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We Gave You

... your golden opportunity to talk directly to the needle
manufacturers (RI, Jan., page 43). If you haven't taken
advantage of this opportunity, mail in the quiz.

. . . advance information on the new Dorsey Brothers
movie, The Fabulous Dorseys. Check your stock now for
the tiein recordings which were listed in January's R.l.

We Give You

. . . full details on the new National Record Retailers
Federation that is springing up all over the U. S. See
page || this issue.
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.. the trend of thinking among the record dealers on
the West Coast. Rl takes you there. Pages 8-10 this issue.

. .. the newest record-movie-radio tiein for which you
must be prepared. See pages 36, 37 this issue.

Our Future Is Yours

. .. for every issue we plan the most vital information,
the most invigorating features—in March, for example,
we'll have something on Words and Music, the tiein be-
tween books and records.

Surprise Bonus for
Why Wait? Every Subseriber

beginning with our March issue. And 18 other
departments plus features and picture stories
—every month. A magazine that brings
you the inside information on what is hap-
pening in the record industry from coast to
82.50 per year coast. And—merchandising know-how writ-
ten by America's top record consultant and
Y a staff of experts in the field. See enclosure.
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You Can’t Afford te
Miss Future Issues

A ]

1 enclose $ oo, 1Y subscriptions to Record Industry begis-
ning with the March, 1947 issue. ‘ » ‘

[] Begin my subscription to Record Industry with the March issue. | will remit upn
receipt of your bill.
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Bt ’em all together
they spell

BING
CROSBY

BILLIE HOLIDAY

LOUIS JORDAN

HILDEGARDE

7 LioNeL
HAMPTON

DEANNA SURBIN

WALTER HUSTON

YOUR customers have made Decca artists what they are today,
the most popular stars on records. The demand of your customers
for the recordings these artists make will mean unprecedented

profits for you in 1947. It will pay ypu to get to know them well.

DECCA RECORDS
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PDealers Talk Up

WILL MSTRIBUTORS RESUME PREWAR FUNCTION?

Reco-d Merchandising Institute last October in
Chicage and West Coast regional NAMM conference
last rcnth gave dealers opportunity to sound off
on recxd distribution.

In es-ence, dealers said: the war is over. We want
to be «ole to do just what we did before the war—
order cny quantity of records at any time and get
immecaite delivery.

Dea ers clearly indicate they no longer wanted
distrila tor to act as clearing house—which was his
wartim 2 function. Dealer wants to reduce his dol-
lar inventory on record, wants distributor to carry
the lczd. Almost unanimous agreement among
cealers that their inventory in records must be re-
duced -0 make dollars available for other commo-
cities tow once more available.

Deaiers insistence that distributor resume his rre-
war fier ction has grown from rumble to roar. Likel
that bath distributor and manufacturer will hear
a great deal more on the subject at the NAMM
record. -linics next June at convention.

DISTRIMU'TOR ON HOT SPOT.

Sincz the beginning of war shortages of shellac
about 1341, the record distributor was transformed
from a keeper of record stocks for the convenience
af retziers to a mere clearing house for the trans-
farence of discs from manufacturer to dealer.

Dist~ butors who think they can continue in new
role (clzaring house) are in for a hard jolt. But for
most t'ee jolt will have to be very hard, since they
lke the new role which allows them to get by with
a rockltottom minimum dollar inventory. Joke in
tusiness during war (even mow) was that some
dealers carried larger stocks than distributor.

Dist-Jutors can be expected to fight hard agdinst
dealer >fforts to push back their roles to préwar
status. Immediate, and to some extent justified,
comeba k will be that warehouse space is at present
difficu 1 to obtain. But dealers then will want to
know: are distributors making any effort, now, to
obtain that space, or are they just using tight indus-
t-ial real estate situation as excuse?

Lool:: more like latter. In 18 months since war’s
actual end much industrial real estate has changed
hands. By this time distributors could have been
all set for record breaking production predicted for

Record Industry
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1947. Most probably won’t be ready for market
volume until 1948—and then only after being pres-
sured by dealers.

MARKET PRODUCTION INCREASE IS CLUE.

Volume of current record sales is three to four
times greater than that of 1940. Distributor was
caught up in quick turnover clearing house opera-
tion—a forced situation. Increased market came
simultaneous with shortages. Dealer’s criticism is
that distributor made no postwar plans to reconvert
to prewar operation. Looks like distributor has no
intention of doing so—which accounts for the in-
creasing pressure from dealers.

DEALER PRESSURE GROWING IN ALL DIRECTIONS.

At NAMM West Coast regional conference, keen-
est interest by far was shown in record clinics—
and at 9 a.m. at that! Standing room only was avail-
able at the clinics in Los Angeles and San Francisco,
full house in Portland. The record industry pro-
vided the most entertainment (Hope, Shore, Borge,
etc.—see Meet the Dealer), was the subject of the
most intense discussion, was in fact, the key pivot
of all three meetings.

Another topic of vivid interest was dealer dis-
count on records. Many dealers felt that the 38.2
to 40 per cent markup allowed was not sufficient
for healthy retail operation. Some of biggest music
dealers on West Coast concurred. Some complaints
too about breakage policy. One dealer pointed out
that he remembers that one major manufacturer
changed breakage policy four times in two years.
Yet another subject for complaint was slowness of
obtaining replacements from broken singles in al-
bums—for dealers themselves as well as for custo-
mers. ‘

CLASSICAL RECORDS TAKE NEW DIRECTIONS.

Concert Hall Society classical line operating on
small scale at present. But Henry Reichhold’s tieup
with Vox Records looks like relatively strong com-
petition in classical field. Vox preparing to issue 52
albums a year, idea being to record hour-long Sun-
day night broadcasts of Detroit Symphony Orches-
tra and issue them as albums.

Reichhold is sponsoring Detroit Symphony as gim-
mick for his Musical Digest, a consumer mag leaning
heavily toward classical. Reichhold wants to apply
mass production methods to the Vox releases. He
claims that within five years 12 inch classical re-
cords could be sold for as little as 55c.
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RCA Victor's Stephen Sholes.
He’s director of specialty recording..

On the

Executive dSide

behind-the-scenes

people dealers rarely see

Srrsnnane
e s

Capitol's Johnny Mercer—a double threat. Recoton's Herbert H. Borchardt.
He functione both as president and featured artist. He’s the needle company’s general sales nanager.
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EDITORIAL

Record

‘} 7E ARE HARDLY TELLING YOU anything new when

ve say that the enormous increase of re-
cord mznufacturers, distributors and retailers has
created an entirely new situation in the industry.
Even in the twenties, when records were selling in
what was then thought astounding quantities, the
nambe= of manufacturers and outlets was far less
than tccay. We repeat what undoubtedly you al-
ready Laow because we want to take off from here
and exinine the situation more closely.

Not kg ago we had an occasion to observe that
records are being distributed and/or sold to the
most faatastic outlets. In some cases the outlets
were sc far removed from what we think of as the
record i1dustry that we blinked our eyes.

For e<ample, the distribution and retail record
outlets ncluded coal, ice and lumber companies;
wallparer and paint companies; tire and auto chain
stores; —urniture and hardware stores.

THE cutLETS included hobby shops, drug stores,
jewelry stores, news agencies, dime stores, gift
shkops, x1okstores, chain stores.

The >atlets included photograph studios, flower
skops, style shops, contracting companies, sport
skops, kod stores, gas and electric companies.

They included—cigar stores!

Perhass you’ll think as we do that this variety
of record outlets represents a weird collection of
businesses that have little or no relation to the re-
ccrd business. But then, think how much more fan-
tastic mast be their attempts at merchandising pho-
nograph records.

Ever;r experienced authority recognizes that re-
cords ere among the most highly specialized mer-

Record Industry
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Records . . . and Wooden Indians

chandise—of any kind—on the market today. The
implication is obvious. Non-specialized outlets can-
not do an adequate job for specialized merchandise.
Repercussions are inevitable.

Any industry that spreads itself so thin can
surely anticipate trouble. We do not consider our-
selves pessimists. We do believe in looking ahead,
keeping alert. That, we think, is merely intelligent.
We see increased competition in the record indus-
try, particularly in the retail market. The compe-
tition, in fact, is just beginning to get serious. A sad
fate awaits the unskilled record merchant.

NEVERTHELESS, that does not depress us. We want
to do everything in our power to minimize any
possible harmful effects. We believe that every rec-
ord dealer in America feels the same way.

We will do what little we can to help. We say
to you: beware the pitfalls of an industry whose
merchandise is sold in outlets all the way from fine
piano stores to cigar stores. We doubt that the
Wooden Indian will ever become a symbol for the
record industry, but it looks just now as if we're
getting very close.

We believe that a tightening of outlets will help
to build a firmer foundation for the industry as a
whole. We do not necessarily mean a tightening
of the number of outlets, but a boost in quality.
Records and record merchandising need special at-
tention. Let’s all see that they get it.

nbe

Lot
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Victor Borge Louise Gale Jerry Colonna Bob Hope

They entertained and instructed record dealers at the NAMM regional conference.

Paul Weston conducts, Andy Russell sings.
Music dealers at L. A’s Ambassador Hotel gave their attention to artists whose records they sell.
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MEET THE DEALER

Dealer Interest

Strong in California

NE OF THE LARGEST and most successful meet-
ngs ever held by the NAMM convened in Los
Ange’es, San Francisco and Portland between Jan-
uary 2) and 31. The interest of the music merchants
was at high pitch and was demonstrated by an ex-
tremels large attendance at every type of meeting,
inclucing the record clinics, roundtable discussions,
lunch2>ns and banquets.

In L s Angeles, Emory Penny and Paul Owsley of
the Fenny-Owsley Music Company were hosts to
the v.iting merchants, and furnished super extra
currici]lar entertainment. In L. A. alone, over 1,000
music lealers attended the banquet held in the Am-
bassad »r Hotel. There a topflight cast of recording
stars arovided the entertainment.

The unusual assemblage of stars included Johnny
Mercer as master of ceremonies, with Bob Hope,
the Fi2d Pipers, Jo Stafford, Hoagy Carmichael,
Paul "Teston and his orchestra, Victor Borge, Jerry
Colonrz, Dinah Shore, Benny Goodman, the Page

o

-

Geenge Byerly William Steinway

Jerome Murphy

Cavanaugh Trio, June Harvey and, directly from
the Coconut Grove in the Ambassador, some music
by Freddie Martin and his orchestra.

These recording artists spoke their appreciation
of the efforts being made by the record dealers to
sell each artist’s recordings. The performances
which they gave in Los Angeles were a tribute to
the music dealers of Southern California in partic-
ular and to the nation’s record dealers generally,

One of the highlights of the evening was the
award of distinction given by Opera Magazine to
station KFI, Los Angeles, and to Atwater Kent for
their tremendous work in promoting young talent.
The Southern California Music Trades Association’s
genial president, H. O. Grassmueck, presided; Chi-
cago’s Louis LeMair, NAMM'’s president, made the
speech of the evening.

Host of the San Francisco meeting was E. D. Tur-
ner, president of Sherman Clay, together with W.
H. Rowland, president of the Northern California
Music Trades Association. This conference was held
in two hotels—the Sir Francis Drake and the St.
Francis, with large attendance at all sessions. An
unexpected highlight was the presentation of a gold
medal for past presidency to the very popular

(Continued in next column)

£ o

Louis LeMair W. Howard Beasley

Typica rusic dealer cross section: they come from Peoria, Boston, Chicago, Dallas and New York. LeMair is NAMM’s president.

Record Industry
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dealer interest strong—continued

Dwight McCormack. Main speech of the evening
again was made by Louis LeMair. One of the most
beloved figures at all the meetings was William H.
Steinway of Steinway & Sons, New York.

In Portland, principal meetings were held at Hotel
Moultnomah and the Congress Hotel—record clinics
at the latter. In all three cities, the record clinics
were held by RI’s Louise Gale. Lyle Heater was
president of the Portland meetings.

Above: H. O. Grassmueck introduces Louise Ga-e.
Gale holds forth at Los Angeles record clint.

At left: distributors mix with artists.
Front row, left to right, shows Majestic-McCormick Com-
pany’s president, D. F. McCormack; singer Imogene Lynn;
A. H. Brenker, president of Majestic’s Denver distributor,
the Parker Company. Grouped in center, behind, are Judd
McMichael, Lynn Allen, Ted McMichael of the Merry Mccs,
and behind them, members of Majestic’s sales staff.

ELCome fuy Yy flanos o N\
Rl By
et g

NAMM stopover at Phoenix, Arizona: at left holding magazine, Carl Wittich; at his right holding pad, Perry Avery; then; Si Gal-
perin; Roy Waite; Louis LeMair in hat; William Steinway & wife; Mrs. Galperin; John C. Weisert; Mrs. & Herb Zenkar.
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Dealers Forming
Nacional Federation

AST VIONTH, in a New York hotel, a group of men
L gataered together for- a meeting which may
Frove t be of far-reaching significance to record
dealers all over America. These men were retailers
of phonwograph records. They met for the purpose of
formine a federation of their own group and other
such persons. They felt that a unification of record
cealers everywhere would create the strength to
effectivaly combat common problems. They felt that
taeir perticular problems were best known only to
record dealers and the way to better business condi-
tions =»as a joining of hands with other record
dealers.

Newly Elected Officers

The rew organization is called the National Rec-
ord Retilers Federation. Many of its officers already
bhave Leen elected under the newly created bylaws
and corstitution.

At t® first general meeting of NRRF, it elected
tae foll »wing officers—and according to the consti-
tution, all must actually be record retailers.

