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Columbia won’t let go of Middleton’s ‘‘Lovers”

Released a couple of months ago
and run the usual gamut of picking
and stiffing, the Tom Middleton single,
“One Night Lovers” just won’t quit.
Columbia are holding back on a follow-
up release because of the renewed in-
terest in the Bob Gallo produced single.

Steady play from the all-important
CFCN in Calgary has made a hit of the
single locally, and with similar expos-
ure on Toronto’s giant rocker, CFTR,
Middleton would appear to be recup-

erating fast in this major market. Also
influenced by the Middleton sound is
CKOC who just this week charted the
single after receiving reports of good
sales from retailers.

The single didn’t do that badly on
its initial release. Columbia’s Charlie
Camilleri reports: “‘where it was played
and charted, it sold.”” The label is now
concentrating on other major -markets
to bring them into line with the new
Middleton fever.

Polydor experiencing singles resurrgence

While the industry generally com-
plains of lagging singles sales, Polydor,
this week, reports to RPM an encour-
aging upward trend in this on-again-
off-again, yet very important market-
ing aspect.

Topping the singles sales is the
“country fluke”, “Convoy” by C.W.
McCall, an almost impossible country
happening that crossed-over to the
soft-rock field and somehow slipped
into the more-than-ever-confused Top
40 - or 30 whichever you prefer. Daily
sales on this single are reportedly at
10,000 which, of course, is good rea-
son for it to enjoy the No. 1 position
on the RPM 100 Singles Chart.

The Ohio Players are doing it with
their ‘“‘Love Roller Coaster’” single
which makes it to the No. 7 berth on
the national chart and Polydor boasts
sales to equal this chart climb.

The Bee Gees are still hanging in
with good sales on their “Nights On
Broadway’ which rests at No. 38 this
week, making way for their latest re-
lease, ‘‘Fanny (Be Tender With My
Love)” which has all the earmarks of
keeping the Bee Gees enjoying chart
action for many weeks to come. It’s
interesting to note that Polydor have
re-released the Bee Gees ‘‘Odessa’ al-

Columbia names Colero

in new appointments

Eddie Colero has been appointed
product manager for Columbia Records
(Canada). He will work out of head of-
fice and report directly to Bert Dun-
seith, the label’s director of distributor
sales.

Colero will handle, as assignments,
different forms of product i.e. build
up an Aerosmith or a black music con-
cept. His total responsibility will be
that of marketing on a product basis.

Colero has been associated with
Columbia for 18 years, the last 10 as
Ontario sales manager.

Also named in the Columbia ap-
pointments is Joe Fox who has been
elevated to the post of Ontario sales
manager. Mr. Fox is a seventeen year
veteran of Columbia, having started in
the warehouse. He worked his way up
into sales and was an Ontario sales rep
prior to this appointment.

bum, which could become a classic,
for this year.

Neil Sedaka is still chalking up im-
pressive singles sales with his ‘“Bad
Blood” release (No. 57) and the Elton
John penning of “Breaking Up Is Hard
To Do’ enjoying a No. 18 listing on
the RPM 100 Singles Chart this week.

Singles are very much in the fore-
front with the Polydor camp with an
expected better-than-usual push on
left-fielder singles which include: “Hor-
ror Movie”” by Australia’s ‘‘porno-
discers”, Skyhooks, Crack The Sky’s
“Tangerine’’, “Hot” by James Brown,
Butterfly Ball’'s “Love Is All”’, des-
cribed as “good pop mainstream’ and
England’s ready-to-bust the North
American continent, Lynsey De Paul
and her single, “Central Park Arrest”
culled from her album, “Love Bomb.”

Heavy concentration is expected on
the album releases by Canadians Fran-

cois Dompierre and Moxy.

Clinch brings Choya
back into disc fray

The Toronto rock-troupe Choya
have released through Radio Shack’s
Realistic label, their first single entitled
“Linda Write Me A Letter” f/s “I’d Be
Happy”’, written and produced by gui-
tarist Paul Clinch and keyboarder
Bruce Ley.

An-album has been skedded for ah
early spring release.

Choya are Clinch and Ley, Gary
Gies drummer, Joe Dinardo on bass,
Rickie Yorke on congas and Debbie
Schall on viola.

The band is being handled through
Christopher Craig Enterprises with
their record now available at all Radio
Shack stores.

Vancouver’s Dave Proud
leading Chariot race

Twenty-three year old David Proud
: . a Vancouver singer/songwriter,
who reportedly outdoes Elvis with his
Presley impersonation, prefers to work
with an orchestrated backup, and
boasts a repertoire range from pop to
country.

Proud’s new Chariot Records singles
include the composition “Then Came
Morning”’ qualifying as 3-parts Cancon
and “You’re A Song Of Love”, one
part Cancon with writer’s credit to
John Loccinole

Bob Rapson heads up NYC‘s Gun Hill Road

Bob Rapson, a young Canadian
who became successful in the commer-
cial (modelling and recording) world
of the U.S. hasset a heavy schedule of
events for the new year.

Silver Convention
breeds happenings

Silver Convention’s ‘‘Fly Robin
Fly” has comfortably reached the
100,000 sales mark in Canada and
their album is now up over the 30,000
mark. Out of the Silver Convention
group emerged what looks to be an-
other smash disco hit, “Lady Bump”’
by Penny McLean which sold more
than 30 000 in the Montreal area with-
out radio play. The single has now
broken across Canada. Columbia re-
leased the “"Lady Bump’ album with
an initial pressing of 16,000.

In the wings is Silver Convention’s
Linda G. Thompson with her single,
“Oh What A Night”. The single is now
being pressed and with the combined
promotion efforts of Columbia and
Gary Salter (who brought the group’s
product to North America), Thomp-
son should join the parade of success
with her partners.

