| N S 1 D E

NEWSPAPER AD
SECRETS REVEALED!

As radio’s campaign to grab a piece of
newspapers’ huge slice of the ad pie heats
up, Arbitron’s Pierre Bouvard sheds some
light on the attitudes of those who manage
$2.5 billion in ad dollars.

Page 14

17 SALES CALL QUESTIONS

The most effective sales pitches often
happen when the salesperson does the
listening. trwin Pollack offers 17
guestions to ask a prospect that'll help you
close the deal.

Page 15

WHAT IS HOT AC?

Hot AC used to be a splinter format. Now it
is splintering into various genres. Mike
Kinosian looks at the approaches of four
Hot AC stations.

Page 125

MANCOW ON THE MOVE

True, Howard’s making major headlines
these days. But up-and-coming bad boy
Mancow Mulieris expanding his reach
beyond his Chicago home base. Muller
shares his upcoming plans with Cyndee
Maxwell.

Page 136

Brian Philips upped to OM of
WNNX/Atlanta, signs with
Pollack Media Group

Dan Bowen appointed
PD of WSTR/Atlanta

Gary Hoffman now OM for
KNUZ-AM & KQUE-FM/Houston

* Mike Preston takes PD post
at Hot AC KBKS-FM/Seattle

Lionel Ridenour now Sr. VP/Black
Music at Arista Records
Page 3
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* BRAXTON BROTHERS When Love Comes ... (Kokopelli)

* JEWEL You Were Meant For Me (Atlantic)
:_“.

o J. BRICKMAN w/M. MCBRIDE Valentine (Windham Hill)

THE INDUSTRY’S NEWSPAPER

CBS, Entercom, Bonneville Do
Three-Way SF/St. Louis Deal

W ABC acquires Twin Cities triplecast

CBS Radio, the Goliath among Alternative radio operators,
put another notch in its belt this week with the acquisition of
KITS (Live 105)/San Francisco from Entercom. In return,
CBS gave up KPIX-FM/San Francisco and KLOU-FM/St.
Louis, upon which Entercom immediately dealt KPIX to Bon-
neville for $39.6 million. The deals result in the following:

» CBS: Gets a modest signal upgrade, along with better rat-
ings and revenue. It now has two area stations in the same for-
mat — KOME/San Jose is Alternative and runs Howard
Stern, but its reach to the north is limited. The company now

DEAL/See Page 26

R&R's second annual Alternative special, “The Alternative Vision:
Eyes And Ears,” is bigger and better than ever. Check out exclu-
sive, in-depth interviews with format icons David Bowie and De-
peche Mode, plus several of the format’s aggressive, sound-seek-
ing music directors and A&R execs; and look at who really “owns”
the Alternative format.

“The Alternative Vision™ also showcases a sweeping conversa-
tion with leading radio programmer Kevin Weatherly of KROQ/
Los Angeles. A sampling of Weatherly’s thoughts:

* “QOver the last few years, things managed to get predictable in
this format. Today, people’s expectations are so defined. If there’s
one thing about Alternative radio stations today that | would like to
see change is a renewed commitment to just taking some calculat-
ed chances.” SPECIAL BEGINS ON PAGE 35.

Butler Becomes
Sony/Nashville
President

& Monument rebuilt;
Lucky Dog unleashed

] l
« JOHN BERRY She's Taken A Shine (Capitol) | Allen Butler has been elevated
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Revenuia Vs. Ratings: Power |
Ratios Show Formats’ Strengths

- Urban, AC, Rock, and Oldies on the ris2

A new report detailing power ratios explodes some mzths about
certain radio formats. For example, judging by po ~er ratios
| — which show a station’s ability to bring in advertising dollars in
proportion to its audience share — Classical is only half as potent |
as it was a decade ago, and it now lags behind the typical Spanish- |

language station. RATIOS/See Page 11 |

|

‘ Share Of 193_7 199.5 199_6 ;

