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The innovators

are here!

RCA Victor introduces exciting
new styling innovations in home
entertainment centers for 1968!

14 luxurious new models in many exquisite styles— styles that will hold your customers’ attention.
And besides style, 13 models feature Automatic Fine Tuning (AFT) that precisely fine-tunes and
locks in the picture signal automatically. 7 models have Wireless Wizard Remote Control for 82-

channel tuning. Most use solid integrated circuits in various applications for
greater reliability. And all have the new RCA tube with 38% brighter highlights. il
When you're the first name in home entertainment, there’s got to be a reason. ’?{E"
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If You Sell High Fidelity Components

BOZAK Speakers Can Make
Business Easier and More Profitable

Because:

The name BOZAK is instantly recognized.

BOZAK’S line encompasses a price range broad enough
to cover nearly every need.

BOZAK offers the widest variety of fine furniture
cabinet styles of any major loudspeaker manufacturer.

BOZAK loudspeaker enclosure kits and unique “speaker system
growth” concepts let you provide maximum quality
for a minimum price.

As a franchised BOZAK dealer, you are assured of a
full markup.

Franchises are available in some areas.

C
Box 1166
Darien, Connecticut
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OPINION

Must the shows go on?

SH()\\'S SERVE a uscful purpose, so we will
answer the question in the affirmative.
Somecthing must be done, however, to correct
the conflicts, geographic and otherwise, that
arc wasting dealers” time and causing unncces-
sary expense for manufacturers. It's time to
integrate the show circuit!

We wish to make two basic recommenda-
tions: Time and place of the Consumer Elec-
tronics Show and the NEW Show should be
coordinated; and the New York High Fidelity
Show should be strictly a consumer show.

Both CES and NEW will be in New York
next year, but a full week intervenes between
the closing of NEW on June 16 and the open-
ing of CES on Junc 23. The two shows aren't
basically competitive, but there are dealers who
would attend both if they were held consecu-
tively or concurrently. Likewise, it would help
manufacturers that have overlapping lines.

Since space must be contracted for far in
advance, nothing much can be done next year.
A sensible solution must be found by 1969.
The Electronic Industrics Association’s Con-
sumer Products Division and Parts Division
should call a truce in their intramural differ-
ences in the greater interest of the industry.

The National Association of Music Mer-
chants probably will insist on continuing a
separate Chicago Music Show. The Consumer
Electronics Show, however, has alrcady won
that battle as far as home entertainment prod-
ucts arc concerned.

The Institute of High Fidelity's shows, in-
cluding this month’s New York and next
month's Los Angeles cvents, are combination
consumer and trade shows. September and Oc-
tober are great months to reach consumers,
just as they are beginning to think about their
fall buying plans. It’s rather late in the scason
to show new lines to dealers.

This may be one of the reasons why at least
twenty of the companies at the New York High
Fidelity Show exhibited carlier at the Con-
sumer Electronics Show. Some tape recorder
firms and perhaps a few components manu-
facturers, who were at CE.S, arce bypassing the
September Show.

The New York High Fidelity Show has an
important funetion as a consumer show. It is
not an ideal trade show. A consumer sces a new
product and trics to buy it right after the show.
The dealer doesn’t have it in stock because he
first heard about it only one day before the con-
sumer did. The result: A sure sale is lost.

When products are shown to the dealer in
June, he can place his order and the factory
can gear its production so that the products
will be in the store at the time of the consumer
show. We realize that this will be difficult for
those companies that habitually keep working
on new developments right down to the Sep-
tember show deadline. If they want to get full
value out of the fall selling season, they must
sct carlier deadlines and get their products into
the stores.

Sight & Sound Marketing



Crown Compact Cassette, CTR 9000. More power, better
tone than %igher priced cassettes. List: $74.50, wncludes
mike, earphone, C-60 tape, batteries, patch cord. case.

CRC 9100F Cassette recorder with built-in AM/FM radio.
Listen to either radio band ard record simultaneously.
List $109.95, includes C 60 tape, earphone, batteries.

L

CSC 9350 Stereo Cassette recorder, built-n AM/FM stereo
radio. Listen and record at 1he same time. List: $389.95,

includes separale speakers, 2 Dynamic mikes, C-60 tape.

Crown Telephone Valet, CTA 4000. Answers pnone, records
Calle”’'s message. Works witt most AC tape recorde-s.
List: $99.50. So simple anyone can hook-up in minutes.

THESE ALL-NE

CALL, WRITE OR WIRE FOR THE
NAME OF THE DISTRIBUTOR
NEAR YOU THAT HANDLES

& CROWN

CROWN RADIO CORPORATION U N | I S

THAT CAN HELP YOU HAVE
BIGGER 4™ QUARTER
SALES AND PROFITS!

INDUSTRIAL SUFPLIERS COMPANY

705 FOLSOM ST. SAN FRANCISCO Y¥4107/415-781-3032
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A number of developments, reported and
analyzed in the current and August issues
of Sight & Sound Marketing, can be summed
up in a single word—innovation,

This innovation is taking many forms
and is affecting many consumer electronics
products, but it appears to be making its
greatest impact in the field of tape
recording. In fact, this could be the
long-awaited year when the tape recorder
takes its place as a major item in our
stores, along with color television and
stereo.

The key to bigger sales is, of course,
convenience. Audio tape recorders are
becoming simpler to use. Automatic
reverse, once the exclusive of a single
brand, is now almost commonplace. Bell &
Howell's automatic tape threading feature
and Sony/Superscope's promised reel-
changing recorder are efforts to eliminate
the fear that some people have when con-
fronted with an open-reel recorder. And the
cassette system is meeting with such enthu-
siastic acceptance that it may dominate the
under-$200 field this fall, instead of two
or three years from now, as previously
anticipated. The only problem is one of
proliferation. Along with many excellent
models from responsible manufacturers are
some promoters' offerings of doubtful qual-
ity. These could have the same harmful
effect in disillusioning customers as the
rim-driven "toy" recorders had on the open-
reel market a few years ago.

Will the cassette eventually replace
the open reel at higher price levels? It
does not seem likely, but it could happen
if a true high fidelity cassette instrument
can be developed. Even so, the best guess
is that both will live side-by-side—the
cassette for convenience and the open reel
for people who take their tape'recording
seriously and want the flexibility of this
system.

Almost as important as convenience are
the current efforts to improve the signal-
to-noise ratio of tape (see page 13). Lower
noise at slow speeds will result in econo-
mies in the use of tape, adding to the
attractiveness of the medium for the
consumer.

Dealers may not have to wait too long
for a true home market for video tape re-
corders to develop. Predictions are being
made that prices will come down enough to

(Continued on page 32)
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introducing...

DECCA’ lLLLE
DELUXE 8 TRACK STERED TAPE CARTRIDGE PLAYER

Solid state with 12 transistors. 10 wa#ts output Cortrols include Loudness, Treple, Bass and Steteo
Balance plus channel selector switch and channel indicator, Two 6" speakers. Genuine Walnut veneer.

L External head adjustment feature.
Sigge el List “rice

$129.95

Player attachment. Soiid state. Played through stereo amplifier with function switch and tape input
jacks. Genuine Walnut veneer. Can be hung on the side of a conso'e. Channel selector switch and
channel indicator. External head adiustment feature.

Sapgestad List Price

$73.95

All Brices Slightly Hghe 1n the West
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WALTER D.MO
& CO.

When Walter D. Moses and Company began business in this building in 1879, there were no other music stores nearby.

Today, almost every lccation on the black that is not a jewelry store is @ music house.

"
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“If the guality is there

I don’t mind the price”

ANY DEALERS complained during

the colar television shortage that
they could get high-end models but
not enough of the moderately priced
sets.

There was a different problem con-
cerning stereo last fall at Walter D.
Moses and Company, 103 East Broad
Street, Richmond, Virginia, music
store. The high-priced consoles were
scarce because of a cabinet shortage.

“We had nothing aver $1,400 dur-
ing the Christmas season,” said Chris
Heindl, vice president, “and that’s
when the big ones are sold.”

When the big-ticket sets were
available earlier this year, he didn’t
want too many of them. The com-
pany, a fine old music house that
exudes quality, doesn’t like to clear
out merchandise at cut prices. “We
always manage to sell out by the
time the new models ure introduced,”
Heindl said. “We don’t miss too
many sales in the spring, however,
because we call the representative of
the factory and get what we need in
a hurry.”

The store has a close working rela-
tionship with its sole supplier of con-
sole stereo, Fisher Radio Company,
and it does a very respectable vol-
ume. “Our annual sales of Fisher
products run about $150,000,” he
said. “We have handled the Fisher
line of consoles from the time they
were first made. We used to sell
Capehart until that company went
out of business. We want to see
Fisher hold the quality, rather than
make too many models. If the quality
is there, I don’t mind the price.”

With the expectation of adequate
stock, he expects that the upcoming
fall season will be a good one for
stereo.

Along with the Fisher consoles,
the Moses firm features KLH’s line
of compact stereo.

Although the store formerly sold

(Continsted on page 24)
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says Chris Heindl of Walter D. Moses and Company

Chris Heindl emphasizes sound reproduction quality as he demonstrates a
steveo compact system to a customer.

Sydney Allsop, record department manager, is well-known in Richmond
musical circles as a reviewer Jor the Times-Dispatch.
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Sherwood §.7600
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Bogen TR190X

This season’s receivers, amplifiers
and tuners offer many features that
dealers can demonstrate and talk
about to customers New reccrd
changers and speakers, the other
major components of high fidelity
systems, were described in fthe
August issue.

Scott 26GB

*D e ey e

Pioneer SX-300T

10

Now THAT the receiver (tuner,
amplifier, and controls) has
largely taken over as the center of
all but the most elaborate com-
ponent high fidelity systems, it's
hardly surprising that manufac-
turers should seek a competitive
edge with their product by offering
more versatility, more features, more
sophistication of circuitry, or any of
these.

For versatility, as an example,
Bogen’s TR100X FM/AM stereo re-
ceiver has its essential circuitry con-
tained in six modular circuit boards,
interconnected with push-on con-
nectors for easy servicing. Like vir-
tually all other receivers in this
year’s crop, the TR100X is solid
state, has multiple-choice speaker
switching, and has output circuit
protection against shorted speaker
leads. $249.95.

Integrated circuits are the special
feature of two new Fisher units. The
stereo-FM 200-T offers a high and
low level phono selector. The 550-T,
an AM/FM stereo receiver, sports
a full control complement, 90 watts
output.

Hallicrafters has moved impres-
sively into component hi-fi—while
reminding us of its long association
with radio—with the CR-3000, a 6-
band receiver (FM, stereo FM, AM,
longwave, shortwave) featuring an
illuminated rotary drum dial scale,
also front-panel switched magnetic
and ceramic phono inputs. Auxiliary
speakers are available. $269.95 net.
The company has two table model
receivers: S-214, a 6-bander, at
$89.95; and S-240, AM and FM, at
$109.95 net.

Harman-Kardon’s new receiver
entries are the model Five-Twenty,
using ICs, modular construction, etc.,
and the Five-Thirty, essentially the
same, but with AM as well (the AM
tuner uses a MOSFET front end and
separate AM board with its own IF
strip and tuning capacitor). $269 and
$299 minimum resale, available in
September.

