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Hardware & Software
Music Tieup At CES

12-Inch 45 Disco
Disk Sales Brisk

By RUDY GARCIA

NEW YORK Sales of the first
commercial 12-mch 45 r.pm. disco
single released lust month by the
Salsoul Disco label have been “ex
cellent™ in the test market areas and
will lTead 1o the release of two more
disks and a wider distribution pro
oram this month. according to Joe
Cayre. president of Caytronics
Corp.. the lahel’s parent company.

Cayre’s evaluation was substan
tiated by scveral retail outlets
throughout the country which were
asked 10 report on the popular ac
ceptance of the product.

(Continued on puge 52)
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By STEPHEN TRAIMAN

CHICAGO- The music industry’s
growing impuact on consumer elec
tronics s more cvident than ever alt
this upcoming 10th Summer CES,
with much of the reallv “new™ hard
ware and software tied o “record
ny.

Fhe “razors & blades™ links
within the mmdustry will be seen at
many of the record 600 cxhibitors
taking more than 350.000 square
feet of space at the four-day event
opening Sunday (13) at McCormick
Place. in addition to the multitude of
firms opting for uptown hotel suites.

As an example of the growing
hardwarc/software ties, ABC
Record & Tape Sales is participating
for the first tme at CES. The giant
rackjobber took on the Audio Mag-
netes-branded blank tape hne last

(Continued on puge CES-1)

U.S. Talent
Slapped By
Pound Drop

By CHRIS WHITE

LONDON- Concert  promoters
here are warning that ticket prices
may well have to rise considerabl
and that fewer U.S. name artists may
be prepared o visit the country il the
pound sterling continues fall 10
value against the US, dollar

Less visiting talent scen by fewer
fans--that is a summary ol the viey
points.

Louis Bemjamin, head of NMoss
Empires which includes the London
Palladium, gencrallv recogmzed as
the world's number one variety the-
ater, adds his own warning. The Pal
Jadium has recently had shows by
Frank Sinatra. John Denver. Tony
Bennett, the Four Scasons. the
Three Degrees and Julie Andrews.

But he savs: It will be increas

(Continued on puge 64)

Educational Music Print
Royalties Zoom To $3 Mil

Dealers Disputing
Lowball Snowball

Are Acts’ Breach
Suits Legitimate?

By LLIOT TIEGEI

1.OS ANGELES The art of get
mg out of a recordig contract has
become a muatter which grows i in
tensity and concern fur performers.
thels and all the people caught in
between

While performers and tabels have
twavs had the option of filing le
weton against cach other for any
number of causes. there appears ©
be a movementatootn the US. und
now m FEurope. fo
hreaches of contract for reasons
which have nothing to do with the
validity o therr agreements

{Continued on puge 82)

artists to seck

By JIM MELANSON

NEW YORK -Resentment over
continued widespread retail dis-
counting is growing sharper in mer
chant ranks around the countryv.

But. while fist-shaking at lowball
pricing policies is stepping up. s0 0o
is the need to “meet the compen
tion”"in the marketplace. making the
reality of the situation unpromising
for dissenters.

One Eastern operator, who prefers
1O TeMant anomny mous, savs thac s
tothe point where “you're damned if
you do (discount heavily). and
vou're damned 1t vou don't.

tie states that lowballing compeu
tion forces the issue. “If vou go with
low prices and hope to mahke 1t n
volume. the chances are good that
vour profit picture is gomng to get
(Continued on puge 14)

Few acts in the history of recording have been able to maintain a love
affair with the public quite like the Carpenters. it's been just over a year
since their fast album. For Carpenters fans it's been an eternity

NEW YORK The educational
print business will generate nearly
$3 million in royalties to pubhshers
this vear with one company alone
Hal Leonard Publishing. paving out

$700.000

This 1s an indication of the bur
geoning state ol the cducational
print field and the increasing de-
mand for materals as a result of
more and more persons taking up
the study of music

We do nearlv 60%-653% of the
marching band arrangements.” says
Keith Mardak. vice president ol
sales and marketing for the lal
Leonard operation.

“If vou consider that there are
around 25000 marching bands in
the U.S. vou have an idea of the vol-

(Continued on page 10)

Symphonies Discover
Radiothons a Winner

By ALAN PENCHANSKY

CHICAGO-—[n their unending
strugele to remain solvent. sviu-
phony orchestras in this country in
creasingly are looking beyond tradi
nonal. chtist bases ol support to
funds generated bv popular. local
radio marathons. a Billboard survey
reveals.

Since 1968, an estimated $2.3 mil
lion has been contributed to Amert
can orchestras from this source.

That year. WONO in Syracuse
N.Y.. produced the first symphony
marathon. and raised in one wecek-
end nearlv $8.000 for the cyv's or
chestra. (Continued on puge 34)

3 s ! . .g ‘1 . 7]
There's a minor revolution gong on in rock 'n roll. And the minors are five
eenage girls called The Runaways. The Runaways devastate ther aud
ences with searing, high-powered rock outbursts that the L.A. FREE PRESS
dubs . . a breath of fresh air.” And now. with the release of their debut
Mercury album, “The Runaways” (SRM-1-1090), a minor revolution takes

on the proportions of a major revelation (Advertisement)

YOU'RE ONLY A GLANCE AWAY FROM SEEING (am
ONE OF THE MOST IMPORTANT ANNOUNCEMENTS &=
OF THE YEAR.

www americanradiohistorv com

Advertisement)

(See Back Cover)
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DREAM...

A new album of
original material

Produced by Lenny Waronker and Gordon Lightfoot
on Warner/Reprise records and tapes
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General News

Publishers

Take Heart

In C’right
Conclaves

By MILDRED HALL

WASHINGTON-Music publishers are
taking heart from the Kastenmeier subcom-
mittee’s markup sessions’ prolonged discus-
sions of amendments to soften the proposed
compulsory licensing of nondramatic musical
and literary works for public broadcasting en-
tities (PBS) in the copyright revision bill.

The subcommittee failed Thursday (10) to
conclude action on the bitterly contested PBS
section 118, inherited from Senate-passed re-
vision bill §. 22. But two amendments which
would either ease or delete the compulsory li-
censing by the giant PBS media (stations and
nonprofit programmers) are expected to get
yes or no votes at a markup session to be held
sometime this week.

In the earlier June 4 markup meeting. sub-
committee chairman Robert W. Kastenmeier
(D-Wis.) and several members frankly regret-

ted the intrusion on the negotiation rights of

authors and composers in the so-called Mathis

amendment. However, the chairman resisted
outright deletion for fear of endangering the
revision bill's changes of passage this session.

An amendment proposed by the subcom-
mittee staff would delete literary works from
the PBS compulsory licensing privilege en-
tirely. It would give music copyright owners
and PBS entities a period of six months. soon
after passage of the bill, to reach compromise
rates and terms voluntarily.

The staff proposal would let the Copyright
Royalty Tribunal established in the bill set ba-
sic rates and termsif the parties could not settle
licensing disputes in the six-month period.
Tribunal rates and terms would be binding on
all who could not reach a voluntary negotiated
agreement.

This quasi-compulsory licensing approach
would permit voluntary negotiations between
any PBS stations, and any music copyright
owners, on rates and terms and division of

fees. after filing of notice with the copyright of-
fice. Voluntary negotiation could go on before
and after the Tribunal publishes its compul-
sory licensing rates.

The Tribunal rates will be basic for all who
want to operate under government fixed com-

PBS Licensing
Sizzling Subject

pulsory rates and terms. The Tribunal “may™
consider rates reached in successful voluntary
negotiations between copyright owners and
PBS, in arriving at its final terms and rates.
Under the Tribunal auspices. the entire six-
month negotiating procedure would take place
again in 1980, and at five-year intervals there-

(Continued on page 19)

FTC Reaffirms Its
Sound-Alike Ruling

By JOHN SIPPEL

LOS ANGELES—In a rare intru-
sion into record/tape industry
procedure, the FTC has reaffirmed
an October 1975 consent order with
an almost identical pronouncement
enunciating what constitutes proper
marketing and labeling of pack-
aging of sound-alike tape record-
ings.

The first consent order involved
Magnetic Video Corp.. Farmington
Hills, Mich.. while the latest was

New York Probes
Audio Ad ‘Sales’

By RADCLIFFE JOE

NEW YORK-—A citywide probe
by New York's Dept. of Consumer
Affairs into the advertising practices
of area audio retailers is seen by the
Society of Audio Consultants (SAC)
as the inevitable backlash of a post-
fair trade price war that has been
raging for months.

Jerry Joseph, president of SAC,
says he has been aware of some of
the deceptive advertising practices
employed by a few dealers, and of
the probe by the Consumer Affairs
Dept. into resulting complaints, of
which there were more than 1,000
last year.

The Society has also been urged

(Continued on page 41)

Olympics Theme
On TV Soon To
Get Disk Promo

By ALAN PENCHANSKY

CHICAGO—Between July 17 and
Aug. 1 a broadcast audience num-
bering in the hundreds of millions
will listen daily to a four-minute cut
played over and over and over
again.

A hit? Not exactly. But how else to
describe Leo Arnaud’s *“Olympic
Fanfare™ from “Bugler’s Dream,”
the musical signature of the Olympic
games and ABC-TV’s worldwide
broadcasts of same

The recording used by ABC
gracesa three-year-old Angel release
entited “USA.” that Capitol Rec
ords plans to promote as if the selec
tion were indeed a hit

(Continued on page 16)

agreed to by Sound Alike Music. op-
erated here by Rick Taxe.

The two recent consent orders
stipulate clearly what constitutes fair
practice in selling and describing the
contents of a sound-alike tape on its
packaging. Taxe, who is appealing
a Federal District Court conviction
for tape piracy currently, says he
welcomes the FTC ukase. His SAM
sound-alike performances  have
been packaged to comply with the
FTC regulations for a lengthy pe-
riod of time. he claims.

Taxe says that he is stll selling
sound-alikes in the U.S.. but that the
bulk of his business is being done in
Europe. He says the FTC order will
therefore cause no changes in his
marketing or packaging methods.

According to an FTC spokesman,
a consent order is agreed upon by its
counsel and the respondent without
the respondent admitting any viola-
tion of the law.

The FTC consent order requires
the respondent cease and desist from
using any label. package, catalog or
any form of advertising, promo-
tional material or point-of-sale ma-

(Continued on page 19)

Musical Isle

Selling To
Lieberman?

LOS ANGELES—Transamerica
will probably divest itself of its last
wholesale holding in its Musical Isle
entity when it sells the St. Louis
branch to Lieberman Enterprises,
Minneapolis.

David Lieberman, president of
the Western half of the U.S. whole-
sale firm, principally in rackjobbing
and one-stopping. is vacationing
outside the U.S. and could not be
contacted. Joe Bos, chief Trans-
america operating officer at United
Artists Records, also could not be
reached for comment.

Musical Isle branches in Denver
and San Francisco. which princi-
pally handle independent label dis-
tribution and some rackjobbing, are
in the throes of turnover to MS Dis-
tributing, Chicago. John Salstone of
MS says the takeover will not occur
until after July 1.

It's known that MS hopes to shift
warchousing for its California ac-
quisition from Emeryville. a San
Francisco suburb, to Los Angeles.

The Musical [sle holdings in Mis-
souri include Roberts Distributing,

(Continued on page 69)

Platinum Admits
Tax Fraud Guilt

By JIM MELANSON

NEW YORK—Platinum Records
Co. and its president Joseph Robin-
son cach pleaded guilty in Newark
Thursday (10) to two counts of will-
fully filing false corporate tax re-
turns for fiscal years 1972 and 1973.

Both the company and Robinson
waived indictment and pleaded to a
four-count information before
Judge Vincent Biunno. in an action
described by the U.S. Attorney’s of-
fice as being part of the govern-
ment’s ongoing probe of the indus-
try.

The information states that for the
fiscal year ending Sept. 30 in 1972
and in 1973 gross sales were reported
to be $863.399 and $842.402. respec-
tively: whereas. in truth. they were
$875.000 and $860.000 for each re-
spective year.

A spokesman for the U.S. Attor-
ney’s office also says that the parties
admitted that they sold records from
1971 through 1974 to merchandisers
for cash and failed to disclose full
amounts received.

Robinson faces a possible max-
imum penalty of up to three years in

U.K. Disco Vouchers Up 45 Sales

LONDON—A unique system for
encouraging single sales by selective
discounting involving discos has
been set up by CBS here.

The idea comes from Andrew
Prior, marketing manager. and has
been put into action by promotion
men Jeff Gilbert and Graham
Haughton. The scheme enables
club-goers to buy specific singles at a
50-cent reduction using vouchers
distributed by discotheque disk
jockeys.

By REX ANDERSON

The idea was introduced on
“Disco Lady.” the CBS Johnny Tay-
lor single which hit the U.K. top 30
early last month. It was followed by
two Philadelphia International sin-
gles which subsequently charted—
Billy Paul's “Let’s Make A Baby”
and “Soul City Walk” by Archie
Bell & the Drells.

Prior says the original thinking
was that while discos might report
good reaction on a single. customers
might require extra encouragement

to actually buy it. The scheme has
been used in specific areas where the
single already receives strong disco
support.

A few dozen disco-discount
scheme vouchers are given to disk
jockeys to distribute at a local club.
The voucher names six record stores
in the vicinity where they can be ex-
changed for the single.

Says Prior: “Retailers are selected

(Continued on page 52)

prison and $5.000 in fines for each of
the two counts. while the firm faces a
possible maximum fine of $5.000 for
each of the two counts. A sentencing
date has not been set.

IU's said that a Federal Grand Jury
sitting here has reportedly also
handed down indictments naming
several radio deejays, and that they
would be made public shortly (Bill-
board, Inside Track. June 5). The
spokesman declined to comment on
the possibility of any new indict-
ments. He does confirm, though.
that the investigation is continuing.

Strong Recovery
Seen By RCA’s
Top Intl Chief

By RUDY GARCIA

NEW YORK—"In most of the
world markets we should begin to
see a strong recovery in the second
half of this year and good results in
1977 says Robert Summer, divi-
sion vice president, International,
RCA Records. “We're now experi-
encing the same lag factor which
kept us strong through what was
considered the recession of 1973-
1975 but which saw us suddenly
nose dive in the first half of 1975.”

As part of that recovery, Summer
feels that the industry will experi-
ence a prolific growth era based on
his contention that there is an un-
diminished appetite for recorded
music. “There are no competing
forms of musical presentation likely
toimmediately impact our markets,”

{Continued on page 64)

N.J. Town Emerges As Mecca For Bluegrass Music

By MAURIE ORODENKER

ENGLISHTOWN, N.J.—This
off-the-beaten track Monmouth
County town is becoming a mecca
for bluegrass music

An Englishtown Music Hall has
been developed by former English
college professor Geoff Berne and
his brother. Eric, into a home for
bluegrass music

While the two-story wooden struc
ture scats only 250, the Music Hall

has become a mecca for bluegrass
aficionados from Philadelphia
which is only an hour’s drive away.
and as far away as New York. Dela-
ware, Connecticut and Maryland

“June marks two years that we
have been putting on bluegrass in
New Jersey. starting at the Spare
Room Club in Somerset. and since
\ugust 1975, at the Fnglishtown
Music Hall.™ savs Geoft Berne

“Over 90 bands have been

presented, from 17 states—most of

them for the first time in New Jersev
or on the East Coast ”

For the opening last Aug. 22, the
Bernes brought in one of the coun
try’s leading bluegrass stars. Leslie
Flatt and his Nashville Grass. Since
then, the Bernes have been present
ing both traditional and new blue-
cries performers on Fridav and Sat

urday evenings. as well as bluegrass
Jam sessions on Saturday afternoons
in the field behind the building to
give the musicians and the home-
grown “‘pickers™ a chance to relate to
each other. Probably one of the only
places in the country which presents
bluegrass in a concert setting, with
not only beginners but top-notch
names as well. the Bernes boys have
brought in such favorites as Vassar
(Conunued on page 59)
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General News

A Strong Retailer Growth Apparent In Pac. Northwest

ABKCO Wins One, Loses
One In Beatles Litigation

By RADCLIFFE JOE

Everybody’s
Records a
Key Reason

By JOHN SIPPEL

LOS ANGELES—Thirty-year
Northwest distribution veteran Stan
Sulman feels a strong resurgent re-
tailer growth in that five-state,
sparsely-populated area.

The independent label distribu-
tion chief for ABC Record and Tape
Sales, Seattle, thinks youth oriented
small chains, like Everybody’s Rec-
ords, spearhead the revival.

President-founder Tom Keenan,
27; Mike Reff, vice president and
general manager, 29; Don McCabe,
key executive in buying, 26, repre-
sent the young, ehthusiastic 40-em-
ploye chain, whose average employe
is probably 22.

In six years, Everybody’s grown
slowly to six stores from its original
single Portland, Ore. outlet. There
are two stores each in Seattle and
Portland and single stores in Eugene
and Corvallis, the largest Oregon
university enrollment cities.

“Prices had gone up in 1969 to a
$5.98 list. We were just out of the
Univ. of Portland. It was the right
time for a conscientious effort to
keep prices down, so young people
could buy albums,” Reff notes. And
consumer-enticing low pricing con-
tinues. Everybody’s gets $4.66 for
catalog LPs, while from 12 to 25 spe-
cials regularly range from $3.66 to
$3.88 for $6.98 list.

Catalog pricing is standard in the

(Continued on page 16)

NEW YORK-ABKCO Indus-
tries has won one round and lost an-
other in its marathon legal battle
with the now-disbanded Beatles.

In one of two separate decisions
handed down by the Appellate Divi-
sion of the N.Y. Supreme Court, a
lower court’s decision that New
York did, in fact, have jurisdiction in
the matter was upheld. Ringo Starr,
who is being sued under his given
name Richard Starkey, had sought
to have the complaints heard in a
British court of law, on the grounds
that New York courts did not have
the legal right to handle the case.

In the second of the two decisions,
the court dismissed ABKCO’s claim
of conspiracy against Paul
McCartney and English solicitor
Michael Boreham, on the grounds
that the charge was indefinite and
insufficient.

In its arguments on this decision,
the court ruled that ABKCO had
failed to particularize the elements,
and pointed out that the two defend-
ants could not have conspired to
breach their own contract.

In upholding the lower court’s de-
cision that the arguments against
Starr could be heard here, the ap-
peals court argued that Starkey’s
composing activities constituted
“doing business” here, and thus sus-
tained an action even for claims aris-
ing outside the state.

Justice Emilio Nunez. in handing

Stax Denied a Jury Trial
In Bankruptcy Litigation

By ELTON WHISENHUNT

MEMPHIS—U.S. District Judge
Robert M. McRae Jr. has refused a
jury trial for Stax Records and has
sent the hotly contested case back to
Bankruptcy Court for ajudication
there.

The surprise decision came at
what was to have been a pre-trial
hearing. Judge McRae frankly
called Stax’s request for a jury trial a
“delay tactic.”

Bankruptcy Judge William B.
Leffler Jr. ordered Stax closed down
in January based mainly on argu-
ments by attorneys for Union Plant-
ers National Bank. The bank
charges Stax owes it $10.5 million.
The bank charged that Stax was los-
ing money every day and should not
be allowed to operate.

The argument of Stax’s attorney
was to the effect that the recording
business has a fickle nature and the
business could be resurrected over-
night. Lawyers on the other side
countered that the record business
was nothing more than a Las Vegas
crap game where you could “win $2
million or go broke on the throw of
the dice.”

Bank attorney Wynn Smith ar-
gued that Stax is beyond help and is
trying to delay the case as long as
possible. “Delay merely postpones
the inevitable ajudication of Stax,”
he said, seeking a default judgment
against Stax for failing to meet dis-
covery deadlines for a proposed jury
trial.

Michael Pleasants, attorney for
Stax, said he failed to meet the May
28 deadline on pre-trial answers be-
cause he had been unable to obtain
many of Stax’s accounting records
because they are in storage. He
asked for a continuance, A jury trial

had been scheduled to begin June
14.

Judge McRae rejected Pleasants’
argument, holding that his “incom-
plete or evasive” responses to bank
motions are part of a pattern of de-
lay justifying dismissal of his request
for a jury trial.

Earlier in the day, Pleasants had
asked Judge McRae to excuse him-

(Continued on page 8)

Canadian Retail Dip
Shakes Label Execs

By MARTIN MELHUISH

TORONTO—-A slump in the
record business at the retail level,
primarily in the highly populated
areas of Ontario and Quebec. has
most record companies in Canada
making some wholesale changes in
their marketing philosophies.

“The market is soft out there.”
contends Richard Bibby, president
of MCA Records of Canada. “Any-
way. that seems to be the case in On-
tario and Quebec but 1 couldn’t say
the same thing about the situation
right across the country. Our experi-
ence is that the Maritimes are doing
great business and Western Canada
is doing very well but unfortunately
in the markets where most of the
people live. Ontario and Quebec. it’s
soft.”

Bibby seems to be at a loss to un-
derstand the situation.

“We've been sitting around and
pounding our heads against the wall
trying to figure it out.” he says. “The
economy in Ontario and Quebec
seems to be good compared with the

(Continued on page 66)

down the decisions, said of Starkey’s
tie with New York, “a substantial
nexus (connection) exists,” and
pointed out that substantial pretrial
disclosure here, in part, warranted
New York’s continued jurisdiction.

The ABKCO/Beatles legal battle
dates back to 1973 when the plaintiff
brought suit for §19 million for al-
legedly accrued commissions, and
for repayment of loans. One year
later, ABKCO brought another $4.5
million suit against the Beatles’ Brit-
ish-based companies, arguing that
New York had jurisdiction by at-
tachment over the matter. It was this
argument that the defendants
sought to have detached and heard
by a British court of law.

2 CHI-TOWN
LABELS VIE
FOR NAME

By ALAN PENCHANSKY

CHICAGO—Who is the real Chi-
Town Records? That’s being asked
here as two companies bearing the
same name emerged in the last
month.

An elaborate party at the Playboy
Towers June 6 introduced Chi-
Town Records, newly formed under
Carl Davis, formerly with Bruns-
wick/Dakar, that will be manufac-
tured and distributed by United Art-
ists Records. UA president Artie
Mogull and other UA executives
flew in for the debut.

The following day, Carl Bonafede
was in Billboard’s office here with
copies of the first single on his Chi-
Town Records label. Bonafede, who
produced the 1967 Buckinghams’ hit
“Kind of A Drag,” had visited in

(Continued on page 8)
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Daniel Marcus promoted to director, artist relations, from Midwest re-

gional promotion director at Atlantic/Atco. He succeeds Barbara Harris, who

was appointed director, press information. She will work with

’T-‘ Barbara Carr, who joins as director, press and publicity, from

ABC where she was East Coast publicity director. ... Evan

Reynolds shifts from Tom Cat Records, where he was national

promo director, to a similar post with Playboy Records. Also

joining Playboy’s national promo staff is Marc Nathan, last
with Casablanca Records.

Roy Haley rejoins Brunswick Records as administrative
head of the Chicago office. He was a producer there several
years ago. He will be hiring personnel to fill posts vacated
when Carl Davis left to start Chi-Town Records. . . . Paris Eley
promoted to associate director, product planning, CBS Rec-
ords special markets, from local promo for Houston and Win
Wilford upped to associate director, press information and
artists affairs, for that division from manager. ... Gordon
Reese, chief operational officer of Motown Industries, has left
that organization.

Steve Meyer, former Florida district promo rep, joins
Capitol Records as national promo manager. Ray Tusken,
former national promo coordinator, named national album
. oriented rock promo chief, supervising Ken Benson, Los An-
geles: Bruce Ravid, Chicago; Mike Seibert, Dallas, and Irwin
Sirotta, New York. Sandra Hill moves from national smaller
markets promo coordinator, to manager of that wing. Work-
ing with her will be Susan Scharf, now national record promo
coordinator, smaller market. ... Mel DaKroob joins 20th
Century Records as national sales manager. He had been a
Midwest regional sales manager for London.

Jack Lorenz, vice president, financial. at Motown, moving
to an executive post in the financial department at ABC.
Laurie Ylvisaker, last with Motown, joins ABC Records as manager of artist
relations. . . . Frank Shargo, who joined Columbia Recordsin 1970 as a college
representative, is promoted from associate director, product management,
West Coast, to director. . . . Kathie Carey moves from Blue Seas/Jac Music to
the Los Angeles office of Screen Gems-Columbia Music as professional man-
ager. ... Linking with Polydor’s r&b promo staff are Lamont Simpkins as
Southeast regional manager from the same slot with London Records and Earl
Sellers, new to the industry, as Mid-Atlantic regional manager.

Joseph Cohen, who prepared the adult market study for the NARM con-
vention, joins that organization as special research consultant. ... Robert
Haas, formerly with Rack Service Hawaii, heads RCA Records’ new Hawaii
branch sales office. ... Tommy Mottola, professional manager of Chappell
Music, leaving that firm. . . . Larry Schnur promoted to associate director, mar-
keting finance, at Columbia Records from manager, marketing finance analy-
sis. ... For CBS Records International, Roger Romano elevated to assistant
controller, asset management from director, budgets and operational analysis.
... At Polygram, Gene Fischer, vice president, taxes, adds functions as vice
president, special projects.

Glen Keener exits Phonogram/Mercury Nashville. ... Martin Schwartz
joins Tone Distributors/T.K. Productions doing Florida state promotion. . ..
Jacquie Benjamin joins Gemini Artists Management as assistant to executive
vice president Mike Martineau from Queens Bookings. ... Wayne Forte has
left the contempoary department at ICM, New York. ... Joining Fred Waring
and the Young Pennsylvanians are Rick Taylor as press/publicity director and
Ruth Sibley as public relations chief.

Jerry Henricks moves from national sales manager, audio products, for
GTE Sylvania, to the new post of director of sales and marketing, audio com-
ponent products, for Hitachi Sales Corp. of America. ... John E. Jackson
transfers from BASF Systems, where he was manager of technical services, to
become a member of Audio Magnetics Corp.’s newly-formed global technical
support group. . . . Charles Steinberg, Ampex vice president/general manager,
takes on added duties for data products. . . . Peter Untersander, European rep-
resentative for Pickering & Co., named corporate vice president.

Carey

Haas

Eley

WHERE TO BUY?

6 Calif. Record Bars Up For Sale

LOS ANGELES—The six Record
Bar stores remaining in California
were up for grabs last week. Neither
Barrie Bergman, Record Bar presi-
dent, nor Lee Hartstone, Where-
house chain head, reportedly nego-
tiating to take them over. could be
reached as both were out of their of-
fices.

Record Bar, based in Durham,
N.C..has stores in Carson. Anaheim,
City of Industry, San Bernardino

and Arcadia in Southern California
and a single Bay Area store in Daly
City. Drastic discounting competi-
tion and the logistics of serving
stores so distant from its base are ele-
ments causing Bergman’s concern.

In 1975. Hartstone acquired three
Disc Record stores here from John
Cohen, who was faced with similar
hurdles.

Record Bar closed its Woodland
Hills, Calif.. stores some months ago.

American Blunders In Berliner Album
LOS ANGELES—Gramaphone Sickness (A Pocketful of Wry).”
Records of Beverly Hills is set to re- The album. Berliner’s first in 16

lease a bicentennial salute to 200 10 fi d
years of blunders in American his- s, L Epel el M

Executive Turntable |

tory. Entitled “The Great American
Song And Dance,” the album will be
produced by Oliver Berliner, pro-
ducer of such comedy successes as
“Smash Flops” and “Sing a Song of

events in American history. Berliner
will do the writing in collaboration
with Bill Mundy. Mundy will also
handle the orchestration. Release
date is July 4th
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This collectors item is the “Collectors’ ltem™

Harold Melvin and The Blue Notes have been making hits for years,but this album
contains all of their greatest hits. .
“Collectors’ Item” by Harold Melvin and The Blue Notes. It features Theodore Pendergrass
and Sharon Paige,and if you want them all, this is the one that has them all.
“The Love I Lost”™—‘Bad Luck™"If You Don’t Know Me by Now'-—“Be for Real”—
“Wake Up Everybody”—‘Hope That We Can Be Together Soon”™—‘Where Are All My
Friends”—"[ Miss You?
On Philadelphia International Records and Tapes.

1l

Distributed by CBS Records. «siecese ff :
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General News

4-CHANNEL DIVE

NEW YORK-Quo vadis quad?
Or whatever happened to the 4-
channel “revolution™ that was or-
dained for the industry just a few
years ago?

The charts tell the graphic story.
From a high point of more than 25%
quad availability on Billboard's Top
LPs & Tapes just a year ago—includ-
ing three of the top five and five of
the top 10 recordings—the figure is
down to less than 12% this week—
with just two of the top 10 in both
quad disk and tape—Santana’s
“Amigos™ and Aerosmith’s “Rocks,”
both on Columbia SQ.

While most segments of the indus-
try have virtually buried quad due to
a combination of inaction, negative
thinking and “too little, too late.™ 4-
channel sound is here to stay.

There are even a few signs that a
new. more effective marketing effort
is under way, with a Billboard sur-
vey of leading “Q™ stations pointing
to stereo enhancement as the first
step to eventual consumer conver-

By STEPHEN TRAIMAN

sion to quadraphonic equipment to
complement the broad range of
stereo offerings.

Virtually all the stations respond-
ing to the survey of major market
outlets are devoting most of their on-
air quadcasting to enhancing stereo
tapes and disks—with a growing
trend toward 24-hour use of either
the Sansui QS or Sony SQ broadcast
encoders.

The number of stations actually
using the equipment is hard to deter-
mine, though Sansui claims more
than 75 QS outlets and CBS about
60 SQ adherents, with the latter dis-
tributing SQ recordings to more
than 400 stations across the country.
However, a number have become
disillusioned and never exercised
their “option to buy™ after a free trial
period that often spanned six
months or more, or just dropped
quad entirely.

The blame is equally placed on

lack of enough three-way hardware
(SQ-QS matrix and CD-4 discrete)

Michigan Judge Kills Suit
To Ignore Pre-"72 Piracy

Latin Labels Facing
Yet Another Rip-0ff

NEW YORK—Jose Antonio Hutt,
president of the Latin American
Record Assn., warns the inter-
national record industry that some
“marginal operators” acting as le-
gitimate licensees are pressing or
otherwise duplicating product in ex-
cess of what they report to their li-
censors and releasing such product
at lower cost.

In this way they have become “le-
gal pirates,” according to Hutt.

“We hear a lot of talk about piracy
eroding the economic base of the in-
dustry,” Hutt says. “But we must

(Continued on page 67)

Antipiracy Law
Signed In R.I.

PROVIDENCE, R.I.—Rhode Is-
land Gov. Philip Noel signed S.248
into law last week, making his state
the 44th with an antipiracy law.

Effective immediately, the new
statute makes the manufacture, dis-
tribution and sale of pirated record-
ings a felony punishable by impris-
onment of from one to six years
and/or a fine of up to $5.000 for the
first offense. Subsequent offenses
are liable to imprisonment of from
one to 10 yearsand/ora fine of up to
$5.000.

NEW YORK—-A U.S. District
Court judge in Grand Rapids,
Mich., has thrown out a suit by Ne-
vada-based Stereo Tapes Associates
that sought to enjoin the U.S. Attor-
ney General from prosecuting pi-
rates of pre-1972 recordings.

Stereo Tape Associates, which
does business as Malibu Records,
argued that the Attorney General
should not be allowed to prosecute
pirates of the pre-1972 recordings on
the grounds that they had infringed
on musical copyrights.

The presiding judge. Wendell
Miles, contended that the decision to
prosecute was vested in the Attorney
General, whose decision “was wide
and not to be tampered with.” He
also noted that, “what plaintiffs seek
to have this court do is enjoin the en-
forcement of an otherwise valid
criminal statute.”

Judge Miles cited prior decisions
by the U.S. Courts of Appeals to
support his argument.

CBS & 2 Others

NEW YORK —-CBS and the firms
Electro-Voice and Gulton Industries
have been charged in a civil suit
filed here with monopolizing the 4-
channel sound cquipment market
after allegedly cutting out a firm that
helped develop the system.

The $10 million-plus suit (which
can be trebled by the court when a
case involving antitrust actions is
proven), was brought by Industrial
Patent Development Corp.. which
claims to have developed and ap-

Survey Shows ‘Q’ Interest
Lagging, But There’s Hope

amid the general confusion over the
competing systems, and a dearth of

" top-artist software. There is general
.agreement that the industry never

really got together to launch 4-chan-
nel in an intelligent way.

Component manufacturers were
told the 4-channel technology would
make stereo obsolete and sell mil-
lions of new receivers, to say nothing
of twice as many speakers. Many
went overboard and the market was
glutted with generally overpriced
and competitive SQ. QS and CD-4
components, each touted as the
“best and only” system.

Unfortunately the software was
never “in sync” with the hardware
despite the best intentions of the
CD-4 group—RCA and the WEA
group here, and JVC imports from
Japan, the CBS Columbia product
and the QS group. of which ABC
was the most prominent label.

In numbers perhaps there was a
good assortment—more than 1,000
titles on disk and another 1,000 on
tape including those labels still hold-
ing out against a disk commitment.

But the chart action was never
(Continued on page 19)

BMI AWARDS
TO WRITERS,
PUBLISHERS

NEW YORK-Typical of the
growing group of young contempo-
rary artist-writers, Arista’s Melissa
Manchester and Barry Manilow
were on hand to personally accept
citations of achievement for most
performed BMI songs in 1975 at the
agency's annual awards banquet
here.

They were among 134 writers and
92 publishers of 10 hit songs licensed
for public performance—topped by
writers Neil Sedaka and Howard
Greenfield, and publisher Don
Kirshner Music—presented special
engraved glass plaques for “Love
Will Keep Us Together,” the most
performed BMI song last year.

With president Ed Cramer and
(Continued on page 74)

Sued On Q" Units

plied for the quadraphonic sound
patent which allegedly is used in
part in the CBS SQ svstem. The
company headquarters in Phila-
delphia.

Industrial charges that Electro-
Voice and Gulton had exclusive
rights to its quad inventions and had
marketed equipment in 1971 on
which the firms paid it rovalties.

The svit alleges that Electro-Voice
and Gulton later teamed with CBS

{Continued on page 69)

‘Songwriter Expo’ Helps Tyros

LOS ANGELES—In an attempt
to showcase new talent, the first
“Songwriter Expo™ was held Friday
(11) at the Mission Inn in Riverside,
Calif.

According to Warren Dell. pro-
moter of the event, “too many tal-
ented people with hopes of getting
record contracts do not know the
right people. "Songwriter Expo” will
hopefully open doors and help them
get to first base.”

The show featured original tunes
by professional Southern California

www americanradiohistorv com

By ED HARRISON
musicians. Those appearing were
Les Moore, who has played with
such musicians as Sly and the Fam-
ily Stone: Steve Stills, Foghat and
Black Oak Arkansas; Anna Banana
Hamilton, D. Whitney Quinn, Fred
Stuart and Mike Collins, Quinn
Harris and Bob Wahler.

Dell admits that the initial show
was only an “ice-breaker.” Next
year's production will probably be a
two-day open-end invitational con-
cert at the larger Raincross Square
Convention Center in Riverside.

“There was no widespread adver-
lising campaign to promote the
event.” says Dell. “All expenses in-
curred were out of my own pocket.”

He s already in the process of pro-
moting the event in other cities tor
later this year.

Dell, of River City Concerts, has
in the past promoted Ray Charles,
Louis Armstrong, Ella Fitzgerald,
Moody Blues and Cat Stevens.

Admission was $3.50.
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OF Black Eyes Is Back

Alice Cooper
"I Never Cry’7 “Go to Hell”

WBS 8228

wiaany americanradiohictiory com.

from the forthcoming album

fice Cooper Joes to hell

on Warner Bros. records and tapes

Alice Cooper on tour:

June30  Forum, Halifax, Nova Scotia, Canada
_JU!L L ~ Coliseum, Moncton, New Brunswick, Canada
~July 3 ~ Civic Center, Ottawa, Ontario, Canada
July 4 Mlchlgan State Fairgrounds, Detroit
~July7 Arena, Winnipeg, Manitoba, Canada
~July9 __Taylor Field, Regina, Saskatchewan, Canada
~July 10 McMahon Stadium, Calgary, Alberta, Canada
~July H777Collseum Edmonton, Alberto, Canada
_July 12 Sporisplex, Lethbridge, Alberta, Canada
_July14  P.N.E. Coliseum, Vancouver British Columbia, Canada
July30  Tempe Stadium, PI Phoenix, Arizona
~ August 1 Balboa Stadiu Stadium, San Diego, California .
_August6 {\rena Mllwoukee Wisconsin
August 7 Dane Counfy Arena, Madison, Wlsconsm

Augusi 8  Areng, St.Paul, anesoia

~August 13 CN. E. Studlum Toronto, Ontario, Canadu

August 14 Place des Nations, Montreal, Quebec Canada

August 19 Bayfront Center, Tampa, Florida
~ August 20 Civic Center, Lakeland, Florida

_August 21 Sportatorium, Hollywood, Florida o
August 22 Coliseum or Gator Bowl, Jacksonville, Florida
~ September 4 Coliseum, Cleveland, Ohio

September 5 Cumminsky Park, Chlcago lllinois
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Financial

BUT TOP EXEC OPTIMISTIC =

Superscope 75 Income Dr0ps

NEW YORK-—Although Super-
scope, Inc., income was down some
35% on relatively flat sales volume
for 1975, Joe Tushinsky, chairman
and president, believes the upward
trend that began with the fourth
quarter will continue through 1976.

In the company’s annual report,
he terms 1975 “one of the more im-
portant milestones™ in the firm’s 21
years. Net sales were $157.3 million,
up marginally from $157.2 million
for 1974, while net income was $6.3
million or $2.71 per share, compared
with $9.9 million or $4.30 per share
the prior year.

Noting that inventories peaked at
$64.2 million in March 75 with the
effects of the recession continuing
for the first three quarters, Tu-

shinsky points to September when
sales exceeded the corresponding
month the prior year for the first
time. Last quarter closed with a new
monthly sales record in December,
and the inventory reduction goal
was exceeded, as the worldwide total
was down to $40.8 million at year
end.

He also emphasizes that Super-
scope demonstrated its ability to op-
erate independently of previous
revenues from distribution of Sony
tape recorders. alluding to the dis-
continuation of Sony Phase | prod-
ucts that produced, in effect, a $25
million sales volume reduction in
1975.

Impressive increases in sales of
Marantz and Superscope lines offset
much of the loss, Tushinsky points
out. Sony product contribution to
net sales dipped to 21% in 1975 from

RCA OPENS
IN HONOLULU

NEW YORK-—Increasing poten-
tial of Hawaii as a market has led
RCA Records to open its own
branch sales office in the Ala Moana
district of Honolulu, announces Jack
Kiernan, division vice president,
marketing.

Heading the operation, which
takes over RCA distribution from
South Seas Distributors, is Robert
Haas, who will report to William
Graham, Western region sales direc-
tor, in Hollywood.

Design, art, type, color
separations, printing,
fabrication. Let us work
for you — find out what
quality, reliabitity &
service mean.

Les - Myles Associate’s inc.
[60 East 56th Street, Dept. A1l

\\ NYC,NY 10022 Tel: 758-3232 JJ

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

East Coast Regional Sales Manager

GRT, leading music tape and custom manufacturer, has
New York based sales opening for Custom Products Di-
vision. Responsible for serving existing accounts and de-
veloping new customers for tape duplication and record
pressing to music, industrial, and educational markets.
Minimum of 2 years experience in sales required, prefer-
ably in allied field. Salary and commission with excellent
earning potential. Send resume and earnings history or
write for application to Personnel Dept. GRT Corp. 1286 N.
Lawrence Sta. Rd. Sunnyvale, Calif. 94086.
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35%in 1974.49% in 1973 and 61% in
1972, At the same time, Marantz
sales rose to $84.9 million in 1975
from $70.7 million the prior year,
and Superscope product sales hit
$35.2 million last: year, compared
with $26.7 million in 1974.

Despite an increase in net sales in
the fourth.quarter to $51.5 million
from $41.7 million, as previously an-
nounced, net income dipped to $1
miilion from $1.6 million the year
before. Tushinsky notes this was due
to such non-recurring items as a re-
duction in earnings of Marantz Ja-
pan, Inc., an unforeseen currency
loss by Superscope Europe, and an
ad valorem property tax expense
recognition paid under protest dur-
ing court proceedings.

The Superscope chief executive
points to a solid 33% sales increase in
the first quarter of 1976 to approxi-
mately $40 million from $30.3 mil-
lion a year ago, continuing the up-
ward trend. He anticipates a second
quarter increase in excess of the Jan-
uary-March figures, and expects
continued improvement through
1976 as the company settles into its
new “under-one-roof” world head-
quarters, a 600,000-square-foot fa-
cility in suburban Chatsworth, Calif-

Chi-Town Labels

® Continued from page 4

early May to announce formation of
the company.

Each of the parties is anxious to
retain the appellation, since both
hope to develop a specifically “Chi-
cago sound.” Each attests that the
AFM will bear out his claim.

On June 9, Davis turned over to
the Chicago AFM local photostats
of documents that purport to sub-
stantiate his position. It is the first
evidence the union has seen from
Davis, a spokesman says.

The union indicates that Bona-
fede approached them as early as
February with his plan and that on
April 6, it addressed a letter to the
AFM Music Performance Trust
Fund in New York City, stating that
it did not “object to granting of a
phonograph label agreement to
Bonafede, doing business under the
name Chi-Town Records.”

According to the AFM Perform-
ance Trust in Manhattan, Bonafede
“filed the name and paid a fee of
$100 on or about May 18.

“He is the signatory as far as we
are concerned,” a clerk says.

However, the Trust also informs
that nearly 10 years ago “Chi-Town
Records™ was granted to an Ernest
Frankhn, who, it says, may stll have
a right to the name. Bonafede was
informed of this when he filed. the
Trust says.

Bonafede also has filed Chi-Town
Records as an assumed name with
Cook County and the State of II-
linois.

Last Thursday (10) the two parties
and their lawyers met to discuss a
negotiated settlement.

No Jury For Stax
® Continued from page 4

self from the case altogether because
of the judge’s ownership of Union
Planters Bank stock.

Judge McRae had mentioned last
week from the bench that herecalled
while reading motions in the case,
that his mother had given him and
his family shares of stock in the bank
worth $7,440. He excused himself
from the case for a week until he sold
the stock.

The judge therefore denied Pleas-
ants’ motion to excuse himself.