Rapson’s most recent activity was
as music consultant for the new movie
“Thieves” which experienced a recent
Broadway success. In the can is a self-
written single, “I’m Waiting For You”,
for which he will be entering into label
negotiations shortly.

A turning point in Rapson’s record-
ing career is his new association with
Gun Hill Road, a group that made
chart news with their Kama Sutra sing-
le, “Back When My Hair Was Short.”
He has been asked to head up the
group which now comprises Glenn
Leopold, Steve Goldrich and Kenny
Stella. They’ll be debuting their act at
New York’s Rena Sweeneys in Feb-
ruary and touring the state in April.

Rapson returned to Canada for
talks with CHCH-TV over a possible
series of an exercise-type show of
which he would be host. The series is a
spin off of Vic Sanders book, * Shape
Up”, which has sold in excess of
100,000 copies, and is published
through McGraw-Hill.

Rapson told RPM: “Being a Cana-
dian has opened many doors for me in
the U.S., particularly in the recording
field.” He hopes to bring Gun Hill
Road to Canada for their next record-
ing session.
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CORRECTION

In last week’s ““30% Cancon’’
article writer Alan Guettel mis-
takenly referred to Skyline and
Rubber Bullet labels as “owned
by” Quality Records. Both are
distributed by Quality but Sky-
line is John Driscoll’s and Rubber
Bullet belongs to Greg Hamble-
ton. Also, most of the couple-of-
dozen acts signed to Quality are
on a variety of independent pro-
duction and distribution arrange-
ments, only six are signed direct-
ly to the label.

RCA'’s Jack Feeney points out
that although Sunbar no longer
produces, it is an active publisher
and he, although transferred to
the product side of RCA’s activi-
ties is still in the studio on a free-
lance basis, with such acts as Roy
Payne, Tommy Hunter and John
Arpin.

London’s Sweeney Todd unlike their namesake

London Records’ Sweeney Todd,
are a Vancouver-originating band, com-
prised of founders James McCulloch

“Country Man” Valdy goes Gold for A&M

Gerry Lacoursiere, vice president of
A&M Canada, had the honour of pre-
senting “Country Man” Valdy with
gold for the accumulated sales of his
first LP.

Valdy stopped by the A&M Toron-
to national offices after a sold-out
Maritime touring in December °75.

After the presentation, Valdy was
off to Vancouver’s Little Mountain Stu-
dios with producer Claire Lawrence.

Valdy is about to embark on an-
other major Canadian tour, which will

begin in Vancouver on February 15th
and wind up in Ottawa March 28th.

Musicians, accompanying the for-
mer solo performer, will be known as
“The Hometown Band” featuring pro-
ducer Lawrence on flute, sax and harp,
Dave Sinclair on acoustic and electric
guitar, Doug Edwards on bass and
Geoff Eyre on drums and percussion.

On completion of the tour, Valdy
and the Hometown Band will return to
Little Mountain.

Valdy’s new single, “Yes I Can’ is
due for a release at the end of January.

(1t r) Gerry Lacoursiere, Valdy and Valdy's manager, Cliff Jones.

and Nick Gilder, with the compliment
of group-rounding members Dan Gau-
din, John Booth and Bud Marr.

Vancouver’s Sweeney Todd

The name “Sweeney Todd”, recalls
an English barber of the same name,
who would lather up his shave-desiring
customers, only to razor-slit their
throats, drop their bodies into a base-
ment, where his faithful wife would be
waiting to slice and dice the corpses
into steamily succulent meatpies . . .
the couple were eventually caught
when a frequent suppertime guest, bit
into a pie. only to discover a tooth-
crunching nutritive delicacy of human
fingernails.

Sweeney Todd the band, incorpor-
ate this kinky style of upfront bravura
within their glitter-rock music making
style, and although their sound is by
no means as evil as their namesake,
their synthesized guitar-crashing treat-
ments are definitely a taste of sweet
purring pie.

Nick Gilder, lead vocalist and co-
composer, possesses an original vocal
style, that combines effectively with
his visual microphone-tossing presenta-
tion, qualifying him as the band’s most
colourful get-down frontman.

James McCulloch, lead guitar, ranks
high in the axeman’s club of histrionic
body/finger movement, bassist Bud
Marr blends his vocal expertise to that
of songman Gilder’s, organ/synthesizer
man Dan Gaudin boasts a classical
piano training as befits an alumni of
the Royal Conservatory, and drummer
John Booth transmits a dynamic beat,
literally encased within his enormous
drum set.

The debuting London LP-release of
the band. under title of their own
name, “Sweeney Todd” (PS 664), re-
corded at Vancouver’s Timbre Sound
Studios with production by Martin
Shaer and engineering by Rod Dirk.
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KEEP THOSE SONG SHARKS

Not too long ago, a young lady
called at my door and she was selling
records. It was a 45 single she was ped-
dling and after talking with her I dis-

:l;u"k
covered that she had written both of
the songs on the record herself and
that it had been made in Nashville.
The unfortunate part about this story
is the fact that this lady had forked
out about $400 to have this record cut
and the only way she could hope to
get her money back was to hawk it
from door to door. I gave her my card,
bought a record and bade her goodbye.
After listening to the record, I realized
that here was another struggling song-
writer who had been taken in by the
Song-Sharks. These are the people
whose Ads you can find weekly in

LETTERS TO.
THE EDITOR

“ . . . the prophets of doom, the messengers of
mediocrity, will be overwhelmed by the new genera-
tion of competent, creative, confident artisans and
by all those of preceding. generations who have
already demonstrated their freshness of mind, their
talent and their capacity for inspired leadership.”

