *

At C/1 Studios (nee Mercury
Recording) in New York, Boston-
based Reddy Teddy, recently signed
to Phonogram/Mercury, was in,
working on their debut LP with pro-
ducer Michael Brown and engineer
Al Vanderbilt.

dbx noise

reduction
needs no

oo ey,

d bx incorporated / 296 newton street/ waltham.mass. /02 154
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Creative Trends

Rivers Ready For 10 More
Hit Years With Atlantic

LOS ANGELES—“Most people
think [ analyze whatever is going on
in music at a particular time and try
to keep up with what’s happening,”
says Johnny Rivers, “but actually [
don’teven think about it. It just hap-
pens that my particular taste in mu-
sic goes in the direction of songs that

JOHNNY RIVERS

are very commercial and that the
masses generally will pick up on.”

Whatever Rivers’ taste may be. it
has worked well for him over the
past 10 years. During this time he
has logged some 25 chart singles
as well as a number of hit LPs,
founded Soul City Records which
featured the 5th Dimension and
owned a publishing firm that han-
dled such Jimmy Webb songs as “By
the Time [ Get to Phoenix” and “Up,
Up and Away.”

Now, after a career with United
Artists Records, he has joined Atlan-
tic, recorded a new LP and is getting
set 1o goon the road for the first time
in a number of years.

“I went to Nashville for the new
album, called ‘Road,’ " he says. “and
this is the first time I've ever cut out-
side California. Basically, I just
wanted to be away trom all the little
things that happen when you’re
home, and get totally into music. |
think it worked. The album has a
touch of country because it was done
in Nashville, but it’s not hard coun-
try. But I wanted to use a different
studio, different musicians and get a
different sound. My music is ori-
ented to country and blues anyway,
having grown up in Louisiana.

“I'm also going back on the road
for some one-nighters for the first
time in years,” Rivers continues.
“We did a European tour last year
and it worked well. I just feel it’s
time to get back on the road. We'll
be doing colleges and small halls for
three weeks.”

Bogged By Business

Rivers still owns a publishing
firm, but he says he keeps it “rela-
tively small.” I sold Soul City and
the other publishing company be-
cause it became oo much to try and
be a businessman and an artist at the
same time. When my contract with
United Artists expired, [ thought of
starting my own label. But then I
said ‘no’ to myself, because I didn’t
want to get into that bag again. It de-
mands so much attention you almost
have to become an attorney. At this
point, [ simply want to be a writer
and an artist.”

Through the years, many have felt
that Rivers has been able to pick up

By BOB KIRSCH

on whatever i1s happening at the
time, without making it seem like an
imitation, and enjoy successful
records by following the musical cli-
mate of opinion. He disagrees, but
does have an explanation for his
success.

“I look for good music and good
sounds,” he says simply. “My new
single, for example, is ‘Sittin’ in
Limbo,” which is a Jimmy Cliff song.
[ don’t look at it as reggae, I look at it
as a good song with a good sound.
And, as I said, my particular taste in
music happens to run to the masses’
taste very often. ’ve been criticized
for this, because a lot of people think
it’s not cool to be commercial. Well, [
happen to enjoy commercial things.
[ don’t do songs because I think they
will be hits and 1 don’t cut a record
and say, ‘wow, I've scored another
one.” They are just songs I dig and
happen to dig in a commercial sort
of way. If | like it and the people like
it, then that’s fine with me.”

Rivers says he thinks about sin-
gles, but only to an extent, when cut-
ting an LP. “If a song can be a poten-
tial single and can be done well in
three minutes,” he says, “then there
is no reason to stretch it to five min-
utes.”

More Swinging Singles

Rivers also feels that “Singles are
happening again. First, I see music
going more into good songs with
good sounds and good melodic lyr-
ics. A lot of records during the past
fev -rears were sold on a feel rather

CHART ANALYSIS:

than a sound but [ think it’s all going
back to good music.

“As for the single thing,” he con-
tinues, “we went through the era
when it was all LPs and a single
really didn’t effect an LP. Now I
think we are back to the days of
needing a hit single to sell a lot of al-
bums. This is great for me because [
love singles. In fact, I’d love to go in
and cut a mono record. To me,
there’s nothing like a good sounding
mono. [’s all there and it’s tight and
has punch.

“Basically,” Rivers adds, “I will
continue to cut songs that are favor-
ites. For example, I never got caught
up in the San Francisco sound. even
though I'had ‘Summer Rain’ around
that time. It was just a song I liked.
As for “Baby [ Need Your Lovin’,’ it
wasn’t done to cash in on a trend. [
was doing it at gigs anyway and it
was a favorite song. We recorded it
as an extra song and it came off so
well we decided to use it as a single.”

Rivers is still keeping busy in
other fronts than regording. He co-
produced his new album for Atlan-
tic with Bob Montgomery, and is
producing a group called Bridge for
the label which he feels could be-
come “the country Beach Boys”
Also in the works is an “in Concert”
TV segment featuring Rivers on a
tribute to Chuck Berry, which is fit-
ting since Rivers’ first major hits
were “Memphis” and “Maybelline,”
both Berry compositions.

Canada Newcomers
Dominate Breakouts

By NAT FREEDLAND

LOS ANGELES—Canadian sin-
gles artists accounted for almost
exactly one-fourth of the 38 New On
the Charts listings which appeared.
in Billboard during the past six
months. This is higher than the Eng-
lish entries for the period.

The eight Canadian newcomers
since August have predominantly
crossed over to the U.S. charts with
singles tailor-made for tight-playlist
stateside AM programming. They
are well-produced. tightly con-
structed records with traditional pop
values, highly entertaining without
breaking any new musical grounds.
In other words, more in the tradition
of “Tie A Yellow Ribbon Round the
Old Oak Tree” than “American
Pie”

In general, the past six months of
newcomers showed one of the most
internationally open periods in
years. There was Spain’s Moce-
dades, Scandinavia’s Blue Swede
and several Australian artists in-
cluding Sister Janet Mead with her
rock “Lord’s Prayer.”

Skylark Prediction

However, it was the great upsurge
in Canadian breakouts which has
been the real surprise. In a Creative
Trends interview with Skylark
leader David Foster last autumn,
Foster stated that his fellow Cana-
dian rusicians were poised to take
as predominant a position in 1970s
pop music as the English artists did
during the 1960s.

Foster gave as reasons for his pre-

diction the plentifulness of small lo-
cal clubs where aspiring performers
can learn on the job, plus the ex-
treme competitiveness for the few
really top spots open to Canadian
artists.

It also cannot hurt that Canadian
radio is required by law to broadcast
a specific percentage of native
records. Vancouver-based Skylark’s
hit “Wildflower” was broken by one
secondary-market Canadian pro-
gram director who believed in the al-
bum cut enough to play it for six
weeks when no other station in
‘North America was broadcasting it.

A more esoteric possibility for the
widespread high quality of Cana-
dian musicianship is their combina-
tion of high standard of living with
far less urban tensions than its
American neighbors. Without over-
simplifying, any American visitor to
Canada must soon be struck by the
far more relaxed lifestyle of our
northern neighbors. And this would
appear to be a fruitful atmosphere
for musical creativity.

Quiet Contribution

Actually, Canadian writer-artists
have long made an extensive but
quiet contribution to rock and pop
music. In fact, Canadians are some
of America’s biggest stars in all areas
of the entertainment industry with-
out publicizing the fact that they are
originally from north of the border.
A pair of wide-ranging examples
would be Lorne Greene, star of TV’s
(Continued on page 62)
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CONGRATULATES TS CLIENTS WHD HAVE WON GRAMMY AWARDS.

CHEECH & CHONG G:sr coveoy reconons

FOR “L@S COCHINOS”

nE“- DIHMD BEST ORIGINAL SCORE ALBUM

FOR MCTION PICTURE OR TELEVISION SPECIAL
FOR "JONATHAN LIVINGSTON SEACULL"

ROBERIA FLACK recoro o e vens

AND~BEST FEMALE POP vOCAL PEIFORMANCE.
FOR™KILLING ME SOFTLY WITH HIS SONG”

RlCHHRD HHRRIS BEST SPOKEN. WORD RECORDING

FOR “JONATHAN LIVINGSTON SEAGULL"

CHHRL'E RlCH BEST COUNTRY MALE VOCAL PERFORMANCE

FOR "BEHIND CLOSED_DOJRS”

STEUIE WONDER s or 1 vens

. FOR “INNERVISIONS.”

BEST MALE POP VOCAL PERFORMANCE
FOR “YOU ARE THE SUNSHINE OF MY LIFE"
BEST MALE R & B PERFORMANCE

AND BEST R & B SONG

FOR “SUPERSTITION."

AND SPECIAL
CONGRATULATIONS TO

]EFF WANNE winnes o enouanos

NEW MUSICAL EXPRESS AWARD
FOR PRODUCER OF BEST POP RECORD OF THE YEAR
“ROCK ON"

NEW YORK / BEVERLY HILLS / CFICAGO / NASHVILLE Y LONDON / ROME / PARIS / MADRID / MUNICH
ARTISTS MANAGER 1350 AVENUE Df THE AMERICAS, NEW YORK 151 EL CAMING DRIVE. BEVERLY -iLLS
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Radio-TVProgramming

Old Network Handicaps
Solved by Diamond P

By FRANK FURINO
pressed with its ability to do one thing better than any

-

" BILLBOARD SALUTES |

the NAB Convention in Houston
with this in-depth report

on radio syndication
and all of the service firms allied with radio—jingles,

Frank Furino is executive producer for “Continental
Country,” a three-hour weekly syndicated radio show
hosted by Jerry Naylor, the recording artisi. The show is
produced by Diamond P Enterprises, Los Angeles.

Trying to draw comparisons between network and
syndicated radio is, it seems to me, like trying to compare
wristwatches with alarm clocks; they both tell time . ..
but they were built to serve separate functions under to-
tally different circumstances.

Having cut my teeth on network radio, starting in New
York some 12 years ago, I have always been much im-

FRANK FURINO, executive vice president of Diamond P
Enterprises, Los Angeles, talks with Jim Ragen, left, of
WKDA-AM in Nashville, Conway Twitty and Donna
Fargo. Furino is a former director with ABC Radio and
cut his teeth in radio syndication directing the success-
ful **Joe Pyne Show” in the mid-60's.

other medium. Network radio is NOW; as a news/sports
dissemination service, there is no quicker method of in-
forming the masses than network radio. And, of course,
to advertisers seeking to reach a broad spectrum of the
buying public at rates far below television costs . . . net-
work radio is a solid buy.

But because of the nature of the beast, it also comes
with built-in shortcomings. And thus by the very essence
of the service it provides, and the service it cannot pro-
vide, network radio has, in a way, fostered the growth of
syndicated radio.

Depending upon when you first came into this world,
you might remember the halycon days of network ra-
dio—the variety shows, the drama shows, the big name
personalities like Hope, Benny, Crosby and the like, who
made radio a great entertainment medium. Then came
the wicked witch of the west; somebody found a way to
put a picture together with the sound. . .. up came tele-
vision . . . and away went the drama shows, variety shows
and big name personalities. Local radio survived by
playing records and network radio was transformed into
what we really should call broadcast journalism. NBC,
CBS or ABC, with its four-network concept, rely primar-
ily on hourly newscasts coupled with minor news and
sports feature programs to round out affiliate service and
provide salesmen with something to present to the ad
agencies.

But there’s more to radio listeners’ wants and desires
than news and sports. And thus, the success of syndi-
cated radio.

Syndication Works

Syndication in radio works much as it does in teie-

vision. For example, our company, Diamond P Enter-
(Continued on puge 28)

Low Overhead Vital for Success

By JEFF ALAN and CHARLIE TUNA

Jeff Alan is president of Alan/
Tuna Productions, Los Angeles, and
Charlie Tuna is one of the best-known
air personalities in the world. Tuna is
currently morning air personality at
KKDJ-FM in Los Angeles; he grew
10 prominence in the market at KHJ-
AM when it was under the consult-
ancy of Bill Druke.

3

Syndication ... there’s a lot of
blue sky and hopes for newcomers to
the business. These newcomers usu-
ally consist of jocks, radio freaks, or
businessmen who have heard from
somewhere that they can pick up
some extra change. They hire a staff
of five or ten, rent a lot of office
space, have a sizable bank role and
expect to turn their business around
to a profit in less than a year. What

they neglect is that regardless of the
product, stations tend not to react to
syndicated product very fast. For the
most part, radio stations work on a
pretty concise budget. Program di-
rectors also reject the syndication
salesman that seems like he sells
used cars in his spare time. The
name of the game is to keep your
overhead as low as possible, but
never skimp on the quality of your
product. The guy who sells radio
shows from his garage will stand a
better chance of staying in business,
but usually never has a decent prod-
uct to sell. If he does, he’ll eventually
move into offices. Syndication, like
any business, is one you have to start
on the bottom rung and work your
way up.

Don’t get us wrong—we’re not dis-
couraging anyone who has ideas of
getting into the field. We’re just in-
forming everyone from the start that
you’re not going to get rich in this
business unless you have top quality
programs which meet the standards
of the biggest stations, both techni-

POP STAPLES STOPS by Alan/Tuna Productions, Los Angeles, to tape an up-
date segment to the firm's syndicated *‘Christ and Rock and Roll’' documen-
tary. From left: Harold Costen of Stax Records, Jeff Alan of Alan/Tuna, Mike
Atkenson of Epic Records, Pop Staples, Charlie Tuna, host of the documen-

cally and production wise. Most of
all, keep your overhead low!
Last year we at Alan/Tuna Pro-

tary.

Radio
Jingles

Some of these firms have ID jingles
in packages, others only do custom
work.

Program
Producers

Most of these firms are more than
happy to provide demo 1apes of their
product and details on request.

Toby Amold & Associates

Toby Arnold president

4255 LBJ Freeway, Suite 156

2 Lemon Park Midway

Dallas, TX 75234

214-661-8201
Chuck Blore Creative Services
Chuck Blore chairman

(Continued on page 26)
24

Alan/Tuna Productions
Jeff Alan president
Charlie Tuna producer
21243 Ventura Blvd.
Waoodland Hills, CA 9136&
213-347-8500
Series of radio documentaries rang-
ing from three-to-12 hours long, in-
(Continued on puge 30)

ductions, produced more rock spe-
(Continued on page 30)

Music Services

These firms have music packages
for sale ranging from sound effects to
records. Catalogs are available from
the firms on request.

Alshire International
Al Sherman president
P.O. Box 7107
Los Angeles, CA 91505
213-849-4671
Emil Ascher Inc.
745 Fifth Ave.
New York, N.Y.
212-355-3195
Breneman Radio Services
(Continued on puge 26)

production music, humor services, and program-

ming consuitants.

Stigma of Produced
Music Has Advanced
Out of the Backroom

By RON NICKELL

Ron Nickell is currently general sales
manager of T.M. Programming Inc.,
Dallas, a new position for him. Previ-
ously, he was general sales manager
of Drake Chenault Inc., Los Angeles
and in his five years with the firm
path-blazed rock radio syndication.
He is undoubtedly one of the greatest
authorities in the field on syndication
sales.

The growth of syndicated pro-
gramming in the last five years has
probably been the best kept secret in
the industry. The fact is that 24-
hour-a-day syndicated radio pro-
gramming has exploded, not just
grown, and we are currently witness-
ing phase II of the explosion.

In the early days of syndication
there was a very nasty stigma at-
tached to the concept, and this was a
word known as auromation. The very
thought of using automation struck
fear in the heart of every red-
blooded radio programmer and
manager. Automation meant all
kinds of negatives, such as lots of
dead air due to mechanical failures,
remote-sounding unattached voices
saying things like: “Studio time is
12:23” and most of all it meant a
threat to the very substance that pro-
vided jobs for program directors,
and jocks.

The result of all of these problems
was the use of background reels of
music thrown up on a piece of gear

Programming
Aids

These are some of the various firms

offering aids to program directors and
air personalities.

The Advertising Council Inc.
Nancy Napier media relations
manager
825 Third Ave.
New York, N.Y. 10022
212-758-0400
Free recorded and printed commu-
nity and public service material.
American Song Festival
MalcolmC. Klein president
5900 Wilshire Blvd.
Los Angeles, CA 90036
213-937-7370
Annual songwriter competition pro-
motion which radio stations can fea-

ture.
Australian Hitline

Keith Ashton editor

Radio Waikato

New Zealand
Weekly comedy service offered ex-
clusive to each market.
Billboard Programming Aids

Candy Tusken charts manager

Billboard Magazine

9000 Sunset Blvd.

(Continued on page 26)

NICKELL

that was usually locked away in the
back room so no one would have to
look at the machine and feel threat-
ened. Sometimes it was locked be-
hind a door with a very dusty sign
that said: “Beyond this door is the
land of FM,” which was another
way of saying to the AM staff,
“Don’t worry . . . that’s only our free
music service for the community.”

About the time that FM started to
have impact in the major markets,
the major automation companies
were making tremendous strides in
new designs in their gear. In fact, the
equipment was ready to handle very
tight, controlled formats as far back
as 1968, but no one had thought to
put any such demand on automa-
tion until that time.

Emerges

In 1968 syndicated programming
began to emerge, with new sounds
never before thought possible
through automation. Let me clarify
one point, there is a tremendous dif-
ference between what 1 am referring
to as syndicated programming and
the so-called music services that ex-
isted prior to 1968, and to some ex-
tent still do. By programming. I am
(Continued on puge 26)

Programming
Consultants

These are presently the program-
ming consultunts who contract for
work. Some are connected with radio
operations presently in a permanent
capacity bur still contrust oulside.
Others operate as independent con-
sults.

Lee Abrams/Sony Fox
Chicago
Buzz Bennett
Jay Blackburn
Dallas
Chuck Blore
Los Angeles
Jerry Boulding
Washington, D.C.
Julian Breen
Mill Valley, CA
{Continued on puge 28)
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Top Music Executives
Meet On Common Ground

No other meeting in the world produces this con-
centration of key music industry executives and
business figures, discussing current economical
and financial problems and arriving at workable
sofutions.

Plenary Sessions

There will be three ptenary sessions in all. The
Opening Plenary Session of May 8 will concentrate
on the British and European Economic Community
markets, their interplay of forces, their short-
term and long-term outlook, their impact on the
international community at large. May 9 Opening
Plenary Session will focus on the U.S., Canada and
Central and Latin America. May 10 will illuminate
the complex markets af Japan and the Far East,
and Australia/New Zealand. These sessions will be
simultaneously translated into French, German,
Italian and Japanese.

The Workshops

The Workshops are specifically designed to give
the greatest opportunity for IMIC-5 participants to
speak up, listen to and exchange thoughts, ideas,
and information with their counterparts throughout
the world. Workshops will cover the interests of
record companies, music publishers, radio pro-
grammers, music producers, personal managers,
performers and copyright lawyers. Discussions will
follow the morning plenary sessions and will con-
tinue after a coffee break until luncheon break.
These discussions will follow a pre-developed out-
line of vital areas and will be held in English.

Afternoon Events

For the first time this year, IMIC will introduce
afternoon sessions. These will be intensive semi-
nars. Their chief objective will be concentrated
attention on specific key issues. There will be no
time limit, and these sessions may be reconvened
on successive days if participants wish to do so.
A Chairman and panel will lead discussion with
free participation by all.

g Programme

 Day 1 Tuesday May 7

Arrival of Conference Delegates. Registration hours
from 1 p.m.-5:30 p.m. (1300-1730 hrs.), Ballroom
Foyer, Grosvenor House.

Welcoming Cocktail Party 5:30 p.m.-7 p.m. (1730-
1900 hrs.), the Ballroom, Grosvenor House. Spon-
sored by The Billboard Group, The British Phono-
graphic Industry and the Music Publishers Asso-
ciation.

“Talent—Today and Tomorrow”—Special Concert
presented by a leading recording company in the
U.K. Details to be announced later.

Day 2: Wednesday, May 8

Plenary Session—Part T

Official Opening and Conference Greeting 9 a.m-
9:05 a.m. (0900-0905 hrs.)

Opening Address By a governmental official or
Common Market representative, welcoming the in-
ternational audience to London 9:05 a.m.-9:30 a.m.
(0905-0930 hrs.). Details to be announced.

Keynote Address: “Crisistime in Musicville? Not
Again?”’—John Fruin, Managing Director, Polydor
Records, U.K, 9:30 a.m.-10:00 a.m. (0930-1000
hrs.). The bottom line with today’s mulfinational
companies.

Intermission and Coffee Break 10:00 a.m.-10:15
a.m. (1000-1015 hrs.).

Plenary Session—Part 2

“Market Research: Dog im the Music Manger’—
Peter Meneer, Managing Director, British Market
Research Bureau, Division of ). Walter Thompson.
10:15 am.-10:45 am. (1015-1045 hrs.). Latest
trends and techniques in chart methodology and

mass sampling of musical tastes, detailed for the
first time to an international audience.

The Worldwide Crisis in Raw Materials Three points
of view 10:45 am.11:15 am. (1045-1115 hrs.).
Three industrial experts talk about things to come
in the U.K., Europe and the U.S.

Industry Workshop Sessions

Note: These Workshops will run concurrently; reg-
istrants will select one of greatest interest. 11:30
a.m.-1:00 p.m. (1130-1300 hrs.)

No. 1 International Marketing Trends A panel of 6
world marketing experts take apart the care and
feeding of product. Special emphasis on market
preparation for product from U.S., UK. Europe;
mass merchandising trends: from racking to ruin;
a synthesis of major market developments includ-
ing U.S., UK, Europe, Latin America, Canada, Aus-
tralia, Japan; the merging world markets: East
European, India, Africa, Asia—the problems and
the profits.

No. 2 The Art of Music Publishing Definition of

duties and responsibilities of making the copyright

public . . . administrative firms . . . sub-licensing
... full line publishing.

No. 3 Broadcasting Panel composed of broadcast-
ers, record promoters, music publishers, managers,
deejays, performers discuss the impact of radio/ TV
programming on the music industry and vice versa.
Policy versus exposure of talent: a ceaseless battle;
synthesis of what's happening in US. radio, Euro-
pean, Far East, Canada, South America, Japan, Aus-
tralia; commercial and public broadcasting images
and results.

Afternoon Events

Begin at 2:45 p.m. (1445 hrs.)—end 4 p.m. (1600
hrs.)

Optional A. Sound Talent Management: The care
and feeding of talent seen through the eyes of the
managers. Rebuttal by panel of record executives,
booking agency types, theatre owners, TV/radio
broadcasters, promotion men: do bad guys really
finish first? International tour problems, financial,
legal, East Europe.

Optional B. The Classical Conspiracy: how do we get
them to like the stuff let alone buy it? Panel of
working, dedicated experts plan the save and pros-
per campaign for classical music. The roles of ra-
dio, retailing, recording, marketing and perfor-
mance itself are examined in detail. Case history
analysis of Quad, the sit-in concert, mixed media,
sharing a gig with the Rolling Stones and other
panaceas and dissections will take place

“The Shape of Sound to Come” Special Evening
Concert presented by leading U.K. recording com-
pany. Details to be announced.

Day 3 Thursday, May 9

Plenary SesSion—Part 1

Opening Remarks and Greeting 9:00 a.m.-9:05 a.m.
(0900-0905 hrs.)

Keynote Address: “Taking Stock—An Old American
Habit” A major US. recording executive with an
international viewpoint tells it like it is in an over-
view of the marketplace today. 9:05 a.m.-9:30 a.m.
(0905-0930 hrs.).

“Money, Morals and Management”—The climate of
the industry. A duet between Stanley Gortikov,
RIAA and G;Loffrey Bridge, BP! on the attitudes
and policies/of two countries separated by a com-
mon language. A frank discussion of how to im-
prove the moral standing of a great industry—to
itself and the world. 9:30 a.m.-10:00 a.m. (0930-
1000 hrs.)

Audio/Video Update: “A Funny Thing Happened on
the Way to Market” An in-depth report and review/
demonstration of where things stand with the video-
cassette and videodisk; from softly, softly software
to hardly any new hardware—-what does it all mean?
10:00 a.m.-10:30 a.m. (1000-1030 hrs.)

Plenary Session—Part 2

The Challenge of Retailing in America: A young
new major retailer tells of the perils and pleasures
of the, retailing game under current conditions.
10:45 4.m.-11:00 a.m. (1045-1100 hrs.)

A Producer’s Challenge: Independent producers
throw down the gauntlet on the things that bug
them about record companies and the way they do
or don’t make things happen. 11:00 a.m.-11:15 a.m.
(1100-1115 hrs.). With musical examples, case
histories.

Industry Workshops—‘Rap’ Sessions

Note: These sessions run concurrently. Registrants
will select one of greatest interest. 11:30 a.m.-
1:00 p.m. (1130-1300 hrs.)

No. 1 Creative Trends A workshop in creativity ap-
plied to the product; 4 channel techniques, studio
update, packaging, multi-media promotion. An in-
ternational pane! of 6 experts leads discussion into
innovative and fresh techniques, using case his-
tories of success.

No. 2 International Law and the Music Industry
A rap session for lawyers of all countries engaged
in the industry. Update on U.S. copyright act: new
trends in contracts and commitments; Common
Marketing—practices and pitfalls; update of activi-
ties in eliminating piracy.

LUNCH 1:00 p.m.-2:30 p.m. (1300-1430 hrs.). Dele-
gates are free to make their own plans for lunch.

Afternoon Events

Begin at 2:45 p.m. (1445 hrs)—end at 4 pm.
(1600 hrs.)

The President’s Roundtable: An open rap session
on company management. Panel to consist of presi-
dents and managing directors past and present.
Under discussion: the art of presidentmanship, or
how to keep that name on the door. Creative versus
commercial demands; building junior management;
training middle management; how to stay ‘with’
talent trends and find a few new ones; how to
choose Number Two. The impact of recent events
on the industry. Planning for the future versus the
bottom line today.

No others planned for this afternoon.

Middle of the Road Night—A Special Concert fea-
turing MOR music presenting top U.K. and European
favorites. Details to be announced.

Day 4:Friday, May 10

Plenary Session—Part 1—Japan

Opening Remarks and Greeting 9:00 a.m.-9:05 a.m.
(0900-0905 hrs.)

Keynote Address: “Inside Today's Music Industry
in Japan.” A major industry leader outfines the
problems and illustrates the growth characteristics

The Leaders of e World MusicIndusty
n Meet inLondon May /10,1974

{or the ol Interniational Music Industry Gonlergnce held al Grosvenor House, London

of the music business, including material short-
ages; declining sales of foreign releases in Japan;
expansion of mail order. sales, supermarket mer-
chandising and record imports; sub-publishing in
Japan today; effects of general economic condi-
tions on music sales. 9:05 a.m.-9:30 a.m. (0905-
0930 hrs.).

Emerging Markets of the World. A report on the
growth of emerging nations and their interest in
the record industry. Two experts on international
marketing will give their views. Included will be a
review of the activities of Eastern European coun-
tries, India, Africa, Asia; problems and prospects.
9:30 a.m.-10:00 a.m. (0930-1000 hrs.).

Rardware Supplier to the World: A round-up of
Japanese hardware export trends in terms of radios,
phonographs, tape players, videocassette players.
A look around the world at who's buying what,
where and why-—-and how this will ultimately affect
the recording industry. Industry expert will pro-
vide information and presentation. 10:00 a.m.-
10:15 a.m. (1000-1015 hrs.).

Intermission and Coffee Break 10:15 a.m.-10:30 a.m.
(1015-1030 hrs.)

Plenary Session—Part 2

United Europe versus United States: Is Europe get-
ting ready to challenge American supremacy in the
international music industry? Are U.S. companies
too demanding of their licensees? What about the
problem of direct imports of recordings and sheet
music—Is Transylvania transshipping again? A U.S.
and a European top executive present contrasting
views in the light of today's developments and
conditions. 10:30 a.m.-11:00 a.m. (1030-1100 hrs.)
Concluding Open Forum—Anything Goes. The floor
will be wide open for questions and comments on
any aspect that has gone before. The Chairman
will preside. 11:00 a.m.-12:00 noon (1100-1200 hrs.)
Intermission 12 noon-12:15 p.m. (1200-1215 hrs.)
Cocktails—Reception 12:15 p.m.-1:.00 p.m. (1215
1300 brs))

The Decca Co.
Guest Speaker, Alistair Cook
1:00 p.m.-3:00 p.m. (1300-1500 hrs.)

Optional Events in the Afternoon

Begins at 3:15 p.m. (1515 hours)—ends 4:30 p.m.
(1630 hrs.)

Optional A. The Japar Business Forum: Panel of
experts will meet/answer questions of all those
who want to do business in Japan. Letters of Credit,
finance, communication—the practical way to enter
this huge and fascinating market.
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Cheque MUST accompany registration

PLEASE COMPLETE IN BLOCK CAPITALS:
Name of registrant

Title

Company
Company address
If accompanied by wife, her first name

Home address

Send registration with cheque to:
Registrar, IMIC 5,
o Billboard Publications,

7 Carnaby Street, London W1V 1PG England

1M 51h nternational Music Indus(ry Gonlerence
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[ hotels?

[] air transport?
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British delegate’s
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_ Vox Jox

By CLAUDE HALL
Radio-TV Editor

Gary Allyn is shifting from pro-
gramming at KSEA-FM in San
Diego to program WMYQ-FM in
Miami; new program director of
KSEA-FM is Neilson Ross. . .. Ron
Bedford writes that he’s now doing
nightly news for WDOD-AM-FM in
Chattanooga after being out of radio
(courtesy of Uncle Sam) for about
three years. . . . Steve (Al Green) Su-
german has left WCCC-FM in Hart-
ford, Conn., and is looking; 203-
569-0700. ... Bob Baron, program
director of WKGN-AM in Knox-
ville, Tenn., is looking for a good
morning personality. ... Johnny
Kaye is now doing weekends at
KKDIJ-FM, Los Angeles.