From five to eight pre-engineered
matchbox-size module units con-
tain 95% of the components of an
Arena receiver, made in Denmark
by Hede Nielsen and distributed
here by International Importers, Inc.
T2400 is FM only, offers a memo-
matic (mechanical memory) circuit
for pushbutton preselection of five

pretuned stations of the owner’s
choice, an electronic station scanner
for program sampling, at $499.95 list.
T2500F, with the same features in
FM, has duplex tuning (separate
dial pointers) of FM and four AM
bands. $319.95. T2500H is the same,
with built-in end speakers (the cab-
inet’s 29%% inches wide) for $339.95
list.

Featured in Magnavox’s new line
of receivers are step-type bass and
treble controls usually associated
with professional equipment. For
$15, dealers may obtain a distribu-
tion box for demo-switching the
Magnavox units.

A considerable line of Telmar (Di-
vision of Martel) receivers is topped
with the T-9 where both AM and
FM bands utilize completely sepa-
rate systems, including knobs, tun-
ing bands, and sensitivity meters.
$329.50 list.

Pioneer breaks the $200 price bar-
rier with the SX-300T AM/FM/FM
stereo solid state receiver, a direct
descendant of the SX-1000TA. Man-
ufacturer’s specs are: 40 watts (IHF
at 4 ohms) power on both channels;
3 microvolts sensitivity on FM; less
than 19 harmonic distortion (at 1
kHz rated output) in the amplifier
section. Plugs are provided for the
speaker cables, permitting speakers
to be plugged in easily. The retail
list is $199.95; an optional oiled
walnut cabinet is available at $30.

Roberts Model 30 FM stereo re-
ceiver offers a broad scale logging
dial, a new concept in controlled in-
jection AFC, and a walnut cabinet
at $199.95 list ($159.95 minimum re-
sale).

The half-dozen receivers in the
H. H. Scott line use field effect tran-
sistors in the front end, integrated
circuit IF strips (Models 344C and
342B), wideband automatic variable
AM bandwidth (Models 384, 382B,
and Scott’s LR 88 AM-FM stereo re-
ceiver kit), and the Dynaural noise-
filtering circuitry developed by Scott
(Models LR 88 and 348B).

Sherwood’s all-silicon transistor
Model S-7600-FET receiver has a
low-distortion linear FM detector,
selected FETs in the RF and mixer
stages; phono sensitivity is adjusta-
ble from 1.4 to 10 mv. There’s a
three-year warranty on all parts in-
cluding transistors. Chassis: $339.50;
in walnut-grained leatherette case,
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$348.50; walnut-wood case is avail-
able at $28.

TEAC’s sole receiver. the AS-60,
has a front-panel-switched, two-unit
tape deck input permitting simul-
taneous recording with two decks,
and a center channel output. $389.50;
available in October.

Amplifiers

Newest amplifier in the Fisher Ra-
dio stable is the TX-1000, featuring
all-silicon circuitry, pushbutton
three-stage high filter, four-position
tape monitor selector, and switchable
center channel power output. 50
watts RMS (at 1 kHz) each channel.
$349.95 list.

The Grundig SV 80 amplifier,
rated at 30 watts/channel RMS, of-
fers some feature speeials via the
pushbutton route: contour I, con-
tour II, and presence. The SV-40,
without pushbutton features, bears a
15 watt/channel rating.

Arena, using the same plug-in
module construction found in the
company'’s receivers, has a compact
amplifier unit, the F 210, with stand-
ard controls, $139.95 list.

Sansui plays both sides of the
street, offering an integrated power
amplifier, but also a preamp and a
power amplifier. AU-T%7 is the inte-
grated unif, with 30 watts/channel
RMS, flat operation when controls
are in zero position, two phono in-
puts, presence switch. front-panel
speaker switching, four special out-
puts (preamp, tape recorder, two
center charnel). Pre- and main am-
plifiers are designed to be used in-
dependently. Step-type tone con-
trols. $279.95.

H. H. Scott’s 299F (65-watt) and
260B (120-watt) amplifiers use di-
rect-coupled silicon circuitry and
modular-type printed circuit boards.
260B has pushbutton selector
switches, and a tone control by-pass
switch.

Second model in Sony Corporation
of America’s amplifier line is the
TA-1080, employing thirty silicon
transistors to achieve its 90 watts
(IHF) power ratings. There are two
identical magnetic phono inputs. As
with its earlier TA-1120 amplifier,
Sony offers its unique quick-action
lever switch for speedy selection of
most often used inputs. There’s a
tone contrel defeat switch too for flat

(Continued on page 12)
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A new home for

the New York hi-fi show

HE SITE of this years New York

Component High Fidelity Music
Show, to be held September 19-24, is
only three blocks from last year’s
site, but the difference will be evi-
dent immediately to every visiting
dealer and consumer.

Instead of the narrow corridors,
bare walls, five floors and intermi-
nable stairways of the Trade Show
Building, the Statler Hilton Hotel
will offer a two-level show on its
newly redecorated second and third
floors. Directly across the street from
the new Madison Square Garden
(old Pennsylvania Siation) now
nearing completion, the hotel, at 33rd
Street and Seventh Avenue, can be
reached easily by IRT, BMT, and
IND subways, as well as the Long
Island and Pennsylvania railroads
and PATH rapid transit.

While the acoustics and sound iso-
lation, both important factors for
this demonstrating show, are yet to
be tested, the hotel atmosphere
should be a marked improvement
over the utilitarian Trade Show
Building. That building, site of all
New York shows within recent mem-
ory, contributed to the nutsy-boltsy
image of components. The relatively
luxurious Statler Hilton rooms
should help exhibitors stress the
good design of modern components
and their adaptability 1o various
room decors, features which the
sponsoring Institute of High Fidelity
has been stressing for several years.

For dealers and consuners alike,
the main part of the show will be the
new products displayed in the exhibit
rooms, Approximately twenty of the
companies did show their wares to
dealers at last June’s Consumer
Electronics Show in New York. Some
of these, however, will have addi-
tional products to unveil at the IHF
event. And, of course, dealers who
missed the earlier show and all con-
sumers will be seeing the 1968 line

of products for the first time.

In addition, there will be an ex-
panded number of “side shows” for
the public. Walter O. Stanton, IHF
president, has announced that the
traditional symposiums on equip-
ment will be held, with separate ses-
sions specifically geared to the novice
and to the semi-technical and tech-
nical audio enthusiasts. Institute
members will serve on the parels.

For the first time, there will also
be a full schedule of seminars on
musicology and home decoration.
Arrangements for all these events
are under the direction of William
Stocklin, seminar committee chair-
man.

While dealers can attend the show
without charge at any time, tne first
two days have been set aside ex-
clusively for the trade. The doors
will be open from 3 to 9 p.m. on
Tuesday, September 19, and from
10 am. to 6 pm. on Wednesday,
September 20.

The public will be admitted from
3:30 to 10 p.m. on Thursday and
Friday, September 21 and 22; from
noon to 10 p.m. on Saturday, Sep-
tember 23, and from noon to 6 p.m.
on Sunday, September 24.

The admission charge for the
public will be $2, with children under
12 years of age admitted for 5) cents.
In an effort to build store traffic, dis-
count tickets, reducing the bax office
price for adults to $1, will be dis-
tributed through recognized audio
dealers in the New York metropoli-
tan area.

Room allocations had been as-
signed at press time to fifty-three
manufacturers and distributers, not
counting FM stations and consumer
magazines. Several of these exhibi-
tors have contracted for as many as
three or four rooms each. More ex-
hibitors are expected to come in
before space reservations close, Mrs.
Gertrude Nelson Murphy, IHF ex-
ecutive secretary, said.
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High in fi; high in price

OME REALLY high-end components
S and systems, both price- and
quality-wise, are coming from Japan.
While Sony’s version of the audio-
phile’s fantasy is only partly new,
nevertheless the complete Sony lay-
out amounts to a pretty impressive
package at $2,500. For this sum, the
consumer is treated to triamplifica-
tion of each stereo channel, for which
a total of six (three stereo) ampli-
fiers is used. Unique? Universal,
rather, as one discovered while
checking out top-top systems offered
by Hitachi, Sansui, Kenwood and
TEAC. The most impressive preamp
control unit ever constructed for
consumer use (doesn’t it have pro-
vision for three phono turntables?)
was developed by TEAC. This is a
made-to-order unit, with price in-
definite. Scarcely less fancy is
Sansui’'s preamp control unit at
$449.95, center of that company’s
system.

From Kenwood comes the Su-
preme 1 multi-channel stereo amp-
lifier ($695) and photo-electric car-
tridge ($120). The amplifier drives
the woofer, midrange and tweeter
speakers in each stereo channel
separately. The cartridge incorpor-
ates a lamp, a screen, photoelectric
diodes and a pre-amp, but no mag-
netic parts. The operational theory:
The movement of the screen controls
the amount of light ray which passes
through the screen to the diodes; the
movement of the stylus on the record
causes the screen to vibrate; the
amount of light ray on the diodes
changes the current of the diodes
to sound current, a company spokes-
man explained.

Finally, Hitachi’s pie-in-the-sky
layout, another audio buff’s wonder
to behold, has a price tag of $15,000.
Not for everybody, these glorious
extravagances, but very likely for
somebody. . . .

“No wonder we couldn’t get anyone to give us information in the Elec-
Sonics room. They’re all over here scouting the competition.”
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Amplifiers
(Continued from page 11)

response. The independence of the
preamp and amplifier circuits means
that the unit is suitable for use with
the TA-4300 electronic channel
crossover preamp ($199.50) and two
TA-3120 stereo power amps for elec-
tronic control of speaker crossover
frequency. $299.50.

Tuners

Tuners are rightly high-perfor-
mance units in today’s newest ver-
sions. H. H. Scott’s 312D, latest in
that numerical series, has an FET
front end; a three-way meter allow-
ing the wuser to monitor signal
strength, multipath, and center tun-
ing; front-panel controls for vary-
ing the level of headphone ard am-
plifier outputs independently, and
output jacks for oscilloscope moni-
toring of multipath signals. A Kkit,
the LT 112B-1, has similar cpality.
FETs also turn up in the front end
of the 315B, with an IC IF strip and
other plusses.

Two-microvolt sensitivity is not
the most important feature of the
new Sony Corporation of America
ST-5000W tuner. Sensitivity apart,
the unit is unusually insensitive to
cross-modulation. A cadmium sul-
fide (CdS) band-pass RF attenuator
prevents cross-modulation in cases
of strong signals blanketing weaker
ones. Another CdS device, a muting
switch, suppresses interstation noise
without wiping out weak stations.
A third CdS switch automatically
selects stereo or mono without any
danger of false triggering. There's
switchable AFC, provision for either
75-ohm or 300-ohm antennas, and
“for this extravagance” as Sony puts
it, a not outlandish $349.50 price.

Headphones

In the age of peanut-sized ampli-
fiers, why not put one in a head-
phone’s earcup? So Telex has gone
ahead and done it with two units.
Its Amplitwin headphone packs am-
plifier, batteries, volume control,
power switch, low level (for direct
record player connection) and high
level (tape deck, tuner, etc.) inputs
in each ear cup! $79.50.

