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DISCWASHER
D4 SYSTEM

discwasher”

™

Hi-Technology d
Record Cleaning FIU!

SEE DIRECTIONS
AND CAUTION OTHER S!

Ney Conterts 1.25 11 az €26 g7ce)

A NEW STANDARD
OF RECORD CARE

NEW D4 FLUID

Inherently more active against record contamination.
Inherently safe for record vinyl. Preferentially
absorptive formula carries all contamination off the record.

NEW D4 FABRIC

Unique directional fibers preferentially remove fluid
and contamination. D4 fabric results in clearly better
cleaning, better drying and ultimately residue-free surfaces.

UNMATCHED VALUE

The Discwasher D4 System is enhanced by the durability
and aesthetics of the hand-finished walnut handle.
Included in the D4 System are the DC-1Pad Cleaner and
new instructions.

discwasher’

PRODUCTS TO CARE FOR YOUR MUSIC
Discwasher, Inc, 1407 N. Providence Rd., Columbia, MO 65201



The new Slimlines.
Stereo that will knock their eyes out.

KR-80 Slimline DC Receiver. 27 Watts per channel, KA-80 Slimline Hi-Speed™ DC Integrated Amplifier.
min. RMS at 8 chms from 20 Hz to 20 kHz with less 48 Watts per channel, min. RMS at 8 ohms from 20 Hz to
than 0.05% Total Harmonic Distortion; voltage synthe- 20 kHz with less than 0.03% Total Harmonic Distortion;
sizer tuner with digital readout; memory preselects; hinged front panel.

auto scan; LED power indicators.

KA-60 Slimline Integrated Amplifier. 30 Watts per KT-80 Slimline FM Stereo Tuner. Pulse-Count Detector;
channel, min. RMS at 8 ohms from 20 Hz to 20 kHz with Servo Lock Tuning.
less than 0.08% Total Harmonic Distortion.

KT-60 Slimline AM/FM Stereo Tuner. LED tuning
indicators.

GE-80 Slimline Graphic Equalizer. RA-80 Slimline Reverberation Amplifier.
Feast your eyes on the new Slimline™ compo- digital timer, and reverb unit. All have our bold,
nents from Kenwood. new low-profile styling, designed to appeal to

We took Kenwood high technology and gaveita  everyone from first-time buyers to the most
sleek, low profile. This is high performance witha  demanding listeners. At popular prices, with
sense of style. Stereo that looks as good as it sounds. margins that are anything but slim.

And it’s going to be the hot-selling look of the 80’s. The new Kenwood Slimlines. Great sound
The line consists of two integrated amplifiers never looked so good.

and tuners. A high performance DC digital Kenwood, 1315 E. Watsoncenter Rd., Carson, CA 90745.

synthesizer receiver. Even a graphic equalizer, Or 75 Seaview Dr., Secaucus, N.J. 07094.
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MEET THE STAFF

Rolling Stone’s loss is High
Fidelity Trade News’ gain. We are
referring to the latest addition to
the staff, assistant editor Jeri
Simon who joined us last month
from Rolling Stone’s editorial
department. Jeri, like HFTN’s
technical editor Gary Stock, is one
of the few hi fi trade editors who
has worked on the retail floor of a
hi fi store. (She spent her year at
Crazy Eddie’s in Paramus, New
Jersey.) And like HFTN associate
editor Cindy Morgan, she is also
well-travelled, having visited
Europe and the Soviet Union. Jeri,
a recent graduate of St. John's
University, received her B.S. in
Communications; a year of her
studies was spent in London.

JACK CARTER ASSOCIATES
GROWING WITH THE SOUTHERN CALIFORNIA,
ARIZONA, AND LAS VEGAS MARKETPLACES FOR
OVER 25 YEARS.

A wholly integrated sales and marketing
company offering Warehouse Facility — fully-
equipped Training Center — full time Sales
Trainer — bi-monthly Newsletter — dealer “Sell
Thru”* program — direct mail.

JACK CARTER ASSOCIATES

10825 Burbank Blvd.
North Hollywood, CA 91603
(213) 980-3450
(714) 297-3205 San Diego  (602) 279-9581 Arizona

Representing Lines That Mean Business
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BUSINESS IS A MATTER
OF NUMBERS.
IF YOURS DON’T MEASURE UE,
LOOK AT THESE.

Some lines are profitable, some aren’t. Some are
promoted enthusiastically, some are not.

One thing is certain. What you don’t need is a store
full of hi-fi equipment that is not top quality and
does not sell.

So if your sales profit figures don't measure up,

NAGAOKA
ACCESSORIES
A brand-new line
of audio acces-
sories from Osawa,

sure to bring repeat traffic
into your store. Designed
for everyone from the
impulse buyer to

the dedicated au-

diophile. Never
heard of them? \ “ -
You'll be hearing

plenty about them

in the year ahead.

units of
highest

DISK MATS

Audio critics have raved
about how Disk Mats
improve the sound of
music by damping vibra-
tions and adding weight and
mass to turntable platters.
The SE-22 Disk Mat and our
new model, the OM-10, will
be winners with critics and
customers alike.

[y ey

HECO SPEAKERS
Hi-fi enthusiasts all over
the world know about
the high quality of Heco

speakers. . |

els to choose from —ail
compact, three-way
acoustic suspension units
with high sensitivity and
outstanding frequency
response.

ULTRACRAFT
TUNEABLE™TONEARMS
Audiophiles love 'em—

All are silicone-

damped unipivot

quality. #
They're suitable

for use with virtually
any cartridge on the market.

these will help to change them — seven different
profit lines from Osawa, the Measure of Quality.
Lines you should pay special attention to if you
carry Osawa—even more attention to if you're not
an Osawa dealer yet. Every one is top quality, and
all are heavily promoted to your customer.

SATIN®CARTRIDGES

A Satin Moving Coil Cartridge
for $99.95? You bet. And there
are three other Satin Moving
Coil models, too
—all with user-replace-
able styli, and all with an
output level high enough
not to require a transformer
or pre-preamplifier.

HIGH-CONTRAST

MP CARTRIDGES

The Osawa high-contrast cartridge
—totally free in stylus movement,
totally rigid in fixed structures —
is now available in six models. The new
MP-10 lists for only $59.95. The
top-performance
MP-50, the cartridge
vou don't listen to, but
listen through, is
priced to sell for
$299.95

"N -

)

J

OSAWA

SALES REPS

You can find them —and all
of our terrific numbers by
calling (800) 223-1950/51.
In New York, call

(212) 687-5535.

SEPTEMBER, 1980

s OSAWA

for the first time, Osawa
The Measure of Quality

has brought them to the
USA. There are four mod-

OSAWA & CO. (USA) Inc., 521 Fifth Avenue, New York, New York 10017
Distributed in Canada by Intersound Electronics, Montreal, Quebec
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MEMOREX HIGH BIAS TEST NO. 5.

WHICH HIGH BIAS TAPE
STANDS UP TO A GENRAD
REALTIME ANALYZER?

= - — _
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The GanRaa 1995 Integrating Real-Time
Analyzer measuied signals from a
Nakamichi 582 cassefte deck. Input
SIGNAl SOWCH wits “pink noise” at O0B
{200 nanowebers —standard record
tevel) If you'd like a copy of the fest
results, pleass send a seit-addressed,
stamped business-size envelope to the
adaress below. Ask for the GaoRad Test.

r
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The GenRad 1995 Real-Time Analyzer is
among today's state-of-the-art devices for
accurately measuring and displaying audio
signals. That's why we used it to show that
MEMOREX HIGH BIAS is today's state-of-
the-art high bias cassette tape.

When tested at standard recording levels
against other high bias tapes, none had
a flatter frequency response than
MEMOREX HIGH BIAS.

And, the signal/noise ratio of MEMOREX
HIGH BIAS proved to be unsurpassed at
the critical high end.

Proof you can't buy a high bias cassette

that gives you truer reproduction. And isn't
that what you buy a o
high bias tape for? - I\
re %

Is it live. or is it |

MEMOREX [

;1)
-

MEMOREX 90

HIGH BIAS

Memorex.




IT'S JUST
LIKE
BEING
THERE

AKG
K-340
ELECTROSTAT

DYNAMIC
HEADPHONES

%, AKG ACOUSTICS, INC.

77 SELLECK STREET
STAMFORD, CT 06902
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LETTERS

Also Sprach
Business Week

To The Editor:
I have just received your issue dated
May 1980, and I was immediately
struck by the article ‘““The Graying of
Hi-Fi: Where Do We Go From Here?”
Oddly enough, Business Week pre-
dicted such a ‘‘graying’’ over a year
ago, and its recommendation was that
dealerships learn to cater to the older
buyer — what your author calls ‘“‘the
serious and devoted listener to either
classical music or to (sic) jazz . . .”
Few of your readers will ever have
heard of Source Engineering. Since

Kerry Gaulder
Source Engineering

1976 we have been making equipment,
beginning with a one-way noise reducer
that actually works, intended for the
collector who’s more interested in the
musical content of a recording than in
sound for its own sake, but who’d nev-
ertheless like to make the best of the
sound for the sake of the performance.
We knew that this market was only
five to ten percent of the then current
hi-fi public, but that’s a lot for a small
company.

Buoyed up by numbers of enthusias-
tic letters from buyers, in 1978 we un-
dertook to ‘‘go public”’, as it were. We
signed up reps (including, for example,
LCA Sales and Gateway Audio) who
believed as we did that there really is a
market for products of that kind which
really do work. We worked up a pro-
duction schedule, and assigned targets
for various territories that most reps
considered laughably low. . .

And ran straight into what was ob-
viously a major problem. The dealer.
Many of them, as reported to us by
reps, were most impressed by the per-
formance, and not too turned off by
the rather plain styling, of our prod-
ucts, but ‘‘didn’t see a market’’. Or
“‘would definitely order, but not just
now”’. Or tried a very few units, but
never did learn to sell them.

Hard to reconcile with all those en- l
thusiastic letters? At first sight, yes.
After careful thought, perhaps no. |
Business Week may turn out to be
right in the long run. In the short run,
this is what seems to have happened:
about eighty percent of all dealers were
young rock fans in the ’sixties and
early ’seventies, and found it both easy
and congenial to cater to the same type
of young buyer with lots of spendable
money and a taste for Mind-Blowing
Sound. Mostly, they had and have no
idea what a serious collector of fine
performances is looking for; with the
rise in influence of the ‘‘producer’
and tape editors, modern recordings
may sound spectacular, but relatively
few sound much like anything you’d
hear in a concert hall. Modern orches-
tral playing isn't particularly ‘taut’;
easy editing-out of mistakes makes for
rather routine performances. (I'd
rather listen to Koussevitzky’s 1935
Also sprach Zarathustra than to most
modern performance of the same
work, for that reason.) If stunning
sound is primary, then obviously mu-
sic’s secondary . . . but I digress. It
was easy to sell to kids, so who cares
about the persnickety collector? Until
last year. Before then, affluent kids
could drive their cars and have fancy
hi-fi systems to play The Who or
whatever on. Unfortunately, the typi-
cal kid’s first priority is his car; young-
sters stopped buying records and hi-fi
gear in droves, simply to be able to
pay 80¢, 90¢, $1, $1.20 a gallon to
feed their Wheels.

It happened, perhaps, too suddenly.
Whatever a dealer’s musical taste or |
lack of it, he likes money, and given
time he might have followed Business
Week’s advice, to learn to cater to the
Silver Foxes. But instead he panicked;
he retreated to the Basics (receivers,
turntables, speakers, cartridges, tape
decks). One can’t blame him, [ sup-
pose; not for that. But, IF YOU
TAKE THE TROUBLE TO LEARN
HOW, you’ll probably be much better
off learning to cater to an almost un-
tapped section of the market than des-
perately competing with each other for
the greatly diminished Kiddie Buck.

We’'re far too small to be able to
persuade dealers of the value of ex-
panding their horizons, particularly
considering that many of them have
made up their minds that they Simply ’

Can’t Sell the products of Source Engi-
neering. But it’s all put us in a rather
odd position. Though we tried the con-
ventional route, we’ve done more dol-

Continued on page 10
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Now that
other tonearms
are finally

going
straight. ..

It's evident that other tonearm manufacturers
are learning what we’ve been stressing for
many years. Curved tonearms contribute
nothing to record playback except more mass
and instability.

But there’s more to tonearm design than the
shape of the tube. Much more.

There’s the pivot and bearing system.
Settings for balance, tracking force and anti-
skating. Resonant frequencies and amplitudes.
The range of cartridges to be accommodated.
Total effective mass.

Those who sell Dual turntables know exactly
what we mean. And why the Dual tonearm
convincingly outperforms all other tonearms.
ULTRA LOW MASS SYSTEM.

When a conventional (18 grams) tonearm
and cartridge combination tracks a record with
a I-millimeter warp (barely visible), harmonic
distortion reaches 11.5 percent. Dual’s exclusive
ULM tonearm and cartridge system reduces
harmonic distortion to only 0.012 percent.
That’s an incredible—and audible—difference of
958 percent!

When you consider that just about every
record manufactured today is warped, ULM
is not just desirable—it’s essential.

TUNABLE ANTI-RESONANCE.

Another Dual exclusive. Dual’s tunable anti-
resonance filter matches the ULM tonearm to
the mass and compliance of any conventional
Ya-inch cartridge. Acoustic feedback and

vibration sensitivity are reduced, tracking
ability improved . .. and the sound is audibly
cleaner.

Behind these newest Dual advances are the
other elements of the totally engineered Dual
tonearm svstem.

GYROSCOPIC GIMBAL SUSPENSION.

The four-point gyroscopic gimbal centers and
balances the tonearm exactly where it pivots.
Tracking force is set around the vertical pivot,
maintaining the tonearm’s perfect dvnamic
balance throughout play. Tracking force
remains constant and perpendicular to the
record even if the turntable is not level.

In sharp contrast, tonearms that apply
tracking force by moving the counterbalance—
or some other weight—forward are actually
unbalaneed during play. Under typical
plavback conditions, tracking force cannot be
preciselv maintained.

DUAL’S LEGENDARY RELIABILITY.

Everyone who sells Dual turntables appreciates
this every time a customer takes one home.
The Dual stays there. And that's an important
difference when it comes to profitability.

In short, it's one thing to make a tonearm
that's shaped like a Dual.

But that’s a long way from a tonearm that
performs like a Dual.

And that’s telling it as straight as we can.