‘ Format Overperformers* Ratio Ratio Ratio

| AC . 98% 1.34 1.49 1.52 |

‘ Alternative 52% 1.01™ 1.05 1.06

| CHR 54% 1.08 118 110 |

| Classic Rock 81% 1.12 1.34 1.36

‘ Classical 0% 1.30 .62 62

‘ Country 83% 1.38 1.24 1.31 |

| NAC/Smooth Jazz 74% 1.15"* 1.02 .96
News/Talk 83% 1.44 1.26 1.37

‘ Nostalgia 8% 75 A7 47
Oldies 83% .93 1.34 1.23
Rock 92% 114 133 135
Spanish  46% 132 1.16 1.11 ‘
Sports 79% — 1.48 1.59 i

‘ Urban  38% 76 84 90 |
* Percentage of stations that exceed 1.00 power ratio |
** 1993 figure *** 1988 figure Source: Miller, Kaplan, Arase & Co.
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Clinton Seeks Free Airtime

% Deep discounts part of campaign reform plan

By JerFREY YORKE
R&R WASHINGTON BUREAU CHIEF

Campaign reform is again the talk ot Capitol Hill, and high on the
list of politicians’ priorities is free or cut-rate airtime for politicians.
But during a daylong press conference (3/11) that included an appear-
ance by President Clinton, the lawmakers behind the latest proposal
said candidates’ access to the airwaves would not come at broadcast-
ers’ expense.

Reform “does not, in any way. affect the economic viability of TV,”
FCC Chairman Reed Hundet told reporters, acknowledging that any
new legislation from Capitol Hill would target “advertising-tased ser-
vices.” But “broadcasting financing is not the debate,” he charged.
“It’s providing access to political campaigns and the public.”

Any proposal to take back airtime, however, will probably raise a
ruckus with the National Association of Broadcasters. Last Octo-

AIRTIME/See Page 26

Sony/Nashville Exec. VP/GM

to President of
the Music City
label group,
which includes
both Epic/
Nashville and
Columbia/
Nashville and

/d

| soon will in- T -
Aﬁ::‘{i“?fk T clude at least 9
O aKini's Juice (Hadioactive, ; . p

] two more la- = .
B Em.0vv | Bright New Faces Shine
« AEROSMITH Falling In Love... (Columbia) el specifics
ALTERNATIVE weren’t discussed, Butler’s pro- The 10 new acts on this year's bill provided one of the strongest CRS New Faces shows in recent memory.

. | motion was accompanied by a Sponsored by BMI, Westwood One, and R&R, the showcase boasted a talent lineup that included Tsace

° WALLFLOWERS One Headlight (/nferscope) I contract extension that takes him Adkins, James Bonamy, Paul Brandt, Deana Carter, Deryl Dodd, David Kersh, Mila Mason, Jo Dee Nes-
ADULT ALTERNATIVE well past the turn of the century. sina, LeAnn Rimes, and Kevin Sharp. More CRS pics: Pages 114, 117.

BUTLER/See Page 26

* WALLFLOWERS One Headlight (/nterscope)
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THIS AND
LIKE THAT"

RHYTHMIC/CHR BY LAKIESHA BERRI
ADD DATE |
MARCH 17/18

“LIK

the first single from

The 6th Man

soundtrack.

MOVIE OPENS MARCH 28

© 1997 Disney Enterprises Inc 'Hol'l_yw&d‘
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Ridenour Rises
To Sr. VP/Black
Music At Arista

Arista Records has elevated
Lionel Ridenour to Sr. VP/Black
=1 Music. Ridenour,
who will oversee
the Urban promo-
tion department,
also will play an
i| active role in
sales and market-
ing for the label’s
artists as well as
its joint-venture
acts.

Arista President
Clive Davis said,
“Lionel has successfully demon-
strated strong management and ex-
ecutive skills and has been a major
player for Arista during this incred-
ibly lengthy streak we’ve been en-
joying. I'know he will flourish in his
new leadership role while working
with [VP/Urban Promotion] David
Linton to ensure that our promotion-
al edge remains unequaled.”