(Continued on page 27)
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What the lack of noise is all about

An analysis of efforts to clean up background of records and tapes

by Edwin S. Bergamini

HE IMPORTANT matter of “cleaning
Tup" background and other un-
wanted noises on records and tapes
has shown some new developments
of interest to consumer electronics
dealers.

Foremost among the techniques
attempting to widen the gap be-
tween the wanted recorded sound
and the undesired noises of various
sorts which creep into that sound’s
background is what is known as the
Dolby System. Essentially, this sys-
tem stretches with perfect linearity
the signal level of the softest sounds
further above the background noises
during recording, and recompresses
it—with further roise reduction—
during playback. (Note, too, that this
playback can be onto yet another
tape, from which a disc can be
cut with additional Dolbyizing, :f
wished.) The signal-to-noise ratio
reportedly is increased by 10 to 15
db.

The Dolby system is expected to
turn up in consumer equipment for
recording and playback. KLH, which
has exclusive rights for its use in
consumer products, is planning to
bring out a tape recorder with Dolby
electronics—before year’s end if
possible.

Actually, KLH is working on three
products utilizing the Dolby system
particularly at the 334 ips speed—an
open-reel recorder. a separate de-
vice that will give the Dolby treat-
ment to recordings made and played
back on existing tape recorders and
a tape cartridge system which is said
to be different from any present end-
less loop or cassette approach.

“The castridge system,” said John
B. Milder, KLH advertising manager,
“is far more speculative than the

September 1967

open-reel recorder. I am sure we
will not have a cartridge machine
this year, and we will realiy not be in
a position to describe the system
until our production and marketing
plans are more firm.”

Since feeding the correct signal
level into the Dolby circuitry is ab-
solutely critical for achieving noise
reduction in recording and playback,
KLH engineers indicated that they
intend to make provision for easy
setting of correct level controls by
the consumer.

At the disc and prececorded tape
manufacturing end, LColby has al-
ready been put to use by several
labels, with the recorded product
already starting to turn up in retail
stores.

Ampex Corporation has developed
EX4+, a noise-reduction process ap-
plied to stretching the old S/N ratio
when duplicate mastar tapes are
made from an original tape and when
single copy tapes for the consumer
are made from these duplicates. On
this basis, the company has noted
that a tape release may be both
Dolbyized and “EX+ed”—all to the
end of reduction of unwanted noise.

Noise reduction is tied in with
other matters. Slower speeds during
tape recording mean a squeeze on
the S/N ratio. (It’s an engineer’s rule
of thumb that if you cut the speed in
half, you lose 3 db.) One of the rea-
sons the recently announced Newell

Does Dolby system
improve records?

See reviews on page 28

Principle (see Sight & Sound Mar-
keting’s June/July issue, page 27)
caught interest was the expectation
that this system’s higher tapc speeds
(up to 1,000 ips in some applica-
tions) will cause a happy widening
of the distance between signal and
noise. While at this writing Newell
apparently has not licensed the sys-
tem to a manufacturer for home
VTR or audio recorder production,
it’s an important future item for the
dealer to file and remember.

The type and quality of tape for
recording also fits into the back-
ground noise picture. Whatever the
advances in the creating of lower-
noise tape (and there have been ad-
vances), they have all been accom-
plished working with oxide o iron as
the medium for magnetically record-
ing the signal.

Recently Du Pont announced that
it will manufacture and market a
new tape called “Crolyn,” in which
the recording medium is chromium
dioxide, a substance Du Pont has
produced in highly pure form for the
first time. It's low-noise, low-print-
through stuff which is said to give a
6 db or more S/N ratio improvement
in connection with VTR, with cor-
responding plusses for audie appli-
cations. The word from Wilmington
is that it will be “several months”
before any audio tape is available.
Video tape probably will be sold
initially through video recorder
manufacturers. The tape is expected
to retail at 259, to 5095 more than
conventional oxide tape. But with
the advantages already noted, plus a
higher signal output than that of iron
oxide tapes, wouldn't it be worth it?
And then as the customer uses these
plusses to make recordings at slower
speeds, it’s a bargain for everybody.
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Whatever else it lacks, Boynton’s basement has atmosphere.

BOYNTON'S CELLAR CLUB

by Ted Henke

OW DO YOU START an audio store
H on a shoestring in a fiercely
campetitive market and in ten years
build it up to a $1 million annual
business?

Dan Boynton did it with his Audio
Lab, which he opened in Cambridge,
Massachusetts, in 1957. What’s more,
he was under-capitalized at the be-
ginning and the store was in a base-
ment on a street with no foot traffic.

Today the store is in the same lo-
cation, 16 Eliot Street, but he has
expanded his space, now occupying
about 3,000 square feet. He employs
eighteen full-time people, plus a few
part-time Harvard University stu-
dents to handle the overflow.

He figures that he has competition
from at least twelve cther audio
stores, including such large opera-
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tions as Radio Shack, Lafayette Elec-
tronics and DeMambro.

Boynton has achieved his present
success by identifying with the Har-
vard student body. The students who
work in his store keep him up to
date on campus activities.

Audio Lab is an informal stere
where students feel at home. They
drop in even when they don’t have a
specific purchase in mind and they
bring their friends. A sign promi-
nently displayed says: “You are in-
vited to handle this equipment.”

To achieve this student identifica-
tion, Boynton runs an extensive ad-
vertising campaign in the Harvard
Crimson and other campus publica-
tions. The Playboy-type ads are of-
ten wild; sometimes they have a
double meaning. An older, mare se-
date reader might be offended by

some of the ads, but students react
positively to them.

On occasion he has tried to vary
his approach by using more conser-
vative themes. But every time he has
done so, customers stop him on the
street and complain, *“You didn’t run
the good ads.”

He writes his own copy for the
print ads, as well as for the radio
commercials he uses. Actually there
is very little copy in the radio spots,
which are mostly combinations of in-
triguing and unusual sounds.

“The funny thing about this ad-
vertising is that it works,” he said.
“Students do come in and buy.”

Currently working or the cam-
paign for the fall semester, he will
develop it along the same lines as
last year. There's no point in arguing
with success.

Sight & Sownd Marketing
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What to do with the poles? Put signs on them.

’

FOR HARVARD STUDENTS

In the fall of 1966, he opened with
a full-page ad in the Crimsan’s reg-
istration is ue. Headlined “The Har-
vard Gui e to Installing a Steree
System i'. Your Own Room,” it was
by-lined by four Harvard students
who work in the store. It’s a compar-
atively sedate ad; the wild ones come
later in the term.

The conversational copy (con-
densed here because of space re-
quirements): “Since no iwo people
reacf to musical sounds in exactly
the same way, you must plan on
spending a whole afterncon com-
paring equipment. It is important to
find a store that has natural living-
room acoustics and salesmen who
will let you sample a number of
components without pressuring you.
. . . There is just such a place in
Harvard Square. It’s called Audio
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Lab, and it’s located in the cellar of
an old office huilding.”

Among the illustrations is a map,
showing the location of the store in
relation to Harvard Yard. “Save this
map,” says the caption, “you’ll never
be able to find Audio Lab without it.”

Continuing, the copy describes
several choices of equipment, start-
ing at the high end with a dream
system which ‘“costs almost $2,000
and is worth every penny of it.”

Then “for people who gasp at this
price” there is a $600 rig consisting
of a Thorens turntable, Pickering
cartridge, KLH 16 stereo amplifier
and two KLH 6 speakers.

“If you are like us,” the ad copy
notes, “and have even less money,
there are two possibilities for good
sound in your room. The first is to
purchase one of the complete KLH

integrated stereo systems. . . ranging
from $199.95 to $525 in price. . . . The
other way is very complicated; you
shouldn’t try it unless you know
quite a bit about high fidelity com-
ponents. . . . [Trade-in] equipment
is sald very cheaply, and if you know
how to assemble different parts
yourself, it might be worthwhile to
check Audio Lab’s stock. You can
put together a whole system of an-
cient monaural components for about
fifty dollars. . . . Better grade equip-
ment is rebuilt in Audio Lab’s fac-
tory building and sold with a parts
and labor guarantee for about half
the original price.”

In an attention-getting, small-
space ad, Boynton asks: “Why all
the controversy about LSD 29? Au-
dio Lab gladly sells it.” It turns out

(Continued on page 26)
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Introducing the one
color TVthat won't be insulted
if you fall asleep.

The show may be great. But :t’s late.

In the past, a sleepy Porta Color* TV viewer had to
rouse himself, get up ott of a soft, warm bed and skut
the thing offl.

Not any rmore.

General Electric introduzes a new deluxe deluxe
Porta Color. With a clock in its head. An automatic
timer like tke snooze switch on GE clock radios. But
this one allows for a fu’l 3-hour shu:-off time.

Since Gereral Electric Porta Color was the world’s
first portable portable color TV and since a bedrocm
is a likely place to find one, coming cu: with this model
was only a guestion of t:me. {

And ncw is the time to order yours. Every second
counts. See your local General Electric distributor for
full information and details.

GE knows: The better it's made, the less it's serviced.

[rademark of the General Electric Compan 1

GENERAL @3 ELECTRIC

Personal Television Department, Portsmouth, Vieginia

4
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Southern dealers temper

optimism with caution

ryYHE sOUTHERN market for color

television, comparatively soft
even during strong periods in the
past, looms big in dealers’ pre-season
projections. Some, however, are pro-
ceeding with caution, and there is
very little evidence in any store
of the overbuying that occurred last
year.

Most of the surveyed dealers re-
ported a soft spring, although they
were able to work off the greater
part of their excess inventory. Sales
came suddenly to life in several
stores during the first part of Au-
gust, adding to the optimism.

Console stereo is expected to show
reasonable strength, although deal-
ers would like to see this profitable
class of products do even better.

Dealers selling components are
projecting good fall sales, although
one sees a trend toward modular
compacts instead of separately se-
lected component systems.

Open-reel tape recorders are
showing a great deal of life. The big
impetus, however, will be provided
by cassette recorders, in the view of
several dealers. One is still placing
his bets on the 8-track cartridge.

After conceding much of the radio
business to drug stores, some dezlers
believe that FM stereo and other
quality features will bring a good
deal of the volume back to home en-
tertainment stores.

Playing it cautiously

Joseph Martin, D. H. Holmes Com-
pany, New Orleans department store,
hopes ‘“fall will be as good as every-
body is predicting, but will play col-
or cautiously.”

Observing that he and everybody
else bought color abnormally last
year, he said he will buy on a 45-day
basis. Last year the practice was to
anticipate 90 days or even, at the
start of the season, 120 days.
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“I can’t see any real change in the
economic climate from last fall,” he
commented. “While the economy
generally is good, I think the cream
has been skimmed off the market.
The customers for color today are
people on a budget. Some may have
fairly high incomes, but they have
budgetary problems as we all do.
Monthly payments, especially on the
higher-priced sets, are too big for
them. If the proposed surtax is en-
acted, it will hurt sales, as will any-
thing that takes money out of the
customer’s pocket.”

He is not optimistic about the fall
network programs on the basis of
what he has heard about them so
far. During the summer months re-
runs hurt sales, he said.