Mickzel J. Alexander of St. Louis was elected
president; J. G. Bradburn of Houston and Alex A.
Gettlin_of Philadelphia were named vice presidents
(a total of seven are to be chosen). William M. Ross,
head < the New York local of NRRF, was made
treasurexr of the national body; while Charles Rozelle
of New York was elected executive secretary. Har-
old F. hurner was appointed public relations direc-
tor, and Rozelle was directed to build a strong na-
tionwide federation of local associations as quickly
as possivle.

Major ¢ims Listed

Maja aims of the federation include:

1. Tc establish a relationship of mutual benefit to
all deal>rs, including exchange of ideas, discussion
of imp->vements in the administration of the indi-
vidual tusinesses of each dealer, and the furtherance
of peak sale effectiveness.

2. T2 establishment of a healthy, pleasant and
amicakl> relationship between the retailer and the
manufaeturer.

3. Toe protection of dealers’ franchises and the
territo=res covered by these franchises.

Record Industry

Indusiry

4. The prevention and elimination of price-cutting
and the eventual establishment of price-fixing con-
tracts between retailer and manufacturer.

5. The establishment of a Grievance Committee
to thresh out all situations which disadvantageously
affect dealers collectively. Included among such
grievances are the matters of overshipment, tiein
sales, window, wall and counter advertising pay-
ments, and standing orders.

The direct concern of the federation is with the
retail sale of records. The time and effort of the
collective organization will be given over entirely
to matters which concern the record business—
specifically, as RI is fond of repeating, “from the
dealers’ point of view.”

Will Deal With Specifics
Some of the dealers at the meeting pointed out
that they were vitally interested in the new federa-
tion because it planned to give its full attention to
records. As one dealer put it: “I’ve been asked to
join a number of business associations during my
years as a record dealer, but this new Record Re-
tailers Federation is the only one that looks as if it
might do something direct and specific that will help
me in my business—which is records.”

Three Classes of Membership

Three classes of membership have been announced
by NRRF. Regular membership is offered to record
retailers who form themselves into a local NRRF
group of not less than five dealers holding major
franchises. Each local area takes in at least a 20
mile radius, and overlapping will be avoided. Such
members will pay annual dues of $2.00 each.

Temporary individual membership of $10.00 dues
yearly is offered to those dealers holding major

franchises who are not in an area where there is
a local chapter of NRRF.

Convention Planned for Late Spring

A non-voting associate membership has been set
up for those manufacturers, wholesalers and other
suppliers who are connected more or less directly
with the retailing of phonograph records. The an-
nual dues for such membership is $30.00 yearly.
Irving Katz of Apollo Records became the first as-
sociate member of the Federation.

The annual national convention of the Federation
and the next meeting of NRRF’s Board of Gover-
nors probably will be held in Chicago in June, con-
current with NAMM’s national meeting.

February 1947. Page 11.
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Books and Records
Natural Combination

HE COMBINATION OF BOOKS AND RECORDS in re-
T tailing is no longer uncommon. But neither
is it so widespread that all dealers are familiar with
such selling operations. From time to time, RI plans
to include in its Meet the Dealer pages stories about
bookstores that sell records and record stores that
sell books.

The alliance between records and books seems
obvious enough. Books are a form of culture and
entertainment. So are records. On the other hand,
refrigerators, vacuum cleaners and other electric
appliances are not. That is the reason why some
booksellers argue that bookstores are better retail
outlets for records than appliance stores. Continu-
ing this logic, it is just as reasonable to say that re-
cord shops make excellent outlets for books on musi-
cal related subjects. Already some stores have com-
bined both records and books in varied selections
and types, and have made a large operation out of it.

For our first example of the records-books com-
bination, we chose Max Siegel’s bookshop on the
fourth floor of a Chicago Loop skyscraper. Siegel
inaugurated his record department on December 1
of last year. He built a row of cases from floor to
ceiling on a wall that had formerly not been utilized
at all. He felt quite pleased about that, for it meant
that without sacrificing any book space, he was de-
riving an additional income from records. Already
Siegel feels that he not only wants to continue to
carry records, but to expand his store so that he can
carry a larger stock.

Thus far he handles albums almost exclusively.

The corner where music books and records combine.

Page 12. February 1947.

Bookseller Siegel checks an album in his record cerner.

Columbia is the only one of the four major manu-
facturers who has supplied him with a gooc stcck,
and he is rather perturbed about the diffioulty of
obtaining albums from the other companjes. He
does handle some indie labels, howaver (D.sc and
Vox mostly). He says the way record companies do
business isn’t at all like the book distributors, who
handle books of many different publishers (like
McClurg’s and Western News in Chicago).

Display: Sear's West Pico store in Los Angeles.
Department buyer Muyrtle Groger (left) and assistent Mrs.
Marguerite Thomas are strong merchandisers of =eligious

recordings. Note display of Sacred Record albwns.

Record Irdustry
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News Miscellany

Erz:-TED To CBS Directors. Columbia’s president,
Edwa~-d Wallerstein, was elected to the board of
direct ors of the Columbia Broadcasting System. He
has been the head of CRC since its organization in
1939. Columbia now can boast of having a novelist
on its staff. Just published is Three for Bedroom C
by the¢ company’s vice president, Goddard Lieberson.
He c>mnpleted it during off-hours between his duties
as a~ist and repertory chief for the Masterwork
series He has also written articles on musical per-
sona._ities.

Viztor Execs aT Coin ConvenTion. From the
Cam3en offices came J. G. Wilson, Jack M. Williams,
Herlert J. Allen, Steve Sholes, Alec Bard, and
Richaxd Fielding, to the coin machine operators in
Chicago. In Philadelphia, 15 RCA Victor employees
were awarded the Victor Award of Merit for out-
stand ng services during the past year. Winners rep-
resenced 10 departments of the company’s offices
and tlants. The award plan operates in addition to
the suggestion system at RCA. Victor added its
four 71 pressing plant to the firm when it leased plant
in Cenonsburg, Pa.

Faz-FLuNG DisTriBuTION. Tempo, new west coast
firm, plans to distribute its platters in China, the
Philiopines and the Dutch East Indies through the
Marsman Corporation, in addition to eastern and
soutt ern coverage in this country.

Ir»ie Prans. Newly-organized Rainbow Records,
head:d by Harry Fromkes, plans to build a stand-
ard eatalogue and a line of special albums. Royal
Recxd Corporation, New York, pressed a series
of rodern jazz interpretations. In an effort to re-
vive interest in early jazz, Circle Records has re-
corded several now-forgotten old-timers performing
their specialties of 20 years ago. HRS has expanded
its nazalogue with releases of 26 new hot jazz sides.
The ARA record plant bought by Modern Music
Recaxds Company of Los Angeles will enable the
firm to increase its production to a million records
a menth; distribution also has been extended with
the =stablishment of a warehouse and offices in St.
Lous. Pan-American is greatly expanding its roster
of actists to include the popular field in its sides.
Arttur L. Becker, president of Bibletone Records,

Re:orrd Industry
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reports that the tie-up campaign between Bibletone
and The American Bible Society, titled “Worldwide
Bible Reading,” was a great success.

Sonora DesuTs 39-CenT Disc. Biggest news on the
manufacturing front came from Sonora when Joseph
Gerl, president, announced full plans for the produc-
tion and quick release of a 39-cent “black-label”
platter “in line with a crying demand (by the pub-
lic) for less expensive luxury items.” This news
caused a stir from other companies, especially from
the majors who discontinued their inexpensive
lines during the war. There were comments from
dealers in the east that it wouldn’t pay them to stock
the label. Sonora’s reply is that increased sales will
compensate for lower profits per disc. This may be
the beginning of a trend which will see other com-
panies coming into the lower-priced field.

Decca PusHiEs BETTER Surraces. With news of
expected production to be up to 10,000,000 records
a month, word also came from Decca to the effect
that the quality of surfaces and shellac will be upped
all the way around. With shellac prices taking a
sharp drop recently, other firms can be expected to
improve the quality of their sides.

CHANGES IN MusIcRAFT SET-UP. Peter Hilton, for-
merly president of the company, has left his post
to enter the advertising firm of Donahue & Coe.
Irving M. Felt, president of the parent company,
Musicraft Recording Corporation, has assumed the
position temporarily. The corporation has sold one
of its subsidiaries, Union Aircraft Products Corp.,
to concentrate on recording operations. Harry Sul-
tan of New York was named general manager of
Musicraft Distributors’ Inc., and will distribute in
New York City and the southern New York State
counties.

EntER CLassicaL FieLp. Vox Records will produce
up to 52 classical albums a year in a tieup with
Henry Reichhold, head of the Detroit Symphony or-
chestra, in a plan to wax symphony’s airshows (Sun-
day Evening Hour). Reichhold says he will be able
to have large output through use of mass-produc-
tion methods and new merchandising techniques,
with possibility of significant drop in album prices
within five years. Schedules will include lighter clas-
sics during the summer “pop” concerts. Majestic
also has entered classical field with an Alfred Neu-
man album.
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THE DISTRIBUTOR

How Distribudor
Promotion Operaites

HIS IS A STORY of distributor promotion. It con-
T cerns the promotional relationship between the
manufacturer, his regional representative, the dis-
tributor and the record dealer.

We believe that you will be particularly interested
in this story because it describes two different as-
pects of distributor promotion—the personal ap-
pearance and the disc jockey buildup. In addition,
this promotional activity was engaged in by an inde-
pendent manufacturer. We feel it is an example of
what can be done in creating good will, as well as
increased sales.

The manufacturer of which we speak is Black and
White Records, from whom Open the Door Richard

originated, and who recently gave dealers a good
seller in Lena Horne’s Just Squeeze Me.

B&W'’s regional supervisor, Monroe B. Passis, was
the dynamo who was responsible for the Hane—
Just Squeeze Me promotion. On November 1 last
year he was notified that Horne would appear for
one week at the Chicago Theatre in the Windy City.
He kept a daily record of his promotional act-vities
for that month. This “diary” gives a day by day ac-
count of what happened, which included three per-
sonal appearances (of Horne) in record stores, ore
at a benefit performance, six appearances on vzrious
radio shows, and several press interviews.

Passis began the campaign by obtaining 50 copies
of Just Squeeze Me from the B&W factory. Twenty
of these were given to B&W'’s distributor (Midwest
Monitor) to be placed with the most impcrtart
dealers in Chicago. The other 30 were used by Passis
personally and given directly to Chicago disc joc-

i a5 5k
N
-
{ er 27 1

Lena Horne, right center, with her arranger Phil Moore at left. Linn Burton at mike.
A Horne personal appearance at Crown’s in Chicago.
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Next month’s RCA VicTOR
advertised features!

[P

in "LIFE” and “LOOK"
in 6 fan & teen-age
macazines

Get =t for the coming promotion on the King
of - Concerto! Freddy Martin’s new album,
“CCHCERTOS FOR DANCING,” will be adver-
tisec 1cross the board next month in RCA Victor's
gigertic new “pop” record campaign...reaching
everyaody . . . selling everybody! It's a sure case
whe '« display will pay! (Album No. P-169, $3.15.)

75" f
in”LIFE—and
2 fU |-p(lgeS In TIME Dﬂs%g:,v:{;;orn cI:r:lrschh:S::::gs

Album M-1090, $3.85. To be
featured in “LIFE,” March 3.

RUBINSTEIN: Concerto No.
2, in F Minor, Op. 21, and
Berceuse in D-Flat, Op. 57 —
Chopin. NBC Symphony Or-
chestra. Album M/DM-1012,
$4.85. In “LIFE,” March 3.

Prices are suggested list
prices, exclusive of taxes.

MO NTEUX: The Rite of Spring
—$-ravinsky. San Francisco
Sym gony Orchestra. Album
M/D¥-1052, $4.85. Full
pac2 in TIME,” March 24.

STOKOWSKI: E/ Amor Brujo
—de Falla. Hollywood Bowl
Symphony Orchestra, solo by
Nan Merriman. Album M/DM-
1089, $3.85. “"LIFE,” March 3.

ALSO . . . your entire Red Seal release for March
will be listed in the “LIFE" page . . . a service of big

interest to your customers . .

Record Irdustry

. of big value to you!

WARREN: Pari Siamo and
Cortigiani, Vil Razza Dan-
nata, Rigoletto—Verdi.
Record 11-9413, $1.00.
“TIME,” March 10th issve.

&) Ah

Gour BUH Wettr Distritutor
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rea Vieror

. /.M o I'y
RCA \AACTOR

Dealer Window: San Francisco, California, at Sherman Clay Company.
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Classical

COMPOSER—TITLE |

BACH, J. S.

Pem & Sorrow/Jesus Sleeps, What
Hope Remaineth/To Living Waters
Bright & Clear/Prepare Thyself Zion/
Have Mercy, Lord, on Me. MARION
ANpez=soN, contralto, with RCA Victor
Char ber Orchestra under Robert Shaw.
View— album M/DM-1087. $3.85.

BEETHOVEN.

S:mphony No. 6 in F Major, op 68.
THE PumaperPHIA ORCHESTRA under
Bruse Walter. Columbia alb um
M/M V-631. $5.85.

BRAHMS.

Caoaccerto No. 1 in D Minor for Piano
& O~-hestra, op. 15. PITTSBURGH SyM-
PHOMY ORCHESTRA under Fritz Reiner,
with vupoLPH SERKIN solo piano. Col-
umbiz album M/MM-652. $6.85.

CHO®IN.

Inaduction & Polonaise Brilliante 1n
C Mcjor, op. 3. GREGOR PIATIGORSKY,
cello. Valentin Pavlovsky, piano. Col-
umbin 71889. $1.00.

COFLAND.

Lincoln Portrait (for Speaker & Or-
chest-a]. BOSTON SYMPHONY ORCHESTRA
under Serge Koussevitzky, with Melvyn
Douglis, speaker. Final side is Dougtas
on Getiysburg Address. Victor album
M /D -1088. $2.85.