Ridenour most recently was VP/

RIDENOUR/See Page 26

Ridenour

National Network

Radio Ratings
g
RADAR 54, Fall 96
12+ Persons
Radar Radar %

Network 53 54 Change
ABC Prime 3788 3775 -03
ABC Platinum 2167 2167 4]
WW1 Variety 1946 1975 +15
ABC Genesis 1752 1812 +34
WW1 CNN+ 1915 1772 -75
CBS Spectrum 1727 1685 -2.4
cBS 1440 1425 -1.0
WW1 AC 1173 1203 +26
ABC Galaxy 930 1007 +83
WW1YngAdut 1028 1002 -25
American Urban 896 958 +6.9
WW1 Country 754 702 68
WW1 Source 716 684 45
ABCAdvantage 438 639 +45.9
ABC Excel 969 =

Top]o
Network Programs

12+ Persons
Network/Program Day/Time Avg.
ABC/PaulHarvey  M-F/8:30a 5329
ABC/Paul Harvey  M-F/12:06p 4222
ABC Prime/News M-F/7a 3007
ABCPrime/News  M-F/8a 2944
ABC/PaulHarvey  Sav8:30a 2902

ABC/PaulHarvey ~ M-F/3:06p 2810
ABC/Paul Harvey ~ Sat/11:10a 2785

CBS/Osgood File ~ M-F/7:25a 2716
ABC Prime/News ~ M-F/9a 2556
ABC Prime/News __M-F/11a 2450

Statistical Research Inc. figures were sup-
plied to R&R by major radio networks.
Average person estimates in thousands.

HOW TO REACH US raDpio & RECORDS INC. / 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

|  CIRCULATION:
| NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

The Spice Girls’ Virgin Records crossover hit, “Wannabe,” was recog-
nized as America’s No. 1 single. Handing out plaques and celebrating
top status are (I-r) Virgin VP/Field Operations Jeffrey Naumann, Spice
Girl Victoria, Virgin VP/Promotion Al Moinet, SG Melanie B., Virgin Nat'|
Pop Director Mike Easterlin, SG Emma, Virgin Sr. VP/Promotion Michael
Plen, SGs Melanie C. and Geri, and label Regional Marketing Director/
Houston Fred Meyers and VP/Promotion Operations Bob Frymire.

Philips, Fram Upped At WNNX/Atlanta

Susquehanna
Alternative
WNNX (99X)/
Atlanta has pro-
moted Brian
Philips from PD
to OM and Leslie
Fram from Asst.
PD to PD. In ad-
dition, Philips has
inked a pact to
join Pollack Me-
dia Group as a
radio consultant.

“Brian is a visionary and a tough
strategist,” said WNNX VP/GM
Mark Renier. “While PD, he built
99X into a national franchise. Sus-
quehanna is growing, and the At-
lanta competitive makeup will be
changing. This brings unique op-
portunities for Brian at WNNX and
with the station’s consultant, Pol-
lack Media.”

Philips previous-
ly programmed
WMMS/Cleve-
land, WEGX/
Philadelphia, and
KDWB/Minne-
apolis. He com-
mented, “Some
remarkable de-
velopments are
on the horizon,
and I'm proud to
have an expanded
role in Mark Re-
nier’s finely tuned music and market-
ing machine. I'm also grateful that
Susquehanna is allowing me to spread
my wings with the Pollack Media
Group.”

Regarding Fram’s promotion, Re-
nier added, “Leslie Fram is an ex-
ceptional talent. She has been inte-

Fram

WNNX/See Page 26

Bowen Atlanta-Bound As Star 94 PD

Dan Bowen has trans-
ferred to the PD post at
Jefferson-Pilot CHR/Pop
WSTR-FM (Star 94)/At-
lanta. Bowen — who pre-
viously was PD at J-P’s
KQKS-FM/Denver —
succeeds Kevin Peterson,
who exited.

“Dan has a broad perspec-
tive and total understanding
of [CHR] radio,” said 'STR
VP/GM Mark Kanov.
“Star 94 has accomplished a lot of
our goals in the last few years. We
feel Dan is the person who will take
us to the next level.”

\Frona L Fax
310-788-1625
310-553-4330

310-788-1675

310-203-8727
310-203-9763
310-553-4056

310-553-4330  310-203-8450

Bowen

moreinfo @ rroniine.com
newsroom @ rronline.com
i@ rronline.com

hmowry@rronline.com

Prior to KQKS, Bowen
spent 11 years at WNCV/
Columbus. There, he
worked as Promotions Di-
rector, MD, and Asst. PD.