Spring sales were satisfactory, ex-
ceeding last year’s figures, but “we
had to work hard and pay dearly in
markdowns.” Actually the first quar-
ter was substantially ahead, while
the second quarter was just about
even with 1966. There was a slight
increase in July. However, higher-
priced color sets have not been mov-
ing despite substantial reductions.

Stereo, on the other hand, has
been moving well. Each of the first
seven months of the year saw sales
topping the comparable month's fig-
ures last year. It looks good for fall,
he said.

“Buying in anticipation”

“After a very soft spring, we ex-
pect a good fall in both stereo and
color,” said Charles L. Simmons,
Coghill-Simmons Music Company,
Dallas. “It was very soft from March
through the end of June. Some signs
of life showed up in July, but the
first ten days of August were only
slightly ahead of last year.

“We are buying in the expectation
of a good fall. It had better be!”

The firm has shaken up its tape

recorder section, dropping a number
of lines, including higher priced
products. “Margins are too low:
there is too much price competition,”
he said. “We now handle Craig at
the low end and the full Magnavox
open-reel line, plus Magnavox and
Wollensak cassette units.” He pre-
dicted that the future of the tape re-
corder business is in cassettes. They
will eventually supplant open-reel
recorders, he asserted.

“Fall season can’t miss”

“The employment level and other
factors in the economy are so good
that I don’t see how the fall season
can miss, unless something drastic
happens,” said A. L. Hecht, Ward’s
Company, Richmond chain operat-
ing its own stores in Virginia and
leased departments in mass mer-
chandising stores in the northeast,
south and midwest.

‘The impact of the new programs
will help sell color. Every night the
public is exposed to a tremendous
barrage of publicity on the networks
about the new fall programs. Be-
sides, people are now seeing color
TV in their friends’ homes and will
want their own sets.”

Hecht is not concerned about the
proposed 109 income tax surcharge.
He believes the public has been ex-
pecting it and has absorbed the idea.
“It didn’t seem to make any differ-
ence after the President announced
it. Even the stock market took it in
stride, recovering from an initial
flurry in the same day.”

Color inventories are in good
shape, he said. Sales during the sum-
mer were proportionate to last year.

He believes the most popular
price points will be $495 for con-
soles and $395 for 18-inch table
models. “These prices,” he said, “are
within the range of most people’s
pocketbooks.”
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The stereo outlook is good, he
noted. It sells steadily, though not
in tremendous quantities.

“Tape recorders are selling a bit
better every year,” according to
Hecht. “They are coming of age. Re-
corders now on the market are bet-
ter than ever before; they have more
features which we can sell. But I
think it’s the cassette which will
really get the market to take off.
It will do for tape recording what
the Instamatic camera did for pho-
tography.”

Replying to a question about ra-
dios: “We always do a tremendous
business. No one buys just one radio
anymore. With all the different types
available—small transistors, clock,
desk, FM, short wave—people buy
radios that appeal to them although
they already have several at home.”

“...if prices are right”

“Color will sell if the prices are
right,” predicted J. W. Godwin, God-
win Radio Company, Birmingham,
Alabama. “Last fall we had plenty of
shoppers, but we didn’t have mer-
chandise at the prices they would
pay. We had too much high-priced
furniture, so they didn’t buy.

“If we can get rid of stock on
hand and buy enough new merchan-
dise in the $500-and-under range,
we will have a good season. If we
can't, we're dead. There’s still some
market for the $600-3700 models, but
it’s limited. We need 295-square-
inch screens at the $500 level, table
models and smaller sizes at less.”

Stereo, including both components
and consoles, is a good year-"round
business for Godwin. If it follows
normal patterns, it should be some-
what stronger in fall. But he fears
that the market may be getting “a
little saturated.” The trend, he said,
is toward modular compacts. “They
appeal particularly to housewives
who couldn’t care less about a com-
plicated component system.”

Cassette recorders are becoming
very big. They will replace open-
reel this fall in the $60-$80 range,
he said. He sees the development of
a real mass market. There will be
some sales of 4- and 8-track play-
back systems, but nothing to com-
pare with cassette recorders. Be-
cause of the multiplicity of cassette
products on the market, some of
which he fears may be substandard,
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he will buy brand names to be as-
sured of reliability.

Although cassettes will find a
place as part of componeuts systems,
he doesn’t think they will replace the
professional-type open-reef in the
near future. It could happen later if
they can be upgraded tc true high
fidelity, he said. As for this fall,
there will be some demand. though
rather slow, for pro-type open-reel.

Godwin sells prerecordad tape for
all systems along with LP records.
Open-reel tape has been a “hard
market to sell.” He hopes to see more
prerecorded cassette products which
will help to sell the machines.

He has considered radios a neces-
sary evil because they are sold in
every drug store, but “it locks as if
they are beginning to come back into
our market.” He likes high-grade
portables such as Sony from $80 to
$100 and is impressed by Sylvania’s
use of air-suspension speakers in ta-
ble radios. FM-equipped radios will
sell, as Birmingham has one full-
time stereo, one part-time stereo and
and three mono FM staticns.

Enthusiastic about color

Fall looks like a good season, par-
ticularly for color, at Pieratt’s Ap-
plianceland, Lexington, Kentucky,
according to H. F. Pieratt. His inven-
tory is in reasonably gooc shape for
this time of the year, and he is open
to buy. “I have made some heavy
comnmitments, but I'm not taking the
entire inventory into my store until
I need it.” Sets in the $450-8500
range should be most popular.

Sterco should sell well, running
about even with last fall. “It won’t,
however, be the best season ever by
any stretch of the imagination.”

Open-reel tape recorders, while
not Pieratt’s biggest depattment, are
carried at all price levels fromn $29.95
to $500. Units under $100 are always
good movers at Christmastime, he
said.

Business is picking up in auto
cartridge tape players, but he has
some service problems. He also is
selling quite a few 8-track decks for
nome use. Cassettes have u long way
to go before they find acceptance, he
said. He sees the 8-track system as
the best bet so far. “They must
standardize the systems or get them
down to a few types before the pub-
lic starts buying in quantizy.”

As the result of several requests
for modular stereo, he has kegun
stocking items from Zenith and
Motorola.

Pieratt doesn’t try to compete with
the drug stores on radios, but sells
quite a few to his regular customers.
As he is not in a downtown location,
he has very little walk-in traffic.

“Business broke loose”

An augury of a good fall came dur-
ing the first ten days of August at
Deason Radio Company, San An-
tonio, Texas. ‘Business broke loose
in those ten days,” said Charles Dea-
son, Jr.,, “and the last three were
marvelous. On one day alone we sold
color sets for $700, $775 and $825.”

No special advertising or promo-
tion was used to get this business.
“In fact, we had been discouraged by
slow sales and had reduced our ad-
vertising, using only reminder ads
to keep our name before the public.
Our advertising in late July and
early August was less than in any
previous period.”

Stereo has been fairly good, but
rather hit-or-miss, he said. “It does
seem to be our only really profitable
item. People know what they want
and very few try to chisel the price.
‘That certainly isn’t true of color,
where most customers are looking
for a deal. So we are making a little
money on stereo.”

Stereo compacts don’t sell, except
to an occasional bachelor. Most
people, he said, want furniture if
they are spending $200 or $300.

Tape recorders have become re-
markably good sellers. “In the past
we just hated them; they took too
much time to sell. People would play
with them, call in grandma to hear
her voice. Now they are real profit-
able. Sales have tripled in the last
six or eight months.”

Again there was no real advertis-
ing effort. One tape recorder ad was
run in spring. The product is pushed
by salesmen in the store. They tell
stereo customers how they can save
on records by recording off the air.

Radios have been selling very well
and, unlike the experience of some
other stores, they provide a good
profit. “We don’t have to give them
away. There are so many different
radios, so many different styles on
the market that manufacturers’ sug-

(Continued on page 20)
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Products for the future

MONG THE PRoODUCTS that can be
expected in the future, some of
them by next year, are a 7-inch color
TV, a 1-inch pocketable black-and-
white set, a radio the size of a Dun-
hill cigarette lighter and an open-
reel tape recorder that changes and
plays up to five reels automatically.
Sony expects to start U.S. distri-
bution of the 7-inch color set by next
spring. About the size of a woman's
cosmetic travel case, it is 8 inches
wide, 10 inches high and 13 inches
deep. Weighing 18 pounds and op-
erating either on AC house current
or DC, it is easily transportable. It
uses a Chromatron picture tube
which is said to produce a highly
luminant picture with high color fi-
delity. The price is expected to be
about $350.

Sony’s second product of the fu-
ture is a pocketable black-and-white
television set with a 1-inch picture
tube and a monolithic integrated cir-~
cuit. No target date has as yet been
set for distribution. The unit is about
half the size of a cigarette carton and

weighs approximately 2 pounds.
Powered by a built-in rechargeable
nickel cadmium battery, it will also
operate on house current. A simple
movement of the unit’s cover turns
the set on or off.

The lighter-sized radio was one of
two shown by Hitachi. The com-
pany’s second radio-of-the-future
surrounds a 4-inch speaker.

Superscope expects to have by the
fall of 1968 the Sony 760, described
as an “auto thread/change/reverse
solid state stereo tapecorder.” This
is a tape recorder with automatic
reel-changing mechanism allowing
up to five reels to be spindle-stacked
and played in sequence.

It also incorporates automatic reel
threading, automatic reel reversing
and ejection of the completed reel
after both sides have been played.
Reel size can vary from 3 to 7 inches,
and reels may be intermixed. Auto-
matic reversing is managed through
special Sony circuitry not requiring
metallic sensing tape or subsonic
signals.

Southern dealers report

(Continued from page 19)

gested list prices don’t mean a thing.
We can get $10.95 or $12.95 for a
transistor instead of $9.95. Or $24.95
for a table radio instead of $19.95.”

Audio and recorders strong

Charles Womack, Stereo Center,
Atlanta, expects “great business, a
strong fall.” Both spring and sum-
mer had been very good, he said.

Components, the mainstay of his
business, are divided about 50/50
between the sales of complete sys-
tems and individual units. Best sell-
ers are in the middle range to high
end.

While very optimistic about com-
ponents, he says about his console
line: “I wish I could predict how it
will move.”

Tape recorder sales are running at
double the rate of a year ago. The
popular items are recorders priced
at $500 or more and Sony units up to
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$300. There are not many sales be-
tween these levels, he said.

Womack underestimated the de-
mand for cassette recorders and had
sold out completely in mid-August.
Placing orders for additional mer-
chandise, he said: “Cassettes will
take over at under $200. There’s an
overwhelming trend in this direc-
tion.”

“Fantastic, we hope”

Allan Davis, Sight and Sound, Inc.,
Tulsa, Oklahoma, predicts an excel-
lent fall—“fantastic, we hope”—after
a rather soft spring. “Now that there
has been a partial drying out of in-
ventory, we are sure business will
jump back. In fact, color sales were
very gratifying in the first two weeks
of August.”

Stereo sales, down about 8% from
last year in the first seven-and-a-
half months, were running about
1189, ahead of projection in the first
half of August. He anticipates a 25%

V /st

Sony Corporation of America will
marker black-and-white TV set
with 1-inch screen here, but no in-
troduction date has been set.

