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By BOB GLASSENBERG

A theory circulating in colleges and
universities across the country (and
the world) is that history repeats it-
self. Perhaps as man evolves, he re-
paats past actions. Certain Eastern
religions teach a somewhat similar
view of action. Perhaps life on campus
is also somewhat circular. The same
reasoning applies.

It appears to be getting down to
this: colleges and universities across
the country are feeling some type of
money squeeze. A general belt tight-
ening is taking place across the nation,
not only on our campuses, but in
business in general.

These two scemingly scparate en-
tities do fit together. In the 50,
campuses sponsored many inexpensive
folk artists on campus. Artists practi-

. SMOKEY ROBINSON and the Miracles have been a constant draw for 1
?cl,lg’r::: ngac;,r ;:;12}?2555 LPf:?: gezz:i' campus audiences since the late 50's. They helped to open the campus enterta?n-
Gibson z’md Camp, Josh White Petcr. ment field to Black performers qf sc_ml music singlehandedly. Robl'nSOI'l, a vice
Paul and Mary, .the Kingstor} Trio’. president at Motown Records, still finds time to tour the college circuit.
The people (then) of the hard and
quasi-hard road. The people of the
consciousness of America. It was the
folk sound, immediately coined the
music of the Beat Generation. [.ong
hair, beards, poetry in coffee houses.
In actuality, it was the awakening of
pop music on campus. The songs were
“We Shall Overcome,” “Little Boxes."
Class consciousness. A revival of the
age of Woody Guthrie and the awak-
ening of the consciousness of the sons
and daughters of Middle Class Amer-
ica. The beginning of the evolution
from beatniks and flower children, to
hippies, yippies and other misleading,
degrading terms. Generally politically,
socially, musically conscious people.

There was a constant then as well:
Tony Bennett, Woody Herman and
other big bands, Sammy Davis and
the Vegas/ Hollywood pre rock home-
coming entertainers.

That is all in the past.

Or is it? In years past, as students
gained more and more control of
campus entertainment, the rockers en-
tered the scene. High priced artists
playing their big hits.

The Top 100 heavies with the Top

100 prices.
It was a matter of time before
campuses woke up and saw that they '

could hardly get their money’s worth
from one high priced group of super-
stars. It is sad. Remorse that Led Zep-
pelin does not play campuses. Perhaps
campus towns, but not the campuses.
Money being the root of all evils.
Remorse that Creedence Clearwater
Revival is in the high priced bracket.
And how many more groups with
the Top 100 sound have that Top 100
price? Forget the fact that many of
these artists are successful because a
percentage of the eight million plus
students across the nation have pur-
JOSH WHITE helped to bring a social consciousness to students throughout chas:d their records. Rejoice at Chi-

the country in the 50's, prior to his death. Today his son, Josh White Jr., still cago; Blood, Sweat and Tears; Dreams;
plays and sings for students throughout the U.S. and abroad. White's guitar Paul Butterfield Blues Band: James
style and easy beat blues rhythms opened the way to the popular gaitar styles Cotton; James Brown; the Doors,
of today. sometimes; the Jefferson Airplane;
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Country Joe and the Fish; the Grate-
ful Dead; Traffic; Bonnie and Delaney;
Smokey Robinson and the Miracles;
the Isley Brothers; the Temptations;
B. B. King and the rest. They repre-
sent an appendage of the campus en-
tertainment industry. Some are high
priced and play not for peanuts but
for large audiences at large universi-
ties. Some play to keep their relevancy
alive. There are other reasons.

The Experience

But then one gets back to the
younger, perhaps less known more
personal entertainers. The entertainers
about whom the managers say "I want
them to get the experience of the
crowd. I want them to feel at home.
The audience is the best there is, so
alive and truthful, ad infinitum. Noth-
ing could be more true—or more
cliched.

The Seegers of the seventics, James
Taylor and Livingston; Tony Joz
White; David Rea; Josh White Jr.;
Don Mcl.can; Tom Rush, an anach-
ronism rightfully revived; Janis the
blues of her time: Pete Sceger, Mela-
nie; Joni Mitchell: Jimi; Judy Collins;

Joan Baez, still singing for peanuts
and love: Junior Mance; Charlie Byrd;
Roberta Flack; Al Kooper: Don
Cooper.

-And hopefully in the future, if not
presently, Curtis Mayfield; Brewer
and Shipley; Anne Murray; Van Mor-
rison; Loudon Wainwright III; the
Rascals once again; Neil Young, and
on into infinity.

The bringers of the faith, sometime
for a price, sometimes false profits
(but of course that is left to the in-
dividual). Usually, the artist is a con-
stant reinforcement to students who
today, more than ever, have become
and will continue to grow into the
guiding force—the underlying collec-
tive consctousness and philosopher of
the nation and society. One sees it
cverywhere, from clothing styles to
*Okee From Muskogee.”