WwWWwW americanradiohistorv com

-~ Market Quotations |

As of closing, Thursday. June 10, 1976
(Sales

High Low NAME P-E 1008) High Low Close Change
33% 19% ABC 26.86 376  31% 30% 31% + %
8"z 4% Ampex 72.51 105 7Y 7 7% + %
9% 2% Automatic Radio 7.70 29 6% 6% 6% Unch.
20% 10% Avnet 6.30 624 17 15% 16% + 1%
25%; 15 Beli & Howell 0 8 17% 17% 111% + %
58 46% CBS 12.36 173 56 55% 55% + %
7% 4" Columbia Pic. 2.88 163 8 4% 4% + %
15% 8% Craig Corp. 4.88 27 1% 1% 1k + %
63 50% Disney, Walt 22.50 1755 51% S0 51 + %
5% 4% EMI 10.12 27 4% 4% 4% + %
267 21 Gulf + Western 4.68 216  24% 24% 24% + %
7% 5 Handleman 10.94 20 5% 5% 5% + %
27 14% Harman Ind. 5.97 56 21% 21 21% + %
27" 25 K-Tel 7.59 42  25% 25% 25% + %
1% 7 Lafayette Radio 5.72 7 8% 8 8% + %
21% 19% MatsushitaElec. 17.91 3 22%  22%  22% Unch.
36 29% MCA 4.90 136 30% 29% 30% + %
15% 12% MGM 5.91 18 13% 13% 13% - %
65% 52% 3M 21.69 626 53 52% 53 + %
4% 2% MorseElec. Prod. 0 7 2% 2% 2% Unch.
557 41% Motorola 30.52 699 57% 54% 56% + 2%
33 19% No.Amer. Philips 8.10 36 27% 26% 26% - %
23% 14%  Pickwick Intl. 7.83 15 15% 15% 15% Unch.
5] 2% Playboy 23.21 6 3% 3% 3% Unch.
28% 18% RCA 15.57 339 26 25%  25% + %
10% 8% Sony 33.80 249 9% 9% 9%  Unch.
40% 19 Superscope 7.76 19 22% 22%  22% — %
47% 26%2 Tandy 10.63 698 34% 33% 34% + %
10% 5% Telecor 7.58 30 7% 7% 7% + %
4% 1% Telex 10.29 47 3% 3% 3% Unch.
7% 2% Tenna 47.22 6 4% 4% 4% - %
12% 8% Transamerica 7.95 139 10% 10% 10% - %
15 8% 20th Century 5.74 394 10% 9% 10% + %
25% 17% Warner Commun. 27.82 50 19% 18% 19% - %
40% 23% Zenith 16.74 268 30% 29% 30% + %
OVER THE P-E Sales Bid Ask OVER THE P-E Sales Bid Ask
COUNTER COUNTER
ABKCOInc. 66.67 10 2 2Y, M. Josephson 7.65 9 8 8%
Gates Learjet 4.42 18 1% 12% SchwartzBros. 16.67 - 1% 2%
GRT 0 a1 3% 4% Wallich'sM.C. - - 1/16 5/16
Goody Sam 3.04 0 1% 2% Kustom Elec. 724 2 2% 3%
integrity Ent. 5.00 84 13 1% Orrox Corp. 0 6 % 1
Koss Corp. 7.47 10 7 7Yz Memorex — 54  24% 24%

Prizes On the Way

NEW YORK-—The ninth annual
ASCAP-Deems Taylor Awards for
the best non-fiction books and arti-
cles about music and/or its creators
published in the U.S. will be
presented June 23 at the Society’s
headquarters here, president Stan-
ley Adams announced. Eight prizes
of $500 each go to four authors and
four writers, with plaques to their
publishers.

/—Producers should\

select hit songs.
Not search for them.

A great hit starts
with a great song.
We've got your
number! Call ours,

Dick Hirsh Dead

LOS ANGELES—Dick Hirsh, 38,
alocal music attorney, died June 3 in
Cedars-Sinai Medical Center. He
had been hospitalized a short while.
He is survived by two sons.

SUDDEN RUSH MUSIC

750 Kappock Straet

Bronx, N.Y. 10463
(212) BB4-6014

Fetaviece |

Presiuent

AT o e

ARAVEN SERVICES

If you have strong experience as a top level executive
of a major vending company and desire THE oppor-
tunity to grow, this is THE position worth pursuing.

The company of which you will be President is
ARAVEN, a leader in the fields of cigarette vending,
music, and amusement and a major division of APA
Services, a billion dollar services corporation.

You will enjoy a highly competitive salary along with
a wide range of company benefits. For prompt consid-
eration please call or send resume in confidence to:

MR. NATE FOXWORTH
(215) WA-3-7700 EXT 286

ARA SERVICES, INC.

Curtis Building, Independence Square West
Philadelphia, PA 19107

An Equal Opportunity Emplayer M/F
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“Watch Out,” Barrabas’
new album is more
funky, powerful Disco
music than some people
may be able to handle.
But, that doesn’t mean a
lot of them won’t want to

@

m © 1976 Aviannc Recording Corp @) AWarner Communicatons Ca.

Don't Say We Didnt WarnYou.

find out for |

themselves. S o
Barrabas. They’ve BARRABAS

become a symbol of / _!',‘/‘""[ oY

explosive and high -

energy music throughout 2N

the world.

So, it’s no wonder that
the new album comes
with a title that also
serves as a warning.

www americanradiohistorv com

“Watch Out”

forBarrabas on
Atco Records & Tapes.

Produced by Fernando Arbex
Atco SD 36-136
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Educational Print Music Market In Healthy Expansion

® Continued from page |

ume of business we generate just in
that area. It is one that can prove to
be quite lucrative to the publishers
of catalog items who get the added
advantage of having their songs ex-
posed to the public.”

Marching bands appear fre-
quently on teievision in various pre-
game and half-time ceremonies of
sporting events and the performance
rights fees alone can add up to a
hefty sum for publishers whose
songs are included in the show.

As with most educational print

publishers, Hal Leonard concen-
trates a large part of its efforts in the
schools.

“We send out nearly 200,000 cata-
logs a year for our various divisions,
marching band, concert band, stage
band and choral,” says Mardak.
“When you add the various catalogs
to dealers concerning our instruc-
tional materials and owners man-
uals, the figure probably totals
closer to 300,000 to 400,000.”

According to Mardak. the success
of the educational print companies
depends on continued efforts to im-
prove the quality of instructional

400 East 56th St.,

ATTENTION PROMOTERS!

On screen and live on stage we have re-created that time when Hendrix
was king, 3 day Rock Festivals were in and revolution was the thing.
It was perhaps the most fascinating decade of the century, and it now
explodes on screen and on stage in a totally new kind of movie/concert
show that YOU can promote in movie theatres, drive-ins and schools
for big profits. We'll show you how. Our COUNTRY movie/concert is
also available. Exclusive state territories. Potential of 50 shows a year.

Contact Bert Tenzer, Pres., Indle-Pix Releasing Corp.
Dep't 20, New York, N.Y. 10022 or call (212) 371-2480

materials and to come up with newer
concepts of arranging.

“We were able to score dramatic
improvements in the learner drop-
out rate through a unique program
which combines group instruction
with cassettes,” Mardak. head of
Leonard’s Milwaukee operation,
says.

“Our figures show that every year
around 1.5 million students start
music education in the schools,” he
explains. “When they start they gen-
erally rent the instrument they in-
tend to learn with an option to buy it
after three months. By that time if
the youngster doesn’t feel he has im-
proved enough or whatever, he hasa
tendency to drop the studies and re-
turn the instrument.

“We have found with the cassette
instruction combined with the group
learning program we were able to re-
duce the number of dropouts in
several cases.” says Mardak.

“We have also managed to im-
prove dollar volume with our new
jazz vocal arrangements which sell
for $14.95. The arrangement con-
tains all parts, including the score for
piano, bass, drums, director and vo-
cals. The traditional vocal arrange-
ments, the SATB’s (soprano, alto,
tenor and bass) usually retail for
around 35 cents to 50 cents for each
part and we have had to put a min-
imum of 12 copies of each to attempt
to deal with the problem of photo-
copying of the arrangements,” Mar-
dak adds in pointing out the impor-
tance of new ideas.

Another area in which there is a
strong future for lucrative returns
for publishers working through edu-

cational print sub-publishers is the
matter of bench packs which manu-
facturers include with the purchase
of new keyboard instruments.

“We probably provide around
75% of the bench packs for organ
manufacturers,” Mardak notes. “We
have found that the average pur-
chasers of organs are around 40-
years-old. The music which they like
to use as learners i1s standard catalog
items in the MOR vein which also
helps provide royalties for publish-
ers with strong repertoire in this
area.”

On the other hand, for choral
groups and bands, educational print
companies find that hard rock songs
are “not conducive to arrangements
because they are not melodic
enough or else the lyrics are often
too suggestive,” Mardak says.

Although there are a number of
major educational print companies,
Hal Leonard is by far the leading
company in the tield and quite often
sets the pace for others, such as Big 3.
which specializes in folio packagces
tied into instructional materials.

Corporate headquarters tor Hal
Leonard are located in Winona,
Minn., where the company was
founded in 1947 by the Edstrom
brothers, Harold and Everett. In
1970 it opened a division in Mil-
waukee, Wisc., where currently the
creative, sales and marketing func-
tions take place.

“We have in-house editors in our
four major areas, marching bands.
concert bands, stage bands and
chorals, who work with outside ar-
rangers. We also handle the sales
functions-from here and sift through

the various sources we have for de-
termining what new product we will
put out,” Mardak says.

In terms of the latter function,
Mardak explains that Hal Leonard
provides postage paid cards for cus-
tomers 10 indicate what they would
like to see in terms of new songs or
publications. These are added to re-
ports from field salespersons and
the results of studies of chart activity
of recorded product to come up with
selections for arrangements or inclu-
sion in instructional materials.

In Winona, where the warehouse,
plant and printing operations are
housed, the company is developing a
computerized system. for music typog-
raphy which they expect will be op-
erational by the end of the year. This
is expected to reduce costs and im-
prove profits by reducing the time
needed for manuscript preparation.

Standard publishers, such as Fa-
mous Music, sce the educational
print operations as a boon to busi-
ness, particularly during times of
economic downturns.

“If you have a substantial catalog
of standard repertoire, the educa-
tional print people can do a good job
for you. Of course, as with all songs,
you have to do your homework and
get the catalog to them frequently
with suggestions as to which songs
are ripe for the different arrange-
ments,” says Marvin Cane, president
of Famous. “But there is no doubt-
ing that they often help publishers
and composers in terms of royalties
by keeping some income coming in
for a song even when there is no cur-
rent recorded product on it.”

(Continued on page 19)

Andira is... Amerlca s Newest Vertical

Record Company

Our Manufacturing Capability is
50,000 Records Daily.

We offer these services:

Record Manufacturing, Tape Duplicating,
Recording Studios, Graphics & Art, Music

Publishing, Printing, TV—-Films & Tapes,
TV—Film Studios, Electronic Music and
Creative Services.

CALL OUR ACCOUNT EXECUTIVES TODAY

for a quote on your needs, or send for our price list.

www.americanradiohistorv.com

Andira Record Corporation

CUSTOM SERVICES DIVISION
41 Central Avenue, Newark, N.J. 07102

(201) 6425991
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Neil Diamond and Robbie Robertson,
together for the fir 1 time.
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The new Neil Ciamond album is complete.
And it's a music lover's dream come true_' — v

It overflows with the quality we've co
to expect from Neil Diamond. .plusa

- - T
totally new dimension added by the . P &
collaboration with Robbie Robertson. < &
“Beautiful Noise™ i1s an album to enjoy i "
its totality. And it's an album to enjoy S v

song by song. Includes the new single
'If You Know What | Mean” :

Neil Diamond, produced by Robbie
Robertson. On Columbia Records

and Tapes. w

I [ R . R . . _wWww.americanradiokisterv.eom ... L - R R
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Dealers Irate, Are Protesting Lowballing Snowballing

® Continued from page |

hurt. It vou've got high rent and
overhead and can’t follow suit. vou
lose the volume and profits still sut-
fer.™ he explains.

Coming during a Billboard survey

of retal locations last week. the
dealer’s remarks were not isolated.
Many others expressed strong re-
sentment over the current pricing
picture. Some laid the blame on the
manufacturer's doorstep. while oth-
ers feveled theirsights at those whom
thev term “fast buck™ opportunists
who “don’t give a damn about the
industry.”

Suggestions to alleviate the prob-

lems ranged from having labels call
for their money when due. prevent-
mg certain dealers from wild specu-
lation, o manufacturer curtailment
on cutouts.

Most agreed that labels in general

arc not really concerned because the

heavy discounting is moving volume
for them.

“IUs eventually going 10 back up
on the labels, though ™ savs Max Sil-
verman. owner of the 13-store
Waxie-Maxie cham in the Wash-
ington. D.C. arca. “Wait until a lot
of these heavy discounters start de-
claring bankruptev.”™

Policy for the Silverman chain has
the shelf price at $5.79 on frontline
goods and the sale price at $3.99. He
sayvs that every week eight or nine
current ttles are offered at the sale
price.

Would he lower his sale price to
mectan existing $3.64 discount price
in his market? “Notif' I can help it.”
he savs. “I'm not going to get pan-
icky and start giving records away.”

At the 45-locaton Camelot chain.
which covers 19 states. Joe Bressi of-
fers that the current prices are “uabso-
lutely ridiculous.”™ He makes a point
of saying that he fecls that the aver-

age price of records sold now is less
than when the suggested list on
frontline titles was $5.98.

Depending on the market, Cam-
clotUsshelf price ranges from $5.98 to
$6.19. The chain’s low sale price is
$4.50. “And, I dont even hike to sell
them that low.” says Bressi. Singles
are sold at $1.19. no discounting.

Bressi explains that heavy dis-
counting is out of the question for
the chain inasmuch as all its outlets
are in high-rent mall locations. e
describes the widespread $3.99 sale
price as “sad.”

But to Russ Solomon. owner of
the 14-store Tower Records chain in
California. the $3.99 price tag has a
different signmificance. “ICs ume that
the industry woke up and got the
message that the retail price
throughout the country is really
lower than what most people think it
o

He fecels that labels can help the

Gomplete Record Album
Fabrication Plant $16,500

New Replacement Cost, $35,000

Complete equipment for fabricating phonograph
recordalbums Suitable for in-plant or independent
operathion Will produce 12.000 jackets per 8 hour

shift without skilled labor

A way to extend services for a printing or record
pressing business or to start a new business with
a moderate investment.
This equipment. while used. I1s in excellent

condition and will stand up under production

reguirements
Production line consists of —

2 s & s self feeding gluers with con-
veyor belts with direct delivery to

len-ed wrapper & len-ed trimmer
1 corner cutting machine

1 glue cooker

Spare parts for all of the above

Gluer & portion of
conveyor belt

Operation of production line

Operation begins with loading =1 s & s gluer
with album fronts which are coated with glue

& come out to conveyor belt Operator positions
cardboard shell on top of glued surface Con-
veyor carries it to wrapper. which folds in edge &
corners. Wrapper feeds album on to conveyor
for next step Operator spots back cover from
2nd gluer conveyor on album and conveyor
carries it to trimmer machine. this trims open
side to uniform specifications and album arops
Into storage bin Albums are then manually
removed from bin. inspected. counted & boxed

Len-ed trrmmer machine

Glue cooker

Corner cutter

For further information contact:
Mr. Ballen
Diskmakers, Inc.
925 N. 3rd St.
Phila.. Pa. 19123
215-627-2277 212-966-3185

Note: We have 30 used presses available for sale.

www americanradiohistorv com

situation by coming with more spe-
cial factory deals. making it casicr
for the retatler to survive at the low
discount price level.

Tower's high price on $6.98 list ti-
tles is $4.88 (bin goods). followed by
$3.99 frontend titles (unadvertised)
and $3.88 advertised sales specials.
Singles are sold at 88 cents.

At the Music Service chain, 10
outlets in Texas and one in New
Mexico. a spokesman says that
“we'll be one of the last holdouts
when it comes to dropping prices be-
low 34. I see no reason to give away
product.”

Shelf price for the chain on $6.98
titles is $5.87: regular sales price is
$4.88. The spokesman does admit,
though. that on a “rare occasion™
they will use a $3.99 sale price. With
sales tax included. singles are sold
just below what he defines as the
“magic mark of $1. Singles sales
drop the price to as low as 87-88
cents.,

In the Deep South. Music Scene
Stores. with tour outlets in Alabama.
one in Mississippi and four in
Georgia. has three different shelf
prices. depending on location.

The Alabama outlets sell $6.98 -
tes at $5.49. while the Mississippi
store moves the same goods at $5.98.
Georgia stores, with the exception of

Camelot Views
12 New Stores

NEW YORK-—Camelot Records.
45-outlet retatl chain now covering
19 states. is projecting the opening of
12 new stores by this coming fall,

According to Joe Bressio cities
planned for the expansion clude
Cleveland. St Louis. Tampa,
Greensboro and Goldsboro.

By years end. continues Bressi.
its planned that the chain will up its
total of full-line store operations. in-
cluding leased locations, to 70.

Polydor-Oyster
In Distrib Tie

NEW YORK-—-Ovster Records
has inked a long-term. worldwide
marketing and distribution pact
with Polvdor. Inc.

Ovster acts inttially covered by the
agreement are Blackmore’s Rain-
bow. Roger Glover. Tan Gillan and
the Strawbs.

Negotiating the deal were Trwin
Steinberg. president of the Polveram
Record Group and Polvdor. Inc.
among other label exccutives. and
Ovster principals. John Coletta.
Tony Edwards and Rok Tooksey.

one. have a shelf price of $4.79. The
one exception is one of two locations
in Atlanta where everything top
shelf in the store is sold at $3.99.

A spokesperson explains that the
low price was introduced there some
two months ago in response to com-
petition from a Peaches store. Vol-
ume in that time has tripled for the
store. suyvs the spokesman.

“We can getall the credit lines we
need to handle the volume.™ he cx-
plains.

He adds. though, “We finally
have some good product. and people
end up giving it away at these low
prices.”

The record chain is only part of
Gate City Record Service, parent
firm involved in other areas of
record wholesaling, and. the spokes-
man savs they are not too concerned
because they “don’t have to eat off’
retail”

“We're in business to make
monev, not to give it awav.” says
Don Jenne at DI Sound City in
Scattle. The chain has 14 stores cov-
ering four Northeastern states and
Hawaii.

Shelf price for the chain is $5.99.
while sale prices range from 54.49 o
$4.99.

Jenne speaks of price wars cur-
rently going on in Portland with
pmdlicl being offered from any-
where trom $3.66 10 $3.99.

Ihe two-store Stereo City oper-
ation in Detroit runs sales at $3.99
“around 10 times a vear.” savs 4
spokesman. Shelf price is $3.99. But
membership in the company’s
Record & Tape Club (S10 cach vear)
buys vou all the shelf” price goods
vou want for $4.99. Singles are sold
for 99 cents.

Back in the Northwest. Ray Wat-
son’s five Music Menu locations of-
fer goods at a shelf price of $4.69.
with sales prices ranging from $3.77
t0$3.99. Singles are sold for 89 cents.
and when on sale (once a week the
top 10 singles go up) for 69 cents.

Overall. the grumbling is defi-
nitely getting louder. the 20-plus
store operation survey points out.
But. at the same time. respite from
the aggressive discounting didn’t
show up as something that's around
the corner.

Interestingly. though. David
Rothfeld. whose $3.64 sales price for
the Korvettes chains has had a lotof
dealers. both here and in other cities.
shaking their heads in recent weeks.
also talks of wanting to sec a “greater
sanity return.” He depicts Korvettes®
move only as a “competitive re-
sponse” to market conditions (Bill-
board. Mayv 22).

Tower Retailing Network
Adds a Music Menu Store

SEATTLE—-Russ Solomon’s
Tower Records retail chain and the
five-store: Music Menu  operation
here are in the final stages of com-
pleting a deal for the sale of a Music
Menu location to Tower.

It finalized. the agreement would
give Tower its first retail store in the
market. Of Tower’s 14 existing out-
lets. 13 are in California.

The store in question is located at
First and Mercer in the Queen Dis-
trict part of town. It's a 6.500 square-
foot location.

And. in another development,
Music Menu's Ray Watson has
bought out partner Hori Toshi in
Tosh’s One-Stop. The operation
services some 600 accounts covering
the states of Washington. Oregon.

Idaho. Montana, California (North-
ern) and Alaska.

According to Watson. immediate
plans call for expansion of the firm’s
activities in its Northern California
market. Watson projects sales this
vear to be around the $5 million
mark.

AGAC’s Showcase

NEW YORK—AGAC gives bud-
ding songwriters an opportunity to
showcase their talent for leading
music publishers Wednesday (16) at
BMI headquarters here. Songs were
developed in the AGAC Popshop. a
series of workshops conducted by
Eddic Deane and Marcia de Fran,
one of the Guild’s new projects for
aspiring writers.
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Bob Marley 8 The Wailers
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THRONGS FROM EVERYWHERE

Nashville Fan Fair a Major Success

By GERRY WOOD

NASHVILLE-A record 12,500
country music fans from the US.
and 16 foreign countrics converged
on Nashville for the largest Country
Music Fan Fair in history Wednes-
day-Sunday (9-13).

Beating last year’s attendance by
3,000, the fifth annual event spon-
sored by the CMA and the “Grand
Ole Opry” featured performances
by more than 100 major artists and
scores of lesser known talents.

“People came earlier this year,”
comments Bud Wendell, chairman
of Fan Fair. “And there was a
greater proportion of young people
this year. More families brought
their children than in past years.”

Fan Fair ofticials knew the event
was in for heavy crowds when the
bluegrass concert—which normally
draws about 4,000 as the opening
event—lured 7.000 fans. Capitol
Records drew about 8.500 with its
show, ABC/Dot’'s stars played to
some 9,000 fans while the other label
shows—MCA. Phonogram/Mer-

cury, RCA, Hickory, and CBS—
drew similarly healthy crowds.

Thousands of fans also roamed
through the cxhibit area and at-
tended various other shows such as
the Nashville Songwriters Assn.
show. the Reunion Show, the Fid-
dlin® Contest and the “This Is Your
Country Show.”

Enjoying 25 hours of live enter-
tainment by top stars were fans from
the U.S.. Canada, and such overseas
countries as New Zealand, Ireland,
England, West Germany, Czecho-
slovakia, Japan and Australia.

3 In Reunion

LOS ANGELES-—Duck Dunn,
Steve Cropper and Booker T. Jones
will get together for the first time in
seven years when they back Richie
Havens in disking sessions at the
Clover Studios here this week.
Tunes will be culled from the Stax
catalog.
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ROLLING STONES
EUROPE 76

EAGLES
ELTON JOHN
JOE WALSH
WEMBLEY 75

CROSBY, STILLS, NASH & YOUNG
' THE BAND
JONI MITCHELL
JESSE COLIN YOUNG
LONDON, ENGLAND-WEMBLEY 74

CROSBY/NASH
JAPAN 75

AMERICA /POCO
FUROPE 75

FOOLS GOLD BAND
EUROPE 75

EAGLES |
AUSTRALIA/NEW ZEALAND/JAPAN 76

EMMY LOU HARRIS
EUROPE 76

6‘.‘

800-523-5347

We Take Total Responsibility For Everything

In-fand Transportation . .. Carnet and Insurance
For Your Equipment . .. Surety Bonds . . . Custom
Clearances . . . Air/Sea/Freight Services . ..

We also provide Air Charters and Vessel Charters

Our Own Agents In Every Country. You Get Personal Attention.
You Get A Fixed Price-In Advance

Call or Write
ACS ASSOCIATES, INC.
International Touring Requirements
Fox Paviﬂ. Jenkintown, Pa. 19046&8,/\. (215) 224-8080
60 Brady Street. San Francisco, Cal. 94103 U.S.A. (415) 861-0780, 0781

TWX 510-665-0863

BILLBOARD
COMMENDED

WASHINGTON — Congressman
Ernest I'. Hollings. (D-S.C.) has en-
tered into the Congressional Record
a notation that Billboard will
present a special July 4 issue. “Mu-
sic/Records 200. A Spotlight On
America.”

Hollings commended Lee Zhito.
editor and publisher and the entire
staif for a “fine picce of Americana
which so completely tells the story of
onc of our nation’s oldest and finest
exports, American music.”

Hollings also called every Ameri-
can artist "an American Ambassa-
dor without portfolio.” noting that
“the music with its messages tells
more about American life than all
other efforts to reach the peoples of
the world.”

Wein Producing
Armstrong Fete

NEW YORK-The New York
Jazz Repertory Co. will play the mu-
sic of the late Louis Armstrong in a
special salute to the highly ac-
claimed jazz musician sponsored by
the Easter Seal Rehabilitation Cen-
ter of Fairfield County, Conn.

The June 26 concert at the Staples
High School in Westport, Conn.,
will be produced by George Wein,
body’s executive director. It will fea-
ture Milt “The Judge™ Hinton, Budd
Johnson, Bobby Rosengarden, and
trumpeters Jimmy Maxwell, Pee
Wee Erwin, Joe Newman and Ernie
Royal. Dick Hyman will direct.

Hyman has prepared special ar-
rangements, based on Armstrong’s
solos, for the four trumpeters. In ad-
dition, filmed highlights of Arm-
strong’s 1970 appearance at the
Newport Jazz Festival will be
shown. Wein explains that the film
will be presented in such a way that
Armstrong himself will narrate part
of the concert.

Angel Promo

® Continued from page 3

According to a spokesman, new
copies of the album will be stickered
as they are manufactured, with at-
tempts to reach others in stock. Ex-
tensive local level print ads are 1o
carry the message, as well.

A reissue of material originally re-
leased on Capitol, the album fea-
tures the Concert Arts Symphonic
Band conducted by Felix Slatkin
and includes other footstompers
such as “The Stars And Stripes For-
ever,” “When Johnny Comes
Marching Home” and “Semper Fi-
delis.” Composer/conductor Ar-
naud also provided two arrange-
ments heard on the disk: “Fife And
Drum Medley” and “Bagpipes And
Drum Medley.”

Born in France in 1904, Arnaud
today resides in Beverly Hills. In ad-
dition to concert and recording ac-
tivity he is credited with work on the
scores for more than 100 motion pic-
tures.

Two Groups ‘Duel’

NEW YORK-A newly recorded
two-disk hit record ““duel” between
the Drifters and the Coasters is the
second tv package announced by
TVP, the tv marketing arm of
Springboard International Records
launched in April and headed by
Bill Bell and Marty Grossman. Set is
being marketed in New York, Chi-
cago, Philadelphia, Miami and San
Francisco. among other major cities.
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Pac. Northwest Retailing

® Continued from page 4

six stores, but specials vary in each
geographical area. Stores operate
from 10 to 10 seven days.

Everybody's upward atitude
stems, Reft feels. from a strong mo-
rale-building program. Eleven of the
40 employes own stock. And, more
will become stockholders as they
gain seniority.

“Now an employe stays about a
year, then either leaves or assumes a
semi-executive slot,” Reff says. The
next year will be pivotal, he thinks.
On June 15, Everybody's goes to
central buying and warehousing. Up
to now, that important discount ac-
corded to a central warehousing
chain has been missing. The chain
also sees centralization as revitaliz-
ing inventory and replenishment.

The new quarters on N.E. Sandy
Blvd. in Portland add 7,500 square
feetin a scparate building. Approxi-
mately 2,200 square feet will hold
office space, while the remainder be-
comes warehouse.

Bob Cael will manage the ware-
house and buy catalog. McCabe
continues as new release buyer. The
new operation is called Downpour
Distributing. Some immediately
necessary stock will continue to be
bought from Raintree Distributors,
Portland one-stop, but the bulk will
be bought from branches and indie
distributors in the area.

The average Everybody’s is about
2,200 square feet. Management
hopes to enlarge and strengthen in-
ventory before opening any new
stores.

The sixth store opened almost a
year ago. The first and smallest
(1,400 square feet) store is still the
top grosser. Reff says it's a dynamite
location in a strong economic neigh-
borhood.

Stores turn from eight to 10 times
yearly. Buyers at each store check a
list of daily sales nightly and re-or-
der three times per week. Reff fig-
ures the average inventory has about

4,000 titles, heaviest in rock, jazz and
r&b.

Tape does 10% to 15% of the total.
Jazz is the biggest climber inven-
torywise, having moved from 15% to
20% volumewise in the past year.
Jazz on cassette outsells 8-track, Reff
says.

Tape sclls tor $4.88 and $5.88.

The stores’ interiors are casual.
But like such chains as Licorice
izza, Banana and Peaches. there'sa
similarity in decor. Keenan tries for
a rustic look. Important wall space
goes 1o new releases, where a board
display holds about 40 albums.

Management encourages store
personnel to be creative in in-store
merchandising, but Reff estimates
that some 70% of the displays arc la-
bel-produced. T-shirts are an impor-
tant promotional item. Reff says the
chain often has up to 200 shirts cus-
tomized for a promotion. All clerks
are given shirts which they must
wear at least a week. Influential cus-
tomers get the rest.

Ad bucks go into radio. primarily.
Spots normally are manufacurer-
produced. They play on the follow-
ing stations: KZEL-FM and KBDF-
FM., Eugene and Corvallis; KINK-
FM, KVAN-AM, KGON-FM and
KGW-AM, Portland; and KZAM-
AM/FM; KZOK-FM, KISW-FM
and KILO-AM, Seattle. During an
annual huge storewide October
three-day sale when all LPs go for
$3.88 and tape goes for $4.88, Every-
body's adds KJR and KING,
Seattle. Print ads go into local rock
periodicals like Ragmag, One-Dol-
lar and the Scribe, plus college
dailies.

As each store’s operation matures,
management encourages a broad-
ening of product in inventory. Stores
are doing well with a line of youth-
oriented magazines. The accessory
side is small, emj hasizing Maxell
and Capitol tape, with Scotch being
added soon. Reff says the chain will
soon try folios and sheet music.

N.Y. Jazz Fest Programs
Undergo Several Changes

NEW YORK—A number of late
changes have been made in the New
York Jazz Festival program sched-
uled here June 25 to July 5. accord-
ing to director George Wein.

Keith Jarrett, scheduled to per-
form June 28, will now do so without
his group. For the June 30 show, the
Brecker Bros. have been added to
the program, and on June 29, Miles
Davis is iffy about his planned ap-
pearance on the Herbie Hancock
Retrospect.

The City Center show scheduled
for July 2 has been cancelled, and
Buddy Rich and his Killer Force,
along with Lee Konitz/Warne
Marsh Reunited, will appear at Car-
negie Hall at 11:30 p.m. on that day.
Sonny Stitt will appear with Barry
Harris at the July 5 Jazz Fair, but
Stitt’s All-Stars will not be on the
show.

Meanwhile. Wein informs that
bus tickets to the gospel and jazz pic-
nics and the Count Basie show at
Waterloo Village, N.J., must be pur-
chased by June 23. Tickets are $5 for
the round trip. Milt Hinton and
Marty Gross, originally scheduled to
appear at the jazz picnic, have had a
change of plans, and their place will
be taken by Victor Gaskin and
Wayne Wright.

For blues buffs, Fats Domino,
Muddy Waters, Bobby ‘“Blue”
Bland, and Mike Bloomfield have

been tapped for the June 25 “Blues
At Midnight” show slated for Radio
City Music Hall. A special feature of
“Blues At Midnight™ will be the first
New York appearance of the winner
of the Schlitz Soul Search '76. Ac-
cording to Wein, Soul Search is a
competition that recognizes the best
of the nation’s young soul talent.

AFM Warns Of
Phony Producer

WILKES-BARRE, Pa. — Musi-
cians Union Local 140 here and Lo-
cal 120 in neighboring Scranton,
have sounded a warning to member-
ship and groups throughout the arca
about an individual who is offering
“recording contracts” and promising
to make them “stars” in return for
payments totaling $1,500.

The unnamed individual is work-
ing out of a motel in the Scranton
area. Those approached are asked
for a first payment of $750, which is
1o be followed by a second payment
of $750. Officials of the unions say
the contracts are “meaningless.”
pointing out that “reputable record-
ing companies pay and do not seek
payments.” The individual offering
record contracts also asks for songs
and recordings made by the musi-
cians.
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International Redord and Music Industry Market in the USA.

SEPTEMBER 8-11

Fairmont Hotel
New Orleans

First 1200 participants accommodated at same hotel

THE NAME

THE DATE
THE PLACE

Entire market all under one roof

PARTIAL LIST OF * PARTICIPATING COMPANIES FROM AROUND T‘HE WORLD:

ATV MUSIC GROUP (UK & USA)

AWA RADIO NETWORK (AUSTRALIA)

ACUFF ROSE PUBLICATIONS, INC. (USA)

AMPHONIC MUSIC (UK)

ANGELA MUSIC (UK)

ARCADE RECORDS (UK)

ASHTREE MUSIC (UK)

ASSOCIATED MUSIC (AUSTRALIA)

AUSTRALIAN PERFORMING RIGHTS ASSOC.
(AUSTRALIA)

BMI (USA)

BSR (USA)

BELSIZE MUSIC (UK)

BLUEY TUNES (UK)

DISC'AZ/DISCODIS (FRANCE)

DUART MUSIC (UK)

EDEN STUDIOS (UK)

EMERALD RECORDS (UK)
ESSEX MUSIC GROUP (AUSTRALIA)
FIDELATONE MFG. CO. (USA)
HARRISON MUSIC (USA)
HEATH LEVY MUSIC (UK)
HOMEMADE MUSIC (UK)

HUSH MUSIC (UK)

IMAGE RECORDS (AUSTRALIA)
IMMEDIATE RECORDS (UK)
JET RECORDS (UK)

JUPITER RECORDS (GERMANY)

ORANGE RECORDS (UK) |

OWEPAR PUBLISHING (UBA)

P.C. MUSIC (UK)

PIN PIN MUSIC (FRANCE)

PANACHE MUSIC (UK) |

GOVERNMENT OF QUEBEC DELEGATION
(CANADA)

QUEBEC HOUSE (USA)

RCA (USA)

RED BUS RECORDS (UK}
RONDOR MUSIC (USA) |~
SESAC INC. (USA)

SHANNON DISTRIBUTORS (UK)

TOP TAPE MUSICA LTDA. (BRAZIL)

TROVA INDUSTRIAS MUSICALES
(ARGENTINA)

UNITED ARTISTS MUSIC PUBLISHING
GROUP (USA & INTL)

UNITED ARTISTS MUSIC & RECORDS
GROUP, INC. (UK)

UNITED ARTISTS RECORDS OF AMERICA
(USA)

UNITED EUROPEAN PUBLISHERS (EUROPE)

EDITIONS MUSICALES CLAUDE PASCAL
(FRANCE)

EDITIONS INTRO GEBR. MEISEL (GERMANY)

SWEDEN MUSIC AB/POLAR MUSIC AB
(SWEDEN)

SHINKO MUSIC (JAPAN)
G. SHIRMER, INC. (USA)|

SIDET EDIZIONI (ITALY)

SUMMIT MUSIC (UK) |
SURPLUS RECORDS & TIAPE (USA)
SUTTON DISTRIBUTORS| (USA)

BLACKSHEEP MUSIC (UK)

CHARLTON PUBLICATIONS (USA)
CHARLEY RECORDS (UK & FRANCE)
COUNTRY INTERNATIONAL RECORDS (USA)
CUCKOO MUSIC (UK)

CYRIL SPENCER LTD. (UK)

CARABINE MUSIC (FRANCE)

KEBEC SPEC (CANADA)

KENMAR MUSIC (UK)

K-TEL INTERNATIONAL (USA)

LAUREL CANYON RECORDS (USA)
MET-RICHMOND SEECO RECORDS (USA)
M 7 RECORDS (AUSTRALIA)

MUSIC FARM (UK)

WORLD MUSIC (BELGIUM)

VALENTINE MUSIC (UK)

WATANABE MUSIC PUBLISHING CORP
(JAPAN)

WILSON EDITIONS /EUROBEAT (UK)

WIZARD RECORDS (AUSTRALIA)

YAMAHA MUSIC FOUNDATION (JAPAN)

*THE ABOVE COMPANIES ARE FOR THE MOST PART PARTICIPATING WITH OFFICE/BOOTHS THIS YEAR AT MUSEXPO.

--------—------------------------------------.------—---------------—--1

We wish to participate in International Musexpo '76 and have indicated our requirements below.

* X

[LOPEN BOOTHS RENTAL ]

Located in the plush carpeted and airconditioned ballroom area. Each
booth includes a 8 high drape beckwall, 3' high drape side-rails, name sign
(name of exhibitor, city and courtry)and is fully furnished.

IMPORTANT: 10% INCREASE IN PARTICIPATION

| OF FICE / BOOTHS RENTAL | IRioyNCRERSENnE
A , 1976

* ok

Specially converted guest rooms into "closed booths” of varying sizes, all
fully furnished, carpeted and air-conditioned, containing record and or
tape playback equipment as well as telephones for in-house and ouJtside
calls. All office booths are located on specifically designated exhibit floors
and cannot be used as sleeping rooms. Office booth rental cost includes
Registration Fee of $500 and permits unlimited free Registration for all
members of the company.

Size A T3 10°x10° . .. .. ... $1,500
Sizes, Rates and Priority : Varying in size from 130 sq. ft. (13 ft. x 10 ft.)to "B 1'x10. $2,200
350sq. ft. (25 ft. x 14 f.), office booths are made available at one standard Please check "C [ 200x10° ... $2,800
rate regardiess of size and are allocated on a first come first served basis the appropriate "D g 25x10 ... $3,400
Rates for additionail office booths vary in accordance with number of office box TE T 30x100 . $4.000
booths reserved and not according to size. "G g 40'x10 $5.2OO
b 90 x40 ... et $6,400
Number 1 T One office/booth ... ... ... . $2,000 Number Each additional 5 x 10 module ....$ 600

" 2 [] Twoadjoining thce/Booths ..$3,500

Please check Ll
the appropriate
box

3 3 Three Oftice/Booths .. .... .. . $4,900
4 ) Four Office/Booths .. ..... ...$6,200
5 3 Five Office/Booths .. .... ... .$7,500
Number (T} Each additional Office /Booth ..... $1,200

"1 [PARTICIPATING WITHOUT AN OFFICE OR BOOTH|

Registration Fee per Company . . . . $500 Permits unlimited free registration for all members of the company.
(or $250 in the case of only one executive attending from your company)

| FOR OPEN AND CLOSED BOOTHS |

Booth rental cost includes Registration Fee of $500 and permits
unlimited free Registration for all members of the company.

Full payment enclosed with application. Enclosed is ourcheckfor$........ in full payment.
Name ...... ... ... ... . ... .. ... . ... Title. .. ..............
(CIUPE LI 00 %0 725 0 A 6 & 3 W 3 10 GF 45 10 P10 o yar oA YA Y 10 5 o e = INTERNATIONAL MUSEXPO 76 LTD.
1350 AVENUE OF THE AMERICAS
AAreSS . . . oo NEW YORK CITY, N.Y. 10019, U.S.A.
TELEX: 234107 MUSEXPO
O ¢ L P A P S V10 712 0 I S & PR A o S P e 1 e PHONE: (212) 489-9245
State or Country .. ........ ... ... ... Z2ip.. .

For hotel accommodations—Group Air/Holel package—and other information contact: Musexpo Housing Bureau (212) 489-9245

S

www americanradiohistorv com


www.americanradiohistory.com

.......

HIS GREATEST HITS.
“Space Oddity,” “Changes, “Ziggy Stardust, “Suffragette City,”
- “Jean Genie, “Diamond Dogs, “Rebel Rebel, “Young Americans, “Fame;, and

“Golden Years, plus the unreleased, John I'm Only Dancing.’

J AVAILABLE NOW.

RGAMA Records

WWW. americanrac liohistorv com
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General News

Radio Key To the Future Of ‘Q’

e Continued from page 6

there with the hardware. When
equipment hit its peak in mid-1974
less than [5%of the Top LPs & Tapes
were available in quad, just 18 disks
and 11 tapes, and only one of the top
10—a Cat Stevens Buddah tape.

When chart activity hit its peak
last summer, the audio industry was
in the midst of the economic reces-
sion, and quad was kept alive only
by massive manufacturer closeouts
from such firms as Panasonic, Har-
man/Kardon, Pioneer, Fisher and
Radio Shack, among others.

And here, many of the ads were
pegged to what the industry missed
all along—"get better sound from
your existing stereo library with a
three-way receiver, and when you're
ready for quad (and quad is ready
for you), just add two more speak-
ers.”

Today, the software offerings re-
flect the changing views of the fore-
most proponents of 4-channel. RCA
and the WEA group have gone vir-
tually to an “only gold” pop release
and a limited RCA Red Seal release,
and the new Arista and Fantasy CD-
4 product, announced with pride
earlier this year, was several months
late getting to market.

Following Angel’s successful low-
key marketing of single inventory
compatible SQ/stereo classical re-

ASCAP Suing
In 3 States

NEW YORK —~ ASCAP has
launched another of its multi-
pronged attacks on alleged copy-
right violators in New York. Vir-
ginia and Massachusetts. The suits.
filed on behalf of ASCAP members,
name the Burning Ember Steak
House of Wantagh., N.Y.: the Red
Barn. In Westboro. Mass.. and the
Knight Gallery. Lynchburg. Va.

At the Burning Ember Steak
House, the allegedly infringed songs
include, “Raindrops Keep Fallin’
On My Head.” and “Winter Won-
derland.” Zitarosa Foods, operator
of the establishment, was named de-
fendant.

At the Knight Gallery. the songs
of Stevie Wonder, Dale Evans and
Clint Ballard Jr.. were allegedly in-
fringed. Knight Gallery. Inc.. and
Thomas Fisher were named defend-
ants.

Songs allegedly performed with-
out authorization at the Red Barn
include “Stairway To Heaven.”
“Take It Easy.” and "The Way We
Were.” First Count. Inc.. Leisure
Services Inc.. and Thomas McCabe.
have been named defendants.

In all three cases ASCAP is seek-
ing statutory damages. court costs
and attorneys’ fees.

O’Brien Sells
Distrib Outlet

LOS ANGELES—John F.
O’Brien, Wisconsin's independent
label distribution pioneer, has sold
his wholesaling business in Mil-
waukee to ex-Capitol Wisconsin
salesman, Tim Brophy. O'Brien will
remain with the operation for an in-
definite time.

O’Brien started Major Distribut-
ing. Milwaukee, in 1947, acting as
manager for the then Mercury
branch. In 1958, O'Brien launched
his own indie label distribution
point, John O'Brien Distributing.
Since that time he added Modern
Rack Sales, a rackjobbing-one-stop
company operating in a six-state
area. Brophy will continue to repre-
sent indie record labels for Illinois
and Wisconsin from Milwaukee.

leases, Columbia announced its
switch to a similar program recently,
with the debut original cast sound-
track of “My Fair Lady.” And San-
sui is focusing on stereo enhance-
ment and synthesizing with its QSD-
1 and new QSD-2 encoders, as most
of its newer label commitments in-
volve single-inventory QB/stereo-
compatible product lines.

Stations unanimously would like
to quadcast more original material,
but decry the lack of hardware
among their listeners, confusion of
consumers over the competing sys-
tems, and the dearth of hit software.

“Quad has certainly enhanced the
overall sound of the station and
those who have heard it agree it is
very exciting,” notes Steve St. John
of easy listening WGMW, a Miami-
area QS outlet, but he's just enhanc-
ing round the clock.

WBUS, Miami's QS jazz outlet,
quadcasts live concerts from Miami
Beach Auditorium, but Pete Berlin is
also virtually a full-time enhancer.
“There’s not enough dealer support
for new quad equipment sales and
too much system confusion,” he
complains.

Matt Biberfeld of WNYC-FM in
New York advertises the non-com-
mercial station as ‘‘Classically
Quad.” and is high on the SQ prod-
uct available. It is the flagship for
Harry Maynard’s syndicated weekly
series, “Men Of Hi Fi,” which has
previewed many of the top 4-chan-
nel software selections.

Scott MacClelland of KWAV-
FM, Monterey/Salinas, Calif., is
“ready with all necessary equipment
and systems to go 4-channel discrete
when the FCC approves a plan.” He
notes little audience feedback re-
garding their current SQ airings or
quad in general, and reports that a
local dealer’s effort for an “All-SQ
Masters Concert” at the store
brought less-than-desirable results.

WMMS, Cleveland’s progressive
outlet, is also more enthusiastic
about SQ, as Jim Somich notes that
initial high listener interest led to
several promotions with area deal-
ers. “Our problem is the lack of suf-
ficient quad product in the SQ for-
mat,” he maintains.

“Most listeners are confused by
the various quad systems and are
waiting for some standardization. It
is hurting the entire record and

broadcast industry to split the poten-
tial audience. When we can get one
system, the results will be fantastic
and listeners will then be ready to
pay their money for quad receivers,”
he concludes, echoing the thoughts
of many observers.

Chicago's WBMX, a black format
outlet, has really *“tried them all.”
Sid Schneider reports. It began
quadcasting as WGLD with a QS
encoder in 1973-74, then switched
call letters and systems to SQ in
March 1975. And while he claims it
“gives the station a fuller sound.”
he’s still enhancing his stereo library
24 hours a day.