DVORAK.
Cor.certo in B Minor for Cello & Or-

chestrc. PHILADELPHIA ORCHESTRA under
Eugen- Ormandy; GREGOR PITIGOR-
sKY, cello soloist. Columbia album
M/MV -658. $5.85.

GRIES.

Son#a in A Minor. Raya GARrRBOU-
sova, czllo; ARTUR BaLsam, piano. Con-
cert mll Society album A-D. Auto-
matic zoupling. Vinylite.

HAY ['N.

Quartet No. 30 in G Minor, op. 74,
No. 3 (“The Horseman”). BUDAPEST
StriNe QUARTET. Columbia a l bum
X/MX-274. $2.85.

Record Industry

l SALEABILITY

FaIr 10 VERY Goop. Will be good stock
item over long haul, with plus sales
possible around Easter and Christmas.
Supplements Songs of Faith album.

GOOD TO VERY GOOD. Melodio{xsness of
many themes keeps it in perennially
popular bracket.

Goop—and perhaps even better if
your clientele goes strong for piano
concertos. Twelfth side recommended
for customer listening.

Far TO Goop, but must be VpL;shed
to get full potential sales.

Fam 10 VERY GOOD, depending on
clientele. Mainly for stores in larger
cities, where the Copland name has
considerable popularity. Will be con-
sidered novelty by many.

Goop, probably very good over long
stretch. Fine performance and general
popularity of the concerto form ac-
counts for this.

Fam. Chamber music rarely sells
well, but this definitely is connoisseurs’
item — and there are a considerable
number of such among classic lovers.

Famr. Not imp;)rtant except to cus-
tomer who has large library and is
always looking for something new.

COMMENTS 1

RI is perhaps on conservative side
in estimating saleability. However, we
feel this will sell mainly to connois-
seur, Anderson fans and persons seek-
ing fine performances of religious
music. Performance by Anderson un-
questionably fine, with good backing.

Columbia’s highly acceptable com-
petitive album for Victor’s Toscanini-
BBC Orchestra set (No. 417). Sur-
faces on Columbia discs good, engineer-
ing balance okay, Walter interpreta-
tion sympathetic.

Caution: watch your stock of Brahms
works. This is an early composition,
not regarded by the connoisseur as
an important work. This can cut sales
down to only fair. Performance com-
petent.

Delightful Chopin, excellent of s
type. Instrumentation limits sale, but
definite for Chopin fans. Second side
makes livelier customer listening.

Music itself has little meat. Douglas’
narration is fine, but he does not
speak until the second half of the second
side. Album conceivably may appeal
to students; might also be good for
educative purposes.

Melodic themes are heard through-
out — themes similar to the Goin’
Home motif of the Dvorak New World
Symphony. However, that symphony
is much stronger seller, and the cello
concerto is certainly one of Dvorak’s
lesser works.

Be sure to take full advantage of
your clientele in pushing this sonata.
It is wonderfully played, excellently
recorded, and the music itself has a
deep-down charm and mellow mood
that may well catch the ear ot the
seasoned music lovers.

Music is lively and fastpaced; should
be pushed with clientele that likes
quartet music. Try fourth side for
listening.
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Classical

COMPOSER—TITLE

HAYDN.

18th Century Dance from Quartet
in F. HoLLywoop BowL SyMPHONY un-
der Leopold Stokowski. Victor 11-9419.
$1.00. Backed by Purcell’'s Trumpet
Prelude.

KHATCHATURIAN.

Concerto for Piano & Orchesire.
BosTON SYMPHONY ORCHESTRA under
Serge Koussevitzky, William Kapell,
piano soloist. Victor album M/DM-
1084. $4.85.

|1

SALEABILITY |

FAIRLY GOOD WITH PUSHING. Reverse
side helps make it potential longrange
seller.

Goop. Might be very good if you
have not already sold your chenteie
the Decca set of the same item. Price
is big factor here, and it is completely
in favor of Victor set. The composer
looks as if he might attain type of
popularity accorded to Shostokovitch.
Watch this man.

MILHAUD.

Saudades do Brasil (excerpts). AR-
THUR RUBINSTEIN, piano. Victor 11-9420.
$1.00.

FAIR To VERY GOOD, depending on the

amount of extra pushing you do. Coupl-
ing with a Gershwin Prelude makes
it strong potential.

MOUSSORGSKY.

Night on Bald Mountain. PITTSBURGH
SYMPHONY ORCHESTRA under Fritz
Reiner. Columbia 12470. $1.00.

MOZART.

Sonatas for Violin & Harpsichord (B
Flat Major, K. 378; C Major, K. 2yo;
G Major, K. 379). ALEXANDER SCHNEI-
DER, violin; RALPH KIRKPATRICK, harp-
sichord. Columbia album M/MM-650.
$6.85.

Symphony No. 38 in D, K. 504
(“Prague”). Sr. Louls SYMPHONY Ux-
cHESTRA under Vladimir Golschmann.
Victor album M/DM-1085. $3.85.

PURCELL.

Trumpet Prelude (Stokowski trans-
cription). HoLLywoop BowL SymMPHONY
under Leopold Stokowski. Victor 11-
9419. $1.00. Backed by Haydn's 18th
Century Dance.
STRAUSS, Richard.

Death & Transfiguration. THE PHIL-
ADELPHIA ORCHEATRA under Eugene Or-
mandy. Columbia album M/MM-613.
$3.85.

STRAVINSKY.

Firebird Suite (7 sides) and Fire-
works (1 side). PHILHARMONIC SyM-
PHONY ORCHESTRA OF Nxw YoORK under
Igor Stravinsky. Columbia album
M/MM-653. $4.85.

—
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" Goop. Opening one-third of first side

makes excellent listening for customer.

Longrange selling power excellent.

FaIr. Perha{)s better than that where -

classical clientele is strong. Falls into
the hard-to-sell chamber music cate-
gory.

Fair. The Mozart catalogue is tar
too large to be stocked complete. If
you have a fairly large Mozart selec~
tion, this could be in it; if not, can be
avoided.

FAIRLY GOOD WITH PUSHING. Reverse

side helps make it potential longrange
seller.

VerY coop. This is Columbsia’s com-
petitor for the Philadelphia Orchestra-
Stokowski version on Victor.

Goop 1O VERY Goob. To most classic
lovers Stravinsky now sounds quite
melodious and his popularity has per-
haps never been at a higher peak m
this country.

| COMMENTS

Singles of this kind can be made
into longrange sellers if constantly
pushed for plus sales. Urge your zus-
tomers to hear this (also semiclassic
trade).

RI's choice of performance is the
Boston-Kapell over the London-Lym-
pany. The Victor discs are brillizntly
done; Kapell comes very near to lup-
licating his thrilling radio perfornmnce
with the New York Philharnonic.
Engineering balance is excelent,
easily as fine as the Decca ffrr — and
even better for the average plono-
graph.

_Milﬁaud is som;thing of a fad Hls

appeal is stronger than you might ima-
gine, and the music has charm. Very
well played.

An interestingly different inte pre-
tation from that of Philadelphia Or-
chestra on Victor. Pittsburgh version
more brusque; not so well recerded
and performed as Philadelphia.

Lively music in many spots bu:
chamber instrumentation is against
good sales. In the main, for comois-
seurs with large libraries.

Performance and engineering bal-
ance okay. Music itself is saturated
with slow pace of an earlier age and
it does not contain the kind of melodi-
ous passages which appeal to wide
audience (like those of Tschakow-
sky). RI opines that Mozart's vaue is
limited.

7Si:;gles of this kind can alwars be

plus sold. Get customers to listex and
it can be made into a good :eller.
Music is urging and relentless like
march music.

Performance and engineering bal-
ance very good. Second side recorrmen-
ded for customer listening. This is pow-
erful music in the Romantic vein,
smashing climaxes and all.

This is an augmented version very
well performed and interpreted Fy the
composer himself. It contains the por-
tions deleted from most earlier wax-
ings, in addition to some new material
recently added. It is the third time
Igor has orchestrated the famous bal-
let suite.

Record Industry



Popular=Vocals

ARTIST—TITLE |

AL=XANDER, Joe.
4 Your Command/I Keep Telling
My self. Capitol 359.

BAa LEY, Mildred.

I12 & the Blues/I'll Close My Eyes.
Mezjsstic 1093. Can’t Help Lovin’ Dat
Mar /It's Never Too Late to Pray/
Gy»y in My Soul/These Foolish
Thags/The Man I Love/Summertime/
I've Got the World on a String /I'm
Glecc There Is You. Crown album 2.

BETO, Phil.

Scngs of Italy: O Sole Mio/Diciten-
cel ¢ Vuie/Veni Su/O Marie/Tango
del a Rosa/O Marenariello/Mathnata.
Ms craft album S-4.

CLARK, Buddy.

Ecw Are Things in Glocca Morra/If
This Isn’t Love. Columbia 37223. You
Are Everything to Me/On the other
Enc. ¢f a Kiss. Columbia 37211.

COLE, King.
I ¥Fant To Thank Your Folks/You
Shadd Have Told Me. Capitol 356.

COMO, Perry.

Whet Am I Gonna Do About You/
I GCetta Gal I Love. Victor 20-2103.
I Went To Thank Your Folks/That's
Wha~e I Came In. Victor 20-2117.

COOL, Harry.
Its Dreamtime /Cecelia. Mercury 3054.

CR _SBY, Bing.

B-ckms Lullaby/Swing Low Sweet
Cha-ot. Decca 25052. Cowboy Songs:
How.« on the Range/When the Bloom
Is o the Sage/I'm an Old Cowhand/
The-s’s a Gold Mine in the Sky/Mexi-
cali Pose/Silver on the Sage/Take Me
Bacc to My Boots & Saddles/My Little
Bucavoo. Decca album A-514. With
prin:ed booklet. Who Threw the Over-
alls n Mrs. Murphy’s Chowder/It’s
the Same Old Shillelagh. Decca 23786.
Conxecticut/Mine (with Judy Garland).
Dece: 23804.

Recerd Industry

| SALEABILITY |

Goop. Maybe excellent with pushing
The singer is new, not known, but
material is strong. Command likely
hit. Watch it.

Goop. Very good with pushing.
Bailey has been a name for over a
decade — something that dealers are
prone to overlook. A little extra over-
the-counter work on this singer should
bring surprising results. Will sell to
older crowd (30 to 40) rather than
bobbysoxers.

Fam. Good to very good if right
location. This will have to be judged
on the basis of your clientele. The
material is fine of its kind.

Goop TO VERY GOOD on basis of ma-
terial. First coupling is now hit stuff
from Finian’s Rainbow. This rendition
won’t have appeal of Victor album,
nor of certain other singles of hits
from show.

ExceLLENT. First side is homey-type
stuff which is bound to hit strong.
This, coupled with popularity of Cole’s
Trio, should make this the new fol-
lowup on Sentimental Reasons.

ExceLrenT. Both strong couplings.
Folks and Gonna Do both bound for
top of hit parade, with other two
titles making strong bids. When Cole
and Como are assigned to a tune, that
means watch out.

FAI_R. Could be goodjeven ve;y good,
in smalltown locations or where clien-
tele likes rickytick stuff.

Goop TO VERY GOOD, over long haul.
Crosby is a standard item by now;
many of the above are reissues and are
steady though perhaps not heavy sel-
lers. RI recommends that dealers treat
Crosby as a standard; in this way, pro-
bable potential sales can fairly accur-
ately be estimated. Though a dealer
might carry a large Crosby selection, he
can avoid pitfalls by above method.

| COMMENTS

This is Capitol’s competition for Vic-
tor’s Vaughn Monroe. Alexander has
same type of voice, and dealers can
plus sell on that basis. Command will
hit. Watch it.

The Crown album has an accompany-
ing group comprised of jazz name musi-
cians — a strong selling point for jazz
clientele. Red Norvo, for example, is
always an exceptionally strong pull.
He’s one of the accompanists, along with
Ellis Larkins, J. C. Heard, Chuck
Wayne, Hank D’Amico and others.

Brito does a semi-swoon style on
extremely melodious material. It has
all the oversentimentality usually found
in popularized versions of Italian
songs. But in Italian or foreign neigh-
borhood locations, the album will pro-
bably be more than welcome.

Singing here is merely adequate.
Clark, however, is being pushed hard
by Columbia and may catch on, though
his competition on these tunes is pro-
bably too strong. Second coupling
sounds routine with moderate hit pos-
sibilities.

concerned with instrumentals. But
Cole has caught an unusually wide
audience who thinks he is terrific.
Such people talk about Cole’s “sub-
tleties” and “insinuations.”

Como does his usual competent job,
but those accompaniments, like the ac-
companiments for all crooners, are
beginning to sound terribly stereo-
typed. Victor’s publicity office some-
times goes overboard on Como, as for
example, a reference to his “slow and
thoughtful reading.”

Well enough done of its type. Cecelia
could become longrange seller. There’s
always over-counter demand for this
Cecelia kind of lilt.

The decade or more of Crosby’s pup-
ularity have made him a favorite of
two generations. Our guess is that he’ll
continue to sell well for a long time.
These releases show off Bing’s vo-
calizing in a very favorable light—
and doing the kind of songs for which
he gained his reputation.
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Popular=Vocals

ARTIST—TITLE |
DENNIS, Matt.

Roses in the Rain/Linda.
362.

Capitol

FITZGERALD, Ella.
Cow Cow Boogie/That’s the Way It
Is. Decca 25047.

FLETCHER, Dusty.
Open the Door Richard. National 4012.

LANGFORD, Frances.
Time on My Hands/I Havent uot
a Worry in the World. Mercury 3050.

MELODY MASTERS.
Wig Blues/My Baby. Apollo 379.

