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olumbia Unveils New Pricing Policy

THE MUSIC SHOW

Wheeling, Dealing, Competing
Loom as Highlights ot Year

By DAVE LACHENBRUCH

CHICAGO—This vear's music show is bound
to be the biggest ever, from the standpoint of
the home entertainment business. It also seems
certain to be the biggest ever
from the standpoint of wheeling

and dealing.
The

Music Show climaxes

There’s an undercurrent of feeling that the
Music Show will see more cuts and more
special deals than any in history. And this will
occur during the best sales year in the history
of the phonograph and tape recorder industries.
Yes, business is excellent, but competition was
never mare severe.

Is there a shakeout coming in the phonograph

a year marked by the most in-
tensive competition ever seen in
the phonograph, tape recorder
and radio businesses—not to
mention the television business.
Prices have been whitted away

husiness? It's extremely probable. The good sales
of stereo are attracting new firms into the busi-
ness almost weekly—ijust as in the early days
of television. In 1952, there was nearly 100
American TV manufacturers. Today there are
40—and that’s stretching it. Among the major

steadily all year. Can they go down even further?

(Continued on page 15)

Kintner Adds Some Thoughts:

Real Cure Is Fair Prices

By MILDRED HALL

WASHINGTON—Attorney Earl Kintner's diag nosis of the record industry as “shot through with
illegalities” was shock treatment to ARMADA conventioneers at Miami Beach — but last week the
special counsel to the independent distributors and retailers association outlined a follow-up therapy that
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could remove mjuch of the in-
dustry’s nervous jangle and con-
fusion.

The best medicine, Kintner
told Billboard's reporter, is
Knowledge. The cure for the
ills of unfair practices lies in
first knowing the laws that
govern competition in the rec-
ord industry, as in all industry,
and second the mutual agree-
ment on voluntary compliance
with fair practice guides.

Otherwise, the record indus-
try, up to now largely unsuper-
vised, uninvestigated, and un-
inhibited, may find itself taking
a painful government cure,
Kintner said. This could take
the shape of new and stringent
regulation, or a scries of Fed-
cral Trade Commission com-
plaints, costly lawsuits, and fines
for violating orders.

The FTC already has an
enormous number of complaints
about unfair practices in the
industry. The Roosevelt Small
Business Subcommiltee hearings
later this summer will put even
more facts on the public rec-
ord, and this committee aims
at legislation, Kintner points
out. If the symptons uncovered
are severe, and the patient con-
tinues to show no signs of try-
ing to help himself—the govern-
ment almost certainly will act.

EARL KINTNER

The first step Kintner, a for-
mer chairman of the FTC, sug-
gests to alleviate the ills of
ignorance, is for everyone in the
industry to take the trouble to
learn how federal laws work to
provide fair and equal treat-
ment in prices, in promotional
allowances, and functional dis-

counts., There are laws to pre-
vent destroying a competitor
either wilfully or inadvertently,
by business practices nol sanc-

Continwed on page 8
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Year-Round Dealer
Price Key to Plan

By SAM CHASE

SAN JUAN, P. R—Columbia Records finally took the wraps
off its long-awaited price stabilization program at the Iiirm's+three-
day convention in this city’s Americana Hotel. The basic points of
the Columbia price stabilization plan included a year-round price
to dealers of $2.25 for $3.98 LP's, and $2.81 for $4.98 list LP’s,

plus the end of twice-a-year
“buy-in" deals. The firm’s new
price and 10 per cent exchange
policy will both remain in effect
throughout the year without any
special discount allowance or
sales incentive.

Columbia’s plan has been
awaited with much anticipation
by many in the industry as a
possible guide to a general stabi-
lization of prices. The net effect
of this move is seen by Colum-
bia as possibly opening the way
to what Bill Gallagher, market-
ing vice-president, called an “age
of reason™ in the record indus-
try.

Coming on the 15th anniver-
sary of Columbia’s introduction
of the long-playing record, the
plan, while undramatic on its
face, is intended to offer some
intriguing alternatives to present
sales practices prevalent in the
industry.

First, it is devised as a means
of enabling retailers to buy real-
istically and to concern them-
selves with ordering only prod-
uct that will sell. It is geared to
help dealers avoid getting into a
credit bind by over-buying “pro-
gram’ product because of tem-
porary price advantages. Thus,
it would point the way to avoid-
ing what Jack Loetz, general
manager of Columbia Record
Distributors, termed today’s
greatest single risk in the busi-
ness—stagnant or “orbiting” in-
ventory.

Second, by climinating the
factor of price, it is Columbia’s
hope to refocus the attention of
dealers on quality of product
rather than the size of the deal.
Echoing the words spoken re-
cently by Dave Miller at the
ARMADA distributor conven-
tion in Miami Beach, Fla,,
Gallagher recalled wistfully the
day when retailers and juke hox
operators evaluated the salability
of each piece of merchandise by
its sound rather than by the
inducements being offered to
buy it. He voiced the hope that
the Columbia move would en-
courage the revival of that prac-
tice.

Columbia distributor sales-
men, said Gallagher., no longer
could be regarded as “bargain-
ing agents” by retailers. In turn,
Ken Glancy, sales veepee, told
the salesmen that they now
would truly have to become
salesmen again, He said that

(Continwted on page 6)

Big News Has
Trade Talking

NEW YORK—The Columbia
moves toward stabilizing the
chaolic price situation in the
disk business have - already
gstirred much talk in the trade
and they -=are expected to stir
even more in the weeks to come.