The Homecoming

The homecoming attractions are
still there. Tony Bennett, Woody Her-
man, Bob Hope and company have
been joined by Lou Rawls; Doc Sev-
erinsen, the big bands of the 70's with
excellent musicians of another era;
perhaps even the Brooklyn Bridge
and other campus attractions which
not only play homecoming shows but
the normal campus shows as well—
the Top 40’s and nightclub acts who
are remembered for their hits during
the ear of submarine races and parking
lots. Cruisin® stars, And the revivals—
Chuck Berry, Bo Diddley and friends
—the people who helped to make the
music sc:ne happen by teaching the
stars how to play. Constant reminders
of memories and social amenities,

The Action

There are no trends to predict. Only
the action that presents itself.

Campus attractions are more than
plain music. There are 16 MM movies,
multi-media presentations: light shows
and other effects. Some accompany
music. Some substitute. Some are con-
siderably less expensive. All are im-
portant, for they represent the alterna-
tive to the higher priced entertainer/
artist. Evolutionary in part. Sometimes

no more than a throwback. Rarely -

irrelevant. One must not forget the
fine arts. Certainly entertainment on
a high note. At stake is the pleasure
of professors, administrators and stu-
dents alike.

Then the lecture series, providing
further fact and theory on politics,
society, business and the art of living.
Thank you, Dick Gregory, William
Kunstler, Al Capp, Melvin Laird and
other prominent politicians and lec-
turers, who have taken their time to
speak to the people and look for a
pulse from the student population.

Evolution this. No one ever took
time to speak or listen to students.
Now it is beginning. It will grow fur-
ther. And further still will grow Col-
lege Radio.

Consider the fact that there are well
over ecight million students in colleges
and universities in the U.S. One can
add a few million more around the
world. Consider the fact that most
students buy records. Consider the
fact that most of these students listen
to campus radio to hear the sounds
of today and tomorrow. Consider cam-
pus radio.

This is an introduction to a special
issue. A spacial world if you will. A
circular world which takes from the
past and adds to the future. A world
of womb and entertainment. Thank
the parents for the womb so the chil-
dren can create their entertainment
and their feelings. ®

JOAN BAEZ has performed on campuses for as long as she has played
the guitar and sung. On a recent tour she set a $2 price limit, a practice which

she has almost always maintained.

THE BUTTERFIELD Blues Band helped lead the way to popularizing the
blues on campus.
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Experimenters

In the last 12 months, approximately
20 records companies have added or
assigned personnel to handle record
service and related services to campus
radio. There are now over 35 record
companies who recognize campus
radio as a viable force in selling prod-
uct, especially album product.

This increase in service to campus
radio tells a story of growth unparal-
lelled in the music industry.

Not since the advent of rock 'n’ roll
has there been such an awareness of
a market in the record industry. And
the awareness is just beginning, for
campus-radio while as old as colleges
and universities and crystal sets them-
selves, is just beginning to blossom.
Few record companies today can fail
to recognize a market which has over

by Bob Glassenberg

eight million consumers. A debate
centers upon whether the majority of
album product today is bought by
these consumers. But all surveys,
mainly initiated by the campus sta-
tions or some part of the college or
university community itself, point to
the fact that the student consumer
buys more album product, especially
rock and related forms of music, than
any other single market in the U.S.
and possibly the world. These surveys
also indicate that over half of the
students in the U.S. (and probably
Canada) from all indications, listens
to campus radio.

The question of what type of music
is heard on these stations is almost
irrelevant, for most campus stations
program for the entire student body

Billboard Campus Aftractions ¢ March 27, 1971

of their particular school. Consequent-
ly, at any given time, there might be
heard classical, rock, jazz, blues, coun-
try, easy listening—the entire spec-
trum of commercial radio—and more.
This music is heard on one station, a
practice which runs contrary to almost
all commercial radio programming
theory in existence. But one must
remember that to the student, good
music is good music, no matter what
classification anyone else places upon
it.

Because of the influx of rock or
progressive music into the student
market, a vast amount of radio pro-
gramming is progressive music, some-
times termed underground by the in-
dustry. The context in which this
music is heard is generally known as a
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free form or underground format.
WREK-FM, Georgia Tech’s campus
radio station in Atlanta, has a playlist
containing jazz, blues, soul, rock, clas-
sical, everything. All music coming
into the station is listened to.

This station is not an exception, it
is the rule.

The exception is the Top 40 campus
station. But they are not frowned upon
by fellow campus broadcasters. Dif-
ferent strokes, as the saying goes. At
WREK-FM there is no hesitation at
putting Santana between Pharoah
Sanders or, perhaps, Dr. John. With
the advent of music which combines
gospel and rock, country and rock,
jazz and rock, even classical and rock,
the campus programmer has been able
to take music from all parts of the
spectrum, every genre, and place them
together in one cohesive, coherent seg-
ment of music.

This concept is rarely seen in com-
mercial radio, except perhaps at the
few, true free form FM stations
scattered throughout the country. The
concept, incidentally, is called experi-
mentation. It stands to reason that
since the college programmer has his
audience already and rarely competes
with other stations, he can experiment

more than a commercial station.
Campus radio has more freedom,
more music.

Where in commercial radio could a
station play an entire day of RCA
music? It happened at the University
of Dubuque, Dubuque, Iowa. WGVU
played RCA records all day as a
promotion for the sation. As a re-
sult RCA sales in record stores in-
creased. The station plans similar
days for other record companies. But
a record company day at a station on
campus is not the only way records
are sold.