United Audio, 120 So. Columbus Ave.,

Mt. Vernon, NY 10553. ﬂ I
ud




AN EDITORIAL

POSITION HIFI AS THE "GOOD LIFE"

Elliott White Springs had a way with words, and since he knew little else about sheets the day he took
over his father’s textile business in 1931, he chose to capitalize on that ability. Springs chose to use sex
to sell sheets — and by that we mean cleverness and pizzazz, not sleaziness — in what was considered
a scandalous move for the forties. One typical ad showed an alluring Indian maiden swinging on a
sheeted hammock in which lay an exhausted Indian lad. The slogan? ‘‘A buck well spent on a Spring-
maid sheet.”” Springs also captured attention by appointing as vice presidents Lowell Thomas (Commu-
nications) and Gypsy Rose Lee (Unveilings).

To his competition, at the time, a sheet was simply something which covered a bed; all sheets were
the same with the lights out. Headlines which made a wealthy man of Springs did not read, ‘“‘Our
sheets are 200 thread counts per square inch.”” He avoided the ‘‘technoid” trap. Those who, like
“Colonel’’ Springs as he was called, have adopted now-classic advertising techniques of transference
simply sold more when allowing the reader/consumer a chance to relate to the product. Successful ads
— then and now — make the reader part of the good life, rather than put him off by exposing him to
dry recitals of corporate statistics.

Some consumers think a hi fi is something which just plays music. In order to grow and reach our
potential, those of us in the audio industry must, too, reach out and present our product in an appeal-
ing, theatrical way. Consumers must come to believe they ‘‘must have’ hi fi. In an industry so dra-
matic, why is it so difficult for us to capture and bottle that excitement at retail through our advertis- !
ing and promotion? The tingle of bells, the shudder of bass drum rolls, the aching sweetness of violins,
the shocks of 1812 overture cannon blasts are made to fall on no-one’s ears but our own. Why is it
that less naturally stimulating industries like the greasepaint and gluepot businesses can take a little
beeswax and dye and make their products so vital to our lives when we in audio cannot? Perhaps it is
time we learned from the Snake Oil salesman; he charms folks into believing the product is necessary
and therefore he is able to sell it successfully.

We need to get out of our stores and into the real world. We need to brainstorm to create new ideas
for our promotions which will stimulate new markets and our own sales people as well. Particularly at
a time when the amount of advertising and promotion dollars spent must be evaluated more carefully
than ever before, the actual content and character of those ads must also be reconsidered. Read the
cosmetics ads, the car ads, the camera ads. Consider what makes those products fall into the hands of
potential buyers, and consider if some of those approaches can be tailored to your own ad mix. Like
Olympus Camera, you may not be able to afford to hire the vivacious Cheryl Tiegs to back your prod-
uct — though it is said she raised sales for this 35 mm camera company 229 per cent — but creative
theatrical advertising need not bankrupt you. '

As you read our series “How Dealers’ Advertise’’ this month, and every month, don’t fall into I
thinking you must stick to the same war horse campaigns upon which you have always relied. You may l
find that, like Colonel Springs, stepping beyond the traditionally accepted boundaries of your in- ,

dustry’s advertising and promotional techniques may be one of the keys you hold to a more successful
future.

LETTERS

Continued from page 8

lars in direct sales to very enthusiastic
customers than to essentially bored, in-
different dealers.

So we’'re doing a thing that many
dealers will resent very much. Though
we very much want dealers who'll
learn our line and our market, and do
| a respectable volume, we’re now ac-

10 HIGH FIDELITY TRADE NEWS

tively discouraging them by tying dis-
counts to annual sales volume, so that
it isn’t too attractive to start with our
line. We’ve always offered exclusivity
in a given market; but we don’t need
an exclusive dealer who buys three
pieces and sits on them for the next
year because he can’t or won’t sell
them to the kind of customer who
writes us the enthusiastic letters. Our

and it’ll be crystal clear to any pro-
spective dealer that the only way he’ll

l
discounts range from 20 to 45 points; ]
[

make money with our line is to work |
at it. No more Special Introductory |
Offers. No more 40 points for 3 pieces,

mixed. '

C. F. Kerry Gaulder

Very truly yours, )

Source Engineering
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We all know that ‘‘sure things'' are

rare these days. Especially
in the hi fi business.

But at SOUND DYNAMICS
CORPORATION, we've built our
entire success on removing the
uncertainty from the stereo
business. And adding profits.

How do we do it?

We do it at our Canadian
speaker plant where we have
created the most unique, most
exciting high efficiency
loudspeaker line. We do it with an
extra degree of accuracy which
makes this high output line not
only great for rock, jazz and disco
but also very enjoyable for
classical tastes.

=i

We do it not only by engineering

outstanding loudspeaker designs
but also by manufacturing each

and every piece of our speakers,
including the hand-wound voice
coils, precision-tooled metal parts,

individually air-dried epoxy glue
assemblies, aluminum castings,
crossovers, cabinets, grilles and
assemblies.

We do it with an attention to
quality which has become rare
everywhere in the world today. We
do it by designing, building and

marketing speaker systems for the
real world of musical pleasure
which we and our customers know
so well.

We do it with a dedication to our
products’ ‘‘high output/improved
accuracy'™ — winning formula. We
do it by finding a small group of
aggressive audio specialist
retailers who believe in us, our
product and our story. We do it
with such a degree of excitement
and sincerity that we have found
overwhelming support from our
dealers and distributors
throughout the world.

We do it with possibly the
highest dollar sales per dealer
location, per model of any speaker
line in the world. We do it with low
selling costs which provide
excellent dealer margins. We do it
with a product-engineered sales
story so unique that both dealers
and their sales staff sell with such
enthusiasm that they close sales
more effectively.

Right now, we're looking for the
right dealers and distributors
throughout the world. Dealers who
like the idea of really getting
behind something great that sells
fast and stays sold.

SOUND DYNAMICS is many
dealers’ idea of a genuine gold
mine. And it's your chance to start
something now which will make
your next years the best you've

ever had in speaker sales.

If you know your company has
that special understanding of the
high quality speaker technology,
the name brand speaker market,
then give us a call to arrange for a
full marketing meeting, a
technically comprehensive product
presentation, and a complete
speaker line demonstration in your
showroom.

How to invest in a Canadian gold
mine? Contact George A. F. Baker,
International Sales Director,
SOUND DYNAMICS CORP., 161
Don Park Rd., Markham, Ontario
Canada
(416) 495-0050
TLX 06-966678 apimkhm

SOUNDDYNAMICS|




SOUND ADVICE

for men in their 20s

Each month millions of young men tune in
to oui magazine’s no-nonsense, street-smart
advice. That’s because oui is as essential a
component of their lifestyles as a quality sound
system. oui addresses their concerns in direct,
straightforward terms. Young, affluent, well-
educated men find all they need to know in the
magazine that catches their eye and ear. The magazine
that speaks to them on their terms, loud and clear. oul.

£ 1980, Playboy Publications




'Fair Play'
Called For
By APAA

American manufacturers have been in
the frustrating position of trying to
build a market in Japan like the Japa-
nese have done here, and have met
with a variety of obstacles — many
natural, many they feel are induced by
Japanese distributors. The Automotive
Parts & Accessories Association
(APAA) has released a statement call-
ing on the Japanese to extend *fair
play” accommodations to American
exporters. The APAA has testified be-
fore the U.S. Senate Select Committee
on Small Business concerning ‘‘Non-
Tariff Barriers to Selling in the Japa-
nese Market,”’ hoping that the federal
government might be able to insure the
‘‘equalization of trade’’ between the
two nations.

According to Julian C. Morris,
APAA President, Japanese distributors
have utilized a ‘‘variety of strategems’’
to keep American products off limits.
“Overly complex accuracy testing,
product quality standards and dis-
couraging delaying tactics are among
the exercises that make it difficult if
not impossible for Americans to sell
effectively in this market.”” Morris
went on to say that some exporters be-
lieve that no matter how low Japanese
tariffs become, there will be “‘no ap-
preciable flow of American products in
the discernible future to Tokyo and
other ports of entry unless our imports
are accorded the same competitive con-
sideration that Japanese products re-
ceive in U.S. markets.”

A manufacturer of battery testing
equipment, doing extremely well in the
international market with the glaring
exception of Japan, further explained
the situation. ‘‘Our biggest problem is
that the Japanese will not accept UL
approval or independent U.S. labora-
tory approval even when we comply
with Japanese specifications. Products
must be tested in Japan.

““You send them a unit for testing.
Months go by. After many letters,
telexes and phone calls, you are finally
told the product failed the test. You
request information on what caused
the failure. They are unable to give
you an explanation.

“You can spend years trying to enter

the Japanese market. It takes thou-

| sands of dollars in telephone calls and
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telexes, much more in going there to
meet with them.”

Successfully entering the Japanese
market is a long, frustrating and all
too often unrewarding process, some-
thing which the APAA is trying very
hard to change.

New Discs
From Discwasher

Discwasher has recently released for
distribution three unique new records,
all on different labels.

“Kings Row,’’ a symphonic suite of
the film score by Erich Wolfgang
Korngold and performed by the Na-

KinGs Row

tional Philharmonic Orchestra, re-
ceived its premiere recording on Chal-
font. The album includes extensive
notes on the movie, music, composer
and recording.

The Hawaiian legend, ‘‘Boy With
Goldfish,”” a fantasia for soloists,
chorus and orchestra, has been given
its world premiere recording on Varese
Sarabande. Composed by Jerre Tan-
ner, Leon Siu and Malia Elliott and
performed by the London Symphony
Orchestra with Lee Holdridge, ‘‘Boy
With Goldfish’’ is probably one of the
most unusual compositions recorded in
the digital format to date.

Denon PCM, along with Disc-
washer, has just released the first digi-
tal recording to Tchaikovsky’s Sym-
phony #6 (‘‘Pathetique’’).
‘‘Pathetique’” is performed by Kurt
Sanderling and the Berlin Symphony
Orchestra.

Craig Opens School

In response to the expressed needs of
dealers, Craig Corporation has estab-

lished an Installation Training Center
at their Compton, California head-
quarters. The Center consists of class-
room facilities, special training aids
and off-site installation facility.

The program, which is available only
to those people who have at least one
year of experience in auto stereo instal-
lation or management, is an effort to
upgrade installers to the level of expert
or ‘“leadman,’”’ and to introduce the
latest techniques for installation and
noise suppression — particulary tech-
niques necessary for installation of the
new sophisticated auto stereo systems.

The five-day course includes ‘‘hands
on’’ demonstrations, an installation
manual and a guide on setting up a
new installation center or improving a
current facility. Needless to say, the
program is as beneficial to the dealer
as it is to the participant. For those
dealers not currently installing, Craig
will instruct on how to set up and run
an installation center that will increase
car stereo sales as well as contribute
additional profits. [

E-V's Gold Mike
Takes Journey

Electro-Voice’s first PL80 microphone
— a gold-plated mike at that — was
recently awarded to Steve Perry of the
rock supergroup Journey. Chuck
Gring, E-V’s Music Products Sales
Manager, presented the award at the
University of Notre Dame, one of
Journey’s recent tour stops. Journey
and E-V have been associated for
nearly two years, during which time
they have participated in joint tour
promotions as well as invaluable field
testing.

Perry’s gold-plated PL80 was the
first of these new vocal mikes pro-
duced by E-V and was plated, en- t
graved with Perry’s name and the se-
rial number “00001.”" Journey assisted
in the development of the mike, which 1

E-V says enhances the voice without
compromising individual vocal quality.
The PL80 (which was introduced at
this summer’s NAMM show in Chi-
cago), was designed with a computer-
assisted technology called ‘‘Fast Fou-
rier Transform’’ (FFT), which allows
the design engineer to predict exactly
how a microphone will sound in actual
use.

HIGH FIDELITY TRADE NEWS 15



The Onkyo E-200




$ ’
Y .t ?

-ﬁ"

Oneli

>

sten

is worth a

Within days, your Onkyo Rep willintroduce you
to two exciting new speaker systems . . .

The Onkyo E-200 and E-100. One listen will
convince you of their major sales importance.

You'll hear sound that is clean, detailed,
and three-dimensional. And surprisingly big
and natural. This results from several important
design innovations . . . plus the fact that the
E-200 and E-100 were custom designed for the
special needs of the U.S. market in direct
consultation with U.S. dealers. Every design
decision was confirmed by listening tests
both in U.S. dealer soundrooms . .. and in
actual home listening environments.

Equally exciting is the fact that the E-200
and E-100 sell at today’'s most popular and
important price points . . . but with significantly
more profit for the dealer . . . and an attractive
in-store demo program. You can expect strong
and very profitable sales from both.

External styling is superb . . . with the look
of Aztec rosewood*. And beneath the grille
you'll see drivers that look as thrilling as they
sound . ..

The tweeter is Onkyo's unique Direct Drive
Membrane™ Tweeter. It's very fast and very
clear . . . with extremely wide and controlled
dispersion. This advanced tweeter takes its
name from the fact that the diaphram is driven

thousand
words.

directly . . . and moves evenly across its entire
surface. Thisis the key to its strikingly accurate
response.

The midrange is extra clean and lucid. In
the 3-way E-200, the midrange driver is made
from carbon fiber . . . to combine high strength
with very low mass.

The woofer's response is deep . . . with
both impact and tightness. Its cone is made by
Onkyo's new Fiber-Aligned™ process to
provide more accurate pistonic movement.

The crossover is extremely well designed.
With no raggedness . . . because we used
advanced computer techniques to design it.

The E-200 3-way Acoustic Suspension
Speaker System is very efficient . . . 90db/W/M.
Frequency Response is 35-70,000Hz. Rec-
ommended minimum input power is 20 Watts/
channel. Maximum: 100 Watts/channel.

The E-100 2-way Acoustic Suspension
Speaker System is also very efficient . . .
89db/W/M. Frequency Response is 40-
70,000Hz. Recommended minimum input
power is 15 Watts/channel. Maximum:

80 Watts/channel.

Listen to them both . . . and then you'll
know. “The secret of Onkyo” can now be found
in speaker systems too.

"Rosewood grained vinyl over high density particle board.

The secret of Onkyo.




THE ECONOMY MAY BE
IN REVERSE,

BUT TAPE SALES ARE STILL

IN FAST FORWARD.
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W PREMIUM TAPE SALES 8O0

Blank audio cassette sales are getting to be very predictable. Every year,
regardless of economic trends, it's the same old thing. Another record-breaking
year.

One thing is changing though. Consumers are shifting from “cheapie”
cassettes to premium. In fact, premium cassette sales enjoyed their biggest year
ever in 1979 with sales of over $350 million.

As you might imagine, 1979 was also a good year for Maxell. Even in a soft
economy, people will spend a little extra for a quality
product.

Projected sales for 1980 indicate it’ll be an even
better year. Your customers will be putting even more
of their money into premium cassettes like Maxell.

Maybe you should too.