Many tradesters are forecast-
ing considerable future benefits
in the concept of eliminating
special deals. The Columbia
move was seen as a forward
step toward price stabilization

—in that it would tend to elim-
inate massive buying at spe-

cial periods of the year. These
big buying periods, inherent In
the special deal programs, have
accounted for many of the
credit problems in the industry,
tradesters say.

From another point of view,
that of the manufacturer specif-
ically the move tends to elim-
inate the possibility of heavy
indebtedness building up with
the bigger retail customers.
With regular monthly releases
of album product_rather than
twice a vear massive releases
and smaller releases other times,
ordering could conceivably take
on a buy-as-you-need charac-
ter, with the manufacturer
having the opportunity to stay

on top of the delinquent ac-

counts on a monthly basis. Be-
fore a big receivable builds up,
an account could be put on
notice or on a ¢.o.d. basis.
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SINATRA SIGNS
BING CROSBY

HOLLYWOOD — Frank Si-
natra’s Reprisc Records last
week signed Bing Crosby, thus
bring both vocalists together on
the same label for the first time
in their careers. |

Last time the two dueted in a
recording was the original sound |
track LP of "High Society,” is-|
sued by Capitol. For Reprise,
Crosby and Sinatra will blend

vnic_u:s for the first release, a
Christmas LP.
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WHAT’S NEW AT RCA CUSTOM?

STUDIOS

(newiy redesigned, rebuilt, refurnished, re-equip-
ped in New York, Chicago, Nashville, Hollywood

TAPE MASTERING

new, top-secret RCA-designed equipment offers
the absolute ultimate in flexibility

COMPARISON

RCA-designed consoles make instantaneous A- H
comparison between tape source and Iacquers

JUSIT ABOUT EVER

Come see and hear for yourself what's happened
at RCA Custom Studios. Talk about comfort—
our new physical facilities provide the utmost
and they're as acoustically-correct as modern
sound technology can make them. Our new and
improved electronic equipment—the most ad-

X, DDE
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CONSOLES

new, ultra-modern, multi-channel consoles can
provide up to 16 mike input positions

LACQUER CUTTING

new ‘‘thinking" device speeds lacquer cutting
and cuts overall recording costs

SERVICE
new completely personalized service caters tu
every artist's individual needs

vanced to be found anywhere—was developed
in cooperation with the top sound engineers in
the country. The resulting recorded sound is
absolutely the most brilliant, and has the most
dynamic startling presence you've ever heard.
But why just take our word for it? Come see

www americanradiohistorv com

ENGINEERS

(nn]jf experts with many year's experience in)

recorded sound are at the controls

INSPECTION

a team of experts checks the surface of every
lacquer, microscopically inspects every groove

SOUND

new! new! new! nothing can show it . .. you've
got to hear it to believe its startling presence

THING!

and hear for yourself the next time you need
recording facilities, master lacquers, fast tape-
duplicating—anything in recorded sound. Call:

RCA CUSTOM RECORD SALES

NEW YORK MU 9-7200; CHICAGO WH 4-3215;
NASHVILLE AL 5-5781; HOLLYWOOD OL 4-1660
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Beef Over Reader’s Digest
One Stake at FTC Hearing

By REN GREVATT

NEW YORK—A history of continuing growth of sales at retail during the tenure of the Columbia
Record Club was outlined last week in testimony by William P. Gallagher, vice-president of marketing
for Columbia Records, during the final stages of hearings here on a Federal Trade Commission complaint
against certain operating procedures of the club. Also heard during the week in extensive testimony was
Peter Max, a consulting economist with National Economics Research Associates, engaged by Columbia

to conduct a study about the
firm's product performance.

Though Gallagher and Max
were the only witnesses during
the week, their testimony shared
the spotlight with an argument
by Columbia counsel, Asa Soko-
low, with respect to the con-
tested introduction into the rec-
ord of sales figures for the
Reader’s Digest mail-order rec-
ord package operation.

Books Called In

Columbia attorneys have sub-
poenaed books and records from
RCA Victor, the Book of the
Month Club, Time, Inc.. and
the Digest. All but the Digest
have agreed to furnish the re-
guested information.

Following the filing by
Digest attorneys of a “motion
to quash” the subpoena, Soko-
low explained the Columbia
position that *“all phonograph
records on the market (no mat-
ter how sold or distributed)
when antitrust is concerned.”

Even if mail-order could be
singled out as a market itself,
he said, it would not be proper
to single out club sales as
against one-shot  mail-order
package operations.

In attempting to show that
Columbia's club is not neces-
sarily the monopoly in the busi-
ness it has been painted to be,
Sokolow said: “We have reason
to believe that the Reader’s
Dhigest i1s the largest single
factor in the mail-order field.”

Sokolow also questioned the
nature of the relationship be-
tween RCA Victor and the
Digest in the package business.
Is the Digest simply a custom
pressing customer of Victor,
Sokolow wanted to know, or is
it 1n essence a joint venture,
making it an even bigger factor
in the over-all picture?