Carrier Current

The carrier current station at a col-
lege of 800 students in the middle of
nowhere, USA, probably sells more
records than it is given credit for.
Often, this station is the only radio
around playing underground mu-
sic or LP cuts of any type. Perhaps
there is nowhere else the students
can hear the music so when they do
hear it and like it, they buy it. This
is true throughout the Midwest and
South especially, where the student
programmer tends to be slightly more
aware of the times and attitudes of
young people and rarely has to answer
to station management. Students hear
the likes of Dick Gregory, Rev. Jesse
Jackson, “A Night at Santa Rita,”
even tunes such as “Working Class
Hero,” all programmed according to
the obscenity rules of the Supreme
Court of the U.S. Students depend
upon their campus station in this type
of area. And the campus station de-

20

pends upon the record company, as
well as the distributor and assorted
friends to get its music.

A general belief in the industry is
that records sent to a campus station
get lost or stolen. This seems to be
the major reason for not servicing
campus station. The same problem,
that of loss or theft, also occurs at the
small or medium market commercial
station, as well as the major market
station. However, most companies
point to theft on campus, rarely men-
tioning the problem of theft at com-
mercial radio station in the same con-
text. It is the campus station, where
few people, if any get paid for their
services. The campus station with a
budget usually lower than any other
type of station in the country. While
people at the major market stations
sometimes ask for eight or 12 copies
of a record and receive them. Are all
of these copies used at the station?

Security Conscious

Tight security is rapidly becoming
the key word at every campus radio
station. Mail can usually be picked
up only by a responsible member of
the campus radio station. Logs are
being kept of records received. Station
libraries are under lock and key and
records checked out of the libraries
must be signed for. There is at least
an understanding of the problem and
a conscious effort to eradicate the
difficulty. And this is being done
out in the open. Not behind closed
doors. No one in the campus radio is
afraid to admit that they have a theft
problem. And everyone within the
campus entertainment industry offers
suggestions. There is a free exchange
of ideas between stations and the faults
of the medium are openly admitted
and discussed.

Sometimes the openness with which
campus radio approaches its problems
is a hinderance. Campus radio is often
termed non-professional by many
commercial broadcasters. Yet there
are modified Drake formats and
modified underground formats at
practically every campus station. If
the need arises, a carrier current AM
station is set up beside the already
existing FM educational station. The
AM handles Top 40 or perhaps easy
listening chores for a majority of the
time. Is it non-professional to tell the
truth bluntly? Is it non-professional to
air as a community service both sides
of the news or what the commercial
broadcaster may feel is an obscene or
politically oriented record? “Je T’aime”
or “Ohio” reflect an opinion and ac-
cording to FCC regulations, both sides
of an event must receive equal time
on the air. Who is breaking what
law?

Campus radio will grow. Perhaps

Billboard Campus Afttractions «

it will become the only alternative
media in the society. Commercial
management is difficult to deal with
in many instances—not only on the
issues of drug songs, politics, or social
comment, but also concerning formats
and deviation from the normal broad-
casting procedures. When was the last
time commercial radio banded to-
gether to form a news network and
cover an event? Yes, each network
in commercial radio has a news
agency feeding all of the stations. But
it seems the only time commercial
radio can get together is to broadcast
a show in quadrasonic stereo. At the
time of Kent State and the various
moratoriums, campus stations across
the country exchanged information.
When can an ABC affiliate in one
city call a Sonderling affiliate in an-
other city to find out about an event?
Record Service

But growth and experimentation in
campus radio depend upon more than
just an exchange of ideas between
varying stations. It also depends upon
record service, since music is the
mainstay of a majority of campus
radio stations. And it is not enough
to hire a campus representative at a
record company and send him on the
road. The representative must be able
to communicate with the stations. This
does not mean he has to look a cer-
tain way or act according to some
rules and regulations. It simply means
that the representative must under-
stand certain things. Things like radio
stations, record stores, and distribu-
tors and one stops. A campus station
cannot sell a record if the record is
not in the store. The representative
should know what the station plays
and make sure the record stores are
stocked with that music. He must
make sure the distributor or one stop
has that music. And he must be sure
to tell the truth to all the students
concerned with any aspect of pro-
moting music on campus. A good con-
tact at the campus newspaper can
sometimes help. Most of all, coordi-
nation of all these aspects is necessary.
Hiring some young person for “x”
amount of dollars per week to go on
the road and say “play my record,
man,” will not really take care of
business. Only sincerity and belief in
the market and the medium will allow
success. And this is a hard path to
follow.

Campus radio will continue to en-
joy growth. It has begun to innovate
rather than emulate. The amount and
the path it takes is partially up to the
people running the station. The rest
is up to the people running the record
industry. The key to album sales is
the campus. The key to the campus
is coordination with campus radio.
Listen to the music. ®
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By Eliot Tiegel

Cartridge television can become the “alternative” for
commercial TV for college students. That's one precept
being advocated by companies preparing programming for
the educational market.

Cartridge television (CTV) will become the most eco-
nomical new communications tool available to educators.
That's one way in which audio visual executives see the
burgeoning new electronic medium and its application in
campus settings.