* kK

Bill Meeks, head of PAMS. is

PROGRAM MANAGER
NEEDED
KWIZ-AM
Santa Ana, Calif.

Send complete tape and
resume to:

Bill Weaver
KLOK Radio

P.O. Box 6177
San Jose, CA 95150
(408) 274-1170

-

Faster than a shotgun
package . ..

Stronger than Liquid
‘Wrench ...

STREAK: an incredibly
new station ID series from
the same people who
brought you ENERGY! and
COUNTRY SUNSHINE.

Prices, based on market
size, start at just $800
for fifteen cuts.

Write or call for a free
demo:

imacGineers

The Image Building
Medinah, lllinois 60157
(312) 529-1001/529-1002

really doing a number at the NAB
convention, just about the time you
read this. PAMS has suites in both
the downtown Holiday Inn Hotel
and the Shamrock Hotel. Also in
that Holiday Inn—Drake-Chenault.
Bonneville Broadcast Consultants
and old friend Marlin Taylor are in
the Shamrock Hotel in Suite 18-A.
Billboard is in 1354, Ralph Stachon
and Associates and Ralph Stachon
himself are in 1658 at the Shamrock.
Toby Arnold and Toby Arnold & As-
sociates are also in the Shamrock
along with my good buddies—yep,
Ron Nickell-& cohorts—are in the
Shamrock, too. Located in Suite
1753 at the Shamrock will be
SESAC and that's always a fun-
kind-of-place to drop by. And Alto
Communications is set up in Suite
1740. The William B. Tanner firm
will also be operating in the Sham-
rock. And all of the Diamond P. En-
terprises group who do “Continental
Country” will be in Shamrock in
Suite 1603. At the Hyatt Regency,
you’ll find Tom Rounds, president of
Watermark Inc. Watermark does
“American Top 40,” the weekly
three-hour show hosted by Casey
Kasem. Anyway, it looks as if the
Shamrock and the Holiday Inn and
the Hyatt Regency will be the major

(Continued on page 28)

Music Services

® Continued from page 24

Tom Breneman

Betty Breneman

5418 Fenwood Avenue
Woodland Hills, CA 91364
213-348-3162

| Hanna-Barbera Productions Inc.

Roger Karshner
3400 Cahuenga Blvd.
Hollywood, CA 90068
213-851-5000

Major Recordings
Thomas J. Valentino president
150 W. 46th St.
New York, N.Y.
212-246-4675

Ovation Sound Effects Vol. 1-5
Dick Schory president
1249 Waukegan Rd.
Glenview, ILL 60025
312-729-7300

PPX Enterprises Inc.
Ed Chalpin president
245 W. 55th St.
New York, N.Y. 10019
212-247-6010

SESAC
10 Columbus Circle
New York, N.Y.
212-586-3450

Record Source International
Nancy Erlick manager
1 Astor Plaza,
New York, N.Y. 10036
212-764-7300

Ted Randal Enterprises
Ted Randal president
Suite 204, 1606 N. Argyle
Hollywood, CA 90028
213-464-8268

BILLY ano
THE KID.

SALABLE RADIO HUMOUR

13 weeks of the funniest far-out episodes
available now! Already major market success!!
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FREE DEMO ... can collect 215-922-0607

Radio-TV Programming
Stigma of Produced

Program Aids

® Continued from page 24

Los Angeles, CA 90069
213-273-7040
Various chart recaps based on charts,
plus advance weekly chart pre-prints.
Details on request.
Cheapshots
P.O. Box 6136
Minneapolis, Minn. 55406
Dave Christian
Kid jensen
Mark Wesley
Comedy service cued to hit records.
The Comedian
Billy Glason editor
200 W. 54th St.
New York, N.Y. 10019
Monthly comedy service
The Comedy Center Inc.
Bob Orben editor
801 Wilmington Trust Bldg.
Wilmington, DE 19801
302-656-2209
Weekly comedy service, including
books and other services
Do It Now Foundation
P.O. Box 5115
Phoenix, Ariz. 85010
602-257-0797
Non-profit information center on
drug-abuse; contact for details on
services.
The Electric Weenie
Tom Adams, editor
Suite 4
230 Sunrise Dr.
Key Biscayne, Fla. 33149
Monthly humor service.
Hype, Ink
Ed Hider, editor
P.O. B. 69581
Los Angeles, CA 90069
213-656-2403
Monthly humor service; book avail-

able.
Jokes Unlimited, Dept. B

Box 69955
Hollywood, CA 90069
Edmund Orrin
2786-A W. Roberts
Fresno, CA 93705
One-line gag service; free catalog.
Programmer’s Digest
Buddy Blake publisher
P.O. Box 15721
Nashville, Tenn. 37215
615-834-1951
Monthly music-radio magazine in al-

bum audio format.
Record Research

Joel Whitburn editor

8447 Lloyd

Menomonee Falls, Wis. 53051
Various compilations of records in
book form; based on Billboard
charts. Absolutely accurate lists, by
artists and features record number,
lable, date, and weeks on charts as
well as highest chart position.
Zoo World

Ron Shawn

Box 5728

Fort Lauderdale, Fla. 33310

306-564-6471
Rock newspaper published twice
monthty which is distributed through
radio stations.
Trends

Published by General Profes-

sional Associates

Lee Fawcett president GPA
Information on record artists; free
samples.
Rock Bio’s Unlitd.

Marc Kaplan

Donn Kaplan

Music Research Bldg.

P.O. Box 978

Beloit, Wis. 53511
Weekly reference material on rock
record artists.

Bob Publicover, vice president

and editor

2188 San Diego Ave.

San Diego, CA 92110

714-291-9080
Twice monthly comedy service for air
personalities; samples free.
The Sullivan Letter

888 Seventh Ave., Room 400

New York, NY 10019

Music Has Advanced

® Continued from page 24

referring to a well-conceived, well-
produced concept that has someone
such as a Bill Drake or George Burns
behind it, if it happens to be in the
rock field, or a Jim Schulke, or Bill
Hudson, or Marlin Taylor behind it
if it’s beautiful music. The same
holds true for country, or any other
format.

Formats designed by the experts
utilize every possible feature of the
equipment, which is in turn used by
these people to create a controlled
environment for their particular for-
mats. This allows them the luxury of
a dependably consistent sound on

the air. Nearly 400

By latest count, close to 400 sta-
tions are using syndicated formats
across the country, supplied by the
major companies such as T.M.,
Drake-Chenault, S.R.P., Bonneville,
and others. This figure is growing
every day as more and more station
owners are finding that there is vir-
tually a format available for every
programming need in most markets.

Through the use of syndicated
programming the station can have a
professional sound, with a format
that has been designed to accom-
plish certain goals in that particular
market. There is, however. one im-
portant missing ingredient, and that
is the execution of the format at the
local level by a P.D,, or operations
manager, who understands the par-
ticular format.

If there is one important point that
I can make in this article, it is that no
syndicator can be successful at the
station level if the station doesn’t
have a talented P.D. to execute it.
Syndicated programming does not
mean doing away with the program
direction. It must have local level in-
put, such as well produced news,
PSA’s, weather, commercials, and
promotions; all of this must be
aimed directly at serving the com-
munity, as well as being compatible
with the sound of the format. This
will create a definite personality for
the station, and give it an “alive”

sound. .
Execution?

Any syndicator would be less than
honest to say that his tapes could be
put up unattended, and accomplish
what they were designed to do.
However, when the right format is
executed by the right program direc-
tor, it can do great things.

WGFM-FM in Albany, N.Y. util-
izes T.M.’s “Stereo Rock” executed
by station program director Dick
Foreman, and is No. 1 18-34 and
No. | teens in the latest ARB;
WCOP-FM in Boston uses Drake-
Chenault’s oldies format executed
by program director Tommy
Charles, and vaulted to excellent po-
sition in its first ARB. KABL-FM in
San Francisco, using T.M.s beau-
tiful music, has been consistently top
rated 12+ as overseen by Dave Mc-
Kensie; WLYF-FM in Miami, using
S.R.P’s beautiful music, has also
been consistent as No. 1. 12+. The
same thing is happening in small
and large markets all over the coun-
try. Whether the format be rock,
country, or beautiful music, if it is
executed properly at the station level
it will succeed both in sales and in
the ratings.

One question | am always asked
is, “If you had the budget to do it
perfectly, would you do it live or use
syndication?” The answer is ob-
vious. In the case of rock, if you can
afford a Robert W. Morgan, or a
Don Steele, or a Don Imus, and can

Out of the Backroom

combine it with a program director
such as George Burns, or Bill Drake,
FAR OUT! However, if you want to
be competitive with your station at a
cost far below a live operation, you
will find that the use of the right
syndicated format can change your
FM from “Free Music” to “Found
Money™!

As a final note, I might point out
that syndicated programming is now
making inroads into AM as well.
KRSI-AM in Minneapolis, for in-
stance, has become the No. 1 coun-
try station in that market in only one
year of using a syndicated country
format.

What is the future of syndicated
programming? It is at this point un-
limited, and as long as the overheads
go up for live operations and ratings
continue to grow for syndicated for-
mats, the biggest problem the syn-
dicators will have is keeping up with
the on-air dates of their new clients.

Radio
Jingles

® Continued from page 24

Milt Klein president
1606 N. Argyle
Hollywood, CA 90028
213-466-9221

Joseph P. Cuff & Co.
Joe Cuff president
16120 Woodvale Rd.
Encino, CA 91316
213-783-5708

Larry Greene Productions
Larry Greene president
1151 Sunset Hills Rd.
Los Angeles, CA 90069
213-273-0643

The Heller Corp.

Hugh Heller president
1606 N. Highland

Los Angeles, CA
213-466-7765

Imagineers
Paul F. lIams Jr. president
The Image Bidg.
Medinah, Ill. 60157
312-529-1001

Dick Lavsky’s Music House
Dick Lavsky president
New York, N.Y.

Meridian Productions
William C. Moyes sales manager
38 La Place
Cleveland, Ohio 44122
216-831-1383

PAMS
Bill Meeks president
Bill Stewart sales
4141 Office Parkway
Dallas, TX 75204
214-827-0904

Ralph Stachon & Associates Inc.
Ralph Stachon president
1322 Inwood Rd.
Dallas, TX 75235
214-638-6231

Sweep Productions Inc.
Bill Heffernan president
904 Rayner St.
Memphis, Tenn. 38114
901-274-7220

William B. Tanner Inc.
William B. Tanner president
2076 Union Ave.

Memphis, TN 38104
901-274-6674

T™M Productions
Tom Merryman president
Jim Long general manager
Jim West senior vice president
1349 Regal Row
Dallas, TX 75247
214-634-8511
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If you're into

music...
nced this book!

The nation’s first & most
complete reference bhook to top
pop music from 1955 to 1972.
Every record to hit the ‘Hot 100’!

An invaluable, quick source of information for anyone interested in or

connected with music . . . DJ’s,

program directors, station managers,

collectors, buffs! Almost double the original Pop/Rock 1955-1969 Book!
Includes: Date (month/day/year) record first hit the charts

Highest numerical position record reached

Total number of weeks on chart

Label and number of record

Plus, all new information & sections!
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Please send . (s) of Record Research Top Pop 1955-1972, New
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| WANT TO ADD TO MY RECORD RESEARCH COLLECTION!
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hangouts during the NAB. Hope to
see some of you guys there.
*x Kk

Jack Hakim has left United Art-
ists Records in Los Angeles, where
he was national promotion director;
his home phone is 213-887-0568.
Why don’t some of you guys call him
up. He was one of the best promo-
tion men in the midwest until com-
ing to Los Angeles to head up the
UA effort and did a very good job
with UA. ... Jack Allen has joined
KVI-AM in Seattle as 7-midnight
personality; he’d been with KASH-
AM in Eugene, Ore. ... Bill Rock,
program director of WMEX-AM in
Boston, went to WAVZ-AM, New
Haven, as an air personality.

“PUNCHLINE has got to be

the best topical humor service
in the nation.”

—Dick Whittington

“1973 MOR Air

Personality of the Year”

(Billboard Convention)

Try Punchline For A Month—
Published Weekly
Special Introductory Offer
Four Issues—$10.00

Send check or money order to:

Punchline!
Dept. B-102
P.O. Box 48584
Los Angeles, California 90048
(If outside U.S., send money
order only)

Radio-TV Programming

Old Network Handicaps
Solved by Diamond P

® Continued from page 24

prises, back in February of 1973, launched a three-hour
weekly program called “Continental Country” ... a
blend of the best in country music and the in-person
guest appearances of the biggest names in country mu-
sic, hosted each week by Jerry Naylor. As in television,
we placed the show, market by market, on a cash-and-
carry basis, the price of the show (with 36 available spots
to sell) dependent on market size and rate card. And as
in television we were able, in some instances, to “barter”
the program in certain markets. A major hotel chain,
Rodeway Inns, wanted to utilize “Continental Country,”
along with another of our packages, the “Audio-Biogra-
phies” (12-hour superspecials on musical superstars), to
advertise their chain. And this is where syndication sits
head and shoulders above network radio; an advertiser
like Rodeway can determine- the specific markets it
wants and the exact format of the station (thus the de-
mographics) and make a target buy. The station then re-
ceives the program without charge (in return for relin-
quishing a specified number of spots in the program)
and, of course, the listener is getting a quality program—
an entertaining program with international celebrities
on the local level. One of those rare occurrences in this
world where everybody comes out a winner.
Network's Inability

The inherent problem in network radio is its inability
to program on other than a shotgun approach. If your
network has 250 affiliates and five o-and-o’s it is impos-
sible to offer programming other than news and sports
which will fit into each format.

When we offer programming on a syndicated basis to
a station or an advertiser, it comes with a number of
guarantees builtin. First—and this is the basis for all our
shows—the inclusion of big name personalities, whether
it be for our country series, or our audio-biographies, our
“Star of the Month” package, or our soon to be starting
“Dick Clark Music Machine” package (a three-hour
weekly show hosted by Dick and featuring the biggest
names in contemporary music). Second, an entertaining
program, produced to involve the audience—a target au-

dience—and thus enhance the advertiser’s message. And
third, our sales department does not stop when a contract
is signed. They will, if necessary, help in developing sales
approaches on the local level . . . promotional tools, mar-
keting ideas, the total spectrum of a successful package.

With a radio network, once their feed of a newscast
goes along those AT&T lines their commitment to affil-
iates and advertisers is virtually complete. When a syn-
dicator contracts with a station, his commitment is just
beginning. He has given a local station more than just
“X™ hours of programming to fill time with. He has given
the station an exclusive, if you will. A vehicle which the
station down the street cannot duplicate. And more im-
portant, a vehicle which his local sales force can point to
as a definitive “something special” for local advertisers
to use effectively.

And if you ask “where is syndicated radio most effec-
tive—in the bigger or smaller markets?” ... [ can only
point out that we have placed our programming in cities
large and small (New York, Los Angeles, Dallas, Boston,
Chicago, Philadelphia, Pittsburgh, and Indianapolis to
name a few) which only says that good programming
knows no market size.

There is one other factor in syndication which is per-
haps the key in determining ultimate success, and that is
a conglomeration of the right people in the right jobs.
When you have the acquired knowledge of producers
like Phillip Browning and his experience with ABC’s
“Shindig” series . . . a chief engineer like Chuck Druce, a
former ABC man, who in my opinion has the finest tech-
nical mind in captivity . . . a station relations department
headed up by Bill Cochran with 20 years practice at his
craft ... and a sales department headed up by former
Westinghouse Broadcasting executive Merrill Barr, you
can’t be faulted for lack of trying.

Judging by the competition and the demand in syndi-
cation in 1973, far from being a phase that radio is going
through, I believe firmly that syndication—a top quality
level—is here, and here to stay. And to quote from one of
our jingle packages ... we sure hope it has a “Happy
Day” ... for many days to come.

Programming
Consultants

® Continued from page 24

George Burns
Los Angeles
Kent Burhart
Atlanta
Bud Connell
Los Angeles
Frankie Crocker
New York
George Davies
Canada
Bill Drake
Los Angeles
Eritertainment Response Analysts
Sebastion Stone & Willis Duff
San Francisco
Gary Granger
Fort Lauderdale, Fla.
Art Holt
Bethlehem, Pa.
The Idea Factory
Pat McMahon
Phoenix, Ariz.
Mike Joseph
Greenwich, Conn.
David R. Klemm
Consults Blair stations only
New York
Walt Love
New York
Tom McMurray
Charlotte, N.C.
Ted Randal
Los Angeles
Dick Starr
Miami
George Williams
New York
Ev Wren
Denver
George Yahraes
San Francisco

Now we'll help you be the Judge.

There are at least 10 reasons why the Audiopak A-2 is beating out the
competition. Here is Reason No.1. How many times have you had broken

or missing pencil leads in a cartridge flange? Can’t happen on the Audiopak.
There aren’t any! We mold the tape support ribs as an integral part of the
flange. There are 9 other reasons: write for our literature and free cartridge.

TAPE GUIDE

LOOSE TAPE
STORAGE AREAS

MOLDED
FLANGE RIB

CENTERPOST

FLAT BACK
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PRESSURE PAD

PRESSURE PAD

FRONT LOCK

“-—-——-——- :
AUDIOPAK “A-2
BROADCAST CARTRIDGE

BRAKING
MECHANISM

CENTERPOST

BACK POST
AND RAMP

FIDELIPAC®
BROADCAST CARTRIDGE

AUDIO DEVICES, INC., A CAPITOL INDUSTRIES CO., 100 RESEARCH DRIVE, GLENBROOK, CONN. 06906 * MANUFACTURERS OF AUDIOTAPE.”AUDIOFILM‘AND AUDIODISCS'

SEE US AT BOOTH 814

BRAKING
MECHANISM

GLUED IN
PENCIL LEADS
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Programming
Services

These firms offer a muliitude of
programming services for various for-
mats. Details may be obiained by con-

Jim Hampton president
Chris Lane vice president

Jim Schulke president
Phil Stout producer

6362 Hollywood Blvd. 36 E. 61st St.
Hollywood, CA 90028 New York, N.Y. 10021
213-461-3122 212-980-3888

Producing programming for country,
rock, MOR, and oldie formats, plus
specials.

Stereo Radio Productions

Studio West
Jim C. Meeker president
5929 Tiber Dr.
Anaheim, CA 92806

Radio-TV Programming

714

-637-8349

Offers three complete formats for
syndication.

TM Programming

Tom Merryman president
Jim Long general manager

Ron Nickell general sales man-

ager
1349 Regal Row

Dallas, TX 75247

214-634-8511
WNA Music

Wally Nelskog president

Seattle, Wash.
Nows owns and distributes pro-
gramming previously-owned by Inter-
national Good Music. Programs still
produced in Bellingham, Wash.

tacting the individual operations.

ADAM
Robert F. Adams president
11401 Roosevelt Blvd.
Philadelphia, Pa. 19154
215-677-6200
Slated to enter programming produc-
tion in future.

Alto Communications Inc.
D. Alan Clark president
William Ezell vice president
Don H. Clark director of market-
ing
6362 Hollywood Bivd.
Hollywood, CA 90028
213-466-9261
Distributes programming for several
formats as well as various specials,
including a 12-hour documentary on
Frank Sinatra.
Audiographics Inc.
John L. Roberts national pro-
gram director
23 Phillips Rd.
Mahant, Mass. 01908
617-581-1968
Produces automation formats of
various Kkinds, distributed by Toby
Amold and Associates, Dallas.

Bonneville Broadcast Consultants
Marlin Taylor president
Loring Fisher vice president
485 Madison Ave.

New York, N.Y. 16022
212-371-3400

Drake-Chenault Enterprises
Gene Chenault president
Pat Shaughnessy executive vice
president
Bert Kleinman gemeral manager
Lee Bayley operations director
Suite 300
8399 Topanga Cyn. Blvd.
Canoga Park, CA 91304

KAA Productions
John Kierman president
Allentown, Pa. 18102
215-439-8694

KalaMusic
Steve Trivers president
Bill Wertz vice president
Suite 334
Industrial State Bank Bidg.
Kalamazoo, Mich. 49006
616-345-7121
The Music Director
Budd Clain program director
Herb Jackson client relations di-
rector
Box 103
Indian Orchard, Mass. 01051
Publishes MOR music list, plus pro-
vides disks.
PAMS Inc.
Dill Meeks presidemt
Bill Stewart sales
4141 Office Parkway
Dallas, TX 75204
214-827-0904
Peters Productions Inc.
Ed Peters president
1333 Camino Del Rio Sough
San Diego, CA 92108
714-291-4044

Programme Shoppe

Cy Russell Adds 2nd
Miami Country Station

MIAMI-WIGL-FM, a modern
country music station, is slated to go
on the air here around April I, ac-
cording to general manager Cy Rus-
sell, who also manages WWOK-AM
in the market, also a modern country
station. New WWOK-AM oper-
ations manager Ted Cramer will be
in charge of programming for both
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stations.
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The world’s largest radio programming service provides top
American records from ail major U.S. labels to broadcasters
and music business professionals all over the world.

SINGLES SUBSCRIPTIONS
e Hot 100
e Easy Listening
e Country
e Soul

10 singles per week, sent to you automat-
ically. Records are selected by Billboard’s
review and research staffs as being the
product most likely to hit the top of the
American charts in coming weeks.

ALBUM SUBSCRIPTIONS

e Pop * Rock

e Country

e Jazz » Classical
10 albums a month (5 for Country or Jazz),
selected by Billboard’s review and re-
search staffs as being the most significant
material released in the previous month
...or the subscriber may make his own
selections from ambng the month’'s new
releases.

YEARLY RSI CATALOGUE

offers over 1300 albums in 21 different
programming categories; basic record li-
brary items, available for quick shipment.

MONTHLY ALBUM ORDER FORM

offers over 200 new album releases, the
albums listed on Billboard’s Top 200 LPs
chart, plus a variety of special offers.

- — — — — - — — - — — (Ratesarefor US A only. Foreign rates available upon request.) — = — ~ — — ~— — — — .

Program Directors

TAK

We’ll take care of your

E THE
OFF!

programming worries

LET RSI

Order Form

Record Sourca International
2160 Patterson Street, Cincinnati, Ohio 45214

included. | understand that they are fully backed by Billboard,
and that | may cancel at any time, with full refund for unex-
pired portion of the subscription(s). Payment, including appro-

i
!
[
[}
Please accept my order for services checked below, shipping |
[
I
I
]

priate taxes from following chart, is enclosed:

Sales or use tax:

Massachusetts .. .3% New Jersey .. 5% ;
Tennessee 5% California 6% |
Ohio V2% New York . 7% |
Monthly New-Release ALBUM SUBSCRIPTION Services [
0O POPULAR ALBUMS ...00 12 Months, $180; (J 4 Months, $64 .
(10 per month) [
[0 ROCK ALBUMS .. .......00 12 Months, $180; (] 4 Months, $64 [
(10 per month) |
O CLASSICAL ALBUMS ... 0 12 Months, $180; (] 4 Months, $64 I
(10 per month) ¥
) JAZZ ALBUMS 0 12 Months, $ 90; O 4 Months, $32 |
(5 per month) l
0O COUNTRY ALBUMS ..........(0 12 Months, $ 90; OJ 4 Months, $32 .
Weekly SINGLES SUBSCRIPTION Services f
00 HOT 100 ... [0 52 Weeks, $195; (] 18 Weeks, $72
(10 per week) I
(1 EASY LISTENING . [0 52 Weeks, $195; 0] 18 Weeks, $72 I
(10 per week) t
O COUNTRY ... [0 52 Weeks, $195; (] 18 Weeks, $72 J
(10 per week)
O souL ... v [0 52 Weeks, $195; (] 18 Weeks, §72 :
(10 per week) |
|
Payment in Full, as I
Shown Here, Is Enclosed Full Payment Must t
Accompany Order I
0O Send me copy of Current RSI CATALOG. |
O Please add my name to get your monthly mailing of over 200 new album releases.
!
SHIP RECORDS TO: PLEASE TYPE OR PRINT I
S _ e Bl == |
Station or Company s
I
Atlen!u;n;)f - L o ] - — |
Address—_. ) o S o !
a1 - e |
City, State, Zip ]
T\';e(;co_mpaTy L 4;14 I
______ e e o |
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Low Overhead Vital

® Continued from page 24

cials than anyone else in the world
and now have 14 shows on the shelf
with several more on the way. Before
we talk about how we build a demo
and progress to the production of the
shows, let’s clear up syndication’s
rather distorted image of what it is
and what it offers. The cost of pro-
ducing quality product and supply-
ing stations with proper materials is
quite high today. A station first must
have a valid demo of the show, print
material, and sales tools. Then if
they accept your price, you pay the
shipping, send the show, logs, music
list and airing instructions. Pricing a
show is important. The most over-
looked single item when pricing a
market or stations is that the station
must make money when they run the

A New Release by

Jimmy Dockett

“A song with
deep emotions
direct from

my heart”’

MY
DREAMS COME
TBUE #FFR 3001

b/W I GOT IT
Heading for Europe, Canada,
West Indies & U. S.
Distributors inquire

FLO-FEEL RECORDS

P. 0. Box AA. Corona. Eimhurst. N. Y. 11368
212 699-6574

COUNTRY

SUNSHINE

...the new station ID
series from Imagineers.

It's the best country
package in the county.
Or the city. It's the
best country package
you’ve ever heard.

Prices, based on market
size, start at just $800
for fifteen cuts.

COUNTRY SUNSHINE,
from the same people who
brought you ENERGY!!

Write or call for a free
demo:

imacGineers

The Image Building
Medinah, lltinois 60157
(312) 529-1001/529-1002

program. You must figure that they
won’t have a full spot load and have
to pay someone to run the show.

Both of us know that the demo is
the single most important item. It
has to be honest and represent the
show accurately, we always give sta-
tions a telescoped hour from what
we're selling. When we produce, we
work like watchmakers, we take our
time and never rush. The quality
must be perfect. We would rather
miss a deadline than send out infe-
rior shows. We have different for-
mats for different programs. Our
six-hour topic documentaries follow
a four-segment 2 + 2 format (two
straight sets of information segued
with the music, plus two with inter-
view material alternated with the
segues). Our three-hour Charlie
Tuna personality shows follow an
open format in which alternate sets
are back announced into the com-
mercial break and a Joe Cuff jingle
is employed. Our “Rewind” year-
enders follow still a third format as
do our I2-hour superstars shows.
Not only is the idea for the show im-
portant, but the quality of the pro-
gram is most important. The writing,
sound, music and production tech-
niques must ail fall together prop-
erly. If an announcer lays voice
tracks and can’t pace himself with
the music, it will come out sounding
like the stop watch versus the record
intro. If the writing does not match
the announcer voicing the show it
will be evident. If the show doesn’t
use all hit music, many stations
won’t touch it. And most of all, the
technical quality doesn’t meet NAB
standards, stations won’t air it.

We have found through much
study that stations should be left be-
tween 12-14 minutes an hour for
their spots and news. They need
four-to-five breaks to achieve this.
Shows should always be shipped on
7-inch reels. Stations have to be
shown how to run and sell the shows,
so logs and music lists are a must in
order to aid the program directors
and the salesmen. Syndicators have
to remember that the print work sent

(Continued on puge 32)

Radio-TV Programming

Program
Producers

® Continued from page 24

cluding “Rewind *74” and “Love and
Rock and Roll.”

Altfeatures
Sheldon 1. Altfeld president
Shirley T. Palmer producer
Paul Werth director
1426 N. Beachwood Dr.
Los Angeles, CA 90028
213461-2418
American Radio Programs
Jerry Simmonds president
Craig Simmonds production man-
ager
George Savage general manager
P.O. Box 869
Hollywood, CA 90028
213-469-2125
Produces several modern shows and
has revitalized the old “Gene Autry’s
Melody Ranch™ show.

Bill Ballance Enterprises
Darwin Lamm director of syndi-
cation
9121 Sunset Blvd.
Los Angeles, CA 90069
213-274-7845
Available in various segments from
one hour daily to 15 hours a week.
Syndicated version of show Bill Bal-
lance does in Los Angeles on KCBS-
AM
Bremar Services
Barry Gibson producer
Don Sainte-John host
2138 East 75th St.
Chicago, lll. 60649
312-731-4388
Produces, distributes “Black 40” a
three-hour weekly show.

Gordon Casady Inc.
Larry Gordon president
6671 Sunset Blvd., Suite 1591
Hollywood, CA 90028
213-466-3444

Century One Productions

Jeff Mason president

Box 1686

Hollywood, CA 90028
Produces weekly three-hour shows
Chicago Radio Syndicate Inc.

Sandy Orkin president

Dick Orkin executive producer

Rep Firm Gave Syndicated
Radio Source of Inroads

By ROBERT E. RICHER

Robert E. Richer is executive vice
president of Able Communications,
New York, which owns and operates
several very successful automated FM
stations ... using syndicated pro-
gramming, of course.

Program syndication, particularly
as it applies to FM radio, has had a
checkered and very competitive his-
tory. .

Back in the very early days of FM
(and 1 started the first FM-only rep
firm in 1958), syndicated pro-
gramming was available on a lim-

Fidelipac’
Automatic
Tape
Cartridges

Standard of the industry
with more in use than all
other brands combined

See u;s at Booth 805
in Houston.