Hearing examiner Donald
Mocre reserved decision on the
motion, but in answer to Soko-
low's stated hope to wind the
case up “late next week,” Moore
promised an early decision.

Mathis Cited

During the final two days of
three full days on the stand,
Gallagher confirmed consider-
able earlier testimony to the
effect that club offers have had
no adverse effect on retail sales
and that in many cases have
actually stimulated increases in
store sales. Taking as an exam-
ple Johnny Mathis' “Johnny's
Greatest Hits” album, Gallagher
said the set has been on the
record club’s giveaway list for
four vears and is still a big re-
tail seller.

On another point, Gallagher
testified that Columbia has not
ignored dealers, but to the con-
trary, the firm spent $472,000
on dealer point-of-sale promo-
tion and display material last
yvear alone.

Gallagher was  questioned
closely and at length by Com-
mission counsel, Mort Needel-
man, on a broad range of topics
relating to the general subject
of marketing. Gallagher said it
was true that certain distribu-
tors and rack jobbers are credit
problems, but he explained that
this was due primarily to “the
tremendous growth™ of the in-
dustry in recent years.

“Sub-distributors have com-
pletely challenged the existing
distribution structure,” he said,

Continued an page 8

Decca Bringing Out
34 Albums in Fall

NEW YORK—Decca Records is introducing 34 new albums in
its fall promotion. There are 29 pop LP's on the parent label and its
Coral subsid, and five in the classical field. The company will offer
its usual dealer incentive on new product and catalog for the
length of the program, which runs through September 13.

Solomon Buys
Counterpoint

HOLLYWOOD — B ernie
Solomon, head of Everest Rec-
ords, last week extended his
long-hair disk holdings with the
outright purchase of Counter-
point Records. The label, which
in earlier days went under the
name of Esoteric Records, has
an LP catalog of more than 70
classical works.

Solomon will run Counter-
point as a separate entity, and
has set it up as a corporate
structure apart from the Everest

operation. Indications are that
Counterpoint will not go
through Everest’s existing dis-
tributors. The line will adhere to
a premium price structure of
2498 (mono) and $5.98
(stereo).

Solomon told Billboard that
he will kick off the Counter-
point line with a 14-LP release,
with most of the albums pro-
viding debut releases of various
works not previously available

in the U. S,

Acquisition of the Counter-
point line was concluded last
week by Solomon in New York
City in a purchasing agreement
made with A. Eichler of the
Eichler Record Corporation.

This year’s promotion has
been called “The Main Attrac-
tion," and it is part of the con-
tinuing series called “Marquee
63.” The company has mounted
an intense promotional cam-
paign that is built around the
records and will tie in with TV
and personal appearances by
the various artists included in
the release.

Two of the highlights of the
releases are double LP pack-
ages by Judy Garland and Kitty
Wells. They are not only the
great early and recent hits of
both artists (like Garland's
“Dear Mr. Gable, You Made
Me Love You™) but illustrated
biographical material as well.
Other highlights are Vince (Ben
Casey) Edwards’ first album
made on location in front of
an audience at the Riviera, Las
Vegas, Nev. Another has best
selling performances by individ-
wal  artists connected  with
Broadway. (Ray Bolger’s “Once
in Love With Amy” is typical.)
Other leading pop LP's are by
Guy Lombardo, back with the
label, Bert Kaempfert, Burl
Ives, containing his current
“This Is All I Ask," Pete Foun-
tain and Georgia HBrown.

The classical disks are by the
Abbey Singers, Musica Aeterna,
the Orchestra San Pietro, Gui-
mar Novaes and the Don Cas-
sock Chorus.

The new plans and products
were introduced at three meet-
ings around the country con-
ducted by top level Decca ex-
ecutive and sales personnel last
week in three major markets
around the country.

Victor Opens
W. Va. Session

WHITE SULPHUR SPRINGS, W. Va.—RCA Victor opened
its 11th annual best buys program at the Greenbriar Hotel in this
resort city this week (21) before a gathering of distributors and
distributor salesmen, plus officials from RCA affiliates in Canada,

Argentina, Moexico, Germany,

AT AR B TRTRERTRTRAC TG

SHERMAN SIDE
RUNNING AWAY
FOR WARNER'S

HOLLYWOOD — When
Warner Bros. gets hot it really
gets hot. On the heels of the
firm's smash single with Peter,
Paul and Mary, called “Blowin’
in the Wind,” the label issued
an Allan Sherman single of
“Dear Mudduh, Dear Fadduh.”
What happened? In two days
the firm shipped 70,000 copies
of the Sherman disk, which is
already on its way to becoming
a full-fledged smash. Some
dealers report that customers
are actually breaking down
doors to get the disk.

0O AR TR AR TRV

WB Succumbs
In Boone Suit

HOLLYWOQOOD — Warner
Bros. Pictures last week dropped
its $85,000 infringement action
against Dot Records, Pat Boone,
and Boone's Agoom Agooc. Suit
was over Boone's recording of
“Speedy Gonzales." It charged
Dot and the singer with un-
authorized simulation of the
“voice” of Warner's copyrighted
animated cartoon character.

According to Richard Hodge,
Dot attorney: *‘The dismissal
clearly indicates the Warner
Bros. suit was without founda-
tion, and that there was no
claim for infringement.”