MERCER, Johnny & OTHERS.
A Fine Romance (Mercer & Tilton)
Smoke Gets in Your Eyes (Cole Trio),
Look for the Silver Lining (Margaret
Whiting) /Who (Pied Pipers)/ She
Didn’t Say Yes (Peggy Lee) /The Touch
of Your Hand (Hal Derwin)/All the
Things You Are (Clark Dennis)/The
Way You Look Tonight (Paul Weston).

Capitol album CD-41.
MODERNAIRES, The.
My Heart Goes Crazy/Connecticut.

Columbia 37220.

PIED PIPERS, The.
When Am I Going to Kiss You Good

Morning /Open the Door Richard. Cap-
itol 369.

RUSSELL, Andy.
Anniversary Song/My Best to You.
Capitol 368.

SHORE, Dinah.

Anniversay Song/Heartaches Sad-
ness & Tears. Columbia 37234. My Bel
Ami/Ill Close My Eyes. Columbia
37213.

SINATRA, Frank.
That's How Much I Love You/l
Gotta Gal. Columbia 37231.

STAFFORD, Jo.
Give Me Something to Dream About/
That’s Where I Came In. Capitol 355.
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| SALEABILITY |

VERY GOOD, entirely on basis of ma-
terial. Second side already is good sel-
ler, may already have passed its peak.
First side almost certain to be big hit.
Watch it.

ExceLLENT. Singer is joined by the
Ink Spots for these two sides. Com-
bination, in terms of counter sales, al-
most unbeatable.

Fair TO VERY ¢oop, depending on
whether or not your store has reached
peak sales.

Goobp. Artist has radio, movie name
and could go strong over counter. Let
customers know she’s available.

Fam. Good if pushed. This group
doesn’t have name, but their style is
appealing.

ExceLLENT; longrange possibilities
very good. Here are nine of Capitol’s
strongest artists in material that has
become standard and that has a spe-
cial appeal right now—movie of Kern’s
life, Till the Clouds Roll By, still mak-
ing rounds of the country and won't
be played out for a while.

Goop TO VERY Goop, depending on
whether or not second title has hit
peak in your store. First title strong.

Very coop. Even though Richard
might be slowing down in your store,
the Kiss side is bound for hitdom and
may turn into excellent seller.

VERY GOOD TO EXCELLENT. First side
still going strong, what with obvious
movie tiein (Jolson Story). Watch Best.
Will be hit.

ExcELLENT. Strong material with a
strong name. Last two titles coming
up. Watch them.

ExceLLENT. Como did second title
for Victor. Dealer can’t miss—it will
have to be customers’ choice.

ExceLLenT. RI is not getting monot-~
onous, but merely saying that this will
sell as well as most pop hits sell in
your store.

| COMMENTS

Singing is adequate, but if custoners
are given choice, Dennis platter mnay
have difficulty keeping up with the
parade.

First side still sounds lively and
catchy. As done here it will appeal
to wide audience.

Novelty, and will probably die out
fast. Fletcher is originator of Richard
vaudeville skit—better than any re-
cording.

First side longrange. Hands is a fine
standard and invariably there are zalls
for vocal versions. Singing competent.

Singing is along style of Mills 3ro-
thers. Customers would go for .t if
they heard.

Each artist has been assigned ma-
terial which is suitable to his own
style. The choices are happy, anc the
variety is definitely ear-arresting for
the pop listener. As an album paczage,
this is perhaps t!:> first time, ir re-
cent years at least, {17t the allstas ap-
peal has been usc. . . n._tcrial of this
nature.

Done in the usual highly competent
style you've come to expect of this
group.

Another always competent goup,
but they missed on Richard. It's one
of the poorer versions, along with
Three Flames (Columbia) and Bill
Samuels (Mercury).

Russell does his usual good job. He’s
now Capitol’s competition for Ha-mes.
Sinatra, et al.

Most dealers have come to r-alize
that what Shore records is invasiably
hit or near hit. She’s assigned that
kind of stuff, just like top voalists
on other labels.

First side has accompanimerr by
Page Cavenaugh Trio. King Cole style,
well done.

Stafford’s  invariable
won't disappoint listener.

compeency
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Popular=Bands

ARTIST—TITLE |

BENERE, Tex.
Speaking of Angels/It Might Have
Been a Different Story. Victor 20-2133.

BROWN, Les.
Seware My Heart/In My Merry Olds-
mobile. “olumbia 27235.

DONAHUE, Sam.

I Cant Believe It Was All Make
Believe/ My Melancholy Baby. Capi-
to. 357.

DORSEY, Tommy.

How dre Things in Glocca Morra,
When I'r Not Near the Girl I Love.
Victor 2)-2121.

FIELDS. Herbie.
Years % Years Ago/Connecticut. Vic-
to- 20-2204.

JAMES, Harry.
Jealou:-e/Man with the Horn. Col-
urbia 37218.

LONG, Johnny.
How Are Things in Glocca Morra
Lest Nigkt on the Back Porch. Signa-

ture 150¢4.

KAYE, Sammy.

I Cant Believe It Was All Make
Believe /Midnight Masquerade. Victor
20-2122. All By Muyself/You'll Know
When It Happens. Victor 20-2110.

KENTON, Stan.
His Feet Too Big for De Bed/After
You. Caditol 361.

LAWRENCE, Elliot.
They Can’t Convince Me/Let’s Put
Our Dreams Together. Columbia 37232.

MARTIN, Freddy.

Reinbew’s End/The Funny Thing
Called Love. Victor 20-2108.
MONRDE, Vaughn.

Bewarz My Heart/The Pleasure’s All
Mine. Victor 20-2084. It’s Dreamtime/
We Cou-d Make Such Beautiful Music.
Victor 2)-2095.

ROCCO, Maurice.

Invitaiion to the Blues/Somebody
Loves Me/You Can Depend on Me/
Sunny fide of the Street/Rose Room/
Hour of Parting/Wrap Your Troubles
in Drearis/Easter Parade. Musicraft
album S-5.

Recorc Industry

| SALEABILITY |

VERY GOOD TO EXCELLENT. Material is
near hit, if not hit.

ExceLLENT. Heart will be a smash hit.
It's from movie, Carnegie Hall.

VERY GooODp, mainly on basis of ma-
terial. Band only semi-name.

ExceLLenT. Unusually strong single of
music from Finian’s Rainbow.

VERY coop, mostly on basis of ma-
terial. First title is pop version of
Toselli’s Serenade—it should be strong
for many weeks.

VERY GOOD. This?is_tylv)e of stuff James
can do with warmth and appeal.

FAIR TO Goop, depending on how well
known Long name is known in your
area. Material is strong. with hit and
good revival.

VERY coop. Here’s the I Can’t side
again. Could easily build into hit. My-
self also likely hit.

VERY GOOD, PROBABLY EXCELLENT. Feet
is so-called calypso style, done in a
strong, rowdy fashion that should have
wide appeal.

| COMMENTS

Musically it’s a routine job. Vocalist
Gary Stevens is a boy to watch. He has
the charm of the best.

Brown version of Heart musically
best thus far available. Reverse fine
novelty.

Baby routine swing stuff, no appeal
for jazzfans. I Can’t will sell this.

Usual cleancut Dorsey interpretation
with more than adequate vocalizing by
Stuart Foster.

Performance is little more than rou-
tine. Only musical highspot is Field’s
alto sax soloing.

Jazzfans will go for Horn side, ;vhich
features a long solo by altoman Willie
Smith.

Long has been name in East for
years, but only semi-name nationally.

The Victor publicity office tells us
that Masquerade is done “at a caressing
tempo.” Ever notice that Kaye otten
uses harmonies combining the Glenn
Miller and Lombardo styles?

Pastels vocal group do good job on
second title. Usual fine performance by
band. Not much for jazzfans.

VERY GoOD on basis of material and
treatment, rather than on semi-name
reputation of Lawrence. Dreams simi-
lar to Stars Fell on Alabama.

VEery coop. First title not from Fin-
ian’s Rainbow, but based on Beetho-
ven's Pathetique Sonata.

ExceLLENT. Heart is sure hit, and

Monroe himself does it in movie of
Carnegie Hall. This should make his
version strongest seller. Dreamtune
should be near peak. Beautiful Music
homey type, coming up.

FAIR TO Goop, but must be pushed.
Rocco known to nightclub crowd, but
only semi-name on records. Will sell
better in larger cities, and in East. All
have vocals (by Rocco) except Rose
Room.

Both tunes at least near-hits. In this
record Lawrence is making obvious
attempt to ape Claude Thornhill.

Martin does a cleaner musical job,
always, than most of his confreres in
this type of pop performances.

Second title has hit possibilities.
Watch to see if any other tops artists
do it. Dreamtime starts off like Flam-
ingo, borrowing Ellington harmonies
and Glenn Miller voicings.

Rocco’s appeal is spotty. Jazzfans re-
gard him as quite ordinary. Some
pseudo-sophisticated record buyers
think he’s great. His vocals have a
certain ingratiating quality. He sells
much better in person than on records.
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' /r\
-RCER a0 MARTHA TILTON A\ MARGARET WHITING
(‘A Fine Romence’) KING CULE TRIU {‘Look for the Silver Lining’) THE PIED PIPERS

(‘Smoke Gets in Your Eyes’) (‘who')

‘\ /%\

PEGGY I.EE\/ ' 2\ CLARK DENNIS
{'S12+ Didn't Say Yes') HAL DERWIN (‘All the Things You Are’) PAUI. WESTON

(‘The Touch of Your Hand") (‘The Way You Look Tonight’)

Now, in one album...the talent of NINE of Holly-
wood’s biggest names! And n/ne big names mean
nine mass groups of Jerome Kern album buyers—
nine times more purchasing potential! A great combi-
nation for sales. A great chance for Capitol dealers.

Order Capitol’s new Jerome Kern album from your

distributor NOW'! CD-41 $3.75"

PRE TIE-IN SALES! OTHER ALBUMS BY THESE SAME STARS...
JOHNNY MERCER and THE PIED PIPERS CD-36 $3.75°*
KING COLE TRIO (No. 2) BD-29  $3.15*

PAUL WESTON —"MUSIC FOR MEMORIES" BD-37 $3.15*

*All prices list, plus tax.
= b »
T IrErey

Sunset and Vine

.
Wity tue H1TS FROM HOLLYWgg)



Max Miller: his heartbeat carries a strong pulse.

Few, if any, jazzmen have received a national buildup prior
to their appearance on records. Pianist Miller may be credited
with just that. When his first platter was released last month,
his name was known to thousand of jazzfans, hundreds of
musicians. Max’s coupling of Heartbeat/Caravan on the Gold
Seal label is the kind of merchandise that record dealers
everywhere can plus-sell. It is music that has only to be
heard—and it’s a sale.

Page 26.
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In Copenhagen, Denmark, a plane crashed and burned. Grace
Moore was among its passengers. She died in the flames and
wreckage. A Metopera soprano, she gained widespread popu-
larity through her appearance in a movie, “One Night of
Love.” Earlier she had appeared in the Music Box Revues,
“introduced” Irving Berlin’s Always. She had a flair for
good living, liked to travel, had homes in France, Hollyrood,
New York and Connecticut.

Grace Moore: she died in air crash last month.

Carl Ravazza, Frances Langford, Jon Hall: informal tio.

Mercury’s Frances Langford is known to a wide audience
through her movie and radio work. She should be =ne of
the strongest artists now on that label, and dealers would
do well to capitalize on her undoubted popularity. Ske hcs
been a “name” longer than most other singers with ¢ cur-
rent large following. Movie actor Hall is her husband. Have
you noticed the similarity in the facial expression of Hoore
(left top) and Langford?

Record Industry
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News Miscellany

Columb z recently lost another big name when
BeExny GcobpMAN signed a long-term contract with
Capitol. CounT Basie had previously moved to RCA
Victor. BG had been one of the mainstays of Col-
umbia sir ce 1939, recording also on the lower-priced
Okeh labal of the company. He will stay in Holly-
wood throigh April, where he does the Borge show.

JiMmMY "WAKELY, western picture star and singer,
was signec by Capitol to do well-known songs and
some of 1s own, which he writes for his movies.
Raised in Arkansas, the ex-ranch hand did a radio
stin: in Cklahoma City, where his singing of west-
ern ballads and guitar playing got him recognition.

Bandlea ler Georce TownNE and Sonora finally
came to ~rms, after dozens of false starts in the
press and weeks of wrangling over the finances in-
volved. Scnora says that New York music pubs,
mindful o the fact that Towne could plug their
tunes on h s more than ten network airshots a week
from New York’s Hotel Edison (an extraordinary
nurber taese days), had been active on his behalf.

Favorit2 of the Grand Ole Opry airshow, PEE WEE
Kinz and his Golden West Cowboys were signed by
Victor. Se- SvangoLm, who debuted at the Met this
season, ak>o inked by RCA. Svanholm, a Wagner-
ian tenor, has been singing since 1936 after a start
as a barizene in Stockholm in his native country.
Roles in Tarope and a tour in South America pre-
ceded his zrrival in this country two years ago.

Probab.y for the first time in platter history an
independent company loaned an artist to a major
when Jack CarroLL, former Les Brown vocalist,
was loanec by National to Columbia to make two
sides witt his former boss. National is pushing the
lad in the pop vocalist field, and this deal, with Col-
umhia promotion behind it, will spotlight him fur-
ther

JcHN LareNz, of Pan-American, left for Mexico
with 20th Century-Fox for location of a new pic-
ture in wh'ch he will star. “King of Winter” Sammy
Kave was crowned at Lake Placid (N. Y.) Winter
Carnival. Because of Kaye's waxing of Old Lamp-
lighter, waich, Billboard reports, grabbed most
nickels ir 1946, Columbia crowned him the new
King of th= Juke Boxes.

Trumpeter-leader ErskINE HAWKINS has a big
project unxder way. He is completing the setting

Recerd I:elustry
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of the Emancipation Proclamation to music; known
to only a chosen few, this opus has been in the writ-
ing for three years.