FIDELIPAC

3 Olney Avenue « Cherry Hill, New Jersey 08034 » (609) 424-1234

Fidelipac Is a registered trademark of TelePro Industries Incorporated
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ited basis from the automation
equipment manufacturers. Station
management philosophy was a
simple one: Get on the air as cheaply
as possible. One way to operate on
the cheap was to automate. But,
management asked. what good does
it do to automate if we have to go out
and make all those tapes to feed the
machine? To sell equipment, the au-
tomation manufacturers went into
the syndicated tape business.

As might be expected, the product
supplied to the stations was terrible.
Artistically it had no merit, and the
science of duplicating tapes was
truly in its infancy, so the tapes
sounded bad ... not such a good
thing for FM, the “Hi Fi” medium.

At this point, the bulk of the
syndicated product being supplied
was in the “beautiful music” vein.
And while the syndicated stations
were not doing particularly well, it
was becoming apparent that some of
the “live” beautiful music stations
were getting audiences. This was
more of a feeling than fact, because
at that time the rating services were
not even measuring FM listening; 1
mean that anybody who reported
that they were listening to FM was
dropped from the report, they didn’t

{Continued on page 33)

Bert Berdis creative director
Ursula Wosik sales manager
Two East Oak St.
Chicago, Ill. 60611
312-944-7724
Produces several short series. Fa-
mous for “The Tooth Fairy” and
“The Chickenman.”

CHUM Radio
J. Robert Wood producer
1331 Yonge St.
Toronto, Ont., Canada
416-925-6666
Documentaries on various subjects;
available free or at cost.

Qidar Wavelength
Doug Andrews president
4558 Coldwater Canyon
Studio City, CA 91604
213-980-8063

Diamond P Enterprises Inc.
Harvey Palish president
Frank Furino executive producer
Phillip Browning producer
Chuck Druce engineer
771S Sunset Blvd.
Hollywood, CA 90046
213-874-1512
Produces outstanding documentaries
on artists ranging up to 12 hours,
plus three-hour-weekly “Continental
Country” country show hosted by
artist Jerry Naylor.

“ESP According to Hoy"”
Dr. David Hoy host
Shirley Croslin sales
Box 57
Paducah, Ky. 42001
502-442-8868
Series of shows on psychic aspects.

Footprint Productions
Daniel L. Plouffe
Box 1236, Station ‘Q’
Toronto, Ont., Canada
416-961-5661
Documentaries, including one on El-
ton John.

Graphic Eleven Productions
Mort Crim host
520 West Chestnut St.
Louisville, Ky 40201
502-582-7368

Series of one-minute commentaries.

Hawaii Calls, Ltd.
Charles Bud Dant producer
875 Waimanu St.
Honolulu, Hawaii 96813
531-1173

Weekly radio show in 39th year.

J.W.C. Corp.

Jack Gaines executive vice presi-

dent

9000 Sunset Bldg.

Los Angeles, CA 90069
Planning series of weekly shows
ranging five minutes to half hour in
length for various formats.

London Wavelength Ltd.
Marty Ross president
7 East S1st St.
New York, N.Y. 10022
212-826-0713
Syndicates BBC shows in U.S., plus
local shows such as *“Palamino Coun-
try” weekly show.

Rob Murray Enterprises
Bob Murray president
Hilton Office Bldg., suite 200
Denver, Colo. 80202
303-623-1288

National Lampoon
Bob Michelson radio manager
635 Madison Ave.
New York, N.Y. 10022
212-688-4070
Half-hour weekly show syndicated
called “The National Lampoon Ra-
dio Hour.”
Media Dynamic
Rick Barberie
8732 Sunset Blvd., Suite 680
Los Angeles, CA 90069
213-659-2480
Specials available, ii.cluding one on
Jim Croce.
Media International
Box 624
Wall Street Station
New York, N.Y. 10005
Six hour special of top hits of 1974.

Harry O’Connor

Broadcast Producer

1680 Vine

Hollywood, CA 90028

213-461-3393
Produces product for radio, including
the “Lovewords” programming con-
cept, “Profiles in Greatness” with Ef-
rem Zimbalist Jr. series of five-min-
utes programs and “The Pat Buttram
Comedy Show™ series of brief bits of
humor.

Presbyterian Church in the United
States

Bill Huie staff director for mass

media

General Executive Board

341 Ponce de Leon Ave., N.E.

Atlanta, CA 30308

404-875-8921
Syndicates public service programs
around the world, including “What’s
It All About?” which is five minutes
long and “Be Still and Know,” which
is two-and-a-half minutes long.

Pro-Com Associates
Long John Wade president
Don Wade producer
726 Chestnut St.
Philadelphia, Pa. 19106
215-922-0607
Series of daily two-to-three minute
humor episodes called “Billy and the
Kid.”
Professional Programming Inc.
Dick Starr president
4925 S.W. 93rd Court
Miami, Fla. 33165
305-279-3673
RKO General Radio
Paul Drew vice president pro-
gramming

Harvey Mednick assistant

6255 Sunset Blvd.

Los Angeles, CA

213-462-2133
Monthly specials on leading record
artists and their music available for
syndication. Charlie Van Dyke an-
nounces.

The Scott Ross Show

Scott Ross host

Freeville, N.Y.

607-272-8080
Weekly program free with soft-sell
religious aspect; counts as public
service.

Jay Sharp Productions

Jay Sharp president

3436 Goldendale Dr.

Dalls, TX 75234

214-241-5683
Series of funny bits called “Fannie
Football.”

Snider Corp.
1001 Spring St.
Little Rock, Ark. 72202
501-376-9292
Distributes old “Lum ‘n’ Abner” ra-
dio show.

The Southern Baptist Radio-TV
Commission

Cluade Cox producer

6350 W. Freeway

Fort Worth, TX 76116
Two weekly programs, one for rock
stations and another for country mu-
sic stations, both free. Show is
largely non-sectarian; counts as pub-
lic service.

Watermark Inc.
Tom Rounds president
Steve Aitken marketing director
Lee Hansen studio manager
10700 Ventura Blvd.
Los Angeles, CA 91604
213-980-9490
Produces two weekly three-hour
shows—“American Top 40" and
*American Country Countdown.”

Yesterday & Today Productions
P.O. Box 1945
Philadelphia, PA 19105
215-221-5600

Yuri Zabran Enterprises
Yuri Zabran president
39 W. 55th St.
New York, N.Y.

Reading a weekly stereo rock show

called “Weekly Rock.”
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The King Biscuit Flower  Hour presents:

\

H E

P

Flower Hour presents a special 90 capitol of the world.

On March 31st 1974 The King Biscuit  live in Washington, D.C.—the tape For further information contact Bob

Meyrowitz or Alan Steinberg at DIR

minute program starring The Who. For the first time experience the  Broadcasting, 527 Madison Ave., N.Y.

An Unerasable experience recorded  unique live sounds of The Whoina 10022. Or call 212-371-6850.

quadraphonic broadcast.

Albany. N.Y.
Albuguerque. N.M.
Ashland, Ky.
Athens. Ga.
Athens. Ohio
Auburn, Ala.
Austin. Tex.
Baltimore, Md.
Baton Rouge. La.
Big Rapids Mich.
Binghamton. N.Y.
Birmingham, Ala.
Boise. Idaho
Boston. Mass.
Brainerd. Minn.
Buffalo. N.Y.
Carmel, Calif.
Champaign. 111
Charleston, S.C.
Charlotte. N.C.
Chicago. 111.
Cincinnati, Ohio
Cleveland. Ohio
Columbia, Mo.
Columbus. Ohio
Dallas. Tex.
Davenport, lowa
Dayton, Ohio
Denver. Colo.
Des Moines. lowa
Detroit. Mich.
Duluth, Minn.
Durham,N.C.
Eau Claire, Wisc.
El Dorado, Ark.
Eugene. Ore.
Evansville. Ind.
Fargo,N.D.
Flint, Mich.
Florence. Ala.

Ft. Lauderdale. Fla.

Ft. Smith. Ark.
Fresno. Calif.
Gainesville, Fla.
Greenville. S.C.
Hartford. Conn.
High Point. N.C.
Houston. Tex.
Huntsville. Ala.
Indianapolis. Ind.
Tthaca. N.Y.
Jackson. Miss.
Jacksonville. Fla.
Junction City, Kan.
Kansas City. Mo.
La Crosse. Wisc.
Lancaster, Pa.

WHSH FM
KRST FM
WAMX FM
WDOL FM
WATH FM
WFR! FM
KRMH FM
WKTK FM
KSMI FM
WBRN FM
WAAL FM
WZZK FM
KBBK FM
WBCN FM
KLIZ FM
WPHD FM
KLRB FM
WPGU FM
WKTM FM
WROQ FM
WSDM FM
WEBN FM
MMS FM
KFMZ FM
WNCI FM
KAFM FM
KIIK FM
WVUD FM
KBPI FM
KFMG FM
WABX FM
WDTH FM
WDBS FM
WBIZ FM
KRIL FM
KZEL FM
WKDQ FM
KWIM FM
WWCK FM
WOLT FM
WSHE FM
KISR FM
KFIG FM
WGVL FM
WFBC FM
WHCN FM
WHPE FM
KLOL FM
WAHR FM
WNAP FM
WXXY FM
WZZ0 FM
WPDQ FM
KIJCK FM
KUDL FM
WSPL FM
WRHY FM

106.5 10P. M. Lansing, Mich. WVIC FM 94.9 8 PM
92.3 9 Lewiston, Me. WBLM FM 107.5 9
94 9 Lincoln, Neb. KFMQ FM 101.9 8
104.7 6 Little Rock, Ark. KLAZ FM 98.5 9
105.5 8 Longview, Tex. KHER FM 105.7 7
97.7 10 Los Angeles, Calif. KMET FM 94.7 10
037 3 Louisville. Ky. WLRS FM 102.3 7
L Lubbock. Tex. KSEL FM 937 9
& Mammoth Lakes. Cal. KMMT FM 106.3 9+
100.9 18"" Martinsville.Va. WMVA FM 96.3 gt
99.1 ! Meridian. Miss. WDAL FM 101.3 9
el 8 o» Milwaukee. Wisc. WNUW FM 99.1 9
]35-]‘ 170 Minn./St. Paul. Minn.  KORS FM 92.5 9
o 5, oo Mobile. Ala. WABB FM 97.5 9
9. Monroe. La. KNOE FM 101.9 8
103.3 8 Murphysboro. 111. WTAO FM 104.9 9
101.7 8 Nashville, Tenn. WKDA FM 1033 8
107.1 1 New Haven, Conn. WYBC FM 94.3 gees
102.5 8 New Orleans. La. WRNO FM 99.5 9
95 1130 New York. N.Y. WNEW FM 102.7 9
97.9 8 Norfolk. Va. WOWI FM 103 10
102.7 9 Oklahoma City. Okla. KOFM FM 104.1 5
lggg g Omaha. Neb. KRCB FM 98.5 7
97'9 9 Orlando, Fla. WORJ FM 107.7 9
95 10 Panama City. Fla. WP FM 107.9 9:30
1037 10 Philadelphia. Pa. WMMR FM 93.3 9
99'9 9 Phoenix, Ariz. KDKB FM 93.3 7
105'9 10 Pittsburgh, Pa. WYDD FM 104.7 7
94'9 9 Portland. Ore. KINK FM 101.9 10
99'5 9 Presque Isle. Me. WDHP FM 96.9 10
. Pullman, Wash. KUGR FM 95 10
1033 9 Richmond. Va. WRVOQ FM 94.5 10
107.1 8 Rochester. N.Y. WCMF FM 96.5 9
100.7 1 Sacramento, Calif. KZAPFM 98.5 11 %
99.3 10 San Antonio. Tex. KEXL FM 104.5 8
96.1 9 San Bernardino. Cal. KOLA FM 99.9 10
99.5 10 San Diego. Calif. KPRI FM 106.5 8
98.7 9 San Jose., Calif. KOME FM 98.5 7
105.5 g Santa Barbara. Calif. KTYD FM 99.9 10
107.3 Savannah. Ga. WZAT FM 102.1 8
103.5 9 ~ Seattle. Wash. KISW FM 99.9 9
93.7 10 Spokane, Wash. KHOQ FM 98.1 9
oy, | 1y Springfield. Mass. WAQY M 102.1 I
105.5 9 St. Louis. Mo. KSHE FM 94.7 10
937 7 Syracuse/Utica. N.Y. WOUR FM 96.9 9
105.9 ?) Tampa/St. Petersburg,
1351'? 0 Sarasota. Fla. WQSR FM 102.5 8
99,1 10 Terre Haute. Ind. WVTS FM 100.7 10
93:1 ) Thideuuxi La. KXOR FM 106.3 9
1089 0 Toledo. Ohio WIOT FM 104.7 8:30
102.9 9 Tucson. Ariz. KWFM FM 929 9 #es
96.9 8 Warren. Pa. WRRN FM 923 Q *x»
94.5 6 Washington, D.C. WMAL FM 107.3 9
98 1 1 Wichita, Kan. KEYN FM 103.7 9
95.9 10 Willmar. Minn. KQIC FM 102.5 9
92.7 \Winonu. Minn. KAGE FM 95.3 10
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Radio-TV Programming

What Has Programming Got to Do With Profit?

By AL HERSKOVITZ

Al Herskovitz is currently oper-
ations manager of Capital Cities
Communications’ KPOL-AM-FM,
Los Angeles. Prior to his present as-
signment he was operations manager
of another Capital Cities station,
WPRO-AM, Providence, R.I., from
1965 to 1971. During that time
WPRO-AM gained and then held
number one rated position in every
rating book taken in the market dur-
ing the six-year period. Mr. Hersko-
vitz’s varied broadcast background
also includes stints as an air person-
ality, newscuster, copywriter and sales
manager at such stations as WTRY-
AM, Troy, NY; WNHC-AM, New
Haven, and WICC-AM, Bridgeport,
Conn. He has programmed middle of
the road, contemporary-Top 40 and
good music radio stations. At one
point his contemporary-Top 40 AM
station led the market and._ his good
music FM station ranked second.

Are you ready to take a brief test
not unlike the ones you see in maga-
zine articles on your personality?
Just answer “yes” or “no.”

1. Do you know how to use
your radio station’s rate-
card?

2. Have you ever seen your sta-
tion’s profit and loss state-
ment?

3. Have you ever attended a
sales meeting in which you
were not a specifically in-
vited participant?

4. Have you ever gone outon a
sales call?

If you are involved in the pro-
gramming of a radio station and
have answered “no” to any of the
above then you had better make
some fast moves to turn those nega-
tives into affirmatives. )

If you were to select the most
revelatory of the listed acts, the most
beneficial would be to go out with
one of your station’s time salesmen
and make a call. You may think this
is odd advice to begin a piece on ra-
dio programming, but it probably is
one of the most important acts you
can take to put your entire broadcast
career into proper perspective. You
see, that is what radio broadcasting
is all about. It is a business! It is not
an educational institution. It is not
an instrument for social change. It is
not a charitable foundation. It is not
some kind of game or sport to be
played for fun. This is not to say it
cannot be educating, socially useful,
charitable or enjoyable.

However, there is only one major
purpose to the whole effort, and that
is the making of a profit. And there
is nothing wrong with that. It is at
the core of the free enterprise system
and our entire way of life. It allows
the individual working in the radio
station to feed and clothe himself

Want to
Boost Your
Ratings???

Use our simple 2 step formula

#1 Try turning on your trans-
mitter

#2 Subscribe to TRENDS . . .
bunches of topical jokes
that sometimes work.

For a FREE actual issue write to:

TRENDS

P.O. Box 81991
San Diego, Calif. 92138
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and his family. If you believe other-
wise teach, be a social worker, do
volunteer work or go play amateur
hockey.

Set of Rules

As simply as it can be put the ra-
dio station’s license is a franchise
from the federal government to do
business under a certain set of rules.
As basic as this description is it
seems that it becomes forgotten. The
concept is not that far removed from
opening a Kentucky Fried Chicken
stand. If you do not sell enough
chicken to enough people you close
down and go out of business. That is
why it is so important to understand
that aspect of broadcasting with
which you have the least directly to
do.

There are several ways to make
this sales call, but the wisest way is to
select the junior time salesman on
your staff—the one with the least ex-
perience—and go with him on a cold
call to a potential client who has
never used radio for his advertising.
This is a quick way to find out what
“tough” is. You will get a perspec-
tive on your station that you prob-
ably never had before, and it ought
to be a real eye-opener. Oh, this is
not to indicate that you did not sus-
pect all that you saw. What it does is
dramatize vividly that which keeps
the broadcast industry functioning.

While on the subject of sales call,
there are a couple of others you
should make for your own illumina-
tion. (a) Try going with your best
salesman to a heavy radio user. (b)
Call on an advertising agency that is
deeply involved in the utilization of
research material, ratings, cost-per-
thousand, efficiency, reach and fre-
quency, demographics, psycho-
graphics, market-targets and all those
other words that are tossed about
relative to the effectiveness of adver-
tising. What makes this aspect of the
battle so unusually bruising is that
the struggle for success not only in-
volves your direct radio competitors
but every other forum for an adver-
tising message—television, news-
papers, magazines, billboards, direct
mail, posters, hand-bills, sky-writ-
ing, up to and including messages
hand-painted on rocks along the
highway.

Conversation

Much, much too often I have wit-
nessed, had conversation with, been
among radio programmers who
have veered miles off-course. They
have constructed a wall between
themselves and the realities of the
business by immersing themselves
too deeply in the frills and fringes of
their responsibilities. How flattering
itis to “hob-nob” with show-biz per-
sonalities and public figures. Just
keep in mind the U.S. Senator with
whom you are having lunch may be
up for re-election. It may not be your
warm smile and winning ways that
charm him, but those numerous lis-
teners who vote, and itis not that dif-
ficult to forget the direct line be-
tween the recording artist and the
record-buying public your station
just happened to serve.

There is no doubt that it is fine to
be able to find pleasure in these as-
pects of your responsibilities, and to
place them on a scale of genuine im-
portance relative to your duties, but
not to the detriment of that which is
truly essential and in the long run in-
finitely more rewarding. No one is
urging you to be bored to death with
your work. Nevertheless, there is a
trap there into which many keep
falling despite urgent warning cries.

If you contribute constantly to the
profitability of your station your ac-
tions cannot go unnoticed nor unre-
warded. How do you do that? Well,

HERSKOVITZ

the total answer to this is one of
those priceless secrets still locked
away somewhere. It may be better to
ask “How do you try to do that?”
The first response is the most ob-
vious, and the one in which we are
all involved; that is in gathering an
audience. The mass of formats and
formulas attests to the fact that an
enormous effort is being made in
this direction. However, a new fact
of broadcast life has emerged in the
last few years. Propaganda to the
contrary, you do not have to be
“Number One.” No, you do not
have to lead or dominate your mar-
ket to be successful. It would be
magnificent if you could, and life
would be easier for all concerned.
But evolution has gripped the
broadcast industry and dominance
in a market by a single station has all
but disappeared like prehensile toes.
All this has come about with the
growth of FM radio and the special-
ization of formats, and there is noth-
ing to indicate that further fraction-
alization is over. In fact it is quite
likely that further fractionalization
will continue. No motivated station
owner will allow his valuable invest-
ment to sink without a valiant effort
to save it. Add to this the fact that

desperation forces people to action
which includes a good amount of ex-
perimentation.

FM Explosion

Nothing underscores this better
than the FM explosion. For a long
time owners maundered along with
their FM facilities unable to make a
profit, finding it hard to meet
costs and siphoning off funds from
healthier enterprises to support that
sickly step-child. What has occurred
is current history. A quick glance at
an ARB roster of 1964 and one of
1974 illustrates most clearly the star-
tling growth just in the number of
competitors to say nothing of the
quality of the competition.

No, being number one is not nec-
essary, but being competitive is.
What this means is that the station
has to be worth what it charges for
advertising and the station’s pro-
grammer has to make it worth it. Itis
assumed he is in this slot because of
his creative skills. Add to this a
goodly measure of administrative
ability and sales orientation and he
will be able to place his station in a
profitable situation without the ab-
solute necessity of enjoying total rat-
ings dominance.

Iils Raging

Let us be very specific with an ex-
ample. One of the ills currently rag-
ing through radio is the “kiss-off” of
the live commercial. There seems to
be a dementia to race through the
spot as fast as possible reading with
no meaning in order to get to the
next record or bit of business. The
fundamental reason for the live
commercial is ignored! The sponsor
has asked, earned and paid fora sin-
cere, believable delivery. Whoever is
responsible for directing the pro-
gramming of the station has failed in
meeting his commitment to run an
effective program department.
Whatever the stated justifications
are, they are invalid.

Another often-ignored area is that
of public service programming.
Good public service is good busi-
ness. Every radio station is in a
community from which it takes;
therefore, is obligated to give.
Imaginative public service pro-

gramming builds good will, excel-
lent business contacts and audience
involvement with the station. There
are no negative aspects.

If a program director wishes to
demonstrate the ultimate in creative
skill let him effectively prepare, then
handle his department budget. That
almost sounds like a scriptural quote
butitis remarkable the profit contri-
bution good budgeting can make.
Ask yourself this question: “How
little can 1 spend and still do it effec-
tively?.” Doing a program project
cheaply with the results being inef-
fective is bad budgeting too. You
will discover that you have wasted
the total resource to the same degree
as you would have with uncon-
trolled lavish spending. Each ex-
penditure must be measured against
the return it will bring.

Although generalizations are
faulty there is a tendency among
people who program radio stations
to think of themselves as mad gen-
iuses spouting hyper-creative ideas
from lofty, esoteric plateaus. There
can be no condemnation of this
myth as long as the individual ac-
knowledges, at least to himself, that
it is only a guise. What is being
urged here is a fresh perspective.
Look at your responsibilities from
an overall total viewpoint. Mentally
exchange places with the chief engi-
neer, the sales manager, the general
manager, the business manager and
the affected staff members. Weight
the effects-on all of them and the po-
tential results. Then act.

Notice that little has been said
here regarding the selection of
records; the length of play lists; the
hiring and nurturing of talent; how
little, how much and what the air
personalities should say; the length
and content of newscasts; the me-
chanics of formats or any of the long
list of obvious programming respon-
sibilities. For what is the purpose of
executing the preceeding list with
any degree of accomplishment? The
entire idea is to build and operate a
successful radio operation. In this
context programming and profit are
absolutely compatible. Realistically
there is no other context.

Low Overhead Vital for Success

® Continued from page 30

to pitch the station on a show is also
used by the station to pitch the ad-
vertiser, so radio lingo should not be
used in feature show fliers.

Some of the highlights of the first
year of ATP were 40 stations signing
for various combinations of our spe-
cials contained in a marketing con-
cept called “The First Package,”
Three major airlines (United, Pan
Am and American) all using edited
version of our shows on their inflight
audio systems, and individual show
sales to over 100 stations.

As in starting any business, it
takes a lot of time. One good hour of
syndication requires from 30 to 40
hours of research, writing, inter-
views and recording before it
reaches the duplication stage. We set
a goal of a show a month in 1973 and
the result was some 24 hour days,
seven day work weeks and thou-
sands of dollars reinvested into the
company to achieve our ambitious
schedule. This year our production
schedule is half what it was and we
will update our existing shows to
keep them timely. We have found
that many stations have been wait-
ing until we produced our first year
of shows so when they sign “The
First Package” they can get already
proven, tested and recommended air
product.

Let’s assume for a minute that you
feel that specials, weekly shows, or
public service shows are wrong for
your station. The common excuse
for not getting into syndication is
that a radio station does not want to
break ‘up the consistency of their
programming. But weighing the ef-
fect of syndication’s pull on an au-
dience against not breaking format,
you would find that the idea of
avoiding it is silly. The overali effect
of syndication on the listener is a
good one. With a good advance pro-
motion, a special can arouse the cu-
riosity of almost anyone. We (Alan/
Tuna) have had reports from pro-
gram directors of 30 percent au-
dience increases and more during
syndicated programming that’s been
well promoted. In addition ARB,
PULSE and the Canadian survey
group have stated that the syndi-
cated specials have been credited for
dramatic listener increases during
given time periods. In addition,
many stations have attributed syndi-
cation to their better numbers when
they played programs in a rating pe-
riod. There have also been cases
where a syndicated special has
drawn over 300 nonsolicited letters
from listeners who enjoyed it. You
know how hard it'is to get people to
write too. Most of all, it’s important
that a salesman uses facts like these

when he goes calling on clients in an
effort to sell a syndicated show. An-
other thing to note is that the person-
ality who voices the show and the
stars in it are an important feature of
any show and a salesman should sell
the recognized ability of the show’s
host. Show what other stations have
found success with the program.
Newspaper advertising and school
publicity are a key factor to show
clients that you’re going all out to
make the show in question a big deal
in town. You will find that you may
be able to attract a sponsor who has
up till this time been hesitant to sign
any deals with your station. This has
been done in many cities and sales
staffs have found syndication as an
excellent tool to lure new clients to
buying a schedule for the station.

Recently, we at Alan/Tuna have
added two new affiliate companies;
News-Aid headed by one of Amer-
ica’s premiere broadcast journalists,
J. Paul Huddleston, where he goes
from station to station consulting
news departments and conducting 2
day seminars. The second is Pied Pi-
per Productions, Mark Elliott’s firm
which features a new concept (holi-
day jock jingles) and an all new ra-
dio programming idea. ATP has a
large commercial business too, in-
cluding all Sear’s record spots for the
west coast.
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Listening

These are best selling middle-of-the-road singles compiled from

Billboard SPECIAL SURVEY for Week Ending 3/23/74
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=2 national retail sales and radio station air play listed in rank order.
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= x TITLE, Artist, Label & Number (Dist. Label) (Publisher, Licensee)
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1 1 8 SUNSHINE ON MY SHOULDER
John Denver, RCA 0213, (Cherry Lane, ASCAP)
2 2 B SEASONS IN THE SUN
Terry Jacks, Bell 45432 (E.B. Marks, BMI)
3 4 9 DARK LADY
Cher, MCA 40161 (Senor, ASCAP)
4 6 5 A VERY SPECIAL LOVE SONG
Charlie Rich, Epic 511091 (Columbia) (Algee, BMI).
5 3113 LAST TIME | SAW HIM
Diana Ross, Motown 1278, (Jobete, ASCAP)
6 (11 5 THE LORD'S PRAYER
Sister Janet Mead, A&M 1491, (Aimo, ASCAP)
7 5 (113 | LOVE
Tom T. Hall, Mercury 73436, (Phonogram), (Halinote, BMI)
8 9119 ERES TU/TOUCH THE WIND
Mocedades, Tara 100 (Famous), (Radmus, ASCAP)
9 7115 LOVE'S THEME
Leve Unlimited Orchestra, 20th Century 2069, (Sa-Vette, January, BMI)
10 8 115 MY SWEET LADY
Chitf De Young, MCA 40156. (Cherry Lane, ASCAP)
11 112 9 STAR
Stealers Wheel, AGM 72508 (Hudsonbay, BMI)
12 [10 ;15 LOVE SONG
Anne Murray, Capitol 3776, (Portofino/Gnossos, ASCAP)
13 |19 6 MOCKINGBIRD
Carly Simon & James Taylor, Elektra 45880, (Unart, BMI)
14 |14 |12 BEYOND THE BLUE HORIZON
Lou Christie, Three Brothers 402 (CTI), (Famous, ASCAP)
15 (13 |23 THE WAY WE WERE
Barbra Streisand, Columbia 4-45944 (Colgems, ASCAP)
16 {21 3 I’LL HAVE TO SAY | LOVE YOU IN A SONG
Jim Croce, ABC 11324, (Blendingwell/American Broadcasting, ASCAP)
17 |23 6 THERE WON'T BE ANYMORE
Charlie Rich, RCA 0195, (Charles Rich, BMI)
18 |15 8 HOUSTON (I'm Comin’ To See You)
Gten Campbell, Capitol 3808, (Kayteekay, Hudmar, ASCAP)
19 |16 | 14 LIFE IS A SONG WORTH SINGING

20 129 | 3 TSOP

Johnny Mathis, Columbia 4-45975, (Mighty Tree, BMI)

M.FS.B., Philadelphia International 7-3540 (Columbia), (Virgin, ASCAP)

21 (17 | 14 YOU'RE SIXTEEN
Ringo, Apple 1870, (Capitol), (Viva, BMI)
22 134 2 KEEP ON SINGING
Helen Reddy, Capitol 3845 (Pocket Full Of Tunes, BMI)
23 |26 8 THE ENTERTAINER
Marvin Hamlisch, MCA 0174, (Multtmood, BMI)
24 |27 4 BEST THING THAT EVER HAPPENED TO ME
Gladys Knight & The Pips, Buddah 403, (Keca, ASCAP)
25 (28 4 LOVING ARMS
Kris Kristofferson & Rita Coolidge, A&M 1498, (Almo, ASCAP)
26 |18 | 13 | SHALL SING
Garfunkel, Columbia 4-45983, (Warner-Tamerlane, Caledonis Soul, BMI)
27 |25 7 FOOLS PARADISE
Don McLean, United Artists 363, (Nor Va Jak, BMI)
28 |30 5 TELL ME A LIE
Sami Jo, MGM South 7029, (Fame, BMI/Rich. Hall, ASCAP)
29 |31 4 NICE TO BE AROUND
Ma'ureen McGovern, 20th Ceritury 2072, (Fox Fanfare, Almo, BMI. ASCAP)
30 |33 6 MIDNIGHT AT THE OASIS
Maria Muldaur, Reprise 1183 (Warner Bros.), (Space Potatoe, ASCAP)
31 |35 3 SKYBIRD
Neil Diamond, Columbia 4-45998, (Stone Bridge, ASCAP)
32 |38 4 PIANO MAN
Billy Joel, Columbia 45963, (Home Grown/Tinker Street Tunes, BMI)
33 132 7 TAKE CARE OF HER/I'VE GOT A THING ABOUT YOU BABY
Elvis Presley, RCA 0196, (George Paxton/Swamp Fox, White Haven, ASCAP)
34 136 2 HOOKED ON A FEELING
Blue Swede, EMI 3627 (Capitol), (Press, BMI)
3% 139 5 SINGIN’ IN THE RAIN
Sammy Davis, Jr,, MGM 14685, (Robbins, ASCAP)
3 |82 3 WATCHING THE RIVER RUN
Loggins & Messina, Columbia 46010, (Jasperville/Gnoss/Portafino, ASCAP)
37 - 1 TUBULAR BELLS
Mike Oldfield, Virgin 55100 (Atlantic), (Virgin, ASCAP)
38 (40 2 HELP ME
Joni Mitchell, Asylum 11034, (Crazy Crown, BMI)
39 |41 2 ONE HELL OF A WOMAN
I\BII'ac‘)Davis, Columbia 46004 (Screen-Gems Columbia/Songpainter/Sweet Glory
40 |43 3 I'M A TRAIN
Albert Hammond, Mums 7-6026 (Columbia), (Leeds, ASCAP)
41 (45 2 OH MY MY
Ringo, Apple 1872 (Capitol), (Braintree, BMI)
42 - 1 HAPPINESS IS ME AND YOU
Gilbert 0'Suflivan, Mam 3636 (London), (Mam, ASCAP)
43 148 2 TOUCH A HAND MAKE A FRIEND
Staple Singers, Stax 0196 (Columbia) (East/Memphis, BMI)
44 |44 > MUSIC EYES
Heartsfield, Mercury 73449, (Phonogram) (House of Living, ASCAP)
45 137 6 FREE AS THE WIND
Engelbert Humperdinck, Parrot 45-40077, (London), (Soultown, BMI)
46 - 1 WINDFALL
Rick Nelson, MCA 383, (Matragun, ASCAP)
47 - 1 VIRGINIA (Touch Me Like You Do)
Bill Amesbury, Casablanca 0001 (Warner Bros.) (Bay, BMI)
48 - 1 OH VERY YOUNG
Cat Stevens, AGM 1503, (Ackee, ASCAP)
49 - 1 REMEMEERING
Lana Cantrell, East Coast Records 1060, (Dick James, BMI)
50 {49 6 SOMEBQDY FOUND HER

Addrisi Brothers, Bell 45,434, (ABC/Dunhill, Soldier, BMI)
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__Radio-TVProgramming

Syndicator Grew From Rep Firm

® Continued from page 30
even show under the “Miscellaneous
Listening” part.