Quad will be on view but defi-
nitely low-key at the CES in Chicago
this week, with the news being made
by two new advanced SQ decoders
that won't be demonstrated. Just an-
nounced are a joint venture between
Tate Audio and National Semicon-
ductor, to produce three monolithic
IC chips for Tate’s advanced DES
system previewed nearly two years
ago. According to Tate’s Wes Rug-
gles and National's Roy Twitty, the
chips should be into the manufac-
turing phase in about three months,
with good working parts into pro-
duction and ready for the Winter
CES.

Peter Scheiber, under whose basic
patents for matrix encoding and de-
coding the CES SQ system is li-
censed. has joined with Al Ches-
row’s Deltek, Inc.. for a line of
advanced audio equipment. First
item due is the Deltek Model One
“super decoder”™ that employs
“parametric” principles totally dif-
ferent from conventional matrix and
logic decoders for recovery of 360-
degree positional information from
SQ-coded and standard sterco
sources.

Sansui this month is shipping its
first QSD-2 encoders bowed at the
March NAB. which emphasize
stereo enhancement and synthesiz-
ing through both QS and SQ with
Sansui’s decoding technique. And
JVC’s exhibit floor “quad room™
will have a six-speaker setup to
demonstrate varied discrete effects,
switching from the traditional “4-
square” to a studio “4-front semi-
circle” arrangement.

Quad is far from dead. and there
are hopeful signs that the industry
may finally be “getting together.”

PBS Licensing

® Continued from page 3

after. (The Senate bill calls for
straight compulsory licensing of both
literary and musical works, with the
Tribunal setting the original statu-
tory rates. Reviews occur in 1980
and atsubsequent 10-year intervals.)

The subcommittee staff amend-
ment would also. in effect, require
the Attorney General to provide
conditions for antitrust exemptions
for whatever meetings go on be-
tween music licensors and PBS en-
tities to reach agreement. Also. copy-
right owners and PBS stations can
appoint a common agent for clear-
ance. collection and distribution of
PBS royalties.

Of keener interest to music pub-
lishers is the amendment authored
by Rep. Edward Pattison (D-N.Y.)
with ASCAP assistance. This would
simply kill PBS compulsory licens-
ing of music outright. Instead (after
some revision from its original term
discussed in the June 4 meeting), the
amendment would make public
broadcasters negotiate directly with
ASCAP, BMI and SESAC—but dis-
putes over rates and terms would
have to be submitted to the Ameri-

can Arbitration Assn. for final deci-
sions.

Five-year licenses would be of-
fered to the PBS stations. Synchro-
nization rights would be handled by
the three music performance so-
cieties, presumably on a voluntary
agreement from the owners of the
synchronization to use the licensors
as agents.

In other subcommittee action of
June 4 on state antipiracy laws. the
members voted to puta time limiton
the length of protection these laws
can give to pre-Feb. 15, 1972 (non-
copyrighted) recordings. This is in
line with a suggestion made at ear-
lier public hearings by the subcom-
mittee (Billboard Dec. 13, 1975).

The state antipiracy laws’ exemp-
tion from pre-emption by federal
copyright law would expire Feb. 15,
2047 under the amendment. After
the year 2047. all of these pre-1972
recordings will become public do-
main. The term of almost 75 years’
protection under the state laws
would roughly parallel the 75-year
period now given under federal
copyright protection to recordings
made on or after Feb. 15, 1972
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FTC Reaffirms Its Rule

® Continued from page 3

terial which contains: 1)yany likeness
of an original artist: 2) any illustra-
tion similar to that on an album
cover or tape label used in any
recording by the original artist, and
3) any implication that the tape
product has been recorded by the
original artist.

A sound-alike package must
clearly disclose "This Is Not An
Original Artist Recording.” or that
legend shall appear on the front and
spine of the tape product’s label in
capital letters and in bold-face type
of at least 12-point on the front of
the package and 8-point on the
spine.

If the name or names of the actual
artist or artists are used in conjunc-
tion with the names of the original
artist or artists, and names of the ac-
tual artists must appear in capital
letters and bold face type on the
same surface of the tape product as
the names of the original artists ap-
pear. The names of the actual artists
must be printed in type which is at
least the same size as the type em-
ployed for the original artists.

The disclosure, “This Is Not An
Original Artist Recording.” shall be
a separate element. setin contrasting
type on a solid-color background
and shall notinclude any partof any
picture. design. illustration or other
text, provided that if the names of
the original artists are used. the
name of the actual artist be placed
directly under or adjacent to the
names of the original artists. All
product advertising must also fea-
ture the simple disclosure clearly.

In advertising via any visual me-
dium. if the name of the actual artist
is not clearly and conspicuously dis-
closed. it must be disclosed that
“This Is Not An Original Artist
Recording™ in bold-face type rang-
ing from a 24-point type for an ad
larger than 144 square inches down
to 10-point type for ads less than 35
square inches. In all radio and tv
ads. the disclosure must be made
orally.

The FTC consent order notes that
if there are tape packages which do
not conform with the order in inven-
tory. they can be sold only if a label,
carrying the disclosure, “Not An
Original Artist Recording.™ printed
in at least 14-point black type on a
bright red background. is affixed to
each package.

SAM and MVC are ordered for
seven years to deliver a copy of the
FTC consent order to all retailers
and distributors who purchase their
tapes.

Educational Print

e Continued from puge 10

With reports of substantial in-
creases in the sales of musical instru-
ments—it is reported that one in ev-
ery four American households has at
least one amateur musician—the fu-
ture of the educational print busi-
ness appears quite rosy, and with it,
the royalty picture for standard cata-
log publishers.
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When Answering Ads . . .
Say You Saw it in Biliboard

The SOUND CHAMBER
Southem Califomia’s most ex-

DISCO

“X_PROBLEM

“SOLVERS

-

a g

perienced and innovative sound
system instailer. has developed two
exclusive new products for disco use.

PDP-1 Mobile Disco Control Center

The first control center that can withstand the

rigors of constant traveling and professional use.

its custom Anvil case is nearly indestructible. and

houses the revolutionary Cerwin-Vega DM-1 Disco

Mixer and two QRK 12C tumtables. noted for their extremely reliable

operation.

The PDP-1 features a unique shock isolation system that effectively
eliminates tumiable feedback. The complete, ready-to-use unit is

priced at $1550.00.
SC110 Tumtable Speed Controller

This never-before-available accessory lets you control the speed of
otherwise fixed-speed professional fumtables. A song's tempo can be
adjusted for best effect overa -8% to +10% range, with no loss in motor
torque. Easy to use —only one control. Easy fo buy —only $125.00.

At the SOUND CHAMBER, factory-trained technicians specialize in
solving sound and lighting problems for disco. live, or combination
clubs. Our satisfied clients include many of the largest night spots in
Southem Califomia (names supplied on request). Besides manufactur-
ing our own specialized products. we camy the finest lines available,
including Cerwin-Vega, Yamaha., JBL, Shure, efc.

Before you buy sound orlighting. call the SOUND CHAMBER fora no-
obligation consultation. Let us explain how our unique market position
allows us fo give you the finest performance and service for less.

The Sound Chamber

5433 Laurel Canyon Blvd., North Hollywood, CA 91607, (213) 761-1454

advosang ‘9.6t ‘6L INNr
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JUNE 19, 1976, BILLBOARD

UA Publishing head lives in the
worlds of music, disks & film scores

Mike Stewart, a music industry veteran, lives in the worlds
of music publishing, recordings, film scores, artist evaluation.
Stewart’s business day is a series of meetings around Los An-
geles. He is a mobile communicator for United Artists Music
Group. Billboard's Jean Williams, who enjoys scampering
around L.A. went with Stewart on a typical day. This is her re-
port:

Mike Stewart, chairman of the board and president of
United Artists Music Publishing Group, makes it perfectly
clear that this is not one of his busy days. This is one of the few
days when Stewart gets to sleep late. His first appointment is
scheduled for 8:30 a.m.

Stewart, who claims he is seldom on time, enters the lobby
of the Beverly Hills Hotel at 8:27 for an appointment with Don
Arden, artist manager and former concert promoter. The duo
chat about Brock Peters and his new album *‘Ballard For
Americans' which Stewart produced. A mild debate ensues
concerning successful acts and where they earn the bulk of
their money, concerts or records. Arden feels the acts earn
more money from the sale of records. Stewart takes an oppos-
ing view.

Stewart at all times during conversations, listens attenti-
vely; he even gives the appearance of begin influenced, when
for the most part he is not.

Over breakfast the conversation revolves around the Elec-
tric Light Orchestra, whom Arden manages. The talk is of
copyrights. Stewart runs his hand across the bottom half of
his face. This is the second time he has made this gesture
since entering Arden's room. He seems to only wipe the bot-
tom half of his face when he is troubled, or in deep thought.

Following a discussion of difficulties in the record industry,
the meeting ends. It's 9:45 a.m. and Mike walks me to his
sleek, white Cadillac parked in the massive driveway of his
home next door to the hotel.

At 10:10 we arrive at 20th Century Records for an appoint-
ment with label president Russ Regan. Regan has not yet ar-
rived at his office, so Harvey Cooper, general manager of the
label is a sit-in host. The three men chat about social clubs
they have each formed.

Mike is late for his next appointment and prepares to leave.
Back in the Cadillac, Stewart explains that we are going to the
MGM Studios in Culver City. Since he is a vice president of UA
Corp., he is also involved in its movie scores. As we enter the
parking lot, Stewart begins recalling his experiences in the
theatre as an actor and later as a producer.

Inside the studio, he heads for projection room E. “Gator”

WThe Life Of

starring Burt Reynolds flashes on the
screen. | think we're going to see a film. Not
so. Stewart is here to review the film's open-
ing and closing tunes.

He takes notes while constantly glancing
at his watch. His hand wipes the bottom
half of his face. We get to see 25 minutes of
the film.

He points out that he is timing Bobby
Goldsboro’s closing tune *‘For A Little
While.” Stewart stops in the office of Lloyd
Leipzig, vice president of publicity, to dis-
cuss ‘‘Gator.”” He decides that while he's at
the studio he should also look at the sets for
“New York, New York,” another MGM film.
The musical stars Liza Minnelli.

Leipzig presses Stewart to listen to a
tape, but Stewart complains about the late
hour. Vic Heutschy, publicist for “New York,
New York'" is Stewart's tour guide. We walk for approximately
amile as Stewart nods his approval of the work in progress on
the sets and costumes. Martha Briggs, a seamstress working
on one of Minnelli's 50 costumes, proudly displays a gown she
is completing.

Stewart moves from one set to the next while Heutschy ex-
plains the musical numbers the film's star will be singing.
Stewart announces that his office will be one of the sets used
for the film.

It's 12:10 p.m. and we are on the way back to his Hollywood
office. As we drive he openly talks about his extensive musical
background, this time concerning gospel music. He also notes
that he will eventually go into producing films.

As we enter his circular, plush office, he immediately picks
up the telephone as Marilyn Mark, his assistant of 14 years,
rushes to give him messages.

As he's giving instructions to Marilyn, George Butler, vice
president of Blue Note, walks in. He wants Stewart to listen to
the new single by Ferranti & Teicher called "*Love Theme From
Missouri Breaks."

Stewart puts Butler's record on the stereo as Butler sits
smiling with an expression that says, | dare you not to like it.

Martin Davis, managing director of UA's publishing and
record company in London, calls. The conversation involves
the opening of “Missouri Breaks' in London. Then he asks
about the album. Stewart suggests that a number of other
singles will come from the LP.

Stewart appears an even tempered, smiling gentleman who
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Mike Stewart

Billboard photos by Bonnie Tiegel

Mike Stewart with a demo disk (top) and in an MGM screening room checking a UA

song in “Gator.”

is polite to everyon= most of the time. As he plays the ‘‘Mis-
souri” theme song his hand wipes the bottom half of the face.
As the record ends. he breaks out in a broad grin, and gives
Butler an approving sign.

Stewart is leaving tomorrow on a business trip to New York,
and he asks Butler for a dub to take with him for an afternoon
meeting.

It's 1:05 and a cell comes in from Leroy Holmes, music di-
rector of UA’s music publishing operation. Stewart asks about
the music fram “*Gator” and its orchestra. David Castle, one
of the label's songwriters enters.

With a somber expression, unusual for Stewart, he ad-
dresses Castle. ‘‘They tell me that you haven’t been writing
enough scngs.” Castle, apparently conscious of other per-
sons in the room, whispers his answer to Mike. Stewart makes
an appointment to hear his tunes later.

Wally Scnuster, vice president and professional manager of
UA publishing. and Randy Edelman, an exclusive songwriter
for the company arrive for a luncheon date.

During lunch at a restaurant, as everyone engages in dis-
cussions dealing with current events, Edelman and Stewart
quietly slip out of tre round-table chatter to talk about Edel-
man’s newest hit, his proposed ventures and his past suc-
cesses. The conversation is in low tones.

It's 2:45 and we &re back in Stewart’s office. Brock Peters
and his wifa DiDi arrive with Butler. Thom Williams, director of
creative services, joins the group, followed by Artie Mogull, UA
Records presidert. Stewart opens the meeting by asking
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The mobile facets of Stewart’s day: at breakfast (below) in the Beverly Hills suite
of manager Don Arden and (right) on an MGM soundstage checking a set for
“New York, New York.” Back in his office he is pensive on the phone and attentive

to office staffers.

<

Stewart and staff prepare for a slide p
coming LP project.

MGM seamstress Martha Briggs shows Stewart one of the
costumes for Liza Minnelli and ‘‘New York, New York.”

Brock to do in-store promotion in New York for his ‘*Ballad For
Americans'’ album.

As Peters nods yes, Stewart puts on a promo tape by Peters
plugging his LP. Stewart does not look happy. The hand rubs
the bottom half of the face. He frowns; the hand again. The
tape ends, then starts again with another form of the same
commercial.

The room is silent, all eyes on Stewart. He listens to the en-
tire tape, turns in his swivel chair, then asks Butler about the
voice quality of the tape.

Butler feels that the voice quality is good but perhaps the
music on the tape should be raised and the voice lowered.
Stewart suggests that maybe someone else should cut the
tape. He hastily turns to Peters, who is seated across the room
and asks his opinion of the tape. Peters suggests that he may
be correct in his analysis.

Stewart seems to be struggling to find a way to tell the gath-
ering that he feels the tape is not earthy enough. Finally he
suggests a spot without Peters back-announcing. *‘Brock has
to handle it with too much dignity, and the 60-second spot is
not working."

The telephone rings and he bellows, ‘'l can’t talk now.”” This
is the first time during the entire day Stewart has raised his
voice.

He runs his hand across his face as if to compose himself
after the outburst. Calm again, he says, ‘‘Send the spots to

<

T

resentation for an up-

cuss Randy’s music with Stewart.

Sl Tt

George Butler, Blue Note vice president (right) and Stewart discuss a

new Ferrante & Teicher single.

Dave Skulnick (Eastern regional sales manager) in New
York.”

The room is silent as if waiting for Stewart to continue. He is
obviously in control. He asks Butler to go into the studio with
the tape. Again he asks Peters if he is satisfied with the tape.
Peters smiles and says, “'It's too heavy."”

This part of the business seems to be finished. He turns to
DiDi and asks for her help in promoting the LP in schools and
sororities. She nods her acceptance and proceds to list not
only schools, but other organizations where she might gair ex-
posure for the album.

As if saving this statement for last, Stewart says to Peters,
“The big question is, how black do we go?'’ The answer is," All
the way."”

Stewart points out that black Top 40 stations across coun-
try are playing the album. And almost as an after thought,
someone in the room announces that Debbie Reynolds is
doing ‘‘Ballad For Amerians" in her show in Las Vegas.

At this point, the meeting seems to branch off into small in-
dividual sessions. Finally, it resumes to discuss Peter’s sched-
ule. Approximately five minutes pass, and without warring,
Stewart jumps up and dismisses the meeting with “‘Sorry, |
gotta go.”

It's 3:50 and time for a meeting to discuss publishing. Stew-
art opens the session by discussing the Ferrante & Teicher
single. He tells the group that he is adding five independent
promotion men to work on ‘‘Missouri Breaks."” He notes that
he does not feel that a single of the tune is the way to go.

He declares that all of the key retail windows arounc the
country will be available for the ‘Missouri Breaks' LP. Then
he advises that the label is-releasing the “‘Gator’’ soundtrack.

As the meeting moves on, each representative in turn re-
ports what is happening with his or her tunes. The publishing
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Wally Schuster (Ieft) and writer Randy Edelman dis-

~ .- ; 1 o
Russ Regan, 20th Century’s president, liven up the day.

staff also reports on deals it is making with different acts to
record UA material. Without going into a long dissertation, to
each report he merely answers yes, no, or it's terrific.

Enter Joseph Vagoda, off-beat attorney for Stevie Wonder.
He stays as UA staffers report on song placement. With Stew-
art and four UA staffers, he watches a 40-minute film of acts
who have recorded tunes from the UA catalog. Stewart takes
notes for revision of the presentation. Much of the film which
was taped in January 1976 is history. Stewart watches the
film in its entirety without uttering a word. As he prepares to
leave the room he says, ‘‘The whole thing has to be redone.”

Back in Stewart's office at 5:20, he and Vagoda gets down
to their own discussion. Vagoda is pitching one of his own
acts. Appearing very anxious, Vagoda plays a tape for Stewart.
Stewart's habit is to always listen to everything said before he
answers. This is not, however, the case with Vagoda.

As he listens to the tape, Vagoda marches around the of-
fice “‘advising”” Stewart of his group’s greatness. Under Va-
goda’s direction the two huddle together in negotiations. With
Vagoda kneeling on the floor in front of Stewart, he yells out
some percentages. Then the bargaining begins. This debate
goes back and forth for some time as Vagoda, now on his feet,
moves around the room with short dance-like steps.

Finally, negotiations end. There seems to be no agreement.

At 5:45, Russ Regan enters. Since he missed Stewart at his
office (the appointment was a last minute arrangement), Re-
gan decides to come to Stewart’s lair. All conversation is light
and friendly. Stewart for the first time today transforms the
office atmosphere into a non-business climate. Still as alert as
when he walked into the hotel this morning, Stewart still in-
sists that this is not one of his busy days.

Art direction: Bernie Rollins
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Two afternoon visitors: attorney Joseph Vagoda (top) and
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Billboard

Playlist Top Add Ons

Sing

les Radio Action

Playlist Pime Movers *  Regional Breakouts & National Breakouts

JUNE 19, 1976, BILLBOARD

TOP ADD ONS -NATIONAL

QUEEN-You're My Best Friend (Elektra)
NEIL DIAMOND-[f You Know What | Mean (Columbia)
BROTHERS JOHNSON-I'll Be Good To You (A&M)

D-Discoteque Crossover

ADD ONS—The two key prod-
ucts added at the radio stations
listed; as determined by station
personnel.

PRIME MOVERS—The two
products registering the great-
est proportionate upward
movement on the station's
playlist; as determined by sta-
tion personnel.
BREAKOUTS—Billboard Chart
Dept. summary of Add On and
Prime Mover information to re-
flect greatest product activity
at Regional and National levels.

Pacific Southwest Region

® TOP ADD ONS

BROTHERS JOHNSON—I'll Be Good To You
(A&M)

MANHATTANS —iss And Say Goodbye (Colum
bia)

AMERICA—Today's The Day (W.B)

% PRIME MOVERS

STARLAND VOCAL BAND-Afternoon Delight
(Windsong)

STARBUCK—Moonlight Feels Right (Prwate
Stock)

(D) ANDREA TRUE CONNECTION—More, More,
More (Part 1) (Buddah)

BREAKOUTS

BROTHERS JOHNSON-!'ll Be Good To You
(ASM)

AMERICA-Today's The Day (W.B.)

TODO RUNDGREN-Good Vibrations (Bears
ville)

KHT—Los Angeles
© BROTHERS JOHNSON-I'll Be Good To You
(AGM)
© MANHATTANS - Kiss And Say Goodbye
(Columbia)
* ll)glgoﬂﬁ MOORE—Misty Blue (Malaco)

* BgLSS CONSTRUCTION—Movin' (U.A.) 20-
1

KDAY—Los Angeles
® CRUSADERS—Keep That Same Old Feeling
{ABC/Blue Thumb}

De VICKISUEROBINSON ~Turn The Beat
Around (RCA)

+ BOBMARLEY & THE WAILERS ~Roots Rock
Repgae (Island) 28-18

+ DAVID RUFFIN—Everything's Coming Up
Love(Motown) 18-11

KEZY ~Anaheim
® JOHN TRAVOLTA—Let Her In(Midland
Intl)

© DOROTHY MOORE—Misty Blue (Malaco)
+ ERIC CARMEN—Never Gonna Fall In Love
Again (Arista) 18-8
D ANDREA TRUE CONNECTION—-More, More,
More (Buddah) 20-11
KFXM—San Bernarding
o CARPENTERS-|Need ToBe In Love (A&M)
© CANDISTATON—Young Hearts Run Free
(W.B.)

+ BROTHERS JOHNSON~('ll Be Good To You
(A&M) 19-7
 STARBUCK—Moonlight Feels Right
(Private Stock) 10-6
KCBQ—San Diego
o SONS OF CHAMPLIN—Hold On (Ariola
America)
@ FIREFALL--Livin' Ain't Livin' (Atlantic)
* STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 22-14
+ BEACH BOYS—Rock & Roll Music (Warner/
Reprise) 24-19
KAFY—Bakersfield

© BROTHERS JOHNSON-I'li Be Good To You
(A&M)

o NEILSEDAKA—Steppin' Out (Rocket)
D ANDREATRUECONNECTION—More, More,
More (Buddah) 24-15
# STARLANT VOCAL BAND—Afternoon
Delight (Windsong) 4-1
KRIZ—Phoenix
o TODO RUNDGREN-Good Vibrations
(Bearsville)
® AMERICA-Today's The Day (W.B.)
* STARBUCK~Maonlight Feels Right
(Private Stock) 27-17

% STARLAND VOCAL BAND—Afterncon
Delight (Windsong) 13-5

Based on station playlists through Thursday (6/17/76)

STARLAND VOCAL BAND-Afternoon Delight (Windsong)
MANHATTANS-Kiss And Say Goodbye (Columbia)
BROTHERS JOHNSON-I'll Be Good To You (A&M)

QUEEN-You're My Best Friend (Elektra)
BROTHERS JOHNSON-I'li Be Good To You (A&M)
NEIL DIAMOND-If You Know What | Mean (Cotumbia)

KBBC —Phoenix KNDE-Sacramento KTLK—Denver KELI~Tulsa WIXY-Cleveland
o DR.HODK=—A Littie Bit More (Capitol) ® SEALS & CROFTS—Get Closer (W.B.) © BEACH BOYS—Rock &Roll Music (Warner/ © TODD RUNDGREN--Good Vibrations ® CHEECH& CHONG—Framed (Ode)
Reprise) (Bearsville) © PARLIAMENT—Tear The Roof Off The

* WALTER MURPHY & THE BIG APPLE
BAND - A Fifth Of Beethoven (Private
Stock) 3221

* TODD RUNDGREN-Good Vibrations
(Bearsville) 26-20

KTKT—Tucson

© JAMESTAYLOR-Shower The People (W.B.)

® NEIL DIAMOND - f You Know What | Mean
(Columbia)

+* STARBUCK—Moonlight Feels Right
(Private Stock) 27-20

+ AMERICA-Today's The Day (W.8.)21-17
KQEO-Albuquerque

e CYNDIGRECO-Making Our Dreams Come
True (Private Stock)

© THIN LIZZY—The Boys Are Back in Town
(Mercury)

+ ERIC CARMEN—Never Gonna Fall In Love
Again (Arista) 12-7

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 15-10

KEND-Las Vegas

® BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

© JAMES TAYLOR—Shower The People (W.B.)
* NONE
*

Pacific Northwest Region

® TOP ADD ONS:

BEACH BOYS—Rock & Roll Music (Warner/Re
prise)

PARLIAMENT —Tear The Roof Off The Sucker
(Casablanca)

THIM LIZZY—The Boys Are Back In Town (Mer
cury)

* PRIME MOVERS:

(D)ANDREA TRUE CONKECTION-—More, More,
More (Part 1) (Buddah)
QUEEN-You're My Best Friend (Eiektra)
BROTHERS JOHNSON—{'ll Be Good To You
(A&GM)

BREAKOUTS:

BEACH BOYS—Rock & Roll Music (Warner/Re
prise)

SEALS & CROFTS—Get Closer (WB.)
MANHATTANS — Kiss And Say Goodbye (Colum
bia)

KFRC—San Francisco

® PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)

® THINLIZZY~The Boys Are Back In Town
(Mercury)

* GARYWRIGHT— Love Is Ative (W.8.) 17-10

* JOHN TRAVOLTA—Let Her In (Midland
Int'l.)23-20

KYA—San Francisco

® BEATLES—Got ToGet You IntoMy Life
(Capitol)

o CUFFRICHARD— Devil Woman (Rocket)

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 19-10

* STARBUCK—Moonlight Feels Right
{Private Stock) 15-7

KDIA-Oakland

o NONE

D TAVARES-—-Heaven Must Be Missing An
Angel (Capitol) 28-17

D LOURAWLS~You'll Never Find Another
Love Like Mine (Phila. Int'1.} 18-11

KLIV—San Jose

o DR.HOOKX~—A Little Bit More (Capitol)
o FOGHAT-Fool For The City (Bearsville)

+ DARYLHALL & JOHN OATES-Sara Smite
(RCA) 15-8

D ANDREA TRUE CONNECTION~More, More,
More (Buddah) 17-11

e AMERICA—Today's The Day (W.B.)

 BROTHERS JOHNSON-I'li Be Good To You
(A&M)22-8

+ STEVE MILLER BAND—Take The Money And
Run(Capito?) 17-9

KROY-Sacramento

® BEACHBOYS—Rock & Roll Music (Warner/
Reprise)

+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 28-18

 BROTHERS JOHNSON—!'li Be Good To You
(A&M) 23-16

KYNO—Fresno
o BEATLES-Got To Get You Into My Life
(Capitol)

© BOB SEGER & THE SILVER BULLET BAND~
Nutbush City Limits (Capitol)

+ QUEEN-You're My Best Friend (Elektra)
26-19

 BROTHERS JOHNSON-I'tl Be Good To You
(A&M) 2418

KJOY—Stockton, Calif.
© JOHN TRAVOLTA-Let Her In (Midland
Int'l.)

® NEILDIAMOND—If You Know What | Mean
(Cotumbia)

* QUEEN~You're My Best Friend (Elektra)
29-14

+ PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)21-11

KGW—Portiand
® GALLAGHER & LYLE - Wanna Stay With You
(A&M)

© MARVIN GAYE—|Want You (Tamla)

Dw ANDREATRUE CONNECTION—More, More,
More (Buddah) 18-14

* QUEEN-You're My Best Friend (Elektra)
26:22

KLSN—Portland

® DR.HOOK-ALittle Bit More (Capitol)

o BOBSEGER & THE SILVER BULLET BAND—
Nutbush City Limits (Capitol)

D ANDREATRUECONNECTION-More, More,
More (Buddah) 22-10

+ LA, JETS—Dancin' Through The Night
(RCA) HB-22
KING—Seattie

® SEALS & CROFTS - Get Closer (W.B.)

® CYNDIGRECO-—Making Our Dreams Come
True (Private Stock)

+ THIN LIZZY~The Boys Are Back InTown
(Mercury) 29-20

* GARYWRIGHT—LovelsAlive (W.B.) 10-4
KIR—-Seattie

o NONE

+ QUEEN-You're My Best Friend {Elektra)
2419
+ JOHN TRAVOLTA—Let Her In (Midland
Int'l.) 25-20
KJRB—Spokane

© MANHATTANS—Kiss And Say Goodbye
{Columbia)}

o BEACH BOYS~Rock & Roli Music (Warner/
Reprise)

* SEALS & CROFTS—Get Closer (W.B.) 19-15
* AMERICA-Today's The Day (W.B.) 26-22
KTAC—~Tacoma
© DONNY OSMOND-C'Mon Marianne
{Kolob)

® BILLLABOUNTY—Lie To Me (20th
Century)

+ PETER FRAMPTON—Baby, | Love Your Way
(AGM)Y21-12

+ JOHN TRAVOLTA—Let Her In (Midland
Int'l.) 25-18

KCPX~Satt Lake City

© MANHATTANS—Kiss And Say Goodbye
(Columbia)

® NEILSEDAKA—Steppin' Out (Rocket)

+ BEACHBOYS—Rock & Roll Music (Warner/
Reprise) 25-20

+ JOHN TRAVOLTA~Let Her In(Midland
Int'l.y 14-11

KRSP —Sait Lake City

® ENGLANO DAN/JOHN FORD COLEY-See
You Tonight (Big Tree)

o SHVER—-Wham Bam Shank-A-Lang (Arista)
* SEALS & CROFTS—Get Closer (W.B.) 21-11

D ANDREATRUE CONNECTION—More, More,
More (Buddah) 18-12

® JAMES TAYLOR—Shower The People (W.8.)
+ CYNDIGRECO—-Making Our Dreams Come
True (Private Stock) 31-21
D ANDREATRUE CONNECTION—More, More,
More (Buddah) 14-7

Southwest Region

QUEEN-You're My Best Friend (Elektra)
SEALS & CROFTS—Get Closer (W.B.)
BEATLES—Got To Get You Into My Life (Capt
tol)

% PRIME MOVERS
STARLAND VOCAL BAND—Afternoon Delight
(Windsong)

ERIC CARMEN—Never Gonna Fall In Love
Again (Ansta)

BROTHERS JOHNSON-1'l Be Good To You
(A&M)

BREAKOUTS:

QUEEN—You're My Best Friend (Elektra)
SEALS & CROFTS—Get Closer (W.B)
BEATLES—Got To get You Into My Life (Capt
tol)

KILT-Houston
© RHYTHM HERITAGE—Baretta's Theme
(ABC)
o QUEEN-You're My Best Friend (Elektra)
+ BEACH BOYS—Rock & Roll Music (Warner/
Reprise) 39-28
+ STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 18-9
KRBE—Houston

o STARBUCK--Moonlight Feels Right
(Private Stock)

® LEON & MARY RUSSELL—Rainbow In Your
Eyes (Paradise)

 STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 20-13

+ AMERICA-Today's The Day (W.8.) 24-20

KLIF—Dalas

o HARRY CHAPIN—ABetter Place To Be
(Elektra)

® NEILDIAMOND~ If You Know What |Mean
{Columbia)

+ STARLAND VOCAL BAND - Afternoon
Delight (Windsong) 18-9

+ BOKIRKLAND/RUTH DAVIS—Easy Lovin'
(Claridge) 14-6

KNUS-FM~DALLAS

o STARLAND VOCAL BAND—Afternoon
Delight (Wingsong)
© BROTHERS JOHNSON~I'll Be Good To You
(A&M)
+ DOOBIEBROS.—Takin' It To The Streets
(W.B)21-14
Dw Il)(I)ANA ROSS—Love Hangover (Motown) 15-

KFJZ-Ft. Worth

® SEALS & CROFTS—Get Closer (W.B.)

o TODD RUNDGREN—Good Vibrations
{Bearsville)

* QUEEN—You're My Best Friend (Elektra)
30-20

+ STARLANO VOCAL BAND- Afternoon
Delight (Windsong) 18-9

KINT—El Paso

© PARLIAMENT —Tear The Roof Off The
Sucker {Casablanca)

[ ]
+ STARLAND VOCAL BAND —Afternoon
Delight (Windsong) 20-13
+ THINLIZZY—The Boys Are Back In Town
{Mercury) HB-14
WKY—0Oklahoma City

® SEALS & CROFTS—Get Closer (W.8.)
o QUEEN-You're My Best Friend (Elektra)
D& ANDREATRUECONNECTION—More, More,
More (Buddah) 20-9
+ STARLAND VOCAL BAND--Afternoon
Delight (Windsong) 10-2
KOMA~Oklahoma City

® ABBA-Mama Mia (Atiantic)
+ DOROTHY MOORE-Misty Blue (Malaco)
14-5

+ ERIC CARMEN—Never Gonna Fall In Love
Again (Arista) 19-12
WTIX—New Orleans

® BEATLES—Got To Get You Into My Life
(Capitol)

o STARLAND VOCAL BAND-Afternoon
Delight (Windsong)

+ DARYL HALL/JOHN OATES-Sara Smile
(RCA)7-4

+ CAPTAIN & TENNILLE-Shop Around (A&M)
11-8

KEEL-Shreveport

© WALTER MURPHY & THE BIG APPLE
BAND-AFifth Of Beethoven (Private
Stock)

® BEATLES—Got To Get You Into My Life
(Capitol)

* STEVE MILLER BAND - Take The Money And
Run (Capitol) 22-11

# KEITH CARRADINE—I'm Easy (ABC) 34-23

North Central Region

® TOP ADD ONS.

ERIC CARMEN—Never Gonna Fall In Love
Again (Anista)

GEORGE BEMSON—This Masquerade (W.B.)
ELWIN BISHOP—Fooled Around & Feli In Love
(Capricorn)

* PRIME MOVERS:

MANHATTANS —Kiss And Say Goodbye (Colum
ba)

THIN LIZZY—The Boys Are Back In Town (Mer
cury)

SEALS & CROFTS—Get Closer (W B.)

BREAKOUTS:

ERIC CARMEN—Never Gonna Fall In Love
Again (Ansta)

QUEEN-You're My Best Friend (Elektra)
STEVE MILLER BAND—Take The Money And
Run (Capitol)

CKLW—Detroit

® ELYINBISHOP—Fooled Around & Fell In
Love (Capricorn)

© GEORGE BENSON-This Masquerade
(W.B)

 ARETHA FRANKLIN—Give Him Something
He Can Feel (Atlantic) 21-13
+ BROTHERS JOHNSON-{'ll Be Good To You
(A&M)22-14
WTAC—Flint, Mich.

® JOHN TRAVOLTA-Let Her In (Midiand
Int’l.)

® AEROSMITH—Last Child (Columbia)

+ PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca) 15-8

# CAPTAIN & TENNILLE- Shop Around (A&M)
10:5

WGRD-Grand Rapids

® GARYWRIGHT—Love Is Alive (W.B.)
® ERIC CARMEN—Never Gonna Fall In Love
Again (Arista)
D SILVER CONVENTION~Get Up And Boogie
(Midland Int'l.) 11-6

* DOROTHY MOORE—Misty Blue (Maiaco) 6-
3

196 (WZIM-FM)—Grand Rapids

® BEATLES-Got To Get You Into My Life
(Capitol)
o AMERICA-Today's The Day (W.B.)
+ ROLLING STONES—Fool To Cry (Rolling
Stones) 24-17
* GARYWRIGHT - Love s Alive (W.B.) 15-10
WAKY—Louisville

® SHIRLEY & SQUIRRLY—Hey Squirrly (GRT)
o JOHNNY DUNCAN-Stranger (Columbia)
* SEALS & CROFTS—Get Closer (W.B.) 30-26
+ THIN LIZZY - The Boys Are Back In Town
(Mercury) 27-22
WBGN—Bowling Green

© CAPTAIN & TENNILLE—Shop Around (A&M)
°

+ STARLAND VOCAL BAND - Afternoon
Delight (Windsong) HB-10
# DARYL HALL/JOHN OATES—Sara Smile
(RCAY13-5
KAKC~Tulsa

o MANHATTANS~Kiss And Say Goodbye

{Columbia)}
De VICKISUE ROBINSON—Turn The Best

Around (RCA)

+ BROTHERS JOHNSON~I'll Be Good To You
(ABM) 25-10

* ERIC CARMEN--Never Gonna Fall InLove
Again (Arista) 17-6
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o TODD RUNDGREN-Good Vibrations
(Bearsville)
® QUEEN-You're MyBest Friend (Elektra)
* SEALS & CROFTS—Get Closer (W.B.) 14-9
D SILVER CONVENTION- Get Up And Boogie
{Midland Int'l.) 10-6
W6CL~Cleveland

® CYNDIGRECO—Making Our Dreams Come
True (Private Stock)

® QUEEN-You're My Best Friend (Elektra)

% MANHATTANS ~Kiss And Say Goodbye
(Columbia) 209

 DOOBIE BROS.~Takin' It To The Streets
(W.B.) 16-6

Sucker (Casablanca)
+ MANHATTANS—Kiss And Say Goodbye
(Columbia) 39-30
* SEALS & CROFTS—Get Closer (W.8.)40-31
WSAI-Cincinnati
o ERIC CARMEN—Never Gonna Fall In Love
Again (Arista)
® THINLIZZY—The Boys Are Back In Town
(Mercury)
* GARYWRIGHT—Love Is Alive (W.B.) 23-14
+ BEACH BOYS—Rock & Roll Music (Warner/
Reprise) 29-20
Q-102 (WKRQ-FM)—Cincinnati
e BEACH BOYS—Rock & Roll Music (Warner/
Reprise)
© NEILSEDAKA—Steppin' Out (Rocket)
+ STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 17-13
D ANDREA TRUE CONNECTION—More, More,
More (Buddah) 11-8
WCOL—Columbus

® KEITHCARRADINE-'m Easy (ABC)
De VICKISUE ROBINSON~Turn The Beat
Around (RCA)
+ DONNY OSMOND-C'Mon Marianne
(Kolob) 35-21
* WALTER MURPHY & THE BiG APPLE
BAND-AFifth Of Beethoven (Private
Stock) 19-8
WCUE—Akron, Ohio
® WILD CHERRY—Play That Funky Music
(Epic)
e THETUBES—Don't Touch Me There (A&M)
+ THIN LIZZY—The Boys Are Back In Town
(Mercury) 32-16
+ STEVE MILLER BAND—Take The Money And
Run(Capitol) 2017
13-Q (WKTQ)—Pittsburgh
o MICHAEL FRANKS- Popcicle Toes
(Reprise)}

[ ]
# CHEECH & CHONG—Framed (Ode) 15-9
+ MANHATTANS—Kiss And Say Goodbye
(Columbia) 14-10
WPEZ—Pittsburgh

o STARBUCK--Moonlight Feels Right
(Private Stock)

® STEVE MILLER BAND —Take The Money And
Run (Capitol)

% MANHATTANS - Kiss And Say Goodbye
(Columbia) HB-18

* Iz)(t))lltgmv MOORE—Misty Blue (Malaco)

WRIE—Erie, Pa.

© THREE DOG NIGHT~Everybody IsA
Masterpiece (ABC)
e SYLVERS—Cotton Candy (Capitol}
D ANDREA TRUE CONNECTION—More, More,
More (Buddah) 11-4
+* STARBUCK—Moonlight Feels Right
(Private Stock) 12-5

Midwest Region

DOOBEE BROTHERS—Takin' It To The Streets
(WB)

BROTHERS JOHNSON-{'l Be Good To You
(A&M)

NEH SEDAKA—Steppin' Out (Rocket)

* PRIME MOVERS:

GARY WRIGHT—Love Is Alive (W.B.)
STARBUCK—Moonlight Feels Right (Private
Stock)

OO00BIE BROTHERS—Takin' It To The Streets
(WB)

BREAKOUTS

DOOBIE BROTHERS—Takin' It Tq The Streets
WB)

BROTHERS JOHNSON—I'l Be Good To You
(ASM)

NEIL SEDAKA—Steppin’ Qut (Rocket)

WLS—-Chicago
o NONE

L]

+ BEACH BOYS—Rock & Roll Music (Warner/
Reprise) 31-16

+ THIN LIZZY~The Boys Are Back In Town
{Mercury)21-13

(Continued on page 24)

@ Copyright 1976, Billboard Publi-
cations, Inc. No part of this publi-
cation may be reproduced, stored
in a retrieval system, or trans-
mitted, in any form or by any
means, electronic, mechanical,
photocopying, recording, or oth-
erwise, without the prior written
permission of the publisher.
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OUR WEDDING ALBUM

ABC and Shelter Records proudly announce their new association with the
release of the debut album by

The Dwight Twilley Band
Sincerely

The album features their hit single, 'm On Fire, which was hailed by the San

Francisco Chronicle as“possibly the most exciting debut single by an
American rock band ever..."

The Dwight Twilley Band
And that's just for openers.

S

SHELTER Records

© 1976 ABC RECORDS, INC.
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JUNE 19, 1976, BILLBOARD

Billoeard Sing

® Continued from page 22
WODHF—Chicago

© ENGLAND DAN/JOHN FORD COLEY—See
You Tonight (Big Tree)

® NEILSEDAKA—Steppin’ Out (Rocket)

* THIN LIZZY-The Boys Are Back In Town
(Mercury) 18-11

* BEATLES—Got To Get You Into My Life
(Capitol) 25-18

WNDE—Indianapolis

® BROTHERS JOHNSON—I'lI Be Good To You
(A&M)

© ABBA—Mama Mia (Atlantic)

* DARYL HALL & JOHN OATES—Sara Smile
(RCA) 12-2

D ANDREATRUE CONNECTION—More, More,
More (Buddah) 15-6

WOKY—Milwauk

© BEATLES—Got To Get You Into My Life
{Capitol)

© NEILSEDAKA-Steppin’ Qut (Rocket)

* SEALS & CROFTS—Get Closer (W.B.) 12.7

* FOGHAT—Fool For The City (Bearsville) 20
15

WZUU-FM—Milwauk

o DR.HOOK-ALittle Bit More (Capitol)

o BAD COMPANY—Honey Child (Swan Song)

* CAPTAIN & TENNILLE—Shop Around (A&M)
125

* SEALS & CROFTS—Get Closer (W.B.) 11-6
WEMP—Milwaukee

© CARLY SIMON-It Keeps You Runnin’
(Elektra)

® FIREFALL—Livin' Ain't Livin' (At!antic)
% AMERICA—Today's The Day (W.B.) 1710

* STARBUCK—Moonlight Feels Right
{Private Stock) 23-17

WIRL—Peoria, lll.

o TODD RUNDGREN—Good Vibrations
(Bearsville)

L ]

* BEATLES—Got To Get You Into My Life
(Capitof) 35-25

* STARLAND VOCAL BAND— Afternoon
Delight (Windsong) 13-6

KSLQ-FM—St. Louis

® SEALS & CROFTS—Get Closer (W.B.)

o THINLIZZY—The Boys Are Back In Town
(Mercury)

* CAPTAIN & TENNILLE—Shop Around (A&M)
22.11

% STEVE MILLER BAND—Take The Money And
Run{(Capitol) 31-26
KXOK—St. Louis

o STARLAND VOCAL BAND—Afternoon
Delight (Windsong)

o DOOBIE BROS.—Takin' It To The Streets
(W.B.)
 STEVE MILLER BAND—Take The Money And
Run (Capitol) 21-14
* BROTHERS JOHNSON—1I'll Be Good To You
(A&M) 20-15
KiOA—Des Moines

o SEALS & CROFTS—Get Closer (W.B.)
L ]
* DOOBIE BROS.—Takin' 1t To The Streets
(W.B.)24-5
* NEILSEDAKA—Love In The Shadows
(Rocket) 17-10
KDWB~Minneapolis

o NONE
.

* DOROTHY MOORE—Mist Blue (Malaco)
20-9

* GARYWRIGHT—Love Is Alive (W.B.) 28-18
WDGY—Mi li

© BROTHERS Johnson—'ll Be Good To You
(A&M)

o DOOBIEBROS.—Takin’ It To The Streets
(W.B.)

* GARYWRIGHT-Love Is Alive (W.B.) 18-15

* BRASS CONSTRUCTION—Movin' (U A) 19-
17

KSTP—Minneapolis

© MANHATFANS—Kiss And Say Goodbye
{Columbia)

© PARLIAMENT-Tear The Roof Off The
Sucker (Casablanca)

* GARYWRIGHT—Love Is Alive (W.B.) 21-7

* TODD RUNDGREN—Good Vibrations
(Bearsville} 21-13

WHB—Kansas City

o BROTHERS JOHNSON-1I'li Be Good ToYou
(A&M)

o DDOBIE BROS.—Takin' It To The Streets
(W.B)

D ANDREATRUE CONNECTION—More, More,

More (Buddah) 13-9
*
KOIL-Omaha

o BEATLES-Got To Get You Into My Life
(Capitol)

© WAYNE NEWTON-Hungry Years (Chelsea)

* STARBUCK—Moonlight Feels Right
{Private Stock) 22-11

% STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 20-10

KKLS—Rapid City, S.D.