ITSWORTH IT
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POSITIONING:

Strategies For
Dominance In
Your Market

By Gary Stock

It’s one of mankind’s most engagingly
foolish traits to lament the passing of
the Good Old Days, whether they were
good or not. Men of fifty lament the
death of Roosevelt and the passing of
the knicker with the same heartfelt
nostalgia that men of forty reserve for
the sock hops of their adolescence and
the placidity of Eisenhower’s terms,
while those of thirty feel they left their
hearts in the gloriously activist Sixties,
when life, they say, had meaning and
drama. The English language has a
word for the Good Old Days that
never were yet seem bathed in a
Golden light. They’re called Halcyon.

Halcyon is how many contemporary
retailers view the early days of hifi re-

World Radio History
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tailing, when most customers were
hardcore enthusiasts who knew how to
solder, read schematics, and assemble
their own speaker cabinets. There
wasn’t much price competition in those
days, and just enough retail outlets to
keep everyone in a given area happy.
Servicing consisted of replacing tubes,
in most cases, and the manufacturers
were friendly little outfits with per-




sonably nutty engincers running them
and Amecrican names on the front pan-
els. Japan was a faraway place that
produced only cheap toys and cheaper
dishes. Fair Trade meant a Fair Deal.
Advertising consisted of a well-lit sign
and a posting of storc hours in the
front window, and product marketing
meant making surc that enough liter-
aturc was printed to cover cach new
product introduced at the New York
Hifi Show. It was the Good Old Days,
and although no onec got rich, every-
body got by.

Hifi has joincd the Big Leagues in
the seventics, howcever, with all of the
advantages (chicfly financial) and dis-
advantages (chicfly stress-rclated) im-
plicd by that phrase. Audio equipment
is a consumer commodity advertised
next to soap flakes on the Johnny Car-
son show, a product type bought by
millions of pcople who don’t know a
microwatt from a microscope. Like it
or not, wherc they buy and what they
buy is increasingly being determined by
the same hard-hcaded national market-
ing techniques used to sell most con-
sumer products. Image building, brand
recognition, cosmectic repackaging, dy-
namic obsolescence — all of the de-
vices used to peddle the clothes we
wear, the food we cat, the medicines
we take, and the cars we drive — is
now part of the audio industry: there
iIs no way to turn back the clock.

The big manufacturers know about
all this, of course, and have for a
while; they arc in most cases the
people responsible for it, and the same
advertising agencies and  public re-
lations consultants who package and
sell cat food have been hired to sell
cartridges. But many audio retailers
have yet to come to grips with the need
to carefully construct an image and
market position in the minds of their
customers. Many would prefer to re-
main in the Good Old Days and avoid
the tumult of the contemporary mass-
marketplace. Unfortunately, that is not
a viable option in most cases. Given
the highly competitive nature of cur-
rent audio retailing and the broad
range of different types of operations
involved in it — everything from cam-
era shops to full-bore department-store
chains — a carefully assembled market
position is an absolute necessity, per-
haps the single most important deci-
sion in the development of a dealer’s
overall merchandising strategy.

Positioning Defined

To be precise, market positioning is
the development of a particular image
and niche within a given local market,
as accomplished using a wide variety
of communications media — local ad-

vertising, promotions, in-store layout
and selling style, point-of-purchase ma-
terials, and so on. It encompasses the
entire publicly perceived aura of your
opecration, and therefore in turn has
the indirect effect of determining many
of the more important characteristics
of your operation’s activities, often in-
cluding profit margins, selection of a
product mix, and degree of service ac-
tivity. Positioning, in short, is the pro-
cess of giving you and your outlet or
outlets an identity within the context
of a particular region’s audio scene.
To give ourselves a fresher per-
spective, let us look at a classic ex-
ample of positioning outside of the
audio industry, in menswear. Think
about the last suit you bought. Almost
certainly, you had a broad variety of
choices as to where you bought it. It
might have come from a boutique-style
men’s shop of the type that commonly
have names like “‘Louis’’ or “‘Fred-
erick’s’’, the kind of outfit noted for
immoderate prices, walnut-panelled fit-
ting rooms, smooth, expensively
dressed salesmen, an accent on fash-
ion, and so on. By contrast, you might
have gone to a discount operation spe-
cializing in high volume and low over-
head, where the decor is strictly pipe
rack, the salesmanship rude and
abrupt, but the magnitude of the bar-
gains undeniable. A third option would
have been the men’s department of a
department store, with an ambience
and pricing structure midway between
the first two options, and clothing of a
comfortably unfashionable nature.
You might even have picked up a suit
from a mail order operation like San
Francisco’s Cable Car Clothiers, or
had one made by your own custom tai-
lor. Each of these outlets, if they are
effective merchandisers, has commu-
nicated their position in the menswear
market to you by the appearance of
their facilities and their advertising:
from that perception of positioning
you in turn have deduced what kind of
pricing, service (in this case alterations
and fitting, rather than repair) and
merchandise each offers, and made a
final choice accordingly. The most suc-
cessful of these outlets will have exam-
ined the local clothing market carefully
and adapted itself 1o a particular and
profitable niche, rather than simply
falling into one category by accident,
but regardless of the degree of deliber-
ateness, all of these menswear oper-
ations understand the concept of posi-
tioning and the need to broadcast clear
and unmistakable signals identifying
their positions. The ““Louis” outfit will
not deal in $39.95 polyester wonder
suits, or have loud, overweight, cigar
chewing salespeople. The department
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store will avoid the kind of strident
“SALE” and “‘80% OFF"’ advertising
associated with discount chains. And
the custom tailor will probably have no
sales force and do no advertising. Each
understands that adopting some of the
superficial characteristics of other op-
erations — and thereby confusing pub-
lic perception of the outlet’s position
— will probably have an ultimately
disastrous effect.

In the early days of high fidelity,
when there was only one basic type of
audio customer and a relatively narrow
range of products available, all high-fi-
delity dealers fitted into essentially the
same niche: they were fairly high mar-
gin, low volume, self-servicing outlets
heavy on owner personality and light
on gloss and pizzazz in display and ad-
vertising. This accorded well with the

typical early audio consumer, who was
usually a technical type with an interest
in serious music and in painstakingly
assembling the equipment with which
to hear it. As a result of this specialty-
interest heritage, many dealers still
view the market as a fairly narrow one
that can be serviced by a dealer with a
general-purpose market position and
an all-things-to-all-people product mix
and service orientation. These dealers
have developed no coherent position
beyond being ‘‘just hifi stores’’, and
they will fare poorly in coming years
against those who have carefully
crafted a public perception of them-
selves.

Choosing a New Market
Position

One obvious question that arises
from an appreciation of the impor-
tance of market positioning is ‘‘what
market position do 1 want to de-
velop?’’ The answer is dependent upon
a variety of factors, but the most im-
portant considerations are the needs of
your local market. Clearly, a college-
dominated small town has little need
for an esoteric dealer with an orienta-
tion toward custom work, while that
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same small town may have a sub-
stantial need for a dealer strong on ser-
vice and on accessories and replace-
ment parts. One additional corollary of
this states that if a particular need is
being met and met well by a strong lo-
cal competitor, you may be frozen out
of a desirable market position simply
because it is filled by a well-entrenched
adversary. In evaluating the most ad-
vantageous market position, therefore,
look at the basic demographics of your
i target area — average income, family
status (primarily married couples as
versus students, for example), degree
of resistance to alterations in the na-
tional economy, and average age and
social position. From these character-
istics derive an_approximation of the

@

mainstream customer, and secondary
approximations of the number and
type of special-interest customers. A
major urban center, for example, will
probably offer a large number of un-
married, affluent young male buyers in
addition to a substantial pool of sub-
urban, married buyers who shop urban
stores on lunch hours, evenings, and
weekends. Fair numbers of technically
oriented consumers, college students
and instructors, and serious, esoterical
oriented enthusiast customers will
probably be present as well, rounding
out the total consumer pool. If the lo-
cal economy is heavily dependent on a
particular industry — tires in Akron,
automobiles in Detroit, or aircraft in
Seattle, only sales of the most basic
products and services will be immune
to the inevitable upswings and down-
swings in local business, while in di-
verse urban areas or those inherently
resistant to economic difficulties, such
as New York City or Washington
D.C., expensive specialty products will
fare better. Build your operation’s ba-
sic positioning around what your mar-
ket needs, wants, and can afford with-
out strain, rather than choosing a
position based on ego or pride. As a
rural Midwestern car dealer once said
““I like Ferraris so much I bought three
with the profits from my Chevy deal-
ership”’

Adapting to Fit Your Market

Assuming that you have a clear idea
of the market position you want to
achieve, the second major question is
how your present operation can be
adapted and changed, in major and
minor ways, to better suit local condi-
tions. There are several approaches to
this transitional phase. An initial con-
sideration, inevitably, will be the total
amount of money that can be com-
mitted to a re-positioning effort. If
your operation is very well capitalized,
and aware of the need for major
changes in image, a complete and dis-
tinct secondary operation with an im-
age separate from your current one
may be practical. This is a concept
used most notably by the Tech Hifi
chain in New England, which has de-
veloped an upscale group of stores
called Music Systems Ltd. dealing in
different lines and using different basic
merchandising techniques than the
main Tech outlets. In most cases, how-
ever, (to borrow a metaphor from our
discussion of menswear), there is no
need to have a whole new suit cut
when a few alterations can improve the
fit considerably. The most important
and immediately apparent alterations
involve changes in store layout and dis-
play facilities and changes in the ap-

pearance and thrust of advertising. In
most cases, the nature of these changes
should be apparent once a direction
for re-positioning has been chosen. If a
higher degree of mass consumer appeal
is the objective, in-store displays and
presentation facilities should accent ac-
cessibility, ease of use, and basic prod-
uct information, through the use of an
open floor plan, extensive and infor-
mative point-of-purchase materials,
and a sales staff attuned to the in-
securities and concerns of the novice
buyer. If your operation wants to
move upscale into a higher profit seg-
ment of the market, the accoutrements
of the audio salon, including posh fur-
nishings, sophisticated switching sys-
tems, and more complete service and
installation facilities are in order. In
the same fashion, the graphics and text
of your advertising program should fit
your re-positioning effort and desired
image. Here the changes involved are
more subtle and less easily manipulated
by the layman; large corporations
spend enormous sums on graphic and
advertising consultants in order to
achieve a particular “‘look’’ in their
visual design and ‘‘tone’’ in their texts.
You may want to take on a consulting
relationship with local design firm or
individual, and develop a logo, bor-
ders, and basic tone to fit your new,
re-positioned image, then revert to in-
house and ad writing and assembly
once your new approach has been for-
mulated and smoothed out. The same
relationship may also help to develop a
particular style and sound for radio
spots.

Getting There First

Developing a secure market position
will not be an option in the eighties,
but a necessity. Your competitors, who
will include a growing number of na-
tionally backed audio chains, discount
merchandisers, and department store
groups, are likely to be old hands at
the positioning game, capable of
quickly and firmly establishing the im-
age that suits their operations in the
marketplace. Those without any niche
in a local market may find themselves
wandering aimlessly from one portion
of the market to another looking for a
home, or adopting a marginally profit-
able position by default because that is
the only role left in a particular area.
A noted general once commented that
victory was simply a question of ‘‘get-
tin there fustest with the mostest”’
those who intend to position them-
selves rapidly and astutely in the years
ahead appreciate the simple intelligence
of that statement, while those who do
not will probably appreciate it — with
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HOW DEALERS ADVERTISE

Successful Christmas selling seasons
don’t just happen. They are the result
of many months of planning and hard
work.

Now is the time to start working on
Christmas 1980.

Beginning work on Christmas now
will have two important benefits for
you. First, it will help give you time to
By do the job right, avoiding the frustra-
Roger C. Parker tions and disappointments of last-min-

ute deadlines. Second, by preparing for
Christmas advertising ahead of time,
you’ll be strengthening your overall ad-
vertising program — performing some
tasks which will benefit not only your

Christmas advertising, but your year-
Do Your round advertising around.
Chrisfmas What's The First Thing?

Your first task should be to establish
Season a firm advertising budget for the

Christmas season. You have to know
how much money you have available

Adve”ESing to spend.

The starting point is to look at your
Homework Christmas 1979 sales.
Then, make 1980 projections based
on your actual 1979 sales.
We suggest making three sets of pro-
jections for December: a Worst Pos-

NO\J

sible projection, a Best Possible projec-
tion, and a Most Likely projection.

Working on a Worst Possible, Best
Possible, and Most Likely basis will
give you a range to work within — it
will give you a factual starting point
for your calculations, plus the flex-
ibility to maneuver ‘‘by the seat of
your pants’’.

Then, decide what percentage of
your projected sales you want to bud-
get for advertising. This will depend on
your location, your margins, the age of
your business, your competition, and
your confidence and commitment to
growth.

Most audio retailers allocate between
four and five percent of sales to
advertising — though the actual range
extends between two and seven per
cent.

Multiplying sales projections by the
percentage allocated for advertising
will give you an advertising budget.

We advise grouping November, De-
cember, and January together, because
these months form an ideal ‘‘winter
quarter,”” and because you probably
will want to make certain heavy adver-
tising investments (like a newspaper in-
sert) that will have to be amortized

DEC.

JAN.

TOTALS

MULTIPLY TIMES PERCENTAGE
DEVOTED TO ADVERTISING

EQUALS AD BUDGET
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over three months to become af-
fordable.

If you take the time to fill the *‘S-
Minute Budget Planner,” you — like
most retailers — may be surprised to
find you have more advertising re-
sources than you thought you had!

Figure Your Co-Op

Before you can even think about the
content of your Christmas advertising,
you'll want to figure out your available
co-op resources. Co-Op should be able
to offset between one-third and three-
quarters of your total advertising
media costs, depending on how in-
stitution, or how promotional, your
ads are constructed.

The formula for verifying the
amount of Co-Op you have available
can be simply stated: ‘‘Co-Op Funds
Listed On Last Co-Op Report from
Manufacturer, minus Co-Op claims
submitted since last Report received,

SEPTEMBER, 1980
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plus Co-Op earned since last Report
received.”” The total will show you
how much Co-Op you have with that
manufacturer.

Do it for all your manufacturers that
offer Co-Op, and you may surprise
yourself with the amount of Co-Op
you didn’t even know you had!

Your Co-Op inventory should deter-
mine the content of your Christmas
advertising, as long as it is in product
lines you want to promote. (Don’t ad-
vertise a product your salesmen won’t
support, or one that doesn’t support
your store’s position, just because you
have Co-Op accrued.)

Next, Firm-Up Store Position

Equally important to working from
an itemized budget, is the need to have
a strong store position before you be-
gin to schedule or product your Christ-
mas ads.

You have to have your store’s

x out and firm in your mind. Because,

unique customer benefits all spelled-

ideally, advertising serves two simula-
neous purposes: a) it creates store traf-
fic to buy specific items, and b) it posi-
tions your store in the consumer’s
mind in a unique way — making your
store different from all the others,
even before the customer visits it!