One thing seems certain. The CTV revolution—as it's
been called—stands to generate emotional shock waves on
campuses, through student unions and right down the line
of classrooms all hooked up by cable to one central player
on which some form of program is being presented.

The final, end form of presentation—be it one player
p:r classroom, or TV sets in each classroom all playing
the same program from one central originating player—is
not of consequence at this early stage of the development
of CTV on campus.

What matters in 1971 is that a new electronic tool—
called the “fourth network” by some executives in the new
field—will enable students to obtain material unavailable
on commercial TV or in any other form of intimate contact.

CBS, with its Electronic Video Recording (EVR) sys-
tem, has been the most aggressive in striving to launch its
system on campuses. Motorola, which manufactures the
EVR Teleplayer, estimates it will shortly be filling orders.
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And companies like the American Program Bureau of
Boston have already created a series of 10 50-minute black
and white shows for students, available this September.

APB will sell its 10 show, one Tcleplayer package to
student union directors and student activity directors for
$3,000. President Bob Walker sces the student union as
the appropriate setting for the series of “issue oriented”
shows which his six-year-old firm has created.

Among the shows which are available are programs on
s2x education, drugs, underground films, crime and the
penal system, the draft and today's woman.

The concept behind APB's cartridge TV shows is to
“get issues across to students to spark discussion and
thought.” In 50 minutes “you won't solve anything,”
Walker admits, but you can sure stir up a hell of a lot
of commentary,

In the program titled “Do You Own Your Own Body,”
there is an eight-minute sequence showing an actual abor-
tion. APB’s own in-house production unit took portable
video tape equipment into a doctor's office and shot an
abortion. The girl is interviewed after the operation. The
show is hosted by Bill Baird, a top crusader for legalized
abortion. “We took our cameras into the doctor’s office,”
Walker explains, “to show abortion can be done properly.
Too many girls kill themselves each year with bent
hangers.”

Walker sees CTV as “retrievable television,” where
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THEY'VE GHANGED

EVEN MORE THAN YOU !

neat in our striped short sleeve

shirts. And we dreamed about
catching the perfect wave or building the meanest car
in town. And The Beach Boys led us with their songs.
Millions from Sacramento to Atlantic City shrieked with
delight when Brian hit those high high notes and Mike
growled out “Monster Mash.”

Their record company.dug it and reaped the rewards
year after year. But one day Brian, Dennis, Carl, Mike,
Alan and Bruce said “enough” to all that icing on the
sugar plum trees and began getting into pretty far out
music. The problem is that the record company wanted
them to stay fab and couldn’t quite get with the new

sound. Instead they started shoveling out the old tinsel in
new packages—‘Greatest Hits,” “Best Ofs" and like that.
And sooner or later you started to change like they
had, but didn’t know they had. That The Beach Boys
were into organic foods ard ecology and said so by
dedicating an album (Wild Honey) to both three years
ago is something you never learned, since the dollars
agictated you should still think of The Beach Boys as
surfing hodads. That The Beach Boys were the first to
incorporate the Moog into music (1966) is something
ycu probably didn't learn. The same goes for just about
everything from wind chimes to meditation.

But by then you had grown out of baggies and couldn’t
know.
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Now it's 1971 and finally you're starting
to learn what'’s really been happening with
The Beach Boys. Maybe that's because
the guys are now with 3rother-Reprise
records {the Warner Bros. people), who are proud to
display what Fusion Magazine has recently called “the
most dynamic vocal group rock has produced.”

Few would have dreamed that The Beach Boys would
have dared show up at a festival. But there tnhey were
this past Fall, with Baez and Country Joe and John
Pnillips and- Kristofferson and all the guys at the Mon-
terrey Festival. And according to the music freaks and
critics alike, The Beach Boys were the highlight of the
concert, dazzling the crowd and bringing them to their

feet with incredibly beautiful, progressive sounds.

Then their first Brother-Reprise album was released.
“Sunflower” is already on the best album of the year
listings of magazines like the Village Vcice. Rock Mag-
azine calls it “a delicate but almost perfect balance,
like whipped cream and nuts.”

Now, following a three year absence, The Beach
Boys are taking to the American concert trail. About
the time you're reading this they'll be finishing three
important performances—at L.A.’s Santa Monica Civic;
Eoston’s Symphony Hall; and New York’s Carnegie Hall.

Call us at American Products to find out how those
concerts faired, and about bocking The Beach Boys,
In Concert for your campus this year.

AMERICAN PRODUCTIONS/1654 North Ivar/Hollywood, Calif. 90028/(213) 461-3661—or— @L@ %,7.
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Dance students will be éble'to gain rnstuctic:on from a prima ballerina

via cartridge television.

shows on an EVR player, for example, can be played back
or stopped and advanced frame by frame.

APB’s list of oftimes controversial figures like Abby
Hoffman, Ralph Nader, Julian Bond, will all be utilized in
programs. These people are among the 400 represented by
APB in the college lecture circuit.

Unfiltered Method

CTV can become the most unfiltered method of com-
munication for students because it will come into the
college unsponsored, unsullied, without any federal re-
strictions and hopefully explosively honest and frank.