— Pierre Juneau
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most of the glossy magazines in your
local bookstore. They are get-rich-quick
artists, to say the least and they ask
you to send in your poems Or song-
lyrics for publication. Oh yes, they
will publish your songs for you and
cut a demo record . . . For a fee! and
the fee can run into the hundreds of
dollars and you will be lucky if you
ever see any part of it again. Another
thing is that they won’t use your tunes,
only your lyrics. This is because there
is a slight chance that somewhere along
the line you might meet up with an
artist who likes the idea of your song
and may want to record it, in which
case they as the composer’s of the
tune would be entitled to half of the
royalties. In general though, these get-
rich-quick artists are only interested in
your money. Once you have paid them
your fee, they couldn’t care less what
happens to the product. It’s true they

will write good melodies to your poems

and lyrics and knock them into shape
but if the material isn’t commercial
you don’t have a hope of ever getting
it played on the radio or put out on
the market.

A couple of months after the afore-
mentioned, lady had called at my door,
she phoned me to ask if I happened to
know a certain music publisher located
on Danforth Ave. Apparently she had
been taken in again. This time she had
laid out $50 to have one of her songs
published and after hearing nothing
from the publisher, regarding a pro-
mised recording, she discovered that
the sonova’ . had moved to some
unknown destination, along with her
50 bucks. At this point I referred her
to BMI of which I am a member, be-
cause there was no doubt this young
lady had talent and she needed the
protection of a Performing Right
Society. BMI publishes a leaflet which
is available to its members exposing
these Song-Sharks for what they are

and I imagine that CAPAC and ASCAP
have something similar available to
their members.

There is only one way to get your
song-material published and that is
through the proper channels. Either by
submitting your material to a publisher
who is an affiliate of any of the above
Performing Right Societies or by con-
tacting a recording artist or an artist
who is due to cut his or her first record.
This of course is a hard way but it’s
the only true way.

Most songwriters including myself
have at one time or another been taken
for a ride by the Song-Sharks (chiefly
because it’s only human to want to see
your name in print) but beware! If any
publisher or so called publisher asks
you for money to publish your songs,
run away from him as quick as you
can. The only sensible thing to do if
you are a writer is to apply for mem-
bership to any of the aforementioned
Performing Right Societies. You will
find their number in the phone book
and this way you can be sure you will
get protection apart from all the other
facilities that are available.

I know it’s tough to get your mater-
ial published and recorded here in Can-
ada. It’s tough anywhere in the world
in fact but take heart. I was recently
reading in Billboard about the com-
poser of Rhinestone Cowboy the big
hit that brought Glen Campbell to the
top of the charts again. It took two
years and two attempts at recording
the song himself before Glen caught
on to it and you know the rest. The
song Before The Next Teardrop Falls,
which Freddy Fender made big was
written about ten years ago, So you see
there is a lot of hope for us yet. Keep
writing as I mean to do but most of
all. Keep Those Song-Sharks At Bay!

Toronto.

e

9

&
presents

A TRIBUTE TO
THE SNIDERMANS

CANADA S FIRST FAMILY
of the MUSIC INDUSTRY

ELEANOR, SAM, SID and BOBBY
over the years have become synonymous with
Canadian music and records
The FEBRUARY 21st issue
will pay tribute to their 40 years of
accomplishments and success
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ECM’s Burton - a consistent
message of good vibes

“Music is not a political thing or a crusade . . .

ideally, it’s personal statements

. . . recording has changed music in general, and jazz in particular, into a very lit-

eral medium . . .

misinterpretations are highly possible; you have to make it all

the clearer on record so that it’s able to be played under a variety of circum-

stances and still have its message intact . . .

. Gary Burton . four mallets and
vibraharp, sounding consistently THE
best.

The “Indiana Wilderness” is where
young vibes student Burton, ‘“‘played a
lot at home by myself when I was first
learning . . . I also started playing the
piano self-taught, because there was
one in the house and I found the in-
struments to be similar. By the time I
was into my teens, starting to hear jazz
records and getting interested in music
each instrument was starting to affect
the other, and it became clear to me
that they were in fact, heavily related.”

Burton began to introduce a four
mallet technique that had little to do
with his “‘giant’ vibes predecessors,
Milt Jackson and Lionel Hampton . . .
incredible talents, that Burton consid-
ered to be influenced by horn players.
Burton owes in part to Bill Evans and

his keyboard concepts, who uses ‘‘the
piano in a very non-mechanical way
with a remarkably flowing, melodic
phrasing ability.”

Burton broke onto the contemp-
orary scene in 1967 with the formation
of his group “The Gary Burton Quar-
tet”, featuring Steve Swallow on bass,
drummer Roy Haynes and ourtarlst
Larry Coryell.

The- fusion of ‘talent begat the
“Duster” LP, a release on RCA and
now unfortunately out of print.

Consider the acid-daze music influ-
enced by the British/American pop
cultures, and the Gary Burton enigma
of fine-lined expressions within an im-
provising ensemble.

RCA, very impressed, gave Burton
the freedom to expand his easy jazz
explorations, but the death of Steve
Sholes, RCA vice-president and one of

(X2

ECM'’s Gary Burton

Burton’s biggest supporters, led Gary
to the Atlantic fold where friends Joel
Dorn and Arif Mardin, took over pro-
ducer’s responsibilities from RCA’s
Brad McCuen.