To put the importance of November
16th, 1980, into even stronger per-
spective: a glance at the calendar

| shows that it is the fifth shopping week
before Christmas! Between November

| 16th and Christmas Day, there are
only five weeks to shop, five Satur-
| days!

\ So, in 1980, November 16th, 1980,
should be ‘‘Christmas Kick-Off Day”’
either with a newspaper insert, news-
paper campaign, radio or TV cam-

| paign, direct mail, or whatever you de-

| cide. But, it has to start November
Continued on page 26
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The Hitachi Class G Receiver. Turbo Powered amplifier —the turbo—that works the outer limits of the
Sound. A powerful idea whose time has come. Power  primary amplifier and boosts the dynamic range.
when the music needs it. Savings when your customers Performance, efficiency, value, and exclusivity. Put
need it: Now. them all together, they spell Hitachi Turbo.

Sell the SR6010. It rocks along with 35 watts a channel
until it sees a musical peak. Then it shifts into a power- ®
doubling 70 watts. No clipping distortion. Just huge, H ITAC H I
i sound. Hitachi Sales Cerporatian of America

“Howd they do that?” Simple. There's a second 401 West Artesia Boulevard Gompton. California 90220




A Porsche 924 Turbo. Beauty and The Beast. Inside
that pretty little body are four cylinders that act like
twelve when the going gets going. When the Turbo kicks
in, it delivers higher horsepower, incredible fuel effi-
ciency, and all the power you need when you need it.
That's what Turbo is all about.

Someone smart enough to sell a lot of Hitachi Turbo-
Power Class G Receivers is going to win this Porsche

924 Turbo.

And that’s not all. There will be monthly chances to
win trips for two to exotic places, 5" AC/DC color
television sets that can plug right into a Porsche dash-
board and —yes —Porsche racing jackets. (All the contest
details are in the mail now. If we miss you, don't just sit
there. Call your Hitachi rep.)

This winter, five big sellers will go to Las Vegas —on us —
for the Winter CES. And one of them —somebody just
like you —will be driving home a Porsche 924 Turbo.

WIN THIS
ONE.




CHRISTMAS

Continued from page 23

16th! Any earlier, and it gets lost in
the Election. Any later, and it’s too
late to give customer time to react!

How To Plan Deadlines

To help you see how far in advance
it’s necessary to work to make the No-
vember 16th (and following) deadlines,
we have included a Deadline Planner
artwork here to help you keep track of
timeframes. We hope you find it use-
ful.

So, November 16th is the time to
start, with Sunday, November 23rd,
your second choice. Thursday, Novem-
ber 27th is Thanksgiving Day. By
heavily advertising Sunday November
16th, Thursday, November 20th, Sun-
day, November 23rd, and Thanksgiv-
ing Day, you should be able to orches-
tra the best Friday and Saturday of
your store’s existence — November
28th and 29th!

What Should You Advertise?

The Christmas Season lends itself to
three areas of stereo promotions.

1) ““A Gift For The Family.”’

The appeal here is that component
stereo is a long-lasting gift the whole
family can enjoy. Instead of dividing
the family’s Christmas budget among
“selfish’’ gifts that only one family
member can enjoy, spend it on some-
thing everybody can enjoy.

This approach expands the market
of first-time system buyers, and over-
comes female objectives that com-
ponent stereo systems are exclusively
male toys.

Attract first-time system buyers by
offering as much information and
security in your Christmas advertising
as possible. Balance emotional appeal
with facts and benefits. Make your ads
nontechnical, but informative as pos-
sible. Remember: when dealing with
Christmas system buyers, you’ll be
dealing with people who normally
wouldn’t be in your store at all — so
don’t bombard them with specifica-
tions!

When Should Your Christmas
Advertising Appear?

Although most of your sales will oc-
cur in December, most of your Christ-
mas advertisements should run in No-
vember.

For this reason, you should combine
your November and December adver-
tising budgets, and spend most of your
December budget during November

. except for a strong push after
Christmas leading to a strong January.
(Indeed, many retailers report better
January’s than December’s!)

This will help your store’s advertis-
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ing avoid the media saturation that oc-
curs in December, and give your cus-
tomers more time to react to your
advertising.

By combining your November and
December budgets, you might be able
to afford some projects you otherwise
couldn’t afford.

For example, you might want to sat-
urate your market with a Christmas
Buying Guide newspaper insert. Your
November advertising budget by itself
might not be able to afford such a
project. But, by combining your No-
vember and December budgets, you
should be able to fit it in — especially
if you use all of your Co-Op!

You'll want to jump into your
Christmas advertising no later than
Sunday, November 16th. The Presiden-
tial Election on Tuesday, November
4th, will occupy most people’s atten-
tion up to that point, and, indeed, the
following week. By the November
16th, however, the election will have
settled down, and people’s attention
will be elsewhere.

2. “Vanity Gifts.”’

Attempt to capitalize on the general
feelings of optimism and well-being

The appeal is entirely
to emotions — and the
desire to please . . .

that pervade the holiday season, and
position stereo components as a gift —
or reward — that people give them-
selves for behaving and surviving an-
other year of inflation and hard work.

High-end equipment, both separates
and complete systems, lend themselves
to this approach. High-end add-on
components like equalizers, tape decks,
range expanders, and cartridges are all
logical — as are projection televisions
and video recorders with cameras and
accessories.

In advertising to vanity buyers,
you’ll very often be talking to people
who already own a component system.
Thus, you can be a bit more technical
in your descriptions of benefits and
specifications.

3) ““Gifts For Stereo Lovers”’

This approach is aimed not at stereo
owners, but friends and relatives of
stereo owners. Here, you catalogue-list
accessories which people who own
component systems might enjoy receiv-
ing.

Tape recorders, headphones, blank
recording tape, tape recorders, head-
phones, record cleaners, cartridges,
and the like fit into this category. The
appeal is entirely to emotions — and
the desire to please — so only brief de-
scriptions are necessary.

Your store’s return privileges should
be stressed, so gift givers won’t fear
giving a gift that is in appropriate or
the wrong size.

What Else Should You
Advertise?

The Christmas season is a time to
stress convenience and ease-of-financ-
ing. The Christmas season is the bus-
iest time of year for most people. Not
only do people have their normal fam-
ily and occupational demands to sat-
isfy, but they have to visit crowded
stores in search of gifts for friends and
relatives, and there are likely to be in-
creased parties and outside activities to
attend.

You can overcome these problems
by stressing how easy it is to choose a
component stereo, and how much
you’ll do to help people get their new
systems into their home with minimum
inconvenience. Accordingly, promote
layaways and home deliveries. And, if
you’re set up to provide the service,
perhaps with a ‘“‘friend of the store’’
home from college for a few days, and
anxious for work, perhaps you can of-
fer December 24th deliveries. This
spares people the necessity of trying to
hide their new stereo until the last min-
ute.

Other benefits to stress in your ad-
vertising include ease of parking, extra
shopping hours, and mail/phone or-
ders (based on credit card purchases).
You’ll be surprised how many people
want music, but don’t want the hassel
of visiting a crowded store.

The Christmas season is often the
most cash-short time of year. Accord-
ingly, include a credit breakdown in
each ad, and, if possible, advertise
‘‘Zero Down”’ and ‘‘No Payments Till
February!”’ credit plans. People are
spending their money on others at
Christmas time: do what you can to
help them buy themselves a gift with
borrowed money!

Conclusion

You can see that there’s no mystery
to orchestrating a successful Christmas
selling season. All you have to do is
decide on goals and objectives, and use
each media to its best advantage. Use
print media when you have a lot to
tell, and use broadcast media when
your message is short and to the point.
Buy media selectively, and don’t be
afraid to be off-the-air when you’ve
made your point.

But the important thing is to plan
ahead as much as possible. To keep
production costs down, consider shar-
ing production costs with dealers in
non-competing parts of the country.
This will give you more money to
spend on media purchases.

SEPTEMBER, 1980




GG DI
GOLDN

Each and every time a retail
salesperson sells a CLASSIC 1

Record Cleaner, or any other fine
Sound Saver Audio Accessory, there's
a solid gold opportunity to win big.

It's easy to win. To qualify, simply fill out the entry card
enclosed in each Sound Saver Product you sell.

WIN BIG . . . 3 drawing dates have been
selected during which 60 GOLD SEIKO WATCHES will
be given away.

WIN BIGGER . . .to top things off, at the Winter
Consumer Electronics Show, there will be a grand
prize drawing. 2 GOLD KRUGGERAND coins will be
given away at that time. Each coin contains 1 troy
ounce of gold.

EXTRA BONUS . . . just for reading this ad, you qualify
to enter the contest. Write to us today, and we'll send
you a contest entry card to get you started.

Remember, the
more products you
sell . .. the better
your chances at
being a winner.

SOUND
SAVER .
THE EXCLUSIVE MICRO STOR SYSTEM

WRITE FOR YOUR ENTRY CARD TODAY TO: TRANSCRIBER COMPANY INC., BOX 478, ATTLEBORO, MASSACHUSETTS 02703
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1981 INTERNATIONAL WINTER
CONSUMER ELECTRONICS SHOW

THE MOST EXCITING CONSUMER ELECTRONICS SHOW EVER

e SEE over one half million square feet of exhibits, with 950
exhibitors showing the newest products in the industry including: Video
Tape/ Disc Systems and Software ® Television ® Audio Compactand
Component Systems ® Audio Tape Equipment and Software ® Electronic
Games ® Personal Computers ® Calculators and Watches @ Radios @
Auto Audio and CB e Telephones ® Accessories.
® VISIT these Special CES Exhibits: Consumer

Electronics Advertising and Promotion Show-

L).Cas€;i Retail Resource Center; Hardware/

LA ‘-!_...
o 3
()

..

. o ATTEND the Audio, Vldeo Per-
.. sonal Electronics and Communi-

[\cations Conferences; Retail

e JOIN 50,000
attendees at the
Industry’s

Total Winter
Marketplace.

LAS VEGAS CONVENTION CENTER, HILTON HOTEL/JOCKEY CLUB
THURSDAY, JANUARY 8 - SUNDAY, JANUARY 11, 1981

Please send my free admission badge
and the CES information brochure.

Name
Title
Firm

Street

City ‘ 1 | ' T |1 ]} State l Iz‘«p

161

Mail to: Consumer Electronics Show, Two lllinois Center, Suite 1607
233 North Michigan Avenue, Chicago, IL 60601
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Please check below the classification
of your business

1. O Retailer

2. 0 Distributor

3. O Dept./Chain Store Buyer
4. O Prem./Catalog Buyer

5. O Manufacturer’s Rep.

6. O Manufacturer

7.0 Other

Produced by the
Electronic Industries Association
Consumer Electronics Group
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Reps Tell How

' To Move It Out The Door

By Jeri Simon

“There is business. Despite everything
you recad about the state of the in-
dustry, there /s business. And it’s go-
ing to go to those people who go out
there and get it.”’ So says Bill Menezes
of William Menezes & Associates, Inc.,
who heads one of the most successful
manufacturers’ representative organiza-
tions in the audio field today.

Rep Gus Pecore of Pecore Associ-
ates told High Fidelity Trade News an
anccdote which develops this line of
thought.

“There ar¢ two things absolutely vi-
tal in this day and age,”” said Pecore.
“Those are optimism and imagination.
It’s like the old story about the man
who, in the midst of the Depression,
set up a hot dog stand for himself. He
sat all day by the side of the road,
planting signs and waving down cars.
And sure enough, people stopped and
bought his hot dogs, until pretty soon
this old man had a million dollar busi-

| ness. His son, who couldn’t grasp the

idea that his father was actually mak-
ing money during such hard times, said
to him, ‘Dad, you can’t be doing this.
It’s impossible to have a successful hot
dog stand today! Don’t you realize
that there’s a depression?’ ‘There is?’
asked the father. ‘Of course. Just look
at the headlines.” And sure enough,
the papers told the old man that there
was indeed a depression, the worst in
years. So he took down his signs and
stopped waving down the cars as he sat
at his concession on the side of the
road. Within weeks his business
dwindled down to nothing. ‘Son,’ said
the old man, ‘you were absolutely
right. There is a depression.”’

Need we say more? Any manufac-
turer or dealer today looking for a re-
cession is not going to be disappointed.
Most reps agree on that point. But
shrewdness, the right attitude, and
plain, old-fashioned ‘‘chutzpah’ can
make all the difference. HFTN ap-
proached those reps who are success-
fully moving their lines — whose sales,
in fact, have increased despite the cur-
rent “‘slump’” — and asked them to
show us just how it’s done.

* % ¥

IVAN PATO of Creative Marketing
(FL):

“‘One link which can’'t be replaced is a
good and effective rep organization.
The rep is the most vital and most crit-
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ical link between the manufacturer and
the dealer.”’

On sales training: ‘‘It’s important right
now to spend more time with dealer
salesmen than with the buyer. Creative
Marketing’s sales training program has
intensified — so that the lines it repre-
sents get more coverage than any other
lines the dealer may carry. If a sales-
person is familiar with and has con-
fidence in a product, he’s bound to
pass this along to the potential cus-
tomer. Although sales meetings are
held weekly — in all stores — CM rec-
ognizes that the funds are no longer
there for constant trips to the dealers.
For these reasons, literature is used
today more than ever and is preceded
and followed up by constant phone
calls. The only commodity we sell is
time; we've got to make sure that the
time we spend with our salespeople is
effective.””

On promotion: *“Too many dealers and
manufacturers are tightening their belts
right now; they should be looking at
this period as a time to pull ahead
rather than to lay low and risk going
under. Look at Onkyo, as an inter-
esting example. While most companies
are afraid to spend that extra money,
they are promoting more heavily than
ever before, and they're finding that
it's paying off.”

On merchandising: ““I’s come to a
point where the dealers have to get
back to basics. The dealer must antici-
pate consumer and industry trends and
put the long-range principles of man-
agement into effect.”

* k¥ X

DAVID LARSON of Source Market-
ing (IL)

‘“The problem with a lot of the manu-
facturers’ sales training programs is
that they're really product training,
and not sales training at all. They're
much too technical. Although dealers
must know what they have to sell, they
must also be shown how to sell it.”’
On sales training: ‘*There’s a new sales
training program out these days and
it’s selling like wildfire. The company
is called Audiocor and the particular
course being endorsed is called ‘‘The
Habit of Selling for Audio Retailing.”
Successful sales training is the key to
moving products and Audiocor has
apparently succeeded here where other
programs have failed. It's a program
sold by the rep to the dealer, and when
followed up by some solid training on

|

F4 -
GUS PECORE
Pecore Associates

SOURCE MARKETING VP/General
Manager Dave Harson (right)

Makes a product presentation with
pro-sound specialist Peter Finney.

the sales floor, there’s nothing like it.
It utilizes the ‘features, advantages and ‘
benefits methodology’; essentially, |
what are the features of this product,
what do they offer and most impor-
tant, what does that mean to my cus-
tomer?”’