APB’s Walker says his company committed itself to
creating programs which probe the social and revolution-
ary situations in America. “We have a real belief in the
freedom of expression and CTV will be an alternative to
commercial TV.”

APB’s programs, as well as those being created by
Grove Press, which publishes Evergreen magazine, stand
apart from the other companies which are planning to
convert educational or industrial films into a CTV
format. A growing number of companies have given
their propaganda films to CBS for transferal into the EVR
mode, including ATT, Popular Science Magazine, Shell
Oil, Fleischmann’s Yeast, BNA Films (executive training
films), Field Enterprises (series of pre-school through
adult education topics), NASA, Motorola (social issucs,
travel, sports, vocational education, science, public safety,
management and personnel development topics), National
Film Board of Canada, the Bureau of National Affairs,
Miami Seaquarium, NFL Films, Pyramid Films, STP
Corp., WGBH-TV, Boston (law enforcement topics),
United States Information Service, BFA Educational
Media (science films), Harvest Films {eye safety), United
States Department of Agriculture, Ford Motor Co. (driver
educational films), Gulf Oil, American Medical Assn.,
United States National Archives Center.

CBS speaks of 600 “curriculum oriented” films in its
present EVR library.

APB’s Walker has established its own sales force to
sell software and machines. It already works with the top
colleges in booking lecturers like Bernadette Devlin, the
fiery Irish political figure, and Dick Gregory, who was
being booked on campuses before “Black Was Beautiful.”

APB will offer a school one CTV show every other
week starting this September. At the end of the first 10
shows, a second 10-show sequence will begin. At the end
of the 20 shows the school owns the Teleplayer.

And as the curriculum expands, other departments
within the university will want to have their own players,
Walker believes. Emmy award winning film documen-
tarian Fred Wiseman (“Hospital,” “High School” and
“Titicut Follies™ will have his works transferred into EVR
and sold by APB).

APB’s London office is presently negotiating for con-
certs and other musical attractions for distribution in the
U.S., since APB plans to cover a wide gamut of subjects.
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Classroom Tool

Many educators look to EVR or other forms of pre-
recorded video cartridges as helping fight the battle away
from 16mm educational films which are costly and wear
out. (The EVR system utilizes a 8.75mm wide film in an
enclosed plastic case.)

Harold Layer, assistant director of the San Francisco
State University's Audio Visual Center, sees EVR as pro-
viding a cheaper, more durable form of classroom tool
than 16mm film. He anticipates building up a library for
use throughout the school once a state freeze on buying
new equipment is lifted. San Francisco State, like several
other schools, have ordered Teleplayers from Motorola,
but fund freezes in some instances have thinned out the
number of schools which are still actively awaiting their
machines. (What has further delayed the delivery of
players was CBS establishment of color standards which
Motorola had to comply with in its factory. This was the
situation during January and February.

Layer wants to get a hold of avant-garde, experimental
and educational films because his school has a good mo-
tion picture department. He sees EVR film as being one-
fifth the cost of a 16mm print. EVR does not have any of
the disadvantages associated with 16mm and 8mm film:
projector noise, no rewind feature. “EVR is quiet and it
can be electronically distributed over a cable to other sets
on campus.” Layer's center provides audio visual program-
ming to the school’s 60 departments. (It has 1.100 16mm
films, 3,500 film strips and 1,000 audio tapes.) Layer says
he wants to get out of 16mm because “we can't afford
$200 to $400 for a half-hour color film. We're like a rare
book library dealing in an expensive medium which wears
out after 100 to 200 plays.”

San Francisco State, like other schools around the
country has been using video tape equipment for on-
campus originations. It has four General Electric video
tape units plus one Sony Portapack battery operated unit.
All these video tape units are in constant use. In addition,
the school’s TV department uses broadcast quality Ampex
VTR units for its own productions, so there is much
activity within the campus of a taping-replay situation.
EVR will only allow a playback situation like 16mm film.

Motorola’s EVR sales chieftain Bill Gallinger says
there are nearly 30 schools which have ordered Tele-
players. “Most have existing vestments in audio visual
equipment and are doing some creation of their own.”
In addition, a number of Canadian schools have come in
with EVR orders. Many of the orders are purely for
evaluation purposes. But Georgetown University has or-
dered a number of players for medical education.

Besides CBS' EVR system, Avco's Cartrivision video
tape system has been lining up prerecorded programs
which could have curriculum value.

So there is a new classroom helper ready to spring on
campus this year. A lot of dollars are being invested in the
development of this newest teaching aid. @

Billboard Campus Attractions « March 27, 1971



BEST-SELLING SONGBOOKS
from GROSSET & DUNLAP

THE JUDY
COLLINS

SONGBOOK

Here are the songs that made
“America’s foremost singer of
contemporary art songs” famous—
Albatross, the first song she

ever wrote and one of the
masterpieces of contemporary
musical creativity, Suzanne from
the great In My Life album,
Anathea, Both Sides Now, Some
Day Soon—selections from all of
her albums. A total of 55 songs
with Judy's own arrangements
and commentary. Beautifully
illustrated in color, this fine
edition will undoubtedly become
a collector's item.