Sony/Superscope’s model 760 tape
recorder will have automatic reel
changing mechanism.

gain for the full year through De-
cember, with both consoles and com-
ponents figuring in the compilation.

The trend in components is toward
medium-priced systems in the $500-
$600 range for a complete rig with
house speakers made by Adler.

Open-reel tape recorders are hold-
ing their own, but sales are not
spectacular, Davis said. A $150
stereo unit is popular in complete
stereo systems; other sales are
mostly at the over-$200 level.

“The tape recorder situation is
somewhat confused,” he said, “by
the cassettes and endless loop car-
tridges, but I think the cassette re-
corders will pass 8-track players in
sales in the early fall months. They
have created a lot of excitement
here.”

He noted that “we have continu-
ally neglected radios, letting the
business go to the drug stores.” Now,
with four multiplex stations in the
area, ke thinks FM stereo radios can
sell.

Sight & Sound Marketing




Looking for something
that has n_o?c'ompxetition?

Listen to this.

Here is an audio industry ‘‘first,”’ the COMPASS
TRIPHONIC 75", .

A three—yes, three-chanmel system. Designed by
Paul Weathers, eminent audio pioneer, it makes
two-channel stereo old-fashioned.

The sound is superbly clean and natural, with un-
surpassed fidelity. With 75 watts of music power,
there's nothing like it in its price range.

The system includes an FM stereo Receiver, a
complete audio ccntrol center with three separate
amplifiers and three specially designed separate
speakers.

e

Ycu can sell the TRIPHONIC *‘75" with fuil con-
fidence. The warranty is two years on the receiver
and five years on tne speakers. It is strictly fair-
traded at $399.95, walnut receiver cabinet in-
¢luded. Extensive national advertising will appear
in major consumer publications, plus special loca!
promotions, co-op advertising and exhibits zt all
major hi-fi shows,

To introduce this revolutionary music system:;, we
have a 'SPECIAL OPENING CEAL which mezns
greater profits for you.

%% COMPASS TRIPHONIC "75”

For franchise information, write:
COMPASS COMMUNICATIONS CORPORATION, 27 Haynes Avenue, Newark, N.J. 07114
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E. G. Van Leeuwen, president of Magnetic Recorders
Company. was on hand to answer questions during VTR
show staged by his store in cooperation with Sony Cor-
porution of America.

WAIT °TIL NEXT YEAR

VTR prices may come down enough
to launch a true consumer market

ow LoNG will it be until the video

tape recorder becomes a true
consumer product? Some observers
believe it will take quite a few years
for a home market to develop, but
others foresee the beginnings of a
market within a year’s time.

The key, of course, is lower price.

John Trux, marketing manager of
the Ampex consumer and educa-
tional products division, is among
those who believe prices may get
down to the upper limits of the con-
sumer market by June 1968, in time
for showing at the next Consumer
Electronics Show. “At that time
Ampex and most certainly foreign
manufacturers will be announcing
units in the $450 to $700 pricing
area,” he said. “This pricing will see
the beginnings of consumer involve-
ment in our products.”

Until the home market opeus up,
relatively few consumer electronics
dealers will find it advisable to get
into the VTR field. It requires a high
degree of specialized product knowl-
edge and a different type of sales-
manship. According to Ampex, edu-
cation represents 30% of the present
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market, industry 50¢7, medicine 5%
and various other uses 15%. Few of
the people buying VTRs for these
purposes will walk into the store and
ask to see a system. The dealer or a
well-trained salesman will have to
spend niuch of his time in the field.
He will have to analyze a company
or institution, deterniine its need for
VTR, convince the purchaser of that
need and tailor a system for the
specific purpose. Individual sales can
be substantial, amounting to several
viceo recorders, cameras and associ-
ated equipment, but the start-up and
selling costs can be high. Some deal-
ers could be hurt by channeling too
much time into VTR at the expense
of their main consunier business.
There are success stories, some of
wkich have been reported by this
magazine. No one, however, should
jump in at this time without full
awareness of the problems.
Nevertheless, the long-term re-
wards can be great for the pioneer.
As Trux puts it: “For the merchant
who has risk capital and a desire
to probe a new and difficult market,
there is a once-in-a-lifetime oppor-

tunity to get the experience that will
be preparation for the lower priced
products to come.”

One dealer, a tape recorder spe-
cialist, who is going after the video
recorder market aggressively is E. G.
Van Leeuwen, president of Magnetic
Recorders Company, Hollywood,
California. In cooperation with the
Sony Corporation of America he re-
cently staged a three-day Sony
Videocorder show at the Holiday Inn
in Los Angeles.

A large attendance was achieved
through the use of a direct mail
teaser campaign, Cap Kierulff,
board chairman and chief executive
afficer of Magnetic Recorders, ex-
plained. The company obtained the
use of the Greater Los Angeles
Ckamber of Commerce’s master list
of executives in one hundred differ-
ent industries, including advertising,
aerospace, banking, chemicals, de-
partment stores, engineering, food
markets, hospitals, insurance, oil,
packaging, railroads, schools, truck-
ing, and training and development.

Three separate mailings were sent
to each executive, Kierulff said. The
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first was a card saying only, “The
Magnetic Man is coming!” Glued to
it was a stirring stick “for your rest
break to follow.” A few days later, a
second card urged, “Take ten on us.”
It was accompanied by a packet of
coffee and a tea bag, with the sug-
gestion that “while you're waiting for
the water to boil, let us tell you why
you should have a Sony Video-
corder.” The last message said,
“Oops, we almost forgot to make
your coffee break complete.” En-
closed was a packet of sugar, along
with an invitation to the VTR show
and an order card for literature or
a sales call if the executive could
not attend.

The mail campaign evidently at-
tracted attention and the product line
created interest, for the show was
visited by management personnel
from the U.S. Navy Hospital, a com-
puter company, high schools, Marine
Corps, medical profession, manufac-
turers, universities, airlines, enter-
tainment business, city government
and other fields.

Magnetic Recorders followed up
by sending personalized letters to all
who registered in the guest book. It
expects to canvert a number of these
leads into sales of video tape record-
ers ranging in price from $695 to
$12,000.

The educational market, which ac-
counts for 309% of present sales, is
expected to expand greatly by 1975.
A report on Educational Technology,
prepared by the research depart-
ment of Predicasts, Inc., Cleveland,
indicates that sales of video equip-
ment will reach $89 million in 1975,
compared with $19 million in 1965
and $3.3 in 1955. These figures, of
course, include all types of television
equipment. The first VTR did not
appear until 1956 and it was an ex-
tremely expensive unit for broadcast
purposes. With VTRs in the $1,000-
$2,000 range beginning to become
available in 1965, the figure for that
year undoubtedly included some
VTR units. It is likely that recorders
and associated equipment will ac-
count for a large part of the $89 mil-
lion projected for 1975.

Interestingly, estimated video
equipment sales for education will
surpass audio equipment sales in
1975. According to Predicasts, audio
equipment sales to schools and col-

{Continued on page 24)
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NEW IDEAS IN VTR

The pretty girls are wusing
Sony’s portable VTR and
hand-held camera, both due
in November. Shoulder-hung
VTR unit weighs only twelve
pounds, including battery and
tape. At left are GBC’s View
Finder TV camera which pro-
vides a screen for instant moni-
toring and Panasonic’s WV-
600 Special Effects Generator.
This permits special effects,
such as superimpositions, fade-
in, fade-out, and split screens.
Concord’s VTR-600, below, can
be used with the MR-700 11-
inch monitor and the MTC-15
standard television camera.
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Tupical window display at Walter D. Moses and Company includes a variety
of merchandise, with KLH sterea compact system taking center stage.

“I don’t mind the price”

{Continued from page 9)

:as much as $300,000 worth of blaek-
and-white television in a year (be-
fore the advent of color) it pulled out
of that market because “we didn't
make a cent.” It got back into tele-
vision with color. “It appealed to us
as a high-ticket line,” Heindl ex-
plained, “but, of course, it doesn’t
give us as much margin as sferec.”

He objects to frequent changes of
model numbers in color TV. “The
numbers were changed last January,
although there were few improve-
ments and in some cases none. Every
three or four months we receive new
sheets for the catalog. The changes
are often minor. But the ‘new’ mod-
els are advertised, tending to obso-
lete the older stock in the public's
mind."”

The store’s policy of avoiding price
cuis applies even to the record de-
partment. Sydney Allsop, depart-
ment manager, said that Moses is
able to get full list price on records
because “we inspect all records, pro-
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vide listening {acilities and offer de-
livery.”

Another factor which helps Moses
hold the price line is completeness
of inventory in the areas in which
it specializes. No 45-rpm discs are
stocked. Exclusively long-play, the
department stacks classical music in
depth and provides a wide selection
of imports. A representative selec-
tion of popular and folk records are
earried, but no rock-and-roll.

Allsop, a knowledgeahle man in
his field, reviews music events for
the Richmond Times-Dispatch. In
the store, he is ready to offer advice
and assistance to any customer who
requests it.

Prerecorded tape also comes with-
in Allsop’s jurisdiction. He is con-
eerned about confusion caused by
the various cartridge and cassette
systems, along with the increase of
apen-reel material recorded at 334
ips. He does feel thai 334-ips tapes
ean sound very good when played on
good equipment.

Despite the list price policy, Chris

Heind! isn’t sure whether the record
department is a money maker. “It
costs a lot to operate. The important
thing is that, along with the sheet
music department, it brings a lot of
traffic into the store.”

The store was founded in 1879 and
has been in the same location ever
since. Eventually, other music stores
began clustering around it, and the
area today is Richmond’s piano and
organ district. Most of the other
stores do not carry home entertain-
ment lines, although there is compe-
tition from the city’s leading depart-
ment stores within easy walking dis-
tance.

T. Armistead Heindl, president of
the company, concentrates primarily
on the piano and organ part of the
business. Chris Heindl, his brother,
serves as vice president and handles
the consumer electronics lines. Their
father ran the store for fifty-five
years until his death in 1940.

Wait ’til next year
(Continued from page 23)

leges were $7.1 million in 1955; $42
million in 1965, and will be $85 mil-
lion in 1975. The rapid growth of
audio-visual equipment sales to the
educational market is due to the in-
creased availability of federal funds,
the research organization said.
While most of the companies al-
ready preducing video tape record-
ers are working on lower priced units
for the home, other manufacturers
are prepared to enter the field.
“Arvin will produce a consumer
product in the field of video tape
recording,” Robert G. Nau, vice
president and general manager of
that firm’s Electronic Systems Divi-
sion, recently told a group of New
York securities analysts. He refused
to go into details, except to indicate
that it will record in color, will be
lower in price and simpler to operate
than systems now on the market. He
added that Arvin expects to preview
it at a press conference this fall.
From Britain come reports that
EMI is about to announce develop-
ment of a mechanism for video play-
back through a conventional home
TV set.
The consumer market break-
through will come, whether in 1968
or after several years have passed.
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“Busimess

deserves

This past year, American cansumers
made 3,296,293 calls to 126 Better Busi-
ness Bureaus across the country.