According to J-P Corpo-
rate VP/Operations &
§ Programming Don Ben-
son, “Dan did a great job
handling our format
switch in Denver to CHR/
Rhythmic. His vast expe-
rience at WNCI will make
him a great fit for Star 94. Mean-
while, we plan to move quickly
on finding his replacement at
KQKS.”
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Hoffman Hiked To OM Of Houston Combo

Gary Hoffman — a
Houston radio fixture since
1970 — has been named |
OM of SFX Broadcast-
ing’s newly acquired Nos-
talgia simulcast KNUZ- |
AM & KQUE-FM. Paul |
Berlin will continue to
serve as KQUE PD.

SFX Regional VP/Pro- §
gramming Dave Dillon |
commented, “Gary’s back-
ground and tenure with the
rich heritage of the Nostalgia format
in Houston will help maximize our
position. Simply put: Gary gets it
with this format.”

“I’m very happy Gary agreed to
do it,” said SFX Houston VP/GM
Dave Crushum. “I think he’ll do
a very good job, keep the station

Hoffman

focused, and keep the sta-
tion moving under the
| new ownership.”

KNUZ had been all-News
8 until February 24. Accord-

{ ing to Hoffman, the Nostal-
| gia format soon will be
broadcast solely on KNUZ.
“Eventually, SFX will move
KQUE’s format to KNUZ
and will do something ex-
citing on the FM,” Hoffman
told R&R. “When this will
happen, I don’t know. All I know is
that it’s in the plans. But I'm very
excited about the coming changes
and am looking forward to bringing
the stations forward.”

Hoffman previously has served as

HOFFMAN/See Page 26

Preston To Program Seattle’s Kiss

Eight-year WPLJ/New
York MD Mike Preston
has been named PD at
KBKS/Seattle, effective
April 2. He succeeds John
Stewart, who has left the
American Radio Systems
Rhythmic-leaning Hot AC.

Preston told R&R, “My
family and I have wanted
to get back to the West
Coast, and this struck me as
a golden opportunity. I'm

g TGAE

310-553-4330
202-783-3826
615-244-8822

310-203-9763
202-783-0260

615-248-6655

thrilled at the chance to
work for a great radio-only
| company like ARS and to
| put together a station that
will make an impact in Se-
attle. We’re going to make
it the best station it can pos-
sibly be.”

Preston previously pro-
grammed KSDO/San Di-
ego and KWSS/San Jose.
He also served as Asst. PD/
MD at KSFM/Sacramento.

Preston

WEB SITE: hitp://www.rronline.com

X o =TT

310-203-8727

garrett@ rronline.cam
mailroom@ rronline.com
mailroom @ rronline com

Ihelton @ rronline.com
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Gulfstar Drops Demaree Buy After DOJ Investigation

By HEATHER VAN SLOOTEN
R&R WASHINGTON BUrgAU

Here’s proof that small markets are not immune from the
Department of Justice’s wrath: Gulfstar Communications Inc.
is abandoning a deal in market number 155 after the DOJ warned
it might intervene because of Gulfstar’s potential domination

of ad revenues.

Gulfstar had agreed to buy three
Northwest Arkansas stations — all-
Talk KFAY-AM/Farmington,
Country KFAY-FM/Bentonville &

Rock KKEG-FM/Fayetteville —
from Demaree Media Inc. The deal
would have given Gulfstar about
62% of the advertising revenues in

Radio News Salariés Hold Firm'

Salaries for radio news professionals held steady at last year’s
level, with the median salary for news directors holding at
$23,000 and reporters at $20,000, according to a recent survey
funded by the Radio Television News Directors Association.
But for both positions, there is a wide range according to indi-
vidual market size.

For example, the average salary
for a news director in a major mar-
ket — one million or more listeners
— was $36,500, with a reporter’s
salary coming in at about $35,000.
The same positions in a small mar-

ket — 50,000 or fewer listeners —
are fetching $21,000 and $18,000,
respectively. Ball State University

cations Bob Papper compiled the
Continued on Page 8

Spend the weekend with
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coverage
fast-paced N
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Assoc. Professor of Telecommuni- |

|

that market, according to the DOJ.
Instead, Gulfstar has now said it will
notify the DOJ before buying any
other stations in that part of the state.