As part of the dismissal, the
picture company has assumed
payment of expenses incurred
by Dot, Wood and Boone in
preparation of their defense.
The dismissal was signed by
Judge Albert Lee Stevens Jr.,
of the U. 5. District Court of
Southern California.

Boone's “Gonzales” was one
of the label’'s biggest hits of
last year, passing the 1,500,000
sales mark in foreign sales alone.

MGM-Verve Candidates at Work & Play

MGM-VERVE'S ANNUAL CONVENTION held in New York last week had both its serious and
pleasurable moments. One of serious meetings is shown in above photo when Morrie Price,
MGM director of marketing gave the fall program pitch. Seated next to Price, with micro-
phone, are MGM Records president Arnold Maxin, Irv Stimler, head of album merchandising,
and Tom White, director of administration. Lighter side is captured in the picture at right, when
MGM-Verve-DGG-Ava-Charter-Vesuvius-Parker Records convention adjourned to the New York
Playboy Club. Bunnies Joy, Dee Dee and Mona (l. to r.) gave name tags to distributors Bud
Daily of Houston, Bill Emerson of Dallas and Bill Burton of Oklahema City (l. te r.).

=% = \wWwww americanradiohistorv com

France,

Switzerland,
Venezuela.

Key RCA Victor executives
gathered at the resort were
George Marek, vice-president
RCA Victor record division, and
from RCA, group executive
Vice-President Charles Odorizzi,
Martin Bennett, vice-president
of distributors and commercial
relations, and Ralston Coffin,
advertising and sales promotion
staff vice-president.

The Victor executives par-
ticipating in the product pres-
entation for the 11th annual
best buy program are Bob
Yorke, Irwin Tarr, Alan Kaves
and Ray Clark. Bill Alexander
is presenting the best buy ad-
vertising and promotion cam-
paign.

There will be a live perform-
ance by a number of top Victor
names at the sales meet, In-
cluding Eddy Arnold, Pegey
March, Sergio Franchi and the
Page Seven ork.

At this year’s best buy meets
there will be round robin semi-
nars covering every phase of
RCA Victor organizational ac-
tivity. Open discussions will
cover a.&r. and sales and mer-
chandising, as well as advertis-
ing and promotion, and ware-
housing and manufacturing. At
the best buy program Victor
will also introduce the first re-
lease for its Victrola line, the
firm's old trade-mark now being
used for a series of low price
classical releases, both in mono
and stereo.

Representatives from Victor
affiliates abroad will include
C. R. Hottelot and R. Mejia,
Argentina; H. Fromont and
Mme. Heylett de Rieux, France;
H. Leiber and A. Waizenegger,
Germany; F. L. Fanti and G.
Pulviranti, Italy; B. Ness and
D. L. Crump, Mexico; C. Fred-
erich, Venezuela; J. Houlding,
L. D. Headley, W. Gilmeister,
D. K. Coupland, and G. L.
Mansour, Canada; P. F. Baum-
berger, and Alexandre Grob of
the RCA International.

Sales Meet
Awaits Kapp
Talk Reaction

NEW YORK—Kapp Records
will hold its next national dis-
tributor sales meeting Saturday,
August 3, The meeting will be
held at O'Hare Inn, Chicago.
Trade interest in the meet has
been heightened by the firm’s
President Dave Kapp, who
made critical comments about
special deals at the recent
ARMADA meeting in Florida.
Observers are interested to see
what move the label makes in
the way of providing special
incentives, if any, for wholesal-
ers and retailers.

All Kapp executives will be
on hand for the event, which
will be kicked off at a 4 p.m.
cocktail party and dinmer at 7

pm.  Individual distributor
meetings will get under way at
8 p.m. Dave Kapp will open
the meeting, Mickey Kapp will
outline new LP product, Phil

Skaff, vice-president in charge
of sales, will introduce new sin-
gles, and national sales manager
Al Cahn will discuss merchan-
dising aids.

Italy and
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BILL GALLAGHER SAYS:

Not Overproduction,
Just Underselling

NEW YORK—"The most important thing for all of vou is
product,” Columbia vice-president of marketing Bill Gallagher told
Epic's Eastern and Northern distributors here last week. Opening
the Epic meeting at the Americana Hotel here, one of three
regional meetings planned for presentation of new Epic and Okeh

product, Gallagher said: “The
problem is not too much prod-
uct but too much that doesn’t
sell.

“There’s too much product
now created for cutout, too
much that's in orhit. We are
not going to worry about that
kind of chaos, we'll simply give
you distributors the merchandise
you can sell.”

Len Levy, general manager
of Epic, then told his distribu-
tors, prior to introducing the
product, of his visit to the re-
cent Florida locales of conven-
tions of one-stops and distribu-
fors.

“It was a troubled group I
saw there,” Levy said. “The
swingers weren't swinging and
the transshippers were re-evalu-
ating their profit margins. You
could feel the fear in the air,

Mercury Sells
July Program

CHICAGO—Mercury is re-
leasing 12 new albums and a
collection of 24 “Golden Hits"
catalog items in its July program
titled Star Performance,

The plan includes a 15-free-
with-each-100-albums deal on
all new product and a straight
15 per cent discount on the
“Golden Hits” material.