WRKO-Boston

les Radio Adtion

Based on station playlists through Thursday (6/17/76)

WOL—Washington ‘

WQAM —Miami

Playlist Tep Add Ons @
Playlist Prime Movers *

WTMA-Charleston, S.C.

© BEATLES-Got To Get You Into My Life
(Capitol)

© ABBA—MamaMia (Atlantic)

* GARYWRIGHT—Love Is Ative (W.B.) 126

% HEART-Crazy On You (Mushroom) 19-13
KQWB—Fargo, N.D.

© BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

© ENGLAND DAN/JOHN FORD COLEY-See
You Tonight (Big Tree)

* QUEEN-You're My Best Friend (Elektra)
15:10

* KEITH CARRADINE—I'm Easy (ABC) 9-6
Northeast Region
® TOP ADD ONS:

KEITH CARRADINE—I'm Easy (ABC)
AEROSMITH—Last Child (Columbia)

(D) VICKI SUE ROBINSON—Turn The Beat Around
(RCA)

* PRIME MOVERS

STARLAND VOCAL BAND-Afterfioon Delight
(Windsong)

ABBA—-Mama Mia (Atlantic)
MANHATTANS—Kiss And Say Goodbye (Colum
bia)

BREAKOUTS

KEITH CARRADINE—I'm Easy (ABC)
AEROSMITH—Last Child (Columbia)

BEACH BOYS—Rock & Roll Music (Warner/Re
prise)

WABC—New York

© MARVIN GAYE—| Want You(Tamla)

De vICKI SUEROBINSON—Turn The Beat
Around (RCA}

* MANHATTANS—Kiss And Say Goodbye
(Columbia) 12-5

% DARYLHALL & JOHN OATES—Sara Smile
(RCAY13-9

WPIX—New York

o NEIL SEDAKA-Steppin’ Out (Rocket)

o PETER FRAMPTON—Baby | Love Your Way
(AGM)

* QUEEN-You're My Best Friend (Elektra)
2012

* BRASS CONSTRUCTION—Movin' (UA) 23
16

WWRL—New York

De DOUBLE EXPOSURE—Ten Percent
(Salsoul)

© SPINNERS—Wake Up Susan (Atlantic)

* GEORGE BENSON—This Masquerade
(W.B)35-14

* ARETHA FRANKLIN—Give Him Something
He Can Feel (Atlantic) 11-2

WPTR—Albany

® CARPENTERS—INeed ToBe In Love (A&M)

© BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

% STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 33-13

* MANHATTANS—Kiss And Say Goodbye
(Columbia) 28-14

WTRY—Albany

o DR.HOOK—A Little Bit More (Capitol)
o CARPENTERS—INeed To Be In Love (A&M)

* STARBUCK—Moonlight Feels Right
(Private Stock) 20-12

* QUEEN-You're My Best Friend (Elektra)
28-26

WKBW-—Buffalo

o THIN LIZZY—The Boys Are Back In Town
(Mercury)

o QUEEN-You're My Best Friend (Elektra)
* DR.HOOK-A Little Bit More (Capitol} 26-3

% CYNDIGRECO—Making Our Dreams Come
True (Private Stock) 18-8

WYSL—Buffalo

© KEITH CARRADINE—I'm Easy (ABC)

De LOURAWLS-You'll Never Find Another
Love Like Mine (Phila. Int'L)

* ABBA—MamaMia (Atlantic) 21-11
% DOROTHY MOORE—Misty Blue (Malaco)
19:10

WBZ.FM—Boston

o SYLVERS-Cotton Candy (Capitol)
® ZULEMA-ILove You (RCA)

% [SLEY BROS.~Who Loves You Better (T-
Neck) 129

* SKIP MAHONEY—Wherever You Go (ABET)
76

WGH—Washington

© BEATLES—Got ToGet You Into My Life
(Capitol)

© AEROSMITH-Last Child (Columbia)

* ABBA—Mama Mia (Atlantic) 26-13

% DOROTHY MOORE—Misty Blue (Malaco)
16-6

WVBF-FM —Boston

o AMERICA—Today's The Day (W.B.)
o AEROSMITH—Last Child (Columbia)
* GARYWRIGHT—Love Is Alive (W.B.) 20-13

% STEVE MILLER BAND—Take The Money And
Run (Capitol) 21-16

WORC—Worcester, Mass.
o NEIL DIAMOND-If You Know What | Mean
(Columbia)

o TERRY JACKS—In My Father's Footsteps
(Private Stock)

* TODD RUNDGREN—Good Vibrations
{Bearsville) 2915

* DONNYOSMOND-C'Mon Marianne
(Kolob) 24-14

WDRC —Hartford
o KEITH CARRADINE—I'm Easy (ABC)

© MANHATTANS—Kiss And Say Goodbye
(Columbia)

D ANDREATRUE CONNECTION—More, More,
More (Buddah) 28-20 .

* CAPBTAIN & TENNILLE—Shop Around (A&M)
14-

WPRO—Providence

o STARBUCK—Moonlight Feels Right
(Private Stock)

© BEACH BOYS—Rock & Roll Music (Warner/
Reprise)

* SEALS & CROFTS—Get Closer (W.B.) 20-10

* ERIC CARMEN—Never Gonna Fall In Love
Again (Arista) 28-19

Mid-Atlantic Region

® TOP ADD ONS;

NEIL DIAMOND—If You Know What | Mean
(Columbnia)

BROTHERS JOHNSON—I'll Be Good To You
(AZM)

THIN LIZZY—The Boys Are Back In Town (Mer
cury)

* PRIME MOVERS:

(D) LOU RAWLS—You'll Never find Another Love
Like Mine (Phila Int'l.}
MANHATTANS —Kiss And Say Goodbye (Colum
bia)
STARLAND VOCAL BAND-Afternoon Delight
(Windsong)

BREAKOUTS:

NEIL DIAMOND—If You Know What | Mean
(Columbia)

BROTHERS JOHNSON-I'll Be Good To You
(A&M)

THIN LIZZY-The Boys Are Back In Town (Mer
cury)

WFIL— Philadelphia

o BROTHERS JOHNSON-I'lt Be Good To You
(A&M)

® THIN LIZZY—The Boys Are Back In Town
(Mercury)

* LOURAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'l.) 22-13

D+ VICKISUEROBINSON—Turn The Beat
Around (RCA) 26-20

WIBG—Philadelphia

o JOHN HANDY—Hard Work (ABC/Impulse)

© NEIL DIAMOND—If You Know What | Mean
(Columbia)

* MANHATTANS—Kiss And Say Goodbye
(Columbia) 16-8

D+ TAVARES—Heaven Must Be Missing An
Angel (Capitol) 27-21

WIFL-FM —Philadelphi

o DR.HOOK-A Little Bit More (Capitol)

De TRAMMPS—That's Where The Happy
People Go (Atiantic)

% STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 12-4

* ERIC CARMEN—Never Gonna Fall In Love
Again {Arista) 10-7

WBBF—Rochester,N.Y.

® QUEEN-You're My Best Friend (Elektra)

® NEIL DIAMOND—If You Know What | Mean
(Columbia)

* LOU RAWLS-You'll Never Find Another
Love Like Mine (Phila. Int’l.) 29-14

D+ VICKI SUE ROBINSON—TurnThe Beat
Around (RCA) 15-6

WPGC—Washington

o STARLAND VOCAL BAND—Afternoon
Delight (Windsong)

o TODD RUNDGREN-Good Vibrations
(Bearsville)

 JOHN TRAVOLTA—Let Her In (Midtand
Int'l) 179

 KEITH CARRADINE~!'m Easy (ABC) 15-8

o DAVID RUFFIN—Everything's Coming Up
Love (Motown)

® AEROSMiTH—Last Child (Columbia)

* STEVE MILLER BAND—Take The Money And
Run(Capitol) 24-18

* MANHATTANS —Kiss and Say Goodbye
(Columbia) 14-9

© CARPENTERS—INeedToBe In Love (A&M)

De LOURAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'l.)

* STARLAND VOCAL BAND—Afternoon
Delight (Windsong) 17-9

D# ANDREA TRUE CONNECTION—More, More,
More (Buddah) 12.5

WCAO-Baltimore
o ATLANTARHYTHM SECTION—Jukin’
(Polydor}

© PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)

% BEACH BOYS—Rock & Roll Music (Warner/
Reprise) 24-20

% STEVE MILLER BAND—Take The Money And
Run(Capitof) 21-18

WYRE—Baltimore
© TODD RUNDGREN-Good Vibrations
(Bearsville)
o KEITH CARRADINE—I'm Easy (ABC)

* MANHATTANS—Kiss And Say Goodbye
(Columbia) 20-13

* GARYWRIGHT—Love Is Alive (W.B.) 139
WLEE—Richmond, Va.
© CROWN HEIGHTS AFFAIR— Foxy Lady
(Delite)

De LOURAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'l)

* STARLAND VOCAL BAND-Afternoon
Delight (Windsong) 24-12

* STARBUCK—Moonlight Feels Right
(Private Stock) 22-15

Southeast Region

® TOP ADD ONS:

NEIL DIAMOND—If You Know What | Mean
{Columbia)

QUEEN-You're My Best Friend (Elektra)
NEIL SEDAKA—Steppin' Qut (Rocket)

* PRIME MOVERS:

BEATLES—Got To Get You Into My Life (Capi
tol)

BROTHERS JOHNSON—I'll Be Good To You
(A&M)

MANHATTANS—Kiss And Say Goodbye (Colum
bia)

BREAKOUTS

NEIL DIAMOND-If You Know What | Mean
(Columbia)

QUEEN-You're My Best Friend (Elektra)
ENGLAND DAN/JOHN FORD COLEY—I'd Really
Love To See You Tomght (Big Tree)

WQXi—Atianta

De SILVER CONVENTION—Get Up And Boogie
(Midland tnt'l)

o NEiL SEDAKA—Steppin’ Qut (Rocket)
* GARYWRIGHT—Love Is Alive (W.B.) 15-4

- % BROTHERS JOHNSON-1'll Be Good To You
(A&M) 10-7

193 (WZGC-FM)—Atlanta
® QUEEN-You're My Best Friend (Elektra)
o NEILSEDAKA—Steppin' Out (Rocket)
* GARYWRIGHT—Love Is Alive (W.B.) 12-6

* BROTHERS JOHNSON-Ill Be Good To You
(A&M) 14-9

WBBQ—Atlanta
o BOBBY GOLDSBORO—A Butterfly For
Bucky (U.A.)

o NEILDIAMOND—If You Know What | Mean
{Columbia)

* STEVE MILLER BAND—Take The Money And
Run (Capitol) 19-10

* ABBA—Mama Mia (Atlantic) 12-7
WFOM—Atlanta

® JOHN TRAVOLTA—Let Her In(Midland Int'l}

o ENGLAND DAN/JOHN COLEY—See You
Tonight (Big Tree)

% MANHATTANS - Kiss And Say Goodbye
(Columbia)9-2

% BEATLES—Got To Get You Into My Life
(Capitol) 25-19

WSGA-S h, Ga.
® CANDISTATON—Young Hearts Run Free
(WB)

© PETER FRAMPTON—Baby | Love Your Way
(A&M)
D ANDREA TRUE CONNECTION—More, More,
More (Buddah) 12-8

* THINLIZZY-The Boys Are Back InTown
{Mercury)21-17
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o STARBUCK—Moonlight Feels Right
(Private Stock)

® STEVE MILLER BAND—Take The Money And
Run (Capitol)

* DARYL HALL & JOHN OATES—Sara Smile
(RCA)16-12

* CAPTAIN & TENNSLLE-Shop Around (A&M)
10-7

Y-100 (WHYI-FM)—Miami

o STARLAND VOCAL BAND—Afternoon
Delight (Windsong)

® MARVIN GAYE—!Want You (Tamla)

% MANHATTANS—Kiss And Say Goodbye
(Columbia) 18-11

* CAPTAIN & TENNILLE- Shop Around (A&M)
21-18

B1105 (WBJW-FM)—0rlando

® FIREFALL-Livin' Ain't Livin’ (Atlantic)

o ENGLAND DAN/JOHN COLEY—|'d Really
Love To See You Tonight (Big Tree)

* BEATLES—Got To Get You Into My Life
(Capitol) 30-20

* THIN LIZZY-The Boys Are Back In Town
(Mercury) 16-11

Q-105 (WRBQ-FM)—Tampa, St. Petershurg

© JOHN TRAVOLTA—Let Her In (Midland
Int'l.)

o NEIL DIAMOND-If You Know What | Mean
(Columbia)

* ABBA—Mama Mia (Atlantic) HB-20

* PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca) HB-25

WQPD—Lakeiand, Fla.

o PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca)

* STARLAND VOCAL BAND--Afternoon
Delight (Windsong) 16-8

* BROTHERS JOHNSON- 'l Be Good To You
(A&M)12-5

WORD—Spartanburg, S.C.

© NEIL DIAMOND-If You Know What | Mean
(Columbia)

o BOBBYBLAND—It Ain't The Real Thing
(ABC)

 PARLIAMENT—Tear The Roof Off The
Sucker (Casablanca) HB-12

% NATALIE COLE—Sophisticated Lady
(Capitol) 8-3

WLAC—Nashville

De ANDREA TRUE CONNECTION—More, More,
More (Buddah)

o ENGLAND DAN/JOHN COLEY—I'd Really
Love To See You Tonight (Big Tree)

* THIN LIZZY—The Boys Are Back In Town
(Mercury) 25-17

* BROTHERS JOHNSON-I'll Be Good To You
(A&M) 15-9

WMAK —Nashviile

© BEATLES—Got To Get You IntoMy Life
(Capitol)

o NEIL DIAMOND—If You Know What | Mean
(Columbia)

* STARBUCK—Moonlight Feels Right
(Private Stock) 24-18

 STEVE MILLER BAND —Take The Money And
Run (Capitol) 18-13

WHBQ—Memphis

© MANHATTANS=~ Kiss And Say Goodbye
(Columbia)

* ERIC CARMEN—Never Gonna Fail In Love
Again (Arista) 29-18

* STARBUCK—Moonlight Feels Right
(Private Stock) 17-12

WMPS—Memphis

© NEIL DIAMOND-If You Know What | Mean
(Columbia)

o NEIL SEDAXA—Steppin’ Qut (Rocket)

* BEATLES—Got To Get You Into My Life
(Capitol) 28-8

* STARLAND VOCAL BAND—Afternoon
Denght (Windsong) 34-18

WMF)—Daytona Beach

o WALTER MURPHY & THE BIG APPLE
BAND-AFifth Of Beethoven (Private
Stock)

© KEITH CARRADINE—I'm Easy (ABC)

* GARYWRIGHT—Love Is Alive (W.B.) 15-7

* BRASS CONSTRUCTION—Movin'(U.A) 30-
24

WAPE—Jacksonville

© ENGLAND DAN/JOHN COLEY—-I'd Really
Love To See You Tonight (Big Tree)

.
* AMERICA-Today's The Day (W.B.)19-9

* STARLAND VOCAL BAND - Afternoon
Delight (Windsong) 10-2

WAYS—Charlotte

o KEITH CARRADINE—I'm Easy (ABC)

© QUEEN—You're My Best Friend (Elektra)

% CATEBROS.Union Man (Elektra) 14.7

* CHEECH & CHONG—Framed (Ode) 24-20
WKIX—Raleigh, N.C.

© CARPENTERS—INeed ToBe In Love (A&M)

o NEILDIAMOND-IfYou Know What | Mean
(Columbia)

D% ANDREA TRUECONNECTION—More, More,
More (Buddah) HB-24

% JOHN TRAVOLTA—Let Her In (Midland int'l)
HB-25

WTO0B—Winston/Salem

De TAVARES—Heaven Must Be Missing An
Angel (Capitol)

©® ARROGANCE-Open Window (Vanguard)
* GARYWRIGHT—Love Is Alive (W.B.) 1613

* DOOBIE BROS.—Takin' it To The Streets
(W.B.)18-15

o WALTER MURPHY & THE BIG APPLE
BAND--A Fifth Of Beethoven (Private
Stock)

o QUEEN—You're My Best Friend (Elektra)

% MANHATTANS - Kiss And Say Goodbye
(Columbia) HB-24

% BEATLES—Got To Get You Into My Life
(Capitol) HB-25

WGOW-—Chattanooga
o TODDRUNDGREN-Good Vibrations
(Bearsville)

© BEATLES-Got To Get You Into My Life
(Capitol)

* CAPTAIN & TENNILLE—Shop Around (A&M)
16-7

*
WERC—Birmingham
De ANDREATRUE CONNECTION—More, More,
More (Buddah)
o QUEEN—You're My Best Friend (Elektra)
* AMERICA—Today's The Day (W.B.) 20-14

* CANDISTATON—Young Hearts Run free
(W.B)13-8

WSGN—Birmingham
® FIREFALL—Livin" Ain't Livin’ (Atlantic)

o NEILDIAMOND-If You Know What | Mean
(Columbsa)

D* ANDREATRUE CONNECTION—More, More.
More (Buddah) 23-10

* MANHATTANS—Kiss And Say Goodbye
(Columbia) 14-2

WHHY—Montgomery
© SONS OF CHAMPLIN—Hold On (Ariola
America)

De LOURAWLS—You'll Never Find Another
Love Like Mine (Phila. Int'L.)

 BROTHERS JOHNSON-I'll Be Good To You
(A&M) 14-3

D+ TAVARES—Heaven Must Be Missing An
Angel (Capitol) 19-9

KARY—Little Rock
o STARLAND VOCAL BAND—Afternoon
Delight (Windsong)

o STARBUCK—Moonlight Feels Right
(Private Stock)

% NEIL SEDAKA—Love In The Shadows
(Rocket)22-14

* BRASS CONSTRUCTION—Movin' (U.A.) 24-
19
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Chris Hillman’s
Slippin’ Away.

He's been doing it for years—from the

Byrds to the Burritos to Manassas to

Souther, Hillman, Furay. And each time he's

gotten a little closer to himself. Now he's

recorded his first solo album and his search

IS Over. o , -

Try Shippin” Away, featuring Chris’ new single e SLIPPIN
release 'Step On Out'(E-45330). It's where G AWAY
you'll find what he found. CHRIS HILLMAN. ON "asylum
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Billboard Album Radio Action

Playlist Top AdOns @ Top Requests/Airplay * Regional Breakouts & National Breakouts
Top Add Ons-National

ADD ONS—The four key prod-
ucts added at the radio stations
listed; as determined by station
personnel.

TOP REQUESTS/AIRPLAY—
The four products registering
the greatest listener requests
and airplay; as determined by
station personnel.
BREAKOUTS—Billboard Chart
Dept. summary of Add Ons and
Requests/Airplay information
to reflect greatest product ac-
tivity at regional and national
levels.

Western Region

® TOPADD ONS

JEFF BECK-Wired (Epic)

MARSHAL TUCKER BAMD-Long Hard Ride
(Capricorn)

CARLY SIMOMN —Another Passenger (Elektra)
GORDON LIGHTFOOT—Summertime Dream
(Warner/Repnse)

A TOP REQUEST/AIRPLAY:

STEVE MILLER—Fly Like An Eagle (Capitol)
WINGS—At The Speed Of Sound (Capitol)
PETER FRAMPTON—Frampton Comes Alive
(A&M)

BOZ SCAGGS —Silk Degrees (Columbia)

BREAKOUTS:

JEFF BECK—Wred (Epic)

MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)

CARLY SIMON—Another Passenger (Elektra)
BEN SIDRAN~Free n America (Ansta)

KMET-FM—Los Angeles

© CARLY SIMON-Another Passenger
(Elektra)

© MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)

® BEATLES—Rock'n'Roll (Capiotol)

© JAYFERGUSON-AIl Alone InThe End Zone
{Asylum)

e R.E.0.—(Epic)

[ ]

% WINGS - At The Speed Of Sound (Capitol)

+ AEROSMITH—Rocks {Columbia)

+ PETER FRAMPTON—Frampton Comes Alive
(A&M)

+ DOOBIE BROTHERS—Takin' It To The
Streets (Warner Bros.)

KMET-FM—Los Angeles

® JEFFBECK—Wired (Epic)

o STONEGROUND-Flat Qut (Flat Qut
Records)

[ ]
4 STEVE MILLER—Fly Like An Eagle (Capitol)

+* ROLLING STONES—Black And Blue (Rolling
Stones)

* FLEETWOOD MAC—(Reprise)

# AMERICA—Hideaway (Warner Bros.)
KSML-FM—Lake Tahoe/Reno

© TRACY NELSON-Time Is On My Side (MCA)
JERRY JEFF WALKER-It's A Good Night For
Singing {(MCA)
JANHAMMER—-Oh Yeah{Nemperor)
BEN SIDRAN—Free In America (Arista)

ARETHA FRANKLIN—Music From The
Mation Picture Sparkle (Atlantic)

© HAWAIIAN GUITAR-Hot Shot (Blue Goose)

% DONNICKS—Gone Too Long (Cream)

+* GRAHAM PARKER—Howlin' Wind
{Mercury)

+ CURTIS MAYFIELD - Give, Get, Take And
Have (Curtom)

+* MICHAEL URBANIAK—Body English
(Arista)

KGB-FM—San Diego

® AEROSMITH—-Rocks (Columbia}

® JEFFBECK—Wired (Epic)

® CRUSADERS-Those Southern Knights
{Blue Thumb/ABC)

® J_GEILS—Blow Your Face Out (Atlantic)

© GORDON LIGHTFOOT~Summertime
Dream (Warner/Reprise)

® ROGER McGUINN-Cardiff Rose
(Columbia)

* PETER FRAMPTON—Frampton Comes Alive
(A&M)

* WINGS—At The Speed Of Sound (Capitol)
 FLEETWOOD MAC—(Reprise)
* BOZSCAGGS~Silk Degrees(Columbia)

MARSHAL TUCKER BAND—Long Hard Ride (Capricorn)

GORDON LIGHTFOOT—~Summertime Dream (Warner/Reprise)

CARLY SIMON-—Another Passenger (Elektra)

SOUTHSIDE JOHNNY & THE ASBURY JUKES—I| Don’t Wanna Go Home (Epic)

KISW-FM—Seattle

Based on station playlists through Thursday (6/17/76)

Top Requests /Airplay-National

STEVE MILLER—Fly Like An Eagle (Capitol)

BLUE OYSTER CULT—Agents Of Fortune (Columbia)
STEELY DAN—Royal Scam (ABC)
ROGER McGUINN—Cardiff Rose (Columbia)

KLBJ-FM —Austin

WCOL-FM~Columbus

National Breakouts

MARSHAL TUCKER BAND—Long Hard Ride (Capricorn)
GORDON LIGHTFOOT—Summertime Dream (Warner/Reprise)

WARREN ZEVON-(Asylum)

BEN SIDRAN—Free In America (Arista)

WKDA-FM -~ Nashville

WOUR-FM—Syracuse/Utica

® BLUE OYSTER CULT—-Agents Of Fortune
(Columbia)

© CARLY SIMON-Another Passenger
(Elektra)

JEFF BECK-Wired (Epic)

*

STEVE MILLER~Fly Like An Eagle (Capitol)

# THINLIZZY-Jailbreak (Mercury)

4 BOZSCAGGS-Silk Degrees (Columbia)

* GEORGE BENSON—Breezin' (Warner Bros.)
KOME-FM—San Jose

® GORDONLIGHTFOOT—Summertime
Dream (Warner/Reprise)
BAKER GURVITZ ARMY—Hearts On Fire
(Atco)
TERRY RE{D—Seed Of Memory (ABC)
BEN SIDRAN~Free In America (Arista)
AN MATHEWS— Go For Broke (Columbia)
MARSHAL TUCKER BAND - Long Hard Ride
(Capricorn)
+ STEVE MILLER~Fly Like An Angel (Capitol)
4 STEELY DAN—Royal Scam (ABC)
4% WINGS—At The Speed Of Sound (Capitol)
* BOB MARLEY & THE WAILERS—Rastaman
Vibration (Island)

Southwest Region

® TOP ADD ONS:

MARSHAL TUCKER BAND-Long Hard Ride
(Capricorn)

GORDON UIGHTFOOT—Summertime Dream
(Warner/Reprise)

BAKER GURVITZ ARMY —Hearts On Fire (Atco)
URIAH HEEP—High And Mighty (Bronze/
Wamer Bros )

X TOP REQUEST/AIRPLAY

STEVE MILLER—Fly Like An Eagle (Capitol)
CHRIS HILLMAN-Slippin' Away (Asylum)

STEELY DAM—Royal Scam (ABC)
BLUE QYSTER CULT—Agents Df Fortune (Co
lumbia)

BREAKOUTS:
MARSHAL TUCKER BAND-Long Hard Ride
{Capricorn)
GORDON LIGHTFOOT—Summertime Dream
(Warner/Reprise)
BAKER GURVITZ ARMY~Hearts On Fire (Atco)
JERRY JEFF WALKER—It's A Good Night For
Singing (MCA)

KSHE-FM—St. Louis

® MARSHALL TUCKER BAND—Long Hard
Ride (Capricorn)
URIAH HEEP—High And Mighty (Bronze/
Warner Bros.)
BAKER GURVITZ ARMY—Hearts On Fire
(Atco)
SYNERGY - Sequencer (Passport)
© |AN GILLAN BAND—Child In Time (Polydor)
® GORDONLIGHTFOOT—-Summertime
Dream (Warner/Reprise)
+ BOBSEGER & THE BULLET BAND—Live
Bullet {Capitol)
+ CHRIS HILLMAN—Stippin' Away (Asylum)
# STEVE MILLER—Fly Like an Eagle (Capitol)
* BLUE OYSTER CULT—Agents Of Fortune
(Columbia)
KADI-FM—St. Louis
© GORDONLIGHTFOOT—Summertime
Dream (Warner/Reprise)
® ANGEL-Helluva Band (Casablanca)
® CARLY SIMON-Another Passenger
{Elektra)
© MARSHALL TUCKER BAND - Long Hard
Ride (Capricorn)
[ ]
[ ]
+ CHRIS HILLMAN—Slippin’ Away (Asylum)
% JETHRO TULL—Too Old To Rock'n'Rall; Too
Young To Die {Chrysatis)
4 STEVE MILLER—Fly Like An Eagle (Capitol)
+ JEFFERY COMMONOR—A Rumor [n My Own
Time (Epic)
KZEW-FM - Dallas

© BAKER GURVITZARMY—Hearts OnFire
(Atco)

© MARSHAL TUCKER BAND~ Long Hard Ride
(Capricorn)

® JERRYJEFFWALKER—It's A Good Night For
Singing (MCA)

® FELIX PAPPALARDI & CREATION - (A&M)

® ROGER McGUINN-Cardiff Rose
{Columbia)

© GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

+ STEELY DAN—Royat Scam (ABC)

* TODD RUNDGREN-Faithful (Bearsville)

* WINGS—At The Speed Of Sound (Capitol)

+ ALAN PARSONS PROJECT—Tales Of
Mystery & tmagination (20th Cent.)

® MARSHALL TUCKER BAND— Long Hard
Ride (Capricorn)

® GORDONLIGHTFOOT—Summertime
Dream (Warner/Reprise)

® McCOY TYNER—Fly With The Wind
(Milestone)

® JERRY JEFF WALKER-(t's A Good Night For
Singing (MCA)

URIAH HEEP~High And Mighty (Bronze/
Warner Bros.)

e CITY BOY-(Vertigo Import)
+ STEELY DAN—Royal Scam (ABC)
* STEVE MILLER—Fly Like An Eagle (Capitol)

* CHARLIE DANIELS BAND—-Saddle Tramp
(Epic)

# ANDY PRATT—Resolution (Nemperor)

Midwest Region

® TOP ADD ONS:

MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn)

URIAH HEEP—High And Mighty (Bronze/
Wamer Bros.)

FELIX PAPPALARDI & CREATION-(A&GM)
CARLY SIMON—Another Passenger (Elektra)

*TOP REQUEST/AIRPLAY
AEROSMITH—Rocks (Columbia)
HEART—Dreamboat Annie (Mushroom Rec
ords)

BLUE OYSTER CULT-Agents Of Fortune (Co
lumbia)
TODD RUNDGREN—Faithful (Bearsville)

BREAKOUTS:

MARSHAL TUCKER BAND—Long Hard Ride
{Capnicorn)

URAH HEEP-High And Mighty (Bronze/
Warner Bros.)

WARREN ZEVON-—-(Asylum)

BEN SIDRAN—Free In America (Ansta)

WABX-FM —Detroit

® SYNERGY—Sequencer (Passport)

© MARSHALL TUCKER BAND—Long Hard
Ride (Capricorn)

o URIAH HEEP—High And Mighty (Bronze/
Warner Bros.)

FELIX PAPPALARDI & CREATION - (A&M)

SOUTHSIDE JOHNNY & THE ASBURY
JUKES—1Don't Wanna Go Home (Epic)

BAKER GURVITZ ARMY—Hearts OnFire
(Atco)

% BOG SEGER & THE BULLET BAND—Live
Bullet {Capitol}

* RUNAWAYS—(Mercury)
* WARREN ZEVON - (Asylum)

% JETHRO TULL—Too OId To Rock'n'Roll; Too
Young To Die (Chrysalis)

WMMS-FM—Cleveland

© ANDY PRATT—Resolution (Nemperor}
® ANGEL—Helluva Band (Casablanca)
o BEN SIDRAN—Free In America (Arista)

o CARLY SIMON—Another Passenger
(Elektra)

CHARLIE BLEAK—Let Me In (Pickwick)

MARSHALL TUCKER BAND— Long Hard
Ride (Capricorn)

* AEROSMITH—Rocks (Columbia)
* TODD RUNDGREN-Faithful (Bearsville)
% STEELY DAN—Royal Scam (ABC)

* BLUE OYSTER CULT—Agents Of Fortune
(Columbia)

WIMF-FM—Milwauk

MARSHALL TUCKER BAND—Long Hard
Ride (Capricorn)

GORDON LIGHTFOOT-Summertime
Dream (Warner/Reprise)

CHARLIE BLEAK —Let Me In (Pickwick)
LIBRA—Winter Days Night (Motown)

URIAH HEEP—High And Mighty (Bronze/
Warner Bros.)

DON NICKS—Gone Too Long (Cream)

4 HEART—Dreamboat Annie (Mushroom
Records)

4 NAARETH—Close Enough For Rock'n'Roll
(AsM)

4 AEROSMITH—Rocks (Columbia)
4 JOEWALSH-You Can't Argue With A Sick
Mind (ABC)

Southeast Region

® TOP ADD ONS

JEFF BECK—Wired (Epic)

SOUTHSIDE JOHNNY & THE ASBURY JUKES-|
Don't Wanna Go Home (Epic)

GORDON  LIGHTFOOT—Summertime Dream
{Warner/Reprise)

MARSHAL TUCKER BAND—Long Hard Ride
(Capricorn}

A TOP REQUEST/AIRPLAY

STEVE MILLER-Fly Like An Eagle (Capitol)
STEELY DAN-—Royal Scam (ABC)

JETHRO TULL-Too Old To Rock'n'Roll Too
Young To Die (Chrysalis)

SOLUTION—Cordon Bleu (Rocket)

BREAKOUTS:
JEFF BECK—Wired (Epic)
SOUTHSIDE JOHNNY & THE ASBURY JUKES—(
Oon't Wanna Go Home (Epic)
GORDON  LIGHTFOOT—Summertime Dream
(Warner/Reprise)
BLUE OYSTER CULT—Agents Of Fortune (Co
lumbia}

WMAL-FM—Washingt

® CARLY SIMON—Another Passenger
(Elektra)

FELIX PAPPALARD! & CREATION—- (A&M)

JAY FERGUSON—AIl Alone In the End Zone
(Asylum)

KINKS—Greatest Hits, Celluloid Heroes
(RCA)

MARSHALL TUCKER BAND— Long Hard
Ride (Capricorn)

URIAH HEEP —High And Mighty (Bronze/
Warner Bros.)

* BLUE OYSTER CULT—Agents Of Fortune
(Columbia)

* AEROSMITH—Rocks {Columbia)

+ HEART—Dreamboat Annie (Mushroom
Records)

* TODD RUNDGREN—Faithful (Bearsville)
WXRT-FM~Chicago

© MARSHALL TUCKER BAND—Long Hard
Ride (Capricorn)

GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

GRAHAM PARKER—Howlin' Wind
(Mercury)

WARREN ZEVON—(Asylum)

BEN SIDREN—Free In America (Arista)
CATALYST-Tear And A Smile (Muse)
BOZ SCAGGS—Silk Degrees{Columbia)
+ THIN LIZZY-Jailbreak (Mercury)

+ BOB MARLEY & THEWAILERS—Rastaman
Vibrations (Island)

* HEART-Dreamboat Annie (Mushroom
Records)

*

© GORDON LIGHTFOOT--Summertime
Dreams {Warner/Reprise)

CARLY SIMON—Another Passenger
(Elektra) o

JEFFBECK—Wired (Epic)

SOUTHSIDE JOHNNY & THE ASBURY
JUKES—1Don't Wanna Go Home (Epic)

® TRACY NELSON—Time Is On My Side (MCA)
® BEATLES—Rock'n'Roll (Capitol)
+ STEELY DAN~Royal Scam (ABC)
4 STEVE MILLER—Fly Like An Eagle (Capitol)

* JETHRO TULL—Tao Old To Rock'n'Roll; Too
Young To Die (Chrysalis}

% WINGS—At The Speed Of Sound (Capitol)
WKTK-FM—Baltimore

® JEFFBECK—Wired (Epic)

® SOUTHSIDE JOHNNY & THEASBURY
JUKES—|Don't Wanna Go Home {Epic)

o LARRY CORYELL & 11 HOUSE—Aspects
(Arista)

® BLUE OYSTER CULT—Agents Of Fortune
{Columbia)

© RONNIE LAWS—Fever (Bluenote)
® NATURAL GAS—(Private Stock)
+ JEFF BECK—Wired (Epic)

+ HEART—-Dreamboat Annie (Mushroom
Records)

+ SOLUTION-Cordon Bleu (Rocket)
* STEVE MILLER—Fly Like An Eagle (Capitol)
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MARSHAL TUCKER BAND - Long Hard Ride
(Capitol)

GORDON LIGHTFOOT-Summertime
Dream (Warner/Reprise)

URIAH HEEP—High And Mighty (Bronze/
Warner Bros.)

BLUE OYSTER CULT—Agents Of Fortune
(Columbia)

JOHNNY & EDGAR WINTER-Together
(Blue Sky)

IAN MATTHEWS—Go For Broke (Columbia)
FLEETWOOD MAC— (Reprise)

* ROLLING STONES—Black And Blue (Rolling
Stones)

LED ZEPPELIN—Presence (Swan Song)

CHARLIE DANIELS BAND—Saddle Tramp
(Epic)

WORJ-FM—0rlando

© WARREN ZEVON— (Asylum)
® TERRYREID—Seed Of Memory (ABC)

© MARSHALL TUCKER BAND~Long Hard
Ride (Capricorn)

® AEROSMITH—Rocks (Columbia)

© MARTHAVELEZ~Escape From Babylon
(Sire)

® CHRIS HILLMAN—Slippin' Away (Asylum)

* BOBMARLEY & THE WAILERS—Rastaman
Vibration (Island)

* SONS OF CHAMPLIN—A Circle Filled With
Love (Ariola America)

* FIREFALL—(Atlantic)
* STEELY DAN—-Royal Scam (ABC)

Northeast Region

® TOP ADD ONS

GORDON  LIGHTFOOT—Summertime Dream
(Warner/Reprise)

MARSHAL TUCKER BAND-Long Hard Ride
(Capricorn)

CARLY SIMON—Another Passenger (Elektra)
SOUTHSIDE JOHNNY & THE ASBURY JUKES -1
Don't Wanna Go Home (Epic)

*

* %

A TOP REQUEST/AIRPLAY:

STEVE MILLER—Fly Like An Eagle (Capitol)
BILLY JOEL-Turnstiles (Columbia)}

ROGER McGUINN—Cardiff Rose (Columbia)
DOOBIE BROTHERS—Takin' It To The Streets
(Warner Bros.)

BREAKOUTS

GORDON  LIGHTFOOT—Summertime Dream
(Warner/Repnise)

SOUTHSIDE JOHNNY & THE ASBURY JUKES—|
Don't Wanna Go Home (Epic)

CURTIS BROTHERS - (Polydor)

WARREN ZEVON—(Asylum)

WNEW-FM—New York

© JOHN HARTFORD—Mark Twang (Flying
Fish)

© WARREN ZEVON— (Asylum)

PETERALLEN—Taught By Experts (A&M)

STANLEY TURRENTINE - Everybody Come
On Out (Fantasy)

BEN SIDRAN—Free In America (Arista)

® GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

* SOUTHSIDE JOHNNY & THEASBURY
JUKES—~IDon't Wanna Go Home (Epic)

" % BILLY JOEL—Turnstiles (Columbia)

+* RDGER McGUINN—Cardiff Rose
{Columbia}

+ ROLLING STONES—Black And Blue (Rolling
-Stones)

WBAB-FM—Babylon
® CHARLIE-Fantasy Girl (Columbia)

® CLIFFRICHARD—('m Nearly Famous
{Rocket)

® CARLY SIMON—Another Passenger
(Elektra)

SOUTHSIDE JOHNNY & THEASBURY
JUKES—1Don't Wanna Go Home {Epic)

CURTIS BROTHERS— (Polydor)

CHEECH & CHONG—Sleeping Beauty (Ode)
STEELY DAN—Royal Scam (ABC)

% BILLY JOEL—Turnstiles (Columbia)

4 STEVEMILLER—Fly Like An Eagle (Capitol)

+ BLUEOQYSTER CULT—Agents Of Fortune
{Columbia)}

* o e

© MARSHALL TUCKER BAND—Long Hard
Ride (Capricorn)

® SOUTHSIDE JOHNNY & THEASBURY
JUKES—-IDon'tWanna Go Home (Epic)

® BILLY JOE SHAVER—When | Get Wings
(Capricorn)

SYNERGY-Sequencer (Passport)
® DIGA RHYTHM BAND-Diga (Round)

FLYING BURRITO BROTHERS—Airborne
(Columbia)

* ANDY PRATT—Resolution (Nemperor)

+ CHARLIE DANIELS BAND—Saddle Tramp
(Epic)

* JOECOCKER-Stingray (A&M)
4 THINLIZZY-Jailbreak (Mercury)
WMMR-FM —Philadelphia

© ANDY PRATT—Resolution (Nemperor)
© WARREN ZEVON—(Asylum)
® WILD TCHOUPITOULAS—(lsiand)

CARLY SIMON—Another Passenger
(Elektra)

MARSHAL TUCKER BAND— Long Hard Ride
(Capricorn)

GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

+# BOZ SCAGGS—Silk Degrees (Columbia)
# STEVE MILLER—Fly Like An Eagle {Capitol)
4 BILLY JOEL-Turnstiles (Columbia)
* CAMEL—Moonmadness (Janus)

WLIR-FM —New York

® JEFFBECK—Wired (Epic)
FELIX PAPPALARD! & CREATION— (A&M)

MARSHAL TUCKER BAND— Long Hard Ride
(Capricorn)

CARLY SIMON—Another Passenger
(Elektra)

CURTIS BROTHERS—(Polydor)
JANHAMMER—Oh Yeah (Nemperor)
* ANDY PRATT—Resolution (Nemperor)

* DOOBIE BROTHERS—Takin' It To The
Streets (Warner Bros.)

* STEELY DAN—Royal Scam (ABC)
* STEVE MILLER—Fly Like An Eagle (Capitol)
WHCN-FM—Hartford

® WILD TCHOUPITOULAS-(Island)
o CURTIS BROTHERS—(Polydor)

o JERRYJEFF WALKER—It's A Good Night For
Singing{MCA)

® |AN GILLAN BAND—(Polydor)

© JAYFERGUSON—AIl Alone In The End Zone
(Asylum)

o SOUTHSIDE JOHNNY & THEASBURY
JUKES—I Don't Wanna Go Home (Epic)

+ JAN MATHEWS - Go For Broke (Columbia)

+* ROGER McGUINN-Cardiff Rose
(Columbia)

% STEVE MILLER—Fly Like An Eagle (Capitol)
* BEN SIDRAN—Free In America (Arista)
CHUM-FM —Toronto

© CHRISHILLMAN-Slippin’ Away (Asylum)

® GORDONLIGHTFOOT—Summertime
Dream (Warner/Reprise)

+* GORDON LIGHTFOOT—Summertime
Dream (Warner/Reprise)

* DOOBIE BROTHERS—Takin' {t To The
Streets (Warner Brothers)

+ AEROSMITH—Racks (Columbia)

% JOHN SEBASTIAN-Welcome Back
{Warner/Reprise)
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SIGNING SPREE—KHJ morning air
personality Charlie Van Dyke signs
a cartoon of himself at the Palm
Restaurant in Los Angeles. Van
Dyke, program director as well of
the Top 40 station, is one of the few
radio men honored with a cartoon in
the restaurant.

JAM Serves Up
2 Jingle Series

DALLAS—JAM Productions has
introduced two new jingle series—
“LogoSet” for Top 40 and up-tempo
MOR formats and “The Best Coun-
try” for contemporary country sta-
tions.

“LogoSet” was created for WABC
in New York, and is now being used
on WPGC in Washington and
KOVO in Provo. Utah, says Jona-
than Wolfert, head of the company.

“The Best Country” was piloted
by Plough Broadcasting and is now
on the air at such stations as WIID
in Chicago and WPLO in Atlanta.

All of the jingles were designed to
lead into music. Among the other
jingles packages offered by JAM are
“Dimension Two™ for personality
formats; “Magic Music” for soft-
rock stations such as WMGK in
Philadelphia; *Priority One.” a
shotgun series; “Back Seat Music”
for oldie formats, and “Country
Jam” for country stations.

Oldies Fade From
KIXL In Austin

AUSTIN, Tex.—KIXL, a 1,000-
watt station located at 970 on the
dial, has dropped its oldie format
and switched to gospel music and re-
ligion, according to C. Brunner
Smith, director of Advance Inc.
which owns the daytime station.
George Carey, formerly with KEFC
in Waco, is the new station manager
and David Jones is program direc-
tor.

student body is female, he says.

is studying radio production,”

burelli
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' More Women Into Radio

LOS ANGELES—More and more women are getting into radio.
Howard G. Townsend, president and director of the Don Martin
School Of Communications here, says more women are registered at
the school now than in its 39-year history. Approximately 11% of the

“Another interesting aspect is that a number of the women are al-
ready employed at radio stations, but are studying to improve their
positions. For instance, Maxine Bracey, community relations director
of KHJ is studying interview techniques and voice improvement.
Sharon Owens, newscaster at KMPC, is studying vocal development
and delivery. Jean Tillman, community relations director at KDAY,

Others studying radio at the school include Samantha Dolenz, for-
mer wife of Mickey Dolenz of the Monkees, and tennis star Jan Tam

The situation is indicative that women are “no longer willing to ac-
cept the standard secretarial position” in radio, but definitely want to
take “an active role in the talent and techmcal areas of broadcastmg

Radio-TVProgramming

Miami’s WIOD Changes Its Face

New Personnel Follow a Single Edict: Be Entertaining

By CLAUDE HALL

LOS ANGELES—How do you
achieve an image of being THE ra-
dio station in any given market?

The whole idea is to entertain,”
say Jim Gallant, program director of
Miami’s WIOD at 610 on the dial
with 5,000 watts. “The purpose of ra-
dio—in my mind anyway—is to en-
tertain, as well as to do all of the
other things that a radio station

strongly about oldies than Bonne-
ville does.”

Music director of WIOD is Yo-
landa Parapar. a veteran of the sta-
tion. Parapar slates every record in
sequence for the air personalities.