Current PErry Como activities include waxing of
a “letter” to his son expressing racial and religious
tolerance in terms familiar to children.

Taking a lead from his recording of Connecticut,
ARrTIE SHAW is dickering for a home in the state.
Rumors are that he’ll name it Windsor Castle!

ARTHUR RUBINSTEIN now spells his first name with
an “h" since becoming an American citizen. He says
he doesn’t care how the public spells it as long as
it listens to his piano playing. Rubinstein was in
Chicago playing a recital recently, and was quoted
by a local columnist as saying that he admired Jose
Iturbi for giving up concert work and making a for-
tune in the movie world.

Musicraft’s MeL TorME (see last issue) was given
tremendous buildup in his recent trip to New York.
Torme appeared on more than 20 disc jockey shows
in 10 days.

Mercury’s Tiny HiLL and his wife have adopted
a baby girl, have set up housekeeping in new Ft.
Wayne, Indiana, home.

Tex BENECKE says that he will continue using the
Glenn Miller name in connection with his work
despite requests that it be dropped, since the public
associates the names and styles of the bands. The
tenor-playing leader, who took over the popular
band in England during the war, is now on a Satur-
day afternoon airshow and will be the band slated
for the Treasury Bandstand show on the same day.

Deleted from the final version of the movie
Stormy Weather three years ago, two FATs WALLER
numbers are being released by Victor after a two-
years’ legal hassle. Ain’t Misbehavin’ and Moppir’
and Boppin’ feature the rollicking pianist accom-
panied by a group of famous sidemen. The releases
come on the third anniversary of Fats’ death.

Announcement of ARTUR RoDzINSKI'S resignation
from the New York Philharmonic wasn’t surpris-
ing after three months of trade-rumors—he said
“direct interference” by Arthur Judson, orchestra
manager, was the cause. STOKOWSKI now seems the
likely prospect for the post; and Rodzinski will head
the Chicago Symphony, with DESIRE DEFAUW’S resig-
nation to be effective in April. Neither Defauw nor
Rodzinski will conduct at Chicago’s Ravinia series
this summer.
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JascHA HerreTz, divorced last spring, was remar-
ried to Mrs. Frances Speigelberg in Beverly Hills.

Too DuncaN, original star of Porgy and Bess, has
cut an album of the still best-selling tunes from the
show for Musicraft.

Capitol is plugging new singing star JoE ALEx-
ANDER, said to be reminiscent of the early Crosby
records. He was uncovered at a west coast nightclub
and has had experience in the band business in the
south. Also being pushed, by Vogue, is Joan Eb-
waARDs, known for her singing on the Hit Parade.

MaRrioN ANDERSON was named a “key” woman of
the year by the Federation of Jewish Women in
New York. JAN PEERCE commemorated his fifth an-
niversary with the Met by appearing with Toscan-
ini on a radio broadcast.

Concert Notes. The PITTSBURGH SYMPHONY under
Fritz Reiner currently is on tour through 10 eastern
seaboard states and Mexico. . . Featuring mainly
Gershwin melodies, PAuL WHITEMAN recently com-
pleted a successful tour through 16 cities in the East
and Midwest. In celebration of 30 years as a jazz
performer, Louis ARMSTRONG played a Carnegie Hall

date this month. It made a direct tiein with movie,
New Orleans, for New York dealers. Victor’s JoHN
SEBASTIAN is using a concerto for harmonica and
orchestra, written especially for him, on his current
concert tour. Decca’s harmonica ace, LaRrRY AbD-
LER, also on tour in conjunction with dznce: Paul
Draper. Victor’'s musical burlesque ar-ist, SPIKE
JoNESs, is continuing his concert tours. Ee’s deen a
consistently strong boxoffice draw.

BiL. Harris and SioNeEy BEecHET werz featured
jointly at a sellout concert in Chicago’s Kinba:l Hall.
Harris won first place as top trombonist ia the three
major polls of 1946—Down Beat, Esquire ind Metro-
nome. He’s a hot seller on Keynote (wich Chubby
Jackson) and on Columbia (with Woody Herman).
Bechet has played three consecutive conc=rt engage-
ments in Chicago this season. Loop deaers report
that his records on King Jass, Blue Not2 and Disc
have been selling strongly as a direct resalt of these
personal appearences.

Majestic’s MiLbRED BAILEY will make h-r Midwest
concert debut in Chicago on Easter Surday. April
6, when she appears in Paul Eduard Muller’s con-
cert series.

The Great Gildersleeve (left) in person at Lyon & Healy, Chicago.
Lyon & Healy’s Mrs. Grace Liva looks on, Leroy of the Gildersleeve radio show grins at a budcy.
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THE DEALER ASKS

Q. Sore of the record companies have an estab-
lished bak order system but most of them refuse
to keep ary sort of back orders on file, saying that
we shouk re-order constantly. We have had this
trouble w-th back orders: large quantities are sent
us long af-er the record has lost its full sale value
for a pom lar market. As a consequence, I have cut
out all beel: reordering but my record manager ob-
jects to ta s. Can you advise us what to do?

A. Tle greatest trouble with the back order
system — with any company — lies with the dealer
rather them the distributor or manufacturer. Back
order sysems were devised in order to help the
dealer — if he in turn would help himself. Usually
the dealex who runs into the most trouble with his
back ord> system is the dealer who does not keep
a constan: and regular check upon the orders in
the back erder box. At least once a week someone
in the racord department should check over the
back ord>- box to see which records should be can-
celled fran back orders—or the order quantity
changed. These record slips should be pulled from
the box, mancelled, or that back order cancelled and
a re-ordexr attached with a changed quantity written
upon it. These should be sent in each week and
those chages will be posted by the company in-
volved.

Actualiv. the back order system is most effective
for classial, light classical and standard type record
merchan lise as the demand for these records re-
ma:ns fa 1ly constant and is not subject so much to
popular whim. With the increase of production
today, it becomes less necessary daily to attempt
to order “pops” on a back order system. The intelli-
gent reccrd buyer will gauge the artist and the
ture invclved against his particular store’s need
and order accordingly in quantity from the begin-
ning.

Q. WrFat about procurement of blue stock en-
velopes “or RCA Victor’s inventory system?

A. Well, because of the paper shortage many
dealers kave found that their distributors cannot
supply exy of the blue stock envelopes and only a
very lirmted quantity of green stocks. REcoOrD
INDUSTRY suggests that you use any other available
colored sxcck envelope for the inventory purpose —
or simpk affix colored stickers or clips to regular
stock er-elopes — or even paper sleeves as you
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receive them from the manufacturer. After all, the
purpose of the different color is for identification of
the condition of your record supply of a particular
item. Until the paper shortage lets up, you will
have to use a little ingenuity in substituting marked
jackets or other colors for the suggested blue stock
envelopes.

Q. How can theft and pilfering of records by
people in stores using listening booths be controlled
or reduced?

A. Records, whether they are in albums or sim-
ply single records, are too bulky to lend themselves
to easy theft before an initial purchase is made.
Investigation has shown that as in the case of other
types of merchandise, the greatest danger of record
theft comes after an original purchase has been
made and packaged. The package is usually a large
record envelope with one end merely folded over
into a handle. After the purchase has been made
and the original record or album put into the con-
venient album carrying bag, the customer does not
leave the department — or returns to it in a short
amount of time. He then proceeds to browse around
the self-selection racks and very often will carry
several records and/or albums into a listening booth,
taking along with him his original packaged pur-
chase. In the booth, it is comparatively simple for
the customer to insert additional albums or singles
— but he does not come out of the booth empty
handed or without unwrapped record merchandise
as he took in quite a few items with him. This pro-
cedure is generally followed during the rush hours
in a record department and it is impossible for re-
cord personnel to detect these manipulations with-
out actually policing the record booths.

The most effective method to stop this type of
thievery is to request and to require that each
customer leave any record purchase he has made
at the counter with the record clerk until he is
through browsing in the department. If he comes
in to the department with a record bag, it can be
the established policy of the store — and so an-
nounced by signs over the counter and in the booths
— that customers are requested to leave their
packaged record merchandise at the counter while
shopping for more records. This precaution on the
part of one store stopped almost all theft from the
record department as soon as it was instituted.
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says

Louise Gale

P TO THIS POINT, the musical reproduction of
U radio-phonographs being made today has ap-
peared to be satisfactory for the public taste. Of
course there has always been the persistent use, in
relation to radio, of terms such as “high frequency,”
“high fidelity,” etc.

I think it can be said quite safely that the public
has little real understanding of the exact meaning
of these terms. Rather, it has used them in parrot-
like fashion because the terms have been exploited
generously in all forms of consumer advertising.
Actually, there have been and there are today very
few *machines really capable of true high fidelity
reproduction. For the most part, these combinations
are custombuilt and made to sell in the four-figure
bracket.

As things stand today, there is very little use for
us to try to convince John Q. Public that he can’t
be happy unless he can boast that his combination
machine is capable of reproducing up to as much
as 16,000 cycles.

Don’t forget that the average radio broadcast is
limited by the FCC to about 5,000 cycles, while the
average record is waxed at about 4,000 to 6,000 cy-
cles. This makes it apparent that the much touted
“high fidelity” becomes a term rather than a reality.

We are only fooling ourselves and the public when
we demand high fidelity. It is a sad fact but a true
one that John Q. Public doesn’t know the difference
between reproduction as he has become accustomed
to hear it and reproduction with so-called high fi-
delity. He has been brought up on the bass boost
and anything that doesn’t sound like an African
tomtom has the illusion of brilliance for him.

It is the unfortunate truth that recordings made
at a fairly high level and played on anv moderately
good combination at double forte volume can bring
forth cries of rapture from the starry-eyed customer.
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the public doesn’t appreciate it anyhow

High Fidelity .

rebuttal — millez;vs. gale

MiLLer: Okay, Louise, I'll settle for 8,20 cycles.
But—Ilet’s have that and plenty of it. Wha’s holding
back the manufacturers anyhow? How =zre people
ever going to train their ears if they aren’t
given a chance to hear what fine reproduzed music
really sounds like? I want to get the bass boost and
mellow trebles out of machines and a meascnable
cycle frequency into them. Don’t tell me you favor
the jukebox bass boost?

GALE: I certainly don’t. We agree there. But what
about that study made by CBS in which audiences
were tested? The preference definitely was for the
5,000 cycle reproduction over the 10,000. And what
about the musicians in the audience for the test?
Did they approve of the 10,000 cycle fidel ty? They
did not. They rejected it by 15 to one!

MirLer: I'll bet they weren't jazz musiciams or mu-
sicians who like contemporary classical. Aayhow, if
the test indicates a trend, you’ve got me thzre. May-
be I have too much faith in the perceptive abulities
of the human animal. Just the same, I'll stck to my
guns. Give music lovers sympathetic ani sincere
guidance in appreciation, give them time to hear
and to absorb—then let’s have another tes:. I’ra not
arguing that the listener inexperienced in high
fidelity sounds can make a mature judgment on the
basis of what he has been hearing. By the way, can
we clear up this point: Would you agree hat good
reproduction is obtainable at a moderate cost?
GaLE: Not if you mean genuine high fidelity—the
kind that takes you up as high as 16,000 eycles.

MiLLer: That’s where I agree with you. But isn’t
that kind of fidelity something to aim at?

GaLE: Manufacturers of our most expensive cus-
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the manufacturers don’t give it a chance

Who's Kidding Wheo?

rebutal — gale vs. miller

tom-x.ade machines like to tell potential customers
that nigh fidelity at this figure is a must for the
conmsseur of good music. Yet any experienced
soun- engineer will tell you that the distortions
whiz1 accompany such high frequencies are re-
volt.mg to the ear of the average person, and there-
fore would have to be filtered out—along with the
higl frequency range. Where does that get you?
Rem-mber, until high frequency fidelity machines
whi« 1 can reproduce these extremely high frequen-
cies without distortion are made for the mass mar-
ket, we are only kidding ourselves when we put
out 14,000 cycle recordings to be played on machines
incagzble of taking that much sound.

MiLLer: Wait a minute! If you think I'm defending
these costly combinations you're wrong. I repeat
that they are for the class market, not the mass.
I irsist only on having machines and recordings
brouzht to the point that those same experienced
eng-reers consider satisfactory and realizable.
Garr: Yes, but what happens to your high fidelity
then® Do you mean you're satisfied with sets as
they are? I thought you wanted improvement.
Miuer: I’'m almost satisfied with some sets, yes.
Mackines which can reproduce music with tremen-
dous brilliance and clarity are now available—and
so ar= the records. Just give me more such sets and
reccrds (at about 8,000 cycles). That’s all I ask.
But a lot more. Let the public really hear these new
sounls over a considerable period of time. Then
wat:1 out.

Gar:: Maybe. But if the record manufacturers pro-
duc> finely balanced, well engineered recordings
(like -he RCA Victor M-401 set of the Bach Passaca-
gliad, then today’s sets will do a very nice job. For
Johy Q. Publie, that’s “high fidelity.”

Reccrd Industry
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says

Paul Eduard Miller

IWANT HIGH FIDELITY in the production of music.
Fancy stuff? Not at all. I say that every listener
(excluding those with physically defective ears)
would always want high fidelity if his normal lis-
tening apparatus were given a fair chance.

By fair chance I mean simply the opportunity to
hear music as it actually sounds in person—true-
ness of reproduction. Any other kind of reproduction
is a lie, a falsehood, a distortion. I'm fed up with
people—and manufacturers—who want a mushy,
lush, overripe bass sound pouring out of their speak-
ers. They are traitors to good music.

Technically, fidelity is connected with cycles
(soundwave frequencies). In terms of cycles, high
fidelity reproduction at between 8,000 and 10,000
cycles is more than sufficient for the brilliance and
sharpness that goes with quality. Nobody takes the
public by the hand and says:

Listen, if you really like music you surely want to
hear that music through our speaker with the same
brilliance and fullness that you do when you listen
to music in person; we have a reproducing machine
that does just that. Here it is.