Merchandising materials in-
clude a colorful browser box
card, illustrating all 24 Gold-
en Hit album covers and an-
nouncing “Mercury Presents a
Collection of Golden Hits by
the Great Stars,” an attractive
banner for window or in-store
display, and die-cut easel jackets.

The new plan will be in effect
through August 25.

Included in the new release
are pop and jazz albums, a new
Patti Page release, an album
by Eddie Howard recorded just
before the death of the orchestra
leader, and a collection of ma-
terial written and performed by
Ray Stevens.

New classical product in-
cludes “The Civil War: Volume
II" companion to the firm's first
documentary on the great war.
The second volume covers the

war from Gettysburg to Appo-
mattox.

the fear of Big Brother, the
Government,”

Backs Kapp

Levy then supported state-
ments made at the ARMADA
convention by guest speaker
Dave Kapp, who exhorted his
listeners to “sell product, not
price, and to merchandise the
product.

“If there is a demand for the
records, they'll sell, and if you
can't sell them, we’'ll try to help
you,” Levy went on, “But for
God's sake, stop transshipping.
Stay in your own back vard. It
doesn’'t make me feel good to
have a 2 per cent market come
up with 20 per cent of the
business.”

Then, discussing Epic's revi-
talization since 1961, Levy pre-
dicted the biggest 10-week
period in the label's history,
during which $1 million in al-
bum and tape sales are antici-
pated. With help from execu-
tive a.&r. producer Bob Mor-
gan and national promotion
manager Sol Rabinowitz, Levy
went on to introduce a host of
new product by Bobby Hackett,
Ted Taylor, the Halifax Three,
Andy Stewart, Buddy Greco,
Bessie Griffin and the Gospel
Pearls, Georgia Gibbs, Adam
Wade, George Maharis and
Max Morath. The Cleveland
Orchestra is the highlight of
several new classical sets.

15 Per Cent Deals

A special 15 per cent dis-
count applies now to the entire
catalog for the life of the pro-
gram for qualified distributors,
with dated billing of one-third
each for each of three months
following the month of pur-
chase. The entire program re-
Elj?ﬂinﬁ in effect until September

Consumer brochures number-
ing 100,000 have been printed
for the promotion campaign on
the release, and advertising will
appear on a selected album
basis in the coming weeks in
the New York Sunday Times,
Mademoiselle, Playboy and
elsewhere. George Maharis will
embark on a coast-to-coast
promotion tour August 5, tied in
with the Mademoiselle ad series
on his disks.

Under the slogan, “Everybody
Continued on page 8

Hartstones Become
Rackers in L. A.

HOLLYWOOD—The George
and Lee Hartstone disk inter-
ests, with distributorships in Los
Angeles, San Francisco, Boston
and Cleveland, last week moved
into the rack jobbing field in
Los Angeles. The Hartstones
formed Cal Raks, Inc., a firm
to be devoted to record rack
jobbing in California.

Phil Goldbert was named
vice-president and general man-
ager of Cal Raks. Goldberg cur-
rently is building his sales staff
and expects to have Cal Raks
in operation by August |, The
firm headquarters on W. Wash-
ington Bouvelard. Goldberg for-

merly with with Monroe Good-
man's Record Service racks
here.

Hartstone told Billboard that
Cal Raks will function as a
separate entity from his Hart
Distributors here, and the other
Hartstone  distributorships  in
San Francisco, Cleveland and
Bostan and for the most part,
will not transship lines from its
other distribution facilities. Last
week, Hart here was named dis-
tributor for Warner Bros. Rec-
ords (see separate story), and
also handles the Liberty, Lon-
don, and Kapp lines, among
others.

Cap. Creafive
Job fo Rady

HOLLYWOOD — Capitol
President Allan Livingston last
week appointed Si Rady as
director of creative services,
with headquarters in New York.
Rady will be in charge of all
Capitol creative activities in the
East and will report directly
to Livingston.

Rady’s elevation comes three
months following his joining
Capitol. He entered Capitol’s
ranks last April when the firm
bought Project Records, a disk
production company Rady had
formed and operated for Bing
Croshy.

In the new job, Rady will
be in charge of all East Coast
artists and repertoire activities
for Capitol, exploring and nego-
tiating for Broadway show
properties and original cast al-
bum contracts with talent
agencies and personal manag-
ers, and discovery of new talent
and contract negotiations with
artists. Rady will also work
with independent producers au-
ditioning masters offered to
Capitol.

While Rady will report to
Livingston for his primary ac-
tivities in the creative realm,
scheduling of releases for disks
or purchased by him will be
handled by Voyle Gilmore in
the singles realm, and by Capi-
tol's album committee for LP
releases.

According to  Livingston,
Rady’s responsibilities will be
separate from those of Brown
Meggs, who continues as the
label's Eastern operation direc-
tor. Meggs will also remain in
charge of Capitol’s administra-
tive and public relations activi-
ties in the East. Both Rady and
Meggs headquarter at Capitol's
New York executive offices,

Prior to joining Capitol, Rady
helped form Ludix Records in
conjunction with Luther Dixon,
a firm which Capitol has main-
tained as a subsidiary operation
for the production of singles.