For every one complaint there were
nine inquiries~people who simply
wanted to check on the reputation or
reliability of a company, or find out
about some business praetice.

Compare that to 30 years ago, when
the opposite was true: mosi people
called the Bureaus ta complai:.

Besides, Bureau records show that
not all consumer complaints are serious
or justified. Frequently even serious
complaints are the result of a company’s
unintentional mistake.

In the vast majority of cases. whether
the mistake was intended or not, the
Bureaus obtain voluntary cerrections.

Despite ihese favorable signs, busi-
ness today faces a crucial need to do a
still better job of self-regulation of ad-
vertising and selling, and ta do more
to inform beth government and the pub-
lic concerning business progress in serv-
ing customers in the public interest.

Hence the Better Business Bureaus,
drawing on their unigue 54-year expe-
rience, have launched an expanded ac-
tion program. 1t features these develop-
ments:

1. Expanded Service By Individual
Bureaus. In city after city BBBs are
broadening the geogrzphic areas they
serve, adding more telephone lines, in-
stalling automated filing and reporting
systems ~so they can give more con-
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sumers better and faster service.

Increasingly, individual Bureraus are
called upen to testify before state legis-
latures.

In seme cities, Burecaus are setting up
Consumer Affairs Councils to provide
local forums for discussion of consumer
problems.

And each year new Bureau offices
are opened.

All this costs money; but it demon-
strates the spirit of a great business
community which understands that it
can survive only if it enjoys the confi-
dence of its customers,. and which will
o beyond any possible law in protect-
ing this relationship.

2, BBBs’ Research and Education
Foundation. Activated under the di-
rection of a distinguished Board of
Trustees, this foundation will conduct
urgently-needed studies to shed the light
of objective fact on issues of concern {o
consumers. Under its aegis the BBB
will initiate new programs to protect
both the consumer and the enterprise
system.

3. Office of National Affairs. This of-
fice has been opened in Washington. It
will use the goldmine of information
gathered by Better Business Bureaus
across the nation. providing federal offi-
cials — for the first time on a systematic,
continuing basis -- with reliable data
based on more than three million con-
sumer contacts per year.

It will also offer facts on how business

“consumer
confidence”

regulates its marketplace activities in
the public interest, and report back to
business on government activities and
plans affecting business-government re-
lations in the consumer area.

4. Stepped-Up Mass Communication.
This program will express industry’s
concern for the consumer, explain in-
dustry’s self-regulation efforts, apgrade
consumer buying skills. and increase
public understanding of the enterprise
system.

How can you as a businessman co-
operate with this expansion program?

Bear this in mind: the heart of the
BBB complex remains the individual
Better Business Bureau.

It works to improve the bus.ness cli-
mate, to safeguard your community’s
buying power and maintain & market
environment in which your business can
operate profitably.

And it supplies data now being re-
layed to both federal and state govern-
ments to show why business deserves
consumer confidence.

Write or call the manager of your
nearest BBB. Tell him your reaction to
the Bureaus’ expanded action nrogram,
See how you can help
to make it succeed.

Association of Better (.((%?

Business Bureaus In- -

ternational, Chrysler BBB

Building, New York,

New York 10017. _"_
®
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Boynton’s cellar club
(Continued from page 15)

to be a $29.95 speaker system. Then
the copy explains: “LSD stands for
Loud-Speaker Dynamics, an Audio
Lab front organization.”

Two romantically-involved cou-
ples, a fancy turntable and amplifier
provide the pictorial setting in an-
other ad, with the message: “Your
friends will think you are rich.” The
pitch is for used equipment, received
as trade-ins. “Some of this is junk
. . . but other equipment turns out
to be of good design and only a few
years old.”

Many audio dealers have made
profitable use of the McIntosh am-
plifier clinics as a good will and traf-
fic builder. Add the Boynton touch:
A photo of a student stripped to the
waist doing the weight-lifter bit with
a 67%-pound MecIntosh 275 stereo
power amplifier as his admiring girl
friend looks on. The headline reads:
“Test your power at Audio Lab’s
free clinie.”

Upper classmen, remembering

26

these ads from last year, are looking
forward to the wild, new ideas that
Dan Boynton is cooking up for this
semester. And freshmen will know
that they at last are college men
when they are first exposed to the
esoteric tand erotic?) secrets of
audio.

One final note: Prosaic, unroman-
tic old Ma Be!l assigned Audio Lab
the phone number 491-0930. Harvard
students reach the store by dialing
HYsteria 1-093t.

New microphone

Electro-Voice has introduced the
Model 627 Hand-and-Stand enter-
tainer’s microphone. As its name im-
plies, it can be held in the hand or
placed on a stand.

A cardioid dynamic type, it report-
edly emphasizes low frequencies
when held close to the mouth or the
instrument. It has a built-in pop and
dust filter. Response is rated at 80—
11,000 Hz; output at —58 db. It is
available with high or low imped-
ance. The $60 list price includes ca-

Hip happening
lures traffic
inside store

MPULSE SALES cannot be made until

you get the customer into the
store. Thearle Music Company, San
Diego, California, accomplished this
by transforming its up-front record
department into a happening.

Five free-form designs, suspended
from the ceiling, announced the
“Record Happening” in carnival
lettering, providing repetition of the
message without monotony. The var-
ious record bins were labeled “folk
happening,” “popular happening,”
etc.

The gaily-colored signs drew
traffic into the record department
from the shopping mall. Once inside
the store, prospective customers were
only a few steps away from the
stereo department.

ble and a Model 310 stand clamp. If
a matte satin nickel finish is pre-
ferred to satin chrome, it is available
as Model 627N at the same price.

“Adaptable” radio drive

AC power adaptors for four Nor-
elco portable radios will be supplied
to dealers at no additional charge by
North American Philips Company.
The offer applies to models L638,
L962, P463 and L573, according to
William B. Keepin, manager of the
Norelco Radio Department.

With each of these models included
in any $2,000 order of assorted radios
placed before September 30, the
dealer will receive a suitable Norelco
AC adaptor, valued at $14.95, he said.

The company’s cooperative adver-
tising policy for these four models
has been modified to include the
adaptor “at no extra charge” in ad-
vertised prices. “By passing the
bonus on to the consumer, dealers
can generate increased sales and
profits,” Keepin said.
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Headphones

(Continued from page 12)

Superex’s SW-1 Swinger is a hi-
fi stereo phene, lightweight, color-
researched to appeal to young adult
tastes. $19.95 net.

Also color-conscious, Sharpe In-
struments is now offering its HA-
660-PRO and HA-10-Mark II models
in distinctive hues, including 24-
karat gold plating for the HA-670-
PRO (advanced version of 660-
PRO). This fall a 500-ohm version of
the 660 will be introduced.

Sansui’s headphone entry, the
SS-1, employs a diaphragm only 50
microns in thickness, with the edge-
wound voice coil directly attached.
Lightweight. $16.95.

To go with the Sory TA-1120 and
TA-1080 amplifiers. there’s the
TAH-10 headphone adaptor with
harmonizing faceplate, jacks for two
phones, volume controls, and speak-
ers/phones selector switch. $19.95
net.

The Clark/1000 beadphone from
the David Clark Company combines

IRISH MAGNETIC RECORDING TAPE
458 Broadway, New York, N.Y. 10013
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imipressive specs with fancy pack-
aging at an $85 price tag. It has 14-
karat gold plated hardwere, braided
nylon cord with gold rplated plug,
walnut grain domes and matching
walnut grain carrying case. For less
alfluent customers, thcre is the
Clark/250 with volume controls at
829.95. The frequency response of
this model is reportedly 20-17,000 Hz.

New phono parts firm

Amertest Products Corporation
has been established to market a
widc range of replacement parts for
record changers. phonographs and
tape recorders.

Larry Post, formerly national sales
manager of Robins Industries Corpo-
ration, is president of the new firm,
which is located at 144-27 Jamaica
Avenue, Jamaica, New York.

In addition to selling replacement
parts, Amertest will offer dealers
such sales aids as easy-to-use re-
placement charts, Post said. The line
will be sold nationally :hrough rep-
resentatives.

Who

HI-FI?

Tape recording guide

Factors to be considered in select-
ing a tape recorder or a microphone
are outlined in clear, simple-to-un-
derstand language in The Tape Re-
cording Omnibook, a sixteen-page
brochure published by Elpa Market-
ing Industries.

The booklet also contains specifi-
cations for the Revox Mark III tape
recorder, EDITall tape splicing
equipment and Beyer microptones,
all of which are distributed 'n the
United States by Elpa.

Microphone catalog

Sonotone describes its line of
microphones in an eight-nage illus-
trated catalog, entitled A Micro-
phone for Every Purpose, No. SAH-
115.

The inside front cover is ar. index
page, listing and illustrating every
microphone in the catalog. Scnotone
parts and accessories are listed on
the last page.

ol Award Winning
{ awars % FINCO CX-FM-4G Anhnna
"‘"“"‘ $33.20 ‘list
1 FINCO FM-4G Antenna
$24.90 list

FI‘N c a that's who!

High Performance < High Profits

* Pure, clean reception.

+ Get more stations with exacting
separation.

« Installation quick and easy.

FINCO MODEL 65-7FM BOOSTER

One-transistor Indoor Pre-amp.

There's a FINCO FM Antenna for avery
price range 300 or 75 OHM. All have
exclusive GOLD CORODIZING for
all-weather protection.

Increases signal strength, Delivers 20 db Gain.
Low noise. Distortion negligible at all frequencies
and power levels. Easy :ndoor keyhole mounting.

Factory tested. $24.95 list

For specifications and full information, call or write:

THE FINNEY COMPANY 34 wisT INTERSTATE « DEPT. ss

» BEDFORD, OHIO 44146

THE WORLD'S MOST COMPLETE LINE OF FM ANTENNAS AND ACCESSORIES
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RECORD

OFF
THE

HE DOLBY SYSTEM of noise reduc-

tion in recordings is now with us
in an intriguing handful of record-
ings. When I reviewed the London
set of the Mahler Symphony No. 2
(“Resurrection”) in July, no com-
ment was made on its really remark-
able sound. Now Ampex has given
us its tape version for comparison,
and the battle is joined!

The original London tape was, I
understand, Dolbyized — treated to
the precise electronic stretch-and-
squeeze that is claimed to reduce
noise more successfully than any
other system has done up to now.
Whether Dolby circuitry may have
entered further down the line toward
the finished, commercially available
disc (CSA 2217, stereco; CMA 2217.
mono), I don’t know.

The Ampex/London tape (LCK
80187, 7% ips) —presumably possess-
ing the Dolbyized benefits of the
London original—has Ampex’s own
noise-reduction process, known as
EX+, added as tape duplicates were
made, also when tapes for com-
mercial rclease were made from
these duplicates. Therefore, with two
noise-cutting processes going, theo-
retically the consumer should bene-
fit doubly, one might think.

It didn’t exactly work out that
way. Careful A-B comparison of the
disc and tape versions found the
background actually quieter in the
disc, although the tape was cleaner
of bass, sweeter of high string sound.
To what extent my own rig may have
been introducing its own tilts into
the result I wouldn't hazard a guess.
In either case though the sound was
remarkable, with the differences
noted.