And then, give the public that machine, and that
machine only. The yearning for mellowness in re-
produced music would disappear plenty fast.

I argue that a moderate priced machine can give
any listener all the brilliance, sharpness and fidelity
that the keenest human ear can absorb. Anything
beyond 10,000 cycles is a hairline difference—and
I say it isn’t worth an additional $500 to $800. If
played on a machine capable of reproducing what
is on the record, a good recording of from 8,000 to
10,000 cycles is all that is needed.

Given a fair opportunity to select and choose, the
public will express an overwhelming preference for
high fidelity. With sympathetic guidance they will
inevitably demand quality.
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present and potential business that goes hamd in
PO‘(’” tia ’8 ’)ay 0"" hand with home recording. . .

On a very small, but we believe significant :cale,
we have questioned persons who have made ise of
their home recording equipment during the pas tw>
to six years. We found two pertinent trends: on=2

LMOST INVARIABLY, the home recording fan is a
heavy buyer of records—not only blanks, but
commercial records as well. His business, perhaps,

does not represent a large volume, but it does add effects the dealer directly.
up to important prestige business. The home re- The experienced home recording fan, we quizkly
cording fan almost always is the type of person who learned, has long since found out that reco-ding
influences the musical tastes of his friends and ac- blanks in most retail stores are far too high p-iced.
quaintances. His sphere of influence is large. So he seeks other means of purchasing blamks—
True, he is specialized in his tastes, just as is the and finds them. We ascertained that there was
classical connoisseur and the hot jazz fan. But we complete agreement that 55c for a good 10 inch re-
would point out that the shrewd dealer recognizes cording blank was considered a fair price. We also
how essential is this kind of business—the kind that learned that the experienced h.r. fan felt that steel
forms the solid foundation upon which a long range cutting needles, selling for around 25c, were mors
record business is built. than adequate for his purposes. The dealer who tries
Dealer interest in home recording fans actually to push for higher priced sales usually lose: the
is an investment in future potentials. RI believes h.r. customer. And don’t forget, once a dealer loses
that home recording will increase tremendously in the recording accessories business of a custcmer,
the next five years. The dealer who establishes he also loses his other business. That’s where ser-
good will toward this activity is directly in line for vice and good will play an important role.
_ . - , o
s Your check-list of

BEST-SELLING ALBUMS

SCHIRMERS LIBRARY
of RECORDED MUSIC

Dana Suesse
Young Man With a Harp. Caspar Reardon (Harp), D.ma
Suesse (Composer at the Piamrc), Chauncey Morshouse (Fer-
cussion). Album No. 8..................cuvuieiinnn $-.80
Blue Moonlight (Composer at the Plano). Album No. (2, $-.385

HER

... DUSTY FLETC

woPEN '“‘E, 2‘2"0::‘“.
RICHARDY™ -

. 4012
part 1 and pART 2 NAT

John Alden Carpenter
String Quartet in A Minor. Gordon String Quartet. Album
NO. 4 i it e e e $235

Sergei Rachmaninoff
Eleven Songs sung by Nina Koshetz. Album No. 16....5-.85

Rudolf Friml—‘Rudolf Friml in Person”
Oriental Album, including Chinese Suite and Arabian ss'"a's'

Album No. 5.... ... .. . it it acic e L 8
Carl Engel

Triptych. William Krolt (Violin), Frank Sheridan (Piam).

ABum No. 5. ... . iiiiiiiiiinenerrreonnnnsonnnesns $£35

Efrem Zimbalist
String Quintet and Little March (Willlam Kroll). Played by
the Gordon String Quartet. Album No. 6.............. $E 35

Charles Martin Loeffler
String Quintet (in one movement). Gordon String Qua st
with Kay Rickert (3rd violin). Album No. 13.......... $TES
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Gabriel Fauré
Quintet for Piano and Strings in D Minor. Opus 89. Enwma
Boynet (Piano) with the Gordon String Quartet. Albmu
No. 9 ... trresiscesascaccssssacss €38

Write today for a complete list ef
Schirmer’s Library of Recorded Music

GSCHIRMYY

EAST 43rd STREET NEW YORK 17, N. Y.

ALL NATIONAL RECORDS 7SC
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NATIONAL Recards

1841 BRCATL
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Plucs Selling Records
& Phono Combinations

by Louise Gale

NE OF THE HAPPIEST thoughts that the record

axd radio-phonograph dealer can have today
is one that tells him that records are to radio-phono-
graphs xhat razor blades are to razors—they make
the larger sales figures which we are looking for.
The job of selling records to the purchaser of a new
radio-plonograph is relatively simple—but are you
selling as many records as you should be selling at
the time of this first bulk sale?

One df the large chains of music stores in the mid-
dle wes- has an arrangement whereby every radio-
phonograph sale has a required record sale which
the rad o salesman must make. For this purpose,
these stores worked out a series of record combina-
tions, containing single records and albums, and
ranging in price from $25.00 to $200.00 for the group.
It has proven extraordinarily successful, both in-
creasing combination sales and making customers
happy.

Seven Cut of Ten Choose Combos

Console radios and combinations have been ab-
sent from the market for over four years, so far
as the zverage person is concerned. Surveys indi-
cate tha. seven out of ten choices will be radio-pho-
nograph combinations. Mindful of this fact, every
progressve radio dealer, whether he has handled
records before or not, already has stocked—or is
planning to stock—phonograph records in his radio
store. The era of home entertainment is upon us,
and Mr. John Q. Public is ready to purchase the
means f5r making possible and enjoying that en-
tertainment. Are you prepared to serve him?

Give Customer Right to Choose

Plan ¢ Library of Music for the average radio-
phonograph buyer. This should contain some pop-
ular arc light classical selections, and a few well-
known classical albums. Give this customer the
right to choose a certain dollar amount of popular
records n addition to the albums which you have
selected as part of the combination. Give him the
same opoortunity for light classics and classics. If

Record Industry
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guided by skilled salespeople, customers will always
think in round-figure terms.

Set up your own thinking in some concrete form
such as, for example, this radio-phonograph com-
bination for so much, plus a certain dollar amount of
records. This can be presented to the customer in
a package. Put the console radio that you have in
mind—or perchance it’s a table-top model—beside
(or on top) of a record cabinet, containing a
complete and varied selection of records. Tie those
sales together by using a sign which says: “Phono-
graph-radio, so much; cabinet complete with rec-
ords, so much; total—complete entertainment for
your home—so much.” By teaching the customer
to think in terms of buying both the razor and the
blades simultaneously, you will find that phono-
graph records will spell profit for you.

Make Customer Feel Important

It is to be remembered that we are entering upon
an era of “buyer’s market.” As a result of condi-
tions which have prevailed during the past few
years, most salesmen are “soft.” Efforts pointed to-
ward the revitalization of your sales force might
pay handsome dividends in increased sales—selling,
you know, is indeed an emotional occupation.

Competition will become increasingly heavy—
everybody will be “in the act.” But, as the old say-
ing goes, “There’s always room at the top.” Make
your customers feel important—give them courteous,
prompt, efficient service, and your cash register will
continue to ring up sales. Start now to go after lost
customers, and put your shop on a “courtesy” basis
immediately. Then begin asking people to buy.
And when they respond to your advertising, be
ready with that “service that wins”—courteous . . .
prompt . . . efficient.

Remember, records are definitely specialized mer-
chandise. Handle them accordingly and your dreams
will be translated into dollars—thereby making your
profits and not problems.

Have YOU Ever Been Asked?
What are your best selling records
and albums?

We Want YOUR Answer
See page 40.

February 1947. Page 33.



1. Transferring from lacquer to wax.

Here the original lacquer disc is being placed on wazx. Engi-

neers check the grooving for flaws as sapphire needles trans-

fer music from original lacquer record, which is spinning
in left foreground.

2. Copperplating the wax.

Wax is electroplated. Copper backing is stripped from wax

disc, previously sprayed with film of gold. Gold surface is

nickelplated and again electroplated with copper. This creates
nickel mold and gold master.

Making a Recerd
Part I

a picture .our of

the RCA Victor plant

4. Making compound that goes into commercial slatter.

The disc described in 3 is undergoing additional arocesses

in studio and plant. Workers in other sections pregare the

“recipe” of ingredients worked out to exact meastrements
for assuring uniform quality of compounc.

3. Making the nickel duplicate platters.

Shown here are two nickel discs being separated. This sepa-

ration creates an original mold and a nickel stamper. Latter

is used to press finished record. Process of electroplating
nickel mold is repeated indefinitely.

Page 34. February 1947.

5. Compound is rolled out.

After being taken from Banbury mixer, compound has be-

come pliable mass. Here the rollers are set to press com-

pound to correct thickness. The black plastic commound ts
marked off into “biscuits” by automatic knives.

Record I:idustry



Malking a Record

Parc 11

a picture tour of

the RCa Vietor plant

8. The completed RCA Victor record emerges.

Girl holds platter after the completed record is a reality.

It has gone through various stages from lacquer to nickel,

which stamps its impression on a mixture of odd materials,
including shellac, limestone and lampblack.

¢. Two nickel stampers ready to press.

Here is the record pressing machine. Girl operator places

RCA Victes label on center pins, picks up a biscuit from

steam tabl:. Top and bottom stampers account for the two
“sides” of completed record.

7. Twist of wrist brings stampers together.

Hydraulic pmessure, combined with heat supplied by live

steam passiiy through press, quickly meld the biscuit into

a record. C>d water circulates through the block, cooling
@l hardening record simultaneously.

Record lalustry

9. Excess material is peeled off edges.

The pressure of the stampers has caused excess material to

push over the edges of the record. Here the girl operator

trims off this excess. The edges of records have become
important with the advent of record changers.

10. Girl plays record for first time.

Test booth operator checks record for quality and freedom

from extraneous noises, and such imperfections as scratches

or ticks. If record fails in any part of examination, entire
stamping will be tested.
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THE FOLLOWING MUSIC IS PLAYED IN THZ MOVIE,
“CARNEGIE HALL.” FIRST LINE TELLS BY WHCM MUSIC

6.ljl"' neg il! Ilall ®® T O IS SUNG OR PLAYED IN MOVIE. SECOND LISE GIVES

. CURRENTLY AVAILABLE SINGLES AND ALBUMS @F MUSIC
Get Strong Promotion
Tschaikowsky's B Flat Piano Concert>:
Played in movie by New York Symphany.
N THE MoVIE of Carnegie Hall the artists who ap- Victor DM-800. Columbia MM318.
pear and the music they play and sing is brought

v
about through the direct relation of the plot with Beethoven's Leonora Overture:

Played in movie by New York Symphoay.

the activities of Carnegie itself. Victor 15945, DM 359. Columbia MX-96, 173.
Story opens during the opening week of Car-

negie in 1891. Nora Rayan's aunt works as char- Schumann's E Flat Piano Quintet:

woman in Carnegie. When Nora arrives in this Played in movie by John Corigliano Quintet.

country she first sees her aunt in the hall. During Victor DM-736.

intermission (and the resulting copf}lsion) she meets Mendelssohn's Wedding March & Fanfare:

Walter Damrosch, who takes a liking to her, seats Victor 11920. Columbia 68888, MX-173

her in the wings, where she sees Tschaikowsky

1 . .
conduct one of his own compositions. Wagner's Der Meistersinger Prelude

Played in movie by New York Philharmonic.

At 20 Nora herself has become a charwoman at . . N
the hall. At a rehersal she meets Tony Salerno, a Victor 6651, DM-731. Columbia 68854, “1-549.
temperamental pianist and alcoholic. They marry, Delibes' Bell Song from Lakme:
have a child, young Tony. The father stumbles down Sung in movie by Lily Pons.
a flight of stairs in a drunken rage, is killed. (Varia- Victor 1502. Columbia M-561.

tion on a theme: The Lost Weekend.)

Nora wants to make her son a pianist. She gets
a job in the office at Carnegie and through her work
is in daily contact with artists who appear in hall.
Young Tony meets and listens to many of these
artists, along with intense study and practice on
the piano, which is combined with his regular school
work. Mother and son finally move to a studio in
Carnegie. All the time the boy is being helped and
advised by artists whom he comes to know (see
adjoining lists). Nora wants her boy to some day
play Carnegie.

But Tony is interested in contemporary music
(unknown to his mother, of course). Just as inevit-
ably, he meets the girl, Ruth Haines, who, of all
things, sings in a popular band—that of Vaughn
Monroe. Vaughn offers Tony a place in the band;
naturally he accepts and his mother is disillusioned,
hurt. She cringes, creeps into her shell, and years
pass without mother or son seeing or hearing from
one another.

Tony and Ruth were married. Years later Nora
meets Ruth for the first time. Then she wants to
see her son again; an old friend “lures” Nora to
Carnegie, in the meantime, and there, to her sur-
prise and delight, Tony is introduced on the stage
of Carnegie as “the talented young American com-

Leopold Stokowski—conductor and sound emg’neer.

et . His Bach transcriptions and movie appearances ~lways bri
poser and pianist.” Nora’s dream has been realized. a,.guf:wms, He's in Caf},’egie e ™
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MOYIES & RECORDS

Scarla-ti's A Major Piano Sonata:
Colurbia M-732.

Liszt's Spanish Rhapsody:
Colunbia MX-163.

De Fal a's Fire Dance:
Play=1 in movie by Arthur Rubinstein.
Coluabia M-560.

Saint-Saens' The Swan:
Play>] in movie by Gregor Piatigorsky.
Colunbia M-418, 501.

Bizet's Sequidilla from Carmen:
Sung in movie by Rise Stevens.

Colurnbia M-607.