No Format Control

Without the Demaree stations,
Gulfstar owns or has agreed to buy
49 stations in more than 10 markets,
including KEZA-FM, KKIX-FM
& KKZQ-FM/Fayetteville. With-
out the Demaree trio, Gulfstar still
owns 48% of the ad revenues in the
market. Unlike previous DOJ settle-
ments by other radio groups, this
agreement does not appear to have
been based on control of a format.

“If Gulfstar had acquired the De-
maree stations, small businesses in
Northwest Arkansas would have lost
the benefits of competition — low-
er prices for their advertising,” DOJ
Antitrust Division acting Assistant
Attorney General Joel Klein said in
a release.

Gulfstar officials were not avail-
able for comment by R&R’s press-
time.
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BUSINESS BRIEFS

Tauzin Endorses Powell For FCC

ouse Telecommunications Subcommittee Chairman Billy Tauzin (R-

LA) said he is, in fact, backing Department of Justice attorney Michael
Powell for the Republican FCC seat vacated by Andrew Barrett last
spring.

Senate Commerce Committee Chairman John McCain has also en-
dorsed Powell. “We looked him over and decided John was right,” Tauzin
said. Tauzin also said he still supports Commissioner Rachelle Chong
for a second term on the Commission. Chong has said she will seek
reappointment, despite opposition from McCain and others.

Last week Rep. Michael Oxley (R-OH) joined Tauzin in supporting
Chong. “Rachelle, | think, has been a very competent and effective com-
missioner,” Tauzin told Dow Jones.

A Democratic seat currently held by Jim Quello will open in June and
is likely to be filled by FCC General Counsel Bill Kennard.

Commission Staff Movers And Shakers

CC Intemnational Bureau Chief Don Gips is stepping down to become

Chief Domestic Policy Advisor for VP Al Gore. Working with Gips will
be former FCC Common Carrier Bureau Chief Kathleen Waliman, who
is currently Deputy Assistant to the President and Chief of Staff for the
National Economic Council. Gips was influential in crafting the recently
approved satellite digital audio radio service rules.

In addition to Gips's move, several other Commission staffers have
new titles. FCC Chief Economist Joseph Farrell is leaving at the end of
May to return to his position as a professor of economics at the University
of Califomia/Berkeley. Taking his place will be Michael Riordan, who is
currently an economics professor at Boston University.

FCC Wireless Telecommunications Bureau Chief Michele Farquhar is
leavingin April to take a one-year position as President of Duke Universi-
ty's Alumni Association and begin a two-year term on the university's board
of trustees. Wireless Telecom Deputy Bureau Chief Dan Phythyon will
become Bureau Chief after Farquhar's departure.

CMR Teams With Miller, Kaplan

NU's Competitive Media Research and Miller, Kaplan, Arase &

Co. are teaming up to track radio revenue expenditures in large and
medium markets. The information will be combined with TV and newspa-
per data already tracked by CMR and will be incorporated into Miller, Ka-
plan’s “Radio Market X-Ray Report” computer software. The information
will be updated on a monthly basis.

Features of the new system include the ability to compare expendi-
tures across the three mediums and the ability to track spending by agen-
cy, advertiser, AE, national/local/rep, industry classification, and revenue
classification. Another feature that will eventually be added is an exten-
sive tracking of all accounts using local newspapers and spot TV.

Strategic Debuts AccuTrack

Strategic Media Research has taken the wraps off AccuTrack, a track-
ing system designed to monitor audience size, marketing effective-
ness, and perceptions. AccuTrack will offer weekly audience tracking data,
including cume, share, and cume conversions for the major demos and
dayparts. Image tracking is offered monthly on 10 key images; marketing

Continved on Page 8
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A PAUSE

DENNIS MILLER LIVE

. RANT, THEREFORE

Monologue highlights from Dennis Miller Live, the critically acclaimed HBO show is
available to radio for the first time! Call your Westwood One representative at
(310) 204-5000, to lock up your exclusive rights to Dennis Miller Live.