But both Gallant and Anderson
admit that there’s enormous le-
niency. Mike Reineri, the 6-10 a.m.
personality, has been known to play

WIOD: Wonderful Isle Of Dreams!

should do like inform the public
with news and public service fea-
tures and events and serve as you
must serve, according to FCC regu-
lations.

“However, as an entertainment
medium, you acquire people on the
air who can entertain and start
building from there.”

Gallant programmed in his career
both WLW in Cincinnati and
KMBZ in Kansas City. Both stations
are “image” stations; both are MOR
personality stations. Gallant wants
to achieve the same image and suc-
cess with WIOD.

“I think you build a radio station
that’s similar to a WLW or a
KMBZ—the same type of MOR per-
sonality station—by getting as good
staff of personalities as you can find.
It’s the same procedure we followed
at WLW. We had some really good
people on the air there.

“Then, you start exposing these
good air personalities to the listen-
ers.

“And hopefully, over a period of
time, they become friends and tune
in to listen to these people that they
know and be entertained by them.”

WIOD recently celebrated its 50th
anniversary; the station is managed
by Joe Abernathy, a vice president
of Cox Broadcasting. Operations
manager of both WIOD and its
automated beautiful music sister sta-
tion WAIA at 97.3 on the FM dial is
Al Anderson.

Gallant went to WIOD in March
1975; he hired Anderson as a week-
end personality a few months ago
and shortly afterwards gave him the
additional responsibilities. Today,
Anderson also supervises most of the
music on the AM station.

The FM station features a modi-
fication of the Bonneville MOR
package; “we were the pilot station,”
says Anderson. He puts on, via carts,
four songs an hour that are not from
the programming service “and we
also make up reels, stuff trom the
past three or four years that appeals
strongly to this market. I feel more
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the same record more than once on
his show. “He can play a cut three or
four times in a row, if it works,” says
Gallant. Bill Calder, the 2-6 p.m.
personality, has a music list pro-
vided him every day, “but he’s not
going to follow it,” says Anderson.

Calder, in fact, may play—and, in
fact, usually does—something ex-
tremely off the wall. He calls the seg-
ment, a daily feature, “The Big Spin-
off.” It’s like a battle of the bands,
except that a couple of weeks ago the
Pocono Mountaineers with the “*Po-
cono Polka” were the four-time
champs over a four-day stretch.

Listeners actually call in and vote
and their comments are aired on the
show and, would you believe, a large
part of them take the voting seri-
ously?

The air personalities follow no
time clock, though Anderson admits
that “we would like them to come
out of the news with a record of
course, if they have a great *bit’ that
they want to do ... well. ..."

Calder and Big Wilson, who does
the 10 a.m.-2 p.m. show, are desert-
ers from the concrete canyons of
New York. Reineri has worked
many major markets, last with
WIXY in Cleveland. “Mike had
wanted to live in Miami for a long
time,” says Gallant, “‘thus was will-

station,” says Gallant. “You gener-
ally need new personalities because
the people who're there may not be
good enough, otherwise you
wouldn’t be coming in to try to turn
the station around in the first place.

“So, you always look for the best
possible talent. We were fortunate to
get four extremely strong, talented
guys in Mike Reineri, Big Wilson,
Bill Calder, and talk-host Larry
King to join WIOD.” Bob Gordon,
who has been deeply involved in tv
in the market, does the 6-8:30 show,
followed by the Alan Courtney talk
segment to | a.m. and King talking
in the all-night slot.

On Sunday 6-8 a.m., there’s a duo
show hosted by Anderson and Gal-
lant. “We don’t even get paid extra,”
says Gallant with the tongue-in-
cheek tone that they are getting paid
exactly what the show is worth. “We
do it to vent creative energies.”

“Well, in any case the staff loves
it. It gives them a chance to jJump on
us,” says Anderson.

There’s a feeling of camaradie at
the station—"tremendous support
among the guys .. . alot of interplay
on the air. . . they're devoted to their
station and to entertaining people.”
says Gallant. “Bill Calder will some-
times call up a Mike Reineri and
pretend to be someone else and put
him on.”

When Gallant took over the sta-
tion, there was little camaraderie.
“The news department and Alan
Courtney were the two strongest ele-
ments. Courtney has a strong follow-
ing at night. I think talk program-
ming mixes in very well within an
MOR format.”

Anderson: “As long as you struc-
ture the topics so you're going after
the same target demographics as you
do with your music programming.”

“The man who taught me most
about radio? Ken Draper when |
worked for him and with him—I was
his assistant—back at KYW in
Cleveland in 1963 or 1964. Draper, |
always thought, was a genius and a
beautiful guy to work for and I think
he taught me a hell of a lot. At least,
as far as developing my attitude
toward radio and what | like out of

radio.”’

ing to talk when we called him. Big
Wilson called us; he wanted to get
away from that life you have to lead
in New York. As for Calder, I
wanted to hire him the first time I
ever heard him on the air. He was
only on WDAF in Kansas City a
month. You could tell by the way he
gave the time or the temperature or
said anything that he was basically a
very funny guy. There are humorous
overtones to everything he says. You
never know when Calder is talking
whether he’s serious or not. You
never know if he’s going to go into a
bit or whether he’s serious because
he has natural comedic flair.”

And you can “get addicted to Cal-
der,” adds Anderson. **Once you get
into him, you look forward to his
show every day.”

“You know how it is when you
take over programming at a radio

www americanradiohistorvy com

Gallant: Otherwise, you'd have
two different radio stations.”

The news must also fit the format,
he says. “And there’s strong inter-
play between the newspeople and
the air personalities. On the morning
show, news director Chuck Dent
and Gretchum Graham do a kind of
crossover bit with Mike Reineri until
they get into the actual newscast, at
which point they’re all business.”

The playlist for the AM station
features about 45-46 current records
broken into 25 hits and the rest ex-
tras. The hits get played twice as
much as the extras. Oldies date to
1971, and next year will only date to
1972. Gallant says that album cuts
help the station bring its on-air
sound into focus. “Barry Manilow
does a lot of things that we can use.”
says Anderson. Anywhere from one-

to-two album cuts are featured per
hour.”

Music is a full-time job for Ander-
son in spite of all of the labors of Yo-
landa Parapar on music.

“It's something you're always
doing—reading trade magazines, go-
ing home and listening to the other
radio stations in town, keeping up
with the new releases.

Yolanda Parapar screens every-
thing: then a music meeting is held
on Monday. Gallant sometimes gets
also involved in the music. He
turned over all of his responsibility
for music to Anderson “because I
like his ‘feel’ for the music.”

Gallant mentions that Calder has
a huge record collection. “He really
pays attention to music and listens to
everything that comes in.” Wilson
and Reineri, of course, are also vet-
erans in regard to music knowledge.
“Something we do at our radio
(Continued on page 34)

Abernathy

‘Epic Of the 70s,’
6-Hour Documentary
Airs July 4 Weekend

DALLAS—Century 21 Produc-
tions and Programming Inc., headed
by Dick Starr, has launched a six-
hour documentary called “Epic Of
The 70s” for airing over the July 4
weekend. The show, hosted by Larry
McKay, features 60 interviews with
the superstars of this decade, plus 75
of America’s biggest hits.

“Even before the transcriptions
were pressed,” says Starr, “Century
21 had orders from 51 markets, in-
cluding WCBM in Baltimore,
WCOL in Columbus, WAYS in
Charlotte, WBYQ in Nashville,
KFMS in Las Vegas, WRVQ in
Richmond, KOFM in Oklahoma
City, and WQUD in Memphis.
Many of these stations will air the
special over July 4. Others will be us-
ing it as a back-to-school or late
summer special.”

[
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LYNN'S WINNER—WWOK teams up with MCA Records to honor Loretta
Lynn with a country music month in Miami coinciding with the release of her
autobiography ‘“Coal Miner's Daughter.”” Station asked listeners for their fa-
vorite Lynn tune and the response was phenomenal. From left: WWOK music
director Ron Tatar, WWOK program director Ted Cramer, MCA promotion ex-
ecutive Ralph Witsell, and prize winner Sharon Kavanaugh who received a
complete Loretta Lynn catalog, an autographed copy of the book, plus a
phone call from Lynn.

Radio-TV Programming

Vox Jox

LOS ANGELES—The question
that has always concerned me im-
mensely is whether a university ra-
dio station belongs to the students or
to the professors. This came up
again last week when I received no-
tice from Norm Palumbo, operations
manager of WUSF, an FM station at
the Univ. of South Florida in
Tampa, that the station was drop-
ping contemporary music, along
with folk music and bluegrass.

Henceforth, the station will pro-
gram only classical and jazz. Now, if
sales of records can be correlated
with popularity of musics—and this
assumption has prevailed for many
years; since the late Todd Storz de-
vised the Top 40 programming con-
cept—then WUSF is programming
to a very limited audience base.

Perhaps, however, the market
needs a station that programs jazz
and classical music. In this case, the
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By CLAUDE HALL

administration that “mandated” the
format changes are to be lauded.

On the other hand, we must con-
sider what basic function a college
radio station serves. Docs it exist to
give the professors something they
would prefer to listen to? Does it ex-
ist to provide the student body some-
thing to listen to?

Or does it actually exist as a train-
ing ground?

For listening purposes, there are
other radio stations in the market.
Tampa-St. Petersburg has an excel-
lent array of 17 AM stations and 8
FM operations. In addition, other
signals reach the market. Students-
and professors—would have no diffi-
culty in listening to jazz music and/
or classical music if they so desired
regardless of whether WUSF played
those kinds of records or not.

The one thing that the students
cannot replace, however, is a train-
ing ground. Programming and
working on the air at a jazz/classical
radio station will not give the stu-
dents the proper background they
will need to enter the mainstream of
professional radio.

Already, one of the major com-
plaints of professional radio men is
that colleges are not doing the job in
turning outstudents for the industry.

There are some great college radio
stations in the nation ... and some
great college radio professors. [t’s in-
deed a pity—for the sake of radio in
days to come—that there aren’t
more.

* * *

Glen Powers reports in from TM
Programming, Dallas; he’d been
with KILT-FM in Houston. His new
duties will be as operations coor-
dinator and consultant for TM’s sta-
tions that they service with program-
ming. Basically, | think he has been
hired to take some of the traveling
workload off of the shoulders of
George Bumns, creator of “Stereo
Rock” programming packaged and
marketed by TM. “Stereo Rock™ is
now on more than 60 stations and
Burns was almost constantly in a
plane.

It was Burns who informed me
about the remote broadcast by
WCJO in Jackson, Mich., from a
graveyard that was in a story in the
June 5 issue (first remote like that
that either I or Burns had ever heard
of). And Burns would like to report
to everyone that WDIZ in Orlando,
Fla. (the station that had the pet al-
ligator named Zork which was shot
by poachers) discovered the other
day that Zork left some relatives
several little baby alligators who'll
soon be beating a path to the studio
site to gobble up buckets of Ken-
tucky Fried Chicken just like old
Zork used to do.

* * *

Bob Galen has joined KARN in
Little Rock. Ark.. as morning air
personality and
chief announcer.
He'd been program
director of WBBB
and WNCB in Bur-
lington, N.C.. and
once pulled a dee-
Jay shift at WCBM
in Baltimore.
KARN, managed
by Larry A. Duke, is owned by the
Snider Corp., which also owns and
operates KKYK and the Arkansas
network in Little Rock and KFIN in
Jonesboro. ... Jim Nelly has left
KORL in Honolulu and is now the
owner/general manager/program
director of KUJ, a 5,000-watt station
in Walla Walla. Wash. “I need help
in several different ways. Even

Galen

though KUJ has been on the air for
48 years, they are now getting record
service, so what I need is complete
record service, albums and singles,
for a 24-hour Top 40 operation. And
I am desperately in need of a list of
the top-selling Top 40 songs from
1969 to 1976 and I also need the
name of the place to get these rec-
ords.”

Okay, everybody; take notes. You
can get recaps of the Hot 100 Chart
of Billboard (lists that show the ma-
jor-selling 100 records each year as
based on tabulation of the charts
throughout each year) for $2 each
year that you want. Write or call:
Billboard Marketing Services, 9000
Sunset Blvd., Los Angeles, Calif.
90069. Now, if you’d like to buy old-
ies, | think the best source is Nehi
Distributors, 5500 W. Jefferson
Blvd.,, Los Angeles, Calif. 90006.
Phone is: 213-930-1722. Wayne Vo-
lat is the key man on singles. He has
a catalog that he’ll send you. He
ships oldies virtually around the
world

* * *

Shotgun Tom Kelly, a figurehead
in San Diego as an air personality on
KCBQ, has received a San Diego
area Emmy for outstanding achieve-
ment as a performer. He hosts
“Words A Poppin’,” a children’s
show produced at KGTV-TV in San
Dicgo Saturday mornings. The show
is also being carried on KMGH-TV,
Denver; WRTV-TV, Indianapolis;
and KERO-TV, Bakersfield, Calif.
Allied Artists is trying to syndicate
the show elsewhere. so Shotgun Tom
may secn be invading your Saturday
mornings.

KeII

Dennis Wilen reports: “I'm still
alive. Friends from my days as as-
sistant program director/music di-
rector at WMMR can find me at
WCAU-FM where I'm the oper-
ations manager. I'll take friendly
calls also at home or at 215-839-
7000, ext. 485.7

* * *

Tom Holliday is now production
director at WKWK (otherwise
known as 14WK) in Wheeling,
W.Va.; he formerly worked the 6-10
p-m.shiftat WCLG in Morgantown,
W.Va. And the lineup of the Top 40
operations has program director
Gary Persons 6-9 a.m., Ed Abels 9-
noon, Tom Holliday noon-3 p.m.,
music director Jim Roberts 3-6 p.m.,
Paul Petlow 6-11 p.m.. and Farrel
Smith midnight-6 a.m. Bill Murdock
is news director, Rich Lawrence is
weekend air personality. ... Bob
McKay, a 10-year-veteran with such
stations as WIXY in Cleveland and
most recently with KRKE in Albu-
querque. N.M., is now news director
at KQEO in Albuquerque.

*  x %
Jay Jackson writes to describe “a
(Continued on page 34)
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Aecrosmith.
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America’s hottest rock and roll band is on
the road in the most exciting tour of 1976.
Between now and Labor Day, over two million
people will experience Aerosmith in concert.

**Rocks’’ from Aerosmith. Happy
days are here again, on Columbia
Records and Tapes ~»

AEROSMIy.
ROCKS

including:
Sick As A Dog
Home Tonight/Back In The Saddle
Rats InThe Cellar/Last Child

e
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Produced by Jack Douglas and Aerosmith
for Contemporary Communications Corp.
and Waterfront Productions Ltd.

Direction: David Krebs and Steven Leber
for Leber-Krebs, Inc.

GFOUD Photo: Fin Costello ® "COLUMBIA, " 98 MARCAS REG. © 1976 CBS INC
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Radio-TV Programming

Miami’s WIOD Changes Its Face

® Continued from page 28

station with Calder that is probably
unique or semi-unique anyway, is
Bill does a show called ‘The Other
Bill Calder’ from 8 until noon Sun-
day mornings. He plays anything he
wants to play. From his own per-
sonal collection. Anything. There
are no rules, no stipulations, no any-
thing.

“Last Sunday, he did Sinatra and
strings. For four hours. He might
play Ella Fitzgerald. You name any
artist and chances are he’'ll play
them sometime and tell some inter-
esting stories about them. He really
gets off on that, because that’s what
he loves. He loves music.”

Anderson: “The response in the
community is fantastic to that pro-
gram, too. Recently, channel 4
(WTBJ-TV) came over and filmed
Bill at work. And they actually did a
feature that Sunday night on their

newscast on tv about ‘The Other Bill
Calder” Two minutes. And it was
during a ratings period.”

Gallant: “And then they repeated
it at noon the next day. And it was
beautifully done.”

Anderson: “Something very inter-
esting—sort of a philosophy of ours
in regards to music—when you do
have strong personalities such as
Calder, Wilson, Reineri, and King,
you do have to pick the music you
play very carefully. You have to pick
music that won’t take anything away
from them. Musically, you have to
complement them. If they are MOR
personalities, you have to play MOR
music. You can’t play anything to ei-
ther side of MOR. Or else you’re de-
feating the purpose of those fine
people you’ve got on the air. Even
with great entertainers on the air, the
music is very important.”

“If it doesn’t fit,” says Gallant, “it
blows the whole thing.”

Anderson: “Look how much of
your programming time is devoted
on the air to music. And you have to
be consistent.”

Gallant points out that WIOD
was a very good station before.

“But it was predictable,” says An-
derson.

“We're trying to achieve some-
thing far beyond what the station
was. We're trying to create another
WSB, which is our sister station in
Atlanta and the flagship radio sta-
tion of Cox Broadcasting.”

Head of Cox radio is Stan Mouse.
Mike Kievman is vice president of
tv-radio. But Gallant and Anderson
comment that it's WIOD general
manager Joe Abernathy who has
really put trust in their program-
ming abilities.

How long will it take to create a
legend, as WSB is?

“I think it’ll take a couple of years

s Gy
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for us to really get going well and
solidly establish ourselves.”

Again, it should be noted that
WIOD is probably the most success-
ful radio station in the market in
billings. .

Gallant and Anderson, however,
want to see bigger and better au-
diences and bigger and better image
impact in the market.

But also, Gallant feels there’s
more to radio and being in radio
than just ratings.

“Serving the community, for in-
stance. Other than entertaining,
there are times to get serious, to get
involved and do things for your
community; serve the people.

“We were talking about building
a giant radio station. Well, if you
don’t do things such as the 36-hour
radiothon for the National Asthma
Center in Denver, you can’t build a
giant. You can’t create a giant with
just music or just entertainment.
You must have all of the ingredients
that compose a great radio station.
And community events are ingredi-
ents.”

Radio Index Offers
An Acceptance Study

PHOENIX—-Radio Index, the ra-
dio research firm headed here by
Todd Wallace, has introduced a new
service based on its phone call-out
music research.

Mass Acceptance Response Study
(MARS) is now offered to Index
clients on a market exclusive basis;
the station “owns” the system, com-
plete with computer program and
150-page operations manual. Every
month, the station will be supplied
with new respondants stratified to
the station’s specific format target
extracted from Radio Index inter-
view raw data.

Vox Jox_|

® Continued from page 30

truly fine radio station located in
Yankton, S.D., with 5,000 watts at
570 on the dial with a 900-foot-plus
tower.” He says that WNAX is cele-
brating its 54th anniversary in June.
“Lawrence Welk and his orchestra
were a studio band here for seven
years in the 20s. But now we’re a 24-
hour country operation and our staff
includes Gary Edwards 5-9:30 a.m.,
Steve Anthony 9:30 a.m.-12:30 p.m.,
Jay Jackson 12:30 p.m.-5 p.m., Dick
King 6-midnight, and Bill Betz mid-
night-5 a.m.”

x  x  *

Dan O’Day, once of KMAK in
Fresno, Calif., is now concentrating
on his humor services. He does
Obits, which costs $60 a year or $35
for six months, and O’Liners, which
is $30 for six months. O’Liners is a
mass conglomeration of one-liners. I
don’t know if Dan parts with sam-
ples, but write him via 366 West
Bullard Ave., Fresno, Calif. 93704.
Or call him at 209-431-1502.

x  x  *

Guess the call letters that this
lineup worked at and you’ll win a
guaranteed esoteric 45 r.p.m. single
you more than likely never heard of
in all your life: Jerry G. Jay Law-
rence, Dick Orkin, Jim Stagg, Jim
Runyon, Martin Howard. . .. If you
radio men in Texas ever wonder why
Tommy Charles always makes per-
sonal visits rather than just sending
new releases in the mail, [ found out
the other day when I boarded a
Texas International flight from Aus-
tin to Dallas. They call the flights
Beerbuster Flights and they serve
free Lone Star.

*  x %

Neil Bogart, president of Casa-
blanca Records in Los Angeles, mar-
ried Joyce Biawitz, manager of
Donna Summer, a couple of weeks

(Continued on page 38)

10-Hour Special At
Wisconsin’s WFON

FOND DU LAC, Wis.—~WFON is
planning a 10-hour bicentennial
music festival at Lakeside Park on
the shores of Lake Winnebago June
27. General manager Don Rabbitt
and program director Felix Temple-
ton say the album-oriented station
will broadcast the full slate of music.

Music will range from jazz to
polka to country to rock and feature
such groups as the U.S. Army
Marching Band from Fort Sheridan,
[1l.; the U.S. National Guard
Marching Dance Band from Madi-
son, Wis.; the Winnebago Jazz Rep-
ertory Band, the Sunblind Lion,

Matrix, and other local groups.
Sunblind Lion is reputedly the hot-
test rock group in Wisconsin, ac-
cording to Rabbitt.

The radio station will also present
skydiving displays and water dis-
plays, along with helium balloon re-
leases, family contests and a Frisbie
throw.

Various historical features on
American music are being aired
leading up to the festival. “We want
to give this are a positive, noncom-
mercial, free festival for America’s
200th birthday,” says Templeton.

A New WMOD Format Set

WASHINGTON-WMOD, a
50,000-watt station that gained con-
siderable notice a few years ago with
an oldies format, is now featuring
30-35 current singles, plus selected
album cuts, reports program director
Fred Figenshu.

Music director is Mike Fitzgerald.
The on-air staff includes Figenshu
6-10 a.m., Fitzgerald 10 am.-3 p.m.,
Jeff Leonard 3-7 p.m., J.J. Randall
7-midnight, Chuck Vincent mid-
night-6 a.m., with weekend air per-
sonalities Jim Tice, Rich Hogan,
Barry Richards and Dick Lillard.

Anywhere from five to 20 differ-
ent album cuts will be played per
week, plus a limited selection of hit
oldies.

“Naturally, one criterion for add-

ing a record is sales: however, a fa-
miliar artist, a good overall sound
that fits ours, and action elsewhere
in the market or country will also be
taken into consideration. If a record
is good, we are not going to wait. We
will sound as fresh as possible.”

S. Carolina WGOG
To Country Format

WALHALLA, SC.—-WGOG, a
1,000-watt clear channel station
here, has switched to a country mu-
sic format. Program director George
F. Allgood says the music is for-
matted into the top 20 singles based
on “local requests, Billboard, and in-
tuition, then a balance of three old-
ies plus three new records per hour.”
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‘““The Ramones are gonna
smash you to smithereens...
and slam you up against the wall
screaming for more...”’

Craig Zeller,The Aquarian

““The Ramones are the best young rock and roll
band in the known universe.”

Wayne Robins, Newsday

... an abstraction of rock so pure that other
associations get left behind.”

John Rockwell, New York Times

‘... occupying a musical slot somewhere in the
dark netherworld between Herman’s Hermits
and ZZ Top, the Ramones are presently in the
position to expose their brand of New York
Bowery rock to a national audience.”

Phil Dimauro, Cashbox

“Their album defines their style well, putting
them at the front of the ravers. They will lead all
our fifteen year olds into the sea.”

Walrus

““This record poses a direct threat to any vaguely
sensitive woofer and/or tweeter lodged in your

hi-fi..." Nick Kent, New Musical Express

“*Hard, loud, fast and tuff, this is the most cleanly
conceptualized New York rock show there is to
see, and the last time | caught them | walked
home high.”

Robert Christgau, Village Voice

featuring
the forthcoming single
“Blitzkreig Bop' v/w

¥4 "“Havana Affair"
A (SAA 725)

“| played it constantly when | first got it and still
slap iton for an instant energy rush (if this
sounds like a food commercial the Ramones can
certainly be viewed as wonderfully perverse junk
food, like, say Licorice Pop Tarts)."

Kenneth Tucker, Soho Weekly News

““The Ramones are precise and relentless as a
rushing pulse . . . it's all adrenaline chords at a
terrific speed. The Ramones are out to re-live
the roots of rock by mauling them."'

Ernest Leogrande, Circus

“Eunk with commercial potential . . . it's about
time. Bob Sennett, Rutgers Daily Targum

Today New York...tomorrow the worid

On Sire Records‘, Marketed by ABC

www americanradiohistorv com
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At Aiken WLOW

AIKEN, S.C.—As a local station
that has been lumped into the Au-
gusta, Ga., market ARB—"though I
don’t like it one bit,” says program
director and part-owner Dave De-
Frehn—WLOW fights back with
heavy emphasis on its own city.

“We do fine locally in business.
But where we’re hurt is in national
business. Because we’re lumped in
the Augusta ARB ratings survey. we
don’t show up worth a damn. But
Augusta is 20 miles away.”

It's a small AM-FM combo: it
serves about 91,000 listeners in the
area. The other owner is Mills Fitz-
ner. The station is partially auto-
mated.

“Mills does a live morning show
and handles outside activities: I do a
live afternoon show and handle pro-
gramming, the music, the public af-
fairs.”

Actually, Owen Holmes, a local
high school student, works part-time
at the station and screens all the rec-
ords. “Then I go through them to de-

JOKES for JOX!

Topical Monthly Joke Service for
Radio and TV Personalities.

Monthly |oke-Bulletin with approx
100 topical one-liners, stories and
put-down schtik. Greal punch lead-
ins. Created by top Hollywood comedy

writers. Provides continuous source
of fresh professional comedy ma
terial. Only $60 per year. Sample issue
(current) $5.00. Send check or M.O. to:

JOKES UN-LTD.

Dept. B
P.O. Box 69855
Hollywood, Cal. 90069

cide whether we play them or not.
Holmes started in radio when he was
11 years old: he’s had a license since
he was 14 years old. And he does a
live show Friday in afternoon drive
and Saturday 6-noon while 1 do
technical maintenance.”

Another local citizen that has
been on the air at the station for
years is Victor Montenyohl, who
does a half-hour classical show Sun-
day nights that is followed by the
“Speaking Of Music” classical pro-
gram from the ABC Network. “Vic-
tor produces his show at home on
tape. He’s on the board of directors
of the Augusta Opera Assn. and has
a tremendous personal library of
classical records and a good bit of
knowledge. We hope to expand his
program when we go stereo on our
FM.

“Going stereo on FM is our next
big goal with this station. We’d like
to do it this summer and eventually
separate the programming. Because
we're licensed to Aiken. we don’t
have to separate from the AM, but
we’d like to do it one day.”

A big band program is aired Sat-
urday nights; gospel music is aired
on Sunday.

“I've been in radio eight years.
Mills has been in radio since he
started at the age of 14. We got tired
working for someone else and
bought our own station in Septem-
ber 1974. Before that I worked four
years for WROM in Rome, Ga.”

WLOW features a 50-record play-
list. “We program for adults, no
heavy rock or heavy soul.”” But if you
look in the Augusta, Ga., ARB rat-
ings book, you'll see that WBBQ is
the No. | adult station. “There’s an-
other AM-FM station in town and
neither of us shows up worth a
damn.” Fortunately, Fitzner and
DeFrehn can tell local clients that
Augusta people aren’t going to drive
all the 20 muiles to Aiken to shop.

Radio-TV Programming
ARB a Headache Mors Natlonal Wlth

LAS VEGAS-—After producing a
variety of different programming
formats for automated radio stations
on a custom basis, Radio Programs
Inc. under president William G.
Mors has grown into a national op-
eration developing weekly program-
ming for four different formats.

Radio Programs also produces
optional add-on music libraries,
logos and an interview program
called “Startrak.” Latest program-
ming format developed by Mors is
its “Blue Denim” format, a sophis-
ticated alternative to MOR pro-
gramming. Other formats include
“No. I Country,” “Blue Velvet,” and
“No. 1 Easy Listening”—all updated
weekly.

“Unlike many radio syndicators,
however, we’re not strictly after the
automated station,” says Mors. He
points out that all of his formats are
easily adaptable to “live” program-
ming.

And RPI has a sister company
manufacturing a new “live” pro-
gramming unit called Master Con-
trol to give radio stations an alterna-
tive to high-cost automation. This
unit is leased to RPI clients or sold
outright to others.

Through it, radio stations can use
music from tape decks with live an-
nouncers. The MC-1 has four start
or play buttons for controlling four
information sources. A two-digit
readout window is above each start
button for reference to music selec-
tion to be played next. Reset buttons
are above each window. A two-posi-

Master Control MC-1

4 Formats

Las Vegas News Bureau photo

ODD COLLECTION—Johnny Tillotson, left, prepares a customized promo for
the syndicated ‘‘Startrak’’ radio show hosted by William G. Mors, president of
the radio syndication firm of Radio Programs Inc., Las Vegas. Bill Mors tapes
the shows on location and here laughs as Tillotson does a takeoff on an old-
time radio announcer. Tillotson, then headlining the Landmark Hotel show,
collects radio memorabilia offered by sponsors during radio’s heyday and
some are displayed on the coffee table, including a booklet called '*72 Injun-
uities—Secrets Of Indian Lore And Know-How."”

tion switch offers the operator the
option of “live” or “format™ pro-
gramming,.

“Master Control is not automa-
tion. Yet, you do have the privilege
ot a certain amount of unattended
walk-away time, depending upon
playback decks and equipment for
playing commercials,” says Mors.

“Master Control is primarily de-
signed for station personalities and
talent, yet music and format is con-
trolled through the use of tape. Fi-
delity and quality of programming is
upgraded through the use of tape, as
opposed to deterioration of records,
needles and other effects such as
wowed starts, bad cues, etc. But it
lets your station personality present
station image with the one-to-one
relationship that can only be found
in live radio.”

45 rom RECORDS

BY MAIL

All Original Artists
1949 thru 1972

pop ¢ country ¢ rock
soul * big band
all-time favorites

FOR CATALOG of 6000 titles
send $1.50 (no c.o.d.'s)
For tastest service,
send money order.
IF AIR MAIL |s deslred for catalog

- U.S. and APO/FPQ addresses, add $1.00
- international. add $1.50
(payabie in U.S. funds)

BLUE NOTE RECORD SHOP

156 Central Avenue
Albany, New York 12206, U.S.A.

FOSTER BROOKS
MEL BROOKS

PETER BOGDONOVICH
GEORGE BURNS
JACKIE COOPER

PHYLLIS DILLER
JAMIE FARR
LEE GRANT
JACK KLUGMAN
TED KNIGHT

CLORIS LEACHMAN
JACK LEMMON
JACK NICHOLSON

ROD STEIGER

THESE STARS ARE INTERVIEWED ON THE FIRST 20 “CLOSE-UP”
SHOWS. 20 INTERVIEWS PERMONTH—EACH MONTH, EVERY MONTH,
FOR A YEAR. FREE FOR THE ASKING—NO COST OR OBLIGATION OF

ANY KIND. MAKE “CLOSE-UP” A REGULAR FEATURE ON YOUR
STATION.

* Enhance Your Station’s Programming

* Great for Adjacency Spot Sales

* Air “Close-Up’” Any Time of Day

* 5 Shows Per Week for a Year
—260 Individual Shows

* Free—Just Write Us Today for ““Close-Up”’

HARLAN
PRODUCTIONS

5 East 51st St.
New York, N.Y.

10022
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Distributed by: AMHERST RECORDS

/_ KESSLER-GRASS
355 Harlem Rd., Buffalo, N.Y.
amHersT 20 Baywood Rd., Rexdale, Ont., Canada
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MELLOW SOUN

MIAMI—A new sound is being
heard by Greater Miami audiences
over AM radio, a ‘mellow sound’
with an FM approach to the AM
side of the dial.

Although still in an experimental
stage, WFUN has been attracting
new listeners since the change in for-
mat took place Feb. 24.

“It’s an adult contemporary
sound,” explains Pete Irmeter, oper-
ations director for both WLYF and
WEFUN. “What we're trying to do is
get the people who are graduating
out of the Top 40 stations, the
WQAMS, Y-100s and MAGICs.
While they still want the sounds of
the ’60s and *70s, they are looking for
a more laid-back approach.

“The baby boom is over and the
kids reared in the '60s are now in
their late "20s or early "30s and are
looking for an alternative in radio.
Something in between Top 40 and
the beautiful music stations.

“They’re not necessarily going to
jump into classical, but they seem to
want music on a higher level than

By SARA LANE

that which they were listening to in
their bubblegum days.”

Irmeter feels the approach
WFUN is giving AM radio will be
successful because FM penetration
isn’t total in this highly competitive
radio area.

WFUN, purchased early this year
by the Sudbrink Broadcasting Co.,
had been promising its listeners a
change in format from the Top 40
programming it had followed for
more than 15 years.

And during the three months, it
has been broadcasting the ‘mellow
sound’, listener response has been
exceedingly good. Three weeks ago,
WFUN ran a week-long promo ask-
ing listeners for honest opinions and
reaction to the new sound. More
than 150 letters were received.

“We were delighted with the re-
sponse. We didn’t know if we’d get
any at all—after all we’re in a brand
new station,” Irmeter explains. “But
the listeners were surprisingly ‘pro’
our new format. Some listeners said
they didn’t know what to expect

1956-1975—it includes:

chart,

BEXTRAS:

reference by title

F————————————————

Name
Company
Address
City

State

Packages available.

Years Of Rock

CHRONICLED IN BILLBOARD’S LISTING
OF THE TOP 1,000 HITS OF ALL TIME

Based on Biilboard’s weekly pop singles charts

Billboard’s Listing of The Top 1,000 Hits gives you
the basics you need for pop record research for

B The Top 1,000 Hits, 1956-1975, in order of
popularity, listing title, artist, label, and years on

M For each time period (1956-1959, 1960-1969, and
1970-1975), you get: «Top hits (50 or 100) « Top
25 hits for each year  Artist listing by categories

e The superstars’ biggest chart hits! « Top 100
artists on the Top 1,000 « Alphabetical cross-

Billboard Magazine — Research Department
9000 Sunset Boulevard, Suite 1200
Los Angeles, California 90069

[0 Please send me Billboard’s Top 1,000 Hits 1956-1375 ($50.00)!

| enclose a check or money order in payment (sorry —there is
no billing available for this service)

] Please send me information on other Billboard Research

Zip

Radio-TV Programming

WFUN’s Miami Experiment
Attracting New Listeners

when the change was announced
and they were apprehensive.

“They thanked us for the new
sound and said we are, ‘growing up
with the new FUN sound.” That
made me feel very good because this
is the target audience we're aiming
for.

“1 found, too, a lot of people are
dropping out of the more-estab-
lished AM stations in this area and
this was surprising.

“In other words, we’re not getting
a totally new audience from FM, but
are drawing off some of the AMers
as well. We received a very inter-
esting letter from an 87'%-year-old
lady, a shut-in, who said she enjoys
the sounds all day long. There’s
nothing we play that we jar her or

jolt her away from FUN.”

WFUN’s music is not pro-
grammed out of Miami, but comes
from another Sudbrink station
(WIIN) in Atlanta which uses the
same format. The hour-long tapes
are set up in quarter-hour segments
with morning and afternoon drive
time music a ‘bit more contempo-
rary’ than music in other hours.

“We have no playlist, per se,” Ir-
meter continues. “This is not a situ-
ation that requires a tight playlist.
What we’re striving for is to get the
better sounds from the top of the
charts; songs we feel have longevity,
and then we drop them in our morn-
ing and afternoon drive time. These
tapes stay with us and some of the
songs may be good for a couple of
months or longer depending on
whether they turn into a good solid
standard.

“What’s being put together for us
isa softer rock type of thing incorpo-
rating as many originals as possible;
the John Denvers, Beatles, Gilbert
O’Sullivan, and Wings. In other
words, the things kids during the
’60s grew up with. But we have to be
careful, we don’t want to scare away
the people over 40.”

New selections are added during
drive times if they fit in with FUN’s
‘mellow sound’. Irmeter is not com-
pletely satisfied with the sound, stat-
ing that minor changes will be made
during the summer to bring a more
contemporary feeling to the midday
portion.

“Ittakes a while for the tapes to be
put together,” he explains, “so a tune
getting on the charts this week won’t
be immediately added to our tapes
next week. There’s more down time
on something like this. We’re look-
ing for hits we feel have longevity.
And, in what we’re doing, it doesn’t
make that much time difference—if
they actually get on a day or a week
after they hit the charts. If we know
they’re going to be popular and per-
haps turn into a standard we can af-
ford to be a bit later.”

Irmeter, who’s been in the beau-
tiful music bag in Chicago as an an-
nouncer and part-time operations
director, came to Florida in 1972 to
become operations director of
WLYF, WFUN’s Miami sister sta-
tion—"a happy association,” he says.

In August, WFUN will move to
new headquarters, a combination
transmitter/studio facility on the
Tamiami Trail in Northwest Dade
County, a move that will improve its
signal in neighboring Broward
County.

Although WFUN is still in an ex-
perimental stage, Irmeter feels it will
be successful.

“We have a beautiful music sound
in a contemporary fashion,” he says,
“and this is important because there
will be definitely a playoff between
WLYF and WFUN and listeners
will be comfortable going back and
forth between the two.”
www americanradiohistorv com

LProgramming CommentJ

SONNY TAYLOR
Program Director
WWRL, New York

The program director of a soul music station today has to be very careful of
what record he plays.

No longer can you just add a record to your playlist because the recording
artist happens to be black. The reason, of course, is that too many pop music
stations in the same market are usually playing the same record. Here, you
might find a leading contemporary music station playing the O’Jays: Earth,
Wind & Fire; and Minnie Riperton back-to-back ... and they have 50,000
watts as opposed to our signal.

Because of this, you'll find that a lot of young black people are no longer
loyal to the local soul music station in a given market. They simply listen to the
station that they like. Soul radio no longer has the guaranteed audience of
blacks that it had a few years ago.

For instance, a lot of blacks are buying “Welcome Back” by John Sebastian
... because the tv show is a hit and there is a black on the show, I suppose.

The problem also facing the program director of a soul station is in trying
not to lose listeners 40 years old and older, while building up an audience of
younger people. New York, for instance, is not a blues market, though disco
product does well in acceptance. Quincy Jones is turning out some very com-
mercial product and “Pieces Of Dreams” by Stanley Turrentine is commercial.
You have to be aware of product like that. And you can play itand still not lose
teens.

But I don’t care what anyone says, the soul music station is a very viable
format . .. in spite of the crossover situation and the fact that pop music sta-
tions are playing black records. We have a 27 record playlist and while I'm
careful about everything I add, there are only two records the pop music sta-
tions played first in the 14 months I've been here as program director. And the
leading pop station.took those records off the air in only a couple of weeks . . .
which wasn’t, of course, long enough to properly expose them to the public.
WWRL saved those records for the record companies when we played them.

And, to show that what we’re doing is working, we’ve doubled in ratings in
ARB between Jan./Feb. 1975 and Jan./Feb. 1976 because we are taking a

stronger look at the music we play.

® Continued from page 34

ago and then Brian Roberts, air per-
sonality at KCBQ in San Diego,
married a pretty chick named Pattie
and KCBQ program director Gerry
Peterson was best man. A real
church wedding: during the cere-
mony Peterson shot one-liners from
a rare X-rated issue of the Fruit-
bowl. ... Dick McCormick has been
signed as weekend personality and
account executive at WQTK in Par-
sippany, N.Y.; he’s been out of radio
a couple of years. And, speaking of
out-of-radio, has anyone heard from
Jack Armstrong lately? Where are
you, Jack?
x X X

Earwaves Productions, 2014 Lake
St., Evanston, I, 60201, is launch-
ing an original half-hour drama se-
rial on WXRT, Chicago. The epi-
sodes begin at 11 p.m., sans
interruptions. Scheherezade is narra-
tor; Earwaves staff includes Bob La-
siwicz, Kris Slava, and Karan Slava.
The series is called “1001 Arabian
Nights!”. ... Dick Whittington,
KFI, Los Angeles personality or
something of the sort, is running for
vice president of the US. ... KBUK
in Baytown, Tex., is now operating
around the clock, according to staff
member Bob Parker. John Ford, a
part-time employe of KIKK in
Houston, is now doing the all-night
show. Next time you think of it
Ford, say hello to the Smiths down
there: half of them are relatives of
mine, the other half are thanking
their lucky stars they ain’t.

*  x x

Mike Douglas emceed a Friday
(11) show at the Fox Theater, At-
lanta. It’s all part of the Fox Festival
to save the old building; the Na-
tional Academy of Recording Arts
and Sciences and the National
Academy of Television Arts and Sci-
ences is sponsoring the festival. Bob
Van Camp, a retired WSB air per-
sonality, used to play the organ in
that theater—a task of love.

Vox Jox

Randy Hill, program director of
KYOS in Merced, Calif.. reports
that on April 26 his station, in coop-
eration with the Overseas Tele-
communications Commission and
Radio 2AY in Albury, New South
Wales, Australia, did a live radio
hookup via satellite. It was an hour
show. Laurie Henry represented
2AY and Johnny Jay represented
KYOS. Hill adds: “The upcoming
broadcast planned by Michael
Spears of KFRC in San Francisco
and Paul Drew, vice president of
programming for RKO Radio will
not be the first in history.” Nobody
is ever first, Randy. The earliest sat-
ellite broadcast on radio that I know
of personally was one set up by Sam
Baker of the MacQuarie Network,
Australia, from Las Vegas for about
five days. That was a couple of years
ago. However, I think the RKO Ra-
dio and Aussie tie is the greatest ever
attempted. The newest news is that
now Mark Elliott of KHJ in Los An-
geles will also tradeout with Kenny
Everett of Radio Capital, London.
So, not only will a bevy of RKO Ra-
dio disk jockeys be trading places
with Australian jocks, but RKO will
have a man in England on satellite
back to the states. The logicitics
alone will probably drive Paul Drew
grey-headed.

* k%

Debrah Woodley, 312-321-2832,
would like Barney Pip to call her;
she’s doing a story
on Chicago radio
and was tracking
down Jim Stagg,
Dick Biondi, Pip
and others like Art
Roberts. Barney. if
you can’t reach her,

ool | ask for Jo Mann,

Creamer  one of the editors
there. ... Tony Phillips has been
named program director for
WCBM-FM in Chicago: he has
been an air personality at the station
for five years. . .. Tony Lee Creamer

(Continued on page 40)
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NO QUESTION ABOUT IT...\

In a matter of seconds with Joel Whitburn's “Top Pop Records” books you'd
know Frank Sinatra had 92 hits. You’'d know the title of all his hit records
from “All or Nothing at All” (1943) to "I Believe I'm Gonna Love You "
{(1975).You'd know a lot more too, like how many weeks each record was on
the charts, it's highest position, label and record number. And with Joel
Whitburn's Record Research Collection you'd be able to find this information
for every artist and every record that hit Billboard’s charts from 1940
through 1975.

EVERY BOOK AN ENTIRE CHART HISTORY

The complete collection includes every artist and record to hit Billboard’s
"Hot 100, Top LP’s, Easy Listening, Country & Western and Rhythm &
Blues'Charts. (The Top Pop Records 1955-1972 book alone lists more than
2,500 artists and 11,000 record titles!) The entire history of charted music
comes in six books plus a concise series of supplements. They're easy touse,
so you can find anything you have to know about charted music in seconds.
Be an expert! Order your set today!

THOUSANDS OF THESE BOOKS
ARE BEING USED RIGHT NOW!
Take it from the people who know.. program directors, DJ’s, collectors,
almost everyone who is anyone in the record business throughout the world
considers Joel Whitburn’s Record Research Collection the authority on
charted music. It's an invaluable source of information you should have

now!
SPECIAL INTRODUCTORY OFFER:
FREE 1975 SUPPLEMENTS
Pl R aded VVhen you order the complete Record Research
SUPPLEMENTS Collection. Act Now! Take advantage of this
AVAILABLE opportunity to save $50.00. Order the complete

UPDATES COLLECTION JECTIRUEENY
THROUGH 1375

W PR i

----------------------------------------------------- fescscsss

Mail to: Record Research Inc., P.O. Box 200, Menomonee Falls, Wl 53051

____Complete Set of six books* and 13 SUPPLEMENTS

. supplements. Only ... ... .. .. $245 —TopPop 75 .............. $10
* __ Top Pop* ‘55-'72 (Hardcover) ......... $40 —TopPop'74 .............. $10
: __ Top Pop '55-'72 (Softcover) ........... $30 —TopPop 73 .............. $10
: __ TopPop* 4055 . ... ... ... $20 =) @8 75D 0 T 000000tk d: ol
*  Top CERW* 4971 ... ... $25 —Top CAW 74 ............ $10
S TopR&B* 49-T1.................... $25 —Top C&W 72-73 ......... $10
: __ TopEasy Listening® '61-74....... .. $25 —Top R&B _72 -------------- $10
 TopLP's* 45-T72 . $30 —TopR&B '74.............. $10
:  Top R&B 72-73.......... $10
. ___ Top Easy Listening ‘75 .... $10
+  Check or money order for full amount must accompany order. _TopLPs'75.............. $10
. Overseas orders add $3.00 per book and $1.00 per supplement. ——T0p LP's 74 ............. $10
M ___TopLPs 73 .............. $10
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TOP EASY LISTENING
RECORDS 1961-1974

The only complete history

of Easy Listening charted
music available today. Includes
every song title and artist to
make Billboard’s "Easy Listening
Singles” charts from 1961-1974 plus
photos of Top 40 Easy Listening artists.
150 pages... $30 postpaid in US.A.