On promotion: Unfortunately, the rep
does not have enough influence to
make a manufacturer promote when he
is not willing to spend the money.
Likewise, he cannot force a dealer to
advertise. Dealers are putting aside the
responsibility of promotion. It’s hu-
man nature: when sales drop, people
look for a way to cut costs. For a suc- |
cessful campaign, you need national
advertising. Create an image for the
product; more than that, create a de-
sire on the part of the consumer to
own it. Too many dealers are afraid of
advertising; the rep should be in-
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BOB SULLIVAN
Fleehart & Sullivan

strumental in correcting this situation
and turning a business around.”

® % X

BOB SULLIVAN of Fleehart & Sulli-
van (CA)

““The typical dealer is doing more busi-
ness — and the way he’s doing it is by
diversifying.”’

On sales training: “‘Since today’s buyer
is a more sophisticated buyer, you
need a more sophisticated sales staff —
and this can only be accomplished
through training. Qur reps get out
there and give demonstrations and pro-
motions for the salespeople. We make
use of every bit of literature we can
get, and so should the dealer.”

On promotion: ‘‘Sophisticated market-
ing is what is making the difference be-
tween success and failure in the audio
marketplace today, and our biggest
problem is in getting dealers to under-
stand and make use of their co-op ad-
vertising dollar. Unfortunately, there’s
been a severe lack of guidance in this
regard for years.”

On merchandising: ‘‘As there are fewer
spendable dollars today, the dealer has
to be sharper than ever before. This is
where diversification comes in. He
must shift along with his market. This
is one reason for the success of the
dealers who have introduced video into
their audio stores.”’

* ¥ %

MARK GRANBY of the Mark Granby
Co. (S. CA)

“It is a myopic approach on the part
of the manufacturers to feel that they
can change reps like they change un-
derwear. There is a great responsibility
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MARK GRANBY
Mark Granby Co.

MARTY BETTAN
Bettan Sales

here that lies with the manufacturer.’”’
On sales training: *““We find that sales
incentive contests, which include cash,
trips and letters of recommendation
which go directly to the salespeople,
are very effective. But this is some-
thing for which you need the backing
and cooperation of the manufacturer.”’
On promotion: ‘‘Both dealers and
manufacturers must recognize the fact
that they are dealing with individual
markets; it is impossible to run a suc-
cessful campaign utilizing a single pol-
icy. There are ways to compete in dif-
ferent markets without violating
FTC regulations — by using different
promotions in different areas. The
good rep uses his influence with both
the local dealer and with the manufac-
turer.”

On merchandising: ‘““What we’re faced
with here — particularly in regards to
home audio — is a declining market.
What we’re doing is looking for new
customers, for those dealers who are
first getting into hi fi whiie others are
busily shifting their inventories. It is
the job of the rep to find the right
home for his line.

* * ¥

MARTY BETTAN OF Bettan Sales/
Pres. ERA (NY chapter)

““The (manufacturer’s) rep is the credit
manager, the advertising manager, the
controller — he is the factory (and all
of the functions which that implies) in
his territory.”’

On sales training: Right now we're us-
ing the ERA (Electronic Representa-
tives’ Association) as a forum for sem-
inars. Training covers such subjects as
compensating salespeople, office pro-

cedures, working on budgets, invento-
ries, and above all, training their
sales people. Where at one time reps
rarely carried literature, we realize now
that you lose impact if you don’t carry
quantities of literature as well as sam-
ples of your product. We’re no longer
peddlers; we’re professional salesmen.
On promotion: ‘‘Promotion is the dif-
ference between those lines that dis-
appear from the market and those that
soar.”’

On merchandising: ‘“‘Instead of work-
ing harder, we're working smarter. It
used to be that being out there in the
stores meant writing business. Now use
the phone. Plan your trips. Budget
your time. And help the dealers to do
the same. Assist your dealers in inven-
tory, budget, display and promotion
and you’re going to sell your prod-
uct.”

* ¥ %

BILL MENEZES of William Menezes
& Associates, Inc. (KZ)

*“The key to being a successful rep
today is in maintaining a high level of
visibility and high promotional activ-
iny.”

On sales training: ““Why aren’t your
salesmen coming back with full orders?
Why are the dealers’ salespeople not
moving the line? If it’s due to in-
effective presentation, sales training is
a vital asset. One thing we do as reps
is to encourage and participate with
our dealers. We, in conjunction with
the factory, participate with our deal-
ers in clinics in which the consumer is
invited to bring a piece of equipment
(perhaps one of these clinics is special-
izing in turntables). The equipment is
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inspected, both salespeople and con-
sumers are taught about the old piece
as well as learning about innovations
on new models. Not only does this cre-
ate a good public image for the prod-
uct and stimulate sales, but it helps the
salesmen to become intimately familiar
with the line. This, we find, along with
sales training sessions is tremendously
effective.””

On promotion: “If the traffic’s not
there, nothing’s going to move. The
dealers with traffic are those who are
constantly advertising. This is where
the rep’s position as middleman is vi-
tal. The manufacturer must recognize

|

f

the need to work with the dealer — in
regards to advertising, pricing and
sales.”

On merchandising: *‘It’s important to
ask, both as a manufacturer and as
dealer, where the money is being spent.
Planning is crucial. The quality of a
product, its promotion and display, is
crucial. And above all, both factory
and dealer must be competitive if they
are to succeed on the market. Actually,
I think the last six months have made
us all better business people.”’

(For more information about Audi-
core’s ““The Habit of Selling for Audio

(A
sound > source

1435 Jacqueline Drive - Columbus, Georgia 31907
Division of SETTLES BROTHERS, INC.

404-563-7027

DISCOVER

Discover The
Excitement
And Profit

Foundin A
Truckload
SPEAKER
SPECTACULAR

Sound Source is proudly represented
by Pecore Associates, Inc., 5226 Balti-
more National Pike, Suite #3, Baltimore,
Maryland 21229, (301) 744-4434.

Six Sales Professionals giving con-
centrated coverage in Southern New
Jersey, Eastern Pennsylvania, Delaware,
Maryland, D.C., and Virginia.
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Downers Grove, IL 60515. Phone:

(312) 960-1616.)
* % %

STAN GROSSMAN OF AMC (NY)
“We’re dealing today with a more edu-
cated, more selective consumer. Our
Jjob is to work with the dealer and try
to show him how to reach that con-
sumer.”’

Retailing.”” write 2460 Wisconsin Ave.,—{

On sales training: *‘‘Educating your‘

salespeople is a must. The average con-
sumer knows a great deal more about
audio today than he did only a few
years ago. Although there’s a differ-
ence in approach between the mass
marketer and the audio specialist, the
salesperson must know his product and
know it well. When constant visits are

STANLEY GROSSMAN
AMC (NY)

impractical, good literature can be one
of the rep’s most valuable tools.”’

On promotion: You must expose your
product to everyone you can. Advertis-
ing is difficult right now. The small
dealer loses out when it comes to co-op
advertising. He can’t possibly make the
same use out of it that the larger
dealer can. Perhaps the solution is for
companies to increase the use of key-
city money, allowing the rep to dis-
tribute the advertising dollar where it
will be most beneficial to both dealer
and product.”’

1

J

On merchandising: *‘Display can make ’

or break a product. I carry a line of
quality car stereos and accessories. I've
got two stores in the same market car-
rying the line. Why is the line sky-
rocketing in one store and not even
moving from the shelf in the other?
Simple: display. The store in which the
line is moving has the product in a
clean, attractive, eye-catching disply; in
the other store I had to ask where the
product could be found. As reps, it is
our job to show the dealer how to
merchandise, working with him on
such key factors as display.”’

O

|
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PIONEER'S CHRISTMAS EVENT
WILL MAKE YOUR SALES GO UP FASTER
THAN YOUR CHRISTMAS DECORATIONS.

See your Pioneer sales representative now for all the details.

Eastern Branch, 75 Oxtord Drive, Moonachie, New Jersey 07074. Tel. 201-440-8100.

Midwest Branch, 737 Fargo Avenue, Eik Grove Village, lllincis 60007. Tel. 312-:593-2960.
Western Branch, 4880 West Rosecrans Avenue, Hawthorne California 90250. Tel. 213-679-8141
Southern Branch, 1875 Walnut Hill Lane, Irving, Texas 75062. Tel. 214-258-0200.

WPIONEER"

We bring it back aliva.
©1980 U.S. Pioneer Electronics Corp.
85 Onxtord Drive, Moonachie, N.J 073’74




A. B. C. IMPORT & EXPORT CO.

1239 Broadway
New York, NY 10001
Phone: (212) 684-2511

President: Salomon Dwek
VP: Joe Dwek
VP: Henry Dwek

Products:

Full Line of Solid State AM, AM/FM,
and Multi-Band Radios, Dry-Cell
Batteries, Radio Cassette Tape
Recorders, 8-Track Stereo Component
Systems, Car Stereo Equipment
Calculators, 110/220 v. Accessories,
Novelties

Representatives:
Contact company directly.

ACOUSTAT CORP.

3101 S.W. First Terrace
Ft. Lauderdale, FL 33315
Phone: (305) 462-6700

President: Jim Strickland
VP/Dir. Mkt.: Bob Rieman
Asst. Dir. Mkt.: Terry Kissenger
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Products:

Monitor Three & Four Electrostatic
Speaker Systems, MRP-1 & TP-2
Preamplifiers, STP-1 Head Amp

Representatives:
List available on request.

ACOUSTIC RESEARCH,
TELEDYNE

10 American Dr.
Norwood, MA 02062
Phone: (617) 769-4200

President: Roa Fone

Exec. VP: Herb Horowitz

Dir. of Sales: Rick Sands

Mgr. Sales Admin.: Bob DiMatteo

Credit Mgr.: Tony Damico

Comm./Adv. Mgr.: Gwynne Jamieson

Sales Operations Mgr.: Ron
Falkenstein

West Coast Reg. Sales Mgr.: Jim
Buckley

Midwest Reg. Sales Mgr.: Russ Wells

Products:
Acoustic Suspension Loudspeakers

High Fidelity Trade News received a
number of rep lists after our July
31st deadline date. We apologize to
those who were inadvertently omitted
from our listing.

Lo

> AN =<:\
N
N
3 N

Representatives:
List available on request.

ACOUSTI-PHASE, INC.

P.O. Box 207
Proctorsville, VT 05153
Phone: (802) 226-7216

Pres. & Sales Mgr.: William

Markowitz |
Gen. Mgr.: Jerry Sojourner ‘
Chief Engr.: Paul Pisarro

Products:
Loudspeakers

Representatives:
List available on request.

ACOUSTIQUE 3A
INTERNATIONAL INC.

Zone Industrielle
Antibes, France 06600
Phone: 33(93)332401

Pres., N. Amer.: Marcel Georgi
Pres., Europe: Daniel DeHay
Mgr., France: Pierre Le Fur
Technical Mgr.: J. Louis Rvelle
Export Mgr: M. Georgi

Products:

Loudspeakers, Class A Amplifier,
Electronic Subwoofers, Accessories,
Amplifiers, Components,
Miscellaneous Electronics and Other
Disco Equipment, Pre-Amplifiers,
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More recorders
ask for Fuii by
name than any
other brand.

Recorders are very outspoken
in their preference of tapes.

Take video recorders.

They insist on Fuji VHS and
Beta videocassettes. Have your cus-
tomers put in anvthing less and they
may get snow. Washed-out or shifted
colors. Or all kinds of distortion.

Unhappy audio recorders with-
out Fuji audiocassettes stubbomly
give you less music in retumn. Plus
distortion on loud music. Noise dur-
ing soft passages. And limited
frequency response. Problems our
premium FX-I, FX-II and our low-
noise FL help you overcome.

Then comes new Fuji Metal
Tape. Cassette recorders equipped for
metal are all in love with it. Not just
because it won't clog heads or jam.
But because of its inaudible noise.
Greatly expanded dynamic-range. And
smooth, ultra-wide response.

So whatever your customers
are taping—on whatever brand of
recorder —recommend the tape that
makes any machine look and sound
its best.

Fuji. Your customers will appre-
ciate the difference.

PUJI P2

One brand fits all. Better,

Magnetic Tape Division, Fuji Photo Film U.S.A., Inc.
350 Fifth Avenue, New York, New York 10001 (212) 736-3335
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Receivers, Record & Tape Care
Products, Automobile, Home & Disco
Tuners

TRY
TORY

Representatives:
List available on request.

ACUTEX INTERNATIONAL

10809 Lee Hwy.
Fairfax, VA 22030
Phone: (703) 273-7500

President: Ken Kanzler

Sales: Bell Bramble

Admin.: Barbara Kanzler
Promotion: Arthur M. Pasmax
Sales: Mike McKinley

Products:
Phono Cartridges, Headphones,
Speakers

Representatives:
List available on request.

ADCOM

9 Jules Lane
New Brunswick, NJ 08901
Phone: (201) 828-8590

President: Newton A. Chanin

Mktg Dir.: J. Donald Bara

Sales Admin.: Jay Grossman

Dir. of Sales Trng.: Keith Davies
Natl. Sales Mgr.: Richard McConser
Western Sales: Mark Schifter

Products:
Loudspeakers, Record Care Products,
Phono Cartridges & Electronics

Representatives:
List available on request.

ADS, ANALOG & DIGITAL
SYSTEMS, INC.

One Progress Way
Wilmington, MA 01887
Phone: (617) 658-5100

Pres.: Dr. Godehard A. Guenther

Mktg. Mgr.: Harron K. Appleman

Sales Mgr., Eastern US & Canada:
William R. Duvall, Jr.

Sales Mgr., Western US: Christopher
C. Browder

National Svc. Mgr.: Conrad Foley

Products:
ADS Miniature & Bookshelf
Loudspeakers, ADS Automotive
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Loudspeakers & Electronic Products,
ADS Digital Time Delay Systems

Representatives:
List available on request.

ADVANCED PRODUCTS

7349 148th Ave., NE
Redmond, WA 98052
Phone: (206) 883-8297

Pres.: Stephen A. Rondel
VP: Diana Rondel

Sales: Jennie Convey
Sales: Scott Noaker

Products:
Foreign Power Convertors & Adaptor
Plugs, Transformers & Related Items

Representatives:
List available on request.

ADVANCE SPEAKER CORP., INC.
(REYNOLDS/ADVANCE)

432 Lafayette Rd
Hampton, NH 03842
Phone: (603) 926-6711

Pres. & Treas.: Lewis T. Reynolds

Pres., Evolution Audio Ltd.: Lorne
Howell

Natl. Sales Mgr.: Ernie Fisher

Products:
Hi-Fi Speakers, Loudspeakers

Representatives:
List available on request.