By the end of ‘71, Burton ‘“was
about to give up recording completely
. . . I realized that I had made by that
time, about 15, 16, 17 albums under
my own name between the two com-
panies . . . recording was always one
compromise after another, always
having to work with people who saw
things differently. I was just fresh out

BURTON continued on page 31

m— 2PV /| FEATURE ALBUM ™=—

FRANCOIS DOMPIERRE
Dompierre @
Barclay 80212-213-Q

Described as ‘‘a major new force in
Canadian music”’, Dompierre expresses
a rare musical insight that satisfies all
age brackets. Tender choral insertions
with the hard metal sounds, glazed
with brass and coddled with strings.
Dompierre has cornered the market on
all available instruments, electronic
and otherwise, including his incredible
talents at the piano, clavecin and or-
gan. He mixes his classical pop instru-
mental endeavours, a haunting female
voice and just enough of steel, har-
monica, acoustic and electric guitar.
He tempers these with synthesizer,
harp, flute, sitar, bassoon, a whole
regiment of strings, a glockenspiel and
much much more. There’s a touch of
the East Indian (sitar), a bit of Cajun
and a racy big country impression that
paints a musical picture of what Dom-
pierre sees as a united Canada. The pic-
ture, in music, is there. The energies
expounded by Dompierre and his mu-
sicians are as vivid yet as subtle as the
changing seasons depicted on the al-
bum jacket. The album is 100% Can-
con, with no lyrical problems, and a
beautiful competitor for the world
market.

9L6l ‘vZ Asenuep - INIZVOVIN NDY - - - S




P vAVNVYD Jo SAYOD3IY VIGWNIOD A9 pinquisig

adej pue spiodal MRIOVEEN Uo

"H3A3 3T1ONIS NHNEMDO0D
30NY49 1S39 3HL ..NHNAG,,
S3NO0J ..AVM V ANId
T7IM AOF,, ‘NOYd ANV

abuno podiy xejijey ayj ui Azenuep
Buiduep-puepy
BunjiejAyg
fem v putd [im fop
uing «
:Butpnjoul

«JAem v puig [m Aop,,
NHNIHID0D 40Ndd

‘34NLNd IHL NI IWILINOS HONOYHHL DNISSVd
39 717IM 37dO03d LSON SHOOA SN3IdO LVHL AH130d ONITLHVLS
dNVv S3dnix3ili 1INdiLlnv3g 40 ANGTV NV 31vd Ol MHOM
1834 SIH INOQd SYH 30Nn449 ‘L1 LN09V NOILS3IND ON S.343IHL ANV
MON 1NO SI .,AVM V dNI4 T7IM AOf.,, ANGTV M3N SIH '1(1;'.-']M
(NMOL
dNOA NI LH3IONOJ V SAVId 30NdE9 JNIL IX3IN L3IMIIL V AN9
OL Adl) ‘SH3T13S 1S39 N3I39 11V IA.ATHL ANV ‘ONIAH0O3Y
MHVYINANVY1 V N339 SVH SINNG1V ONId3J33dd SIH 40 HOV3 ‘vav
"‘NVI NI NVIJISNIAN TVILNINT4ANI LSOAN FHL A18VvE04dd SI 30Nn449
1VHL AVS OL1L NOILVH3IOOVX3 10N SI 11 13V4d NI 'd31311vdVvd
‘NN SI dIHSNVIJISNA SIH ANV ‘3INOINN 3SHNOD 40 34V
SONOS SIH ANV JISNIN SIH "1S39 3HL 40 INO N3I39 SAVM1V SVH
30N49 3SNvO39 ‘ONIHLINOS DNIAVS ATIVIYH S.LVHL ANV "

13A9 WNqje UuJNQXY20d 3dniq }saq a9y}

ADM D pul} M Aol




Hagood Hardy

What makes the name of a publicly
unsung, veteran jazz and soft-rock
composer, vibraphonist and piIanist be-
come a household word in 6 months
after almost 20 years of making good
music? An international superhit:
Hagood Hardy’s “The Homecoming.’

Attic Records’ President Al Mair
calls the piano melody ‘2% minutes of
emotion touched off by its own title.”
“A memorable melody which is its
own hook”, notes jazz flautist Moe
Koffman, ‘“the right thing at the right
time.” ‘““A very promotable record”,
adds rackjobber Taylor Campbell of
Pindoff Record Sales, ‘‘which is satis-
fying a frustrated music consumer.”

That frustrated consumer hasbought
almost 90,000 of Hardy’s Canadian
Talent Library produced LP and
70,000 “Homecoming’ singles to date
in Canada. In the U.S. where the record
is just breaking, singles sales have passed
100,000. The LP and single are charted
with a bullet in U.S. trade magazines.

“A hit like this can open a lot of
doors for a musician”, says Koffman,
“and Hagood deserves every break he
can get.” Koffman knows. 18 years
ago, just about the same time he got to
know newcomer Hagood Hardy at
places like Toronto’s House of Ham-
burg, Koffman hit world-wide with a
memorable easy-to-whistle flute mel-
ody, “Swinging Shepherd Blues.”

“Homecoming’’ was a Salada
Tea commercial 3 years ago

Hardy brewed the flo-thru sound of
“Homecoming” as a Salada Tea com-
mercial 3 years ago, held onto the
rights and did the single himself with
producer and friend Peter Anastasoff
in ‘74. It got good MOR airplay but
sales were slight.

Last year he dealt 3 already pro-
duced cuts, including the “Homecom-
ing”’ and its flipside, with the Canadian
Talent Library with the CTL produc-
ing the other 9 LP cuts. Most labels
were cool on picking it up on the
CTL’s standard label lease deal but
people at Attic studied the situation
and took it. “We thought we had a
good chance for a crossover hit”’, Mair
calmly remembers.

It’s been more than a crossover.
Demographic breakdowns of sales
figures show that it is attracting buyers
of all ages. Capitol-EMI, which holds
the disc’s world distribution rights is
looking for a worldwide hit. “Home-
coming” is already taking off in France
and Japan.

“When I go into a department store
signing session”, Hagood remarks,
“people come up tc me and tell me
this is the first album they’ve bought

- a Canadian soft-rock explosion?

in years.”