A couple of stations hung in, how-
ever. Special FM surveys were
taken. and it was disclosed that sta-
tions like WRFM-FM in New York,
WDBN-FM in Cleveland and
WDVR-FM in Philadelphia were
generating truly substantial au-
diences with beautiful music done
either from records or via automa-
tion (in the case of WDBN-FM) by
tapes of their own manufacture.

While the overall quality of FM
was a far cry from where FM is to-
day, audiences were flocking to
these stations because the sound was
far superior—both artistically and
technicaliy—to anything else avail-
able.

Enter the beginning of serious FM
syndication.

As somebody making a living sell-
ing FM at that time. (I use the word
“living” advisedly), it became
apparent that there were not enough
truly major good music FM stations
around to allow the rep firm to pros-
per through the sale of advertising.
By this time, I had a partner and he
had an idea: Let’s produce our own
syndicated programming, sell it to
stations, and rep the stations. The
idea was not to make much money
in syndication; we would make our
money selling time on this new crop
of successful FM stations. The part-
ner’s name. in case anybody is inter-
ested, was Jim Schulke.

Would Disappear

We acquired a bunch of albums
and Schulke would disappear for a
few days and then show up with a
tape. We would listen to the tape,
make changes and ultimately end up
with another hour in the can. The
amount of work that went into the
creation of one hour was unbeliev-
able ... and it still is.

The net result of all of this is that
the QMI Program Service ultimately
became Stereo Radio Productions.
Jim Schulke and his partner, Phil
Stout, have built a major force in
FM programming, and in the proc-
ess, they have spawned countless
imitators. [t became evident that
with the success of one form ol syn-
dication, people would start to look
at other forms. Drake-Chenault de-
veloped a variety of packages, cov-
ering everything from classic gold to
contemporary to country. T.M. Pro-
gramming has several good music
packages and produces a contempo-
rary package under the supervision
of George Burns.

Bonneville, headed by ex-
WRFM-FM manager Marlin Tay-
lor, owner of the still-successful
WRFM-FM, set up a separate pro-
gramming arm which produces two
good music packages and has just
introduced a “soft” MOR sound.

At Beginning

Automation has had a part in all
of this, t0o. At the beginning, as
menticned, automation was a way 1o
get on the air with a minimum of tal-
ent expense. Just rack up the tapes
and let ‘er roll. Gradually, however,
the cry was changed to “don’t buy
automation to save money, buy it to
obtain flawless execution.” You still
had to pay people to read meters and
cut commercials. What the automa-
tion did was to put some controls
over the incredible number of
apparent spastics that seemed to in-
filtrate the country’s FM stations.
The program syndicators became
some of the most effective salesmen
the automation manufacturers ever
produced.

While this is still the case for the
most part, some of the syndicators
are now realizing something the live
operators have been saying for six
years—namely, that no matter how

hard a station tries, automation still
sounds mechanical, canned and un-
warm. Therefore, the thing to do is
to spend the money on warm bodies
that you would normally allocate to
the buying of an automation
“brain.” Thus, by taking that piece
of budget and paying more for your
people, you end up with a warm
sounding station that generates big-
ger audiences and more money,
which allows you to pay more
money for warm bodies.

It's not always that simple, but
that’s the philosophy. It is apparent
that to be successful in the “live”
area, the station also must be blessed
with a first-rate operations manager
who can get the warmth out of his
people and whocan execute the syn-
dicator’s ideas. If you have a person
like this, don’t tell anybody. because
you have a genuine treasure!

What about the future? Well, for
one thing. I believe we will see some
of the successful syndicators begin a
more aggressive move into AM ra-
dio. There is no reason why the phi-
losophy of carefully selected music,
coupled with good engineering and
production cannot work well on a
number of the country’s floundering
AM stations ... many of which are
being wiped out by FM stations us-
ing syndicated programming. Bon-
neville has had some success on at
least two AM stations, WQTE-AM
in Detroit and KEEY-AM in St
Paul. T.M., of course, has had great
success in keeping KABL-AM-FM
in San Francisco in a position of
dominance. | think this pattern will
accelerate.

In terms of FM, 1 don’t think we
will see any dramatic shifts in. the
patterns already established.
Shoddy, inexpensive tape services
will continue to supply lackluster
programming (o some stations
whose management feel “it’s all the
same.” Other station operators will
continue to pay top dollar to major
syndicators, but-will not listen to the
syndicators’ recommendations with
regards to production, advertising
and engineering. As a result, these
subscribers will come up with sta-
tions that have an indifferent track
record. Their primary contributions
will be to keep the programming off
a potentially threatening competitor
-and to enrich the tape syndicator.

Then there will be the select few
who truly understand what a com-
petitive business they are in. They
will get it ail together ... the best
syndicated programming, a rea-
soned judgment as to whether to
automate or go live, the best execu-
tion and the best engineering. What
they will end up with is a super radio
station generating significant ratings
and billings. It will have prestige in
the market and will be the station
that other operators look up to.

Countless marginal operators
around the country will study the
station, claim that “we’re doing the
same thing,” and blame their own
lack of success on the fallacy that
“our market is different.”

Does the industry need the syn-
dicators? Absolutely. A syndicator
can afford to spend far more money
and time on the production of an
hour of programming (he can
spread those costs over a number of
subscribing stations) than can an in-
dividual station. At the same time,
the good syndicator has far greater
access to programming material,
and generally a far more acute sense
of where the future of his “sound”
lies. After all, the successful syndica-
tor has input coming in constantly
from all over the country.

Buying syndicated programming
accomplishes one other thing: it al-

lows management to concentrate
less on programming problems and

more on sales and community serv-
ice. With the changing nature of our
business and the increased competi-
tion for advertising dollars, these are
very real considerations.

Believe me, when I look at what
we pay for our syndicated pro-
gramming every month, I often find
myself wondering whether it is
worth it. It takes only a few minutes
of calculating, however, to see that
all things considered, our pro-
gramming costs are very much in
line with the services rendered.

In my opinion, the syndicators are
here to stay, and will continue to
grow as time goes by.

RICHER

MOR?

Personalities at WNEW,
WHDH, KMPC & KSFO get
much of their artist informa-
tion from the Sullivan Letter.
So can you, for as little as
$2.33 per mo.

Subscribers say "It gets bet-
ter and better!’ and “It's
worth twice the money."”

Check out the expanded Sul-
livan Letter—even if you've
seen an earlier copy. Now
featuring even more info on
MOR artists.

For a free sample write:

The Sultivan Leiter. Room 480
888 7th Ave.. New York. NY 10019

HAS THE
VINYL SHORTAGE
TURNED-OFF

ONOFF

YOUR RECORD
SERVICE O

If you program M-O-R, we'll
supply vou with today’s M-O-R
music. Now you can get the
new 45’s on the air BEFORE
the competition, at a price
that’ll please your boss.

Write TODAY for full informa-
tion.

OTHE MUSIC

DIRECTOR ®

Post Office Box 177
Chestnut Hill, Massachusetts

02167
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C. I./SUPERCART
CARTRIDGES

Empties with Foam Pad
Bulk 8-Track Tape
Splicing Materials

for 8-Track and Cassettes

For information call: (816) 637-218¢
or write: TERRY D. VOGLER

CARTRIDGE INDUSTRIES
CORP.

P.0. Box 186
Excelsior Springs, Missouri 64024
mh30

FOR EXPORT ONLY

Fast Delivery On All Labels
Albums — Tapes — Singles

BEST PRICE AROUND

WHOLESALE ONLY

COLIAN PRODUCTS CORP.
307 5th Ave.

New York, N.Y. 10016 U.S.A.
Telex 237367 apl3

OWN A COMPLETE
A-TRACK
RECORDING STUDIO-
For under $9,000.00

Includes Tascam Console, machines,
limiters, stereo echo, mikes and
accessories. For more information

Contact: EMIL OR SPARKY,

STUDIO SUPPLY (0.

1918 Division St., Nashville $So.. Box |
280, Nashville, Tenn. 47202. Phone:
(615) 327-3075. eow

EMPTIES win FELT PADS

Bulk Lube Tape
8-Track Lube Cartridges Loaded
Write or call

SG Cartridges

2709 Armory Rd., Wichita Falls, Tex
817) 7671457

8 TRACK SUPPLIES
Green Head Cleaner Loops... 5¢ ca.
Plastic pinch rollers (for Lear,

Ampex, Audiopak Cart.) . 2¢ ea,
Foam pressure pads ........ 114 ea.
Sensing Tape, 7/32"°x150°’

IROULS W GF . b - - ) irmadPecs. 'k S 79¢ ea
Mylar Splicing Tape, 7/32”’x-

150 rolls ........... 49¢ per roll.

Minimum Order $50.00. Cash with
order or C.0.D. only.

CASSETTE SERVICES, INC,
P.O. Box H, Pennsauken, N. J. 08110

(609) 665-3326 mh30
LATEST MASTERS
Sound alike masters for lease. Pan-
cakes available. Legal in afl states.
MUSIC, INCORPORATED
P.0. Box 1068
Conway, Arkansas 72032
Phone: (501) 327.7188 mh23

BLANK 8 TRACK TAPES MASTRO
first quality, any length, exact time
loaded. Dandy Discount Store, 522 Lack-
awanna Ave., Scranton, Pa. 18503. (717)
961-3901. tfn
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BRITISH IS
BEST!!?

CAROLINE
RECORDS
EXPORTS

LTD.

10, South Wharf Road,
London, W.2.

Worldwide wholesalers of UK
and European gramophone
records and cassette tapes
and official international sup-
pliers of all Virgin Records’
material.

‘Caroline always satisfies’
tfn

““NEW PRODUCTS"

* Quad Budget Tapes

+ Cassette Budget Tapes

¢ 8-Track Budget Tapes

* Hi Quality Sound Alike Line.
(Need Reps., Dealers, Distributors.)

Quad Enterprises

1 N.E. Tth St.

Oklahoma City, Oklahoma 73103
Pho: (405) 236-5946 aul7

LOWEST PRICE AROUND
Full color labels and sleeves. Excel-
lent name brand cartridges. fantas-
tie low, low noise tape. Blanks as
low as 49c¢.

REPS AND DISTRIBUTORS

wanted for SOUND ALIKES.

Call collect person to person

PHILL
(303) 589-4968 or write: 45 Cascade,
Atamosa, Colo. 81101, apl3

BLANK 8.TRACK TAPES. AMPEX
first quality. Any length exact time
loaded. Andol Audio Products, 4212 14th
Avenue, Brooklyn, N.Y. 11219 (212) 435-
7322, tfn

PREMIUM
8-TRACK BLANKS

Lear Jet cartridge with rubber roller,
Hizh grade duplicating tape, 65 standard
lengths, 25 min. to 90 min. 3 day delivery
Luaranteed. Over onc million sold.

25 min. to 45 min. any quantity -53¢
46 min. to 65 min. any quantity . 58¢
65 min. to 80 min. any quantity -.63¢
81 min. to 90 min. any quantity ____68¢

102 with order, balance €.0.D.

Rep. inquiries welcome.

ELECTRONIC SYSTEMS

P.0. Box 142, Fraser, Mich. 48026.
Phone: (313) 463-2592

apl3

WELDTRON MODEL 5872, FUILY
Automatic Packaging Machine with
shrink tunnel, large compressor, 32’
conveyor belt. One year old. Set up for
B track or cassette tapes. Cost $18,000.
Make reasonable offer. Klempner Realty,
Inc., Bo x 950, Salisbury, Md. 21801.
Phone (301) 742.9297. mwh23

8. TRACK SPECIAL PRODUCTS AND
cutout prepacks, 100 min., $190. Quantity

prices lower 1007 . Guaranteed. CDM
Ltd., P.O. Box 11445, Phoenix, Ariz.
85061. mh23

PIPES, PAPERS, INCENSE CLIPS,
paraphernalia, comic. The largest cata-
log. The Great Rubini, PO =248181,
Coral Gables, Fla. 33124. mh23

100 DIFFERENT OLDIES $6.95! CHOOSE
Rock or MOR. Satisfaction guaranteed.

CODs $1.00. Six samples $1.00.
J A S.Co. Postbox 403, Flushing, N.Y.
11379. eow

REELS AND BOXES 7” & 5” LARGE
and small hubs. Heavy duty white boxes.
W-M Sales, 635 Woolsey, Dallas, Tex.
75224. (214) 942-3460. tfn

WANTED TO BUY

Wanted Immediately

5 to 10 slave duplicating line. Need
8-track convertible to cassette, but
can use two independent lines. One
l-inch master loop bin complete
with electronics.

Box 6076

Billboard, 1515 Broadway,
New York, N.Y. 10036

tfn

RECORDS, TAPES, RADIO STATION
Libraries, Personal Collections, etc.,
Jjuke box (215) MA 7-8159, Heller Record
Buyer, 1542 Pratt St., Philadelphia, Pa.
19124. mh30

GROUP WISHES TO PURCHASE INDE-
pendent medium-size FM facility in
Smoky Mountain area. Will consider
other offers and locations. Reply to:
Box 6078, Billboard. No. 1 Astor Plaza,
New York, N.Y. 10036, mh23

SCHOOLS &

INSTRUCTIONS

REI FIVE WEEK COURSE FOR FCC 1ST
phone license. Six week course for
Radio/TV announcer. Call or write to-
day. REI, 52 S. Palm Ave., Sarasota,
Fla. 33577. tfn

MUSIC THEORY AND ARRANG_ING
home study courses. Beginning and ad-

vanced. Personal attention. Applied
Music, Dept. B. 505 . Hillsborough
Ave., Tampa, Fla. 33603. mh30

NEW 14" NAB AMPEX FLANGES IN
original box. Package of 10, $8.15. Other
sizes of metal reels available, new and
used. Soundd Investment, POB 88338,
Atlanta, Ga. 30338, eow

PROFESSIONAL SERVICES

LEAD SHEETS TRANSCRIBED FROM
tape music-lyrics-chords. John Castel-
lano, 210 W. 70 St. (suite 1203) N.Y. N.Y.
10023. (212) 799-9073/575-1100. tfn

BIOGRAPHIES ON HUNDREDS OF
past and current recording artists. For
information write: Rock Bio’s Unltd.,
Box 978, Beloit, Wis. 53511. apé

RECORD PRESSING-FINEST QUALITY
LP’s and 45s. Also 8 track duplicating.
Mid-America Music Corp., 5571 Apple
Ave., Muskegon, Mich. 49441 (616) 738-
4760. mh23

EXPERIENCED RECORDING & ROCK
engineer, B years professionally-—6 with
Wally Heider Recording. Resume and
references on request. Call: Ray Thomp-
son. (805) 526-2576. mh23

8 TRACK TAPE REPAIR SERVICE
$1.50 each, including return postage.
Spollo Distributing Company, 16275 S.
M-52, Chesaning, Michigan 48616. Phone
(517) 845-6961. mh23

SOUND-ALIKE MASTERS AVAILABLE.
The finest current Country, Pop, Rock,
. & B. Jessup Records, 3150 Francis,
Jackson, Michigan 49203. (517) 782-3445.
eow

SITUATIONS WANTED

EX COUNTRY & DEEJAY STAR
wants job as courntry deejay. I'm good
at building listeners, can move any-
where. Write: Jimmie Smith, Box 334,
Manchester, Ky. 40962. mh23

ILLINOIS SALES OPPORTUNITY DE-
sired. Career Academy Broadcast grad,
age 39, seeking change and first break
in radie’'TV. Exp motion pic lab tech
8yrs., sales/customer service supervisor,
Air Force trained news/sports reporter,
prod ass’t for AFR-TV Germany. Li-
censed pilot. Will gonsider full/part
time employment in Chicago area.
George Muzyka, 3825 N. Newcastle Ave.,
Chicago, IL 60634 mh23

DISTRIBUTING SERVICES

EXPORTERS

One of the largest independent importers
of Rock records in the united Kingdom
is interested in placing its account wilh
a new supplier.

The supplier must be very fast, efficient
and offer realistic prices as well as
keeping us right up to date with infor-
mation on new releases, new cutouts and
new deletions. Preferably based on East
Coast.

NIC POWELL or PETER STONE
on London 727 8070

Ring:

or write

VIRGIN RECORDS

2, Vernon Yard,
119 Portobello Road,

London, W.11. England mh23

THE RECORD SHOP
MANCHESTER, ENGLAND

Are opening a sixth outlet with a
sales area of 2,500 sg. ft. and re-
quire the following.

A continuous supply of Cut-outs, any
quantity, 1,000 to 100,000. The only
specification is we require no bulk
on any title. We favor C & and
Jazz. A direct supplier for current
singles and LP’s.

If you have any sensible deal, all
you have to do is ring or write to:

ARTHUR ROBINSON,
THE RECORD SHOP

21 Hilton Street, Stevenson Square,
Manchester, England. Tel. (061) 236-
1633. mh23

ATTENTION. RECORD OUTLETS. WE
have the largest selection of 45 rpm
oldies and goodies at 25¢ each, also
major label LP listings at promotional
prices. Send for free listings. All orders
welcome. Apex Rendezvous, Inc., 1135
W. Elizabeth Ave,, Linden, N.J. 070&6.

n

COMEDY MATERIAL

RECORD IMPORTERS
IMMEDIATE DELIVERY

All Records — All Tapes
All Brands — All Numbers
At lowest prices anywhere.
Large Selection of Cut-Outs.

Free Catalogs On Reguest.

THE POP — SOUL — JAZZ
SPECIALISTS

DAVID ESKIN
400 Riverside Dr.
New York, N.Y. 10025 U.S.A,
Phone (212) 749-4257

Telex 237 - 460 Ber! Ur
apl3

ATTN! OVERSEAS IMPORTERS

On your purchases from the U.S.A.
we provide the following services:
Assemble various orders
Ship at lowest freight rates
Provide new supply sources
Aid you in your visits to N.Y.

Contact:

BERKLAY AIR SERVICE

P.O. Box 665, JFK Airport,

Jamaica, N.Y. 11430, U,S.A.
je22

RECORDS, CARTRIDGES,
CASSETTES FOR EXPORT
ALL LABELS—REGULAR AND
CLOSE OUTS. Nearly 30 years serv-
ing importers with consolidation and
personalized attention.
DARO EXPORTS, LTD.,
1468 Coney Island Ave.,
Brooklyn, N.Y, 11230
Cables: Expodaro

eow

BRITISH D.J. WILL SEND HIS OWN
Pop magazine program to stations
worldwide. Contains latest British pop
news, reports and music. Tape available.
Askew International, Ltd., 30 Curzon
Street, London, England. mh23

WHILE OTHER PEOPLE ARE RAISING
their prices, we are lowering ours.
Major label LP’s are low as $1.00. Your
choice. Write for free listings. Scorpio
Music Distributors, 6612 Limekiln Pike,
Philadelphia, Pa. 19138. Dealers ontlfy.

n

EMPLOYMENT SERVICE

PROFESSIONAL
COMEDY MATERIAL
The Service of the Stars for 30 Yrs.!
MTHE COMEDIAN"
Original Monthly Service—$45 yr.!
2 issues, $10—3 for $12.00
35 “FUNMASTER’ Gag Files, $45
‘“Anniversary Issue,” $3
‘“How to Master the Ce,remonies," $5

o C.0.D.
““We Teach Standup Comedy’’
Remit to: BILLY GLASON
0 W, 54th St.

New York, N.Y. 10019 b
n

JOCK SHORTS! MONTHLY CONTEM-
porary comedy. A must for top deejays.
Free edition. Broadcast Library, 5804A
Twineing, Dallas, Tex. 75227. mh30

DEEJAYS: NEW, SURE-FIRE COMEDY!
11,000 classified one-line gags, $10. Cata-
log free! Edmund Orrin, 2786-A West
Roberts, Fresno, Calif. 93705. tfn

“FREE” CATALOG . .. EVERYTHING
for the Deejay! Comedy, books, air-
checks, wild tracks, old radio shows,
FCC tests, and more! Write: Command,
Box 26348-B, San Francisco 94126. tfn
ONE—~LINERS, BITS, EXOTICS. WRIT-
ten, compiled by NYC personality and
comedy writer. Proven ratings-getters.
Package $5.00. Corry, RD-3 469-B, Brown
Rd., Sussex, New Jersey 07461. mh3¢

RALEIGH'S COM ED Y DIGEST, OUR
6th year Comedy and Research ma-
terial for personalities. Box 1761, Little
Rock, Arkansas 72203, 1inh30

RECORD MFG. SERVICES,

SUPPLIES & EQUIPMENT

DISPLAY FIXTURES 8-TRACK, LP

& 45’s. Best prices & selection of
counter & floor models. 8-track
pilfer-proof special

48 capacity counter mod. ...$ 24,95
108 capacity counter mod., ... 34.95
144 capacity counter mod. ... 44.95
252 capacity floor model ... 119.95

New home storage units available.
Write for brochure and details.
Distributors discounts.

s .
Quality Display

P.O. Box 1108, Charlotte, N.C. 28201

or calt Dave Touzel, 704-394-033;6

EUROPE-ISRAEL-SAVE $8 WITI
the original. . . Student Youthfare, Inc.
Lowest available fares on confirmed
scheduled flights. Student Youthfare,
Inc., 48 West Forty Eighth St.,, N.Y.C.
10036. Telephone (212) 575-9467; 575-9270.

mh23

STUDIES ABROAD

PARIS AMERICAN ACADEMY,
School of Fine and Performing Arts
and Language, now accepting enroll-
ments for: (1) Seminar in Beirut, Leba-
non, June 9-23. (2) Summer in France
Program, July 1l-August 12. Write air-
mail, 9 Rue des Ursulines, Paris 255
my

Weekly, Nationwide Employment
Listings for Radio & TV Including
PD’s, DJ’s, News Sales & Engineers.

Joboxlgads

B8 1
LINCOLNDALE,
N.Y. 310540

Cash with order, please

BUSINESS OPPORTUNITIES

RECORDING ARTISTS
(NEPTUNE-Buddha-Cobblestone Rec-
ords CTS-9010; IN MY YOUTH—
Muse Records 5024.)

Want to contact agent, or agency to
arrange Concert and Club bookings.
Call or write:

THE VISITORS

Ear! and Carl Grubbs

2429 W. Thompson St.

Philadelphia, Pa. 19121

(215) 765-2620

$1.50 per Issue
$5.00 per month
$12.00 3 months

IR N

mh23

SALESMEN WANTED
BALTIMORE-ATLANTA REGION
DALLAS, TEXAS AREA

Join a dynamic growth orientated
record and tape distributor.
REPLY BOX 6079 BILLBOARD,
1515 Broadway,
New York, N.Y. 10036, mh30

i

SALESPERSON WITH CONTACTS IN
record,/ hi-fi field to sell exhibit space in
major northeast music exposition. Goed
commission. Will interview in New
York, Boston, or Phila. Contact: Brenda
Metano, Harbor Towers 24A, India
Wharf, Boston, Mass, 02110. (617) 523-
2062. mh23

DISTRIBUTORS WA

ED

Custom Recording Company, Inc.,
634 E. Buena Vista Ave., North Au-
gusta, South Carolina, 29841, with its
own artists and studios, records the
best 8-track, sound-alike tapes in the
U.S.A.

DISTRIBUTORS WANTED

CONTACT: (Eastern States) George
Skarpalezos (Above address (912) 638-
2742 and (Westerrrn States) Cliente
Bevitori, 609 B Street, Suite 3, Law-
ton, Okiahoma 73501. (405) 355-790266
ap

PATCHES $2.40 A DOZEN. 1000 OTHER

NOW items. House of Ripps, 38 N. Mac
Questen Parkway, Mt. Vernon, New
York 10550. tfn

CONCERT KITS TM, PIPES, PAPERS,
clips, black lights, and other youth ori-
ented items. Contact Linco, Dept. Z,
43 Milbar Blvd.,, Farmingdale, New
York 11735. (516) 420-0022. mh30

DISTRIBUTORS WANTED-EXORCISTS
Posters, Strobe lites, electric pipcs,
blacklights, etc. Decora Industries, Plil-
adelphia, Pa. 19134. (215) 426-9700. (Store
inquiries invited). ap6

(Continued on page 50)

MARCH 23, 1974, BILLBOARD



FLORIDA

JA

B

bdard*Spotlight,
@ ‘ L 1 . iy ‘ @ : -
& ® ® [



Left to Right: Sumner T. Witson, College Distribution Director;
Leslie J. Feldman, President;

Director; Steve Shor, Director of Operations.

Isn’t ittime you looked into our world? Zoo World ...

advertisers’ dreams come true.

—

icome toZoo Worid.

It all started right here in Fort Lauderdale, Florida 27 months
ago, when a group of determined guys (pictured here) got
together to put together a great new music/entertainment
publication.

Then, it was just adream.

Now, it’'s areality ... with over 70 regional editions and radio
tie-ins* for just about every major youth market across the

country.
That’s growth, and it’s only the beginning. Zoo World’s adding
more radio stations, more advertisers and, of course, more
readers every day.

where the impossible is possible ...

Arnie Wohl, National Sales

and where
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'KCBg San Diego, Cal. F (- = rfy
WXLO New York, N.Y.
WDAI Chizago, i = PFF ” KFMZ Columbia, M
icago, Ill. - = olumbia, Mo.
KFJZ Ft. Worth, Tex. KGMQ Honolulu, Haw.
KADI St. Louis, Mo. KGMY Missoula, Mon.
WPRO Providence, R.I. P KINK Portland, Org.

WZGC Atlanta, Ga.
WQDR Raleigh, N.C,
WABB Mobile, Ala.
WAAL Binghamton, N.Y.
WABY Albany, N.Y.
WBCN Boston, Mass.
WCLS Columbus, Ga.
WCMF Rochester, N.Y.
WCUE Akron, Ohio
WDRQ Detroit, Mich.

WDXB Chattanooga, Tenn.

WEIR Weirton, W. Va.

WFSO Tampa/St. Pete, Fla.
WGRD Grand Rapids, Mich.

WGVL Gainesville, Fla.
WHVY Springfield, Mass.
WIPC Lake Wales, Fla.

WIRK West Palm Beach, Fla.

WIRL Peoria, IH.
WIVY Jacksonville, Fla.
WIXO New Orleans, Lo.

KIOA Des Moines, lowa.
KLAZ Little Rock, Ark.
KLIV San Jose, Cal.
KLRB Monterey, Cal.
KQEO Albuquerque, N.M.
KRCB Omaha, Neb.
KROY Sacramento, Cal.
KSFX San Francisco, Cal.
KWHP Oklahoma City, Ok.
KZEL Eugene, Oregon
XEROK E! Paso/Juarez

WTAC Flint, Mich.