One Deal at
Riverside—

Straight 10

NEW YORK-—Riverside Rec-
ords has initiated a new pro-
gram to replace special indus-
try discounts, deals incentives,
etc. Effective immediately, the
label is offering to its distribu-
tors a 10 per cent discount on
all invoices paid before the end
of the month following the hill-

ingrdate.

he new plan was explained

by Herman Gimbel, director of
Continuied on page 8
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MONUMENT IN
JAZZ PICTURE

NASHVILLE — Monument
Records entered the jazz album
picture this weeck with the re-
lease of a first LP by a young
Mashville pianist Tupper
Saussy. The pianist also is co-
owner of an advertising agency
in this city, MecDonald and
Saussy.

Dave Brubeck wrote the liner
for the album and is one of
the pianist’'s boosters. Brubeck
heard him for the first time at
the School for Jazz, Lenox,
Mass., where Saussy went for
the four-week, intensified jazz
courses some five years ago. He
is 27.
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Liberty Sales Parley in
Hollywood Draws 260

HOLLYWOOD — More than
| 60 members of Liberty Records
nationwide sales and promo-
tional forces, including distrib-
utor and company-owned branch
personnel, assembled here this
past weekend to attend the
label's first sales convention. The
event climaxed the firm's “Fol-
low the Sales Leader” contest
staged earlier in the year by
Liberty National Sales Manager
Don Bohanan whereby those in
the field who achieved their
sales goals received the expense-
paid trip to Hollywood.

Sessions opened Saturday
morning with Liberty President
Al Bennett welcoming the visi-
tors.

Effective use of full-color
slides, coupled with stereophonic
tape, was employed by Bohanan
in unveiling before the assembly
Liberty's 30-LP fall program.
Bohanan explained that the fall
program’s product will be issued
in the form of a two-part re-
lease. This includes the Liberty,
Premiere and the Dolton lines.
The fall program is tagged “The
Wonderful World of Liberty."”

First section, Bohanan said,
will hit the market as of Mon-
day (22), and will consist of
10 LP's. Second part of the fall
program will be kicked off as of
September 1. Terms covering
the first part of the program
will be a 10 per cent discount,
Bohanan revealed, coupled with
a 100 per cent exchange and
date billing, with each of three
payments due by the 15th of
November, December and Jan-
uary.

Product in the first part of
the program includes albums
featuring Kay Stevens, Eddie
Heywood, Walter Brennan,
Vikki Carr, Jackie De Shannon,
Dave Pell, Si Zentner, Ernie
Freeman, the Ventures and the
Fleetwoods.

Liberty Advertising-Merchan-
dising Manager Bill Neiman un-

Cosnat Gets
GSA Pack

NEW YORK — The Cosnal
Corporation has been tapped by
the General Services Adminis-
tration to supply records for all
federal installations in the U. S

The one-year pact involves
supplving the G.5.A. with LP’s
on all labels, classical, popular
and jazz as well as other types
of music, for distribution to
both military and civilian in-
stallations for use in hospitals,
libraries, recreation halls, serv-
ice clubs, ete.

The contract is expected to
add an estimated $2 million in
annual sales for the company,
which showed sales of $8,877.-
115 during the year ended Sep-
tember 19, 1962, according to
Jerry Blaine, president of Cos-
nat.

Chas. Feldman Dies

PITTSBURGH—Services
were held on July 12 for Charles
A. Feldman, 56, branch man-
ager of Cosnat Records, who
died July 9 during surgery at
West Penn Hospital. The vet-
eran Feldman had long been
associated with the RCA Victor
Record Division of Hamburg
Brothers in Pittsburgh and had
replaced Tim Tormey as Cosnat
chief about a year ago. He
leaves his wife, Dorothy, and a
son and daughter by a previous
marriage.

veiled before the group the
label’'s array of sales aids to
back up the fall program’s prod-
uct. These will include window
displays, floor pieces, easels and
other in-store devices aimed to
lure sales to Liberty’s LP’s.

Addresses by non-Liberty staff
members spotlighted talks by
Tom Noonan, Billboard's re-
search director, and sales spe-
cialist, Tony Whan.

The Liberty convention wound
up with a dinner at the Beverly
Hilton Hotel, scene of the busi-
ness sessions. Dinner was at-
tended by more than 300 per-
sons, including wives and guests
of the wvisitors, A full array of
the label's artists were present to
entertain and meet the visitors,

According to the label's ex-
ecutives, the firm's first conven-
tion in its history proved to be
a highly successful affair.
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COLUMBIA RECORDS [ SHINE IN THE SINGLES FIELD!

Hopeless 4 «1s4 Ring of Fire sz Green, Green «-s2ss Be Careful of Stones

The New ~ That You Throw :.szsm.

Andy Williams Johnny Cash |
Christy Minstrels Dion

This Is All | Ask | | Want to Stay Here = Say Wonderful Things = Gone .-ss

4-42820 | 4-42815 . 4-42191 3
Tony Bennett Steve Lawrence and Patti Page The Rip Chards

Eydie Gorme

COLUMBIA SINGLES SELL!



www.americanradiohistory.com

w

6 BILLBOARD

JULY 27, 1963
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Columbia Unveils New
Dealer Pricing Policy

they now had “the opportunity
to sell quality rather than price
to an ever-increasing market,

As a further consequence, al-
though emphasizing that Colum-
bia could not control the prices
at which its product 15 sold by
retailers, Gallagher expressed the
hope that as part of the hoped-
for “age of reason,” retailers
would once more seck a realistic
price from the consumer — a
price at which a fair profit mar-
gin can be turned. The present
$3.98 list was defended hy
Ciallagher as a fantastic bargain
as against any other form of
entertainment.