ADVANCE TRANSISTOR CO.

1239 Broadway
New York, NY 10001
Phone: (212) 686-8843

Pres: Ab Dwek

Products:
Audio products

Representatives:
Contact company directly.

ADVANCO CORP.

999 Troy Ct.
Troy, MI 48084
Phone: (313) 589-1313

Pres.: Bryan A. Timlin
Sales Mgr.: Jay Smith
Sales Mgr.: Rick Jacobs

Products:
Cassette Storage Crate, 8-Track
Storage Crate, Record Storage Crate

Representatives:
List available on request.

ADVENT CORPORATION

195 Albany St.
Cambridge, MA 02139

Phone: (617) 661-9500

Chmn. of the Bd.: Peter J. Sprague

Vice Chmn. of the Board/CEO:
Bernard Mitchell

VP/Oper.: James W. Good

Sr VP/Mktg.: Fred Goldstein

VP/Finance: Thomas Floerchinger

Natl. Sales Mgr.: Robert Hasche

Intl. Sales Mgr.: Jerry Heins

Products:
Projection Color TV, High Fidelity
Electronics & Loudspeakers

Representatives:

AUDEX MARKETING, 7419
Middlebelt Road, Suite 3, West
Bloomfield, MI 48033; COMPONENT
MARKETERS, 135 Fort Lee Road,
Leonia, NJ 07805, 201-947-9300;
CONSUMER ELECTRONIC
MARKETING & SALES, 4700 West
Fullerton Avenue, Chicago, Ill. 60639;
ESTERSOHN & ASSOCIATES, 1003
Easton Road, Willow Grove, PA
19090, 215-657-1414, GMA, INC.,
4025 Pleasantdale Road, Suite 510,
Atlanta, GA 30340, 404-447-5822;

GOODRICH/MILLER SALES CO., 4 |

Quincy Street, Watertown, MA 02172,
617-923-4079; GREENBERG &
COMPANY, 4424 Montgomery
Avenue, Suite 102, Bethesda, MD
20014, 301-652-8585; PAUL STONE
SALES, 7419 North Allisonville Road,
Indianapolis, Ind. 46205, 317-257-
4277, RIPLEY & ASSOCIATES,
12000 Riverwood Drive, Burnsville,
MN 55337, 612-894-1500.

AFCO ELECTRONICS, INC.

P.O. Box 2648

471 Roland Wy.
Oakland, CA 94621
Phone: (415) 635-7000

Pres.: Erwin L. Ferer

Exec. VP: Alfred Gross

Sales Mgr.: Sandy Gross

Mktg Dir.: Thomas W. O’Brien
Sales Rep: Peter Leeb

Sales Rep: William Schmitt

Products:
Car Radios, Accessories, Antennas,
Stereo Speakers

Representatives:
List available on request.

AIWA AMERICA INC.

35 Oxford Dr.
Moonachie, NJ 07074
Phone: (201) 440-5220

Pres.: Shigeru Inagaki

Exec. VP: Irving Sagor

VVP: William V. Hoard

Natl. Sales Mgr.: Robert D. Fisher
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DON’T FIGHT YOUR

CUSTOMER’S SYSTEM.
JOINIT.

Steremote brings total entertainment into
every room of your customers’ homes.

Until now they could listen to music in only one or
two rooms at a time. Now your customers can enjoy music
throughout their house. Steremote integrates all their
existing components (including speakers), giving them
remote control from anywhere in their home. It's control at
a touch. From any room. The kind of control they've never
had before. All through the portable Steremote control unit
that plugs into any AC outlet.

If their system is good enough for them, it’s
perfect for Steremote.

Their system may consist of just a receiver and turn-
table. Or it may include a cassette recorder, open reel, TV
and video deck. By joining them with Steremote, your
customers will be entertained in more ways than they've
ever thought possible. One touch lets them play records,
tapes, even change FM stations. They can also take in
a video performance. With
Steremote control,
they can switch
rooms and change
music. Keep different
tunes for different
rooms. Or fill the
house with one

beautiful performance. The Steremote choice is limitless.

How many modules make a Steremote?

They decide. Steremote offers a selection of modules
(six shown), each with a specific remote control capability.
By combining them, your
customers can control
every component in their
system. They can record,
play back, walk around,
lay back. Change rooms
and moods at will. For more ﬂexnblhty you can sell them
additional modules and speakers. Steremote can expand
their musical environment to as many as nine rooms. Ba-
sically, it will be their system. Plus Steremote. Plus a lot of
sales for you.

Steremote literally sells itself.
Steremote has created a computerized dealer
demonstrator unit that will take your customers through
the different Steremote functions—automatically. There
has never been a selling device like it in this industry. This,
plus a national advertising and promotional program,
assures you of a brand new profit opportunity. For the
name of your Steremote representative, call direct. We'll
show you how easy it is to beat the system.

Simply by joining it.

YOUR CUSTOMER’S SYSTEM
PLUS

STEREMOTE

Steremote Inc., 1845 Utica Avenue, Brooklyn, N.Y. 11234 +212-241-3500



TRY
DIRECTORY

Natl. Credit Mgr.: Stanley N.
Gartenhaus

Natl. Svc Mgr.: Randolph G. Kroupa

Mktg. Dir.: Kazuo Juen

Product Engr.: Hajime Nagatsuna

Natl. Sls Training Mgr: Rick Pines

Products:

Stereo Cassette Decks, Receivers,
Turntables, Pre-amps, Tuners,
Portables, Mini-Components

Representatives:
Contact company directly.

AKAI AMERICA LTD.

2139 East Del Amo Blvd.
Compton, CA 90220
Phone: (213) 537-3880

Exec. VP: Charles E. Phillips

Dir. Audio Mktg.: Jay B. Menduke
Adv. Mgr.: Robert Cuskley

Natl. Sales Mgr.: Michael Wiggins
Dir. Video Mktg.: Jerry Astor

Products:

Stereo Reel-to-Reel Tape Decks,
Cassette and 8-Track Cartridge Decks,
Stereo Receivers, Integrated Pre-Amp
Amplifiers & Tuners, Loudspeaker
Systems, Power Amplifiers, Pre-
Amplifiers, Graphic Equalizers,
Mixers, Mini-Components, Equipment
Racks & Accessories, VHS Video Tape
Records, Camera & Accessories

Representatives:

ASHE-WEISHAAR & ASSOCIATES,
550 Price St., Suite 4, Redwood City,
CA 94063, (415) 364-9802;
BARNSLEY-WEIS ASSOCIATES,
514 S. 2nd Ave., Yakima, WA 98902,
(509) 248-7250; BAZDARICH-
FLESHER, 4638 Nichols Parkway,
Suite 223, Kansas City, MO 64112,

Flesher, 300 Chesterfield MO 63017,
(314) 532-7273; BRANCH OFFICE:
D. Weiler, Box 14751, Omaha, NB
68124, (402) 333-5880; BERLIN
SALES, 139 Winthrop Road,
Brookline, MA 02146, (617) 566-6064;
CHF SALES, 3955 Pleasantdale Rd.,
Suite 104, Atlanta, GA 30340, (404)
449-0457, CABLE OF AMERICA,
4895 Joliet St., Unit C, Denver, CO
80239, (303) 371-8165, BRANCH
OFFICE: R. Reynolds, 496 N. 500
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(816) 561-2900, BRANCH OFFICE: B.

West, Provo, UT 84601, (801) 375-
9999; JACK CARTER ASSOCIATES,
10825 Burbank Blvd., N. Hollywood,
CA 91601, (213) 980-3450, BRANCH
OFFICE: S. Fry, (602) 279-9581,
BRANCH OFFICE: L. Stromberg,
(714) 297-3205; CASELE
ASSOCIATES, 296 Evergreen Ave.,
Warminster, PA 18974, (215) 441-
4640; FINE SALES, 5240 N.W. 167th
St., P.O. Box 4626, Hialeah, FL
33014, (305) 620-7500; MARKETING
PLUS, 5422 W. Touhy Ave., Skokie,
IL 60076, (312) 677-2100; SMITH
ENGINEERING, 850 North Hamline
Ave., St. Paul, MN 55104, (612) 646-
4851; SOUND SALES, 1330 N. Acre
Dr., Rochester, MI 48063, (313) 652-
8280, BRANCH OFFICE: J. Sanchez,
1475 Huntington Blvd., Grosse Point
Woods, MI 48236, (313) 884-3764;
SOUTHWEST SALES, INC., P.O.
Box 35536 (77035), 112 Meyerland
Plaza, Suite 40, Houston, Texas 77096,
(713) 667-1939; TEAM, INC., 5293 W.
137th St., Brookpark, OH 44142, (216)
433-1450; J. H. THAL, 99 Hawthorne
Ave., Valley Stream, NY 11582, (516)
825-0900; VARDA SALES, 31082 W.
Leight St., Richmond, VA 23230, (804)

| 355-6961-2-3; WAXMAN-CURRANT

SALES, 990 Kenmore Ave., Buffalo,
NY 14216, (716) 873-0442.

ALARON INC.

185 Park St.

P.O. Box 550

Troy, MI 48099
Phone: (313) 585-8400

Pres.: Emery I. Klein

VP: Alexander Ehrmann
Secy/Treas: Bernard Klein
Sales: Dan Hoffer

Natl. Sales Mgr.: Terry Sexton
Sales: Robert J. Stoewsand

Products:

Compact Stereo Systems &
Accessories, Automatic Telephone
Dialers, Car Stereos & Accessories,
Home & Portable 8-track & Cassette
Players/Records, Electronic & Digital
Clock Radios, Portable Radios, Multi
Band, TV Channels, Weather, CB,
Police, AM/FM, AM, Mobile CB
Transceivers, Antennas & Accessories,
Wireless Intercom Systems

Representatives:
Available on request.

ALDERMASTON, INC.
5 Marseille Dr.

P.O. Box 34

Locust Valley, NY 11560
Phone: (516) 676-6198

President: Malcolm S. Bru

Products:
Solar Powered AM/FM Thin Line
Radio, Executive Gifts

Representatives:
List available on request.

ALLISON ACOUSTICS INC.

7 Tech Circle
Natick, MA 01760
Phone: (617) 237-2670

President: Roy F. Allison
Treas.: A. J. Hoffman
Dir. Mktg.: Sumner Bennett

Products:
Loudspeaker Systems, The Electronic
Subwoofer

Representatives:
List available on request.

ALPHA GROUP, INC.

7321 Victoria Park Ave., Unit 1
Markham, ONT L3R 2Z8

President: Jerry Kemper

Products:

Acoustical Tiles, Phono Cartridges,
Speaker Panels, Tectron Phono
Cartridges

Representatives:
List available on request.

ALLSOP AUTOMATIC, INC.

4201 Meridian St.
Bellingham, WA 98225
Phone: (206) 734-9090

Pres.: Ivor Allsop
Nat’l. Sales Mgr.: Ron Morgan

Products:
Cassette Deck Cleaner, Video Cassette
Recorder Cleaner

Representatives:
BERBERIAN/PATTERSON, 10 Main
St., Andover, MA 01810, (617)
475-6286: UTP 1, 2, CT, MA, ME,
NH, RI, VT; LIENAU ASSOCIATES,
4334 Montgomery Ave., Bethesda, MD
20014, (301) 654-8444: UTP 7, 8, 10,
EAST PA, SOUTH NJ, MD, VA, DE,
WASHINGTON DC, EXCLUDES
PANHANDLE MD; HUTTO,
HAWKINS, PEREGOY, 139 Candace
Dr., Maitland, FL 32751, (305) 831-
2474: UTP 13, FLORIDA: HUTTO,
HAWKINS, PEREGOY, 1651 W.
McNad Rd., Ft. Lauderdale, FL
33309, TWX 810-853-0256 HHP, INC.
DAMP, Phone: (305) 971-5750;
STANFORD CORP., P.O. Box 3585,
1520 W. Airport Frwy. (ship z.c.
57062), Irving, TX 75061 — (mail),

(214) 252-5502: UTP 22, 23, 21A, 21B, |

TX, OK, AR, LA, EXCLUDES EL
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State of thel M 1.

AR Verticals, the finest speakers in AR history. Audition them and be astonished. Leftto right: AR?, AR91, AR92, ARY0.

“™TELEDYNE ACOUSTIC RESEARCH 10 Americen Drive, Norwood, MA. 02062.

World Radio History
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PASO; FLEEHART & SULLIVAN,
10109 Aurora N., Seattle, WA 98107,
(206) 522-1533, TWX 910-444-2275
FLEESULL SEA: UTP 30A, 30B, 21,
AK, OR, WA, WEST MT. WEST ID;
FLEEHART & SULLIVAN, 900 NW
Joy Ave., Portland, OR 97229, (503)
641-8540; SELECT SALES, INC.,
2945 Garfield Ave. S., Minneapolis,

MN 55408, (612) 827-3637, Dave Otto,

TWX 910-576-2685: UTP 25, MN, N
& S DAKOTA, WEST WI;
PERFORMANCE PLUS
MARKETING, 2038 S. Pontiac Way
#100, Denver, CO 80224, (303) 753-

| 9240 or 9241: UTP 26, 27A, 278, CO,

WY, UT, EAST MT, SOUTHEAST
ID, NM, EL PASO TX;
PERFORMANCE PLUS
MARKETING, 1208 Harvard Ave.,

Salt Lake City, UT 84105, (801) 583-
3424: C & W MARKETING
ASSOCIATES, INC., 4116
Willowbrook Dr., Liverpool, NY
13088, (315) 652-6651: UTP 3,
UPSTATE NY, ERIE COUNTY PA;
C & W MARKETING ASSOCIATES,
INC., Box 222, Ellenville, NY 12428;
(914) 647-7008; BILL HASCHKE
SALES, P.O. Box 444, Rescue, CA
95762, (916) 485-1025, Ship to: 2881
Ponderosa Blvd., Shingle Springs, CA,
95682, UTP 29, NORTHERN CA,
NORTHERN NV; BETTAN SALES
INC., 3 Maple Place, Glen Head, NY
11545, (516) 759-1611; UTP 4, §, 6,
NEW YORK CITY AREA, METRO
NEW JERSEY; THE PROMAR
GROUP, P.O. Box 553, Cary, NC
27511, (919) 467-5466, Warehouse
Location, 1331 Buck Jones, Raleigh,
NC 27606, UTP 11, 12, N & S
CAROLINA, GA, AL, WEST, EAST
& CENTRAL TN, BRISTOL VA, MS;
MARKETING PLUS, INC., 5422 W,
Touhy Ave., Skokie, IL 60077, (312)
677-2100, UTP 18, 19, NORTH 1L,
LAKE COUNTY IN, EASTERN
WISCONSIN; MARKETDYNAMICS,

9407 Kenwood Rd., Cincinnati, OH
45242, (513) 791-7773, UTP 9, 14, 15,
16, OH, WV, WESTERN PA,
(EXCEPT ERIE COUNTY),
PANHANDLE MD, IN, KY,
EXCLUDES LAKE COUNTY IN:
FIELDS & GURIAN ASSOCIATES,
10270 Bannockburn Dr., Los Angeles,
CA 90064, (213) 870-3428: UTP 28A,
28B, 27C, SOUTHERN CA,
ARIZONA, LAS VEGAS NV;
FIELDS & GURIAN ASSOCIATES,
4801 White Oak Ave., Encino, CA
91316, (213) 343-3225; J.L.F.
ASSOCIATES, 17520 West Twelve
Mile Rd., Southfield, MI 48076, (313)
569-6216: UTP 17, MICHIGAN;
NEAL SPENCER AND
ASSOCIATES INC., 287 North
Lindbergh, St. Louis, MO 63141, (314)
991-3700, (314) 532-4858 — home:
UTP 20, 24, 32, EAST NB, IA, KS,
MO, WEST NB, SOUTHERN IL: Mr.
Rich Eckert (partner and vmp.), 9505
West 89th St., Suite 202, Overland
Park, Kansas 66212, (913) 381-7905 —
home, (913) 341-4166 — answering
service preferred; Mr. Al Levene
(associate), 1201 Office Park Road,

AMERICA'S FOREMOST ROCK/JAZZ MAGAZINE SAYS

POLK AUDIO SPEAKERS
PUT THE OTHERS TO SHA ME!