WVIC Lansing, Mich.
WXIT Charleston, W. Va.
WYNG Goldboro, S.C.
WYSP Philadelphia, Pa.
WZUU Milwaukee, Wis.
WZZQ Jackson, Miss.
KBEQ Kansas City, Mo.
KDKB Phoenix, Ari.
KFML Denver, Colo.

WKBO Harrisburg, Pa.
WKLO Louisville, Ky.
WKMI Kalamazoo, Mich.
WKRQ Cincinnati, Ohio
WKXY Sarasota, Fla.
WKYX Paducah, Ky.
WLAC Nashville, Tenn.,
WLOF Orlando, Fla.
WMAL Washington, D. C.

WMFJ Daytona Beach, Fla.
WNOR Norfolk, Va.

WOLF Syracuse, N.Y.

WPLR New Haven, Conn,

WRGM Richmond, Vir.

WROL Knoxville, Tenn.

WROV Roanoke, Vir.
WRSC/WQWK State College, Pa.

The Zoo Reader,
The buyingest, spendingest
music lover ever. You'll
reach him in Zoo Worid.

r - '"“' '}ﬁ|

I Zoo World Executive Offices: | -

| 2787 E. Oakland Park Blvd. |

| Fort Lauderdale, Florida 33310 |

| (305) 564-6471 |

| Gentlemen: We are a: I

E (] Radio Station [ Potential Advertiser E 488 Madison Avenue

| and we’d like to know more about your publication. Please | IAEREA

| send information to: I

I I 6671 Sunsat Blvd

I NAME I Los An elsun% 1I$108 i '

I | %21y 461.6261° 20028

= COMPANY__ { 400 SHItgAN?Oh g

| , e

= T|TLE = Chlc(aag1%) I:lilzl??1I36%06”
ADDRESS

| |

| TELEPHONE # :

L _______ ___-_----——_-——-——_-———__J

The number one buy to sell the youth market.



By Jim Melanson

Florida's Implosion Creates
xcitement And Bi
For Sundry Industries

1S1NEessS

owever long ago the seed was sown,
. Florida’s music industry has flowered
and is on its way to maturity, creating
business opportunities for industry

veterans and novices alike.
Called home by a number of leading
onsumer electronic manufacturers,
including the likes of a Dyn, Topp, National Electronics,
Duatone, and Rystl, as well as the headquarters for lead-
ing music publishers Hansen Music and Screen Gems-
Columbia publications. The state is rapidly acquiring an
identity of its own—away from the influences of a Nash-

ville or a New York. And it shows.

Production companies are sprouting throughout the
state, joining some of those who have already made their
mark on the marketplace; recording studios, long con-
tent with four-track and eight-track operations, are em-
phasizing new 16-track capabilities; concert promoters
find themselves short on facilities, rather than on talent;
and radio, although in the past sometimes look upon as a
secondary market, is creating a healthy, quality con-
scious atmosphere in which all isteners benefit.

While the American music scene has fliowered there,
Florida has also become an exciting home for the Latin
music industry. Practically devoid of a Latin in-
fluence 12 years ago, the state, notably the
. Miami/Hialeah area, is fast acquiring the
reputation of being the *'Latin Recording

Center of the World.”

Situated between the powerful

Latin product markets in  South

America, Puerto Rico and New York,

igcal Latin music executives, many of
io

m were heavily involved in Cuba’s

rding industry prior to the Castro
takeover, are picking up where they left
off, creating exciting Latin beats and rhythms, both af-
fecting and being influenced by traditional American
sounds.

Latin radio, as its American counterpart, has also
grown during recent years. Competition is tough, with
quality broadcasting being the ever present influence.
And, notably the latest ARB rating for Miami's Dade and
Broward counties show a Latin station leading the way

As to be expected, record sales for the state are also in
an upward posture. While most of the majors statistically
rate the market for a 2.5 to a 2.8 percent of the total U.S.
market, many observers are beginning to feel that with
increased promotional efforts and marketing techniques
there is no reason that the state cannot achieve closer to
a 3.5 percent of market. Nevertheless, though, the state
also remains as ane of the most important tape markets
for all labels.

Helping to meet the state’s record and tape demands,
one finds a sophisticated and extremely experienced dis-
tribution set-up, whether it's Latin oriented, r&b ori:
ented, country oriented, or rock oriented. While most of
the majors are represented by branch operations locally,
one finds elements of the Heilicher operation, the state
grown operation of United Records and Tapes, Henry
Stone's successful r&b distribution services, Atlantic’'s
one-stop activities—to name a few.

Live entertainment also plays a key role in the picture
being painted. Places like Tampa Stadium, holding
36,000 sell-outs to rock acts—as do such arenas as the
Jacksonville Coliseum, the Miami Convention Center
and the Sportstorium. Business is good on the rock con
cert scene—evidence the forthcoming opening of the
new Lakeland Coliseum

While Miami's Gold Coast of hotels has been deci-
mated by the influx of condominiums over the last sev-
eral years, the major operations remain—creating an at
mosphere which ranks the city as one of the
entertainment capitols of the country. Far from content
with their reputations, though, many of the entertain-
ment directors of the hotels, as well as the owners them-
selves, are looking to the future—making plans to bring
in younger talent and opening their doors to a more di-
versified sound. Also, rumblings of legalizing gambling
are beginning to take root—all the more better, the hote-
liers feel, to meet rising costs and maintain the quality
performances long associated with the strip.

In the central part of the state, sits the Disney World
complex, described by its entertainment director Bob
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Sross “'as tne largest single employer of talent in
the US." . =
~ Aside frcm creating a vast job market for ¢
czls; helping to re-vitalize the Tampa/Orlando#
Daytona radio markets;:znd just helping to focus
~ational attention on the area, the Disney comr-
clex has also beccme & Booking agents and pet-
sonal managers oaradise. Utilizing top recording
acts for its Contemporary Hotel's dinner/show
rgom, as well as featuring any number of top
recording acts throughaut the park, Disney has
&lso become fertilz
ground for the likes cf -
Nick Russo's Gabriel's -
Brass, a local grous
benefiting from thz
park's exposure and -
drawing power; any
rumber of collegs -
kands flown in from
throughout the cour-
try: international tout-
ing companies; and ir:-
hquse musicians and
groups.

- Drawing crowds
with:separate concerts
at night (Charlie Rich
for example will be fea-
tured in a salute to

country musiz
during
April),

Florida is a major tzlent stopping off place, with stars like Aretha
Franklin (circle) recording in Miami; rock acts playing at the Jackson-
ville Auditorium {abowe right), and major shawrooms in Miami Beach
hotels booking superstars.

N

roving brass bands and minstrel troupes during the day,
the key to the scene is musical excitement, along with a
wide variety of laughs from traditional Disney characters.
In all, the repercussions have been overwheiming since
Disney’s arrival. Locals, who were long content to talk
about other markets where *‘it was happening,” now
look at Central Florida as the entertainment center of the
state.

But, don't jump to fast. Likewise the residents of Jack-
sonvitle, Ft. Lauderdale, Miami, and Tampa are echoing
the same sentiments. Competition throughout the state
for top dollar and top billing is going to be strong. Not
matter, though, the overflow from each respective mar-
ket will also be strong—passing its energy on to the next
market and keeping it within the Sunshine state itself.

Also on the list of Florida's credentials is that Miami is

the bi-annual home of the NARM convention. Slated this
year for the Diplomat Hotel, the convention will bring well
over 2.000 music executives from around the world. en-
joying a bit of the state’s sunshine. talking business for
the coming year and getting acquainted with the latest
developments on the local music scene.
- Allis not rosy, though. As any market grows, becoming
more affluent and stretching its territorial boundaries,
the problems and woes of success also creep into the pic-
ture. And, Florida is no exception.

Growing worse by the day, the pirate tape market still
plagues the state. With an antipiracy statute declared un-
constitutional (it's now under appeal) and renewed ef-
forts by tape pirate operations to strike while the iron is
hot, labels, Latin and American, alike as well as retailing
operations are constantly being burned by the pirate.

- While not rosy. the picture is far from being Rleak,

though. Latin labels have already organized and are
bringing in FBI authorities to work with local law enforce-
ment agencies in an effort to clean up the situation. Like-
wise, a number of major American manufacturers have
also increased their vigilance and are attempting to stifle
the pirates on multi-legal fronts.

Success has also brought an increased awareness of
the industry’'s return problems for local operations, as
well as an awareness to increase local promotional and
marketing techniques for even higher sellers. But, with
maturity as a market, Florida has also achieved the be-
ginnings of a collective effort to help curtail the prob-
lems. Results might not come over night, but, then
again, neither did the problems.

On the brighter side of the picture: Florida over the
years has also produced any number of renowned
recording acts. Include in that list Ray Charles, Jackie
Davis, Jim Stafford, presently on the national charts with
his single *‘Spiders and Snakes,"” the group Lobo, the
Allman Brothers, who early in their career toured the
state doing $100 a night gigs, and famed studio-musi-
cian Charlie McCoy, who prior to his move to Nashville
and also early in his career toured the local markets with
his own group.

And, today’s picture. is no different.

(Continued on page F-12)
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Independent Production Firms
Form Statewide Creative Lifeline

alive and well in Florida—as funky

sages, so are the independents
spread -throughout the state,
ranging from the northern
reaches of Jacksonville south to
Miami's suburbs. However var-
ied in respective approaches
to music, though, they do
have one all-important fac-
tor in common—music
that is as commercial as it

is creative.

The necessary ingre-
dients? Well, they seem
to be all there: experi-
enced veterans of the business working to-
gether with young and talented producers/
engineers; local talent, some with the po-
tential of becoming the industry’'s next
million-seller; modern recording facil-
ities, equipped to meet today's music's
aesthetic and technological chal-
lenges; and, most importantly, a per-
vading desire to turn the state into a
market with the same excitement
as being generated from a Nash-
ville, a New York or a Los Angeles.

Based in Hialeah and headed
by Henry Stone, T.K. Produc-
tions is one of the leading as-
sets. Primarily a r&b oriented
firm, T.K. was formed in
1970, following the success
of Stone's Alston Records
label. “T.K. was formed
with the idea of having
the freedom to acquire,
release, distribute, and
promote any hot mas-
ter, independent production or label, in addition to
any records produced at our recording studio in
Hialeah,” says Stone.

So far the formula seems to have paid off, as T.K.,
now made up of Glades Records, Cat Records, Chain
Records, Drive Records, Blue Candle Records, Dash
Records, Stone Dogg Records, Bold Records, Sim:
tone Records, Shane Records, and Soul Beat
Records, had a number of millionsellers last year in
“Funky Nassau’ by the The Beginning of the End,
“Clean of Woman'' by Betty Wright and ““Why Can’t
We Live Together'” by Timmy Thomas.

“We had had a hell of a year for a new company,”
continues Stone. We put five new artists on the
charts and really sold some records. Not many la-
bels can claim that kind of success. Let's face it,
1973 wasn't the greatest. Just remember, four
records that sell a quarter of a million net means a
million units sold. We come up with million sellers,
or two million sellers or albums that sell a million
units by breaking new acts and selling enough prod-
uct to keep things moving. We're truly an independ-
ent company,” he states. **We can't go to the corpo-
rate well for more funds. We have to keep moving.”

Part of the T.K. success formula is Steve Alaimo,
head of a&r, formerly a name recording artist him-
self. Alaimo, who gave up his recording career sev-
eral years ago, devotes close to 12 hours a day,
working with new acts and polishing up material for
T.K.’s “winners.” Adhering to Stone's company phi-
losophy of a musical *family affair,”” Alaimo utilizes
both his recording background, from an artist's
point of view, and his producing skills to come up
with product that *‘reflects the artist’s talents, as
well as what fits with the market.”

*] don't think that I'll ever return to performing,”’
says Alaimo. "‘The satisfaction, although different
from being on the stage, is here as well. You can
help shape new talent, drawing on your past experi-
ences as an artist yourself, and the results are re:
ward enough.’ As heavy as his schedule is, though,
Alaimo does hope to return to writing more original
material for T.K.'s artist roster. ““It helps keep the
creative juices flowing,"" he states.

As for Stone, music has occupied the greater por-

ndependent production, vital to the
music industry’s health and growth, is

it's country; as rocking as it's pure.
As diverse as their musical mes-

tight, commercially acceptable piece of product.”

While Archibald admits that he has become “‘a
bit skeptical’’ regarding some of the promotional
and merchandising efforts—‘‘or non-efforts,”

as he puts it—of the industry, he is presently
negotiating for national distribution of his
Platinum label. Meanwhile, work goes on to
lease out masters and for Archibald to find
and to enhance that ‘“‘special sound"” he
has trained his ears to seek out.

New to the Florida production mar-
ket, but by no means a stranger to the
music industry is Len Levy, president
of Levy Associates. Making his

as

headquarters in Miami, Levy, one-time vice presi:
dent of Epic Records, founder of Metromedia
Records and executive vice president of GRT
Records, plans to devote his energy to production
(mostly country product), marketing consultation,
publishing, and management.

Reflecting on the industry in general, Levy states
that ‘‘the Florida market has a great future. It has
long been tied to the Nashville and Memphis mar-
kets," he continues, “*but, over the next few years, |
think that the state’s true musical identity is going
to come out. The talent is here, and so are the facil-
ities. It's just a question of developing them to the
fullest.”

tion of his life. Starting in the business some 30 years ago, he left California
to begin Miami's first distributing operation. ‘‘Rather than give you all the
label names,"" Stone grins, *'let’s just say | distributed all the independent
labels.”” Even though recording has become Stone's first love, his Tone Dis-
tributors, run By his wife Muriel, still is an important distributing and pro-
motional vehicle for T.K.'s labels and any number of other independents
throughout the U.S.

It is a business and a love for Stone—producing, distributing and publish-
ing (his Sherlyn Publishing Co. is one of the leading r&b publishers in the
U.S.)—as he was one of the first to record the likes of Ray Charles, discov-
ering him at a school for the blind in St. Augustine, James Brown and the
Allman Brothers. | grew up with black music—we called them race records
in the early days—and | have stayed with it,"" he continues. *‘| understand it
and really like it."

Another hot commodity on Florida’s production scene is Bob Archibald's
The Music Factory, located in downtown Miami.

Utilizing a 3,000 square foot recording studio with 16-track quadrasonic

facilities, Archibald has very distinct conceptions on production. *‘It takes:

lots of time, patience and know-how to develop raw talent,” he says. *'Get-
ting it together is more than a catch-phrase. It's only a brief caption for weld-
ing together the various parts into a cohesive whole, I'm not interested in
turning out vast quantities of product. | want each record to stand on its own
merits, to be a challenging contender in a brutally competitive market.”

While Archibald’'s remarks tend to be ethereal, he, nevertheless, ap-
proaches his work with an intense dedication and personal touch (he de-
signed and built the studio’s control room at an estimated cost of
$350,000). *‘l can do what | want to do without having to depend upon oth-
ers who do not hear or think my way,"" he explains. **Too much can be lost in
translation between the inception and the ultimate creation of the product.
From preparation of material to the final mixdown, | can control each step.”
He backs his philosophy with results as well, as two of his productions on
Platinum Records (the house label) produced gold sellers for United Artists
Records—they being **Treat Her Like a Lady' and “Too Late to Turn Back"
both by Cornelius Bros. & Sister Rose.

Archibald’'s personal touch is also carried into the studio’s actual working |

environs, strikingly spacious in red, black and white decor with red velvet car-
peting throughout, mood lighting, and **some of the best equipment that
money can buy,”” as Archibald puts it. **A new act will have to spend a lot of
time disciplining itself. And, if the surroundings are not right,”” he continues,
it will make the job only that much more difficult.”

In getting that job done, Archibald prefers groups that are self-contained
in terms of writing. He feels that they know their own material best of all, and
that can only lead to a smoother and more professional recording perform-
ance. “The idea,”” he states, ‘‘is to be able to recognize the talent in the
group; but, at the same time, to realize that they are starting from scratch
when it comes to recording—especially in terms of looking to create a very

Veteran record company executive Len Levy (left) now-

heads a Florida-based independent production firm.
Above—the Music Factory’s owner/producer/engineer
Bob Archibald displays a gold record for “Treat Her
Like a Lady’’ by Cornelius Bros. & Sister Rose with
members of the UA act.

Meanwhile, Levy is forging ahead in neogitating
production contracts for a number of country re-
leases. While initial plans call for the release of coun-
try product, rock and soul sounds will be included in
future negotiations.

“The key to the Florida market, as it has been for
the entire industry thoughout the years, is profes-
sionalism,”” continues Levy. ““From the retailer, to
the rack, to the distributor, and to the manufacturer
success is built on that word, especially whern it
comes to learning the trade.’” And, to Levy, long rec-
ognized as one of the industry’s true professionals,
Florida is now the place to be, and he aims to make
the best of it.

Also within the Miami limits is Adams Records,
headed by Robert S. Taran, a Miami businessman
who originally had started the company for his song-
stress wife, Carole. Since then, Adams has made a
name for itself locally with a number of disks cele-
brating the successes of the Miami Dolphins foot-
ball team, as well as a number of nationally-distrib-
uted r&b selections.

“Miami has always been an entertainment capi-
tol,”” says Taran. “*But, | think that this area is really
going to develop in terms of producing records for
national distribution. We're at a point now," he con-
tinues, *‘that the people here with talent are just be-
ginning to find each other (aside from Criteria and
The Music Factory, he notes), and it's just going to
be a matter of time before Florida, and Miami in par-
ticular, are going to be recognized as a focal point of
record production.

Before leaving the sunny skies of Miami, another
newly-formed company to eye is World Productions,
Inc., based in North Miami and headed by William
Barragan. A 4-track facility, World is basically into
rock sounds and among the acts currently being
produced by the firm is the group Southern Steel.

To reinforce the concept that Florida is fast be-
coming fertile ground for production operations,
one finds located in Sarasota and find Buddy Yo-

(Coniinued on page F-27)
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.C. e Sunshine Band
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Little Beaver
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| BLUE CANDLE RECORDS
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' Willie & Anthony

Vice President ..................cccoeviiiii Muriel Stone
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TOP 10 R&B ALSTON RECORDS
PUBL'SHER-" 973 Betty Wright
Clarence Reid
“Why Can't We Live Together” Jimmy “Bo™ Horne

‘ “Clean Up Woman"'
“Funky Nassau’
*Mashed Potatos”
“Babysitter””’
“Hot Pastrami’
“Girl I've Got News For You"

‘ Writers: Producers:

Clarence Reid Steve Alaimo
Willie Clarke Clarence Reid
Willie Hale Willie Clarke
H.W. Casey Richard Finch
Steve Alaimo H.W. Casey

— = - - — — — —P

| Jf@”f y é’@ﬂ@ president . 495 S.E. 10th Court « Hialeah, Fla. 33010 - (305) 888-1685
| _ L | |




Hansen, Screen Gems-Columbia
Expand Their Publishing Influences

-
IR},
- 4 .

Charles Hansen (above) leads his sophisticated company to continued profits. Screen
Gems-Columbia officials (below) nclude Bill Radics, Edgar Cohen and Mike Wilkerson
with a staffer working on a sheet music engraving preparation board.

hit record is a hit record
(is a hit record) for artist,
retailer and manufac-
turer alike. But, a hit
for music publishers
Hansen Publications
and Screen Gems-
Columbia Publi-
cations is a hit

record, a stand-
ard selection, a
pop folio, a ""how to’" book, or any number of
combinations from the above. Not bad when
you are playing the percentages.

And, as leading publishers of music, both Han-
sen and Screen Gems-Columbia have been play-
ing the percentages fairly well—paying off artists
with healthy royalty checks; providing retail oper-
ations with another viable source of income; and
spreading the industry's musical message in
print to an appreciative and eager dollar-spend-
ing consumer who makes it all possible.

Last of the independent publishers and long a
leader in the field, Hansen Publications, al-
though corporately based in New York, makes its
printing and production home in Florida, having
set up printing facilities here some 18 years ago.
Although occupying some 65,000 square feet of
space and employing some 180 locals, Charles
Hansen, founder and president, is quick to point
out that “*we're not a Florida company. As grate-
ful as we are to the state, it's more accurate to
view us as a national, if not international, oper-
ation.”

And, it is best not to disagree with the man
who, as one of the pioneers in recognizing the
potential of packaging music into folio form, to-
day remains the guiding force over an operation
which in 1973 sold well over 10 million units. Joe
Carlton, long recognized as a leading industry
producer and having joined Hansen several
years ago as a company vice president, says this
of Hansen—‘'He doesn't view the operation as
sheet music publishing, but more as a book
(folio) publishing company. And, his expertise
and marketing formulas have paid off following
that line of thought.”” Carlton estimated that the
Hansen growth rate over the last few years has
maintained itself in the range of 8-12 percent
per annum.

The company also sold in excess of 3 million
units of sheet music in 1973. Aiso part of its ac-
tivities is a hard-cover book operation, which ac-
cording to both Hansen and Carlton, has been
doing ‘‘extremely well" via television promo-
tional and marketing arrangements.

With over 4,000 titles in its catalog and adding
new titles at the rate of five a week, Hansen is
completely self-contained in its operation. Art
work, which tries to duplicate cover album art as
closely as possible for folios, paper, engraving,
printing, and binding are all in-house operations.
Overall, the firm’s modus operandi seems to be

quality at its best, backed by a strong sense of
efficiency.

That sense of quality and efficiency is also car-
ried over in Hansen's marketing and sales abili-
ties, as the firm owns concessions in a number of
major mass merchandising chains; offers rack-
ing services through six-Hansen-owned jobbers
throughout the U.S.; ties-in with mail order out-
fits to sell select hardcover product via television;
and eventually places its product in over 13,000
accounts throughout the country.

Returns, long the dearth of the record manu-
facturer, play a small role in Hansen’s ballpark,
with company estimates placing the figure at
less than 10 percent on music and 5-8 percent
on books. “The music publishing field is a lot
cleaner than the rest of the industry,” states
Carlton. ““We have very little problem along the
lines of returns, as well as getting the best return
on our sales and marketing activities.”

Into his 60's now, and celebrating his 30th
year in publishing, Hansen admits that his pride
and joy is his music and book retail operation,
still maintained in New York, along with numer-
ous exclusive agreements the firm has with pub-
lishers throughout the world. It's a vast empire to
oversee, but Hansen, with that special kind of
professional love, and well-tooled organization to
back him, seems to be safe in playing the per-
centages.

Sharing the Miami area with Hansen, and also
viewed as nation-wide operation, is Screen
Gems-Columbia Publications headed by Frank
Hackinson, division vice-president. Formed
three years ago, Screen Gems-Columbia has
grown at a rate which would make many a busi-
nessman enviable. From a approximate gross of
$1.8 million the first year, projections for the cur-
rent fiscal year have the gross around $2.4 mil-
lion, and growing.

While its major emphasis is on sheet music
(the firm recently had the publishing rights to
over 35 selections on Billboard's Top 100 chart),
Screen Gems-Columbia also has some 400 folio
titles in its catalog, with a production schedule
calling for two-three new additions per month.

“'We opened the doors in 1971 with eight em-
ployees, two buildings and 5,600 square feet of
space,’” states Mike Wilkerson, sales manager.
“‘since that time, we have expanded to some 60
employees, five buildings and over 14,000
square feet of space. And, we still have room to
expand.”

Seated in front of wall display containing a
number of Screen Gems-Columbia’s folios, Wil-
kerson explains that the list price on the books
range anywhere from $1.50 to $6.95, a structure
which is geared to appeal to a wide segment of
the music buying public. Obvious of the com-
pany's sheet music strength, Wilkerson also
points out the growing folio market for Screen
Gems-Columbia. *If anything,’” he states, *‘our
folios are getting stronger and stronger because
of the material we have, and have had, on the
charts. Along these lines,”” he continues, “‘we
print a monthly chart folio, based on some of our
top selections. The run each month is some
10,000 copies.’”

In addition to its monthly chart folio, Screen
Gems-Columbia is also increasingly active in
standard folio production (Wilkerson claims over
a half-million copies of Carole King's Tapestry
folio have been sold to date), including the pro-
duction of a number of music folios for various
instruments by Bradley.

While Screen Gems-Columbia does not handle
in-house printing as in the case of Hansen, it is
also self-contained in terms of art work, engrav-
ing, and arrangements. Also handled in-house,
is a promotional and marketing effort which
sends out weekly flyers and monthly and quar-
terly catalogs to over 1,200 accounts.

Coming over the horizon for the firm are plans
to increase its exporting activities, as well as in-
creased efforts to expand the company's exist-
ing U.S. marketplace. But, the future notwith-

(Continued on puge F-12)
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From Florida to the Billboard charts--
Screen Gems=Columbia Publications
is number one in sheet music...
week after week!
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Screen Gems=-Columbia Publications

a divigion of Columbia Pictures Industries, inc
6742 North East 4th Avenue, Miami, Florida 33138 / Phone (305) 758-5732 / Frank J. Hackinson, Vice President
Sheet music, artist songbooks, music books, Bradiey teaching pieces, choral and band music.

Screen Gems=Columbia Music/Colgems Music

the music pub ishing division of Columbia Pictures Industries, Inc

is proud to be a part of the growing
music industry of Florida.




n Miami residents point with pride to the always been ahead of its time with the newest and most origi- sensitive contact.

Miami Dolphins, two-time winners of the super- nal equipment. We're still the only 16-track studio in the The equipment is Mack’s pride and joy—his basic theory
bowl, to the glitter of Miami Beach's posh ho- area,"” he says modestly. being that any innovation, new trend or device that promises
tels and to Miami’s growth as an industrial cen- Criteria is probably the only facility in the South to have to broaden the scope of the recording arts may be found in his
ter. In recent years, the pride has also focused three fully equipped 16-track studios with quadrasonic capa- studios. It is a definite factor in attracting superstar names
on the city’s growing music industry, including bility. The studio also features miniaturized custom built such as The Rolling Stones, Aretha Franklin, The Allmans,
recording studios and record production com- recording consoles (two consoles in the space of one; one half Grand Funk, Dr. John, Eric Clapton, Count Basie, Duke Elling-
panies. for recording, the other half for mixing), carefully matched ton and others who come to Miami to take advantage of his
One such studio is Mack Emerman's Criteria calibrated monijtor systems, all multi-track tape machines facilities.
Recording Studios in North Miami. From a tiny equipped with auto locators (a miniature computer with two Criteria also has a 16-track mobile unit and soon will have a
30 x 60 foot building, it has grown to encom- memories), plug-in modular equalizer cards and a micro- 24-track remote unit. This unit has led Criteria engineers to

pass three the Bahamas to record the

fully equipped 16-track stu- , — ® official Bahamas LP com-
dios, Tel Air, a motion picture a e s eco ln u los memorating the Islands’ in-
company on its premises,

dependence; to the Ware-

and CinemaSound, a com- o [ ] @ house in New Orleans for a
pany specializing in com:- ln Re ut tlon Joe Cocker/Leon Russell
plete film sound services. ul taping as well as to local out-
After moving to Florida 20 lets with groups such as the

years ago and dropping out ® s i groups such 3 e
or ua lt vention, Rare Earth and
Buddy Miles.

of his father’s salt water taffy

business, Emerman opened

a record bar in the corner of a . Emerman has every right
store. A former college musi- to be proud of the aesthetic
cian—he had wanted to be- beauty of his studios as well
come a professional, but as his equipment. During the
gave the idea up when he got last expansion, all existing
married. His evenings were studios were redecorated
devoted to visiting local clubs and refurbished and warm
with his portable recording orange shag carpeting covers
equipment, putting on tape walls and floors throughout
local acts. Then, as now, his the two-story building.
equipment was what he Avant-garde lighting with
terms ‘avant-garde.”” His dimmers can create a variety
first professional break came of moods depending on the
when Savoy Records picked artist’s desires.

up a tape he had made on pi- Five months ago Criteria
anist Herbie Brock. His repu- put together its own rhythm
tation as an engineer ‘‘with section comprised of out-
an ear’' spread and soon mu- standing musicians. Artists
sicians flocked to his home no longer need to drag their
for sessions. The garage and own section with them. Pro-
living room became his ducers Brad Shapiro, Jerry
recording facility and as mi- Wexler, Arif Mardin, Tom
crophones, consoles and Dowd and Dave Crawford,
recorders threatened to take using the group, have waxed
over the household, Mack re- enthusiasm on the quality of
alized it was time to build the group. “*We also have ac-
himself a studio. cess to a top horn section,

The first studio was built which accompanied Dr. John
with Emerman designing recently, a string section and
much of the construction of arrangers,” Emerman says.
the equipment and making Criteria is strictly a service
unique innovations on ready- facility and Emerman hand
built equipment. He and trains his youthful,
Jeep Harned, president of hip and tech-
MCI, a console manufac- nically
turer, formed a friendship proficient
and worked relationship
which still exists. **| some-
times wonder what would
have happened if we hadn't
met . . ., Emerman remi-
nisces. ‘| think he is responsible for much of my success and,
in turn, | guess | am responsible for much of his."”