Turning to a new batch of Dolby-
1zed releases from a just-introduced
label, Elektra Records’ Checkmate,
other things began to emerge. Lis-
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Putting Dolbyized discs
to the listening test

tening to Brahms’s First Symphony
with Charles Mackerras leading the
Hamburg Philharmonic Orchestra,
one began to feel aware of a curious
improvement in what might be called
interior clarity. Various other discs
show as low an apparent residual
noise level (as with the Checkmate,
no scratch, hash, or whatever you
hear when you put your ear close to
the speaker). But somehow, with the
new Checkmates the interior picture
was subtly quieter. (Note that no
tape version has yet been released to
provide a comparison')

This quality obtained throughout
the new Checkmate releases, which
are priced at $3.50 retail and issued
only in stereo. It was a bit startling
to hear the second horn part so
clearly in the Beethoven “Eroica”
Symphony’s third-movement horn
trio (tell your customer the second
horn here is the guy with the hard
part!), even if brasses did tend to be
a touch prominent throughout the
series.

To this, one might add that the
performances are most reliable from
the stick-wavers’ standpoint, well
done but not stunningly rendered by
the orchestras involved. and that
the records are neatly packaged in a
fold-over envelope. The Becthoven
is my special recommendation here.
Finally, I must credit Elcktra with
offering a newly-developed tech-
nigue on a new label, with standard
greats in the repertoire. So treated,
they shine forth as sonic spectaculars
in their own right!

The Checkmate releases:
BRAHMS: Symphony No. 1 C.
Mackerras, Hamburg Philharmonic
Orch. C 76001.

HAYDN: Symphonies No. 100, 103.
L. Jones, The Orchestra of London.
C 76002.

BEETHOVEN: Symphony No. 3. K.

Ristenpart, South German Philhar-
monic Orch. C 76003.
TCHAIKOVSKY: Symphony No. 4.
Mackerras, Hamburg Philharmonic
Orch. C 76004.

TCHAIKOVSKY: Souvenir de Flor-
ence. Borodin String Quartet, with
G. Talalyan, viola; M. Rostropovich,
cello. Melodiya/Angel SR 40036 (S),
40036 (M). Sound: sumptuous—gor-
geously rich and well separated ste-
reo. Music: quality Tchaikovsky, fa-
miliar yet fresh. Interpretation: the
big, flowing approach matches the
sound. Competition: some; this one
really gets the nod, however—for
which one should thank the vitality
that Rostropovich (getting to be a
household name among U.S. record
buyers!) adds with his presence.

MOZART: Piano Concertos: No. 8
in C, K. 246; No. 9 in E Flat, K. 271;
Rondo in A, K. 386. V. Ashkenazy,
piano; I. Kertesz, London Symphony
Orch. London CS 6501 (S), CM 9501
(M). Sound: exquisite—sets a high
standard for stereo and for recording
the piano. Music: wonderful (K. 271)
to less interesting (K. 246) to attrac-
tive-jewelet in a recorded debut
(K. 386). Interpretation: tenderness
and love throughout. Competition:
some for K. 246. This is now the best
version available of the E Flat con-
certo.

ELIOT-RAWSTHORNE: Practical
Cats. Robert Donat, A. Rawsthorne,
Philharmonia Orch. SHAKE-
SPEARE: Twenty Sonnets. Dame
Edith Evans. Seraphim 60042, mono
only. Sound: very good. Music and
verse: poignant to delicious Raws-
thorne settings for narrator and or-
chestra of seven of Eliot’s poems
from the cherishable “Practical Cats”
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collection, and a gathering of Shake-
speare’s greatest sonnets. Interpre-
tation: definitive for Rawsthorne by
the late Donat, moving for Shake-
speare (made late in Dame Edith’s
long and continuing career, one
would think from her voice). Com-
petition: none, really; great that both
these appearances are available
again.

BEETHOVEN: Symphonies 1, 4, and
6, Leonore Overture No. 1.
BRAHMS: Tragic Overturc. MO-
ZART: Magic Flute Overture. Tos-
canini, BBC Symphony. Seraphim
IC 6015 (mono only), three discs.
Sound: warm and winey 1937-39
stuff, excellently transferred. Music:
from the great repertory—even Leo-
nore No. 1! Interpretation: exciting
performances, enjoyably more plas-
tic and less vigid than one hears in
Toscanini’s later-recorded Beetho-
ven readings. Competition: none for
such a fine packaging of these his-
toric collector-cherished perfor-
mances.

HAYDN: Salve Regina in G Minor
(1771). MOZART: Litaniae Laure-
tanae, K. 109; Church Sonatas, K.
278 and 329. Soloists, R. Reinhardt,
Tolzer Children’s Choir, Collegium
Aurcum Orch. RCA Victrola VICS
1270 (S). VIC 1270 (M). Sound: very
good. Music: Happy carly Mozart
and mature if not super-great
Haydn. A worthwhile pairing to in-
vestigate. Interpretation: thoughtful
for the choral works, bright and
bouncy for the instrumental Mozart
sonatas. Competition: apparently
none on stereo, negligible on mono.

“Odetta.” Verve FTS 3014 (S), FT
3014 (M). Sound: highish level with
sturdy bass; Odetfa's voice might
have a bit more prominently miked.
Music: all kinds of beguilements,
such as the cute ~Little Red Ca-
boose.”, a far-out lullaby-type
“Strawberry Fields Forever,” “Oh
Papa,” and nine others. Interpreta-
tion: wondrous to the car's behold-
ing. Competition: the lady’s in a
class by herself.

MOZART: Fantasy in F Minor, K.
608. FRANCK: Final in B Flat, Op.
21. MENDELSSOHN: Sonata No. 1
in F Minor, Op. 65. Virgil Fox, or-
ganist (Symphony Hall organ, Bos-
ton). Command CC 11036 SD (S).
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1036 (M). Sound: the thing here,
with big dynamic range, deep organ
bass. Music: important organ staples,
all quality pieces. The interesting
Franck is the special item on this
record. Interpretation: forceful, per-
haps a touch too showy at times.
Competition: strong for the two M’s;
negligible for Franck.

RACHMANINOFF: Symphonic
Dances; Vocalise. D. Johanos, Dallas
Symphony Orch. Turnabout TV
34145S (S). 34145 (M). Sound: dark,
clear, with a wide dynamic range.
Music: late Rachmaninoff (the
Dances) and early (Vocalise)—af-
fecting music from this wonderful
and strange musical personality.
Much to ponder in the Symphonic
Dances. Interpretation: very good
indeed, even noting the . . . Competi-
tion: the Dances were dedicated to
Eugene Ormandy, the orchestral ar-
rangement of the Vocalise was made
at the request of Serge Koussevitsky.
Both have had their say in available
recordings. Donald Johanos' way
with this music still meriis serious
consideration,

HANDEL: “Silete Venti” (Cantata
for Soprano and Orch.): overture to
~Joseph.” Halina Lukomska, sopra-
no; R. Reinhardt, Collegium Aureum
Orch. RCA Victrola VICS 1264 (S),
VIC 1264 (M). Sound: high level and
a trifle rough. Music: exciting. The
overture to the oratorio “Joseph” is
one of Handel's most concentrated
and affecting cfforts. And the so-
prano’s dramatic entrance, silencing
the stormy strings’ hurly-burly is an
unforgettable stroke. Interpretation:
Miss Lukomska is exciting too, if
vocally pure one moment, inclined to
scoop the next. Her words don't
come through well; lucky thing the
jacket gave the text. Cempetition:
none.

“West meets East.” ENESCO: Sona-
ta No. 3. Y. Menuchin, violin: H.
Menuhin, piano. SHANKAR: Three
Ragas. Ravi Shankar, tabla and sitar,
Y. Menuhin. violin: Alla Rakla,
tabla. Angel S 36418 (S). 36418
(M). Sound: very fine, even when
tracing the complex intensities of
violin and sitar (a long-necked
plucked-string instrument of some
antiquity) together. No problems for
the Enesco! Music: the title is right.

(Continued on page 30)
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SHIPMENT

OUR GUARANTEE . . . orders for
diamond and sapphire needles,
Power Points®, cartridges, spin-
dles, tape and accessories are
shipped from our central Mid-West
location (near Chicago) the same
day order is received . . . and at
direct to-you low prices.

A Save delay——write for
(2 Pfanstiehl's self-mailer
» order forms now.

CHEMICAL CORPORATION + BOX 498
104 LAKEVIEW AVE. * WAUKEGAN, iLLINOIS
Originators of the $9.95 Diamond Needle

R=aBINS

TAPES SELL
BEST! '

brand five

the popular recording tape.
Best Value! ... Most Profits!

RaBINS

INDUSTRIES CoRPFP.
FLUSHING, N. Y., 11356

DEPT. SS
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Off the record

(Continued from page 29)

Perhaps Enesco seems to lean more
Eastward than Shankar to the West,
but that just could be a Western
point of view. The ragas have a way
of fascinating after a half-dozen
hearings. Interpretation: Shankar is
the greatest for his art. Hephzibah
and Yehudi Menuhin are highly
sympathetic to Enesco, who had a
role in introducing the violinist to
Oriental music. Competition: alter-
nate version of Enesco on smaller
label. For Shankar, not a factor.

“To Sir, With Love.” Original motion
picture soundtrack. Music by Ron
Granier. With the Mindbenders, Lu-
Iu (vocalist), etc. Fontana SRF
67569 (S), MGF 27569 (M). Sound:
exceedingly with it. Music: some
good original thinking for a movie
score by Ron Granier. Interpreta-
tion: provocative Granier, winning
where singer Lulu is concerned. “Off
and Running” by the Mindbenders is
good, too. Competition: no.

SCHUBERT: Sonata, E flat, D. 568.
SCHUMANN: Waldscenen, Op. 83.
Peter Serkin, piano. RCA Victor
LSC 2955 (S), LM 2955 (M). Sound:
limpid. Music: the sonata’s calm
songfulness recommends it highly.
“Waldscenen” is a bit uneven, with
memorable sections. Interpretaticn:
thoughtful, poetic. High spot is
“Entrance,” first picce in Schumann
suite. Competition: Serkin’s current
choice for both works.

DVORAK: Symphonies 1-5 (new
listing), and 9, four overtures. I.
Kertesz, London Symphony Orch.
London. No. 1: CS 6523 (S), CM
9523 (M). No. 2: CS 6524/CM9524.
No. 3 & “Husitska” overture: CS
6525/CM9525. No. 4 & “In Nature's
Realm:” CS6526/CM9526. No. 5 and
“My Home:” CS6511/CM 9511. No. 9
(“New World”) and “Othello:” CS
6358/CM9358. Sound: rich, ruddy;
full-bodied stereo. Tops. Music: 30
years of Dvorak, ranging from pro-
vocative early works to the later
masterpieces. Interpretation: sympa-
thetic, imaginative. Kertesz is the
first to record all the Dvorak sym-
phonies (Nos. 6-8 have already been
issued). Competition: Kertesz has
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the field virtually to himself for the
first six symphonies; competition is
significant for No. 7, considerable for
No. 8, and overwhelming for No. 9.
The “Husitska” and “My Home”
overtures can be found nowhere
else on discs.