TOP POP RECORDS 1955-1972

The answer to Pop Memorabilia. Includes over 11,000 listings... every record
and artist to hit Billboard’s "Hot 100" charts from 1955 to 1972. Plus
pictures of Top 100 artists and more. 416 pages...$40 deluxe hardcover

edition postpaid in U.S.A.
TOP POP RECORDS 1940-1955

Completes the Pop Chart History! Includes every record and artist to make
Billboard’s "Best Selling Pop Singles” Charts, plus more valuable
information. 90 pages... $20.00 postpaid in U.S.A.

TOP RHYTHM & BLUES RECORDS 1949-1971

The Rock revolution has a lot of ‘soul’... And it's all here! Every R&B record
and artist to make Billboard’s "Soul Singles” charts from 1949-1971. Plus
photos and more easy to find information. 184 pages... $25.00 postpaid in
US.A.

TOP COUNTRY & WESTERN RECORDS 1949-1971

Country music has grown to new heights. The records and artists that rode it
to the top are covered in two big sections. Includes every record and artiston
Billboard’s "Country Singles” Charts from 1949-1971. Plus Top 100 artists’
photos and much more. 152 pages... $25.00 postpaid in U.S.A.

TOP LP’S 1945-1972

The only complete history of the album charts! Lists every album and artist to
make Billboard’s "Top LP'S” album charts from 1945 through 1972
Includes sound tracks, and original cast section, plus photos of Top 100
artists and Top 110 albums. 244 pages... $30.00 postpaid in U.S. A

EVERY BOOK PACKED WITH EASY TO FIND
INFORMATION...ARTISTS, RECORD TITLES,
PHOTOGRAPHS}* TRIVIA, AND MORE, INCLUDING:
® Date (month, day, year) record first hit charts. ® Highest numerical
position record reached @ Total number of weeksoncharts @ Label
and record number. PLUS: A cross reference alphabetically listing by
title every record to hit Billboard's charts. A picture index of Top
Artists**, A trivia index of interesting and useful facts. A chronological
listing, year by year, of No. 1 records, and much more. It's a reference
encyclopedia that you'll use year after year.

*From July, 1940 through March, 1976.
**Featured in each book except Top Pop 1940-1955 and Supplements.

ecord @
esearch

P.O. Box 200
Menomonee Falls, Wisconsin 53051
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Radio-TV Programming

Vox Jox

® Continued from page 38

has been promoted to program di-
rector at KFH in Wichita, and will
do the 6-10 a.m. show. Creamer is
also president of the Kansas Mid-
western School of Broadcasting in
Wichita, which he founded six years
ago. Rest of the lineup at the station
features Jason Drake 10 a.m.-2 p.m.,
Keith Foster 2-6 p.m.. Mark Evans 6-
10 p.m., and Jay Elliot late nights.
* k%

Mike McMann has joined CFGM
in Richmond Hill, Ontario, Canada;
he’ll do the morning show. replacing
Bob McAdorey who has shifted over
to the Global Television Network.

. Charlene Watts, formerly with

WHUR in Washington, rejoins
WILD in Boston as program direc-
tor. . .. Pat Martin, program director
of WSPT in Stevens Point, Wis,,
needs two air personalities. It's a
good little rocker in a good little
market.
*  x %

WPTB in Statesboro, Ga., may be
the world’s first commercial AM sta-
tion in the world, if you believe pro-
gram director Len Perna, built all
solid state from the ground up. The
station hit the air April 5, 1976, as a
1.000-watt clear channel operation
at 850 on the dial. “We have a four-
tower array and we're non-direc-
tional by day and directional by

p

New Exelar
L.E.D. Digital
Watch free
with your 1st
$500 order.

CASH ON E-STO P
Major Labels*
$6.98LP $3.72

$7.98 8-track Tape $4.47

All 45s 69¢
15% Return
*Warner Bros./Columbia/MCA/
RCA /Capitol/ABC-Dunhill

WHOLESALE DISTRIBUTORS
1026 Nandino Blvd. Lexington, Kentucky 40511 (606)255- 870?/

Billboard

Continental U.S. & Canada

2 years (104 issues) $100 1 year First Class $120
1 year (52 issues) $60 6 months (26 issues) $35

CANADA

1 year (52 issues) $70 [T] payment enclosed [] bill me

1 year—First Class $120

Please aliow 4 to 6 weeks for delivery of first copy.

Rates on request for other countries. Group subscription
rate available. Circulation manager, Dave Ely, N.Y.

Change of address

address below.
Code Numbers

If you are moving, let us know six weeks in
advance. Attach old label hére, or write in code
numbers from mailing label and print new
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{(JChange of Address

Biliboard Publications, P.O. Box 2156, Radnor, Pa. 19089.
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Address
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Please allow 4 to 6 weeks for delivery of first issue.

night (we can’t go West). As regards
format, we could be called a lot of
things, but for want of a more accu-
rate description, let’s try contempo-
rary. We're now 19 hours a day with
this lineup: Mike Mult 5-7 a.m., Len
Perna 7-noon, Mike Mull noon-2
p-m.. Jeff Irwin 2-7 p.m., and Walt
McCreary 7-midnight.” Perna was
formerly program director of KXLF
in Butte, Mont. Hope you're plan-
ning to attend the ninth annual In-
ternational Radio Programming Fo-
rum in New Orleans Dec. 1-4. Len.

* * *

Bob Carolin, program director of
WHEN in Syracuse, N.Y., writes:
“We are awaiting the transfer of
WHEN to Park Broadcasting. The
change from Meredith to Park
should take place in June. Our cur-
rent lineup is Phil Markert 6-10
a.m., Ray Diorio 10 a.m.-3 p.m., Jim
Schaefer 3-7 p.m., Jay Fredericks 7-
midnight, and Pete McKay mid-
night-6 a.m. Weekends are by Dave
Mance, Jay Walker, Bob Mitchell,
and Rick Allen.”

* * *

If you ever get up around Ukiah,
Calif., you can listen to KUKI and
hear music director Mike Hagerty
5:30-10 a.m.. program director Don
(Don Stephens) Vogel 10 a.m.-2
p.m., Ray Oresco 2-7 p.m., and
Cathy Enis 7 p.m.-1 am. ... Lee
Baby Simms came by the other day
and we shot the bull for an hour or
so. The story about how he did a
two-hour show on KMET in Los
Angeles is another Lee Baby Simms
classic. A day later, Jimmy Rabbitt
called and I told him that Simms had
topped his record for on-air tenure,
brevity and Rabbitt was going to call
him with either congratulations or
condolences. I can’t recall which.

BubblingUnderThe

__HOT100

1011 HOPE WE GET TO LOVE IN TIME, Marilyn
McCoo & Billy Davis Jr., ABC 12170
102—MARRIED BUT NOT TO EACH OTHER, De-
nise LaSalle, 20th Century/Westbound
5019

103—STROKIN' (Part If), Leon Haywood, 20th
Century 2285

104—MUSIC, John Miles, London 20086

105—LADY OF THE LAKES, Starcastle, Epic 8-
50226 (Columbia)

106—IT'S BETTER THAN WALKIN' OUT, Marlena
Shaw, Blue Note 790 (United Artists)

107—HARD WORK, John Handy, ABC/Impulse
31005

108 —DANCIN’ KID, Disco Tex & The Sex-0-Let-
tes, Chelsea 3045

109-LIE TO ME, Bill LaBounty, 20th Century
2290

110—-BREAKER-BREAKER, Outlaws, Arista 0188

BubblingUnderThe

_ToplPs

201-TAJ MAHAL, Satisfied "N’ Tickled Too, Co-
lumbia PC 34103

202 —MICHAEL FRANKS, The Art Of Tea,
Warner/Reprise MS 2230

203—WET WILLIE, The Wetter The Better, Capri-
corn CP 0166 (Warner Bros.)

204—NEIL SEDAKA, Live In Australia, RCA
VPL1-1540

205—ROGER McGUINN, Cardift Rose, Columbia
PC 34154

206—FIRST CHOICE, So Let Us Entertain You,
Warner Bros. BS 2934

207—SAVOY BROWN, Skin 'N’ Bone, London PS
670

208—ERIC ANDERSEN, Sweet Surprise, Arista
AL 4075

209—SHAWN PHILLIPS, Rumplestiltskins Re-
solve, A&M SP 4582

210-L.A. JETS, RCA APL1-1547

WwwWwW americanradiohistorv com
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Compiled from selected rackjobber by the Record Market Research Dept. of Billboard.

1
2

3

™ N

10

11

12

13
14
15
16

17

18
19

SHANNON—Henry Gross—
Lifesong 45002

BOOGIE FEVER—Sylvers—
Capitol 4179

GET UP AND BOOGIE—Silver
Convention—Mid. Int'l. 10571

SILLY LOVE SONGS—Wings—
Capitol 4256

SHOP AROUND —Captain &
Tennille—A&M 1817

LOVE IS ALIVE—Gary Wright—
Warner Bros. 8143

LOVE HANGOVER—Diana Ross—
Motown 1392

NEVER GONNA FALL IN LOVE
AGAIN—Eric Carmen—Arista
0184

SARA SMILES—Dary! Hall & John
Oates—RCA 10530

HAPPY DAYS (From The Paramount
TV Series)—Pratt & MclLain—
Warner/Reprise 1351

TRYIN' TO GET THE FEELING
AGAIN—Barry Manilow—
Arista 0172

FOOLED AROUND AND FELL IN
LOVE—Elvin Bishop—
Capricorn 0252

WELCOME BACK—John Sebastian—
Warner/Reprise 1349

MOONLIGHT FEELS RIGHT—
Starbuck—Private Stock 45039

AFTERNOON DELIGHT—Starland
Vocal Band—Windsong 10588

MORE, MORE, MORE (Part 1)—
Andrea True Connection—
Buddah 515

RIGHT BACK WHERE WE STARTED
FROM—Maxine Nightingale—
United Artists 752

TAKIN' IT TO THE STREETS—
Doobie Brothers—Warner Bros.

ROCK AND ROLL LOVE LETTER—
Bay City Roilers—Arista 0185

BARETTA’S THEME (Keep Your Eye
On The Sparrow)—Rhythm
Heritage—ABC 12177

21

22

23

24

25

26

27

28

29
30

31

32

33
34

35

36

37

38

39

LET YOUR LOVE FLOW—Bellamy
Brothers—W.B./Curb 8169

MISTY BLUE—Dorothy Moore—
Malaco 1029

TAKE THE MONEY AND RUN—
Steve Miller Band—Capitol 4260

THE BOYS ARE BACK IN TOWN—
Thin Lizzy—Mercury 73786

CRAZY ON YOU—Heart—Mushroom
7021

I'M EASY—Keith Carradine—ABC
12117

BOHEMIAN RHAPSODY—Queen—
Elektra 45297

GET CLOSER—Seals & Crofts—
Warner Bros. 8190

1.0.U.—Jimmy Dean—Casino 052

TODAY'S THE DAY—America—
Warner Bros. 8212

LOVE IN THE SHADOWS—Neil
Sedaka—Rocket 40543

MAKING OUR DREAMS COME
TRUE (Theme From ‘‘Laverne &
Shirley'')—Cyndi Greco—Private
Stock 45086

DISCO LADY—Johnnie Taylor—
Columbia 3-10281

MOVIN'—Brass Construction—
United Artists 775

TEAR THE ROOF OFF THE
SUCKER—Parliament—Casa-
blanca 856

ROCK & ROLL MUSIC—Beach
Boys—Warner/Reprise/Brother
1354

I'LL BE GOOD TO YOU—Brothers
Johnson—A&M 1806

SHOW ME THE WAY —Peter
Frampton—A&M 1795

DECEMBER 1963 (Oh What A
Night)—Four Seasons—Warner
Bros./Curb 8168

SAVE YOUR K{ISSES FOR ME—
Brotherhood Of Man—Pye 71066
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Compiled from selected rackjobber by the Record Market Research Dept. of Billboard.

1

2

3

10

1

12

13

14

15

16

17

18

19

20

WINGS AT THE SPEED OF
SOUND—Capitol SW 11525

THEIR GREATEST HITS 1971-
1975—EAGLES—Asylum 7E-1052

FRAMPTON COMES ALIVE—Peter
Frampton—A&M SP 3703

A NIGHT AT THE OPERA—Queen—
Elektra 7E-1053

FLEETWOOD MAC—Reprise
MS2225

BLACK AND BLUE—Rolling
Stones—Rolling Stones COC
79104

TAKIN’ IT TO THE STREETS—
Doobie Brothers—Warner Bros.
BS 2899

SONG OF JOY—Captain &
Tennille—A&M SP 4570

ROCKS—Aerosmith—Columbia PC
34165

HERE AND THERE—Elton John—
MCA 2197

COME ON OVER—Olivia Newton-
John, MCA 2186

TRYIN' TO GET THE FEELIN'—
Barry Manilow—Arista AL 4060

DREAM WEAVER—Gary Wright—
Warner Bros. BS 2868

HISTORY—AMERICA'S GREATEST
HITS—America—Warner Bros.
BS 2894

ALIVE!—Kiss—Casablanca
NBLP 7020

PRESENCE—Led Zeppelin—Swan
Song SS 8416

DESTROYER—Kiss—Casablanca
NBLP 7025

LOVE WILL KEEP US TOGETHER—
The Captain & Tennille—A&M
SP 3405

RUN WITH THE PACK—Bad
Company~Swan Song SS 8416

GREATEST HITS—Elton John—
MCA 2128

21
22
23

24

25

26

27

28

29

30

31
32

33

34

35
36

37
38
39
40

HIDEAWAY—America—Warner Bros.
BS 2932

NATALIE—Natalie Cole—Capitol ST
11517

CHICAGO IX CHICAGO'S
GREATEST HITS—Columbia
PC 33900

| WANT YOU—Marvin Gaye—Tamla
T6-342-S1

DONNY & MARIE FEATURING
SONGS FROM THEIR
TELEVISION SHOW—Donny &
Marie Osmond—Kolob PD 6068

FROM ELVIS PRESLEY
BOULEVARD, MEMPHIS,
TENNESSEE—RCA APL1-1506

OUTLAWS—Waylon Jennings, Willie
Nelson. Jessi Colter, Tompalil
Glaser—RCA APL1-1321

DIANA ROSS—Motown M6-861 S1

HELEN REDDY'S GREATEST HITS—
Capitol ST 11467

HARVEST FOR THE WORLD—Isley
Brothers—T-Neck PZ 33809

LOOK OUT FOR # 1—Brothers
Johnson—A&M SP 4567

TOO OLD TO ROCK "N’ ROLL: TOO
YOUNG TO DIE—Jethro Tuil—
Chrysalis CHR 1111

MAIN COURSE—Bee Gees—RSO SO
4807

RASTAMAN VIBRATION—Bob
Marley & The Wailers—Island
ILPS 9383

GET CLOSER—Seals & Crofts—
Warner Bros. BS 2907

MOTHERSHIP CONNECTION—
Parliament—Casablanca NBLP
7022

AMIGOS—Santana—Columbia PC
33576

BREEZIN'—George Benson—Warner
Bros. BS 2919

SILK DEGREES—Boz Scaggs—
Columbia PC 33920

ENDLESS SUMMER—Beach Boys—
Capitol SVBB 11307

N.Y. Jazz Museum Moves Again

NEW YORK—The New York Jazz Museum has moved again. The exhibit
of jazz memorabilia is now located at 236 West 54 St. in Manhattan, its third
home in a year. The museum, amid political bickering, and charges and
counter-charges of mismanagement and financial insolvency, moved out of its
original home on West 55th St. and into the Empire Hotel in the Lincoln Cen-
ter area. Its new address is between Seventh and Eighth Aves.

A new exhibit entitled the “Jazz Trumpet” will highlight the opening of the

new location. An opening night party is also scheduled for June 22. It will in-
clude live music and a battle of trumpets featuring a lineup of top jazz trumpe-
ters. Admission is $25 for non-members and $20 for members.
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Matrix 4-Channel

PCQ 34165

Joel, Columbia, PCQ 33844,

F N

bia, MQ 33933

54551.

PP

0880.

Elektra, EQ 1049.

4057.

DOQ 1502.

Pye/Nixa, PCNH-1.

mand, CQD 40018.

(s PSP

PDealer Demo 'Q’ Disks

Suggested cuts for demonstrating the best effects of the major
4-channel modes—most effective after playing the corresponding
stereo band, if available. Information from various CD-4, SQ and QS
official industry/label sources and Billboard reviews includes type of
music, demo cut, LP title, artist, label, "'Q'" code number.

@M Discrete 4-Channel

Jazz—"Torreano”” from ‘Bellavia,” Chuck Mangione, A&M, QU

Pop—'Walking In Rhythm' from ‘“‘Flying Start,”” The Blackbyrds,
Fantasy/Prestige/Milestone, FPM 4004.

Classical—*'Air From Orchestral Suite No. 3 in D" from **Stokowski
Conducts Bach/The Great Transcriptions,”

MOR-—"Cupid" from “To Be With You,” Tony Orlando & Dawn,
Rock—"'All By Myself" from *‘Eric Carmen,"” Carmen, Arista, AQ z

Country—""Paloma Blanca'™ from "Texas."
Nashville Brass, RCA, APD1-1578.

: (;)_S Matrix Quadraphonic

Instrumental—'Slaughter On 10th Avenue’" from *“The Many Moods
Of The Magnificent Moller,” organist George Blackmore, Doric,

Easy Listening—''No Other Love” from “‘Love,”" Norrie Paramour Or-
chestra, Pye/ATV, NSPL 41045.

Classical—Allegro movement from ‘*Mozart: Piano Concert No. 9,
pianist Nina Milkina and Orchestra of St. John's Smith Square,

Jazz—"Interlude” from *‘Magic City,”” Sun Ra, ABC, AS 9243.
Rock—Title cut from ‘'Dog Style,”” Three Dog Night, ABC/Com-

MOR—*'Listen To The Rhythm Of The Rain,”” from **Rain,”" Enoch
Light & Brass Menagerie, Project 3, PR 5072QD.

Earlier Dealer Demo Q' Disks charts appeared in Billboard issues
of Aug. 9 (March-July compilation), Aug. 16, Sept. 20, Oct. 18,
Nov. 29, Dec. 20, 1975; Feb. 7, March 13, April 17, May 22.

Rock—'‘Rats In The Cellar’” from ‘“‘Rocks.”" Aerosmith. Columbia,

Paul, Phila. Intl (Columbia), ZQ 31793.
Soft Rock—'‘All You Want To Do Is Dance" from *‘Turnstiles,” Billy

Instrumental—‘‘Battle Of Trenton’ from *‘Stars And Stripes For
ever,’ organist E. Power Biggs, Columbia, M 34129,

Progressive Rock—''Free Ride” from ““They Only Come Out At
Night,”” Edgar Winter, Epic, PEQ 31584 j

Classical—''Delibes: Les Fillies de Cadix’’ from **Plaisir d’Amour,"

IL'u

3

'

8

i

;2

5

Soul—""Me And Mrs. Jones,"” from **360 Degrees Of Billy Paul,” Billy !z
2

f

{

Beverly Sills/Andre Kostalnetz and Columbia Symphony, Colum- 3%

RCA, ARD1- és

Danny Davis & The

PP

Blank E;sse;;te Mart

Abroad Growing: Kaiz

LOS ANGELES—The inter-
national market for blank cassette is
growing at a rapid rate, with new
manufacturers springing up in
Southeast Asia, Africa. South Amer-
ica and the East European nations.

Intermagnetics, Santa Monica-
based firm which builds tape manu-
facturing plants for foreign partners
in the developing nations of the
world, believes that America’s domi-
nance as a manufacturer of blank
tape for the international market
will be severely affected by the
growth of these overseas manufac-
turers.

But it is helping them grow since
the company’s reason for being in
business is to sell American tech-
nology and know-how in exchange
for an equity position and a royalty
on sales.

In fact, company president Irv
Katz and Brian Lundstram, inter-
national vice president, will be guid-
ing a group of cassette assemblers
from Hong Kong through the CES
o educate them and make them
aware of tape breakthroughs in tech-
nology, quality control techniques
and packaging innovations.

Most of the assemblers in Hong
Kong, and throughout Asia, will be
purchasing tape from Swire Mag-
netics, a joint venture of Inter-
magnetics and Swire Pacific.

The plantin Hong Kong, the only
total tape manufacturing facility in
the British Colony, is designed to
supply bulk tape rolls for the local
cassette assembly factories.

Foreign nations, Katz says, are no
longer content with roles as sup-
pliers of low-cost labor in ventures
with U.S. and other foreign firms.
“They want to be equal partners, not
only in ownership but in tech-
nological know-how.™

“Often.” continues Katz, “we're
not cven selling proprietary infor-
mation, but merely technology and
the know-how to make a product
and how to sell it.”

In Hong Kong, one of the com-
pany’s prime objectives is to im-
prove the quality of the locally as-
sembled casscttes, Katz explains.
“Hong Kong is a major cassette
manufacturing country and with
current growth trends in tape usage
it is expected that Hong Kong’s re-

(Continued on page CES-31)

Tape/Audio/ Video

s SEMI-PRO & DISCO;

es New Mart Growt

TEAC Ey

LOS ANGELES—The market for
semiprofessional equipment—mix-
ers, multi-track recorders/repro-
ducers, and the like—is getting close
to ‘“eight figures” or roughly $10
million and may still only be in an
embryo state.

“Our sales have doubled each
year over the last two years since our
Tascam Series was first introduced
and we expect to double them again
this year,” according to George De-
Rado, president of TEAC of Amer-
ica.

“I think TEAC actually created
the so-called semiprofessional mar-
ket DeRado goes on to say, “when
we introduced reasonably priced
tape recorders and mixers. I don’t
think anyone was there before we
got there with our Tascam oper-
ation.

“There are tape recorders avail-
able for $25,000 and there are tape
recorders in so-called %-inch config-

‘1,000 COMPLAINTS’

NYC Consumer

® Continued from puge 3

by member retailers to take some ac-
tive role in helping to control the
problem, but Joseph has resisted
pressure for active involvement of
SAC on the grounds that the organi-
zation was formed to provide an ed-
ucational forum for retailers, and
not to police the industry.

Says Joseph, “To try to police the
ills of the industry would be to polit-
icalize SAC, and that is the least of
my ambitions for the organization.”

Meanwhile, the Dept. of Con-
sumer Affairs, alarmed that too
many details of the investigation
have already been leaked to the
public. has clamped a lid of silence
of the status of the investigation.
Kenneth Winikoff, of the Depart-
ment’s public information bureau,
would not go beyond confirming
that a wide-ranging probe of the
audio retail industry was underway.

However, informed sources in the
industry have disclosed that the de-
partment, acting on what it consid-
ers an “alarming number of con-
sumer complaints,” is seeking in its
probe to restrain over-zealous deal-
ers from advertising products as

By JIM McCULLAUGH

uration which sell for considerably
less and we have made a %4-inch 8-
channel machine available for
around $3.000, and a l-inch 16-
channel machine for under $13,000.
Both have been available for the
past 18 months.”

To support this market growth
and its role in it TEAC intends intro-
ducing three new mixers, models .3
and 10B, this last in a number of
configurations and optional mod-
ules, and a model of configurations
and optional modules, and a model
25-2 Y-inch, 7%-15 ips, two-chan-
nel recorder/reproducer at CES,
first time the Tascam Series has been
highlighted at the biannual trade
show in Chicago.

“I think TEAC first recognized
the market the day we came out with
an $1.800 mixer, the first mixer we
came out with,” DeRado continues,
“which went up to $2,700 in time.
And then we developed a new mixer,

model 5. at around $1.500. and then
we devetoped the model 3 which is
at about $900 now. a relatively new
product.

“What we are doing is looking to
the young musician, the young art-
ist, who needs all the possible time
he can get on the equipment without
paying tremendously exorbitant stu-
dio time prices. The difference be-
tween our equipment and what they
could pay in studio time is quite sig-
nificant.”

Distribution on TEAC Tascam
equipment is through specialty
houses, music instrument dealers,
and actual professional equipment
installers. The company is looking at
an approximately less-than-200
strong dealer network with three ele-
ments essential to dealer under-
standing on the products—applica-
tion, interface (how multi-track

(Continued on page CES-30)

Probe Into Audio ‘Sales’

“sale™ items unless they have records
that prove the items were offered at
a suggested list for at least 60 days
prior to the “sale.”

Itissaid, and the department con-
firms, that Consumer Affairs per-
sonnel have been visiting shops in
an effort to apprise dealers of adver-
tising guidelines sanctioned by the
department.

Some area dealers further claim
that the department is circulating a
10-point proposal on what it consid-
ers to be cthical advertising, and has
even urged some dealers to sign
what amounts 1o a cease-and-desist

statement against “unethical” ad-
vertising practices.

Although the probe encompasses
the entire audio retailing industry in
this area, a special focus of attention
is being placed on what the depart-
ment calls “the larger, more visible
advertisers.” The investigation is ex-
pected to continue indefinitely.

The citywide investigation appar-
ently has no connection with the
ongoing FTC probe of the audio in-
dustry which has focused on retailer
practices in major markets. as well as
manufacturers’ pricing and war-
ranty activities.

Dallas Next Stop For ‘CB Fair’

NEW YORK-CB Productions.
Inc.. will take its Oniginal CB Fair to
Dallas. June 25-27. The show fol-
lows recent successes in Cleveland
and Cincinnati, according to David
Ross, president of CB Productions.

The Dallas show format will fol-
low those of earlier shows, but will
also be expanded to include a *Miss
Dallas/Fort Worth Contest,” a
“Worth Seat Cover Contest,” and a
“Texas Ratchet Jaw Contest.”

In addition there will be two CB

seminars sponsored by Communi-
cation Retailing Magazine, as well
as special meetings between manu-
facturers. distributors, dealers. reps
and consumers.

Ross also promises more radio,
antenna and accessory displays. as
well as CB related items including
recreational vehicles, trucks and
boats.

The show will be held in the Dal-
las Market Hall of the citv’s World
Trade Center complex.

Bullet Distributing Into Cleveland

Tokyo-Shapiro Owner Gets 2 Audio Warehouse Outlets

CLEVELAND-—Bullet Distribut-
ing, with a chain of 15 Tokyo-Sha-
piro audio retail shops in the North-
ern Ohio area, has quietly begun
expanding outside the state.

The firm recently acquired the
two-store Audio Warehouse in Pitts-
burgh. It is running both locations
under their original name because,
as Bill MacAlpin, Bullet’s president
putsit, that company had already es-
tablished an image in the Pittsburgh
market. and it is easier to continue
working with it than to try estab-
lishing Tokyo-Shapiro as a new
dealer in the area.

Bullet has retained the Audio
Warehouse staff, and MacAlpin ex-
plains that with the combination of
Bullet's selection of product and
promotional capabilities, and Audio
Warehouse’s knowledge of the Pitts-
burgh market, the firm should be

www americanradiohistorv com

able to gain “a very significant share
of market.”

MacAlpin says that the Audio
Warehouse stores are the only ac-
quisitions Bullet will make this year,
“The remaining months will be
spent in continuing to improve
present operations with an even bet-
ter product mix, as well as provide
more training for our personnel. and
greater concentration on financial
planning for the future,” he says.

Meanwhile. MacAlpin reveals
that his firm’s “Tokvo-Shapiro
$500.000 Stereo Spectacular™ sale
hetd May 21-23 was an ‘“‘over-
whelming success.”

The sale, held at two of the firm's
15 locations in Cleveland, was de-
signed to turnaround a traditionally
slow month. A number of manufac-
turers’ closeouts and special promo-

tional goods were used. Dan Schmit-
zer, Bullet advertising director,
coordinated promotional efforts,
combining them with what MacAl-
pin calls “heavy media blitzing™ to
achieve maximum response.

To accommodate the amount of
product being offered, Tokyo-Sha-
piro erected a special “sale” tent out-
side its Cleveland “Super Market of
Sound™ in the Parmatown Shopping
Center. and filled it with two truck-
loads of sale items. The chain’s
10.000-square-foot warehouse and
showroom in Eastlake. Ohio. was
also converted into a sale outlet.

During the three-day sale period,
Tokyo-Shapiro closed its other out-
lets, and deployed its sales personnel
to the sale outlets. The sale netted
close to more than $200,000 for the
company, MacAlpin reports.
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A SLIGHT CHANGE OF NAME for ‘77
F from: 1 to: 1

" HIGH " HIFI
A MmEqu W[\ STEREO
MUSIC MUSIC

\
|
' SHOW | | SHOW |
1 REASONS:

® "AROSE*BYANY OTHER NAME WOULD SMELL AS SWEET”
2 OUR MARKET RESEARCH SHOWS: The prime consumer

— ]
— ]

market no longer talks or thinks of the product as high fidelity
m or hifi. The customers call it stereo—eventhe N.Y. Times
crossword definitions call it stereo.

The 1977 Show Calendar:

WASHINGTON PHILADELPHIA
HI Fl STEREO SHOW HI Fl STEREO SHOW
February 11, 12 & 13 March 18, 19 & 20

No Change In Management:

High Fidelity Music Show, Inc.

M. ROBERT ROGERS & TERESA ROGERS, Directors
PO.Box67 e NEWHOPE, VIRGINIA 24469 e AREA CODE 703 363-5836

*EvenBilly ____,Pete ______,Gypsy _____,and _____ of Washington Square
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TAPE/AUDIO/VIDEO

SPOTLIGHT

MARKET
OUTLOOK

CB And Car Stereo Share Spotlight In Chicago

By JIM McCULLAUGH

Slightly winded from two recent expos, PC-76 and NEW-
COM, but hardly jaded. car stereo and CB manufacturers take
their “road” show to the Windy City and CES—uand there
should continuc to be a flurry of product excitement and new
marketing wrinkies.

On the car stereo side, the trend is definitely high end and
good. quality sound picking up where the last CES left off.
Newcomer Audiomobile of Irvine, Calif. will be showing its

recently introduced component car stereo system, a package of

“separates” retailing for $388 consisting of a pre-amp. power
amp and a two-way speaker system that is compatible with
most sourcing units on the market today. "It has to be heard 1o
be believed.” suys Audiomobile president Paul Stary. and to
make his point the system will be showcased in a BMW in the
firm’s booth along with a prototype of a new unit. a more elec-
tronically advanced one featuring an FM tuning source.
Nakamichi Research, high end specialist, and ADS (Analog
& Digital Systems) have jointly marketed a true high end sys-
tem, the Nakamichi 250 cassette player and the ADS 2002 min

Pro Or Semi-Pro?

By JOHN WORAM

Pro or semi-pro? In the audio world. it’s getting harder and
harder to tell them apart. Whether you're examining the com-
pany. the catalog or the customer. the traditional barriers are
tumbling, with more and more crossovers between the two
camps.

Before the age of the semi-pro. the line separating the profes-
sional from the consumer was quite clear. The pro ran his
recording studio. and stocked it with all sorts of electronic exot-
ica far beyond the technical and financial reach of the con-
sumer. For the most part, the consumer was content 10 stay al
home and ¢njoy his music over whatever type of hi fi system he
could afford.

iature loudspeaker system, a $700 package with AC adapter.
The system will be demonstrated at an uptown hotel suite dur-
ing CES.

Meanwhile. more traditional car stereo suppliers like Pana-
sonic, Pioncer and Craig have or will introduce more powertul
units emphasizing wattage. Stereo amps and power boosters
have prohiferated into the product lincups of numcrous manu-
facturers. In the main, supphers are looking to add more fea
tures per price point.

Another trend increasing in the car stereo camp are mini-cas-
sctte models which play to foreign car owners and the ever wid-
ening ownership of compact cars in general. Cassette versions
will continue to increase their market share and manufacturers
will also continue emphasizing the burgeoning custom and af-
ter markets.

Last year at this time, car stereo supplicrs were mulling
whether or not to add CB-only units to their linc as well as CB/
car stereo combos. They uren’t thinking about it any longer as

(Continued on puge CES-26)

No.1 Accessory?

By ALAN PENCHANSKY

Though broadened to include CB gear, and embellished with
new headphones. cartridges and storage units, the audio acces-
sories picture continues to be dominated by products behind a
now-tfamiliar admoniuon to the consumer: Protect those valu-
able recordings!

Record collectors who take heed of this warning. today fuce a
conventional army of brushes. fluids and felt pads. in addition
1o new and unusual maintenance devices.

Forcmostin the latter category are two new dry lubricant sys-
tems: Sound Guard, being marketed by Ball Corp. (the same
folks who've been manufacturing home canning equipment for
the last 100 vears) and the Pro-Disc system from Discwasher

Washington CB Focus:
Licensing, Interference

By MILDRED HALL

While radio stations and recording interests worry over loss
of broadcast audience to the CB two-way radio explosion. the
FCC s confining its worrving to the strictly technical problems
of CB licensing and interference.

The commission’s first moves to meet the avalanche of CB li-
censing requests have been to switch statt and funds 10 CB
processing. reduce the backlog. and provide temporary 60-day
permits that allow CBers to pick up license application forms at
the dealer’s and begin transmitting at once.

These moves were necessary to satisfy Congress (particularly
Appropriations subcommittee members) that their millions of
consumer-voter CB constituents arc getting fast service on their
licensing requests. The National Federation of CB Operators
here urges its members to lobby their congressmen and sena-
tors—the last demand being to up the 23 CB channels to 100.

The FCC's major task--of greatest importance to the general
public--1s to eliminate interference with tv and stereo broadeast
reception in CB-congested arcas.

FCC chairman Richard Wiley recently told a Senate Appro-
priations subcommittee that the commission’s field offices na-
tionwide are besicged with complaints of interference. ut a rate
of over 100.000 a year. This is admitiedly a low estimate. be-
cause field office phone lines are so overloaded with calls. that
as many as 2.000 complaints a day get only a busv signal.

The commission is working on (wo engineering approaches
to the problems of interference, both presenting formidable dif-
ficulties. One is to increase the number of channels for CB's
two-way citizen chit-chatservice from the present 23 10 40. The
other is to rule on stricter specifications tor the CB transceivers,

(Continued on puge CES-7)

inc.. to appear in late summer.

{Continued on page CES-14)

{Continved on puge CES-28)

Changing Industry Scene-Much Interest, Few Surprises

® Continued from page |

winter, and is looking at ¢xpanded
accessory lines in audio and CB as
well,

A growing numbcr of promo-
tional record and tape firms such as
Apex (Springboard) and Country-
wide are evidence of the expansion
of records -and to a larger degree
prerecorded tapes--in more audio
and hi fi outlets. as well as in dis-
count and mass merchandiscr
chains.

Among the highlights in Chi-
cago—where few surprises in the
way of new products are expected.
but there is much anticipated inter-
est in the range of new dircctions for
the industry in the post fair-trade
era,

® Discussion on the need tor—and
implementation of—a national asso-
clation of audio retailers, spurred by
the growth of regional co-ops and
buying groups as independents n
particular (with the aid of rep firms),
strive 10 “stay alive” in many arcas.
Leaders of the IHF, ERA, NARDA
and existing groups will give their
views at the opening Sunday morn-
ing conference.

® Prototypes and production
models of more CB/car stereo/radio
combinations from a growing num-
ber of firms that incorporate ad-
vanced phase-lock loop (PLL) digi-

tal synthesis circuitry, looking ahead
to FCC approval for much-needed
channel expansion. The high ticket,
higher profit combo units are mov-
ing from the autosound “pioncers”
to traditional CB firms. who are fi-
nally rccognizing the potential
growth projected at more than 30%
of the CB market in a few vears.

® Expanded offerings in the
“semi-pro” home studio and disco

ficlds, focusing on crossover prod-
ucts in tape recorders. power amps
and speakers from such hi fi-ori-
ented companies as TEAC, Sansui.

{Continued on page CES-10)
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Los Angeles

Although there has been a degree
of flatness in the Southern Califor-
nia economy generally of late, you
wouldn’t recognize it from the way
audio merchants talk—or from their
actions. Several major chains in the
L.A.7Orange County milecau have
recently added units which they say
will account for substantial volume
and dollar increases by year ¢nd. In
the past several months University
Stereo (up from 8§ to 9); Sound Cir-
cuit (up from 2 to 3); Paris Electron-
ics (up from 2 to 3) and Federated
(up from 2 10 3); and Cal Stereo (up
from 8 to 9) have all expanded.

Pacific Stereo dominates this mar-
ket, doing about $35 to $40 million
in 14 area stores with University, Cal
Stereo, and Federated all vying for

(Continued on page CES-16)

Market

Chicago

Area retailers are conservatively
pleased with sales in the first half of
the year, but look to a major resur-
gence of market strength in the fall.
The signs: in-store traffic accelera-
ting, with more of the lookers and
listeners apparently on the verge of
becoming buyers. That report from
Audio Consultants, an independent
in suburban Evanston and from the
city's three United Audio Centers.

The CB boom appears not 1o have
fazed audio dealers here. “Defi-
nitely no CB,” maintains United
Audio. “We feel it will die in two
years with tremendous price compe-
tition at that time. Prior diver-
sifications we’ve tried tended to di-
lute the effectiveness of sales
personnel. We're best just selling hi
fi."

“Still looking at CB, but we
haven't made a decision yet,” re-
ports the MusiCraft chain, with six
stores here. Audio Consultants: No
CB.  (Continued on page CES-16)

Dealer

Minneapolis/St. Paul

Optimism, pened already in the
first six months of 1976, is the pre-
vailing attitude here. Al Kempf of
Audio King claims “the best traffic
and best interest in years—sales are
up gratifyingly.” Dick Schulze of
Sound of Music, says that he had
originally forecast sales to be up 27%
to 30% for the first six months of
1976, but was pleasantly surprised to
find that they were up by 42%. Die-
ter Pape of Dayton’s reports that, ex-
cept for February, sales were well
up, across the board.

Retailers were in general agree-
ment that the sales climb was even
across all product catcgories, but
there were some exceptionally good
boosts. For Dayton’s it was in the
area of CB (“CB is going to be very
very strong for department stores,”
Pape maintains, “because the mar-
ket has expanded to the typical de-
partment store customer.”) and up-
per end hi fi, in the $800-900-1000
range.

Audio King witnessed good ac-
tion in high end tape recorders, has
set up a tape lab, where “we run
some graphs, do some checking for

(Continued on page CES-17)
: F

Survey

Miami

South Florida’s economy is mak-
ing a rapid comeback from recession
times and this is reflected in the pub-
lic’s buying habits as Greater Miami
consumer electronics stores report
increased sales for the first six
months of 1976 as compared with
the same period last year. And, most
report increases in all departments,
although CB radios seem to be hit-
ting new highs.

Gil Speilberg, owner of two Tapes-
ville stores, reports that his loca-
tons are way ahead of last year in
the same period. “The first four
months have been great and we ex-
pect an exceptionally good year in
all departments especially auto
equipment, CB’s, and tape players.
Our numbers last year were sick.”

Marty Goodman, electronics and
appliance buyer for J. Byrons with
26 stores in the state, claims the CB
buying fever just started and sales
are building up. “We're just getting
our first delivery and going into it in
abig way. We've done wellin our hi-
fi department, too.” Paul Luskin,
with three Luskins locations, men-
tions improvements in all areas with
CB better than ever.

Manufacturers could do more for
retail stores according to owners, al-
though Luskin reports they’ve been
more cooperative and are more in-
(Continued on page CES-18)

Bullish

Nashville

Most area outlets paint a rosy pic-
ture of the mid-year profit scene,

Dixie Hi-Fi, the first high-volume
major discount operation to take
root here, reports good sales at both
Nashville locations, with hi fi lead-
ing the way. The remainder of 1976
should continue the upswing trend,
resulting in some healthy profit fig-
ures for both Dixie sites which are
running “neck-and-neck” in sales,
according to Dixic’s Roger Linker.
The figures closely parallel the
firm’s early year forecast.

High end hi fi has brought the
first half of 1976 up to expectations
at Hi-Fi Corner, and results are
slightly betier than forecast, reports
Lester Ralsten, assistanet manager.
He's hoping for a better second half,
compared 1o last year.

{Continued on page CES-18)

CREDITS

This exclusive Billboard dealer sur-
vey was coordinated by Stephen Trai-
man, Tape/ Audio/Video editor, with
reports from Jim McCullaugh (Los
Angeles/San Francisco/ San Diego),
Alan Penchansky (Chicago); Irene
Clepper  (Minneapolis/St.  Paul);
Gerry Wood (Nashville);, Sara Lane
{Miami); Maurie Orodenker (Phila-
delphia); Ken Fitzgerald (Seattle/
Portland. Ore.); Martin Hintz (Mil-
waukee/ Madison, Wis.), Grier Lowry
(Kansas City), Joanne Oliver (Co-
lumbus, Ohio); Ed Morris (Toledo,
Ohio).
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Summer CES

Blank Tape Emphasis On ‘Crossovers’ And Merchandising
West: New Open Reel & ‘Micros’

New configurations and formula-
tions take a back seat at this year’s
CES showcase, while improvement
and refinement of existing configu-
rations and formulations and vigor-
ous merchandising and promotional
campaigns gather most of the
spotlight.

True, firms such as Ampex and
Memorex will be bowing profes-
sional quality reel-to-reel into their
consumer lines. But these tapes are
not new. The CES simply marks the
debut of such products to the con-
sumer.

TDK will be re-emphasizing an
already debuted Audua line of reel-
to-reel product and several manu-
facturers are offering a higher qual-
ity 8-track line than in the past.

The 3M Co. has experienced a
great deal of success with its Master
line, and attention will continue
to focus on that product.

Certron will continue its push into
the micro and minicassette market,
and other leading manufacturers say
they are closely examining the po-
tential of mini and microcassettes as
a consumer product.

Advertising, promotion and mer-
chandising, of course, will continue
to play a major role in blank tape, a
role that has grown on a yearly basis
since the early *70s when tape manu-
facturers came out of the CES closet
and began to rival the hardware
people in regard to exposure.

Television is being abandoned by
Capitol Magnetics, though other

By BOB KIRSCH

manufacturers will continue to use
the medium. Still, giveaways, print
advertising in “contemporary” pub-
lications and retail and dealer pro-
motions.

Bob Burnett, sales manager at the
3M Co., says his firm will be in the
mini or microcassette market or both
at some time in the future, “prob-
ably the first quarter of next year.
They are in the works for the con-
sumer market, and one benefit is
that our divisions will also have use
for the product,” he adds.

Beyond the careers it has
launched, the jobs it has created, the
dances it has spawned, and the club
owners and record company offi-
cials it has helped put on easy street,
there is another equally intriguing
facet of the disco boom ... its
enormous impact on the stereo com-
ponents industry.

Before the disco phenomenon de-
scended on this country, the stereo
components industry was drifting
along like waters on the surface of a
placid lake. Occasionally some small
measure of excitement would be
created by some nebulous innova-
tion like the development of a new
front panel or the creation of a new

“There are no new formulations,”
Burnett continues, “primarily be-
cause they are not really necessary at
the moment. Formulations are still
restricted by the hardware in many
instances, and we are getting max-
imum performance from the current
oxides in relation to current hard-
ware capability.”