$4.95

New Dylan—a new idea and a
new sound. Here are the
words, music and guitar chord
frames for all Dylan’s latest
songs: Alberta, All The Tired
Horses, Like A Rolling Stone,
The Mighty Quinn, and

many, many others—plus
color photos of Dylan in a
maghnificent folio presentation.

$4.95

BOB DYLAN
SONG BOOK

Words and music to all the
top hit songs of today's

No. 1 performer. Complete
music—complete lyrics—
guitar chords. Handsomely
produced in a large-type
format, it includes some of
the greatest songs of the
decade: Mr. Tambourine Man,
It Ain't Me, Babe, Blowin' In
The Wind, The Times They
Are A-Changin’, to name just.
a few.

$4.95

ROD McKUEN AT
CARNEGIE HALL—
SOLD OUT

The voice of today. All the music and
complete lyrics of Rod McKuen's
smash Carnegie Hall concert in
large-type format with guitar chords.
Lavishly illustrated. A magnificent
collection of Rod McKuen songs in
his own arrangements—just as he sang
them at Carnegie Hall.

$4.95

WOODSTOCK
SONGS AND
PHOTOS

The sounds and sights of Woodstock,
recaptured in a great souvenir folio
that's complete with photographs,
pictures of the artists and lyrics and
music for the songs that the Woodstock
Nation cheered. A MUST for music
lovers, this volume includes the hits

of Sly and The Family Stone, Janis
Joplin, Richie Havens, Joe Cocker,

Joan Baez and many, many others.

$4.95

BOB DYLAN SELF PORTRAIT

THE SUPER NEW
SONGBOOK

CROSBY, STILLS,
NASH & YOUNG

Hits from two of their greatest LP
records. Between the colorful
covers are 104 pages of music,
words, guitar chord frames, lyric
sheets and photos of the country's
#1 Super-group. Includes

such hits as: Deja Vu, Guinnevere,
Marrakesh Express, Judy Blue
Eyes and many, many more.

$4.95

DETACH AND MAIL COUPON TO

GROSSET & DUNLAP, INC.
51 MADISON AVE., DEPT. BB, NEW YORK, N.Y.

[ Please send me the book(s) checked below at $4.95 each, plus 55¢
per order to cover postage and handling. | understand that | can
return any book within 10 days for a complete refund. Payment of

$ __is enclosed. (Be sure to add applicable sales tax.)

) #1918-3 Judy Collins [0 #2070-X Bob Dylan Self
Songbook Portrait

[0 #2071-8 Woodstock Songs [0 #2220-6 Bob Dylan Song
and Photos Book

[ #2017-3 Crosby, Stills, Nash O #2219-2 Rod McKuen At
& Young Carnegie

NAME____ . o

ADDRESS I _ _

CITY___ _ STATE A | S
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By RADCLIFFE JOE

Already audio magnetic tape is
making tremendous inroads on college
campuses across the nation, and indi-
cations are that cartridge TV, its more
sophisticated counterpart, will go even
further toward improving and solidify-
ing the concept.

Although the concept of utilizing
tape for more personalized teacher/
student relationships has been around
since the first reel-to-reel recorder was
developed, the idea actually began to
realize its potential with the intro-
duction of cassette recorders.

Teachers discovered that the handy
little gadget, with its portability and
ease of use, not only gave them tre-
mendous opportunity for creativity in
expounding their theories, but also
evoked a more positive response from
frustratingly negative students.

Also, it began playing an increas-
ingly important role in the reduction
of crowded classrooms, as more and
more students were able to tape their
courses and study them in the con-
venience and less distractive atmos-
phere of their own homes.

Today it is being theorized that the
only practical way to halt the on-
campus population explosion and its
related ills would be to put a tape
recorder in the hands of every student
and send him home to study. The
classroom would then be maintained
—on a smaller scale—as a place
where students would meet once or
twice a week—at staggered periods
to avoid congestion—to have his exer-
cises graded, and to be exposed to
the ambience of the college setting
which would continue to be vital as
a stimulant for creativity.

Already many giant publishing
houses are offering their texts books
in cassette form, and, firm in their
convictions that recorded learning will
be the trend in education in the future,
are either looking at, or are already
deeply involved in, far reaching agree-
ments with cartridge TV firms that
will offer their text books in this new
visual format.

Among the leaders in the field of
this exciting new approach to edu-
cation is the Videorecord Corp. of
America. Located at Westport, Conn.,
this company, concentrating its efforts
largely on the development of soft-
ware for the medium, has adopted a
scientific approach to its commitment
by enlisting the aid of both a creative
producer and a behavioral scientist to
develop innovative programming.

In developing its concept toward
educational programming, VRC is
placing emphasis on what it calls
interactive self-pacing learning.

TAPE—
TEACHER'S

PET

According to Dr. Stanley Hopwood,
president of VRC, cartridge TV turns
the passive television set into an inter-
active learning system through the
use of visually stimulating on-line
programming, and responsive off-line
manipulative programming, and/or
text material.

"It is,” he said, ‘‘interactive in the
sense that it can be combined with
off-line ancillary materials in a pro-
grammed learning nituation, and self-
pacing in respect that the individual
controls the pace of his visual experi-
ence.