In 1967, more space was needed and the first expansion,
doubling existing facilities, was made. As the Criteria name
became know in the industry, another expansion was needed
and, in 1971, Emerman put on a $125,000 wing. *'Criteria has

Michelle Scott of SRS International Studios begins a session with
partner David Chiodo by her side (center); Criteria Studio’s owner
Mack Emerman during a re-
laxed moment (right), and
Bee Jay Studio’s trio of Eric
Schabacker, Bill Vermillion
and Jim Katt beam happily
over their new 16-track con-
sole.

engi-
neers. The
~ brother team
of Ron and Howard

Albert have worked with
Joe Walsh's Barnstorm on *‘The
Smoker You Drink, The Player You
Get"; Derek and the Dominos, “*Layla’";
“The Best of Eric Clapton'’; Stephen
Stills, “Mannassas | and Il,”" The All-
man's “Eat a Peach’™ and “ldlewild
South’ and are currently working with
Rolling Stones bassist Bill Wyman on
his first solo LP.

Carl Richardson, assistant chief en-
gineer, works with Dr. John, Black Oak
Arkansas, producers Brad Shapiro and
Dave Crawford and is also in charge of
research and development. Rick Alli-
son, Steve Klein and Alex Sadkin round
out the engineer group. Sadkin is chief
mastering engineer and Allison and
Klein assistant engineers working with
name artists as well as the many Baha-
mians and spiritual groups who come
in. Jack Davis the chief engineer, is in
charge of the maintenance crew and Al

(Continued on page F-10)
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Ifyouwant the
best results, you start with
the best of everything
...then improve it.’

T Ll ¥ S
. Rl ¢ e

| Sepwe - This is Criteria. Inside are 5 studios, plus our sister

4 e company’s sound stage for film and videotaping.
Great for doing an “in person” type of show...all you
have to bring is yourself. Outside is our mobile unit
with 16-track quad record-playback-mix, and it's even
got a closed-circuit tv monitor. Come to us,
or we'll go to you.

Three of the five studios are
equipped with 16-track quadro-
phonic facilities (record-playback- -
mix). They're beautiful, comfortable —x FHuamian =l
and very relaxing to record in. g ' e
They're also clean.

Our engineers. Technically proficient; musically hip.
Cooperative and cool. And you never feel that “get
out because time’s up” pressure here.

B

The Criteria Rhythm Section. Great musical
things happen when these cats get cooking
behind an artist. They've backed up some
of the biggest names in the business. Totally
outstanding talents on their own, and great
heads to work with.

A coconut palm,
symbol of the fringe
benefits of recording at

Criteria. Ahhh...clean air, *This is where “state of the art” has

the blue Atlantic, warm sunshine, genuine meaning. If it’s new, if it

a swinging city, lots to see and do, can help your recording, we not

great restaurants. Compare : only have it but know how to use it. Some of Criteria’s Gold Records. We have scads
all this to where you've 1 Come down and find out what’s basically because that's what haﬁpens when you’

been recording. really happening in recording. put superior elements like these together. We haven't

room to name all of our renowned clients here, but
if you like we'll send you a list of themn.

Do you have our brochure? If not, write or call

= critefia recording studios

smm? 1755 N.E. 149th Street, Miami, Florida 33161 « (305) 947-5611




Recording Studios

® Continued from page F-8

McAdams is in charge of the mobile unit and assists Emerman
with acoustical design as well as handling studio carpentry.

There are 10 gold LP's and nine gold singles adorning the
reception area walls, including product by the Allmans, Erie
Clapton, Aretha Franklin, Stephen Stills, Grand Funk, Brook
Benton, Jackie Moore, Duane Allman, Joe Walsh, Beginning
of the End and James Brown.

Miami is dotted with several other service facilities. Ben
Scott Recording was founded in 1966. Frank Linale is presi
dent and Chuck Bird, a&r man. A total recording/film facility,
offering a 40 by 70 foot primary recording and shooting stage,
Ben Scott is primarily involved in the pro
duction of sound tracks for motion pictures,
radio and TV commercials, radio program-
ming and orchestral recording. Its studio
features 4 and 8-track Ampex, stereo and
mono Ampex, and NAGRA synchranized
recording equipment. 35mm and 16mm
transfer and complete audio equalization
echo and composite mixing are also offered
within one building.

Scott claims to own the largest sound ef
fects library in the world and the firm pro-
vides complete production service to the
music, advertising, audio/visual and film
industries.

Dukoff Recording Inc. is headed by
Bobby Dukoff, an alumnus of the big band
era when he played tenor sax with Benny
Goodman and Tommy Dorsey. Opened in
the fall of 1957, Dukoff has received awards
from the Miami Advertising Club and
United Fund for radio jingles written and-
produced by his company.

Dukoff's facilities include 8-track with
mixdown to mono; stereo and quadrasonic;
encoded and discrete; custom console with
equalizers; limiters; custom studio talk back
and monitor; Altec monitor speakers, a full
complement of microphones, stereo echo chambers and disk
cutting facilities.

track board to be installed within eight months), SRS's ses-
sions, now averaging about three a day, are equally divided
between custom rentals, commercial work and in-house pro-
duction.

The studio, which is housed in 2,500 square foot building,
occupies some 1,200 square feet, and it's Michelle and Da-
vid's pride and joy—rightfully so, because they have a virtual
“lock'* on the Lauderdale market. **Even though business has
been good for us,” says Michelte, ‘'l want to see Ft. Lauder-
dale become a recording center. New York, Nashville and Los
Angeles have the reputations, rightfully deserved, but they
also have the over crowding and high costs.

“Mainly though," she continues, “the talent is here—as

well as throughout the state—and it will only be a matter of
time before more people begin to exploit our market for the

each session. According to the two, the work load has been
““hectic’’ recently—often forcing them to work through week-
ends and week nights. *“We're not interested in the quick
buck, the rip-off scene,” says Chiodo. ‘“Most of what we do,
namely Michelle’s commercial jingles (she and her group, the
Michelle Scott Singers, are heard on a number of radio spots
throughout the U.S.) and our own production contracts, are
created and produced here, so we have a great deal of pride
and satisfaction in our work.”" Another positive aspect of the
studio, in terms of the Lauderdale market, is that they empioy
upwards of 75 musicians each month.

“We're truly a team,"”” states Michelle. ‘‘David has a strong
background in engineering and | have the background from
the performer’s point-of-view.”” (She doesn't mention that her
studio credentials in terms of engineering and producing can
match many in the industry.) “This way,” she continues,

‘‘we are constantly
aware of both the
technicalities and
aesthetics that go
into making a qual-
ity product.”
Michelie's per-
forming back-
ground comes
from the fact that
she started when
she was all of six
years old, and, at
one time, was one
of the “‘First
Ladies'” of the
country scene in
Nashville. She still
keeps her feet wet
as an  artist,
though, with her
jingles and with a
recently-produced
country show, fea-
turing Bobby Lee,
her group and her
two  daughters.
Terri, 14, and Peni,
13.Inall, the group tours with some 32 musicians and singers.
Back to studio talk, Michelle says that when the 16-track

board is installed, the 8-track will be used solely for commer-
cial work. At that time, SRS will be placing more emphasis on
(Continued on page F-23)

quality product we're capable of producing.”
And, quality is a keynote to both David and Michelie's ef-
forts, with either one or both always taking a personal hand in

Moving north to Ft. Lauderdale, SRS International Record-
ing Studios and its co-owners Michelle Scott and David Chiodo
handle that market. An 8-track facility (plans call for a 16-

formerly Music Sales of Florida

EXPORT DIVISION
Joseph Stanzione

We carry the largest inventory of:

RECORDS » TAPES « RECORD AND TAPE ACCESSORIES
MUSICAL INSTRUMENTS » MUSIC BOOKS + NEEDLES

We have the Largest Selection of Cutouts—Deletions —Budget Albums and Tapes

Call, Write or Wire Us Today For Complete Details {» Prices

13145 N.W. 45th Avenue, P. O. Box 118
Opa Locka, Florida 33054 « Tel: 305-685-7601 « Western Union TWX 810-848-5492
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RECORD IN FLORIDA'S MOST BEAUTIFUL MULTI-TRACK
FACILITY IN FLORIDA'S MOST BEAUTIFUL CITY

(We have everything you need)

Your check list for coming to Florida.
[] Decide you want the best for yourself and your product.
[] Decide what day you would like to arrive in Ft. Lauderdale
[] Decide how many days you can spend with us.
[] Check the airlines for flight schedule.

[] Call or write: S R / ,
S Recording Studios, Inc.
790 NE 45th Street

Ft. Lauderdale, Florida 33308
305/772-0008 or 305/772-3385

We will:  (A) Arrange your Florida Accommodations.

(B) Help you plan the leisure hours you spend with us.
(C) And even handle your total production needs,
if you like.

[] Pack your light weight clothes. (Or visit Ft. Lauderdale’s
specialty shops. We can tell you where they are.

[] Don’t forget your bathing suit. (even if it’s snowing where you are.)

[] AND don’t forget to bring your arrangements, idea sheets (doodle
pads), tapes or what ever you will need to complete your production.
(Some folks arrive with only the name of a product or an artist but
return home with a fantastic product.)

AND
WE FURTHER PROMISE NOT TO ASK

« HOW THINGS ARE UP NORTH, OUT WEST, OVER THERE, etc.
« WHAT YOU THINK ABOUT THE ENERGY CRISIS.
 IF YOUR KIDS HAVE HAD THE FLU THIS YEAR.
« IF YOU THINK THE BREAD PEOPLE ARE TRYING TO DO IT TO US TOO.
« ABOUT YOUR POLITICAL AFFILIATION.
« IF YOU THINK MR. NIXON IS AN HONEST MAN.
« WHAT KIND OF TOOTH PASTE YOU USE OR IF YOU HAVE TRIED HEALTH FOODS.

Ow racks pacord i (7% fua T%MAJ
anaﬂwe owf‘%ﬁmestwmw o{uvm ?waé
600 [ tfmad phers ins i M@NW

wMoa, M
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SRS INTERNATIONAL PRODUCT IS HEARD DAILY AROUND THE WORLD. RATES SENT ONREQUEST.




YOLANDA
ROBERT

BEAUTIFUL—TALENTED
From FT. LAUDERDALE

HEAD HIM OFF AT THE PASS

STAYING ONLY MEANS (I'VE
PUT OFF THE LEAVING)

Watch

for .
Yolanda’s
new release

exclusively

o» RECORDS

Published by
DoublePlay/BMI

Written by

Lorene Allen & Gary Buck
UMI 2455 E. Sunrise Bivd.

Ft. Lauderdale, FL 33304
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MClI's Whizzes Build
Studio Equipment
For Clients Around The World

You might not hear phrases like ‘““what's happening?'’ or
“far out!” at the Ft. Lauderdale-based plant of MCI, but a
great deal of what is ‘*happening’ musically in recording stu-
dios around the world is due to the efforts of Jeep Harned,
MCI president, and his staff of technicans and engineers.

In business for nearly 14 years, MCl is currently one of the
leaders in the console manufacturing field.

The plant, all 20,000 square feet, is subdued, resembling
a NASA assembly line—Harned himself was an Army electrical
engineer in the early 50's. The key is precision—often stretch-
ing as far as a thousandth of an inch—and any breakdown
along the assembly line can mean long and costly delays.

*One of our unique features,” says Harned, *‘is that we
are, for all intensive purposes, self-contained. Our suppliers
provide us with PC boards, circuits, metal, and transitors, but
the rest of the way it's all an in-house operation, including
sheet metal work, console assembly, mapping out the cir-
cuits, research, and quality control checks.

**One of the reasons | decided to open shop in Florida,”
Harned continues, *'is the availability of the labor force here.
Believe it or not, we can take an unskilled woman and within a
week have her doing useful circuitry on a PC board.’” Although
MCI does employ a number of non-skilled workers, both men
and women, it boasts eight full-time engineers and a multiple
number of skilled technicans. *“True, when they come to us
many of our workers are unskilled. But, after in-house train-
ing and specialized instructions they all to a person can per-
form with the best of them.

“Our production schedule calls for approximately 75-80
consoles a year and in excess of 100 recorders—the monthly
recorder production rate being eight minimum and 10 max-
imum."’

To avoid being caught in the supply and demand pinch,
MCI has placed a greater emphasis on its overseas sales for
the past few years. ‘| would say that 50-60 percent of our
business today is done on the international level,"” Harned
says.

Ironically, if someone is to take the responsibility for tight-
ening up the market, MClI must share the load, as some 150
studios in the U.S. and overseas carry MCl equipment. While
Harned is keeping a close eye on the market, he also will admit
that sales for the 1972-1973 period increased some 45 per-
cent—and he expects those figures to maintain themselves
through 1974.

A perfectionist, Harned also keeps fairly tight reins on the
marketing of M€l equipment. Dealers are permitted *‘abso-
lutely no discount’” and must sell at list price. “'In return,”
continues Harned, *‘we give the dealer an exclusive right for
his territory.”

Also tied in with MCI's marketing plans is an educationat
program for MCl dealer employees. ‘‘Before a dealer can
handle the line, he and his staff are trained by us to install the
equipment, as well as to tune a room. In an emergency,
though, an MCI specialist is always available to go into the
field to straighten out any bug or problem. Any number of
times, what the customer thinks is a problem with the equip-
ment actually turns out to be a problem with their own electri-
cal wiring."”

A popular feature of MCl equipment, according to Harned,
is that all the consoles are readily adaptable to 8-track, 16-
track or 24-track. **A studio can buy the console they can af-
ford, and whenever they want they can buy additional plug in

- -

.

Jeep Harned, MCI's president, joins one of his technicians in studying a new recorder under construction.

units to up an 8-track to a 16-track, or a 16-track to a 24-track
console. Each additional unit goes for $770."

MCI, which used to do quite a bit of custom work, espe-
cially in its earlier years, avoids it almost completely now. *It
just isn’t worth the time and trouble now," says Harned. “*In
terms of man-hours and profit, there is no way we can ration-
alize custom building."”

Florida’s Implosion

® Continued from page F-12

On local campuses, in nightclubs and recording facilities
throughout the state young artists are trying to get it together,
experimenting with new sounds; tightening their acts for that
big moment; and generally keeping in tune with the rest of the
industry. At any moment, any one of these ‘*‘novices'" might
turn the corner and make it to the **big time" of a record deal
and national exposure.

But, that's what it is all about.

With the state’s growth has come maturity within the mar-
ket, and with that maturity has grown a wider reaching for the
fruit. This time, though, the talent is there, waiting and ready
to make its mark.

With the least of its worries being the weather, the state's
climate has proved to be a strong drawing card for television
production firms and national advertising companies. The
state encompasses a wide variety of terrain for filming, as well
as air extremely good for shooting. In conjunction, with fiim, a
number of recording studios in the state have benefited from
the added business of tracking films and doing voice overs for
a variety of commercial product.

Not as conjested, or as expensive, as New York and Los An-
geles, local recording studios offer substantially cheaper
rates, looser surroundings and a nearness to many of the East
Coast-based advertising firms. Another asset offered by the
State is freedom from undue union pressure, in that Florida
has a ‘‘right to work law™ on its books. Tag-on a vast pool of
skilled and semi-skilled workers, both American and Latin-
born, and half your labor problems have disappeared.

All'in all, the local vibrations are good, as are the dollar sig-
nals being generated from the market. The market's implo-
sion has begun, and now all that remains to be seen is how
much of an explosion is going to be created across the na-
tional music scene.

Screen Gems-Columbia

® Continued from page F-6

standing, Wilkerson sees Screen Gems-Columbia, in the space
of three years, having already achieved positioning as ‘‘one of
the top five publishers of music.” And, as in the case of
Hansen, if that's any way to play percentages, the picture for
both firms, and music publishing in general, looks pretty rosy.

Researched and written by Jim Melanson with editorial
support from Art Kapper and Sara Lane; advertising sales:
Ron Willman; cover, art direction: J. Daniel Chapman; sec-

tion editor: Eliot Tiegel.
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SOme say Florida is where the future has
already arrived.

We agree, especially as far as the future of
sound is concerned—because the great sounds
of the world sound better when they’ve been
recorded and mixed in studios with MCI
recorders and consoles.

With our expanded manufacturing facilities
in Fort Lauderdale, MCI is fast becoming the
favorite producer of first-quality, reasonably
priced recording studio equipment, not only
for Florida studios, but throughout the
United States, Europe, and Asia. MCI equip-
ment was chosen by 82 different studios

in 1972 and 105 different studios in 1973.

] With the advent of our JH-100 transport and
its sophisticated servo controlled capstan
sou‘ Flnnlnn drive, we have captured the world. Due to our
expanded manufacturing facilities we can
deliver JH-100's in 8, 16, and 24 tracks in three
ME T“E to four weeks, and JH-416 consoles in any
; - configuration from stock.
E““IPM “I See MCI’s gear at the Audio Engineering
E B i1 B Society’s Convention in Copenhagen, March
THAT CAPTURES
THE SOUNDS

-

4007 N.E. 6th AVE. * FORT LAUDERDALE, FLA. 33308 - (305) 566-2853



Miami’s Latin
Music Community:

Flourishing,
Expanding, Optimistic

Mateo San Martin stands by cne of his pres at Southeastern Records in Hialeah.

In 14 years

a full-blown industry
has developed to serve

the Cuban market

efore the Cubans fled from Castro to Miami in 1960,
there was no Latin record industry to speak of in Miami.
Now there are 12 distributing companies of Latin prod-
uct, six record and tape manufacturing plants, record-
ing studios and five Latin radio stations.

In addition, several large record companies have ei-
ther moved . their offices here or have established
branches, such as Caytronics, Alhambra and Parnaso.

It is inevitable that more will follow suit; after all,
Miami is geographically situated between New York,
Puerto Rico and the rest of Latin America. Miami also
has about 500,000 Latins living here.

Although Miami is officially bilingual, all record company executives agree it doesn’t
mean anything concerning this business. Radio is either all Spanish or all English, and
so far only one program that was directed to the Latin youth was bilingual. The pro-
gram was very successful, but is no longer on the air. The only influence one sees of
American music on Spanish product is in the direct translations of American hits into
Spanish, or the influence of rock on the kids who listen more to American radio than
Spanish radio.

The following are descriptions of the Latin music industry as reported by corre-
spondent Art Kapper:

Miami Records

Owner Carlos Granados was originally from Colombia, S.A. but was raised in the U.S.
and has 30 years’ experierice in the record business. In 1956, he opened Miami
Records on Flagler Street to make his firm the first record manufacturing plantin Flor-
ida. Opening with two presses, against the advice of engineers who told him the heat
would make it impossible to press 78 r.p.m. records here, Granados succeeded, and in
1959 moved to his present location, where he got a contract to press all international
Latin product of CBS records.

Miami now has a similar contract with Philips/Polydor as manufacturer and distrib-
utor in the U.S. and Puerto Rico for such artists as Elio Roca and Nino Bravo, released
under the Miami label. *'The influx of Cubans has made it possible to sell more than
20,000 LP's a year in Miami, where before 1960, no records were sold either in Miami
or in the state of Florida," says Granados. The firm also does custom pressing.

The bilingual nature of Miami means nothing t¢ the Granados family as their prod-
uct is Spanish for Spanish speaking people. Salsa music in Miami is very big and even
groups from Colombia, like Fruko, are starting to record salsa and sell here. Miami has
been buying product from Kaiser in N.J. for 20 years, and although vinyl has not been
cut off, the amounts being delivered are less. For this area, we are strictly a wholesaler
with Ultra Records handling our distribution,’ states Granados.

Ultra Records

In 1963, the first Ultra record store, owned by Jose M. Palmero, opened on SW 8th
St. Today, there are three stores with a fourth coming shortly in Hialeah. The SW 8th
St. store sells almost 100 percent Latin product to an almost 100 percent Latin clien-
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tele. A store in the Central Shopping Plaza sells
80 percent Latin to 20 percent American prod-
uct, and a Westchester Shopping Center outlet
sells half Latin and half American, exactly the
same distribution of the population in that area.
Palmero sees the Cuban kids buying more
American product until they are out of high
school. Their close friendships with American
kids makes them more American in musical
tastes. Also, local rock groups, made up totally of
Spanish kids, play only the rock they hear on
American radio stations. In 1973, the three
stores did an approximate volume of 75,000
units (a unit being an LP or an 8-track tape). Up
to this year, about 30 percent of the total were 8-
track, but it has grown to 50 percent at this time.
Palmero also started Tropicana Distributors,
with Jose M. Penichet in charge. Tropicana is the
wholesaler and distributing company for Borin-
quen, Modiner, Ramy, and others, plus a one-
stop for UA Latino, Tropicana has no racks, but
sells to other rack jobbers and distributors. The
operation has been in existence for one year.

Tropicana is also the exclusive distributor for
Borinquen records in Florida, Chicago and west
of Chicago.

Salsa music is strong here, but could be much
bigger if it could get more airplay. Says Penichet,
“*Latin youths go American in music until age 17,
then come back and start with salsa. The market
is not a star market, but one where any group or
soloist can make it if the quality is there.”

Palmero is also involved in a pressing plant in
Hialeah, Royal Records, with Jaime Monserrat at
the helm. It has been in operation for one and
one-half years and presses about 3000 LP's a
day. New equipment is on order to make Royal
completely self-sufficient even to printing cov-
ers. Now they press mainly for Alhambra, Modi-
ner, Sound Triangle, and do some custom press-
ing. Godel records, another subsidiary headed by
Monserrat, produces the Modiner line, Monser-
rat notes he is actively seeking licenses from out
of the U.S. to produce here.

Armada & Rodriguez
Jose Armada and Vicente Rodriguez were in




the record business together in Cuba, so it was
only natural for them to remain together when
they arrived in New York in 1964. They recorded
and distributed Fuchito Records and set up
racks in New York and New Jersey.

A combination of climate and abundance of
fellow Cubans broaght them to Miami in 1968
where they bought the bankrupt Puchito line at
an auction, picked up some other lines, and
started a distriburing business. In 1972 they
opened their manufacturing plant where they
press LP's and 4&'s for their own labels, plus
Gema, Velvet, and a number of custom labels.
Their own labels, Aro, Funny, Regio and Suave
are distributed all over the U.S. and Puerto Rico
and for the most part are licensed works from
Latin America.

But, local artists have been produced and re-
corded, like The Antiques, Alexis Fari, Miriam
and the Sons of Pa-aguay. Armada & Rodriguez
distribute Gema all over the U.S., and they own
their own distributing setup in New York and An-
tilla.

Every three months, one of the partners goes
on a selling trip throughout the U.S. “We each
started this business with $181, but hard work
has made us successful, and we still work hard
because we want tc be more successful. The bi-
lingual nature of M.ami doesn't affect our busi-
ness as we never have to speak English, except
to our suppliers. Gn the contrary, Americans
here must learn Spznish if they want to improve
their businesses. Sa'sa is strong, especially if you
have a hit. Otherwise, we prefer catalog items."”

For some reason, salsa doesn't sell on the
racks, only in the stores. '"We have 140 racks.
Our music isn’t as r uch influenced by American
music as American Music is by ours. Look at San-
tana, Carol King's ‘Corazon’. We sell only to dis-
tributors, not to retail stores, but we do have our
own distributing ccmpany that sells to retail
stores and services our racks.’

Southeastern Records
Mateo San Martin was in the record business

in Cuba with his Kubaney label begun in 1955.
He fled Castro’s communis in 1959, bringing
with him his catalog of over 50 LP's. Martin did
business from New York crtil 1964 when he
moved to Miami and opened a plant with two
presses. Now, in quarters built especially for
Southeastern in January of 1972, there are 14
presses, and departments ot printing, galvaniza-
tion, color separation, photography and tape du-
plicating. Besides work on -keir own Kubaney,
Mate, Belter and Mexican lines, they do custom
pressing for many local corrpanies.

*Our Latin records are cheaser than American
product, yet it costs as much to produce and to
manufacture a Latin record as an American
one,” offers San Martin. **An American hit can
easily go over one million, but a monster in Latin
is at most 200,000 LP’s. What hurts our busi:
ness are the number of adventurers that go into
it, without proper knowledge and without doing
the proper and lawful things necessary to run a
company—such as paying taxes, royalties and
union fees.

“'Don’t think the retail price is what sells the
record. If the music isn't good, the people won't
buy it, no matter how low the price is,”” he contin-
ues. “We're not really intereszed in the American
market, maybe my son wili be. As for the local
Cuban rock groups, it's the lacal Cuban kids who
buy their records, and they never get aired on
American radio.

Also we own two record shops, and in the one
in Midway Mall more Amercan music is sold
there than Latin, even thougt more Latins are
our customers. As for getting our product on
American radio, this is a problem. Most Latin
producers don’t know the tricks to promoting on
American radio.

“Our product is sold in Latin America through
licensees, and we are now arranging for a French
firm to license our product in Europe. We do ev-
erything, except the actual recarding here on the
premises, records, tapes, jackets, labels—every-
thing. Most of our records are oroduced and re-

corded in Santo Domingo and we soon
plan on constructing a studio there. Re-
member, 80 percent of the art sts there
are under contract to us, and it would be
impossible to bring all those people to
Miami to record.

“We sell to all local distributors, but in
New York we have an exclusive distributor
and in Los Angeles we own our own branch,
which was opened in Dec. 1973.”

San Martin is also one of the “ew Latin
members of NARM. He says that *people in
the Latin record business should do things
the American way. We are in the U.S. and
should play the game according to the local
rules.”

Alhambra Records

One of the newest firms to make
Miami its home is Alhambra Records.
Heading up the operation is Jose An-
tonio Estevez, Jr., Miguel Estivill, (for-
merly with Tico-Alegre) and Tony Estevez.
The Miami office will serve as the whole-
sale setup for the entire U.S., with dis-
tributors appointed in key cities like
New York, Chicago and Los Angeles. The
managing director of the labe, Jose A.
Estevez, Sr., runs the operation from
his offices in Puerto Rico, Th2 idea of
the Miami warehouse and distribution
center is to coordinate all the efforts of
the teams in Spain and Puerto ico, and
customers say it's paying off in faster
deliveries. Ultra will retain th2 Florida
distribution rights for Alhambra and
its artists, Julio Iglesias, Nycia Caro,
Frank Ferrer and others.
Velvet Records

Velvet originates from Venezuela where
it was started by Jose Page, who still lives
there and owns Velvet of Venezuela. His
brother, Roberto Page, opened the Miami
branch in 1965, but lives in Puerto Rico
where he directs all aspects of Velvet in the
U.S. Miami is considered the main office
and there are distributors in New York,
Chicago, Los Angeles, Philadelphia and
Connecticut.

Tony Moreno is manager of the Miami
office and he states that when Velvet came
to the U.S. in 1965, the major artist was
Felipe Pirella. The big sellers for Velvet now
are Sophy, Danny Rivera and Conjunto
Universal. “Country music artists Alfonso

Velez and Nito Mendez have sold a good
quantity of records for us also,” says
Moreno. *‘Counting only the first three
months after a record is released, 20-
30,000 units is considered a really big
hit. American records sell on 45's, but
not in this market for Latin product.
It's more than rare when a Latin artist
sells 100,000 records.”

To Moreno, American music influences
Latin product in the direct translations
that are made of almost every American
hit. “The Latin youth of Miami don't
go for hard rock but for more the bubble-
gum style music. As for trying to pro-
mote our rock records on American
radio, it takes too much money and
that’'s why the Latin companies don’t
even try for that market.

“When the Cubans first arrived here,’

Moreno continues, ‘‘the market

(Continued on page F-16)

Key figures: graphics artist Drago (above); Miami Records Carlos Granados Sr. and his son
Carlos (above); artists Julio lglesias, @mar Marchant, Danny Rivera, Ricardo Rey (left). Bins
of Latin LP's are at Uitra Records in Miami (left center).
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was a ‘star’ market. People bought for the name of the artists.
Now things have really changed—they buy what they like,
nomatter who playsit. If it were a star market, Sophy wouldn’t
sell at all because she is a new artist on the scene, but in fact
she sells very well. Even local Cuban artists who make a lot
of noise don’t sell as well here, and the sentimental songs
about Cuba are waning in popularity.

According to Moreno, Velvet sells to all distributors in
Miami, Tampa, Jacksonville, and to jobbers who service the
migrant work camps locally. The pressing of the records and
the jackets are done locally. Recording is done in Puerto Rico,
Venezuela or Spain.

At the present time, Velvet has licensing arrangements with
Costa Rica, Colombia, Panama and Venezueia, and is anxious
to license in Europe and other Latin American countries.
M&m

Manny Matos, in the record business in Cuba since 1956,
arrived in Miami in 1960 and started M&M Records, a distri
buting company and rack operation. Today, he owns a record
label, Sound Triangle, a recording studio, the only one owned
by a Latin, and a publishing firm. Matos is still mainly a dis-
tributor and rack jobber, with 350 racks, the biggest in the
Latin record business.

ELI0 ROCA o & LOS HERMANDS BANDA Matos recently saw a little crossover into the American mar-
RODOLFO QE\s FRUKO ket with his first Coke album (the group has since taken the
NINO ERAVO ‘M LOSPUNTOS name Opus to avoid legal problems).
VICTOR YTURBE “'PIRULI" 3 VINCENT MOROCCO Y SU ORQ. Some of the artists of Sound Triangle, a label started about
FORMULA V NV \ LOS LIDERES a year ago, are Sergio Fiallo, Opus, Suprema, Jovenes del Hi-
LOS MILLONARIOS V z N\ LOS SILVER erro and Ray Fernandez. **Unfortunately,”” offers Matos, “‘we
CUERDAS QUE LLORAN .. MONTECRISTO have no distributors in New York and Puerto Rico due to some
VICTOR MANUEL oS whS*"" PEDRO VILLAR bad experiences. We have a distributor in Los Angeles and are
A BOWEN VILLAFUERTE licensed by Musart of Mexico and in Colombia. As for the stu-

LOS CORRALEROS DE MAJAGUAL M W
LA INBIA MARIA
PIANO ROMANTICO
LAS ADELITAS

YNOIO
PEDRO LAZA
LOS FRONTERIZOS

dio, we record mainly for ourselves, but other companies have
used our 4-track facilities.