S

TAPES

BRUCKNER: Symphony No. 6. E.
Jochum, Bavarian Radio Symphony
Orch. Ampex/Deutsche Grammo-
phon DGA 9136, 7% ips. BRUCK-
NER: Symphony No. 7; Motets “Os
justi,” “Vexilla regis,” “Christus
factus est;” Psalm 150. M. Stader,
sop.; E. Jochum; Bavarian Radio
Chorus; Chorus of the German Op-
era, Berlin; Berlin Philharmonic
Orch. Ampex/Deutsche Grammo-
phon DGK 9138 (double play), 7%
ips. Sound: rich, warm; carefully
miked for top stereo. Music: Great
(No. 7) and near-great Bruckner
symphonies, exquisite choral selec-
tions. Interpretation: Eugen Jochum
continues his documentation of
Bruckner symphonies and choral
pieces in loving perusals to the idiom
born. His forces are first-quality.
Competition: not important on the
tape medium (Jochum’s among the
top two or three for the symphonies
where discs are considered).

SIBELIUS: Symphonies 5 and 7. L.
Maazel, Vienna Philharmonic Orch.
Ampex/London LCL 80185, 7% ips.
Sound: beautifully clear; possibly
the best of several tapes for this
work. Music: Sibelius’ two grandest
symphonies, the popular Fifth pairs
up well with the uncompromising,
one-movement Seventh. Interpreta-
tion: able in each case, particularly
so for the Fifth. Competition: strong
in the Fifth, not serious in the
Seventh.

“The Best of (A) Tommy Dorsey
(B) Artie Shaw.” RCA Victor TP3
5021, mono only, 33 ips. Sound: ex-
cellent, if it shows its age in a little
roughness. The two tracks are sonic-

ally identical. Music: Nostalgia! Each
leader has a dozen shots at you:
there’s Dorsey with “Star Dust”
(yes, that’s Sinatra doing the vocal),
“Marie”, and “Song of India”; Shaw
with “Frenesi”’, “Indian Love Call”,
and the tremendous “Begin the Be-
guine.” Interpretations: those were
great days. Competition: competi-
tion?

“Ivish Night at the Pops,” “Old Tim-
ers’ Night at the Pops.” Fiedler, Bos-
ton Pops Orchestra. RCA Victor TR3
5009, 334 ips. Sound: virtually indis-
tinguishable from 7% ips stuff,
therefore darned good. Music: an en-
joyable potpourri in each case, going
from medleys to Bach and Bizet
(suite from “Carmen”). Interpreta-
tion: vintage Fiedler—Ilong may his
remarkable career continue! Com-
petition: no one matches the atmos-
phere of the Boston Pops.

SCHUBERT: Die schoene Muellerin;
7 lieder. Fritz Wunderlich, tenor;
Hubert Giesen, piano. Ampex/
Deutsche Grammophon DG 9220
(double play), 7V ips. Sound: very
good. Stereo separation rightly mild.
Music: magnificent song-cycle, plus
some of Schubert’s greatest single
songs (To Music, Who is Sylvia, etc.).
All texts included. Interpretation:
clear-voiced, tasteful; not as probing
and communicative as the music
requires. Competition: none on tape;
too much on disc (especially for the
songs).

BRUCKNER: Symphony No. 4
(original version); five motets. E.
Jochum, Bavarian Radio Choir,
Berlin Philharmonic Orch. Ampex/
Deutsche Grammophon DG 9135
(double play), 7% ips. Sound: very
spacious, deep and rich of bass,
dark-hued. Near-ideal stereo setting.
Music: Bruckner’s most immediately
engaging symphony dominates, but
the motets (with a bow to Bruckner's
Wagner here and there) shine with
their own light and glory. Interpre-
tation: remarkable. It's hard, very
hard, to better this specialist's
Bruckner, the work of his chorus,
and the great Berlin orchestra. Com-
petition: none for the motets, some
for the symphony—although this is
firmly the choice version.

E. S. B.
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Video tape splicers

Robins has introduced two video
tape splicers, each of which lists for
under $20. Model TSV -50 handles Y-
inch tape as used on Sony and Con-
cord systems. Model TSV-100 is for
the 1-inch tape as used on Ampex
systems.

The splicers use pressure sensitive
patches to make a strong, permanent
splice. Extra patches are available at
$1.65 for a package of sixty of the
Ye-inch size or a package of forty-
eight of the l-inch type.

Recorders with radios

Three tape recorders with built-in
AM/FM radios from Crown Radio
Corporation are being introduced by
Industrial Suppliers Company. One
is open-reel, and two are cassette
types.

The open-reel model, Crowncorder
CRC6150F, is packaged in an attache
case. A remote-control switch on the
outside of the case permits place-
ment of the microphone (supplied

with unit) inside for recording with
the lid closed.

With the FM radio tuned to a
wireless microphone, recordings can
be made at a great distance. The
radio can also be used for direct lis-
tening or for recording off the air.

Operating at 334 or 17 ips, the re-
corder takes reels up to 5 inches. The
suggested list is $149.95. Model CRC-
6250F, available in September, ‘s
identical except that it has a 10-
second message repeater. $169.95.

Crowncorder CSC9350M combines
a stereo cassette recorder with AM
FM/FM sterco radio. A two-stage
switch permits the user to moniter
sound through the speakers or sterco
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headphones. The 11-pound portable
is powered by four D-cells and has a
built-in AC adaptor. Two dynamic
microphones are included in the
$189.95 suggested list. September
availability.

Model CRC9100F is a mono cas-
sette unit with AM/FM radio, weigh-
ing just over 5 pounds. Off-the-air
recording can be monitored from the
speaker or through earphones. With
one dynamic microphone, it lists at
$109.95.

New from Jerrold

Among Jerrold Electrorics’ new
products are three indcor and two
outdoor antennas and an antenna
signal preamp.

Indoor units (JIN-2-4) are all
300-ohm, for all TV and FM chan-
nels. JIN-3 has a 12-position switch
for optimum tuning; JIN-1 adds to
that feature 2 db gain to improve in-
door color reception. Aiso 300-okm,
the outdoor types are the 82-channel
VUfinder and the VHF-TV/FM
ColorPeak series. Both are high-
gain periodic types with flat response
across the full {requency range.
VUfinders range from $17.95 to
§79.95; the ColorPeak models, de-
signed for local to deepest (ringe use,
list from $15.95 to $79.95.

Jerrold’s antenna-signal preamp,
the Powermate CPM-197, is recom-
mended for areas more than 15 miles
from the signal source. has 75-ohm
input and output.

Rep adds rep

The R. Mark Markman Company,
Los Angeles area manufacturers’
representative, has acquired the C. E.
Chorpening Company.

Chuck Chorpening, former owner
of the Chorpening rep firm, becomes
vice president of Markman’s dis-
tributor division.

Apartment-size console

New from Telex-Phonola is model
6117 solid state crederza console
stereo in a Mediterranean cabinet of
oak solids and veneers.

It incorporates an AM/FM/FM
stereo tuner; record changer with
11-inch turntable, diamond needle

and 45-rpm spindle, and two speaker

systems, each consisting of an 8-inch
woofer and two 4-incl: tweeters with

crossover network. Controls include
bass, treble, ioudness, balance, mode
selector with AFC and band selector.
Tape inputs and external speaker
outputs are provided.

The unit is 42 inches wide by 27
inches high by 17 inches deep. The
suggested list price is $279.95.

Tape aids available

Duotone has introduced a Tape
Care Kit for cleaning and lubricating
tape recorder heads.

Packaged in a plastic box are a
head cleaning solution, head lubri-
cant, nylon brush, two chemically-
treated flannel cloths and a supply
of cotton swabs. It is priced at ap-
proximately $2.95.

The company
Splice splicing tape. packaged in
envelopes  containing  thirty-six
splices and a splicing block at a re-
tail price of 79 cents.

also offers E-Z

Nickel-cad batteries

General Electric has announced
the availability of its nickel cadmium
rechargeable batteries.

Two sizes are offered initially:
GE-X17 (AA-size penlight) and
GE-X18 (D-size flashlight). Ac-
cording to a G.E. entertainment
semiconductor spokesman, the popu-
lar C-size battery will be added
soon.

Philadelphia hi-fi show

The Cherry Hill Mall shopping
center in Cherry Hill, New Jersey,
will be the site of the Greater Phila-
delphia Bome Entertainment and
Stereo Show. The dates are No-
vember 14-18.

The heavy traffic in the enclosed
mall had led to a prediction from Ted
M. Gallo, general manager of the
show, that over 208,000 people will
attend. Admission is free.
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(Continued from page 6)

reach the top of that market within a vear.

Will either or both the audio and video
tape recorder ever become a mass market
item in the sense that television is? Most
industry observers say "no," but we were
struck by a comment made during the Con-
sumer Electronics Show by Howard P. Ladd,
president of Concord Electronics. Comment-
ing on radio-tape recorder combinations, he
described them as radios with built-in
magnetic memory. "If these had been avail-
able from the beginning of radio," he
asked, "can you imagine anyone being with-
out one?" The fact that tape recording came
relatively late in the evolution of con-
sumer electronics, along with its seemingly
complicated operation, has kept it from
developing into a mass item.

Simplified operation, lower prices and
greater consumer awareness of the home
benefits of tape recording could conceiv-
ably lead to a mass market in the future.
Consumer ignorance of the full potential of
the tape recorder is matched only by the
inability of many salesmen to demonstrate
it properly. How many purchasers have never
been told that they can record directly off
the air without the use of microphones? If
this shocks you, you are one of the minor-
ity of dealers who does an effective
selling job.

Innovation is not limited to tape re-
cording. It is occurring in every area of
consumer electronics, Consider several
manufacturers' efforts to facilitate the
servicing of color TV through the use of
modules or handy placement of the elec-
tronics. Another example is the increasing
use in console stereo of features formerly
found only in components.

Innovation through the use of inte-
grated circuits is still in its infancy.
Present applications provide only a hint of
what can be expected. They are providing a
challenge for the engineers, who undoubt-
edly will come up with some uses that today
exist only in dreams.,

Essentially, innovation is a sign of a
healthy, vital industry. If at first
glance we wonder where we are going to put
these new products in our already over-
crowded stores, we must remember that a
steady flow of interesting new merchan-
dise will keep customers coming into the
store to buy more and more.

Sight & Sound Morketing
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Panasonic. today's leader in radios, phonographs, tape recorders. color 1V,
tomorrow's ideas. introduces a complete B W\

you name it. Because of new ideas
home entertainment line for

tike these, Panasonic sales are rising by more
thar 50 a vear. Full profit margin for the
deuler, 100. See for yourself. Call your
Panasonic sales representative now.

1968 . .. now over 100 products!
With Panasonic you get “tomorrow's |
plus advanced (and exclusive) features

EASTERN SALES PANASONIC NEW YORK ie) 4 110 1 - MID-WEST SALES PANASONIC CHICAGD < Bl fton Ave h H 6 84 2
WESTERN SELES, NEWLRAFT, INC. 8032 “Wilshire e 160 - HAWAIL MATSU .HITA ELECTRIC OF HAWATI, INC h t . Hono Han t819 Phe 8