The VRC chief executive expanded,
“With cartridge TV the user can
choose his own program material and
actively engage in learning within a
format that will motivate him to want
to learn.”

He continued, “The video portion
of the program on the television
screen takes the place of the teacher,
while student activities could be a
programmed text, a manipulative ac-
tion, a simulation or a game. He can
use his books and tools to reinforce
his learning and further stimulate his
interests.

“And of course self-pacing allows
the user to move through the pro-
gram material as fast as his ability
allows. He can repeat any segment
of the program until he feels ready
to move on.”

Also actively engaged in the de-
velopment of programming for the
CTV medium are the major contend-
ers in the hardware race including
CBS/EVR, RCA/Selectavision, Am-
pex/ Instavision, Avco/Cartrivision and
Retention Communications Systems,
Inc.

Software developers include Mo-
torola Teleprograms, and Optronics
Libraries headed by Irv Stimler. This
last company, in addition to develop-
ing text-book oriented educational ma-
terial, is also working with a well-
known underground video theatre to
produce the first magazine in CTV
form aimed at the college student. ®
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Thousands of people will stomp,
shout and wave their arms furiously.

There's no telling what kind of frenzy might
break out when one of these 7 Caolumbia acts is on stage.
So keep the movement where you can watch it.
On stage. With exciting groups who confine

their revolutions to 33'4.

GP 18°(A Specially
Priced 2-Record Set)

Source Point
John Hammon

including
Mellow Down Easy/Junco Pariner/She Moves Me
As The Yeara Go Passing By/1 Got Love It You Wart &

Boz Scagss
Moments
e H(Ilu-:.\\‘f\::\\’\: \\n\\h‘ﬁ)(::‘g;‘i\:: =

Ncrnents \;,.w\ We Were AW bt

W\ oravers

NEW YORK ROCK ENSEMBLE. DREAMS. Made up of musicians PACHECO & ALEXANDER. Country,
Mutti-levelec textures cf hard rock. with the most impressive creden- Rock and Folk sounds flavor this
This group is currently featured tials in Rock, Jazz, Latin and album. A new vocal team you
in the first electric Western, Rhythm & Blues. It will knock them shouldn’t miss.

*"Zachariah.” out of their seats. _ BOZ SCAGGS. It's been a long

TAJ MAHAL. Taj is the best per-  JOHN HAMMOND. Currently time since Boz played guitar with
*otmer of rural blues around. He  bringing audiences to their feet by the original Steve Miller Blues
makes down-home sound c ose to performing the roots cf today’s Band. Now his group is one of the
everyone. popular music. biggest on the West Coast.

BALLIN'JACK. One of the most
exciting new acts in a long time.
Some of today's most popular
groups refuse to play on the same
bill with them. Listen why.

On Columbia Records«

Music of Our Time From the Music Company



BLOOD, SWEAT AND TEARS took a brief break from the campus entertainment

scene but returned to the circuit during this spring term. They also played

a oate for the American Civii Liberties Union’s ‘‘Operation Chatlienge,”

a legal fund which is battling for compensation for the parents of the students
killed last year at Kent State University and at Jackson State.

By BOB GLASSENBERG

The rock scene has thrived on cam-
pus this year—artists who have risen
on the charts have increased the num-
ber of campus dates played during the
past year. There has been a steady
stabilization of prices for groups ap-
pearing on campus. But most booking
agencies agree that the tide is turning
slowly towards the softer sound and
the less expensive artists and enter-
tainment packages.

Today the key to the college market
is to build an act so they do not have
to depend upon their last hit record
for booking dates, according to Steve
leiber, head of the William Morris
music department and campus enter-
tainment department. “The Lettermen
‘nd the Association are two good ex-
amples of this,” Leiber said. “While
these two groups do not continually
turn out hit records, they work con-
stantly on the campus. | think this is
for two reasons. First, they have been
around for quite a while, building a
reputation for good shows and relia-
bility. I think also that credit must be
given to our entire department and
agency.”

“As one of the larger agencies
which not only books entertainment
but also artists for commercials and
the like, we are able to draw on all
of our resources to find, promote and
maintain good live entertainment.”

Leiber also said that in his opinion,
there were many acts that got their
first boost on campuses. “Dionne
Warwick's major source of income
when she first became well known
and before that was the college mar-
ket. Her reputation has been built
therc and she will probably always
play such dates.”

The William Morris Agency books
cntertainment on campuses throughout
the country through their campus de-
partment, which has grown from a
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three-man operation to a large-scale
sectionalized separate department of
the agency. “Each person within the
department is responsible for one sec-
tion of the country. He knows all of
the campuses within his respective sec-
tion. He knows the equipment avail-
able on each of these campuses and
he also ts in personal contact with the
college concert managers, the social
chairmen and the union managers on
each of his campuses. This enables us
to perform as specialists, both for the
performer and for the college,” Leiber
said.
Better Equipped

Jay Jacobs, who also works in the
college department of William Morris,
said there had been numerous ad-
vancements on campuses this year. "I
feel that they are far better equipped
to handle any type of act now,”
Jacobs commented. “Now, when a
new entertainment center or some
other structure with a theater is built,
lighting and sound are very much a
part of the picture. There is almost a
new professionalism awakening on
campuses. Everyone involved in the
entertainment field of campus activity
is becoming more aware of the artist's
needs. There is even some competition
growing—promoters off campus versus
the on-campus promoters, the students.
Prices have leveled off, but colleges
are offering a higher percent of the
gate to the acts. This brings them in
direct competition with the off-campus

Billboard Campus Attractions

promoter in many cases, excluding
the really high-priced groups. We even
had the Rolling Stones play two cam-
puses on their U.S. tour.”