Sonido Y Discos
Sonido Y Discos is a record store located in the middle of

JULIO ERAZO LOS CANTORES DEL ALBA : Wee Ml
PALMENIA PIZARRO TIZZIANO ‘Lit}le Havana." It is also one of the biggest distrlbgtors of
LECHUGA ROSARIO DURCAL Latin product in Florida. Owned by the Fundora family, who

CESAR CASTRO

BOVEA Y SUS VALLENATOS

EL DISCO ES CULTURA _

2819 N.W. 7th AVE. MIAMI- FLORIDA - 33127
TELEF. (305)-635-7925

had a number of small appliance stores and a large depart-
ment store in Havana, Sonido y Discos has 206 racks and is
the exclusive distributor for such record companies as Fania,
tnca, Vaya, International, Cotique, Exitos, Tico, Alegre, Mardi
Gras, Sabor, Ansonia, Orfeon and their own labels Audio Lat-
ino, Fundador and Audiofone. In addition, they distribute Cay-
tronics, Pronto, Mericana, Arcano, Carino, and Parnaso.
(Continued on page F-21)

TAPE DUPLICATORS OF FLORIDA

The First & Finest Plant in Florida
785 West 83rd Street, Hialeah, Florida 33014 -Phone: 822-7585
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Cytronics
“The Latin Music Company”

IN MIAMI: 35002 Nw, s0th Ave. Hiioan, Fiorida
305/822-6969 :
IN NEW YORK:  G53enin Ave. New vork, N

212/541-4090

IN PUERTO RIC Cayre Distributors of Puerto Rico
? Calle San Jorge #403, Santurce, P.R.

809/725-9561

IN CHICAGO_ Cayre Distributors of Chicago
. 3905 West 26th Street, Chicago, lil.
312/521-1801
IN DENVER_ Cayre Distributors of Colorado
! . 5301 East 38th Ave., Denver, Colorado
303/388-1651

IN SAN ANTONIO:  722'San Pecvo. San antonio, Texas

512/222-0106
IN LOS ANGEE_ES. Cayre Distributors of California
i " 2712 West Pico Bivd., Los Angeles, Calif.
213/737-0324

For prices, catalogs and other information
call the branch in your area.

“We’re at Your Service” “Estamos a susordenes”

CAYTRONICS CORP.

240 Madison Avenue, New York, N.Y. 10016 - 212/889-0044




or the true Latin
dance fan there
are a number of
places one can
go in the Miami
area. The Centro
Espanol, The

Liceo Club and
Numero Uno are the biggest and
best as far as quality of music goes.
For big shows and an older crowd.
places like Los Violines, Flamenco |

and Montmatre are the spots.

Saturday night and Sunday night
dances dominate the dance scene,
as they have for years, and the
names behind the dances are the
same as they have been for years.
... Roque Martin, Frank Calvo, En-
rique Gonzalez, Eddy Martinez, Ab-
don Grau, Joaquin Valor and Jose
Acosta.

At one time, all these promoters
worked together in an alternating
scheme using the two popular
bands of Miami, Conjunto Univer-
sal (Velvet) and Jovenes del Hierro
(Sound Triangle). Now Valor and
Acosta run dances in competition
to the other group, and so far have
not been terribly successful.

The two local bands are the insur-
ance policy that the dance will be a
success. Visiting bands like Joe
Cuba, Tipica 73 and even Tito
Puente have pulled less dancers
than the competing dance where
the ‘‘perfect combination” was
playing.

Both Joe Cuba and Tipica sub-
sequently came down and played
with the “right’’ people and drew
fabulous crowds. Universal and
Jovenes contract themselves for a
year in advance for Saturday and
Sunday dances. This leaves all
other promoters out in the cold and
it’s been this way for years.

The only outside band to draw
more dancers in a competitive

dance was Ray Barretto when he

Miami,s Latin Dance Halls played his first dance in Miami. To

have local bands, that one can see
every week of the year and three or

Jump Saturday & Sunday Nights "o s

Puente is a commentary on the
state of the dance business in

Miami. The dances do give local

bands, Suprema, Tipica Tropical,
and all visiting bands a showcase for
their talents that helps to sell their
records. Dancers can still bring
their own bottles, so the only money
made from dances is admission
(that can never be over $5) and
from serving setups. A profit of
$5,000 for any single event is con-
sidered fantastic.

Only two local clubs showcase
recording talent, and they are as
different as night and day. Club
Montmatre gets name acts like
Celia Cruz, Armando Manzanero,
Roberto Ledesma and runs a club
similar to the Copa in New York
City. There is dancing before and
after the shows to a small trio, and
dinner is served. There is a cover
and minimum, and the age of the
average customer is well above 25,

The Centro Espanol on the other
hand is a club for the young adults.
Owner Abdon Grau and entertain-
ment director Eddy Martinez run
this huge barn of a place on a no
cover, no minimum basis, and they
draw good acts also. On the agenda
for the first six months of 1974 are
Ray Barretto, Vicentico Valdes, Ro-
lando Laserie, Tomas de San Ju-
lian, Blanca Rosa Gil, Nelson Ned
and Elio Roca. . . . all hit makers on
disks.

On Wednesday nights, all drinks
are free for ladies. Thursday night
the people can go for a boat ride on
the ‘“*Galeon” with music and
drinks for a two-and-one-half hour
cruise on Biscayne Bay. On Sunday

afternoons, Centro tries to get the
\ (Continued on page F-19)

Everybody goes dancing in Miami's Cuban community.

velvet

EL SELLO QUE TIENE LOS EXITOS!

DANNY RIVERA  VELVET-LP-1470 CONJUNTO

UNIVERSAL

WO \

EL DISCO ES CULTURA

CaL
Danny Riveraen

Concierto

VELVET-LP-1471 SOPHY VELVET-LP-1472 DANNY RIVERA on
CONCIERTO VELVET-LP-1477
DISTRIBUIDO POR: VELVET RECORDS INC.

124 W. 29 St. Hialeah, Fla. 33012

VELVET RECORDS INC.

Calle Cerra 629, Santurce, Puerto Rico

vlvet IGLEE RECORDS DIST.

738 10th Ave. New York City, New York 10019

LATIN RECORDS

. 239 Main St. Hartford, Connecticut 06103

€L DISCO £S CULTURA PAN AMER'CAN RECORDS

3751 W. 26 St. Chicago. lllinois 60623

G & G RECORDS DIST.

2360 W. Pico Bivd. Los Angeles, California 90006

M & M RECORDS DIST.

501 W. 28th St. Hlaleah, Fla. 33012
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888 Seventh Ave., New York, N.Y. 10019
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SLP-00454

Tony Moreno of Velvet Records seems small in comparison to
his high rising stocking bins.

NTIQUE SCRCERY | FUNNY LP3 -
R o Inolude Latin Dance Halls

e Continued from puge F-18

Distributor _ _
family to come and have Sunday dinner, and they offer the

free boat ride to families then too. ;

- The average age of the Centro's clients are 18-25, and 80
al'm a d a & |'0d |'| g u e Z percent of them will be back three or four times a week. The
‘ dancing is excellent with appearances by Conjunto Universal
’ OF FLORIDA,INC. and Jovenes del Hierro. On Three Kings Day, the Centro
opened its doors to all Latin kids and gave them entertain- ‘ s !
ment, toys, free drinks and snacks and boat rides . . . all in SLP-00443
conjunction with WFAB-AM and over 15,000 people showed
up for the festivites.

v
-

3081 N.W. 24 Street Prices for dinners are very low, as are the prices for drinks. Miami Distributor

Miami, Florida This is a place to come and have fun, and not have to ge_zt

331:]2 Gl dressed up or bring a wallet-full of money. Centro Espanol is SONIDO y DISCOS
now known as “Centro de la Salsa,” because it promotes the 1160 S.W. 1st St., Miami, Fla. 33130
salsa music which two or three years ago was almost un- (305) 379-3262
known.

pedlin rodrigucz

PELLIN RODRIGUEZ

Rompamos el Contrato
Borinquen ADG-1254

Borinquen Records siempre
con el “Hit” del momento

Distribuido por:

Discos Borinquen Tropicana Records and Tapes Rio Piedras Records Mfg.
445 W. 50 St. 1545 SW 8 St. 1383 Ponce de Leon
New York, N.Y. Miami, Fla. 33135 Rio Piedras, Puerto Rico
Phone (212) 581-0655 Phone (305) 649-2110 Phone (809) 764-3960
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5 Radio Stations

Hot Sounds
For Latinos

Mostly it's salsa music for adults;
teens listen to English rock

By Art (Arturo) Kapper

to Latin radio.

here are five Latin radio stations operating
in Miami, WFAB, WQBA, WCMQ, WOCN and
WRIZ. The first three account for the great
majority of listeners, in fact over one-third
of all radio listeners in the Miami area listen

All the Latin stations are AM, but WCMQ is
expected to have an FM facility in a couple of
months. WOCN is the *‘beautiful music' sta-
tion, with commercials heard every 15 min-
utes, and meant for a specific segment of the

population. WRIZ was recently bought by Cubans, and has not yet gotten
off the ground as far as much needed equipment and a direction in pro-

gramming. Its audience has not yet taken shape.

Of the remaining three, WFAB was the first on the scene, having
started in 1962. There were other stations broadcasting part-time
then, but WFAB took over full time and was an instant success.
Owned by United Broadcasting, Leopoldo Justo is general manager
and Tomas Garcia Fuste is program director.

“Our daily programming goes like this: 5 a.m. to 9 a.m. news.
From 9 to noon it's music with Carlos Estrada, who plays a good dose
of salsa, our traditional music. Noon to 1 p.m. news followed by a
novela (soap opera) until 2. From 2-5 we have more music with Pi-
mintel Molina; 5-6 is news; from 6-7 people can call and talk about
news problems over the air; 7-8 is a musical contest called “Los
Pegaditos," run by Nestor Cabel, 8-9 live shows presented in a
theatre in our radio station; 9-10 a public opinion show; 10-10:30
news and from then until 5 a.m. it's more music—but of a softer
quality.”

The audience is mainly housewives in the age group of 35+, but
that has been coming down lately. As for music programming, we
have a committee which picks according to quality. If-it's good, it'll
geton the air. We are playing much more salsa now than ever before.
The bilingual nature of the city doesn't affect us at all. We program
in Spanish for the Latins. We aren’t looking to get Americans to tune
in, and if we did something in English, our audience wouldn't under-
stand us anyway. Also we are not catering to the teen audience, al-
though the latest ratings show that we are getting some.

Eduardo Rubio, WQBA-AM disk jockey and Mario Ruiz, the sta-
tion’s music director (top), are enthusiastic broadcasters. Car-
los Estrada and Teresa Napolis {(below) are on the staff of
WFAB-AM.

F-20
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The future of Latin radio in Miami is excellent.
Spanish radio will always be alive here.”

WQBA, with Herbert Levin at the helm, is something
else! In the latest ARB ratings for Miami, this station
rated number one of all stations, English and Spanish!
It wasn't until 1968 that WQBA was unified under one
program director, and in the spring of 1970 it went to
number one.

Its format could be called middle of the road in Span-
ish, broadcasting 10 hours of news daily. Music, in
terms of total time, is the secondary ingredient. A typi-
cal day at WQBA goes thus: 5-9 a.m. news; 9-11 music
with Alexis Fari; 11-12 noon a novela (soap opera); 12-1

vantages for Latins and we will be number one for the
next 20-30 years. We have the language, culture,
weather and ambience. As more Latins come into the
area more stations may come in and fragment the au
dience. Our programming may change, but well into
1999 we will be a leading Miami station."

Herb Dolgoff started WCMQ a little over a year ago,
and it is the success story everyone speaks about. Dol-
goff comes to Spanish radio with vears of radio experi-
ence behind him, as general manager of WQAM, a top
40 American station, and the driving force behind
WWOK, the highly successful tocal country station. Dol-
goff saw the other two Spanish stations programming

Three of WCMQ-AM’s air personalities: Tony Rivas, Hector Viera and Angel Martin.

p.m. news; 1-2:30 more novela; 2:30-5 p.m. music with
Eduardo Gonzalez Rubio; 5-6 news; 6-7 a talk discus-
sion show; 7-9 music with Carlos Luis Brito, originally
from New York; 9-11 another talk-discussion show; 1-
11:30 news and from then on music of a softer variety.

‘“Remember one third of all people who listen to ra-
dio in Miami listen to Spanish radio.

We play what the public wants to hear, and we arrive at
that conclusion by taking our own independent surveys
every six months and by watching record sales. | think
people are varied in their musical tastes and like differ-
ent kinds of music all in the same day. Music should be
a variety and we have no consistent formula. Mario
Ruiz is our music director. | think Latin music is more
vertical for Spanish people, and that Latins follow the
artists more than the product. We are not going after
the youth market. We may attract some, but it is not in-
tentional. We try for the 25-45 age group, and we think
that they like all kinds of music throughout the day.
Salsa has become quite popular lately, particularly
through the dances, and it is mixed into our playlist

“WCMQ plays a heavy salsa diet, and their ratings are
good, so we'll see what happens.”

This market is unique. One cannot take a style from
New York or Puerto Rico and expect it to be an instant
success. We'll be seeing more local groups making mu-
sic for Miami."

The future of Latin radio is the same as the future of
the entire Latin community—fantastic. Miami has ad-

block radio soap operas, with much news and ta!k%
felt a modern format such as was being used in New
York and Puerto Rico would would here.

Basically WCMQ has a Top 40 format in Spanish,
with news on the hour and half-hour and host of con-
tests, promotions and personality disk jockeys. The lat-
est ARB ratings show that we are the station that is get-
ting the Latin youth. Our estimates of the needs for this
community were correct. There is a need for an alter-
nate type of programming. This facility is on seven days
a week from sunrise to sunset. The bilingual nature of
Miami does affect-us. Since our audience has been liv-
ing here for over 10 years and listening to American ra-
dio, we put some goldie oldies into our format. There is
a bilingual nature to this station (all disk jockeys are bi-
lingual), although we only use Spanish on the air. Our
target is the 12-35 age group and teens are coming to
us in greater numbers."

Salsa is our main ingredient and we are very heavy in
its play. Prior to our coming on the air, little salsa was
being played, but now all stations have accepted it and
it has become the most important musical ingredient in
Latin radio. Our list is 50 percent salsa, picked by a
committee with me as the final arbiter. Since I'm here
almost all the time, there is no need to delegate author-
ity and hand out titles for fear the work won't be done.

"] think the success of many American radio stations
has been due to the reductior of commercials. Why do

{Continued on page F-22)
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Latin Music

® Continued from page F-16

The Fundoras left Cuba in 1960 and went directly to New
York, where they opened a record store. They left New York in
1968 and opened a store here. ‘At that time the market was
very difficult because people were not buying records,'” states
Fundora. They were buying food, appliances, homes—trying
to piece their lives back together. Also, local radio stations
were playing only the old Cuban music. Now things have
changed for the better. Raul Lemes, our sales manager, has
been fortunate in securing the service of Latin product in
Sears, Richards, Burdines, McCrory's, Jeffersons, Specs,
Record Shack and Music Makers.

“Salsa went from 20 percent to 60 percent of our business.
And, we distribute about 90 percent of the best salsa product,
and it dominates the music market now. Presently, we sell
over 100,000 records every three months. In the past, the de-
partment stores only stocked old Latin catalog items.

“All the labels we own are distributed in New York and
Puerto Rico,” Fundora continues. **We distribute in Tampa
and Key West where business is picking up considerably.”

Musical Records Co.

Eliseo Valdez is the chief of a myriad of businesses with dif-
ferent names and functions, all operating out of the same lo-
cation in Hialeah, and all having to do with Latin records and
tapes. Valdez was the owner of Discuba in Cuba and also the
RCA representative. When he arrived here in 1959, he started
Musical Records as the first of his distributing companies.

It is the distributor for all labels he controls—Musart, Dis-
cuba and Seida—throughout the U.S. and Puerto Rico. He
then decided to construct his own manufacturing piant,
named Record Distributors of America. It has 14 presses and
press about 1.5 million records annually. The Video Music
Corp. was born for the manufacture of tapes, and their prod-
uct is more Mexican than any other. To distribute in Florida
only, Latin Records takes care of the records and Musical
Tape Co. handles the tapes. His able right hand man for this
very large and sometimes confusing conglomerate is Ange!
Tamargo, a trué mixture of a Cuban-born/New York City
trained businessman.

Sunshine Records, under the guidance of Carlos Gonzalez
is the distributor for all Peerless and Eco product from Mexico
and the West Coast.

According to Tamargo, ‘*Cubans were never big record buy-
ers in Cuba, so why should we expect them to be now? Here in
Florida, a hit is when you can sell 10,000 LP’s. In Puerto Rico
50,000 would be comparable. The new generation here is
starting to become record buyers, buying mostly salsa and
American product. We don’t have much salsa in our catalog,

and no American product. But, | think salsa is a strong force
in this market, and we are bringing in some salsa groups that
are forming in Mexico now."

Carlos Gonzalez of Sunshine: “We handle Peerless, Eco and
Eli, all Mexican lines, with branches in Texas, California, New
York and Puerto Rico. 80 percent of the product is Mexican
and the other 20 percent is international. At this time we are
very hot in Los Angeles with Los Baby's, who are scheduled to
play the Centro Espanol in a short time. We want to introduce
Mexican rock groups and folk music stars to the Latins in
Miami."

Tape Duplicators of Florida

From 1962 to 1968, Aldo Vasquez and Carlos Garcia ran a
recording studio and tape duplicating studio in Miami. The
present firm was founded in 1969, and the first contract to
make 8-tracks was with La Flor records (60,000 the first year).
“Things have changed a little since then,' says Garcia. “*We
made over one million tapes last year!"

Their own maintenance crew keeps the 10 duplicating ma-
chines going all year long. “*Our biggest customers are Velvet,
Miami, Borinquen and TK Productions,"” adds Vasquez.

*'At this time we have no salesmen, both of us have been
taking turns traveling to New York and Puerto Rico to get
more business. We find word of mouth has brought us all the
new business we have ever got. When we get some new equip-
ment in a couple of months, we will try to get some American
accounts by using American salesmen.

‘Right now 95 percent of our business is Latin product, and
a hit in that market may mean 80,000 tapes, but remember
these tapes go out all over, not just to Miami.

““As for this market, 200 tapes was a hit in 1961. Now, we
know that 10,000 can be sold here of one number.”
Parnaso Records

Rogelio Lopez, president of the new label plans opening a
big branch here in Miami. In charge will be Jorge Beillard, for-
merly with Fania. Some of the artists that Beillard will pro-
mote and sell are Raphael, Polo Marquez, Juan Ramon, Leon-
ardo Favio and Jacomonte. A suitable location is now being
sought by Beillard.

Caytronics Records

Newest distributor to the area is Joe Cayre's Cayre Distribu-
tors of Fla. A warehouse has been set up with Jesus Godoy as
general manager. Among the labels distributed exclusively by
Cayre are Caytronics, Mericana, Arcano, Pronto and Carino.
Drago

Drago designs record covers. Arriving on a freedom flight in
1966 with his family, he first worked for the Miami Herald, but
soon went on his own. He now designs for Velvet, Borinquen,
Aro, Kubaney, Discolando and Glades (Henry Stone). Drago
follows the cover from the beginning to the finished goods. He
also designs logos and labels and in 1973 designed about 500
record jackets.
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Puerto Rico:
Alhambra Records Corp.
G.P.O. Box 2702
San Juan, Puerto Rico 00936
Miami:
Ultra Records Inc.
1522 S.W. 8 St.
Miami, Fla. 33135
Philadelphia:
Villanuevas-Asturias Corp.
401 West Girard Ave.
Philadelphia, Pa.
New York:
Casino Records Inc.
135 W. 23 St.
New York City, N.Y. 10011

Alhzgé;i}bra

RECORDS CORP

Distributors

A CARO
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< iulio
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Chicago:
Pan-American Records Inc.
3751 West 26 St.
Chicago, Ill. 60623

Texas:
Alamo Records Inc.
1926 Fredericksburg Rd.
San Antonio, Texas 78201

California:
Musica Latina Inc.
2360 West Pico Boulevard
Los Angeles, Cal. 90006

3 3 .
Latin Records officials Eliseo Valdez and Angel Tamargo: the

market is bueno.

Radio Stations

® Continued from page F-20

people tune us in? Primarily for the music, fast news reports
and the personalities, Tony Rivas, Angel Martin and Hector
Viera handle the music and Eugenio Bueno and Oscar Pinero
manage the news. The Latin market is dynamic, growing
population wise and economically, and sales for radio and
records will continue to rise."”

Manny Matos (left) of M&M Records is at home in the control
room of his studio, an engineer at his side.

auecre-TIGO-

Salute Latin Music Lovers EVERYWHERE

TITO PUENTE - LA LUPE « ISMAEL RIVERA
CHARLIE PALMIERI
VITIN AVILES - RAUL MARRERO - JAVIER VAZQUEZ
YAYO EL INDIO - LOLITA de la COLINA « CHITO
EDNITA NAZARIO - CABRERITA - JUAN CORONEL
HECTOR RIVERA < ROBERTO ANGLERO + RENY

JOE CUBA -

Artists

FLORIDA
SONIDD Y DISCOS
1160 S.W. 1st STREET
MIAMI. FLORIDA 33130

LOS ANGELES

G AND & RECORDS

2360 W. PICO BLVD.
LOS ANGELES, CALIF. 90006

NEW YORK
SKYLINE DIST. 0.
636 10th AVE.
NEW YORK, NEW YORK 10019

SAN FRANCISCO
ERIC MAINLAND DIST. CO.
1460 PARK AVE.
EMERYVILLE. CALIF. 94608

* VICENTICO VALDES

Distributors
PUERTO RICO HARTFORD
ALLIED WHOLESALE DIST. CO. LATIN RECORD SHOP
CALLE CERRA NO. 610. PDA. 15 294 MAIN ST.
SANTURCE, PUERTO RICO DD907 HARTFORD, CDNN.
PHILADELPHIA NEW JERSEY

VILLANUEVA ASTURIAS
401 WEST GIRARD AVE.
PHILADELPHIA, PA. 19123

APEX MARTIN DIST. CO.
467 MUNDET PLACE
HILLSIDE. N.J. 07205

CHICAGO
PAN AMERICAN RECORDS
3751 WEST 26th STREET
CHICAGD. ILLINOIS 60623

SOUTHWEST
ANRAY MUSIC DIST.
1905 E. YANDELL
EL PASO. TEXAS 79903

UNIVERSAL TV AND RECORDS
1453 N. MILWAUKEE
CHICABO. ILLINOIS

ANRAY MUSIC DIST.

1905 E. YANDELL
EL PASO, TEXAS 79903
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Recording Studios

@ Continued from page F-10

custom and in-house production work. **We have turned away
sessions in the past, because we thought that a group wasn't
ready to record, and even with the newer and larger facilities
that policy will continue. We're interested in quality, for our-
selves and our clients,”” says Michelle Scott.

Go to Orlando and one finds Bee Jay Recording Studios, ac-
tually located in Winter Park, an Orlando suburb. A 16-track
facility, having recently switched from 8-track, Bee Jay also
has a ‘‘lock’’ on the local market. Eric Schabacker, its presi-
dent, describes the studio’'s work load as *'40 percent com-
mercials, 40 percent custom and 20 percent production.”’ As
Schabacker sees it, Bee Jay is *‘one of the top three studios in
the state—and capable of competing with most East Coast
studios in terms af quality and consistency of sound.”

The studio itself, with its 8 and 16 track recorders, which
takes up some 1,100 square feet, has Schabacker's personal
touch throughout. It's spacious, well-lit and has well con-
trolled acoustics. The board, an Electrodine, has a number of
modifications built in, including monitor, panning and echo
systems.

Schabacker sees Orlando, and Central Florida in generalas
becoming the ‘“‘entertainment capital” of the Southeast.
“Walt Disney World coming here has brought us a lot of atten-
tion,” he says. *The youth market is here, as is the talent, and
more and more out-of-state promoters, agencies and produc-
tion firms are keeping a very watchful eye on the market.”
Schabacker isn't afraid of the competition either; he says that
even in the last 12 months his business has increased some
45 percent.

One of the studio’s major assets is its chief engineer, Bill
Vermillion. Rejoining Schabacker recently, Vermillion had
been music director for radio station WLOF in Orlando for
close to seven years. Well-known in the market for his ““ears,”
Vermillion is now spending his time mixing, as well as produc-
ing for Bee Jay. Also on the scene is Jim Katt, studio general
manager, who lends himself to producing, mixing, compos-
ing, and booking the studio. Like Schabacker, Katt has a fairly
extensive musical background, having played in a number of
rock bands in the state.

Summing up, Schabacker states: “’Our philosophy is
simple. We work with stage and studio talent on a one-to-one
basis, trying to extract the best from individuals. At present,
the company has grown to include the studio, an agency and
two publishing houses.

“Publicly, we're a full-service studio, offering custom
recording and commercials, as well as our own productions
for release. On the commercial end, we're quite active in jin-

Seven people help the public in the Sonido Y Discos operation.

gles, voice overs and slide programs—having found that it pro-
vides us a stable income."”

As for the future, Schabacker says that Bee Jay will be com-
pleting a production package for the groups Leonard Shively
and New Days Ahead and wili continue to create its own mar-
ket by maintaining strict quality controls on product recorded
there. “*Quality brings the business,’" he says.

Mention Jacksonville and one heads for the Norman Vin-
cent Recording Studios. Basically a two-man operation—Nor-
man Vincent, president/producer, and Tom Martin, engi-
neer—the studio, although involved in custom work and in-
house production, is primarily geared for commercial voice
overs and tracking. Vincent breaks the load down to 50 per-
cent commercials, 40 percent rental and 10 percent produc-
tion.

As with other studio owners in the state, Vincent is ‘‘very op-
timistic'’ over the recording potential that the state and Jack:
sonville have over the coming years. **We have had a 30-35
percent annual sales growth over the past few years and there
is no reason for the market to slow down,” he says. Presently
an 8-track facility, the studio will switch to 16-tracks by the
end of the year.

There is one other studio in the state and that is Titan
Sound Studios in Largo. Headed by the husband and wife
team of Chet and Marion Bennett, Titan boasts an MCI 16-
track console, recorders and some 1,000 square feet of work-
ing space.

As in the case of the other studios, Titan is also multi-fac-
eted, handling custom work, commercials and tracking for
films. Among some of the artists who have worked in Titan's
facilities are Jim Stafford, Thelma Jones, Mike Pinera, the
New Cactus Band and the Highwaymen.

**As one of the first multi-tracked studios on-the West Coast
of Florida, we have done a lot to build the recording trade
here,” boasts Chet Bennett. ‘‘More importantly,” he contin-
ues, “‘that business has grown steadily for us, as it has for oth-
ers in the state. | look for the growth pattern to continue
throughout the state and eventually having Florida get the
recognition it deserves as a recording center.”

| 233 W.UNIVERSITY AVE.
904-3733324
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Records & Tapes, Inc.
790 W. 27th Street
Hialeah, Fla. 33010
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P 1718* Los Solitarios
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Our team has been No. |
in the latin field in Florida
since 1964! we’re prond of it
and we are eager to continue
our offensive drive to cover
all positions of the

recording industry

Line - Up

Manuel J. Mato — Coach
Milton Levison —Advisory Comm.
~ Enrique Reyes — Quarter Back
Mariano Rodriguez — Wide Receiver
Melvin Noriega — Running Back
Frank Asencio — Tight End
Nibaldo Ferreiro — Center
Romeo Cesari — Play Kicker

Cheer Leaders

Mrs. Mato / Mrs. Reyes / Mrs, Rodriguez
Mrs. Noriega / Mrs. Ferreiro / Mrs. Cesari

Specialty Positions

Now Cover

Rack Jobbers
Distributors / Latin One Stop
Independent Records Producers

{(SOUND TRIANGLE RECORDS)
Publishers / Recording Studios

If you need a winning
team in Florida
we’ll love to hear from you!
of course we are
all “‘Dolfans” and we’ll
see you in Super Bowl 75

M & M RECORDS
DISTRIBUTORS, Inc.

501 West 28 Street
Hialeah, Florida 33010
(305) 887-4522
(305) 888-3358
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Ft. Lauderdale offers all the beauty of the state wi:(hin one hour's drive from Miami.
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Splendor Services Trade, Public Concert Areas

Live musical entertainment, serviced to hundreds of con-
ventions, trade show, fairs, clubs, schools, and concert halls
throughout the U.S., is the name of the game for Thurlow
Spurr, president of Orlando-based Splendor Productions.

Having formed the company some 16 years ago in Detroit,
and moving its headquarters to Florida in December, 1972,
Spurr is proud of the fact that in that time nearly 1,600 artists
have worked for Splendor, either as musicians or as the nu-
cleus of self-contained touring groups.

Relaxing at his Winter Park home with his director of talent
placement, Don Waisanen, Spurr reflects on the company’s
entry into Florida thusly. ““Coming here was one of our best
moves,” he says. "‘Business in the last year has nearly
doubled, in this market as well as nationwide, and our projec-
tions call for the maintenance of that growth pattern for quite
some time.” Obviously Spurr is not looking to Florida as a re-
tirement home, but rather as viable business center for his
profession.