Mozati's Don Giovanni Aria:
Sung in movie by Ezio Pinza.
Victo~ DM-423, 424, 425. Columbia 71577, 71048.

Tscha kowky's Violin Concerto:
Play>1 in movie by Heifetz & New York Phil-
harn cnie.

Victcr DM-356. Columbia MM-413.

Tschail owsky's Fifth Symphony:
Play=1 in movie by New York Philharmonic.
Victcy DM-253, 828. Columbia M-406, 470.

Coslow's Beware My Heart:
Playe1 in movie by Vaughn Monroe.
Capi-el 350. Victor 20-2084. Columbia 27235.

Borros Morros' Tuning Up:
Playe1l in movie by New York Philharmonic.

Palestr na's Tu Es Petrus:
Sung in movie by the Vatican Choir.

Rossini s O Solo Mio & La Danza:

Sung in movie by Jan Peerce.

Verdi's Simon Di Bocanegra (Aria):
Sung n movie by Ezio Pinza.

Portno-f's 57th Street Rhapsody:
Played in movie by New York Symphony & Harry
James.

Right, above, pianist Arthur Rubinstein.

H2 vies gor movie popularity with Iturbi and Levant. His
latest appearance is in Carnegie.

Right, soprano Lily Pons.

Ske also e ppears in movies. With a stellar musical cast, she’s
one of many in Carnegie.

Record Industry
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Feature the needles that outrank them all

M €% on Recoton’s

national advertising cam-
paign . . . on Recoton’s sell-
ing aids . . . on Recoton's
revolutionary new show-
case display ... (below) ...
on Recoton’s free premium
awards to your salespeople.
Check into the powerful new
Recoton point-of-sale cam-
paign that has been so suc-
cessful with dealers every-
where. Your wholesaler has
all the particulars.

*Reg. U. S. Por. Off
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CHILDREN’S RECORDS

Record

Making a Specialty

OF Children’s Records

by Hope Gamble
(Byerly-Gamble Music Co., Peoria, Ill.)

URING THE WAR we had an unused room in our
D stare. It was directly in the line of traffic, hav-
ing once been used for small radios. We decided to
do som=hing for the children and cater to them a
little bit That’s where the unused room comes in.
It was xmazing, the transformation that took place
—and =t small cost. We spent less than $25.

We binted up some colorful Mother Goose pic-
tures te paste on the windows, and we salvaged a
turntable. We used the shelves for displaying color-
ful chil¥ren’s albums.

Then we found two little kiddies’ chairs and we
painted them red and put on decals of Donald Duck,
ard put those in the room. We added a couple of
stuffed enimals on the shelf, and the stage was all
set. It hes really been a revelation to us to see what
fun and what profit we had been missing.

You wxight have a dead spot in your store of that
kind—perhaps not a room, but a corner or a wall.
Anything like that could advantageously be used.
Perhaps vou have no space for a children’s room.
Next best. I think, would be a corner trimmed with
nursery ~hyme wallpaper, or perhaps a little border
of Disne, characters. Striped awning could be put
over the corner, broadcasting the fact that it was the
kiddies’ :orner. Then you might use a shadow as a
focal poiat, displaying a corner for children.

Importad Thing Is Stock

If yon lack even a corner, you might design a
special mack for children’s records. Some of the
companies have designed children’s album racks,
and they surely deserve at least that much space.

Whatever space and decoration you use, the im-
portant taing, of course, is the stock. The children’s
department won’t run itself. Merchandising of chil-
dren’s re2ords demands not only a good stock but a
thorough knowledge of it, an enthusiasm for it.
Make a ~eal effort to handle records that children
will like and parents will like them to have.

In your stock should be included, first of all, lulla-
bies. Ycw might forget about that. That’s for the
babies, ad that’s a good way to start out. Then
come all the familiar nursery rhymes and songs.

Record ndustry

Industry

There are many good records of nursery rhymes
and children’s songs, and one of the outstanding
ones is Frank Luther’s. We have some little children
who insist on calling him their “Music Man,” and
insist on having everything that he has released
because he does have a good way with children.

Along with the nursery rhymes and singing games
come the fairy tales and stories. There is just a
wealth of that material. There, one of the outstand-
ing names is Paul Wing. He has an excellent voice
for children and a friendly, warm manner.

td

Avoid the Too Popular
Circus marches and band music have a way with
children; and they go for all the sound effects rec-
ords. I was happy to learn one set is being released
again—or perhaps a new version of it—Let’s Play.
It is an excellent set of sound effects of trains, street
cars, elevators, fire engines, and that type of thing.
But a wise salesperson will steer the children
away from the too popular strain. I am sure some
of you are a few jumps ahead of me and have al-
ready thought of Peter and the Wolf, Carnival of
the Animals, Hansel and Gretel, and the Nutcracker
Suite. And go one step farther, and don’t forget the
classical singles—records like John Charles Thomas’
Green-eyed Dragon, and Sleeping Beauty Waltz,
Babes in Toyland—anything like that.

Sales Technique Specialized

The sales technique for children’s records is, of
course, quite a specialized one. There you are simul-
taneously catering to child and adult. I would like
to give you a warning. It is something you might
not think of at first, but if you are merchandising
children’s records, it is a temptation to pick out a
set that you know children are going to like and
immediately put forth in on the turntable and play it.

It doesn’t work out very well, particularly if you
have a little children’s room, to seat the child in his
chair and put on a record immediately. He isn’t
familiar with you. He doesn’t feel at home and sits
there very uneasily, looking around the room, not
listening at all, so mother concludes he just isn’t in-
terested in records.

It is best to visit a little while and make the child
feel very much at home, make him anxious to hear
the records. Get him to that point and then play a
good record. His attention will be directly focussed
and you've made a sale,
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BEST SELLER )UIZ

FILL OUT, TEAR OUT & MAIL TO:
REecorp INDUSTRY

360 N. MicHicaN AVE., CHIicaGo 1

We want to compile an alltime Best Seller List that is based on
actual record dealer data. Here is your chance to tell the manu-

facturer exactly what are the discs that sell for you.

We want to know what are your biggest over-the-counter sellers—
not this year, or last, but alltime. Not only records now available,
but records that should again be pressed—longrange sellers.

What is YOUR list of alltime standard records (or albums) that

sell and sell and sell?

S © ® N o o A
[
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Record Manager

Name of Owner No. of record sales people ...
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PROFITS OR PROBLEMS

Dramatising Your
RBecord Business

by Verne Manley
(Rich’s Music Center, Atlanta)

E DON'T HAVE any trouble in getting customers;
W(-l:‘ big trouble is handling customers.

We had 71,000 people in our store in one day last
year. We have 5,000 employees in our store. I have
19 sales persons in my record department, and we
are considered the top record account in the South.

But cur problem is not how are we going to get
customers but how we are going to absorb the total
potent.al sale. If we have 100 per cent walk in,
we are Hrobably having 33 per cent walk out because
we just can’t expedite the customers fast enough.

We cuilt this record department over a year ago
at quic= an expensive outlay, and believe me, to-
cay it is antiquated. We are going to tear the whole
thing —ut. Records are moving too fast. We built
our reccrd department in 1945, with all the digni-
taries rom Victor, Decca, Columbia and so on,
cown the line saying, “Fine spot you have, Mr. Man-
lay,” ard all the flowers. That spot is gone. We are
going o have to tear it out and change it.

Little Cealers Gave Us Ideas

We nade a lot of mistakes. In the past year, one
of our Holanning engineers and one of our architects
have been traveling all over the United States. When
I speaz in these big terms, don’t let that awe you,
because some of the greatest ideas we have, we have
taken f-om small operators.

We found a little store out in Fresno that had a
startlinz operation in records. We were very much
impresced with it. What we are doing now is taking
the go>1 things and leaving the bad. We have fifteen
thousar d square feet of music at Rich’s Music Cen-
ter. W2 are spending $700,000 on the interior of
this rebuilding. We are building a recital hall that
will sezt 125 people.

Our rouble, as I said, is expediting these records
over tte counter. If we are the top record account
in the South, I am still unhappy about it. I want to
treble #at, and I intend to treble it. We have set up
a mili» dollar potential this year for our music
center, and we hit it like shooting ducks if we are
fortunzte in stock.

Recorc Industry

In talking of big figures and fast turnover, you
must have something to back it up. I had an idea in
mind for some 15 years which I call self-selection.
This is nothing original—P. T. Barnum proved that
—so somebody had this idea before. However, you
can assimiliate ideas and put them together and
come up with something that might be more or less
original.

With 14 or 16 sales persons on the floor, sometimes
they walk on one another’s feet, and it becomes a
sad affair. I believe I can cut down my sales persons
in the record department and handle it much faster
with a little idea that we have, and I will try to
show it to you. However, as I said before, this is
nothing original.

Competition in the field

If a customer comes in to purchase records, he
wants service. If he asks for a particular number
he expects to get it; he doesn’t want to stand on one
foot and then on the other, while you pull out a
catalog or you turn to a file, or let your records pile
up all in confusion.

Consequently, in this day and age, with competi-
tion not only among ourselves, but with real estate,
automobiles, refrigerators, appliances, we have that
to think about, too. We have tough competition,
and if we could just think about the competition
we actually have in the entire field, instead of the
competition we have among ourselves, we would
be much more foresighted and quit looking off the
end of our noses.

What I want to do is expedite these records, and
expedite them fast. This goes back to my circus days
of the old three-sheeter, and it still works. I have
been three-sheeting for thirty years; getting away
with it, too.

It Hits You When You Walk In

This self-selective service is operated with a new
style rack. This rack is staggered in steps. The front
of it is flat, with records filed in the correct slots.
When the customer walks into the department, the
first thing that takes his eye is a flash, quite similar
to putting a bleached piano with dark mahogany
furniture. It hits you when you walk in. People see
this rack. There is the title. This is made on a card
which protrudes before the record about six inches.
Each card is backed up by possibly six records.

(Continued in next column)
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dramatizing your business—continued

That runner strip indicating titles is on a tape
which you can pull out and change very simply.
All you do is write your little tune in there—what-
ever the current hit is. But it’s one label and one
only all the way down.

This card is probably blue with yellow letters.
People walk in and it hits them right in the eye. It
has a list of possibilities. Maybe somebody is looking
for one particular record by a certain artist and
nothing else. Maybe he doesn’t know that artist has
anything else. He sees other records by his favorite
artist and picks them out.

It's the Slickest Expediter

One girl operates this rack and believe me, it
expedites records, quick. This rack can be built to
any kind of a dimension, according to your space.

Victor, Capitol, Columbia, Decca, indie labels, all
down in a row, all the way across. It’s the slickest
thing in expediting I have ever seen.

But the color and the presentation and the flash,
and the idea that people can walk up and don’t have
to stand here while some girl chews her gum and
sells on the other side—in my experience, it has the
greatest possibilities in the world, whether you are
small, medium, or big, in presenting records.

Train Goes By Fast

After all everything we sell in music must be
dramatized, and dramatized highly, to be success-
ful. You can take the worst tune in the world and
wash its face and put a new costume on it and sell
it. Definitely, we have done it. I know that it works,
if you dramatize it right. We take our records, some
of us, and let them sit back there, with no presenta-
tion at all. We wait for people to come in. That’s
waiting for the train to come in. It just doesn’t hap-
pen to come in. The train goes by pretty fast now,
and if you’re not there, it’s off.

Keep Colors Shifting
L

I believe in dramatization very much. Being a
showman, I am very, very much in favor of it. We
watch our records in our displays, our album dis-
plays. We keep our colors up. If we have an album
that’s black, take it off, put one on that’s yellow.
Keep those colors up there that attract attention all
the time. We shift our colors around. Every day
there is a change. You have to have the flash, and
you have to have the dramatization.
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Getting Set for
Inventory Conirol

by Louise Gale

AST MONTH WE DISCUSSED at some length the de-
L tail of actually taking inventory in a record
operation. The actual taking of the inventory in
a record operation is lengthy and tedious, but—it
will pay out and handsomely in a stepped-ur record
turnover. However, this can be true only in the
measure that the tabulated results of the inzentory
are applied to your operation.

Before proceeding with the actual business of
control after inventory, take a good look around
your shop or department, and ask yourself

1. Do we have sufficent self-selection bins% record
displays—both for singles and albums?

2. What about the general atmosphere of the
place? Is our store well-lighted? Does & seem
friendly and inviting? Are the record lstening
booths and record players in good conditiom? Are
the booths well ventilated? comfortable?

Satisfied as to general all-over conditions, your
attention should be focused again at the actual rec-
ord counter—with these questions:

1. Of the total amount of records bougit over
the year (or six months if your inventory = semi-
annual), what amount, in dollars and cents, ~emeins
on the shelves?

" 2. Determine the amount of records salezble.

3. Faced with these figures, what do you think®
Have you or your record-buyer overloaged the
shelves with each month’s new releasss? s your
shop using all dealer-helps provided by manufac-
turers? What about your mailing list—is it active®
Do you use it weekly? semi-monthly?

Now, you have fresh in your mind a god pic-
ture of your shop and fixtures, your record oun-er,
and the stock—plus actual figures on the -cecords
themselves. All these factors, you will agres, have
important bearing on your inventory and s con-
trol. Keep them in mind constantly.

To actually control this inventory, you shculd in-
stitute a good ordering system. This system shouald
be simple and without cumbersome detail, so that
whether you do the ordering, or your record mar.-
ager does, there is no question as to exactdy what
should be done, and how.

Record Iedustry



PROMOTION & ADVERTISING
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Major ““Rings°" of the
Advertising Circus

by Evan Klock

(Advertising manager, Lyon & Healy’s, Chicago)

O RING THOSE two important forces together—
T ycur record merchandise and the man who
wants -0 buy it—is primarily a job for the advertis-
ing arc promotion department. You probably have
Jong r>:ognized the fact that advertising one’s wares
today 1as evolved into something like a ten-ring
circus—and if your efforts are to succeed, all ten
rings rust be going full-tilt at the same time.