Larry Goldblatt, head of Blood,
Sweat and Tears, Ltd., finds fault
with many of the large agencies and
many campuses. I think agencies such
as ours, which handles four acts, has
a distinct advantage over a large, de-
partmentalized agency,” Goldblatt
said. “We not only have direct con-
tact with the campuses across the en-
tire country, which enables us to bet-
ter coordinate a tour, but we have di-
rect contact with all of our artists, and
really understand their needs. This, I
feel, is most important, for the artist :
must be happy with his schedule and
of the finer points of the tour if he is
going to give a good show continually,
night after night.” a

Friends & Advisor

For Goldblatt, his artists come first
and the business comes second. “We
are friends with the artists,” he said.
“We only act on their behalf and as
advisor. I think every agency does this
to an extent, but I do not feel that
agents at a large agency really know
their artists on a personal basis. Fur-
thermore, the larger agencies try to
use their big acts to sell other acts
with the bill. We do not do this since
each of our acts can stand alone.”

“When an act spends 10 or 15 per-
cent of its gross on an agency and
all it gets in return is bookings, it
is getting short changed,” said Gold-
blatt. “There is travel to take care of,
roadwork, rehearsals, and most im-
portant, routing. A good agent does
not want to send his artist from one
end of the country to another over-
night just to get good money. Many
times we will sacrifice money for con-
venience. It makes more sense to keep
the group rested and together by hav-
ing them travel as little as possible
between dates. It also saves money

DIONNE
WARWICK was
one of the stars 2
who helped to
build her
reputation
through
campus
appearances,
according to
William Morris
Agency music
department
head Steve
Leiber. Miss
Warwick still
plays campus
dates regularly.
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for moving equipment and cuts down
on the odds of having something get
lost or arrive late.”

Goldblatt has changed his criteria
for booking Blood, Sweat and Tears.
“l have waited to place them on the
campuses this year because of the
trouble administrations were having
last year with the students. 1 am con-
cerned with safety. 1 also have started
booking them in smaller places where
the sound is better and they have a
better rapport with the audience. This
way, both the group and the audience
is satisfied,” Goldblatt added.

“There is a definite process of
learning by both the artist and the
audience at concerts,” Goldblatt said.
“Forgetting the money, the campus is
the most important market for a con-
temporary group. The students buy
albums, literally setting nationwide
trends with their purchases. If they
like the artist, they will continue to
like him after graduation. They will
continue to buy the artist’s product
and go to concerts. Thus, we have a
lifetime audience,”

Goldblatt did have a few construc-
tive criticisms. “I really don’t think
there had been a great growth of pro-
fessionalism on campuses. I do not
really expect this, since the turnover
with personnel is high. Therefore, our
artists always bring their own en-
gineers and lighting experts. It is im-
portant part of the show. To entertain
an audience today, there must be a
great amount of sophistication in
terms of the technical aspects of the
performance. We often cannot get
what we want from an outside light-
ing crew for instance. Often, the con-
cert chairman tries to take charge of
this aspect of the performance.

“I guarantce a good show if we
can run the entire show. Unfortunate-
ly, this sometimes causes an ego prob-
lem for the concert chairman or the
union manager. This is emotional and
certainly dangerous for both the artist
and the audience. But the camipus still
remains the place to work, learn and
thrive for today's artist,” concluded
Goldblatt.
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THE FIFTH DIMENSION, booked by CMA, has enjoyed success on the campus
circuit for years. Marty Klein of CMA claims that a group will enjoy success
in campus bookings as long as they enjoy popularity on the LP charts.

Ed Rubin, of the International Fa-
mous Agency, agrees with Goldblatt on
the lack of professionalism on cam-
pus. “Schools tend to sign any piece
of paper we give them with the sup-
position that they really don't have
to meet the requirements. For example,
their feeling seems to be that the
artist can't walk out of a sold-out
house just because he has to use an
upright piano instead of a baby grand
as stipulated in the contract or rider.”

Artists’ Problems

There are also problems with the
artists, according to Rubin. “Certain
acts will not work certain parts of the
country sometimes because of police
or just plain harassment, sometimes
because of transportation problems.
Today as opposed to a few vyears
back, a five-man group means eight
to ten people traveling and perhaps
one to four tons of equipment. The
equipment is hard to move from lo-
cation to location, especially 3,000
miles in one shot. Even the airlines
are becoming increasingly difficult to
deal with.”

Rubin feels that the most interest-
ing phenomenon in the college market
is that popularity of an artist is gen-
erally based on the singles chart, but
the students buy al