"If you're shopping for stereo our advice is not to b
heard the Polks.” MUSICIAN Magazine

"We at Musician have found the Polk Audio Monitor Speakers so vastly superior to the competition in their
price range we had to pass the information along...the design produces a remarkably well integrated and
coherent sound that adapts itself ideally to all kinds of music...and produce the kind of open uncolored
perfectly imaged sound we thought began at twice the price and required huge amounts of am-

plification...(The Polks) will benefit from state-of-the-art electronics but sound quite
magnificent with a good mid-powered popular brand receiver...They make the popular
speakers in their price range seem dim, colored, boxy, unmusical and just

plain insufficient...If you're shopping for stereo our advice is not
to buy speakers until you've heard the Polks” MUSICIAN

Polk Audio loudspeakers starting at around $125 each, are available
ar the finest hi-fi stores. Use the Reader Service Card for complete
information and the location of the Polk Audio dealer nearest you.

Polk Audio, Inc. 1205 S. Carey St. Balto., Md. 21230

Monitor Series Loudspeakers
INCREDIBLE SOUND - AFFORDABLE PRICE

40 HIGH FIDELITY TRADE NEWS

uy speakers until you've

N
| oo P .

SEPTEMBER, 1980



As the car stereo competition heats up,
here’s how to avoid getting burned.

The economy may be cooling down,
but the car stereo industry is definitely
heating up. With more manufacturers, plenty
of product, an abundance of advertising
and a cross-current of claims and
counter-claims.

Amidst all this noise and confusion,
we'd like to make a few common sense argu-
ments for TEN car stereo.

Starting with experience. As more
and more brands crowd into the market-
place, it's helpful to know that Fujitsu
Ten has been building and selling car stereos
successfully for more than a quarter of
a century.

During that time we've become one
of the biggest car stereo manufacturers
in the entire world. How did we do that?
Well, for starters TEN car stereos —with

their negligible failure rates —have earned

a worldwide reputation for quality and
reliability. Backed up by Fujitsu Ten Limited,
our parent company in Japan.

in other words, when you sell a TEN
car stereo, you've probably seen the last
of it. Which is why we czn afford to offer
a superior warranty at our extensive net-
work of national warranty stations.

This kind of reliability is even more
impressive when you look at the long list of
innovative features we build into our units.
For example, our microprocessor-based
Dashboard Wizard™ with its 14 station
memory, digital electronic tuning, quartz
clock, five-band graphic equalizer and metal-
capable cassette deck with Dolby; is unlike
anything else the industey has produced.
The Dashboard Wizard is the leader

of a middle to high end product line that,
frankly, is not designed to sell in volume.
Because, to us, performance, quality and,
ultimately, the success of our dealers is
what matters most.

ﬁ Drop us a line, or call us at
wed | (800) 421-1996. We'll send you

o | this refreshing brochure: “Ten

" Ways to Avoid Getting Burned on
Car Stereo” We think you'll find
it enlightening.

The best sound on wheels.

FUJITSU TEN CORP. OF AMERICA
19281 Pacific Gateway Drive, Torrance, CA 90502
In Canada: Noresco Canada Inc., Ontario

Manufactured by Fujitsu Ten Limited

Dolby 1s the :rademark of Dolby Laboratores, Inc
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DIRECTORY

Apt. 604, West Des Moines, IOWA
50264, (515) 286-1004, (515) 223-6687
| — home, All general mailings, price
sheet cats, etc.; Mel Rae Sales, 86-925
Pahano Loop, Pokai Bay Estates,
Waianae, HI 96792, (808) 696-3259:
Hawaii.

| ALTEC LANSING
| INTERNATIONAL

1515 South Manchester Ave.
Anaheim, CA 92803
Phone: (714) 774-2900

Pres.: William Fowler

VP Mktg. Dev.: Irwin Zucker

VP Sales: Chuck Harper

Intl. VP/Sales: Ed Kane

Natl. Sales Mgr.: Steve Girod

Car Stereo Prod. Mgr.: Larry
Frederick

Listen to television
on your
stereo.

Teledapter”

THE TV to stereo adapter. Easily

connects to your customers TV and

stereo system to let them enjoy

simulated stereo sound from all TV

programs.

Nationally advertised at %29 %.

Your cost in lots of 12/%14 97,

O Send full dealer
literature

O Have rep. to call

O Send us 12 units
@ *14.97

RHOADE/

NATIONAL CORPURATION

Columbia. Tenn. 38401
(615) 381-9001
O Send a sample at

l|7.91

Company Name

Name

Address
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P.0. Box 1052 Dept. HTN

Products:
Speaker Systems

Representatives:

Northern California, Northern
Nevada: Consumer Products
Marketing, 26034 Eden Landing Road,
Hayward, California 94545, (415) 782-
6821; Los Angeles, Ventura, San Luis
Obispo, Southern Nevada, Orange
Co., San Diego Co., San Bernardino
Co., Arizona: Audio Video Marketing,
General Office, 16052 Beach Blvd.,
Suite 217, Huntington Beach,
California 92647, (714) 1-848-3013,
(213) 592-4439; Washington, Oregon,
Western Montana, Idaho: Barnsley-
Weis Associates, Inc., (Mail) P.O. Box
10508, Yakima, Washington 98909,
(Ship) 514 South Second Avenue,
Yakima, Washington 98902, (509) 248-
7250; Colorado, Wyoming, Utah,
Eastern Montana, New Mexico, El
Paso, Texas (only): J. A. Gedney Co.,
476 E. 58th Avenue, Denver, Colorado
80216, (303) 572-1900; Texas (excl. El
Paso), Louisiana, Arkansas,
Oklahoma: Southwest International
Electronic Sales, Inc., (Mail) P.O. Box
35536, (Ship) 112 Meyerland Plaza,

JUST FOR
THE RECORD...

THE STD 305M.

The STD 305M is a 2 speed synchronous belt drive
turntable which will easily accept the finest pick-
up arms. The production of this precision
turntable demands the highest standards of
engineering and construction that we at STD are
proud to have achieved. The 305M has received
worldwide praise from leading Hi-Fi authorities
and manufacturers alike and will it seems remain
unrivalled for years to come.

For further details of technical specification please
contact:

Barry Foster

STD USA Inc.

1155 Warburton Avenue
Yonkers-New York 10701,
Telephone: ‘914’ 965-5818.

Suite 40, Houston, Texas 77035, (713)
667-1939; Wisconsin, Northern
Michigan, Illineis: Tec Sales, 190 Old
Oak Drive, Buffalo Grove, Ill. 60090,
(312) 541-4558; Indiana, Kentucky
(except Covington): Universal
Associates, (Mail) P.O. Box 233,
(Ship) 214 N. Concord Lane, Carmel,
Indiana 46032, (317) 846-6116; Ohio,
Michigan, Western Pennsylvania,
West Va., Covington, Kentucky:
Schroeder Sales Company, 2635 Noble
Road, Cleveland, Ohio 44121, (216)
291-4110; Minnesota, North Dakota,
South Dakota: Twin City Marketing,
683 Dodd Road, St. Paul, Minnesota
55107, (612) 227-2088; Delaware,
Maryland, Virginia, Eastern
Pennsylvania, Washington, D.C., S.
New Jersey: *Taub Sales, Inc., 12244
Veirs Mill Road, Wheaton, Maryland
20906, (301) 942-3100; Metropolitan
New York (territory 85): Taub Sales,
277 Prospect Ave. #5B, Hackensack,
New Jersey 07601 (201) 342-8664, (For
Terr. 85, please send all invoices,
billing, etc. to the main office in
Wheaton, Maryland); Upstate New
York: Joseph P. Mazzeo Assoc., Inc.,
673 Lexington Avenue, Rochester,

THREE M

MARKETING, INC.

The Professional
Marketing Organization
In Michigan .

JERRY MICHAEL
DENIS MCCOLLOM

P.O. BOX 523 Novi, Mich., 48050
(313) 427-0500
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Make the right move
with JBL’s new L112.

Our new state-of-the-art book-
shelf system is engineered to
give you a “eal selling edge
The new L112 1s JBL's most ad
vanced bookshelf speaker sys-
tem. Enginsered to give your
customers a sound so natural
there's no sense of a speaker at
all—only the music. Priced to
|move more profits to your bottom
ine.

The L1125 the latest product of
JBL's advanced research labora-
tory, and an all-new tweeter 1s
one of its most remarkable en
gineering achievements. Formed

of a ightweight phenolic material
and coated with aluminum by
means of vapor deposttion, the
dome diaphragm offers the op
timum combination of strength,
mass and ngidity. Its copper
voice colt handles high power
levels and helps deliver excep
tionally smooth, low-distortion re-
sponse over the entire operating
range. Your customers will now
hear the high harmonics, the de-
tail. they've never heard before

The 12" woofer of the 1112 uti-
lizes JBL's unique Symmetrical
Field Geometry (SFG) magnetic

UBL First with the pros.

structure to dramatically reduce
the second harmonic distortion
levels found in most conventional
drivers. It produces bass that's
deep, powerful and uncommonly
clean.

A 5" midrange driver provides
transients incredibly close to a
live performance. And a new,
more sophisticated High Resolu
tion Dividing Network controls
each L112 driver through its full
operating range for sound so
coherent it seems that only one
extremely wide-range transducer
is responsible— not three!

JBL

Each L112 enclosure is beau-
tifully hand-finished with oiled
and rubbed American walnut
veneer. Every L112 system is
crafted completely at our
Northridge, California facility,
and undergoes more than

50 inspection and testing
procedures

The new state-of-the-bookshelf
18 JBL's L112. The nght move
for you. The nght move for your
customers, too.

James B Lansing Sound, Inc., 8500

Balboa Blvd - Northridge, CA91329
(213) 893-8411



New York 14613, (716) 458-7851;
Nebraska, Kansas, lowa, Missouri:
House of Selectivity, 7604 E. Gregory,
Kansas City, Missouri 64133, (816)
358-7308; Hawaii: Snider Campbell
Marketing, 1960 S. King Street, Suite
1, Honolulu, Hawaii 96826 (808) 941-
2400; Florida: Raulson & Company,
Inc., 6140 S.W. 70th Street, South
Miami, Florida 33143, (305) 666-4240;
Alabama, Georgia, N. Carolina, S.
Carolina, Tennessee, Mississippi:
Elmar Associates, 3385 Thornwood
Drive, Doraville, Georgia 30340 (404)
938-2821; Maine, Vermont, New
Hampshire, Connecticut,
Massachusetts, Rhode Island:
Sullivans, Inc., 345 Quincy Avenue,
Braintree, Massachusetts 02184, (617)
848-7800; Alaska: Not assigned.

RY
RRr

Jerry Roth
Richard Wiessman
Brian Drucker

ap
[ ==l

JERRY ROTH
HALES COMPANY

WE Orrer MORE THaN Propurer,

WE OFFER SERVICE

Representing the Audio Industry
in Metro New York - New Jersey

2 HUDSON STREET
MARILBORO, NJ 07746
201-780-8580

780-4581
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ALPINE ELECTRONICS OF
AMERICA, INC.

3102 Kashiwa St.
Torrance, CA 90505
Phone: (213) 326-8000

Pres.: Kentaro Kutsuzawa

Exec. VP/Gen Mgr.: Caesar Ishiguro
VP Mktg.: Reese Haggott

VP Oper.: Tom Ohki

Nat’l Sales Mgr.: Dean Foster

Products:
Car Audio Systems

Representatives:
List available on request.

AMBER ELECTRONICS, INC.

500 Henry Ave.
Charlottesville, VA 22901
Phone: (804) 296-5696

Pres.: Peter Barthelson

VP & Dir. Mktg.: David Cromley
Treas.: John Hawks

Natl. Sales Mgr.: Keith Rosenfeld

Products:
Electronics

Representatives:
List available on request.

AMCO ELECTRONICS

9181 Gazette Ave.
Chatsworth, CA 91311
Phone: (213) 882-9027

President: George A. Wood
Gen. Mgr.: Glyn R. Hasal

Products:
Switching Systems: Audio, Car Stereo,
VTR & Headphones

Representatives:
List available on request.

AMERICAN ACOUSTICS LABS
AMERICAN CASE CO. INC.