“You just have to play it on the PA
and people come running down to the
record counter and buy it off the turn-
table”’, reports Taylor Campbell of
Pindoff’s, rackjobbers who service
Eaton’s, Simpson’s and the Bay.
Campbell, who knows Hardy from his
college days at U.of T. has primed up
his in-store promo with the help of
London, who distribute Hagood’s pro-
duct, with Hardy appearing in 14 Tor-
onto area department stores before
Christmas and selling thousands of al-
bums.

Hardy has put a show together and
is currently playing one-nighters at the
National Arts Centre, Massey Hall,
Hamilton Place and Place des Arts.
With over 25 musicians in the band he
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Jan 15 - Hagood Hardy Day in Toronto.

has to stick to the big halls in major
centres. Except for a few appearances
at George’s in Toronto it’s the first
time he has been on the stage since the
breakup of his Montage, a 6-piece jazz
group, 3 years ago.

Hardy’s new show with 6 central
musicians (Ed Bickert, Terry Clark,
Rich Homme, Brian Leonard, Gary
Williams son and Catherine Moses) and
22 others including a 13 piece string
section hired from orchestras in each
centre, features jazz, soft-rock, some
classical presentations and ‘‘some sur-
prises.”” Hardy wants to perform “with
the commitment and involvement in
each concert we should be learning

- from the good rock groups.” So far,

the reviews have been good.

Off the stage it is breaking for Hardy
as well. He’s been offered an exclusive
recording deal on Francis Lai’s theme
from the upcoming sequal to Emman-
ual, Emmanual II, and written a sound-
track and title theme for ‘“Second
Wind” a new film by Canadian direc-
tor Don Shebib. Roger Whittaker may
track the vocal for the credit theme
and Tony Bennett is cutting it indep-
endently. Recently Hardy composed a
classical soundtrack for the CBC pro-
duction ‘“Dostoyevski> which was
aired before Christmas.

Shebib thinks Hardy’s talents as a
composer and performer are just right
for soundtrack work - “modern serious
music, using the many colours of the

by Alan Guettel

full orchestra” - neither intrusive or
bland. One of the attractions of “Home-
coming’ itself is that people hear it
and feel like they’re in a movie.

“Homecoming’ is going to be well-
performed. The Attic Publishing Group
has sold 25,000 copies of the sheet
music at $1.25 each and a full band
score arranged by Charles Hill has just
gone on the market at $10.00.

Koffman explains that creating such
an accessible piece as ‘“Homecoming’
gives the artist a chance to reach broad
audiences with different types of
music. I found that they came to see
me for the one song they knew but ap-
preciated the jazz, classical and other
presentations we wanted to perform”,
he recalls. But Koffman never was able
to maintain the superhit-maker status.
“It wasn’t until I did what I wanted to
with my Bach album that I had another
big gold record.” But Hardy’s fate may
be quite a bit different now that the
Canadian music scene has matured.

“I don’t want to be confined to one
form of music, I want to play for peo-
ple”’, Hardy explains emphasising that
he doesn’t want to be seen as opposite
to rock, country or other popular
forms. “So much has been done with
music recently that can be brought to
new audiences.” With his versatility

and commitment, Hardy does have the -

chance to accomplish this.

His hit will boost the industry here.
Mair points out that ““Homecoming” is
a big break in reversing the flow of
royalty dollars out of Canada. Hardy’s
record and featured musicians will
make the world aware of ‘“‘the quality
of talent and facilities here in Toronto.”

If Hardy’s hit is a fluke,
it’s a well caused one.

Besides praising his talent, the disc-
biz here can reflect on the notable
factors that have gone into Hardy’s big
break, most of which did not exist
when he started out and Koffman hit
big: The CTL, a non-profit producer
of MOR music; healthy independent
labels like Attic; publishing expertise
exemplified by the Attic Group; na-
tional buy-sell distribution deal which
was pioneered by London; modern
rackjobbing and instore-promo tech-
niques; first-class studios and record
and commercial production; innova-
tive TV music production; a film dir-
ector like Shebib capable of creating
an international film hit; musicians
and halls in major centres for full-line
orchestra productions; etc., etc.

If Hardy’s hit is a fluke, it’s a well-
caused one.
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Polydor’s Harrold lays out
“hard line” Top 10

As Polydor enters the tenth year of their operation in Canada, the reins of the
company are taken up by a new president, Tim Harrold, who could revolutionize
the company with his fresh new approach to marketing and promotion. Since
taking over the helm of Polydor Canada the early part of last year, Harrold has
already beefed up several important areas - one being communication with the
trade press. As well, he has gone out into the field, not once but several times,
and talked with programmers and retailers and established an important line of

communication with his employees.

_ In the first meeting of the year with his sales and promotion staff Harrold re-
viewed the past year, noting: “As a newcomer here | have been impressed by the
way you have risen to meet the challenges presented to you.” He went on to

- compliment his staff with: I am convinced that our positive approach will en-

able Polydor to build on the firm base already established, and go forward into
the new year to achieve the ambitious targets we now face. It is up to us to keep

the momentum going.”’

Polydor’s new year will be influ-
enced by Harrold’s “Top 10”’ which he
describes as ‘A mixture of the 12 days
of Christmas and the 10 command-
ments, depending on how hung over I
am at the time of writing.”” No. 1 for
his next year objectives concerns
“music”’ which, as he explains “‘is our
business - and we want to strengthen
our position in the market by achiev-
ing the maximum potential sales pos-
sible for all those artists available to
us. Our performance is dependent on
their product - our responsibility is to
give the public every opportunity to
hear, see, and buy what we have to
offer. Qur credibility is at stake with
each release we make.”