Creates Confusion

The wholesaling policies gen-
crally in effect in the industry,
Loetz stressed, were creating
confusion in the minds of retail-
ers who on the one hand were
tempted by special deals that
tend to overload them with in-
ventory that may not sell, and
on the other hand frightened
dealers from buying because to-
morrow might bring a better
price on the same merchandise.

Gallagher indicated that the
heaviest pressures against the
Columbia move could come
from the big volume dealers such
as the large discount operations
who take advantage of special
programs of discounts to retail-
ers to obtain substantial portion
of their inventory. While he
recognized “low margin™ selling
as an accepted part of the Amer-
ican retailing scene, he decried
the fact that “the entire industry
seems to be on a loss-leader
basis now,” which creates pres-
sures for chaotic pricing up-
ward from the dealer to whole-
saler to manufacturer. A fair
profit margin on each disk sold
by dealers would tend to reduce
this pressure, he said,

The huge increase in Colum-
bia co-op advertising allocations
available to retailers may be in-
terpreted as having several sig-
nificant aspects. While competi-
tive labels are fighting each
other in attempting to attract the
distributor and retailer with dis-
count offers, Columbia obviously
hopes to sell right through the
distrib and dealer to the con-
sumer. Thus, even if dealers use
up much of their budgets on
deals dangled by other labels'
fall programs, Columbia hopes
to stir up so much “‘consumer
motivation™ via its gquality em-
phasis and increased ad pro-
gram that the dealer will be
forced to reorder to keep pace
with demand.

The LP policy move has no

‘Hope to Lead Industry
To Reality’—Lieberson

SAN JUAN, P. R.—Opening
the annual Columbia sales meet-
ing on a theme of vour future

Release Dates
Now Change

SAN JUAN, P. R.—Adop-
tion of the new one-price policy
for the entire year has required
a change in the releasing policy
of Columbia Records as well.
Henceforth, there will not be
iwo major program of releases
a year, but rather a consistent
series of monthly releases.

Instead of a full conven-
tion program featuring virtually
every Key artist in the catalog,
the company has planned re-
leases featuring key artists for
almost every month through-
out the year. It was noted that
the peaks and valleys in sea-
sonal sales is continually lessen-
ing, and that it is no longer
unrealistic to release key album
product in April and May. The
convention was given full details
of the releases for both August
and September, and some men-
tion was made of individual
product scheduled for later re-
lease.

20th Fox's
Fall Plans

NEW YORK—The 20th Cen-
tury-Fox label is introducing its
fall program for 1963. The
plan, called *“Mid '63 Jam-
boree,” has five new albums in
the plan. Deal has been set at
10 per cent plus an additional
5 per cent functional. Billing is
30-60-90 and the plan runs
through August 31.

Included in the five-LP re-
lease are sets by Little Richard,
the Tear Drops, Al Martino,
Ricky Alan’s instrumental set
and the sound track from the
new flick “Marilyn.”

In line with his comments at
the ARMADA convention, the
label's chief, Norm Weiser, said

effect on Columbia’s singles pol-

el : 1a’s that no allocations or quotas
icies, which remain intact.

are being demanded of distribs.
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HOW NEW PLAN WORKS

SAN JUAN, P. R.—The new Columbia Records sales plan,
put in its simplest terms, calls for a price to retailers of $2.25 for
merchandise with a suggested list price of $3.98 and a retailer cost
of $2.81 for merchandise with a $4.98 sugpgested list. There will
now also be a straight 10 per cent quarterly exchange privilege on
LLP product.

Net effect of the move is to slightly increase the average LP
cost to retailers, inasmuch as various Columbia programs had brought
the cost of the average $3.98 list LP to $2.12. However, Columbia
also is providing virtually a 100 per cent increase in the co-op adver-
tising allocations available to the retailer.

The change kills all existing Columbia exchange programs, such
as the so-called “bonus to sell” program in which retailers would
get an additional 5 per cent credit on their invoices for waiving their
10 per cent exchange privileges. There will be no exceptions to this
discount and exchange program which could be converted into any
additional price advantage, although the label may provide additional
merchandising inducements from time to time that are not of this
nature.

The move also kills all special discount deals previously in effect,
such as the monthly discount that had been offered on specific artists.
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is here, President Goddard Lie-
berson set the pattern for the
policy announcements that were
to follow by declaring that
“What we intend to do will, we
hope, lead the record business
into reality., This was a year of
confusion,” he said. “We in the
record industry are living in a
sea of statistics, which we have
to study carefully. Like bikinis,
what they reveal is suggestive,
but what they conceal is vital,
The marketing and selling of
records is a mess, and we are
right in the middle along with
everyone else. You salesmen will
have to carry our message of
anti-confusion,” he declared.

With an attendance of well
over 500 dilstril:lutf:-rs and their
salesmen, this is being called the

largest sales meeting vet staged
by a U. §. record manufacturer,
and the largest ever held outside
the continental United States.
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Columbia’s Move

The new plan revealed at Columbia’s sales meeting in San Juan
is worthy of the most serious study by all levels of the record indus-
try. It represents a serious attempt to face up to the increasingly
difficult economic plight of the record industry.