As you all know the record manufacturers have
“uppe3”’ the record production this year to a size-
able figure—that figure will probably stand some-
where setween 300 and 350 millions of records. To
get his share of this business, every record dealer
must ‘2o out and get it” with all the tools of ad-
vertisT g-promotion he can muster and master.

Sinee we are dealing in a comparatively low-
Jigure- evel item, one of the obvious things to do
is to a>vertise to a mass market—to “tell the world”
withir our market radius what records, or record
servicss, we offer, and where and when to get
them. This mass market, of course, is effectively and
quick’y blanketed through display advertising in
~ocal =wspapers, and in the case of branch retail
outlets in community publications. If you would
test the effectiveness of newspapers as a result-get-
-ing redia for records, one has only to include a
coupo- in his advertisement.

Advariage in Advertising Music

It iz the concern, of course, of the individual ad-
vertis.mg department as to which newspaper he will
-1se, bcw the copy will be presented and how often
it shcild appear. But there is this advantage in
adver:sing music through records: your publicity
men a1d women have an unusual opportunity of
creatig strong copy because they are writing about
and ilustrating something which has its roots in
*he scal of every human being.

Ano her of the major rings in our so-called ad-
vertisiag circus, and which is a close ally of news-
paper display, is the consistent use of well-chosen
direct mail pieces. These may be in the form of
sircular inserts for your monthly statements, fly-

Record Industry
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ers and stuffers for packages of records; reprints
of advertisements that have pulled good results.
These will be mailed to a selected list of customers
who are known to possess phonograph turntables.

Another potent feature in the direct mail family
is the publication of periodical record review book-
lets by the individual dealers. As you know, there
are several excellent national music publications
using reviews, such as The American Record Guide,
The Gramaphone Review (England), Down Beat,
Metronome——and for the dealer of course, RECORD
INDUSTRY.

However, I favor the use of a brief, authoritative
bulletin that reviews all the new records of the
month, especially prepared for our own customers
and reflecting our own record services. I believe
that a store owes it to its patrons to have a com-
petent critic who will review the new releases with
candor and discretion, pointing out how new re-
cords or album sets compare with recording of the
same selection by other artists or musical groups.
This affords excellent means of building customer
acceptance and confidence in your record depart-
ment, a point not to be overlocked when one con-
siders that these same records are available from
SO many sources.

Every "Ring" Has Special Function

Now let us look at the “red plush” phase of re-
cord advertising—the concert program. In Chicago
and suburbs, this medium has become of consider-
able importance. A few years ago, you could have
counted almost on one hand the advertisements of
music houses presented in the pages of our local
symphony program. Leaf through a copy of the
current program and you see a good representation
of music dealer ads sprinkled throughout the book
—and that is as it should be.

In laying out a record campaign, the job is only
partially done when the black-and-white publicity
is planned. Every part of this composite circus has
its special function but is most useful when per-
forming at the same time as the others; only by
perfect cooperation and coordination of effort, can
you put on a complete “show” for your record cus-
tomers. Every impact that you can drive home, as-
sociating your merchandise with your firm name,
is of course an extra chance of ringing your own
cash register instead of that of your competitor.
Therefore we synchronize and bolster up our record

(Continued in mext column)
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advertising **circus—continued

advertising with several types of promotional helps.

Among these are your store display windows,
record department displays, personal appearances
of artists for record autographing and inter-depart-
mental displays of related merchandise.

Let us take a hypothetical case of a record pro-
motion and check over the various channels through
which promotional messages can be brought to the
attention of prospective record customers.

How to Set Up Personal Appearance

We will assume that a leading Hollywood pro-
ducer has scheduled to open a new Gladys Swar-
thout film in a Chicago theater at this time of the
music season. Plans are laid first for the insertion
of copy in your chosen newspaper media to coincide
as nearly as possible with the opening date of the
local premiere. Presuming that the new songs from
the production have been plattered and are in your
stock, you will likely reinforce your newspaper
copy with “spots” on any radio time you may be
using; package stuffers which announce the new
Swarthout hits from MGM’s latest production are
slipped into every record envelope.

Now you make contact with the concert manager
who is handling the event, or the movie company
which is releasing the picture. You arrange for a
personal appearance, preferably a time near the
opening of the film, and if possible, close to her op-
eratic appearance. If such a probability is in the
cards, you will deftly notify your opera clientele
through the use of your program space.

This done—but not quite this fast—your display
department is notified of the type of window trim
needed. Wax figures are utilized to re-enact a well-
known scene from either the film or the opera, in
which Swarthout shines at her most luminous.
Window cards announce that Miss Swarthout of
screen, radio, concert and opera fame, will autograph
for all comers at a certain hour.

Take Advantage of Occasion

On that day, if the weather man is kind, you are
pretty apt to get a goodly turn-out of customers,
heroine-worshippers and down-to-earth curiosity-
seekers. The effect should be festive: flowers, lights,
music (playing, of course, every recording Mme.
Swarthout has made in the current hit, with a few
operatic favorites sandwiched in). Unobtrusively,
keep the lines of prospective record buyers mov-
ing toward the autographing table. This is also
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strategically placed as near as possible to disalay
cases of Swarthout’s records, and next to tkat cases
of assorted phonograph needles of precious metals
and other “plus business” accessories.

Newspaper Critic sm Tells

One of the best indications of the impor-ancz of
records as an everyday commodity is the fact that
within the last few years all progressive news-
papers and the home-furnishing types o! maga-
zines are giving more and more space to the re-
views of the new records each month.

There often is a flurry at record courters on
days following these criticisms. What we as deal-
ers should be particularly interested in, is the fact
that the more phonograph records are tdlked or
written about, the more records will be sald.

Cartoon Gags Help

You have probably noticed, too, that the record
trade has annexed many cartoonists as allies. Top-
flight cartoonists of Collier’s, the New Yorker, the
Saturday Evening Post and other national publica-
tions have, every now and then, built their graphic
jokes around the growing public consciousness of
phonograph records. Among them was the classic
which caricatured a newly-rich matron standing by
her—shall we say, Capehart—and giving fnal in-
structions to the butler just before the guasts ar-
rived. She said “James, you will serve the Fraack
D-Minor between the hors d’oeuves and the breast
of guinea-hen.” These little thumb-nail jibes make
delightful eye-catchers for certain record ads; all
you have to do is obtain permission from the pub-
lisher, but it is well worth the bother.

Magazine Ads Tiein With Windows

Another source of outside help to your advertis-
ing department is the national copy which the major
record companies place in class and mass-ciraulation
magazines. Recently you were seeing in Lie full-
page advertisements of RCA Victor. You saw in
color the reproduction of Capehart’s famous painting
The Polovetsian Dances, a perennial pet at record
counters. Finally you came to Decca’s imaginative
piece of copy captioned, The 12-inch Schoolhouse, a
most ingenious presentation of children’s records.
Never overlook an opportunity to capitalize cn such
nationwide publicity of the very material you have
on and under your counters. Wherever possivle
make use of these national advertisements as tieups
in window and counter displays.

Record Irudustry
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The Association Speaks

by Wil iam A. Mills
(Zxecutre Secretary, NAMM)

THE MUSIC INDUSTRY Planning and Promotion
ccrference held in Chicago last November
brought this statement from a representative of one
of the major record manufacturers:

“We are dependent for our outlets upon music
dealers, and we are dependent upon our retail con-
samer Dr the production and distribution of record
playing instruments. In a recent survey it was found
that orJy 29 per cent of all the families in the U. S.
had am thing to play records on, old or new or any-
thing elze.”

NAMM members sell more than 75 per cent of all
tae gaccs and services sold through U. S. music
stores. What, then, is NAMM’s specific plan for
kuildir g more business for all music dealers?

1. Inustry Trade Promotion. This program is car-
ried ot through newspaper publicity, magazine
faature articles, radio programs and promotional
effort mehind events like National Music Week.
Representation in Washington and the monthly
rewsleter also adds to the program. In Washington,
MNAMDM :s working for relief on the reduction of ex-
cise t=>es on radio phonograph combinations. The
r.ewsle fer tells what’s being done in the record in-
custry and related fields.

2. S« es Training Program. A sales training man-
ual, Ikerchandising Music, was inaugurated by
NAMM. A supplement devoted exclusively to the
problens of record department selling is under con-
sidera-bn. A record merchandising clinic was held
in Chi>ago, and merchandising clinics recently were
held in Los Angeles, San Francisco and Portland.

3. DEstribution Problems. Too often we hear
comme1ts about bad practices within the industry.
Usual v the dealer states that he cannot do any-
thing about it, by himself. NAMM'’s more than
1,200 o embers line up a pretty sizeable group. The
weigh: of the Association thrown behind any major
move can and does eliminate bad trade practices.

4. Trade Show and Convention. NAMM sponsors
the wxld’s greatest buying market for music and
musica. instruments at its annual trade show and
convetion. The list of record manufacturers who
exhib't each year is the Who’s Who of your indus-
-ry. The Association focusses attention on the prob-
jems > the record dealer through its merchandis-
.ng clmics, and the press conference.

Record Industry
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Advertising Dividends
by Louise Gale

OINT OF SALE — your shop — is the lever by
P which all advertising planned and performed
by manufacturers actually goes to work. The buy-
ing public is “pried” into action through every
available advertising medium (Jan. RI, page 58).

Through his trade advertising, the manufacturer
acquaints you—the dealer—and your record sales
personnel with his story; equips you with display
material, point-of-sale literature, and often extends
cooperative advertising.

Take advantage of the window material—the pla-
cards of recording artists, the pamphlets. Your win-
dow can be truly outstanding by using what the
manufacturers supply, plus some “props” you your-
self have dreamed up. Booklets, pamphlets and all
such sales literature make very effective mailing
pieces—see that a small packet of current release
lists accompany every record-phonograph combina-
tion sold in your store.

Consumer advertising by manufacturers keeps
Mr. and Mrs. America, and all their little bobby
soxers wanting more and more records, so they fre-
quent your shop. They know about records through
consumer advertising—you are forearmed through
the trade advertising. Result—sales!

Therefore it is only good sense for you to make
these advertising dollars pay the highest possible
dividends to you and this can be done by making
the advertising go to work for you and your shop.

Do the radio network programs sponsored by
leading manufacturers reach through your city?
Arrange for spot announcements following the
broadcast, giving your shop’s name, address, etec.
These programs are aimed at creating interest in
Music on the part of thousands who want to learn
about music.

Serve your community in relation to its music
needs. Supply equipment, records and commenta-
tor to put on recorded programs in schools, churches,
clubs, ete. Decorate platforms with placards of re-
cording artists, pass out literature; have the audience
fill out cards with their names and addresses to
augment your mailing lists.

Advertising runs as a pipe-line all the way from
the chief executives of manufacturing companies
to the customers. In selling records, you are selling
music. Backed by the manufacturers’ punch plus
your own localized “oomph,” you stand King Pin
in the advertising set-up.
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HE FINE POINTS of the record business. The fin-

ishing process. Listening in, probing. What’s
the significance of events past? What’s in the sound
waves of the future? Playback.

As we look back, we vividly recall the happenings
on the West Coast—events of interest to record
dealers everywhere. The West Coast, from where
we just returned, and where 2,000 music dealers
got together in Los Angeles, San Francisco and Port-
land to talk things over and face problems ahead.

It is more than interesting to note that through-
out this NAMM regional conference, everywhere
the most important subject of discussion was the
business of phonograph records and how to mer-
chandise them. Those 2,000 dealers are representa-
tive of record dealers all over the country. Their
questions are the ones that every dealer has fore-
most in his mind:

How much record inventory should I be carrying?

How can I control my record inventory?

How am I going to cut down on the number of
labels in my stock without plus sales loss?

How shall I plan my buying in the future?

When am I going to stop carrying more records
in stock than my distributor has?

These are the first questions that were asked
at every record clinic at which RI’s editor presided
during the West Coast conference. From Los An-
geles to Portland it was the same, and we suspect
it is the same from Los Angeles to New York.

The staff of RI is trying to coordinate every phase
of the record business and to present you, the dealer,
with as many answers to its problems as is humanly
possible.

Our record reviews are aimed directly at what
the record is worth at the point of sale—an evalua-
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tion of specific records in specific terms—fr your
convenience and, we hope, your guidance in makinz
actual purchases.

Your immediate problems which you wri-e tc us
about, are, we trust, answered directly in the pages
of our magazine—and as accurately as possible.

We want you to meet your neighbor in the record
business and see how he’s getting along.

Actually, our story is very simple—becatse it is
your story. We make your problems ours. We like
to be the forerunners in telling you that there are
tremendous good prospects ahead for the record
business, for our business.

The year 1947, once again, has brought us the
buyer’s market. As in every competitive Held, i:
will be the survival of the fittest.

We, the staff of REcOrRD INDUSTRY, want -0 helr
you, the record dealer, to survive.

Record Irdustry



Art Talmadge lrving B. Green Eddie Gaedel

Mercury’s director of advertising (Talmadge) and president
(Gizen) tower over the Mercury midget (3 feet 5).

Coin Machine
Convention:

Record Personalities

photes by Ed Swanson

Milton Benjamin Abe C. Cary Onlocker Silverstein

Sonora’s general manager of records and distributor
representative Cary explain the new price to onlooker.

Dick Goetzin Gene Steffins Ed Crowley

Just back from California, Permo’s vice president and
general sales manager checks motes with his assistants.

Ru-b Hughes James H. Martin Jan August

St. Loiis disc jockey Hughes listens with interest as
Diamcrd’s Chicago distributor (Martin) eulogizes August.

Record Industry

Irving Katz lke Berman

Apollo’s Eastern sales manager (Katz) puts on a big smile
to match that of the same company’s vice president.
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