In the merchandising area, the
firm will introduce at the mass mer-
chandiser level a Scotch C-60 in a
box, as well as two in a bag. In the

(Continued on page CES-12)

HEDGING ON HI F|?#mm

Disco Boom Draws Top Firms

By RADCLIFFE JOE

switch. Its biggest hassles were the
consumer's apathetic attitude over
4-channel, and the FTC’s constant
niggling over the price fixing.

Then disco landed in the midst of
all this tranquility like a stink bomb
in the middle of the Thanksgiving
Day parade, and the stereo compo-
nent industry will never be the same.

Prior to the coming of disco, there
was a distinct demarcation line be-
tween the manufacturers of equip-
ment for the professional and sound
reinforcement business, and those
who catered to the needs of the
audiophile or semi-professional and
mass consumer markets. Disco
created a fusion of those lines, and

East: Promotion Plus!

By RADCLIFFE JOE

Promotions in every imaginable
form from the much-debated net-
work tv schedules of such companies
as Memorex, BASF and Ampex, to
giveaways, discounts and point-of-
purchase displays, will take prece-
dence over the less colorful aspect of
formulations when blank tape man-
ufacturers from across the nation
and around the world converge on
the Summer CES.

Attention will also be focused on
Capitol Magnetics” abandonment of
network tv as a viable advertising

now even the experts are hard-
pressed to separate them.

Once essentially consumer-ori-
ented companies like Sansui, U.S.
Pioneer, Superscope, Technics by
Panasonic and TEAC, have made
bold steps across the demarcation
line, and are now exhibiting at once
unheard of shows like the AES, in
addition to retaining their foothold
in consumer product shows like the
CES.

For instance, Sansui has been
pushing its new Definition series of
amplifiers, such as the BA-5000
which weighs 108 pounds, and de-

(Continued on page CES-7)

medium after sinking more than $3
million into the project, and on the
dwindling fortunes of the once-pop-
ular chromium dioxide formulation.
This is now virtually ignored by all
but Du Pont which developed it, and
which, convinced of the formula-
tion’s viability, will be personally
plugging it in the hope of stimu-
lating a comeback.

Most manufacturers at the show
deliberately unveiled their new for-
mulations at the January CES, in or-
der to free themselves to concentrate
on marketing and merchandising at
the summer exposition.

However, TDK. which has honed
the formulations of its Audua and
Super Avilyn lines to what Bud Bar-
ger, the firm's Eastern regional sales
manager, calls "a new level of effi-
ciency,” will show 11 test cassettes at
the show to prove its point.

TDK will use some experimental
tv in its fall promotions, but wiil
limit this to regional stations, using
dealer co-op money. The big push
will be in print ads in such maga-
zines as Penthouse, Playboy. Rotling
Stone and Crawdaddy. Emphasis
will also be placed on the firm's pro-
motional products, and the ongoing
success of its tape clinics.

Maxell will highlight its new line
of recently released products for the
A/V market, and will also showcase
its new UD 8-track cartridge. It has
also been rumored that the firm is
working on a step-up formulation of

(Continued on page CES-9)
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and sales aids

When they record music, sell them

See Your Capitol Representative Now!

the musiciape

Capriol;, CAPITOL MAGNETIC PRODUCTS A DIVISION OF CAPITOL RECORDS, INC. » LOS ANGELES, CALIFORNIA 90028 « A MEMBER OF THE EMI GROUP
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"Sound Gatherer, Music Giver.
And you're going fo call it "Traffic Builder, Profit Maker!"

Here's why: Year-round National Advertising

* Neftwork and spot television * Consumer and

audiophile magazines Promotions * Consumer
promotions throughout the year * Dealer incentives

Merchandising Assistance * Floor and counter

display racks ¢ Posters and banners * Product brochures

Traffic Builder
Profit Maker
Introducing another success-season

for The Music Tape™ ...and you!
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Two years ago we won-
dered what would happen if

CIZ:L:L:Y

we built a car stereo that had
the specs of a.home stereo
system.
Everybody loved the idea.
So we told our engineers
to forget about price —
just build the greatest. The

State of The Art Car Stereo.
And they did.

It’s called Supertuner.

And guess what it
ended up costing at retail.
As little as $150.

Please don't judge us
by our price tag. The
performance on Super-

tuner is as good as most
people get on their home
units. And just as important
for people in lousy reception
areas, Supertuner performs
like a trooper where other
car stereos fade and falter.

To prove that specs don't

lie, we tested Sup

ertuner out
-



www.americanradiohistory.com

il

]

those donkey trails of the
rand Canyon. But
wherever he

G

in the Grand Canyon
~ \>'x\

On the rim of
the canyon, 65 lonely miles
from the nearest station,
Supertuner came in sharp
=

and clear.
Competitive models

had background noise and
P

static.
75 feet below the
rim, Supertuner was still
going strong. The others?

Nothing.
Of course, nobody in
his right mind is going
to drive his Pinto down

takes his car,
hell get less fading.

Less noticeable

station noise and
and you get home type audio

in your car as well
Put all of the above in
your store and you get the
reward you so richly deserve.
THE PIONEER
SUPER TUNERS

less drift.
The moral is clear.
Put Supertuner
in a car and you
get home type
reception.
Put our Power Amp

and a good set of our
speakers w 11‘/1 Supertuner
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Here’s a new line of
cassette recorders we promise
won't blow away at the beach.
Our Schleppables. They’ve
got heft because they’re
loaded down with features.

Take our Super Wham-
mies. The RK-113 and 114.
They both have cassette and
AM/FM. Big 4% inch
speaker. Built-in condenser
microphone. Cue and review
for finding your place fast.

t ~ —rwarmmm j

HOW TO FIND G
WHEN YOU’RE N

24

EAT SOUND
IN YOUR CAR.

Complete home systems
with everything. 8-track.
Cassette. BSR three-speed
changer and two-way acoustic
suspension speakers.

Our best engineers
sweated over them — match-
ing impedance to speakers,
matching pre-amp to cart-
ridge, matching antenna to
recelver — so your customers
can forget it completely.

All they have to do is plug
them in and enjoy.

Automatic shut-off and sleep For all the facts, you can
switch. And since they both  get in touch with Pioneer’s
use the larger D size batteries Vice President of Sales,

they play about twice as long

as ordinary portables. -

If your customer’s
just interested in
recording and playback,
show him our DK-11 or
12, the go-anywhere
cassette studios. They
have a built-in conden-
ser microphone that’s
super sensitive. Cue |§
and review. Automa-
tic shut-off and the
same longer battery
life because they
use the same
D size batteries.

For great sound Steve Solot, at (213) 639-5050.

that‘malges hotmehwor,thth When he’s not listening to
coming home to, heres the — qypertuner in his car.
hit of the January CES. 2

Centrex by Pioneer Plug- CENTIREX
in Stereo. by PIONEER

Pioneer Electronics of America, 1555 Del Amo Boulevard, Carson, California 90746
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Summ

Disco Boom Draws Top Firms

» Continued from page CES-2
ivers up to 300 watts of power per
:hannel.

The amplifiers in the Definition
ine have been so successful that
ansui is already vigorously pur-
iing the development of other
roducts for the line. However, as-

surance has been given that the con-
sumer product line will not be hurt

s this new concentration on the
.sco and professional markets.

U.S. Pioneer is pushing such
roducts as its SPEC-1 preamplifier,
.ad SPEC-2 amplifier for the disco
narket. The SPEC Series is designed

for rack-mount installation.

Other products in the Pioneer line
designed for disco use are the new
LS-1 line of speakers capable of ac-
:ommodating up to 200 watts of
oower; the SG-9500 stereo graphic
equalizer, the TX-9500 tuner. the
RTU-11-2T tape deck, and the RT-
2022 and RT-2044 open reel sys-
tems.

TEAC has entered the disco
2quipment market with all guns fir-
ing, and the firm has created a spe-
cial products group to handle the
marketing of such product lines as
the Esoteric tape deck, the Accu-
phase components ling, and the Mi-
cro Seiki turntables, plus its own
Tascam product line (Billboard.
May 22).

Fisher. which has had its troubles
but is now back on the market with
redoubled zeal following its recent
association with Sanyo. is also aim-
ing at a slice of the disco equipment
pie. The firm’s new line has many
vieces of equipment, including turn-
rables and receivers, aimed at disco
:quipment buyers.

British Industries Co., which has
rreated a name for itself on the do-
nestic market with its Venturi line of
.peakers, has added two new prod-
acts to the line aimed especially at
he disco and semi-professional
narkets. The units, designated For-
nula 5 and Formula 7. can accom-
nodate up to 100 and 125 watts
AMS of power, and are said to be
able to “think for themselves” (Bill-
hoard, June 12). They are selling for
-219.95 and $445 each, respectively.

Garrard, too, which has always

been an essentially consumer-ori-
ented company. has upgraded some
of its turntables, in a move to attract

Pyr speaker, and Cerwin-Vega offi-

Yials are predicting it will revolu-

vionize the mart.

the disco and semi- prot‘ession:-‘l‘r/.,-' Even the headphone manufac-

buyer. One item in particular 1s 1|

new model GT55 direct- drl\ga-r.um
table with a compwfer-design
tonearm. It sells for-tinder $250.

Technics by Panasonic will intro-
duce « graphm equalizer with 12 ac-
tive filters for the disco market. The
unit, part of Panasonic’s profes-
sional series. sells for $700. Other
units in the Technics line aimed at
the lucrative disco market include
the model SA-5760 stereo receiver
which delivers up to 165 watts RMS
of power per channel, and sells for
$799.95.

Other products include the model
RS-671AUS cassette deck with two
motors, two heads, and Dolby noise
reduction system. This is priced at
$399.95; and the model RS-677US
for $499.95. The units are both
front-loading and stackable. The di-
vision owes its disco foothold to the
SL-1200 and SL-1500 turntables,
with several more added.

In BSR’s ADC line of professional
products is the Accutrac 4000 direct-

drive turntable, with a series of

pushbuttons that allow the user to
program the tonearm to play the
bands on an LP record in any de-
sired sequence. Its disco applications
are obvious as a boon to the harried
deejay.

Yamaha, which gotinto the disco-
theque and semi-professional mar-
kets just under two years ago, is al-
ready offering about 30 products to
these markets. They include the
model 1000-32 professional sound
reinforcement mixer console, and
the models PM-1000, and PM-400B
sound reinforcement mixers. There
are also models EM-80. 100 and 150
stereo mixers.

Cerwin-Vega, which shot into
prominence through having its
speakers used for the “earthquake™
effects in the movie of the same
name, will be pushing its models V-
33 and V-35 high performance
speakers with price tags of $495 and
$699 each. Its model L48SE “Super
Earthquake™ speaker will also be
used to woo buyers for the disco
market. This unit is priced at $950

turers are getting in on the act. and
firms like Sennheiser, AKG, Koss
and others have developed products
especially geared to the needs of the
disco deejay.

But while the consumer equip-
ment manufacturers have been
overstepping the division lines be-
tween consumer and professional
markets. the manufacturers that
have long catered to the needs of the
latter, have not been inactive. Such
companies as Otari, Revox, Studer,
UREI and MXR have also been ag-
gressively wooing the pampered
disco buyer.

No one cares to openly admit it—
who likes to be accused of killing the
goose that lays the golden egg—but
already a wave of nervousness about
the future is sweeping through the
ranks of manufacturers pursuing the
disco dollar.

They confide that a shakeout is
definitely expected. The market is
already being pummelled senseless
with speaker. receiver, turntable,
tuner, amplifier, preamp. equalizer
and whatnot manufacturers.

They all agree that it is being over-
done. Should the disco boom decide
to level off now, a lot would be left
holding the short end of the stick.
And even if the peak is still “a long
way off” as some manufacturers in-
sist, there will be those who will fall
by the wayside anyway.

Will it make much difference to
the industry? Those polled feel it will
not. They claim that unlike CB and
calculators, where total newcomers
jumped the gravy train, manufac-
turers supplying the disco market
are industry pros who have long
serviced other fields.

“What will happen,” they claim,
“is that those of us who catered to
the home stereo market will return
our full attention to this area, and
those that serviced the professional
and semi-professional fields will do
the same. It is for this reason that
even as we successfully supply the
needs of the discotheque operators
we are not abandoning our regular
customers.”

“ro Or Semi-Pro? Boundary Is Blurring

¥ Continued from CES-1

Butasrecording studio equipment
:rew in sophistication, so did the
iome music system. More record

" huyers purchased tape recorders,
' discovered the joys of the record

- won. An appetite for do-it-your-

recording was developed, and

»und every tape recorder a group
<, would-be recording stars ma-
terialized.

Eventually, the more serious of
their number would seek out the
professional recording studio, in the
hopes of making bigger and better
recordings. But in the meantime, the
pro’s studio rate card has also grown
in sophistication, and for most ama-
teurs, the high rental fees were out
of the question. Of course, that rate
card took into account the high cost
of professional studio hardware,
which was now even further removed
from the non-pro’s budget limita-
tions.

Teac/Tascam was one of the first
companies to recognize the wide—
and as yetunfilled—gap between the
aspirations of the amateur and the
availability of reasonably priced
hardware. With the introduction of
its Model 10, the serious amateur
could consider setting up his own
studio in the basement or garage.

~
Al

Just under $2,000, it wasn’t cheap,
but it wasn’t that expensive either.

After the shock waves passed,
other companies joined in, and ama-
teur recording became big business,
and therefore no longer amateur.
Now its known as “semi-pro.” and
few companies have been able to re-
sist its lure.

Dealers specializing in semi-pro
recording packages are now a regu-
lar part of the audio scene. On the
West Coast, Express Sound Com-
pany in Costa Mesa, Calif. special-
izes in semi-pro recording packages.
built up around equipment from
Teac/Tascam, Otari, dbx and oth-
ers.

Emil Handke of Nashville Studio
Systems has been particularly suc-
cessful with the El-Tech recording
console, a 16-in/16-out board that
costs less than $10.000. He also
stocks an extensive low budget line,
and works closely with customers
who may begin as amateurs and
over the years work up to full profes-
sional status.

On the East Coast, Sound Work-
shop has recently introduced its own
12-in/8-out board for $2.850. The
entire Sound Workshop line is de-
signed for high quality semi-pro ap-
plications, and in fact the company
was formed primarily to meet the
demands of the knowledgeable con-

sumer with a limited budget who
seeks to do his own recording work.

In these and other semi-pro deal-
er showrooms, the hardware line
blurring is quite apparent. with
manufacturers names and equip-
ment styles both showing the effects
of the crossover.

For example. the graphic equal-
izer was once considered a tool for

professionals only. UREI is one of

several companies supplying octave
and one-third octave graphics for
pro sound reinforcement and
recording studio use. At $730, its
Model 529 single channel graphic
equalizer is probably bevond the
budget of the non-professional. On
the other hand, MXR has recently
introduced an octave band dual-
channel graphic equalizer for $200—
well within the reach of the semi-pro
studio or the serious high fidelity lis-
tener.

Technies by Panasonic has an-
nounced its plans to market a
graphic equalizer with twelve active
filters, each of which provides 12 dB
of cut or boost. and may be tuned
over a two-octave range. The unit is
rack mounted. and will be part of
the Panasonic professional series.
which also includes rack mounted
preamplifiers and power amplifiers,
as well as a quartz-controlled direct

(Continued on page CES-8)
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Audio Showcase |

TECHNICS SA-5760 stereo receiver offers 165 watts/channel RMS, elec-
trolytic capacitors to eliminate clipping; aimed for disco mart at $799.95.

CROWN CC-150 stereo output control center monitors three separate amps,
switches three sets of speakers, at suggested $299.

DBX K9-22 noise reduction system
card is plug-in replacement for
Dolby ‘A" CAT-22 card, at $250
each.

BOUSE model APD-1600 16/24
track studio tape recorder has rug-
ged tape transport, sophisticated
state-of-the-art signal electronics.
Audio Electrical Supply is distributor
in Western U.S., Canada.

CONNOISSEUR BD3 turntable from
A.R. Sudgen (Hervic in U.S.) offers
quick-start cueing for pro mart.

!H.rl 1 lT‘g ﬂ'!!T T'T*

“ PP gt et Pkt sat P Bpv ot 42504

SOUNDCRAFTSMEN RP2204 tape-playback equalizer has its own tape moni-
tor inputs/outputs, separate 10-octave panels at suggested $329.50.

EDMUND Scientific portable llght show |ncludes modular mini-console for re-
mote control of visual effects; projector, at suggested $990.
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® Continued from page CES-7

drive turntable (Sound Waves,
March 27). At $700, the unit is find-
ing wide acceptance in broadcast
control rooms. But Panasonic has
also introduced the SL-1400. a new
version of its lower priced direct-
drive turntable. With a list price of
about $250. it should find its way
into the quality consumer market
with ease. The same company’s line

of new cassette decks range in price
from $250 to $500.

The ADC professional products
group of BSR Ltd. has recently in-
troduced the Accutrac 4000 direct-
drive turntable, which the company
says is, “the most unique and ad-
vanced electronic turntable in the
universe.” A series of pushbuttons
allows the user to program the tone
arm to play the bands on an LP

pfanstichl”
needle guide
gives yéumore

More set model numbers . . . More hard-to-find

needle types . . . More cross reference information.
More of everything you need to make the sale.
Become a PFANSTIEHL DEALER and you’ll be able
to sell more LONG PROFIT Replacement Needles.

- WRITE TODAY FOR INFORMATION
ON YOUR LETTERHEAD

3300 WASHINGTON ST./ BOX 498 / WAUKEGAN, ILL. 60085

SCANDIA

offers
automatic
packaging machinery
systems
designed for

stereo tape industry

[

labélling-cartoning
wrapping-bundling
inserting operations

For information, call or write

Scandia Packaging Machinery Co.

P.0O. Box 575, Allwood Station
180 Brighton Road, Clifton, N.J. 07012 (201) 473-6100

over lilty years designing & building automatic packaging

machinery and systems.

record in any desired sequence.\évn
accessory remote controller allo™s
the user to operate the turntble
from his favorite easy chair, via
hand-held transmitter with a calcu-
lator-like keyboard. This should
guarantee its immediate acceptance
as a consumer pleaser. and as a god-
send 0 fumble-fingered deejays.
The Accutrac should also find use as
a teaching aid, since it can be pro-
grammed to play selected bandsof a
record repeatedly. At the moment, it
is not available with a CD-4 type
stylus.

Sansui has also had considerable
success with a product line that
crosses over from consumer to pro.
The company started with a diver-
sified high fidelity product line that
gradually approached the profes-
sional level. Now, its new Definition
series of amplifiers is designed pri-
marily for the disco. theater, and
recording studio. The BA-5000
weighs in at 108 pounds. and offers
300 watts per channel. With sub-
sonic filtering. power strapping. so-
phisticated protection circuits, and a
built-in cooling fan. the unit is over-
built from the consumer point of
view. although Sansui reports that
many have been ordered for home
systems anyway.

The Definition serics marks the
beginning of Sansui’s professional
division. and other new hardware
for broadcast and recording studios
is now on the drawing boards. Jerry
LeBow, vice president at Frank
Barth Advertising. points out that
the Sansui expansion into profes-
sional products will not affect the
company’s commitment to the con-
sumer. In fact, 25 new models in its
regular hi fi line will be introduced
at CES this week. New professional
products will be shown in the fall, at
the AES convention in New York.

Pioneer is another name that is no
stranger to the quality conscious
consumer, and it has recently intro-
duced the SPEC-1 preamplifier and
the SPEC-2 power amplifier. built to
professional specifications. Like its
competition. the Pioneer preamp
has enough knobs and switches on
its face-plate to keep the pro, as well
as the advanced amateur, busy for
hours. The SPEC scries is designed
for rack-mounted installations. as
required in most pro studios. Never-
theless. the equipment is available in
many of the leading hi fi-type show
rooms. In fact. Pioneer offers its
dealers a free rack with custom wood
trim to show off its studio quality
components (Billboard, May 22).

Tape recorders are likewise found
straddling the line between pro and
semi. Teac is again among the lead-
ers here, with its dbx-equipped line
of Y-inch and '2-inch machines, in-
cluding the 80-8 with 8 tracks on Y-
inch tape. Although aimed at the
semi-pro. it may very well be found
in use for demo and in-house pro-
duction work in the professional stu-
dio.

Otari has 8-track tape recorders
available in both half and one-inch
formats. The company’s spec sheets
recommend the half-inch model for
musical groups and serious audio-
philes, while the one-inch deck is
listed as a professional recorder.
with balanced outputs. and an op-
tional capstan scrvo motor. Otari
also makes several small scale cas-
sette duplicating systems, suitable
for limited copying work in the pro
studio. as well as for general small
production runs by schools,
agencies, and others.

Revox, one of the early producers
of quality tape recorders for the
audiophile. has developed its A700
recorder and accessories into an ex-
tensive system. Accessories include

(Continued on page CES-9)
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KENWOOD KX-720 top-load cas-
sette deck has ferrite head, Dolby
noise reduction, bias/equalization
switches, increased ‘‘headroom."”

_Audiq Showcose_

SONY PS-3750 direct-drive turd
table has DC-servo motor, built-:
strobe, air-damped record cushic
mat at suggested $230.

SANSUl budget-priced SR-222
manual belt-drive turntable has 4-
pole synchronous-type motor, one-
touch control at suggested $115.

PIONEER CT-F8282 front-load stereo cassette deck with Dolby has ferrite
solid head, 3-position EQ/bias, memory stop, at suggested $400.

CENTREX RK114 portable cassette
recorder/AM/FM by Pioneer Elec-
tronics offers external mike/radio
signal mixing, sleep-to-music fea-
ture.

GARRARD DD75, firm's first direct-
drive turntable, is single-play with
illuminated

auto lift-off/shut-off,
strobe, at suggested $229.95.

UHER SG-510 stereomatic open-
reel recorder is economical 4-track
system for 7-inch reels at 334, 7Y%
ips speeds, at suggested $399.95.

LLOYD'S R973-014 stereo system
has AM/FM/MPX receiver, 8-track
player/recorder, BSR automatic
changer, 2-way speaker systems,
new look.

GE Music Machine is 3-way cassette
recorder with remote sing-along
mike, oversize 6-inch heavy-magnet
speaker at suggested $59.95.
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Eastern Blank Tape Firms’ Emphasis On Merchandising

® Continued from puge CES-2

its very successful UDXL line. This
product is scheduled for an October
debut.

Like most other manufacturers.
the daszle of tv has attracted Maxell.
but there are no plans for a major
network buy. Gene LaBrie, the na-
tional sales manager, says that the
firm will work with its dealers on
some regional tv ads, but reminds
that the products have done remark-
ably well with little more than the
usual educational seminars, clinics,
point-of-purchase  displays and
other conventional merchandising
aids.

Columbia Magnetics is another
company that is working on a sccret
new formulation. It will not be seen
at CES, but Ted Cohen, the firm’s
national sales manager. discloses
that it has passed its lab tests, and
that production runs are now being
tried.

Semi-Pro Market

® Continued from puge CES-8

hardware for variable pitch control,
remote control of the tape transport,
and Sel-sync operation (Revox calls
it “In Sync™).

And while the Revox line grows
more extensive, its parent company
Studer has had great success with its
Series A67 tape recorders, which sell
for about half the price of the regu-
lar Studer professional machines.
The A67 is turning up in both pro
and semi-pro operations.

Digital technology is also crossing
over into the high end of the con-
sumer market. Audio Pulse has in-
troduced a $600 digital time delay
system designed for simulation of
the reflective patterns of the concert
hall. The system produces a multiple
series of echoes which may be fed to
the rear channels of a quad playback
system. Teledyne Acoustic Research
1s also experimenting with concert
hall synthesis, and expects to market
a consumer oriented digital time de-
lay system in the not-too-distant fu-
ture.

In another area. the electret mi-
crophone was first introduced in this
country as a semi-pro item. with a
price tag that brought the condenser
microphone within the reach of the
budget studio. The early Sony ECM-
22 quickly gained acceptance in the
professional studio as well, and to-
day the electret may be found in stu-
dios of every category. Sennheiser,
Electro-Voice and AKG have all
added clectrets to their line of pro-
fessional products.

Professional grade dynamic mi
crophones are also turning up in
non-pro circles. Since good dynamic
microphones are so often of
wretched quality. the pro line is
finding wide usc among amateur
recordists.

At the other end of the trans-
mission chain, the line bhetween
home and studio type loudspeakers
seems 1o be holding up a little better.
Few consumers are inclined to bring
home studio monitor speakers, and
even the top-ol-the-line high fidelity
type of speaker is rarely seen (or
heard) in the pro’s studio. The ex-
ception may be the mixdown room,
which usually features a pair of
KLH-5 or JBL 4310-s. both of which
are popular in home systems. Acous-
tic Research’s LST speaker system,
while designed for professional ap-
plications, seems to have found
wider acceptance in high end hi fi
installations. and is rarcly found in
the professional’s control room.

Perhaps not knowing where their
next customer is coming from, ad-
vertising is also crossing the line with

(Continued on page CES-24)

This much is known about the
new formulation: it will be released
in both cassette and 8-track configu-
rations. The tirm. which has also

been doing brisk business in profes-

sional blank tape products, is also
experimenting  with  formulations
aimed at negating the risk of print-
through in its line.

Columbia Magnetics has always
becn attracted to tv as a viable ad-

vertising medium for promoting its
products. Fol.owing some abortive
attempts with an ad that featured a
German shepherd dog stopped in
mid-attack by a high pitched com-
mand recorded on Columbia tape,

the firm now feels it has developed a
new tv commercial that will have the
needed umpact. and admits that
dealers are impressed by tv.
No decision has yet been made on
(Continued on page CES-25)

‘I WanT You...

TO ACQUAINT YOURSELF WITH OUR
PROFIT MAKING PROGRAMS WHICH
WILL FIT YOUR NEEDS. THESE
PROGRAMS ARE DESIGNED TO
CREATE MORE SALES AND

HIGHER PRO

CB ACCESSORIES

FITS FOR YOU.”

See Our Complete Line of Needles,
Cartridges, Audio, Tape and Record Accessories

Plus the new CB Accessory line

(" NEEDLE FINDER

MUSICLQOVERS

Love your

records...

A &,

buy’em a
diamond

NEEDLE AND

CARTRIDGE FINDER

X

TAPE CARE ACCESSOR ES

@
NEEDLE DEX RECORD CARE ACCESSORIES

NEEDLES (color coded)

45 ADAPTORS AND SPINDLES

THE MOST COMPLETE PROFIT-MAKING AUDIO LINE

for further information write to

HEV-GAME Inc.

186 Buffalo Avenue, Freeport, N.Y. 11520 (516) 378-0440

See us at CES in June - Booth No. 8822
See us at National Music & Sound Show in August - Booth No. 18
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Multi-Market Retailer Survey Bullish On Rest Of 1976

San Francisco

A check of area audio merchants
reveals that business has been
spotty. Some are up, others running
even with last year, and still others a
little behind last year. One rep says
“Chains appear a little down and in-
dependents seem a little ahead, but
no matter how you slice it the market
lacks something in the way of excite-
ment.” Generally, however. all deal-
ers are optimistic about the rest of
the year and say they will make spe-
cial efforts to offset any summer dol-
drums.

Spokesman for two of the area’s
leading retailers, Pacific Stereo, the
giant California chain. and Cal Hi-
Fi with six units, say business has
been “stable™ the first half and gain-
ing some momentum. Delores Ward.
Columbia Music, in downtown San
Francisco, says, “Although I can't
give you an exact figure we are down
a few percentage points. The strike
(referring to the recent municipal
transit workers walkout) didn’t help
us.

Buta spokesman for the Sounding
Board, Berkeley, which the strike
didn't affect. comments, “Business

On-cassette printing
inup to 3 colors

+ full background color,
at speeds up to

100 units per minute.
Saves time, money

and problems,

The APEX Printer from

AUDIOMATIC CORPORATION

Good-hbye,
paper labels

1290 AVENUE OF THE AMERICAS
NEW YORK N ¥ 10019 PHONE (212)582.4870
CABLE AUDIOMATIC/TELEX 12.6419

OVERSEAS OFFICE: 4 RUE FICATIER
92400 COURBEVOIE. FRANCE, PHONE 333 30.90
CABLE AUDIOMATIC/TELEX 62282
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(Colors Available)
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(Tabs In Tabs Out)

SCREW TYPE

(Tabs In Tabs Out)
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Hi reliability

Immediate delivery
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Contact Us Today
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INDUSTRIES

845 BROAD AVE.
RIDGEFIELD, N.J. 07657

Tel: (201) 945-2000—Telex: 133396

has been excellent, up around 15%.
IU's been pretty consistent also in that
business has been even and also
even across the board in terms of
product. Everything we carry seems
to be doing well. We don’t do any
price promotions but as expected
things became a little hotter in
media after fair trade.”

Notonly have they become hotter,
agrees Ward, but “since the end of
fair trade I notice we have been get-
ting about 50% more telephone calls
by people who are apparently shop-
ping price over the phone. It's very
demanding on us but you really
can’t turn people off on the phone
for the simple reason that you risk
alienating potential customers and
future customers.” Other dealers
also have noticed this trend.

CB has proven strong with some
area dealers, with others, as in vari-
ous markets, staying an arm’s length
away either because of image or ina-
bility to get merchandise.

Says Ward, “We were in CB but
are dropping it. [t was hard getting. |
can’t really point to any particular
product category as being especially
strong, All of them seem stable.” The
Sounding Board spokesman says
“We are not getting into CB. That’s
not where we are at. I feel mass mer-
chants and other types of dealers are

. better suited to 1t.”

Drew Wallen of Sound Systems, a
high end specialist, adds that “every-
thing seems to be very popular. Basi-
cally we are a high end merchant. |
have noticed some excitement about
the new Sonab speakers as well as
the new Nakamichi tape decks. We
also do a good job with Accuphase
and Bang & Olufsen. I don’t think
the end of fair trade hurt us since we
have a broad product mix. We never
emphasized price anyway. Our
strategy is to talk to consumers once
they are in our store.” After custom-
ers are in the store, adds Wallen,
they are cultivated and as educated
about hi fi as much as possible.

Ward, with a few other dealers
notes, “we seem to be getting better
deliveries from manufacturers and |

think that is going to help our busi-
ness in the second half. Especially
fast deliveries on demand items.
That seems about the only addi-
tional assistance suppliers are giving
this year. Naturally we could use
more in the way of co-op and other
aids.” Other dealers agree.

San Diego

Southern California’s south-
ernmost city, 1 1th largest in the U.S.
with a I-million metro population,
hasn’t been setting the world on fire
the first half of the year in audio
sales—but business is nonetheless
characterized by area dealers as
being very stable. Some are ahead
by as much as 10% and no one ap-
pears down from last year. Many ad-
mit that second half business in-
creases hinge on even further
strengthening of the economy, and
the elections.

San Diego’s first professional hi fi
show. held in mid-March, has in-
jected momentum into the market.
which is still carrying over. “We had
a sizable increase in store traffic be-
cause of the Rogers show.” observes
Mike Romagnolo. head of the two-
unit New Dow Sound City, “and the
show was well worth the effort. Busi-
ness has picked up. High end sys-
tems are picking up nicely.” Dow
Sound City is one of the area’s heav-
iest price promoters and advertises,
“Dow will beat any advertised price
in the U.S.A.. Canada. or Mexico.”

Hugh Largey. group manager at
the Broadway, Grossmont, says, “We
had a good anniversary sales but in
the main business has been a little
soft. We have been doing a good job
with portable cassette recorders at
$79.95 and $89.95 with Craig, Pana-
sonic and Lloyd’s leading the way. A
$159.95 component system by
Lloyd’s is very strong also.”

CB has been a growth area for
some dealers but not all are choosing
to getinvolved. “We are the number
3 store in the chain with CB.” adds
Largey, “with Hy-Gain, Pace, and
Craig.” (The Broadway has 34 stores

in Southern California). But some
dealers, like Steve Sekol. at the two-
store Sound Company, indicate. “I
realize it’s a growth area but I don't
think it’s for us. It's not audio and
not our image.”

Largey adds. “Consumers are still
spending so I think we are still on a
firm base—but the economy is still
on an incline and 1 think the elec-
tions are going to affect second half
business. | am optimistic and our
projections will be fairly conserva-
tive.”

Says Hugh Solaas of Wright's
World of Sound with two locations.
“Business has been pretty good. We
are roughly 10% ahead of last year
and [ am optimistic about the second
half. I wouldn't characterize busi-
ness as screaming but good. The
high and low end seem to be the
strongest, systems at about $300-
$350 and systems at over $1000. The
middle is about the same. We really
haven't been getting anything extra
in the way of manufacturer aid. co-
op, etc. Just the normal. We could
use more.” Most area dealers agree
with Solaas on this point. “We
haven’t jumped on the CB band-
wagon as yet and I don’t know if it’s
for us what with all the problems
like channel congestion and licens-
ing.” he says.

Solaas, like other area dealers,
says the end of fair trade has meant
more price cutting indicating, “We
have seen much more price competi-
tion on lines like Marantz, Pioneer
and TEAC. They are being foot-
balled. What we are trying to do is
focus on smaller companies to com-
bat that. We have the Nikko line,
they make a fine product. and we are
doing a good job with it.”

Blank tape has been strong for
Wright's as it has been for other
dealers, with little price cutting on
product. C-90 cassettes are the vol-
ume leader. The Broadway indicates
strong blank tape movement as well.

Steve Sekol of Sound Company
says, “all our areas seem to be con-
tributing to increases. The low end is

(Continued on page CES-11}

Changing Industry Scene At CES

® Continued from page CES-1

U.S. Pioneer, JBL, Cerwin-Vega,
Technics by Panasonic and others.

® “New” consumer open-reel
blank tape lines, based on the studio
mastering formulations from Am-
pex and Memorex, reflecting the
growing sophistication of the
“home™ recorder who wants the
same quality he or she hears in the
studio or on increasingly better FM
broadcasts.

® The first high end blank 8-
tracks from Maxell and Fuji Photo
Film, joining the 3M Clasic and a
handful of other premium cartridges
on the market, as virtually every
hardware firm is showing increased
8-track record features in compo-
nents, compacts and consoles.

® Prototypes of the Y-inch “Elca-
set” audiocassette system—one of the
few really new products expected at
CES—from co-developers TEAC,
Sony and Matsushita (Panasonic),
as well as Superscope which will
market the initial Sony units in the
U.S. under existing agreements
through 1977, at least. The oversize
configuration is claimed to bridge
the gap between Philips-type cas-
sette and open-reel sound reproduc-
tion, with wider dynamic range and

increased frequency response.

e Compact stereo—or “integrated
components” as Fisher's Howard
Ladd prefers, are “meeting in mid-
f1.” On one end, the traditional sup-

www americanradiohistorvy com

pliers such as Capehart, Soundesign,
Emerson, Lloyd's and Morse are
showing a more sophisticated
“audiophile look,” with pricing
moving steadily higher due to both
expanded features and overall cost
pressures. On the other end, the of-
ferings of such firms as Sony, Pana-
sonic, Fisher and other more hi fi-
oriented companies are moving
down to fill the gap—with a “meet-
ing of lines™ in the $250-350 range
(actual selling price, not “suggested
list™ or *nationally advertised
value™).

® Accessories are taking a more
prominent share of the audio li-
melight, particularly with the oppor-
tunities offered by the continuing
CB boom. New or expanded CB
lines from such major firms as Reco-
ton, Pfanstiehl, EV-Game and oth-
ers, and specialities such as CB
mikes from Shure and carrying cases
from Le-Bo, as well as promotional
items from a host of new companies,
are evidence of the important profit
potential in this impulse-sale, com-
pact-display market. And music
rackjobbers are not unaware of the
possibilities.

e CB is moving to modular “com-
ponents” whith such firms as Mid-
land and Hy-Gain putting more
controls either on the microphone or
in a compact unit to minimize the
growing theft problem that has seen
a number of insurance firms drop
CB coverage or add a hefty pre-

mium. Taking a note from the
autosound firms, CB is also making
the in-dash move as digital tech-
nology brings the basic unit size
down and also helps the anti-theft
situation.

e Car stereo is also showing more
of the hi fiinfluence that began with
Panasonic’s first under-dash stereo
8-track unit with 10 watts RMS/
channel and beefed-up speakers.
Analog & Digital Systems (ADS)
and Nakamichi have teamed up
with a $700 system incorporating the
former’s bi-amped mini speakers
and the latter’s high end top-loading
cassette deck. The new Audomobilie
firm is offering a $358 package dem-
onstrated on the exhibit floor in a
BMW auto. Included are an in-dash
50-watt RMS stereo power amp and
cassette player, an under-dash mini
preamp/equailizer, and a 4-speaker,
2-way woofer/tweeter system with
crossover. And Cerwin-Vega’s new
HED (high energy design) division
is showing its 120-watt (60 watts
RMS/channel) mobile stereo power
amp system with heavy-duty 6 by 9-
inch, 40-ounce magnet speakers.

® The home video market will
come into focus at the video systems
conference Wednesday morning,
but on-sale models of the Sony Beta-
max videocassette deck and console
are expected, and possibly pro-
totypes of the Sanyo V-Cord II
videocassette deck that offers a two-

(Continued on page CES-13)
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Dealers Across Continent Offer Views On CB, Fair Trade

moving out of one store while the
high end is moving incredibly out of
another store. I think business is go-
ing to be very good in the second
half.”

Solaas sums up for a lot of mer-
chants when he says, “I am anticipat-
ing a good fall and [ believe busi-
ness will be up over last year.”

Kansas City, Mo.

With a few exceptions, the mes-
sage on stereo from the Kansas City
market for the first half of 1976 was
“better than expected.” One dealer
who experienced a sales downturn
attributes it to proliferating strikes.
Wes Nichols, manager of a Radio
Shack in the high-income Johnson
County suburbs, says, “Inflation has
hit our section hard and after house
and car payments these so-called
big-income people haven’t the kind
of expendable money left they used
to have.”

At the Burstein-Applebee store—
one of 11 BA stores in the market—at
Metcalf South Center, Overland
Park, manager Bill Millard says,
“We're up significantly this year
over last year in three basic cate-
gories, hi fi, records and parts.”

As with other dealers, the BA
manager reports an unmistakable
trend to high-end hi fi with the $500
to $1,000 tickets more common-
place. However, the number of
$2,000 sales has remained about the
same.

John Kief, at Kiefs, in nearby
Lawrence, Kan., says, “we’ve sailed
past our January | projection and
the credit goes to high-end sales. The
$800 to $1,200 tickets are working
wonders on our gross dollar busi-
ness. And that is why the rest of 1976
looks so good—the trend to high-
ticket sales.”

Out in the Mission, Kan., suburbs,
Herb Mooney at Accent Sound, says,
“this has become a weird market-
place. More than one independent
dealer is a sitting duck for a bank-
ruptcy about to happen. These are
dealers who have been selling stereo
at five to 10% over cost. That’s their
entire concept. Rising overhead is
taking its toll on these dealers.”

The factories aren’t doing much
more than ever on co-op advertising,
but a factory amplifier clinic tie-in is
a big success at Accent Sound.

John Kief at Kief’s notes, “factory
help is sometimes deceptive. but a
manufacturer says he will co-op
100% on an ad. That means if he
isn’t splashed 100% over that ad,
he’ll cut you to 15% on the co-op
deal. I like 50-50 co-op deals better,
where [ can put my store name and a
bit of store image-building copy
with the factory pitch. Not enough
of these.”

“Moreover,” the Lawrence dealer
advises, “too many factories are cut-
ting out time-tested tools like cut-
away speakers. They sum up their
reason as ‘too expensive.” Than-
kfully, manufacturers like Yamaha
and B&O are supplying excellentin-
depth brochures and other material
which document the value and qual-
ity built in their lines.”

For personnel and store managers
of the 11 BA stores, manufacturers
like Sony, Pioneer and Technics are
holding training and product-review
seminars which the BA management
has always strongly favored. Pioneer
recently staged a breakfast meeting
for BA managers at the Marriott Ho-
tel and Technics held a products-re-
view show at the Alameda Plaza Ho-
tel.

At Radio Shack, BA and other
dealers, CB sales are strong factors.
Despite the fact that every dealer
and his brother seems to be selling

CB, Bill Millard, at the Metcalf
South BA store, says the CB sales in-
crease the past two years at his store
has been dramatic. He attributes
BA’s strong position in CB to the fact
that the stores carry all the needs—

batteries. tubes, conductors, cables,
whatever. BA has probably the larg-
est small electronics parts warehouse
in the Midwest and the image the
firm has for having itall, in CB and
stereo, is solidly based. John Kiefer

isn’t that red-hot on CB. He doesn’t
handle it. A shooting star,” he says
of CB.

But Kiefer is adding another big
store in Lawrence and says the factor

that gives sales of sterco the rest of

'76 a glowing look is the value and
quality kick the average consumer’s
on. Herb Mooney. at Accent Sound.
agrees: “We're doing more in the
$1.200 to $1.500 package—even

(Continued on page CES-23)
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New Open-Reel

® Continued from puge CES-2

bag promotion. the consumer can
buy one and receive the second at
25% off. Two Highlinder C-60s will
also be available at a suggested retail
price of $1.49.

“The mass merchant is extremely
important to us now,” Burnett says.
“He has become increasingly more
important in the hi fi market. and
therefore in the quality blank tape
market. This is why our rackjobber
program has become so important.
It is essentially a step back into the
music business for us. especially in
the accessory area. More and more,
the mass merchant is ordering his ac-
cessories through the racks.

“We feel we have a quality name,
and we feel we can use our own sales
reps for key account concentration
and coverage on a national basis.
The economic slump seems to be
over, and the tape market is doing
very well again.”

Ivan Pato at Ampex says the

Grand Master professional tape, of-
fered to the consumer, has met with
a great deal of success.

“We were helped a great deal
when TEAC found the performance
of the tapes excellent and heavy
mentioning the product in its ads.”
Pato says. "The message began to get
through to the consumer, and before
we knew it we were getting calls
from consumers who wanted the
product but had no access.

“We tested Grand Master in Bos-
ton and New York in 7 and 10%-
inch reel versions. The tape was not
offered in a pacakge designed to be
attractive to the consumer, but sim-
ply in a plain box. And the con-
sumer began to buy, creating, in ef-
fect, a new market for super high
end product.”

Why is the Grand Master being
offered to all consumers? “For sev-
eral reasons.” Pato says, “One, the
hardware manufacturers have im-
proved their technology and. at the

NewC-4 STEREO
Cassette Copier.

C-1s Super Sister.

YOU CAN AFFORD IT.
ANYONE CAN OPERATEIT.

Introducing a low cost stereo
cassette duplicator to com-
plement our famous Super C-1
Monaural Model. The same high
performance, reliability and
beautiful design. The same sim-
ple operation . , . just press a
button. The C-4 is also designed
to absolutely protect your mas-
ters while duplicating them.

¢ One button operation

¢ Automatic rewind

¢ 16 times speed, 30 i.p.s.
= Track selection

Write or call for an illustrated bro-
chure on Pentagon's full line of
duplicating systems and premium
cassettes.

@ PENTAGON

4751 NORTH OLCOTT, CHICAGO, IL 60656 (312) 867-9200
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Summer CES
Crossovers’ Due LAudlo Showcase

same time, the price of quality hard-
ware has dropped. Anyone can be
an audiophile and afford good
equipment.

“Secondly,
quality hardware began a demand
for better tape performance. We
create our own demand internally
here because we have to satisfy our
own professional hardware needs, so
we were ready when the consumer
demand came along.

“Now, the reel-to-reel market had
started to grow again, and with the
market shifting at the same time
from low end or mid range units to
high end, a definite high end tape
market was created. We sold 7-inch
1.,200-foot reels for $8.99 with no
trouble, so we knew the demand was
there.”

Pato also points out that there is a
major difference in quality control
when high-end tape is produced, so
the consumer will receive an added
benefit here.

As for 8-track. a low-end 8-track
will be introduced at the show, “but
we haven’t really seen a demand for
professional quality in 8-track.