“We are in the business of actually creating new groups,
which are totally self-contained, and sending them on the
road,” says Spurr. “While most of the time each group is re
plenished with new talent as an individual in that group might
leave, any group we might form from scratch is extensively re-
hearsed before we would even consider letting them go on the
road.” Presently, states Spurr, Splendor has some 16 touring
acts in the U.S. and Canada, including the likes of the Spurr-
lows, Garden Party and the Gatton Gang.

“If you were to break down our statistics,” he continues
*you would find that we do about 50 percent of industriali ori
ented shows, with the remaining 50 percent divided between
one-night concerts at schools and colleges, fairs, club dates,
and back-up work for major television productions and top
recording acts."

the country.

Bill Borkan and Bobby Dukoff seem relieved after working on a rough session

Among Splendors’ credits, accerding to its owner, are pro-
viding in-park entertainment for Busch Gardens, Los Angeles
and Tampa, as well as for the Disney complexes on both
coasts, the playing of some 11,000 high school shows and
450 college shows, the production of 20 albums, the produc-
tion of over 89 radio station ID tags and the production of
both music books and sheet music. As the bulk of the material
used by each act is original, Splendor also handies its own
composing and arranging.

Sales and marketing activities for the firm are handled
through the subsidiary firm of Waisanen Management Corp.
with offices in Orlando, Minneapolis and Phoenix.

True, Splendor is primarily a business for Spurr, but he also
recognizes the needs and problem facing countless young art-
ists, in that there are very few clubs and showcase rooms left
in the country where an act *‘can break in their routine’ and
possibly gain recagnition. *‘We constantly offer auditions for
new talent wherever we play,”” hecontinues. ‘i realize that the
options facing young musicians and singers are few and far
between, and whatever we can do for a young artist only helps
us, as well the music profession, in the long run.”

Carrying his philosophy even one step further, Spurr also
plans to open a music school, based in central Florida, and af-
filiated with the local colleges. ‘*We hope to be able to provide
living quarters and a good dose of musical education,” he
states. *'The scheol will be primarily designed as a finishing
school for those musicians and singers who have the technical
knowledge, but who have to learn now to tie it all together.

Future plans aiso call for the construction of a television
production facility in central Florida and the completion of a
fuily-equipped audio truck

. . . a feeling other creative people have felt around
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Consumer Electronics Firms Headquarter In South Florida

Consumer electronics is a major factor in the South Florida
market with a half dozen or more manufacturers in the Miami
area.

Several of the major firms are owned by Cubans who fled
to Miami more than one dozen years ago when Fidel Castro
took over their homeland. Topp, Dyn, National and Muskat,
headed by Cubans, continue to expand rapidly in this ever-
growing market.

A recent census report disclosed that more than half of
Miami residents are Latin Americans and it’s only natural that
some of these would enter a new field in their new country; a
field in which there was relatively little competition 10 or 12
years ago.

Topp Electronics, founded 14 years ago by Louis Topp,
has become a global company and is one of several U.S. man-
ufacturers of consumer electronic products doing domestic
manufacturing and assembly.

The manufacturer of Juliette branded merchandise
(Topp) has a new team in its product development division
and has continued to expand its marketing to mass merchan-
disers. George Kates, executive vice president of sales, ex-
plains the reasons behind Topp's decision to go into manufac-
turing of home entertainment units thusly:

“Even though most companies are importing from the Far
East, there is still a tremendous work force in the United
States,” he says. “*In our case we have over 800 employees
scattered around the country.”

Expanded assembly and manufacturing facilities in Miami’

and Los Angeles highlight Topp's growth pattern during the
past two years.

In Miami, Topp has increased assembly operation of its fa-
cility to include stereo speakers and clock radios.

All Juliette speaker systems are manufactured, assem-
bled, tested and packaged in Miami. Engineers have devel-
oped a number of cost-saving quality enhancing production
techniques.

Another asset in U.S. manufacturing is the ability to con-
trol quality. All Juliette modular stereo systems are now sub-
jected to a series of rigid performance and quality tests beforg
distribution. Incoming shipments are electronically checked
by trained engineers for any possible defects or damages.

Topps' Miami facility includes a huge, impressive show-
room and a plush executive office. Two blocks away is a gigan-
tic plant. On the west side of Miami International Airport is a
plastics plant and last year Topp opened a service depart-
ment building.

It also has offices, showrooms and warehouses in New Jer-

sey, New York City, Chicago, Atlanta, Montreal, Toronto,
Puerto Rico, Tokyo and Hong Kong.

Topp is.one of the pioneers in selling consumer electronics
through catalog showrooms which Kates claims i5 becoming a
booming important market. ‘‘We also sell to mass merchan-
disers—Woolco, K-Mart, Zayres, W.T. Grant, Jefferson Stores
and so on. We try to sell the large major accounts in a given
field. These stores often use their own private label for the Ju-
liette product,” Kates says.

Dyn Electronics Inc. was founded by Charles Dascal, presi-
dent, 13 years ago. It manufactures tape recorders, stereos,
radios and stereo components. Now, in 50 states including
Alaska and Hawaii plus Canada, Dyn is planning expansion in
Europe in a year or so. c

Dyn’s Miami building—a modern lavishly furnished
50,000 square feet, houses offices, warehouse facilities, as-
sembly production and showrooms. It also has technical and
engineering departments. A similar building is located in Los
Angeles housing many of the same facilities, and a showroom
in New York City was opened almost a year ago. Dyn has lia-
ison offices in Hong Kong, Tokyo and Taiwan which take care
of shipping, product planning, quality control and *‘staying on
top of the manufacturers to make sure their deliveries are on
time,” Dascal says, grinning.

All merchandising is done in Miami. Merchandising mean-
ing product planning. *‘Our engineers in the Far East continue
our efforts after we create the basic idea,’’ he explains. “They
work with our engineers and designers after we send our
ideas over there. At that particular point, they go to factories
and lay them out for production.”

All quality control is taken care of in Miami and Los An-
geles although each piece of equipment has been previously
quality controlled in Japan. Dascal feels the second quality
control performed in the U.S. is an added safeguard to any
errors overlooked. He added two assembly lines in Miami and
another 10,000 square feet in warehousing space recently.

Heavy in the automotive market, Dascal says that about
40 percent of sales are in car stereo 8-track players. Dyn also
has a matrix quadrasonic system for automobiles, the Dyn
“Quatro’” sound system.

Dyn has forged ahead into 4-channel although Dascal still
doesn't feel the market will develop for another year when
many of the radio stations will be transmitting 4-channel. *}
don't think there will be much consumer demand until more
software is available.”

“When you start from scratch, the only way you can go is
up,”" says John Maler, vice president of National Electronics,

Inc. (NEI) as he reports a 50 percent increase in business for
1973 as compared with 1972. “And in 1974, we expect to
grow another 50 percent. We've doubled our sales force and
have accomplished all our goals so far.”

As in the case with other manufacturers who are profiting
by using expertise in certain export areas, NEI grew out of
early involvement as a representative for Toshiba products in
the Southern Hemisphere.

NE! is really a twin operation here with National Overseas,
the export wing, and is headed up by Jack Chester, president.
The firm now assembles here and in other countries.

NE! expanded its Riviera product line of playback equip-
ment and decided to go after the U.S. domestic market after a
dozen years of successful marketing electronics in other
countries, principally South and Central America.

“We now cover from the Midwest to all the Atlantic states
and plan to go to the West Coast within two years,”” Maler
says.

NEI has been responsible for sales of Toshiba products in
numerous Latin-American countries, in the Caribbean area
such as the Dominican Republic, Puerto Rico, Venezuela,
Ecuador, El Salvador, Honduras, Bahamas, Virgin Islands and
Haiti.

Initially the U.S. firm handled only the finished goods from
Toshiba, but in 1966 when Venezuela took action to impose
strict import regulations on a wide range of finished goods, it
began to assemble electrical goods—mainly televisions and
radios—locally in Venezuela. Its annual transactions with
Toshiba, including purchases of component parts, now
amount to several million dollars.

NE! has branch offices in Puerto Rico, the Dominican Re-
public and Venezuela. It has a staff of 20 in Miami and also an
assembly plant for radio and television sets in the Panama
Free Zone,

“Riviera is the brand name we use for the domestic mar-
ket and we're also exporting some goods under this name to
Central and South America,” Maler says.

NE| works through independent reps, as Maler feels the
only way for a business to achieve high sales and financial suc-
cess is to offer employees an incentive to make money.

Riviera covers a complete range of consumer electronic
items from small pocket-sized radios, tape recorders, digital
clock /radio, radio phonographs, 8-track decks, 8-track multi-
plex, and stereo AM/FM multiplex. One of its newest products
is a portable radio with push button selector for time and
weather. ““We are the only U.S. company to import and dis-
tribute this,” he claims.

YOUR COMPLETE ONE-STOP FOR THE
MANUFACTURING OF RECORDS & TAPES

We have the complete facilities
to produce your records, tapes and
cassettes all under one roof. Top
quality, fast service for large or
small custom orders.

- Custom Pressing.
Tape Duplication

4380 N. W. 128 th. ST. Opa-Locka, Florida. 33054 TELEPHONE (305)-893-7211

Plating

Labels

Printing & Lithography
Design and Art Work

~Album Graphics
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his is a business

of relationships

and loyalties that

are not bought,

but earned,”

says LeasCamp-

bell, rock pro-

moter in his Co-

conut Grove-based offices. *‘A pro-

moter needs more than just dollars

to be successful. You must be pre-

pared to bleed for your artists.

When political problems arise, for

instance, with sheriffs, mayors, fire

and heaith departments, and on

occasion, even with governors, you

have to go in and fight for your

artist, for yourself and for your
public.”

President of Leas Campbell Ad-
ventures, Campbell entered the
Miami market two and a half years
ago when there were seven other
major production (promotion) com-
panies. A brief talk with Campbell
reveals that he paid his dues book-
ing small acts in small halls and
promoting college concerts in the
state of Florida a year and a half be-
fore going into business in Miami.
In a little over four years, he has
done 500 shows, starting out with
$400.

“Anyone going into this business
should serve some kind of appren-
ticeship, like a carpenter or
plumber, before tackling shows on
his own. There are two many pit-
falls,'” Campbell cautions.

During 1973 Campbell, often in
association with Howard Stein, pro-
moted 108 concerts with gross
receipts of over $3 million, includ-
ing the Allman Brothers Band, sell-
ing out 32,000 seats in the Tampa
Football Stadium. Another heavy
was the two-day Alice Cooper con-
cert at Pirates World, Dania.

| have an exclusive on the Miami
Jai Alai Fronton, states Campbell.

In 1973, Campbell's concerts at
the 6000 seat Fronton showcased
Jethro Tull (two days), Emerson
Lake and Palmer (two days), Log-
gins and Messina and the Steve
Miller Band.

Out of the 108 concerts, 56 took
place in Miami; others were in St.
Petersburg, Tampa, Palm Beach,
Orlando, Jacksonville, Gainesville,
Macon, Ga., Savannah, Ga. and
Little Rock, Ark.

Eight percent of the $400,000 a
year he spends on media is given to
‘radio utilizing all the rock stations
in the Miami area: WSHE, WHYI,
WQAM, WFUN, WMYQ, WSRF,
WBUS. The other money is spent on
print and television. He maintains a
full statf of seven and the night of
the show, employee numbers may
escalate to as many as 100 depend-
ing on the security requirement for
the facility.

“The public indentification is
great . . . kids know me when | walk
around the streets and it is a good
source of feedback on talent. We’'ll
talk about the show they just saw or
who they’d like to see. So, | may put
on a show which may not do well in
other major markets, but because
of regional differences will do well
here.”

Twenty miles to the north of
Miami is Fort Lauderdale and it is
here that Louise Wood and Kevin
McCarty recently formed Promo-
tion Associates, the only concert
promotion company based in Lau
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Yet some say

the market has only hit
70 percent of its potential

ﬁdale. Louise, a 29-year-old slip
of a girl, began her career as a com-
mercial announcer for a local de-
partment store and went into radio
at WFUN.

Both Louise and Kevin started in
concert promotion with Leas Camp-
bell. A year ago they moved to Ft.
Lauderdale and set up their two-
phone offices in a small home.

In the past several months PA
has put on concerts in South Caro-
lina, Atlanta, West Palm Beach,
Miami Beach and locally. Acts they
have booked include Lily Tomlin,
Joe Walsh and Focus in the South
Florida area.

“The greatest challenge,” says
Louise, “is picking the right show
for the right place at the right time.
The promoter just hopes and prays
he is right.”

Since PA is, at this time, “strictly
a local corporation” not under-
written by larger promotional or-
ganizations, the company's con-
certs will be mainly restricted to the
southeast portion of the country.
Louise feels that competition is still
“fierce.

“But, basically it's all a game.
Your instinct to play the best odds
can make the difference between
profit and financial disaster.”

The overhead at PA is about
$40,000 a year; not much by big
city standards, but still “'a lot of
money to make and a lot of pres-
sure.”

And so, night and day, the minds
keep working. What do concert-
goers in South Florida want to see
and hear? Where will the ticket sales
be best? |Is Palm Beach going for

Rock as well as middle-of-the-road music does well in the concert field. Concert South promoters Al Ar-
gomuniz and Albert Teebagy (above), see the future in promising terms.

rock and roll or country and west-
ern?

On her agenda now is a plan to
stage dances at the National Guard
Armory in Lauderdale.

“*Kids are dancing again and
there’s a need for that,” she says,
adding she hopes to get into some
“multi-media type shows.’

With the pressures of owning and
operating a business on your own
which was started from scratch,
Louise finds she has to train herself
to do many things at the same time.

**A promoter must maintain good
relations with concert hall man-
agers and sound equipment men
The job includes keeping out of the
way but knowing everything that’s
going on and making sure every
one is happy.'

As in any market where things
are happening, competition is
tough, and, working out of the Or-
lando suburb of Winter Park, an-
other major concert promoting
outfit can be found in L&S
Productions. Headed by Joe Lam
busta and Pete Shanaberg, who op-
erates out of New York City, L&S's
gross projections for 1974 range
around the $1.5 million figure, fol
lowing an approximate $3.6 million
gross over the past two years.

To Lambusta, the Florida market
can be a virtual *‘gold mine.” He
says that, although competition is
strong, many areas of the state, in-
cluding the Orlando market, are
“virtually virgin’’ due to the lack of
adequate facilities.

‘At present,” Lambusta contin-
ues, “‘every promoter in the state
has to rely on city-owned facilities

and sometimes there just aren’t
enough to go around. That's why

(Continued on page F-30)
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Indie Firms

® Continued from page F-4

chim and Rich Unger's Southbound Records, formed in early
1974. While they place the greater emphasis on what they
term ‘“‘southern rock’'n’roll,” Southbound is also involved
with r&b and pop product. Mainly, though, the firm is geared
to cater, as Yochim puts it, directly to those southern musi-
cians “‘who want a laid-back label, rather than a heavy city
operation.” They both do at, though, that Southbound is
actively seeking a national distribution deal through a major.

Turning to Ft. Lauderdale, one finds Mike Alger’s Universal
Media firm. Formed three years ago as a media buying serv-
ice. Now, however, UM! is into a mail order service on country
product; production of country music documentaries for ra-
dio; and production for its own UMI Records label. UM!'s first
release, scheduled for late March, according to Alger, will fea-
ture country songstress Yolanda Roberts.

Alger notes ‘‘that the business and talent is here. We just
have to develop it."”” Along those lines, UMI will be actively
seeking local talent to bolster its roster. Joined in business by
production director Lee Cash and general manager Fred Still,
Alger also plans to open offices in Canada in conjunction with
Broadland Music. From there, the next move is Australia and
England, all in an effort to spread UMI’s Florida music mes-
sage.

Turning further north, one finds Sound City Inc.’s Centura
Music (in Gainesville) preparing to release its first product.
Ron Sansone, Centura’s musical director sums up the divi-
sion’s plans by saying: ““Centura’s plans include the signing of
several artists to recording contracts; entry into the field of
motion picture and television sound-track composition and
recording; and the production of syndicated series of original
radio dramas."" While the creation of the division marks a new
direction for Sound City, the firm was originally formed by
Saul Silber in 1970 as a local audio equipment dealer. The re
tail operation remains active.

Formed close to two years ago by an enterprising college
graduate, Bobby Hudson, Rhythmic Sound Productions,
based in Jacksonville, makes country and rock music its bag.
Hudson, a performer himself, ties his roots closely to the

Nashville scene, but he is quick to emphasis that Florida is the
place with “‘potential.”

With this *‘potential’’ in mind, Hudson is actively looking for
production deals for a number of country-oriented acts, divid-
ing his time between Nashville recording studios and his Jack-
sonville offices. Meanwhile, though, Rhythmic is branching,
having recently formed a ‘‘record release evaluation and pro-
motional service,”” as Hudson puts it. The service, which direct
mails new product to over 300 college radio stations in the
U.S. and 30 state-based commercial stations, offers product
evaluation from an airplay point of view to firms which are not

geared to penetrate the market nation-wide in search of a
feedback on new single releases, states Hudson.

Also on the Florida production scene is Dick Starr’s Profes:
sional Programming firm. Started in 1964, Professional Pro-
gramming, while not disk oriented, produces radio specials
and features for worldwide distribution; produces radio and
television commercials; and acts as a programming consult-
ant for more than a dozen stations. Operating out of Miami,
Professional Programming utilizes its own four-track studio,
with an emphasis on total in-house production.

Howard and Ron Albert comprise an engineering produc-
tion team which has helped Miami become a booming music
center. With their own A&A Productions and affiliated with
Group 3, the young brother duo has been awarded 18 gold
records.

The brothers are familiar names in studios throughout the
nation and have worked with such super talents as the Aliman
Brothers, Wilson Pickett, Aretha Franklin, James Brown, Eric
Clapton, Stephen Stills, Black Oak Arkansas, Leon Russell,
the Steve Miller Band, Joe Cocker, Dr. John, Jimi Hendrix,
Buddy Miles, Joe Walden/Barnstorm and the Rolling Stones.

They are currently working with the Stones’ bassist Bill Wy-
man on his first single LP. Wyman is laying down a collection
of self-penned songs that are being recorded at Criteria stu-
dios and engineered both here and in California. Lending a
hand are Dallas Taylor, Miami conductor/trombonist Peter
Graves and singer Betty White.

Although the Alberts travel extensively throughout the
country, they are based in Miami because of their past suc-
cess at Criteria. Ron and Howie will be recording Capricorn’s
White Witch to be followed by a session with Black Oak Ar-
kansas.

Group 3—a fledgling production company headquartered
at Criterig, is staffed by the Alberts and Steve Paimer for the
purpose of recording new talent.

Palmer's duties with Group 3 are to seek out talent. He has
his roots deep into the music world and during the '60s was
involved with over 1,000 rock shows and concerts.

Group 3 has just released Bobby Jenaro's single “Tele-
phone Talk’” and an LP by one of Miami's top talent’s Mickey
Carroll.
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32 stations cover
the two county market

The following account of Miami radio is offered by Tom
Adams, himself an air personality.

When | first stepped down from the boxcar and blinked at
the dazzling sight that was South Florida sunshine, palm
trees, bikini clad sun worshippers, | said, “This is for me!"”
1965 was just getting underway. That was before | found the
average pay for a guy with 10 years experience in some of the
larger markets was around $125 a week, coconuts free.

Miami was the classic concept of a major market in radio,
ranked about number 25 nationwide. It followed the rut worn
by other, bigger cities. . . . Two rockers, WQANM pilcted by Lee
Sherwood, WFUN, Dick Starr PD, 3 MOR's WINZ with George
Cooper as PD, WIOD, Biggie Nevins PD and WGBS owned by
Storer.

Then it had.the necessary complement of black stations
... WAME and WMBM. . . . Twa classical stations WOCN and
one other, no longer with us whose name escapes me, two
country stations WOAH (wasn't that a great name for a
kicker?) and WGMA in Hollywood. WKAT was all talk. And
WRIZ which had just turned on in Caral Gables was doing real

Professionalism and excitement are halimarks of radio in
Florida.

Miami's WIOD-AM proclaims its motto for passersby to see.

didies . . . Glenn Miller, Buddy Morrow etc, and signing off at
sundown.

It had occurred to me then that someday some of these
large markets would get off their traditional thinking and real-
ize there was room for more than two of each in the area. This
Noah'’s Ark policy lasted about two more years before the up-
heaval. And Miami has since become an exciting radio town
along with Hollywood, Ft. Lauderdale and points North. And
South.

We currently boast about eight rockers, several MOR sta-
tions, only one country in Miami, five Cuban stations, three or
four wall to wall FM elevator music (as it's referred to) better
known as “good music."”

There are now 32 radio stations in the two county market
.. . amarket which recently became number 16 according to
the ADI, broken down, that is Miami number 25 and Ft. Lau-
derdale number 32. We also have seven TV stations in the
area. A conglomerate that rivals Los Angeles . . . we also rival

: 3
-
|

“-
- 4

It may not be New York, not even a Los Angeles, but
the radio market for Daytona Beach and Orlando can be
just as competitive, as well as quality conscious.

Taking a look first at Daytona Beach, there are three
stations in head-to-head competition, WMF J, WDAT and
WROD. WELE, a country station.is also represented

WMFJ, a property of Walter Weeks Broadcasting Co.,
is both AM, adult Top 40, and FM, “‘good music/easy lis-
tening,” as Dain Eric, the station’s program director,
puts it. Both 24-hour formats, AM is 1,000 watts non-di-
rectional, while FM is a 100,000 watter.

Describing the listening audience as *‘extremely sea-
sonal,"” Eric points out that programming at the stations
has to take into account that the city's population swells
from approximately 170,000 (locals) to nearly 300,000
during school vacation months or the Daytona Track car
races.

“We are aimed at an 18-34 audience,” says Eric,
“with AM tending to be more commercial during the day
and playing Top 20 at night. Like other stations here, we
definitely consider the tastes of the local population, but

( Radio In Daytona Beach
and Orlando Combines Concern
For Locals With Tourists

we also have to take into account the tremendous tran-
sient listening audience we have, and keep our formats
varied."”

Also, like the other stations in the market, WMFJ is
constantly promoting via remotes from the track, the
beach, as well as flying airplanes to attract the sun-
bather/listener.

Also with a 24-hour format is WDAT-AM, A “‘mass ap-
peal" station, according to vice president Richard Lange.
Broadcasting day and night with 1,000 watts, WDAT
blends both current products and oldies in its format, us-
ing a basic playlist of some 36 selections.

Although the market is extremely transient, Lange
states that UDAT ‘‘does place a heavy emphasis on re-
searching the local residents,” mainly the 18-34 group.
“*We have found that it pays off for us to cater a bit more
to the Daytona crowd, than base our format on coliege
students and tourists."

It's an “exciting market'" for Bob Belz, program direc-
tor at WROD-AM, broadcasting with 1,000 watts days

(Continued on page F-36)
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Rock
Concerts

® Continued from puge F-26
our recent agreement for exclusive rights

to the Orlando Jai Alai Fronton can't but
help our overall position.'’

(Throughout Florida an exclusive agree-
ment with a Fronton is a much sougtt af-
ter commodity for promoters.) The Or-
lando Fronton has a seating capacizy of
4,000.

Although based in Orlando, L&S's activi-
ties spread throughout the state, bocking
concerts in Hollywood, Miami, Tamga,
Tallahassee, and St. Petersburg. In Miami
they use the Sportatorium, sezting

A4
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12,500, and Miami Convention Center,
seating upwards of 9800; in Tampa it's
the Bay Front Center, seating 7800 and
Tampa Stadium, seating 36,000; and in
Orlando its the Sports Stadium, seating
10,000, and the Seminole Turf Club, seat-
ing 12,000.

In all, says Lambusta, L&S averages
*around 65-70 shows a vear.”” Some of
their top attractions have been such acis
as J. Geils, Humble Pie, Commander
Cody, Neil Young, Loggins & Messina,

Bette Midler, Johnny Winter, Pink Floyd,Deep
Purple, Frank Zappa, the Mahavishnu Or-
chestra, David Crosby and Graham Nash, and
the Dobbie Brothers.

Graham Nash, and the Dobbie Brothers.

““We are always very carefui in promoting
our concerts,”” Lambusta continues. *‘No
matter the market, we use extensive radio
spots on all the top local radio stations any-
where from 10 days to two weeks before the
concert. The spots, along with consumer
print advertising and posters, are always im-
portant here to the last day, because any
given concert will average 50 percent ad-
vance sales against 50 percent of the action
at the gate.”

Lambusta, who prior to joining forces with
Shanaberg was a booking agent with CMA
covering the South, claims that a number of
the top agencies are ‘‘now very anxious to
have their acts play the Florida circuit. They
realize the true dollar potential that can be
made here. The major labels have also real-
ized the market’s potential,”” he continues.

Young people’s music provides a major concert business for Florida promoters.

“It might not.be the best in terms of record
sales, but it helps to keep their acts working,
as well as helping to generate local and na-
tional interest in the artist.”

According to Lambusta, L&S's main bag is
rock, but he does say that the firm would be
exploring country and r&b oriented concerts.
While r&b and country are both **weak,’" rock
acts are the *'thing" here, he says. "If the
right facility existed in Orlando, we could pul!
10,000 people every other week."

Plans for the company include the con-
struction of a showcase club in the Orlando
area and an “‘exclusive’’ South American tour
they are putting together for the Alice Cooper
group. Not to mention the 70 or so concerts
planned for 1974's market.

Going westward to Tampa, one finds Gulf
Artists Productions and Margorie Sexton,
who started the firm in 1964,

Like the other major promoters in the mar-
ket, Margorie books concerts throughout the
state, including such cities as Miami, Or-
lando, where she has a joint working agree-

('/"
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The hard times are coming!

Everbody needs to save money.

With prices going up and sales leveling
off or dropping, many companies are
starting to cut their advertising budgets,
postpone capital expenditures, and reduce
travel allowances.

Coin of the realm

Lets take alook at a case in point.

Not too long ago a hotel came to
CHARGE-A-TREADE with a proposition.

Simply stated it went like this.

“We are able io trade for all the
advertisin%needed. Being a deluxe hotel,
located at Disneyworld, media trades are
available. The problem is the gas crisis
and overbuilding in this area have caused
occupancy levels and revenues to drop.
We need floor coverings for our lower
level which we are now completing for
guest use, laundry equipment for maids
uniforms, printing and many other costly
items.”

The hotel’s comptroller interjected here
that he thought they could use “as much
as $250,000 a year for additional capital
expenditures.”

‘Here's our proposal: We would like to
trade for these items. We'll join
CHARGE-A-TRADE and ogfer your
members not only our facilities for
vacation and ineentive use but also for
business meetings and conventlons if you
can provide some of these items.”

e accepted the challenge.

Product trades to help fulfill their
specific needs have now been coasumated
to the tune of $38,229, IN JUST 43 DAYS.

New business is now being booked that
will amount to tens of thousands of dollars
ﬁer year which they otherwise would not

ave received. .

Without sacrificing prestiges, this
deluxe resort has bettered its sales and
profit position.

If you work out the mathematics you’ll
see that by national averages this member
is now saving over 60% on all “purchases”
made through CHARGE-A-TRADE.

That's what we mean by barter giving
you a competitive edge.

Net cost per sale
hWe have dozens of case histories like
that.

In the broadcast industry, one member
has received over $17;000 in advertising
since joining. Cost of their providing this
advertlsmg" In the words of their
Eresxdent Free to Us”. The station has to

e on the air anyway; to run additional ads
does not increase cost.

One of our members, a cruise line, was
preparing a ship for a ‘round the world
cruise.

They purchased new generators.
carpetm%l 3 mini bikes to provide the
crew with transportation in various ports,
printing and even advertised the cruise
without laying out a cent.

They are now paying for those
purchases by providing the cruise to one
of our members.

Another manufacturing member had a
new product line they wanted to launch.
They had endorsements by leading sports
personalities, but since it was close to the
end of their fiscal year they didn’t have
any budget left for advertising. If they
waited they would miss the Christmas
season. With CHARGE-A-TRADE they

printed sales materials, advertised, and
within just two months had the product
line in the black.

As with most case histories, we cannot
take 100% credit for all these successes,
Our members serving each other create
the success, we just provide the method.

We have it

Helping you to trade for products and
services for which you're now paying
cash, is our objective.

Diesel generators used for standby
power by hotels, broadcast stations and
manufacturers.

Office equipment, carpeting and
furniture for your stores, offices or plants.

Advertising that targets in on the
demographic groups in the geographical
areas you want.

Printing of your catalogs, brochures,
rate cards, letterheads, business forms,
etc.

Airplane charters, international airline
tickets to select destinations, hotels in
many domestic and some foreign markets,
cruises and other travel for business
meetings. vacations, incentives or to
house executives.

Real estate, hair dryers, recreational
vehicles, boats, watches, tents, motor
bikes, flying lessons, china, stereo
equipment, golf equipment, silverware,
wigs, art objects, radios, rings and many
other such items for use as sales
incentives, gifts, or prizes.

“What if you don't have a member
corporation offering a product we want to
trade for?”

If that happens, fill out our Special
Request Form and mail it to us.

Also be sure to watch the inventory

How to get results

bulletin and classified advertising we send
out. These lists contain hundreds of items
not normally offered by member companies.

We'll never trade!

Some companies we’ve heard of, and
even a few we have talked to, said, “We
never trade.” They continue to tell how
they don't have to trade because they
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