629 West Cermak Rd.
Chicago, IL 60616
Phone: (312) 243-1310

Pres.: George H. Miller

VP: Loyd Ivey

Mktg. Dir.: Jim Alderden

Op. Mgr.: James E. Straus

Credit Mgr.: Bud Metzger

Internal Sls. Coor.: Michael Calhoun
Prod. Mgr.: Dayne Kooley

Product Engr.: Steven Bunes

Products:

High Fidelity Sound Reinforcement,
Professional Monitor & Discotheque
Speaker Systems, Autosound

Representatives:
Goodrich Miller Sales Co., 4 Quincy

Street, Watertown, MA 02172, 617/
923-4079; T M C Sales, 2460 Lemoine
Ave., Fort Lee, NJ 07024, 201/944-
8340; T A Electronics Sales Co.,
46262 Walton Blvd., Drayton Plains,
M1 48020, 313/674-3178; C H F Sales
Corp., 3955 Pleasant Dale Rd., Suite
#104, Atlanta, GA 30340, 404/449-
0457; Fine Sales Corp., 5240 N.W.
167th St., Hialeah, FL 33014, 305/620-
7500; Irv Rose & Associates, 3333
Commercial, Northbrook, IL 60062,
312/291-2260; Team Marketing Inc.,
5293 W. 137th St., Brookpark, OH
44142, 216/433-1450; Sound Pro, c¢/0
Sound Tech Marketing, P.O. Box
9226, Denver, CO 80209, 303/422-
6869; Twin City Marketing, 683 Dodd
Rd., St. Paul, MN 55101, 612/227-
2088; Lewis & Dunnigan, 104
Jamesville Rd., Syracuse, NY 13214,
315/446-5522; A B & T Sales, P.O.
Box 111, Jacksoncreek Rd.,
Grasonville, MD 21638, 301/827-8046;
Roburn Agency, 111 8th Ave., New
York, NY 10011, 212/989-5939; Vector
R.M.C,, 2401 Tenth Ave. E., Seattle,
WA 98102, 206/322-4343; Tri Tel
Associates Ltd., 105 Sparks Ave.,
Willowdale, Ontario, Canada
M2H2S5, 416/499-5044; Afco

| Electronic Sales, 706 Easy Street,

Garland, TX 75042, 214/494-1371;

R. M. Associates, P.O. Box 3251,
Shawnee Mission, KS 66203, 913/631-
7606; Meyer & Ross, 1485 Rollins
Road, Burlingame, CA 94010, 415/
348-6800.

AMERICAN AUDIO COMPONENTS
INC

10890 Quail Roost Dr.
P.O. Box 570502
Miami, FL 33157
Phone: (305) 253-7878

Pres.: Farid A. Khavari

Int’l. Sales Mgr.: Adib A. Khavari
Nat’l. Sales Mgr.: Alan A. Fenick
VP: Kamran A. Khavari

Design Eng: Tim dePoravicini

Products:

Amplifiers, Preamplifiers, Speakers,
Tonearms, Inovac Tweeters,
Transformers

Representatives:
List available on request.

AMERICAN INTERNATIONAL
SOUND PRODUCTS INC.

6843 Valjean Ave.
Van Nuys, CA 91406
Phone: (213) 988-0260

Chmn.: Pat Ponticelli, Jr.
Pres.: Robert Ponticelli
Natl. Sales Coor.: J. R. Zimmerman
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“It is probably fair to say that most loudspeaker manufacturers now
have access to computers or at least know what a computer can do.

It is also fair to say that most loudspeaker manufacturers now

know something about phase response and have at least a passing
acquaintance with the phrase ‘time domain.’ But there had to be
someone who was first; there had to be a manufacturer who, without
prior advertising hoopla or pressure from their competition,
borrowed an expensive computer to analyze the time domain and
phase performance of their product, then laid out good money to buy
a computer to assist in further design improvements on that product.
KEF Electronics, Ltd. in Kent, England was that company.
However, KEF never blew horns or beat drums over what they did,
50 most persons not on the inside of this business are not aware of the
mild revolution KEF started.”’ —ihard ¢ Heyser. AUDIO Magazine

When KEF speaks, people listen...

To bring you up-to-date.. . .

KEF is the largest privately-owned
manufacturer of high fidelity
loudspeakers in the United Kingdom.
With a strong engineering-oriented
leadership, KEF has been responsible
for many *‘firsts’’ in loudspeaker
technology. Some of these include:

* The use of new materials such as
plastics and metal foils replacing tra-
ditional paper cones as diaphragmsto
improve driver performance (1961).

¢ The first mylar soft dome tweeter
(1961), and the first flat diaphragm
bass driver (1962) were among these
developments, as was the first
commercially available Bextrene cone
driver (1966).

« The first high quality bookshelf
speaker system (1963), and the B139
woofer on which it was based eventually
became famous throughout the world.
The B139 is still being produced in
quantity and is used by many other
speaker system manufacturers.

¢ The introduction of the first tube-
loaded dome midrange driver (1967).

* The KEF engineering research team
was the first to produce a practical
system for deriving not only amplitude
and phase frequency response curves
from anechoic impulse measurements,
but also cumulative decay spectra. This
research was reported at a meeting of the

©1980 KEF Electronics, Ltd.
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Audio Engineering Society in 1973.
* In 1975 the AES Journal published
KEF's paper on the evaluation of
loudspeaker performance using digital
techniques. This historic paper is now
regarded as the definitive tract on the
subject."

Following further refinement,
KEF applied the new technique in the
production of high quality loudspeaker
systems. By replacing conventional
methods of assessing performance
characteristics—which were both
laborious and lengthy—with high speed
computerized impulse measurements,
KEF was able to revolutionize quality
control methods.
* The new digital techniques were
applied continuously from 1975 onwards
and eventually led to the development of
the world famous Model 105 speaker
system. This extraordinary loudspeaker
brought not only a new concept to the
market, but raised the standards of
loudspeaker reproduction to a level
which was previously unattainable. In
1977, the combination of the new design
with computerized production control
ensured that, for the very first time, the
standard of performance achieved in the
prototype was assured for each and every
purchaser. A paper on this topic was later
published in the AES Journal.®
* The development of S-STOP, a fully

automatic electronic overload protection
circuit, and its application to a domestic
loudspeaker system (1979).

Loudspeaker research, design and
production has many facets and demands
many human qualities, not the least of
which is the dedication of talented
engineers who, by their perception and
inventiveness, continually strive for
greater realism in the reproduction
of music.

KEF has become well known and
respected throughout the worldwide
audio community—KEF products
**speak for themselves.”

For the name of your nearest
authorized dealer, where you may hear
the entire line of KEF speaker systems,
write: KEF Electronics, Ltd., c/o
Intratec, P.O. Box 17414, Dulles
International Airport, Washington,
D.C. 2004 1. Available in Canada.

(1)J.M.Bermanand L.R. Fincham, '‘The Application
of Digital Techniques 10 the Measurement of
Loudspeakers,”* Journal of the Audio Engineering
Society, June 1977, Volume 25, No. 6.

(2)L.R. Fincham, *‘Production Testing of Loudspeakers
Using Digital Techniques,”” Journal of Audio Engi-
neering Sociery, December 1979, Volume 27, No. 12.

The
Speaker
Engineers
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Speaker Grills, Knobs, Brackets Bezels, Loudspeaker Stand & Wall Brackets

U D Speakers, Overhead Housing Consoles, .

Accessories Representatives:

IN T List available on request.
Representatives:

Dl T Contact company directly.

AMPERSAND

AMILPLAN CO, LTD. %thZ KCIVirr: Acve. ,

Pelham St. ats»yort , CA 91311

Wolverhampton, England Phone: (800) 423-5167
Natl. Sales Mgr.: Tony Ponticelli Bhongy "Volser."77.353] Pre's.: Martin Livingstone

F. W. Sargent VP: Carl Wellman
Products: Nat'l Sales Mgr.: Gene Waller
Auto Sound in Dash Installation Kits, Products: Dir/Rsch & Dev.: Mike Brann

Products:
In-Dash Installation Parts, Speakers,

HIGHER GROSS SALES Accessories for Autosound

Representatives:

THROUGH EFFECT/VE SALES TRAINING Contact company directly.

AMPEX CORP.

) 401 Broadway

The secret to “The Habit of Selling for ) Redwood City, CA 94063
Audio Retailing” is that it teaches your : Phone: (213 3’67 3888
salesmen to sell your products and one: ( ) K

services most effectively, through pro- ‘ Dir./Mktg.: S. Brek Jenstad
fessionally-guided training sessions +* ] "M

Natl. Sales Mgr.: Richard A. Antonio

This is not just another training pro- Mkt. !)ev. Mgr.: Peter Cain )
gram. “The Habit of Selling for Audio VP Div./Gen Mgr.: George Ziadeh

Retailing” is a systematic and logical

i Products:
approach to closing more sales. ltis a i " 9
selling plan designed specifically for Audio &.Vldeo Blank Recording Tape
audio — with selling situations photo- Accessories

graphed right in audio showrooms — .
not only to teach your people how to - Representatives:

sell audio product, but to teach them List available on request.
HOW TO SELL YOUR PRODUCT

LINESMORE EFFECTIVELY AGAINST ; AMPRO, INC.

YOUR COMPETITION! L 1624 Toal St.

Remember: You are your own compe- Charlotte, NC 28206
tition. If you don’t make a sale, it's not All Phone: (704) 334-5341

222:3:: 3%%?8%??? MEGEN] =7 HaiS ! VP/Gen. Mgr.: Fred E. Martinitz
Natl. Sales Mgr.: Walter L. Kitchens

The success of our program does not
rely on self-instruction. If self-instruc-
tion was a viable training medium we
wouldn't have had to go to schools and
colleges for an education

Products:
Record & Tape Care Accessories

Representatives:
List available on request.

Our training is done in a classroom |

training environment at (or close to) ANGLO AMERICAN AUDIO CO.
your place of business for the conve- 1 Students are divided 2 Role playing INC.

nience of your people. Our Conference into work group teams duringa sem-

Leaders are training professionals; they Inar. P.O. Box 653

know how to structure and lead a Buffalo, NY 14240

classroom training session — how to £ Phone: (416) 438-1012

zero-in on those individuals who are ('7 “Udiocm )

not picking up the system. When your i President: Bruce Emonson
salesmen finish our course, they know 2460 Wisconsin Avenue VP: Michael Remington

our system and they know how to Downers Grove, lll. 60515 Mng. Dir./B&W: John Bowers
apply it properly 312-960-1616 Dir/B&W: Peter Hayward
Oper. Mgr.: Ursula Oberlander

™ Products:

Loudspeakers & Accessories,
Turntables, Amplifiers, Tuners

- sV V) & ALS
FOR AUDIO RETAILING rowowws
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RECORD CARE SYSTEM,
YOU'RE SELLING
THE SECOND BEST.

IF YOU'RE NOT SELLING

THE SCOTCH

HERE'S WHY:

We've got the only system that
cleans, anti-stats and reduces
stylus friction—all in one easy
step. All in one good-looking,
highly engineered component.

The Scotch Record Care
System combines new Sound
Life™ fluid with a unique
dispensing applicator. To use,
simply depress the supply
container and Sound Life fluid
is fed automatically to the pad.
That's all there is to it. It's
quick, easy and simple. No
guesswork about how much
fluid you need or how to
apply it correctly. Just place the
applicator on the turntable
spindle, revolve it and the
record is cleaned.

Deep-cleans grooves.
Scotch Sound Life fluid has
super wetting action. It safely
penetrates grooves to remove
micro-dust and fingerprints. It
actually leaves the record
cleaner than when it was
brand new!

Discwasher D3® solution (left)
beads up on the grooves

Sound Life™ with super wetting
action (right) deep-cleans grooves.

Wipes out static.

Once the record is clean,

it's generally the electrostatic
charge that gets it dirty again.
An anti-static gun is just a
temporary fix. But the same

This side was cleaned with Tbis side was cleaned with | make, they re going to want it.
Discuwasher D3® new Scotch Sound lfe™ | And we're going to make it
Styrofoan beads Sluid Its clean | very easy for you to sell it with
are attracted and static

Full-color consumer advertis-
ing to build awareness and
demand.

A powerful in-store demonstra-
tion kit that lets customers

see for themselves how much
better our product works.

A point-of-sale display plus
other promotion pieces to help
increase your sales.

Dramatic new packaging that
communicates the superior
quality of this new product.
A competitive price which
includes an excellent profit
for you.

For more information call
your local Scotch represent-
ative or write 3M Magnetic A/V
Products Division, 3M Center,
Bldg. 223-5N, St. Paul, MN 55101

to remain-
ing static

charge

freel

application of Sound Life that
cleans the record also reduces
the static charge to near zero.
And it won't return no matter
how often the record is
played!

Reduces stylus drag

to 15% vuth our system Th‘u
means less wear, improved
record life and beuer stereo
performance.

Our product advantages
are your selling
advantages.

Once vour customers see

and hear the difference Scotch
Record Care System can

SCOTCH RECORD CARE SYSTEM. THE TRUTH COMES OUT.
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ANGSTROM ACOUSTIC
LABORATORIES LTD.

225 Brooke Ave.
Toronto, ONT M5M 2K7
Phone: (416) 787-7295

Pres. & Chief Engineer: Robert Sekeris
Mktg. Dir.: Jim Tanner

Products:
Loudspeakers

Representatives:
List available on request.

ACR INDUSTRIES, INC.

Rt. 2, RFD 1
Preston, CT 06360
Phone: (203) 886-1562

President: W. Wilbur
Dir. of Sales: J. Slaga
Credit Mgr.: M. Tanabe

Products:
Ribbon Loudspeakers Systems

Representatives:
List available on request.

APRES AUDIO LTD.

7 Revere Ct.
Suffern, NY 10901
Phone: (914) 357-4854

President: Eric Shupack
Chief Eng & Designer: Norman Shaw
VP Sales: Madelyn Shupack

Products:

Audio-Video Cabinets, Speaker Wall
Brackets, Tape Care Accessories,
Plastic Cleaner

Representatives:

UPSTATE NEW YORK: A. D. Segal
& Co, P.O. Box 430, Clifton Park,
NY, 12065, Phone: 518-371-8381;
COL. UTAH, NM, MONTANA:
Audities, 9700 E. lliff F63, Denver,
CO 80231, Phone: 303-777-4595; NY,
NI, E. PA, DEL, MD, W.DC., VA.:
Audtek Assoc., 91 Prospect St.,
Somerville, NJ, Phone: 201-526-8774;
S. OHIO, W. PA, W. VA.: Audio
Marketing Assoc., 9470 Whitewood
Rd., Brecksville, OH 44141, Phone:
216-526-2426; MINNESOTA: Paul
Blumentritt Sales, 3131 Fernbrook
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APATURE SPEAKER DIV. -

Lane #210, Plymouth, Minn. 55441
Phone: 612-559-3630; GA, NC, SC,
AL, TN.: Ron Dunn and Assoc., P.O.
Box 78, Kennesaw, GA 30144, Phone:
404-422-4308; TX, OK, ARK. LA,
MISS: Marketing Professionals, 144
Melmont, Conroe, Texas 77302,
Phone: 713-273-3356; NORTHERN
CA, NORTH NEVADA: Mancini
Assoc., P.O. Box 168, Lagunitas, Ca.
94938, Phone: 415-488-0110;
MICHIGAN: Three M. Marketing,
P.0O.B. 523, Novi, MI, 48050, Phone:
313-427-0500; CT, VT, MA, NH, RI,
ME,: RSB Marketing, 74 Catalpa Rd.,
Wilton, CT, 06897, Phone: 203-762-<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>