“There is not much_in the way of
new formulations around the indus-
try,” he continues, “though there
will probably be new gimmicks and
new buzz words. There’s nothing
wrong with that, it's simply good
merchandising. We are always
working on new formulations and
perfecting the ones we have. In a
way, of course, you can call the pro-
fessional tapes new. This marks the
first time these tapes have been
available at a certain price.”

Jim Lantz, vice president. sales
and special markets at Audio Mag-
netics, says the there will be three
promotions at the CES.

“One.” says Lantz, “is a six pack
of Tracs C-60s at $3.99. This is a pre-
priced, sell through package at in a
sleeve package. We will also have a
Tracs C-90 prepriced at 89 cents. In
mid-August, running through Sep-
tember, we will have an 8-track two
pack offering a half price sale. Tapes
will be available in 45 or 90-minute
lengths. One tape will be available at
full price, the other at half price.”

Lantz says 8-track is still growing,
but adds that cassette still makes up
the vast majority of the market.
Longer lengths in cassette are be-
coming more popular, he says.

“In reel-to-reel.,” he continues,
“the market seems to be decreasing
from a unit point of view, but in-
creasing from a dollar vantage.
People are buying more expensive
tapes. The market in that area is
really one for the audiophiies.”

All Audio Magnetics promotions
are tied in with national ad cam-
paigns in such publications as the
National Lampoon, Oui. Craw-
daddy and Rolling Stone.

In other areas, Lantz says the
surge of new formulations has
calmed down, primarily because soft-
ware and hardware are now pretty
evenly matched as far as capability
is concerned. There is confusion, he
says, in the mini and microcassette
market, with the mini being hub
drive and the micro capstan drive.
None are compatible at the moment.
Audio is looking at this market for
the future.

Jack Ricci at Capitol Magnetics
says the firm will be trying to do
things differently, offering a number
of different promotions.

“We feel tape has sometimes been
lost at the CES,™ he says, “so as well
as a booth and hospitality suite, we
will have our third annual Playboy
mansion party and we will have an
85-foot yacht docked outside
McCormick Place. called the Afri-
can Queen. We will also have a 47-

(Continued on page CES-13)
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EV-GAME introduces color-coordinated merchandising alds, packagmg for
Needle/ Cartridge Finder retailer inventory system.
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BIB Cassette Editor/Winder Kit has
splicer, splicing tape, accessories,
tape cutter, empty cassette, wind-
ing board, at suggested $18.

HORIAN Clean-Sweep record care
center displays total system, record
purifier, stylus care, disk cleaning
fluid units.

CAPITOL MAGNETICS offer for Music Tape this summer is any of five T-shirt
Roach Co. iron-on designs with each purchase.

ROBINS Whiskee disk cleaner uses
vapor-pressure principle to keep vel-
vet cleaning surface uniformly
moist with anti-static fluid.
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FUJI 8-tracks claim 50 dB-plus S/N
ratio, come in high-impact styrene
case at suggested $4.80 for 8T-45,
$6.30 for 8T-90.

AUDIO-TECHNICA AT6002 disk cleaner has conductive brush, arm to neu-
tralize static build-up, drum reservoir for controlled fluid application.
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Western Blank Tape Focus On ‘Crossovers,” Micros

® Continued from page CES-12
foot Crisscraft to take up any extra
passengers.

“In promotions, we have a num-
ber. There are two different pre-
packs, in which the customer buys a
specific selection of cassettes and
gets 12 C-45s free. There is a similar
8-track promotion, and a promotion
in which a retail consumer buys
three C-60s and gets one free in a
box. There is also a promotion in
which a C-120 is purchased and an-
other is available at half price.

“In 8-track, we have two con-
sumer promotions. The promotions
feature 60 and 120-minute tapes.
The consumer buys one and receives
the second at half price.”

There is another promotion in
which all qualifying dealers receive
a display card with 150 iron-ons for
T-shirts. Any consumer buying a
Music Tape product gets one free.

The iron-ons are contemporary,
non-commercial designs. Banners,
posters and slicks will also be avail-
able for retail, and ads will be run on
a consistent basis in the firm’s top 25
markets. All will include dealer tape.
Radio spots are also available. TV
has been dropped.

In the area of ngw formulations
and configurations, Ricci says there
will not be much in the industry this
year. “The industry seems pretty
close to the state of the art in terms of
ferric oxides.” he says. “As for mini
or microcassettes, there just does not
seem to be enough of a market to get
into that at the moment.”

TDK will continue to promote its

CES ‘Overview’

® Continued from page CES-10

hour videocassete for home taping.
Neither RCA nor MCA/Philips will
exhibit their respective videodisk
player prototypes, but both are mov-
ing along in pilot production runs
for software. RCA has several hun-
dred players at Indianapolis-area
homes for test marketing, with MCA
projecting similar tests for Fort
Wayne, Ind., later this year. Both are
aiming for an expected 1977 debut
on a limited market basis.

® Quad may have been written off
by much of the industry. but 4-chan-
nel recording is here to stay, and the
major backers of the three systems
will be on hand to show the latest
“wrinkles.”

Acknowledging the drop-off in
software production from major la-
bels (Billboard’s Top LPs & Tapes
chart shows only 10% quad avail-
ability this week versus as much as
25% of the top 200 albums a year
ago), Sansui (QS) and CBS (SQ) will
be demonstrating the stereo en-
chancement qualities of matrix quad
now used by the majority of FM
broadcasters with encoders.

JIVC (CD-4) will be showing dis-
crete playback in switchable 4 front
(semicircle) and traditional 4-sqaure
speaker setups, to dramatize the var-
ied separation effects.

Just announced joint venture of
Tate Audio and National Semicon-
ductor to provide an IC chip for the
advanced Tate DES SQ decoder sys-
tem demonstrated two years ago.
and the new Sansui QSD-2 QS
broadcast encoder first shown at the
March NAB, are more evidence of
quad hardware progress.

® Video games are among the
hottest new products for a growing
number of audio-oriented firms,
with Channel Master the latest to
announce an entry, pending FCC
approval. Already in the market,
or with pending products, are Dyn
Electronics, Lloyd’s, Magnavox and
(Continued on page CES-24)

SA line of tape. “We want to make it
the Rolls-Royce of the tape market,”
says the firm’s Sandy Cohen. “There
is a new casing with a new hub
clamp which makes for better tape
winding, keeping the tape more

even. There is also a new pressure
pad for better tape-to-head contact.
The molding is more accurate, as
well.”

TDK will also offer cassette and
reel-to-reel clinics at the show, dem-

onstrating performance, primarily
signal to noise ratio. The Audua cas-
sette will be re-emphasized, offering
a substantially higher bias. The
Audua reel-to-reel tape will also be
emphasized.

More promotions are on tape for
the new year, with two grades of 8-
track, D and SD, to be promoted by
November 30. SD tape will continue
to be made in Japan for the superior
quality control.

IF YOU SELLGOOD
EQUIPMENT,
SELLTHE TAPE THAT’S

MADE FORIT.
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There are alot of companies

making audio tape today.

But only one of them is mak-

ing tape specifically for good

high fidelity components.
Maxell.

We're the only company that

bothers to put head cleaner on

every cassette and reel-to-reel

tfape we make.

We're the only company
that takes the time to test every

inch of tape we make.

And we're the only company

with the courage to guarantee

every tape we sell.

But we not only stand behind

our tape, we stand behind

every deadler who sells it.

have a question about tape.

We have a unique Contract
Dealer Program that's designed
to keep a constant supply
of Maxell tape on hand at alll
times. So you won't get stuck
with nothing on the shelf.

Then there’s the Maxell Tape
Clinic we bring into your stores
to show your customers exactly
why other tapes can never
sound as good as Maxell.

And since so many cus-
tomers come through the door
looking for Maxell, we can give
you faster tumover and higher
profits per square foot than any
other square feet in your store.

If you sell good equipment
and by some chance
don't know who we are, call
21-933-4200.

Your equipment and our
tape were made for each other.

maxellm 35-90

Sound Recording Tape
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We have resident technical
geniuses you can call on any
time you or your customers

waany americanradinhictory com.

Maxell Comporation of America, 130 West Commercial Ave., Moonachie, N.J. 07074
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No. 1 Accessory? Disk Care Line

® Continued from page CES-1

Each works to coat the grooves of
the phonograph record with a protec-
tive layer to prevent the scalloping
and shearing of vinyl, that occurs
inevitably when stylus meets disk.
At the same time, it is claimed, the
coating is so thin as not to impair
reproduction whatsoever—even on
CD-4 disks. according to Ball’s re-
search.

® List price is $6.99 for the Sound
Guard package that includes a two-
oz. bottle of lubricant, a pump atom-
izer that fits the bottle, and a buffing
pad. Substance is sprayed on the rec-
ord and buffed in. Ball claims that
two ounces effectively will coat both
sides of 20 LPs, and that the coating,
in tests. has endured up to 100 plays.
However, Ball is recommending that
disks be recoated after 25 plays.
Company says Sound Guard can be
used with record cleaning systems,
though its anti-static properties are
impaired somewhat.

® Discwasher's Pro-Disc, a proto-
type of which is being shown at CES,
delivers its dry lubricant through an
aerosol spray. According to Disc-
washer. Pro-Disc coats the grooves
with “a single molecular layer so thin
that sound is not impaired.”

On another new maintenance
front, Discwasher’s gun-like Zero-
stat anti-static device is joined by a
unit from BIB Hi Fi Accessories.
BIB’s wand-like Groove-Stat will list
for $24.95. Both units are hand-held
and employ a piezoelectric element
to neutralize static charge.

® Other BIB accessories being in-
troduced: an anti-static turntable
mat, a 360 degree turntable level in-

dicator that fits over the turntable
spindle. a cassette editor and winder
kit. a universal tape head care Kkit.
and cassette storage albums. cabi-
nets and racks.

Discwasher’s new entry is Gold-
ens ($8 for one-meter matched
pairs), gold-plated connector cables
of low capacitance that resist corro-
sion. Discwasher’s American Audio-
port arm adds the Stax SR-44 elec-
tret-type ‘“earspeaker system™ to
amps, “earspeakers” and a tonearm
from that Japanese source.

Horian Enterprises, Audio Tech-
nica, U.S. Inc,, Recoton Corp. and
VOR Industries, among others. un-
veil new disk cleaning systems.

e Horian. which has done exten-
sive private label manufacturing,
will now market its own Clean
Sweep Total System to list for $6.49.
System includes cylindrical “record
purifier” surfaced with nylon
bristles, cleaning fluid and dual-
head brush to clean both the stylus
and the “purifier.” Contained in a
plastic smoke-tinted storage case,
the system features a fluid sump in
which the “purifier” rests, that
changes color to indicate when it
needs filling. “Purifier” and fluid
are sold separately from total sys-
tem, while all three combine in the
Clean Sweep Record Care Center. a
29-inch-tall counter or wall display
being offered dealers and mass mer-
chandisers.

® Audio Technica's new record
care merchandising program offers
retailers display for counter or wall
of blister-carded maintenance items.
including company’s rotary and bar
disk cleaners and its new AT-6002

“Did he really need all those?”

Maybe he did. And maybe he didn't.
At any rate. more and more people
today are looking for inexpensive
iterns to satisfy a pent-up buying urge.
They're also looking for products
which will protect their investment in
high-priced audio equipment. What-
ever the reason for their purchases,
the sale of audio care products is
booming.

A good example is our low-
cost disc cleaner. This fast-selling itemn
is available in any color, in a very
popular shape that uses all surfaces.
It's a product folks are buying in times
of tight money...to protect their
investment in expensive recordings.

—Jack (Sigmund) Friediand, PH D

Now you can get your share
of the booming audio care market
with a wide range of audio care items
like our disc cleaner. And you can sell
them under our lable or your own —at
very competitive prices. Our new
tooling and production program
make this possible.

If you want to get in on the
audio care landslide, contact Jack
Friedland, PH.D {Doctor of
Phonography) at (516} 543-5200 or
write: Robins Industries, 75 Austin
Blvd., Commack, New York 11725.

oINS

SEE US AT BOOTH #804 AT THE CES SHOW

Disc Cleaner that mounts on the
turntable base and *tracks™ the
record with a carbon fibre brush at
the end of its metal tone arm. The
brush loosens dirt and a plush drum
with reservoir for fluid application,
picks it up. System includes fluid
and dropper applicator. A ground
wire runs from the base of the unit to
dissipate static charge from the
record. List is $10.

® Audio Technica's new one-
piece Stylus Cleaner AT 607. in-
corporates a stylus brush in the cap
of its solvent solution bottle—locks
like a container of nail polish re-
mover. AT has also introduced a
new electret stereo headphone, AT-
705, priced at $90. Top-rated AT-
706 was previously available. In a
move to cut dealer prep time, the
Audio Technica cartridges AT14SA
and ATI5SA are being made avail-
able pre-mounted in universal head-
shells.

® Recoton Corp., which
presently imports the Danish Black
Magic record care line. plans to un-
veil a cleaning system of its own,
named Clean Sound. To consist of
an applicator and cleaning fluid, the
system is called “a piece of jewelry,
not a record cleaner,” by a Recoton
spokesman. In addition to ultra-styl-
ing. the cleaning solution, according
to Recoton. is unique in anti-static
effectiveness without the use of resi-
due-building silicones. List will be
$15.

® VOR Industries., manufac-
turers of the Vac-O-Rec. has diver-
sified into a line of 11 different

record care items priced from $1.50
to $13. Improvements continue on
the Vac-O-Rec itself. the company
informs: brush tolerances have been
adjusted, a balanced impeller sub-
stituted and each Vac-O-Rec now is
being inspected on the assembly
line. The company also has up-
graded packaging for the record
vacuum and has produced a 30-sec-
ond tv spot for the unit. that's getting
good results already in Phoenix. Los
Angeles. San Diego and Portland.
according to the company.

In personal listening. electret-type
headphones and conventional
phones with slim-line styling con-
tinue to be featured.

The electret phones are claimed to
offer the same performance advan-
tages as electrostatics, but cost less.
since they do notrequire an external
power supply. Instead. the electret
drivers are permanently charged: an
adapter attaches to the amplifier's
speaker terminals and provides
headphone/speaker switching.

New electrets in the $90 (list) price
range have been introduced by
Audio Technica (AT-705) and
American Audioport Inc.. a branch
of Discwasher Inc. (Stax SR-44).

® Kossintroduces three new light-
weight trim-line dynamic phones
with price points of $25. $35 and
$45. The K-125. K-135 and K-145.
feature color coordinated ear cush-
ions, cups and headbands. and the
K-135 and K-145 have color-
matched vinyl inlays in the side of
the ear cup. Volume-balance con-
trols are added to the K-145. and all
three phones employ Koss® air-filled
“pneumalite™ cushion—seen previ-
ously only on costlier units. The
three stereophones are distinguished
from all previous Koss models in
their use of a “Y™ cord.

According to Koss. these new
phones were designed with “conser-
vation of raw materials and in-
creased storage efficiency in mind.”
Koss says the dealer can stock twice
_the number of them as other phones
in the same space, because of “low
silhouette™ packaging.

® Superex Electronics Corp. also

(Continued on page CES-24)
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DYMEK DAS shielded ferrite rod di-
rectional AM antenna with fre-
quency and sensitivity controls min-
imizes interference at suggested
$175.

" Audio Showcase

PICKERING XV-15/625E cartridge
tracks at forces down to 3-gram,
with elliptical stylus tip, flat fre-
quency response, at $59.95.

STAX SR-44 ectret system from American Audioport combines SR-40

earspeaker, SRD-4 adaptor for coupling to power amp, at suggested $85.

SHURE M24H wide-range dynetic
cartridge tracks at 1 to 1.5 grams,
with strong carrier signal output,
for both quad, stereo reproduction.

I

TEN-TWO Gamber-johnson CB
mount is matte finish thermoplas-
tic, 5% by 638 by 9V inches with de-
tachable mike mount at $24.95 or
$29.95.

KOSS K/145 dynamic ster-
eophones offer 90 ohm/1 kHz im-
pedance, 0.5%/harmonic distor-
tion, 20-20,000 Hz frequency
response, at $45.

SR
GOLDRING G900SE micro mass
cartridge is lightweight 1 gram,
with low distortion, improved fre-
quency response, from Hervic in
u.S.

HALD

[=] « B

SHARP AD-112 base station adaptor converts all mobile transceivers to
home/office use, with LED power indicator at suggested $29.95.
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Watch for us at the C.E.>. Show
Booth number Area 319 upper level
Demonstration room 20-2W lover level McCorrmck Place Chicago

DB-10 Bass Excavator

We know.

It's not hard to get into selling disco.

There are dozens of companies waiting to trade their hardware for
your hard cash.

Except “their” hardware is usually made by somebody else. And
supported by who knows who.

That's why you should get your disco gear from Cerwin-Vega. We
werethefirstresponsible audio company to recognize disco as a whole
new market. We're still the only one that can research, design, and
build from scratch all the specialized products that great disco
demands.

Products like our utterly unique DM-1 control center with its ex-

clusive “Autofade” feature. And the awesome “Super Earthquake”
homs that draw crowds wherever you install them. And all our other
equalizers, kilowatt amplifiers. and high-definition speaker systems
that go together in enough combinations to satisfy anybody.

Speaking of combinations, we've published a new guide with a
dozen “pre-engineered” systems covering just about every situation
you might run into. It's available now from the people who invented
Disco with a Difference — Cerwin-Vega.

? Cerwin-Vega

www americanradiohistorvy com

6945 Tujunga Ave., North Hollywood, CA 91605 (213) 763-4869
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Los Angeles

® Continued from page CES-/
sccond spot honors. each doing
about $10 million. Even Herman
Plat, president of Platt Music Corp.,
which runs the appliances/electron-
ics/records concessions for 25 May
Co. department stores says. “Hi fi is
the fastest growing segment within
our business and we will continue o
upgrade and expand.” May Co. has
become a significant factor in the
audio retail scene in LA,

Declining to give figures. most
dealers say they are up anywhere
from 10 to 20% thus far this vear

Says Platt: “The first few months
have been pretty good,” while Shelly
Lasko, vice president, Shelley's
Audio, claims, “The market has
been a little soft overall but I can tell
you in April we came within $10.000
of last December, and that had been
the biggest month in our history.”

All areas appear strong—high end,
mid-fi and low—plus components,
autosound. and CB. “Everything has
been pretty strong.” agrees Andre
Pillon, president of University
Stereo.

CB has caught the fancy of some
dealers, with Platt saying. “The
problem right now is that consumers
are not thinking in terms of a depart-
ment store as a place to buy CB. We
have to educate them to that fact and
we will with some very heavy media
advertising soon. It’s not the big vol-
ume thing right now but it will be.”
May Co. has Royce CB but will add

everything from a 20-cent battery to
a $20,000 audio/video system.” he
Savs.

L.A./Orange is an excitable audio
market agrees Pillon, and retailers
have to keep coming up with crea-

tive promotions/merchandising to
remain viable. University. in its most
recent promotion. moved nventory
from its central warehouse into cach
outlet and advertised a warchouse
type sale at each location.

.
Chicago
@ Continued from CES-1
In department stores. CB gained a
foothold. Parucularly strong at
Christmas, CB sales continue strong

tor Marshall Field, with good results
in scanners as well. The department
store chain reports CB sales tied sig-
nificantly to traffic rates, as custom-
ers do not readily identify them with

(Continued on puge CES-17)

RESPONSE IN CB

T

!

JUNE 19, 1976, BILLBOARD

both Craig and Pace.

Says Lasko on CB, “we just got
out of it because you just can’t get
the brand names (referring to severe . = &
shortage problems within the indus- )
try) and the unbranded stuff is just
no good. Some of the audio dealers
feel CB is not their image but others
aren’t worried. A spokesman for Cal
Stereo says, “We are promoting low-
end CB very successfully.”

Other factors will play a role in
merchants’ second half plans. “We
have added Sony’s Betamax,” com-
ments Platt, “and it has been strong
and contributing to our business.
The potential for video tape is
enormous.” Lasko of Federated and
Pillon of University agree.

“Sure, price cutting has been a
problem,” notes Platt, “since the end
of fair trade, but we are trying to get
as many exclusives to combat that.”
Says Lasko, “The end of fair trade
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has helped everyone and we are : ' S elivotie el AB Wt 58|

mixing up our ads a bit more. You i 1' __‘_L} 1

have to be more producl—_mlx ori- bt - -1 aaliaes piar ey

ented and advertise the price prod- FREQUENCY IN CYCLES PER BECOND
ucts, but balance them with others.
We like to vary our advertising, do a
systems ad, do a tape ad, etc., and
throw in a special. We have just
added an in-house advertising staff,
Ron Ayon and Roy March, and |
give them a lot of credit”

Wilfred Schwartz, president of
University Stereo, Bernie Stevens of : . =
Sound Circuit, and Marty Herman - | | Y f 1
of University agree that retailers ot s : S S £ e
have to broaden their merchandise
mix for more profits in the end of
fair trade era.

Schwartz, like most of the area
dealers, feels the second half will be
strong and that his new Orange
County *“Superstore” which gave
away $20,000 in free prizes during
the grand opening will significantly
increase his volume. In fact, ;
Schwartz is billing his operation a 1 1 ‘ S I, S T T
store of the future, “a revolutionary '

employing a ! °
it o A AMPEX 20/20+VS. MAXELL UD. THE WINNER: AMPEX.
will be the world’s largest stereo
store occupying over 20.000 square
feet, exhibiting over 200 lines of
merchandise. including eight sound
demonstration facilities with an in-
ventory of over $1-million. It offers
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' radio. The giant chain em-

s at least once a4 month to
build such identitication. Field re-
ports long-established CB brands
Cobra, Pace, Johnson- biggest sell-
ers by far.

The group manager of home en-
tertatnment departments in 15 Mar-
shall Ficld stores further reports:
“TV business is booming. we're
holding our own in small electronics.
The year will hold up. fourth quarter

strong. but I don’t think the rate of
increase of the first quarter will
hold.”

Sales of 4-channel equipment ap-
pear to be down drastically here.
MusiCraft: =On the decline”

United Audio: “Quad 1s down be-
low 5% of total sales from high of
15% . Simon Zreczny. manager of
Audio Consultants: “It's dead.”
(Zreezny says he has never pro-
moted quad.)

Play-ofts were held April 8, 1976, in the Ampex Magnetic Tape Research
Laboratory at Redwood City, Califprnia, using a Nakamichi-1000 cassette deck
at standard factory bias setting. We measured frequency response at a record
level 20 dB below 200 nwh/m, third harmonic distortion at zero d B (200 nwh/m,
400 Hz), output at 3% third harmonic distortion (400 Hz), and N.A.B. weighted
noise. Co0) cassettes were used. The photos are unretouched chart recorder
output. You can see why Ampex 20/20+ is the best quality cassette you can buy.
But you don’t need a lab full of instruments to tell the difference. All
vou need is your two ears. Ampex tapes sound better. ‘
Ampex 20/20 + cassettes, 8-track cartridges and open reel tape. If you

haven’t been using Ampex tapes, you haven't been using the best.

AMPEX |

The best cassette yet.

Reaction to death of fair trade
here varies. Knowledgeable. person-
alized Audio Consultants, where
sales slowly are nurtured—in short.
the type of retailer tair trade propo
nents claimed would be hurt most by
the lapse: “There was never fair
trade in fact. We didn't depend
upon fair trade and the change has
not affected us.”

However, United Audio was shak-
en by the switch enough o have
necessitated a change in compensa-
tion rates for sales personnel. in ad-
dition to a new marketing approach.
according to Cliff Johnson, a store
manager. Johnson says the firm ag-
gressively markets sale-price receiv-
ers now. and on the basis of savings
there, promotes step-up to better
speakers and turntable in packages.

MusiCraft: “Fair trade is off but
some product still is selling at the
same price.

Marshall Field: “We've had to
compete and profit margins did
shrink with the end of fair trade.
Now you’ve got to have the volume.

Minneapolis/St. Paul

® Continued from CES-1

the customer. don’t justsend him out
with the product in a box.” At
present the lab is mostly used for the
$600 and up unit, but Kempf is con-
sidering lowering that to include
lower-end decks as well.

Sound of Music saw the highest
amount of consumer acceptance in
Pioneer and Kenwood. Advent pop-
ularity is a demand growing through
word-of-mouth. Schulze says—and
those three brands led the way.
Single-play turntables by BIC also
staged an unusually large percent-
age of growth.

Manufacturers and their reps
were praised for their “willing ef-
fort.”” According to Schulze. the reps
were probably a little more visible,
more ambitious and helptul in “sell-
ing through.” “We schedule two
sales meetings a month and the
manufacturers and their reps arc
very willing to help. "We've had 1o
be aggressive—the business doesn’t
Just come in: we have to work at it
and they have been helpful.”

Kempf also found them “much
more anxious to work with the deal-
ers—we have a consistent program of
seminars and we look for. and get. a
lot of help.” Pape schedules an in-
store breaktast every Wednesday for
his salesmen and appreciates the
help trom reps during “this hour and
a half product knowledgability ses-
sion.” As for co-op dollars, these are
mostly geared 10 sales. so dealers get
their share. There aren’t more co-op
dollars. per se. but. as sales grow.
more co-op dollars are accrued.

Price competition hasn’t been a
serious problem since the demise of
fair trade. Sure, there i1s some com-
petition. but lines that were serious
about operating under fair trade still
do. savs Kempf. “Price competition
hasn’t been reckless.”™ Schulze
agrees. “We have to be ambitious.
but we all realize that you can’t
build and run a business except on
profit” “The lines 1 carry really
haven't been tootballed.” Pape con-
firms.

All dealers are increasingly opu-
mistic as they look to the remainder
of 1976. “Very bright” Kempf de-
scribes his outlook., “Beyond myv
forecast. probably!™ says Schulze,
although he adds that carnings
won't follow with as rapid a pace.
duc to the increasing cost of doing
business. For example, many dealers
work on a percentage basis. so when
business is on the upturn, the land-
lord makes more money.

“Very optimistic,” says Pape.

(Continued on page CES-18)
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Multi-Market Retailer Survey Bullish On Rest Of 1976

Minneapolis/St. Paul
® Continued from page CES-17

“May was a very strong month. I
think it will be a great year. I look to
growth in many areas, including car

stereo. We have some custom dis-
play fixtures and are selling $50 and
$60 speakers, compared with the
speakers that were popular 1% or 2
years ago, in the $9.95 and $12.95
category.”

Miami
® Continued from CES-/
terested than ever before in helping
the owner. Speilberg says that man-
ufacturers don’t have to advertise

now since they've such a hot product
in CB’s. Record companies have
been very tight, he claims.
Goodman maintains manufac-
turers could—and should-do a lot
more. “I think we should get co-op

The shape of things to come is here today. At
least that's what our customers say.

You see, Shape, Symmetry & Sun, Inc. is known
as an innovator in the plastics and high-speed
automation industry. No easy task.

Maybe it's because we manufacture the best
C-0's and B-tracks on the market. Or maybe it’s
because we offer the world's only modular
Automatic Cassette Assembly System with built-in

advantages

like significant capital

investment

savings, easy maintenance, and the unigue ability to
increase production by plugging additional

assembly stations

into the line. And our new

Automatic Cassette Packaging Machine is a great
performer . . . it automatically folds, positions and
loads inserts into cassette boxes at the rate of one

every two seconds.

Like they say, the shapeofthings tocomeis here

today.
L ]

Biddeford Industrial Park, Biddeford, Maine

AUTOMATIC CASSETTE PACKAGING MACHINE

C-O CASSETTES

SONIC SEALED, SCREW-TYPE,
COMPUTER GRADE and/or
OTHER CONFIGURATIONS

NORELCO BOX

BULK CASSETTE LOCKS
HIGH-QUALITY CASSETTE

COMPONENTS

m 8/TRACK and QUAD

CARTRIDGES

The shape of things to come is here today. Call or
write our President, Tony Gelardi, and let him tell

you why.

Shape, Symmetry & Sun, inc.

04005

207-282-6155

www americanradiohictorv com

advertising,” he says, “and I guess
we will when we get big enough. We
need reps to help us educate our
salespeople so they know the differ-
ence between one CB and another.”

Conflicting opinions on the end of
fair trade were reflected by the three
men. “The Miami market is prob-
ably onc of the most affected in the
country,” says Goodman. “We have
so many major stores here—it’s like a
small New York and everyone fights
everyone else on an item. especially
name brands whether it's television
or CB. We trv to stav competitive but
it's difficult with all the discount
houses.”

Luskin comments briefly: “This is
a tough market and pricing has al-
ways been a problem in South Flor-
ida.” On the other hand. Speilberg
claims no problem with price com-
petition: “People can't stay in busi-
ness working on a couple of points.
We all advertise a good leader and
this is a healthy situation: but those
who continue to operate on a couple
of points eventually close up. You
can’t put your entire electronics de-
partment on sale the department
has to make a certain percentage.”

CB radio is the biggest boon to
consumer electronics stores. “I see
CB becoming a major part of our
electronics,” says Goodman. “A lot
more people are getting into it. But
here again, I think the public has to
be educated before they go and
spend a couple of hundred dollars
on what I think is a glorified toy.”

Speilberg says the consumer will
be seeing a lot more on CB/radio/
tape combinations in the dash of
autos. “We've been selling the un-
der-dash units as well as the Pana-
sonic AM/FM/CB.”

The feeling of optimism for the re-
mainder of the year is colored by
overtones of caution. “We should do
better,” Luskin says. “just through
the normal rates of inflation. But in
order to stand still. we'll have o do
10% better. 1 reallv can’t visualize
what's going to happen during the
remainder of the year.”

Although Speilberg says his sales
volume isn’t “setting the world on
fire. I'm happy and looking forward
o a good six months. We're way
ahead now and we have customers
going out carrying packages'”
Goodman is verv optimistic—pro-
vided deliveries come in. "1 was
hopeful at the beginning of the year
and saw my predictions fulfilled
And now I'm equally optimistic.”

Nashville
® Continued from CES-1

Ed Bean. owner of Allen & Bean’s
Magnavox Home Entertainment
Centers (four locations). cites tv
sales and stereo component sys-
tems—in that order—as the factors
responsible for a stronger six-month
showing than the same period last
year. He forecasts a 20% increase for
the remainder of the year versus the
same months last year. The econ-
omy, he maintains, will affect the
outcome. The second half of the year
looks better than he expected at the
beginning of the year, and Bean re-
ports the mall stores are faring better
than the free-standing stores.

The Sound Gallery went bankrupt
three months ago but has been
reorganized under Barton Graves
who has cut the overhead and hopes
to turn a profit. Hi fi components are
leading the way in sales. Nicholson’s
Hi-Fi experienced a first half that
was “‘not quite up” to expectations
because of lower second quarter
sales and profits. A.M. Nicholson
doesn’t know the reason but he ex-
pects the remaiuder of the year to

(Continued on page CES-19)
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treat him better with the possibility
of increased last half profits over last
year’s same period.

Dixie Hi-Fi has been running
sales about twice a month, featuring
stereo systems, CB and tape players.
New lines of stereo could be a factor
in their future business, claims
Linker. No problems with price
competition, reports Dixie which ad-
vertises it won’t be undersold. Hi-Fi
Corner, Nicholson Hi-Fi, and Allen
& Bean all report the usual amount
of help from manufacturers and reps
while the Sound Gallery, according
to Graves, “hasn’t acquired much
co-op money yet, therefore we
haven’t done much advertising.”

To CB or not to CB, that's the
question being pondered by Nichol-
son. His shop still doesn’t sell CB
equipment. “We’re not ready yet,”
he notes. Though stereo accounts for
most sales at Hi-Fi Corner, CB is
also gaining some sales. While Bean
believes CB is a factor in his busi-
ness, Graves is ready to lay torest the
CB craze, terming it “fad electron-
ics.

Hi-Fi Corner has had a “little”
problem in price competition since
the fair trade laws bit the dust, and 1s
meeting the problem head-on by
being flexible on sales and “holding
the customers’ hands™ through in-
stallation and service programs. Al-
len & Bean has no local price com-
petition problems, but Bean claims a
problem in Atlanta with price cut-
ters dealing in Magnavox. Bean says
he has written and called Magnavox
asking for stabilization of prices,
“but I've gotten very little response
from them.”

Columbus, Ohio

Central Ohio dealers agree that
early 1976 sales sarpassed expecta
tions, and they're cautiously opti
mistic about the rest of the year.

Jimmy Rea, of Jimmy Rea Elec-
tronics, Inc.. enthuses about a
$225.000 lead over last year's Janu-
ary-March period. “The reason for
the dramatic increase 1s the eftfort
put forth by our salesmen. They
were really on the ball,” he salutes.

Rea is puzzled by the lack of as-
sistance from manutacturers. “We're
not getting nearly as much help as in
the past,” he laments. He doesn’t
buy the theory that certain “movers”
are a factor in improving business.
“It comes down to basics. The sales-
man who works hard makes it.” he
implores.

Rea thinks CB sales will drop in
the tuture. And he’s not too con-
cerned about the demise of fair trade
laws. claiming his longevity in busi-
ness and steady following of custom-
ers keep him going.

His outlook is positive toward the
rest of the year. “1976 1s going to be
the greatest year in sales I've ever
had,” he says.

Clay Atficld, Radio Shack distict
manager for 28 stores in Central
Ohio. says first-half sales 7. .. defi-
nitely met our expectations!” CB ra-
dio and accessories played a big role
in the sales gains and “hi fi has done
very well for us. 100.” showing a def-
inite increase for the early part of the
year. Although Atficld feels CBsales
may level off later this year, he ex-
pects it to remain a major part of Ra-
dio Shack business.

Price competition has not been a
problem. “Our product is priced
very competitively in the market, so
the end of fair trade is irrelevant to
us.” he asserts.

Regarding the remainder of the
year, Atfield says, “Sales will grow
for us during 1976. We show hcalthy
gains year-to-date over the same pe-
riod 1in °75. After all. people are still

in the market place in large num-
bers.”

Ed Hirsch, general manager of
Sun TV and Appliances’ seven out-
lets, views 1976 with care. “In some
areas, the January-through-March

period has been a little better than
we expected, although it’s fairly slow
right now. He credits CBs, audios
and color tv with early sales gains.

Hirsch finds no extra help from
manufacturers. “Our men haven't

received any extra training that I can
see. I don’t think manufacturers
have set programs—it seems to be up
to the reps and they don’t have the
time.”

He doesn’t see any onc factor as a

sales stimulant for 1976. “[ think
that everything is a factor. All facets
are important to our business. They
all add to gross profits and even-
tually to net profits.”

(Continued on page CES-24)

'PLUS. ANOTHER WINNER.

2 winnmn

s real value to your customers.
Look at the Plus Program:

, High impact, multi-media advertis-
fs ing in key market areas, Plus popular
' consumer magazines, such as “Playboy”,

AMPEX
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€
x
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Get One Free.

= ] = LV | 1US-
Introductory offer. B

Plus: Point of sales support.
We think it’s going to win a lot of

profits for both of us.

The Winner.

61 -S30



www.americanradiohistory.com

CES- 20

JUNE 19, 1976, BILLBOARD

VMIASTR@®

TAPE PRODUCTS
RELIABLE FUNCTIONAL SUPERIOR

C-O AND BLANK LOADED

CASSETTES

8 T. CARTRIDGES

AND BLANK
TAPE
LOADED

« EASILY LOADED
AND THREADED

SNAP LOCKS
SMOOTHLY AND
SECURELY

TROUBLE FREE

SUPERIOR ON
ALL COUNTS

DUST CAPS

Seals Front Of All 8 Track

and Quad Cariridges

Perfect Fit Stays On

CASSETTE BOXES

(Norelco and
Ampex Style)

PRECISION MADE

. Hard ‘wingaws sk
wsalvd

. Blmnbigs slewl habricoted
pins

. Conceniri rallar guides
. Phosphor hrence spring
preasary gad
5. High Mckel conlan chinkds
plits
. Aazeiol Koy hile habis
. Lesder Lapn mirangly
slakoad
. Fally praphisd |ois
9 Ml paris siress and
#alic ralawed
|0 Moissless sparatisn

100% Inspected and Guaranteed

(Available in sonic welded or screw typa)

GUIDE ROLLERS

= Concentricity within .0005
* Double Flanged

Reversible
No gate marks

KEY HOLE HUBS

MASTRO

INDUSTRIES, INC.
040 WEBSTER AVE., MY N_Y, 10467

212-547-5600

= Keyhole holds tape
* Perfectly round
* No gate marks

Fits all machines

European Distributar

CORSO DO| PORTA VITTORIA 31
MILAN, ITALY
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Multi-Market Survey Is Bullish

Philacelphia

Sam Goody, with three stores in
Philadelphia and a fourth across the
river in Pennsauken, N.J.. has en-
joyed business as good as last year
for the first six months, according to
store manager Bill Osler. with sales
for the last half of the year shaping
up as being even better. or at least as
good as last year. And last year was a
good year. Biggest sales volume
comes from records and tape, with
prominent sales figures provided
also by accessories, particularly
blank tapes, and CB.

Biggest boost for record and tape
sales came from a change in the
chain’s purchasing policy. Until this
year. the local stores had to await
shipment of releases from the New
York warehouse of the company.
This year. the new policy permits the
area stores to make the record and
lape purchases direct from local dis-
tributors. As a result, Osler ex-
plained, “we are getting our goods
faster and able to stay on top of ev-
ery new release.”

Also new for Goody’s is citizen
band radio and Osler reports that
sales are going “very well.” More-
over. mounting CB sales should be
reflected in the sales figures for the
last half of the year. “We are getting
more involved with CB and recog-
nize the great potential, without go-
ing overboard with the product,”
Osler said.

Also new for Goody is giant-
screen tv and tv program taping, dis-
playing for the first time the seven-
foot Advent VideoBeam and the
Sony Betamax system combining tv
viewing with taping.

As part of a large chain operation,
salesmen participate only in the
sales seminars conducted by the
company itself. However, from time
to time, store managers and sales-
men will take field trips to a manu-
facturer’s plant. particularly where
the introduction of a new line or
item is involved. On the whole. there
are no shortcomings in the coopera-
tion provided by the manufacturers.

The lifting of fair trading here,
says Osler, has made it necessary to
resell some of the lines carried.
However. the general policy on pric-
ing is to “always meet the competi-
tion.” Nor does that create any real
problems since much of the mer-
chandise carried by the stores is pro-
vided by manufacturers with limited
distribution, “and in many cases. we
are the only stores carrying that
line.” For the other lines, they shop
the other stores to make sure that
competitive pricing is always main-
tained.

For James Cephas. who operates
the two King James Sound Centers
with customers coming largely from
the black community. the first half
of the year has been from “poor to
slow.” due largelv because of the
lack of selling product from the
record and tape manufacturers. It's
records and tapes that bring in the
bulk of the business for the stores
and it wasn't until April. with the
coming of new releases that sold
well, that there was a pick-up in
business. Nonetheless, the first six
months are better than the same pe-
riod in 1975, because “last year was
the worst.” says Cephas.

The upswing in sales is contin-
uing, and with an influx of good
product. Cephas looks forward to
the last six months of the year with
high optimism.

The manufacturers are being most
cooperative with store promotions,
in-store promotional materials, co-op
advertising. sending their reps to the
stores, and even in the seminars.
Cephas just attended the seminar on
45s conducted by Columbia, and
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since singles represent a large por-
ton of unit sales, he found it most
helpful.

Cephas counts sales growth will
probably come from both prere-
corded tapes and from blank tapes
among the various accessories car-
ried. Since the pricing of tapes is
generally a dollar higher than the al-
bum. while the center city stores
carry a $2 difference. tapes are a big
factorin sales and the stores do espe-
cially well.

However, the biggest potential
Cephas is looking for is expected
from CB. Cephas has given much
consideration to the CB market. and
as soon as he can set up the neces-
sary space in the stores—hopefully
before the summer ends—the King
James Sound Centers will herald CB
departments. “I'm already set on
merchandise to come in, and it will
assoon as I can set up the space to set
itup,” Cephas said.

Milwaukee

Area dealers look back a the first
quarter of 1976 with plenty of satis-
faction: most have said business
through the spring has carried on
well, with a strong Christmas buying
season leading into the year and
continuing.

“We normally expect about a 20%
increase in sales, says Art Mackman,
co-owner of Port of Sound. “Yet this
season, we've already got 40% over
the same period last year,” he as-
serts. Roger Eckmann, of TEAM
Elctronics Northwest, echoes, “It’s
been above our expectations, at least
15%. Bob Lapp of Radio Shack also
agrees! “Itsure has been a good first
part of the year,” he says.

One of the prime reasons for the
increased business, according to
area dealers from a range of outlets
istheinterestin CB. “Hardly a ques-
tion about it, it's the combination of
CB and the fact that we're getting
better known in the region,” says
Eckmann. The mid range sets,
around the $150-$175 price mark-
ing. are the most popular through-
out the city, say the dealers.

Mackman predicts the CB boom
will extend and grow throughout the
summer. Port of Sound installs and
warranties its own equipment, using
fulltime and part-time help. The
firm participates in a electronic engi-
neering program, whereby local col-
lege and vocational institute engi-
neering students get on-the-job
training.

TEAM's Eckmann also sees a
strong remainder of the year, espe-
cially in CB and television rec room
games. “The competition will be in-
creasing though as more manufac-
turers get in on it. Our sales will go
up.” he says optimistically.

The boom in CB has created a
problem for some dealers, however,
who complain that the demand is far
over the supply. "We got a heck of a
backlog of orders but just can’t seem
to get the stuff in here fast enough.”
says one.

High-end equipment is selling
well for Mackmann, who laments
the passing of quad. I hate to see
quad go out the window. at one time
that was 25% of our business. It just
has to be presented properly to sell.”
he says. “Let the stores set up the
modular units.”

No one seems concerned with the
demise of the fair trade regulation.
“You just duck with the punches
and try to get more sophisticated,”
says one. “I don’t think fair trade
ending made any difference. There's
always been a certain amount of
price cutting, maybe more so in
some areas but not really around
here,” says Eckmann.

Manufacturer assistance to deal-

ers has been decreasing, rather than
improving, says Mackman. “No-
body rcally helps, some of the
smaller firms just don’t have the dol-
lars to offer much,” he says. adding
that obtaining literature on new
products was very difficult. Others
state that securing spare parts often
takes months.

The fact that consumers are still
buying quality equipment, in spite
oftight money, is cited as a good sign
that the economy is recovering, ac-
cording to some dealers. The con-
sumers are more knowledgeable
about gear, says Mackman, and are
demanding quality. They also want
warranty service, he says.

Toledo, Ohio

Local retailers are all reasonably
satisfied with the first half of *76, but
they are looking forward to the fall
and winter buying seasons to make
this a real year to remember.

Tom Bissell, sales manager of
Channel 1 Entertainment Center,
says business was “up o our expec-
tations.” Channel 1 is moving a lot
of speakers (particularly Ohm and
Ultra-Linear) as well as complete
systems. With their quad, which Bis-
sell says may account for 10% of
their sales. it’s the old story of too
high a price and too little software.
Even people who are familiar with
quad prefer to buy expensive stereo
over mid-priced quad, Bissell adds.

Lois Saad, of House of Tapes (two
Toledo locations), judges that sales
are a little better than expected,
thanks to a brisk demand for in-dash
AM-FM, 8-track. and cassette
equipment. At the Lion department
store, sales manager Jack Savage
notes that sales have been “way
down™ in console color tv, up in
portable color, good in “reasonably
priced” stereo packages (Electro-
phonic, Soundesign, Electra) and,
predicably good in CB (Pace, Cobra,
Hy-Gain, Midland).

All the sales managers seem
pleased with manufacturer coopera-
tion. Saad singles out Pioneer for its
co-op advertising and AudioVox for
in-store displays. Savage allows that
the “main think I look for is adver-
tising dollars.” And she commends
Zenith, Quasar. Sony, Sylvania,
Electrophonic, Electra, and Soun-
design in this regard.

The Lion store looks toward CB
for continuing profits. particularly
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