No single company, no matter how powerful, can change the
direction of the industry by itself. Columbia has no illusions about
this. Rather, it has cast a realistic eye upon the profitless prosperity
that Dave Kapp described so vividly in Miami Beach, Fla., and has
taken steps to better its own position within this framework.

The Columbia plan, mild as it may seem to some who hoped
for some fantastic panacea to materialize, is nevertheless quite
daring in some basic respects. The company is gambling on the
likelihood of foregoing immediate shipments based on the usual
release deals, on the chance that it will gain a more even spread of
sales through the yvear. The old record industry tradition of grabbing
the bird in the hand thus is being ignored.

If this move eventually shifts the attention of dealers to Colum-
hia's product rather than its pricing policies, then the label’s gamble
will have paid off. And if this leads dealers to a more selective
approach to product generally, then the entire industry will be
better off.

At this juncture, nobody can tell whether any other label will
follow Columbia. Most companies, including the other majors,
already have long since set their policies for the coming season, so
it is unlikely that there will be any rapid reaction from them. But
there is no doubt that everyone will be watching carefully to see
how Columbia fares and what reception its product gets from
dealers.

The chaotic pricing situation that exists at every stage of the
industry will never be remedied without some steps, however tenta-
tive, being taken. It behooves everyone with serious concern for the
welfare of the record industry to seek practical ways for it to break
out of its present straitjacket. Columbia’s approach may prove an
important signpost toward a healthier business. 1f there 1s a better
approach, it has yet to be aired.
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How Plan

SAN JUAN, P. R—All func-
tional discounts now being
granted to rack jobbers and one-
stops by Columbia Records will
be ‘“reauthenticated, as soon
as possible,” according to Bill

Will Apply to Rackers

pose of the move is to assure
retailers that they can cope with
and buy at the same price as
any rack-operated outlet.
Gallagher said that rack
jobbers have an important role
to play, and that he welcomes

Callagher, merchandising vee-
pee. A newly designed form
must be filled out by all such
accounts to provide evidence
that it actually performs a sub-
distribution function. The pur-

Epic Not
Affected

SAN JUAN, P. R.—The new
Columbia sales policy will not
affect its sister label, Epic, at
this time. Queried about the
possibility that the one-price-
all-year plan might also apply
for Epic, Marketing Vice-Pres-
ident Bill Gallagher noted that
Epic has already announced its
fall plan in a series of regional
meetings. The plan calls for a
15 per cent discount during the
buying period of the fall pro-
gram.

Gallagher pointed out that
while Epic’s competitive status
is considerably different from
that of Columbia, “we are going
to watch the market place very
carefully, and when conditions
are right we will go. The plan
is just as right for Epic as for
Columbia, and Epic will be one
of the first to move.

Although he would not eluci-
date further, Gallagher’s state-
ment was seen as indicating that
if any of Epic’s direct competi-
tors moved toward adoption of
the Columbia plan, Epic itself
would jump in quickly.

U.A. Has New
Kidisk Line

NEW YORK—United Artists
has obtained distribution rights
for the newly formed Peter
Penguin line of children's re-
cordings.

The Peter Penguin label will
be presenting the unusual in
children’s recordings and pack-
aging via colorful 8 by 10-inch

wrr—aretteanradiohistory com ———

and encourages them, but they
must stick to their alloted func-

tion. He said: “We are not
AI seurs helping the retailer if we give

a rack jobber a functional dis-
sues scepter count, if that rack jobber is com-
For 200G

NEW YORK — Serock Rec-
ords and Sylvia Music, two
firms owned by Al Sears, have
filed law suils against Scepter
Records, for a total of $100,000
each.

The Serock suit, which was
filed in the Supreme Court of
New York July 16, concerns the
contract between Scepter and
Serock in which Scepter dis-
tributed Serock Records. In
June Serock terminated the pact
with Scepter claiming breach of
contract. Scepter says it is still
in force. Serock is seeking a

judicial determination as to
whether the contract was
breached.

The Sylvia Music suit, filed
in the Southern District Court
of New York on July 16, is an
action for alleged copyright in-
fringement.

Sylvia Music claims that
Scepter issued two Serock Rec-
ords with the tunes “This Is
My Prayer” and “As Long as
You Need Me" both of which
are published by Sylvia. Sylvia
Music says they never issued a
license for these tunes, which
under the copyright act must
be done the first time a song
is recorded, and therefore Scep-
rights.

album covers which pop out to
become decorator items for a
child’'s room.

Henry La Pidus is exclusive
producer for the project.

peting with the retailer down the
street.”

For racks or one-stops who
are also in the retail business,
the functional discount will be
denied to the retail portion of
their operation. Columbia will
insist on a monthly accounting
to show the separation of func-
tions, and any firm refusing to
supply it will be dropped as an
account.

Callagher mentioned, as a
sidelight, that Columbia has
completed a study of the func-
tions both of rack jobbers and
one-stops and has decided it
cannot separate accurately the
definitions of the two. Hence-
forth, therefore, it plans to
group them together under the
term “subdistributors.”
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YA CAN'T TELL
MITCH WIDOUT
A SCORECARD

SAN JUAN, P. R.—The re-
lease of the new 