In his No. 2 item, Harrold reminded
his people that they’re in a business
which has to pay its own way - “‘and
that means making a profit.” He went
on to say ‘“‘Like it or not we are all
measured by whether the figures come
out in the black at the end of the year.
Profitless prosperity is not enough.
Only if we earn by hard work a return
on the capital invested in our company
can we re-invest the money in develop-
ing new artists and signing fresh con-
tracts.” y

A relative newcomer to the Cana-
dian industry, Harrold has obviously
researched the domestic scene, of which
he regards as being top priority. For
his No. 3 objective, he told his sales
and promo staff: “We are a Canadian
operation and as such have a special
task to develop local artists and to
showcase their talents to the world.
1976 must be the year when we de-
monstrate what Cancon means at
Polydor.’

Expounding on marketing for his
4th objective, Harrold pointed out
that: ““we have to make sure that we
achieve the full sales potential for each
sound configuration we market. We
have seen a substantial build-up in
cartridge and cassette sales - can these
be developed further? All too often we
think records first - isn’t it time we
changed this attitude? And what about
those disappointing singles’ sales in re-

lation to chart placings? Are we alert
enough as to how this sales pattern is
changing? How can we ensure we max-
imise sales for our single hits?”’ "

Employee attitude was also an im-
portant part of Harrold’s speech as he
pointed out in objective No. 5: “We
must sell all types of music with equal
conviction and drive. Personal likes
and dislikes must not cloud our en-

thusiasm. If our job requires us to sell .

Top 40 one minute and the Classics
the next, then let us take a profession-
al pride in doing just that in a well in-
formed and capable manner. I hate
labelling music anyway or judging it
arbitrarily. How often the experts are
surprised by the public who pick their
own hits rather than our own personal
favourites?”’

Competition and its many forms
was touched on by Harrold in his item
No. 6. “We have to realize that our
competition is not really just other re-

cord companies. Sure we compete in
trying to sign artists, in fighting for
promotions, in getting airplay - but
sometimes we forget that we are really
competing for leisure dollars. Dollars
which could just as easily be spent by
the public on skiing, fishing, or sailing
as on records. Dollars that go on spec-
tator activity like ice hockey, baseball
or the cinema. We are marketing our
product against competitors such as
Monopoly or Scrabble who really
show us just how fantastic the sales
potential is for a hot product. Perhaps
K-Tel and the other TV companies
showed the record industry what mar-
keting means. Let us learn from them
and invest our promotional money
wisely to achieve the maximum im-
pacts

Harrold’s ‘‘hard line”” marketing
and promotion approach was getting
more and more obvious as he touched
on the nitty-gritty of the business.
“We must stop limiting our market”’,
he told his people as he continued
with Item No. 7, adding “Too often
have I heard it said that the prime re-
cord market is for the under 25 age
group. Why? We as a catalogue com-
pany have a specific responsibility to
sell our product to the whole cross-
section of the population. That is what
our in-store demonstrations set out to
do. And we proved that when the
music is heard it will sell.”

Customer importance was the sub-
ject of Item 8. ““We are dependent on
our customers. Our objective must be
to work with them. We cannot consider
a record or tape really sold until it
reaches the genera! public. We must
avoid bullshit like the plague and sell
our product intelligently. Above all,

HARROLD continued on page 31

Polydor’s president, Tim Harrold, explains his Top 10



Dave Marsden

takes chunk of commercial market

Dave Marsden (known during his 60°s hey day as Dave Mickie) has become an
important voice in Canada’s commercial activities. As president of Lip Service,
he is currently structuring a valuable service to the radio and television fields.
Marsden recently turned in his on-air duties to concentrate on his new commer-
cial endeavours. His last place of employment was CHUM-FM, where it was a
surprise to many when he left. RPM’s Sammy-Jo arranged the following candid

interview with Marsden.

David, your name has been synonomous
with progressive, or should we say, fore-
front programming and broadcasting for over
fifteen years and when I think of something
new in radio I immediately think of you. I
would say that you are Canada’s number
one contemporary broadcaster. And speak-
ing of knowing each other for a long time,
neither one of us is a spring chicken, if you’ll
pardon the pun, so best we get right at it,
and find out just what you’ve been up to
these past ten months.

Thanks for the compliments Sammy
I really am just an arrested adolescent
(at heart, anyway), but I do keep busy,
what with producing commercials
through my own company, Lip Service
Productions, as well as working on a
myriad of what I would like to think
were creative and constructive projects
that fall within the boundaries of my
profession, such as television, a soon
to be released album called Nuclear
War 1984, a rock ‘n roll movie,and . . .

I think our readers would like to know
why you really left CHUM-FM, especially
when it appeared that you had reached the
very peak of your profession? Further, this
occurred when it appeared that you had no
other broadcasting jobs in the offing?

I would like to answer that in three
parts, if I may, and firstly say that my
resignation and eventual departure was
motivated by purely selfish reasons,
hopefully, to further enable me to
broaden my knowledge base, and thus,
indirectly, my career. Secondly, I felt
that 1 was arriving at an impasse in
reaching out and communicating with
my audience. I needed some time away
from radio. Finally my own business
had grown at such a rapid rate and was
demanding more and more of a direct
and active involvement and participa-
tion on my part.

Your answer is a little too pat, I think;
What about the rumours that you were
having problems with management over sta-
tion programming policy, and also that you
were either asked or forced to leave?

Sammy, if you had a brown paper
bag we could put all of those rumours
and stories. into it and throw it away.
No, I was not having any more hassles
than anyone else in my position might
have had, and I was not asked to leave,
but I do feel that there should always
be differences of opinion regarding
programming so that the end result
will be that the listener will benefit
from this type of dialogue. Radio sta-
tions tend to forget their two most im-
portant commodities, the listener and
the communicator. When I was pro-

gram director at CHOM FM in Mont-
real the first person I listened to was
the on-air person . . . then the listener

. . then upper echelon management.
And we got the numbers. Upper man-
agement must continue to concern

" themselves with the bottom line, and

leave the design of the product to the
program director, music director and
on-air staff. Discussion on all points is
a healthy thing, particularly in a major
market. CHUM was generally always
open to this type of dissertation.

g i

Dave Marsden of Lip Service

It’s obvious from your answers and
energy flow that these few months away
from radio haven’t hurt your mind at all.

No, it hasn’t, I’'ve never felt better, -

and it has given me an opportunity to
examine the forest without the trees
getting in my way. [ now know the
new sound that must eventually be-
come a part of radio in this decade for
radio to grow and survive.

Speaking of futures, exactly what is Lip
Service, what does it do, or what do you do
with it, and are we to look for any hidden
meanings or symbols in the name? Though
Marshall McLuhan called you ile Joyceans
voice of radio, you’re still a puZzle to most
of us.

Mr. McLuhan was too kind, I feel,
but only time will tell, I guess. Serious-
ly, though, I don’t know about my
hidden meanings regarding my choice
of names, I’ll leave that up to your
readers. But I will tell you what we are,
and that is quite a fine commercial pro-
duction house that attempts, through
cooperative thinking the development
of not only interesting and effective
spots but, hopefully, marketing mes-
sages that don’t insult the intellect,
but rather please the palate of the dis-

criminating listener. They also aid in
radio programming, as we build com-
mercials that fit the sound of this de-
cade. We are also involved with radio
syndications such as ‘The Plant Man’,
‘Tomorrow We Meet Again’, and ‘Jimi
Hendrix Experience’ etc . . .

I know your Lip’s been working but
where’s it going, I mean in what direction
do we look for you next?

First of all, I'm going to keep Lip
Service working, and secondly there
are several things that are happening in
that respect that I'm really excited
about. For one we are establishing a
media buying service something we’ve
been developing for some time now.
In the past, clients went elsewhere for
their time buys, even though we made
the recommendations. Now, we are
able to offer a total media package,
with creative commercials, marketing
research and commercial air time. The
net result will represent substantial
savings to our present clients as well as
those in the future. And, Lip Service
will now be taking the initiative to
hold prices down. In fact, we are freez-
ing our current rate card for the next
twelve months, effective immediately.

You don’t stop, do you?

I’'m just getting warm. Coupled
with all of this is an expansion and a
move into larger and more convenient
facilities. More staff will be hired to
work under the direction of Ian Ross,
who as well as being an excellent pro-
ducer is the company’s General Mana-
ger and V.P., and is responsible for the
day to day operation of Lip Service.

Who’s this guy lan, and where does he
come from? And how does he fit into the
overall scheme that I’m so familiar with,
whether you be Marsden or Mickie?

The scheme (God that’sa bad word,
but it’s your word), it’s the same, only
the stage and the players are different,
and as for Ian, well he’s just a giant.
Ian’s from Toronto, and has worked
extensively in England, New York and
Los Angeles in theatre, television, film
production and music. He has over fifty
screen credits to his name with world
wide coverage, in writing, directing
and producing capacities. He’s very
flexible and has a tremendous ability
to merge the various.aspects of the en-
tertainment industry and he has stimu-
lated me into exploring many other
areas of creativity. In fact with Ian
aboard, and his assistant Lindsay Gille-
spie, as well as the rest of our staff,
I’'m looking forward to continued
growth of the firm as well as granting
me the freedom so necessary to stimu-
late my intellect and pursue other
goals and ideals. Whew!!!

What other goals, and just how import-
ant are they to you.

Importance, like beauty, is in the
mind of the individual, and varies from
moment to moment, but I have always
attempted to communicate honestly,
openly, to cut out the bullshit, and to
understand my fellow human beings. I
could go on and on but my immediate

MARSDEN continued on page 31
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A school or pool of professionals

There is a great deal of concern in
the industry because of a lack of inter-
national success with Canadian singles.

‘ ,( MUSIC BIZ }

:l wii stan Rlees

\ )

Last year was a low point in Cana-
dian breakouts south of the border.
While Canadian content recordings ex-
perienced a great deal of success in
Canada, there was little that crossed
the border and climbed the charts. The
rest of the world reacted the same way
with very little interest in Canadian

One thing that becomes apparent
because of the lack of international
success was the problem of good dir-
ection for artists. This is just one of
the difficulties, but it has come to the
forefront recently and seems to be a
major concern.

Canada has few people who can
manage groups and artists.

Why should there be a lack of good
management people?

Well, we lived through an era of
poor studios and a lack of songwriters
and eventually all those problems were
somewhat solved, but groups and artists
that release records today are finding
it difficult to find direction.
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It has become a very important as-
pect of the industry and it seems to be
a problem that has no immediate solu-
tion.

Probably the lack of good managers
can be blamed on the lack of a success-
ful camp of artists and a lack of monies
that would draw hopeful young people
into the ranks of management.

This is not to say that there is not
already a number of good managers
who are handling their stars well, it is
more a case of new artists not being
able to find a mentor and the assist-
ance that would guide them to profes-
sionalism and stardom.

The industry is greatly lacking suc-
cess. With success there would be a
school of management: talent and a
pool of administrators.

Many artists admit that a good
manager is worth his weight in gold or
gold records, but management in Can-
ada seems to come after success and
not before.

In some cases a successful artist will
hire a flunky or a hatchet man but
what we are really looking for is a
team of young people with the imagin-

‘ation and ability to motivate a star in

every aspect of their career.

Many artists excel in the studio but
find television appearances, dress, per-
sonal appearances and press interviews
a bit difficult. A professional that
could direct the young hopeful is a
great necessity. It would be another
step in the growing process that has
been the story of the emergence of
Cancon and our homegrown artists.

What are the answers? Think about
it and let me know.

True North’s Cockburn
sets coast to coast rour

Bruce Cockburn has launched a
nationwide tour that will coincide
with a national push by Columbia on
his recent album release, ‘‘Joy Will
Find A Way.” The album contains his
“Burn’ single which received heavy
play from the soft-rockers on release.
Cockburn’s tour itinerary is as follows:
Mt. Allisor U, Sackville, N.B. (20)
Champlain College, Lennoxville (Feb 3)
Place des Arts, Montreal (5)

Hamilton Place, Hamilton (8)

Massey Hall, Toronto (12 & 13) .

War Memorial Hall, Guelph (14)
Alumni Hall, London (15)

National Arts Centre, Ottawa (17).
Community Centre, Kelowna (20)
MacPherson Playhouse, Victoria (21)
Queen Elizabeth Playhouse, Vancouv-
er (22)

SUB Theatre, Edmonton (24 & 25)
MacEwan Hall, Calgary (26-28)
Centennial Theatre Saskatoon (Mar 12)
Centre For the Arts, Regina (15)
Centennial Theatre, Brandon (17)
Centennial Theatre, Winnipeg (18)
Humanities Theatre, Waterloo (24)
Trenton University Peterboro (Apr 10)



West coast discos break power of AM & FM radio

“l.hate disco’ is a popular adage that floats
around CITR, UBC radio, these days. In the
finest tradition of academic putdowns of
‘fads’ this sentiment may be based on
nothing more than a dislike of anything
popular to the masses. Lest we forget, more
than a couple of these student station
workers draw an income from working
shifts in city discotheques. My discontent
with discos has been directed towards their
usurping the role of live bands. The result
of this has been scores of people put out of
work. When | was approached by Ralph
Martin, sales manager of Video Disco, | was
a trifle leery of helping him in any way. |
came out of a two hour interview with a few
new observations on the phenomenon of
discos. Furthermore, | believe that Video
Disco may be less reprehensible than con-
ventional disco because of its capacity.to
act as a vehicle for many out-of-work bands.

But what is Video Disco? The company’s
president, Lyle Wallace, has taken two years
to develop an idea. That idea has been to
add to the cut and dry disco operation by
offering wide screen video presentation. of
artists. Participating clubs will rent the.
video system from Wallace’s company.
Rental will include installation and main-
tenance of equipment plus access to a sup-
ply of ninety selections on 6 separate one
hour video cassette tapes per week.

Both Wallace and Martin attribute the suc-
cess of discos to their ability to generate
happiness in the customers. This does not
suggest that all out-of-work bands didn’t:
offer the same. But a lot of these acts may
have been more concerned with pounding
out high-decibel messages or putting across

. ‘trips’, when all the club patrons wanted was
a good time on the town. In all likelihood,
the bands that were making people happy a
couple of years ago are still working in Van-
couver nightspots. Whether this situation is
‘fair’ or not is immaterial. At the present
time, clubgoers prefer the good time and
only the discos, plus a handful of working -
acts are providing that.

As well as keeping the customer satisfied,
discos have also broken the power of both
AM and FM stations. An artist can now
achieve a fair degree of success with neither
a charted single nor freeform album. Discos
have generated consumer demand for artists
and radio has often been led by such action
to expose particular cuts. The drawback to °
all this is that the artist still must have a re-
cord out in order to make it into the discos.
This is where Wallace’s brainchild may offer
an alternative. It will visually present artists
performing dancing tunes. Whether they
have a record out or not may prove to be
immaterial. Should an act go out and have

themselves videoed, cut an accompanying
soundtrack, and land a spot on Wallace’s
system, then record companies may well
approach the artist. Right now, Video
Disco is anticipating a total of 1,000 North
American discos to join their system. In
such a case, any group that can land a spot
with Video Disco could look forward to
their performance being exposed to some
three million peopie per week. Wallace ad-
mits that he is initially going to need the
best talent around in order to sell.his idea.

What the Video Disco system
needs is an impartial program-
mer to take into account ail
regional trends.

In radio programming, there has historically
been a repetition of hits. In Video Disco
programming, there will have to be constant
change of selections. Martin explains: “You
can play a record twenty times and still find
it interesting. Have you ever tried to watch
a movie twenty times?”’ Thus the big ques-
tion becomes, how long will the system hold
the viewer’s attention? One thing the com-
pany will offer its clients is six one-hour sets
of programming. Each set will have an in-
troduction, numbers that progressively
boost the audience and carefully placed re-
solutions to bring everybody down. Martin
piped in with, “This is an extremely import-
ant aspect. For the club owner, the worst
thing is for the audience to be pumped up.
If all they want to do is dance, he's in
trouble. There must be a service time
during the performance so that drinks can
be served.”

There are a couple of disturbing features
about Video Disco and one that is of par-
ticular concern to me is their method of
programming. What Wallace intends to do is
assign regional disc jockeys to compile the
ninety selections for a given week. Thus
one week an announcer in Florida might be
responsible for compilation while during
another week the duties would be under-
taken by one in Los Angeles. In a political
sense, this is a democratic method. But the
field of music programming has never been
noted for democracy - perhaps with good
reason. By relegating specific weeks to
specific announcers in the system you are
bound to get regional biases. Vancouver for
instance has long been labelled by local an-
nouncers ‘““a non-black town.” The argu-
ment seemed to run that people here would
not accept r & b. Consequently, a lot of
huge hits in the U.S. never received airplay ;
here. One can see the possibilities. Perhaps

by Richard Skelly

in Denver, the tastemakers might say that
listeners would not accept heavy duty Cana-
dian rock. What the Video Disco system
needs is an impartial programmer to take
into account all regional trends. Regardless
of who does the compilation, a system has
been devised whereby 50% of selections are
composed of contemporary disco hits with
20% disco oldies and a healthy 30% made
up of danceable selections b<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>