\
{);I\ WESTWOOD ONE ENTERTAINMENT. Hm

IT'S NOT TV IT'S HBO.

©1997 Home Box Office, a division of Time Wamer Entertainment Company, L.P. Al rights reserved. HBO is a registered service mark of Time Wamer Entertainment Company, L.F.
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DEAL OF THE WEEK { 1997 DEALS TO DATE TRANSACTIONS AT A GLANCE

o WFMI-FM & WFMR-FM/ This Week’s Action:
Milwaukee $5 million

TRANSACTIONS

Dollars To Date:

Statmns Traded This Week:

Statmns Traded This Year:

$3,010,255, 162

(Last Year: $2,033,462,850)

: $20,362,500

(Last Year: $26,436,474)

426

(Last Year: 388) .

19

(Last Year: 22)

In Milwaukee, The Saga Gontinues...

U $5 mlllmn acquisit

| e
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WFMI-FM & WFMR FMI

Milwaukee

PRICE: $5 million

TERMS: Asset sale for cash
BUYER: Saga Communications
Inc., headed by President Ed Chris-
tian. it owns WLZR-AM & FM &
WKLH-FM/Milwaukee. Phone: (313)
886-7070

SELLER: Harris Classical Broad-
casting Co., headed by President
Richard Harris. Phone: (941) 383-
5850

FREQUENCY: 106.9 MHz; 98.3
MHz
POWER: 6kw at 328 feet; 6kw at 292
feet
FORMAT:NAC/Smooth Jazz; Clas-
sical
BROKER: Tony Rizzo of Black-
burn & Co.

WXAL-AM & WZNJ-FM/
Demopolis

PRICE: $275,000

TERMS: Asset sale for $50,000 cash
and a 15-year, $225,000 promisso-
ry note at 8.5% interest

BUYER: Debco Productions Inc.,
headed by President R. William
Jones

dent Hugh Edmonds

Quinta (Palm Springs)
PRICE: $1,825,000

TERMS: Asset sale for cash
BUYER: News-Press & Gazette |
Co., headed by President David |
Bradiey Jr. |
SELLER: Pennino Broadcasting |
Corp., headed by President John
Banoczi. Phone: (619) 568-6830
FREQUENCY: 1400 kHz; 96.7 MHz
POWER: 1kw; 650 watts at 578 feet
FORMAT: Spanish; Spanish
BROKER: W. Dean LeGras of the
Exline Co.

|

|

.3':'. e -+ [
KUNA-AM & FM/La |
|

KWBR-FM/Pismo Beach
(San Luis Obispo)

PRICE: $350,000

TERMS: Asset sale for $150,000
cash and a two-year, $200,000 prom-
issory note at 8% interest

BUYER: Winsome Media L.L.C.,
headed by President Delbert Clegg
Jr. Phone: (805) 827-1613
SELLER: Maverick Broadcasting
Co., headed by President James
Elison. Phone: (805) 324-9477

! FREQUENCY: 95.3 MHz

ition of Harris pair brings market total to five

1 | SELLER: Hugh Edmonds Broad- | POWER: 4.2kw at 390 feet
‘ casting Co. Inc., headed by Presi- | FORMAT: Rock
BROKER: Satterfield & Perry Inc.

WKAT-AM/North Miami
PRICE: $1 million

TERMS: Stock sale for 50%
BUYER: Howard Premer is acquir-
ing 150 shares of Class A common
voting stock in Howard Broadcast-
ing Corp. Phone: (305) 895-1360
SELLER: Howard Ullman. Phone:
(305) 895-1360

FREQUENCY: 1360 kHz

POWER: 10kw day/1kw night
FORMAT: Variety

e e e

WMWR-AM & WAYS-FM/

Macon

PRICE: $4.7 million

TERMS: Asset sale for cash
BUYER: U.S. Broadcasting L.P, a
wholly owned subsidiary of Magic
Broadcasting Co., headed by Pres-
ident Don McCoy. It owns WDDO-
AM, WDEN-AM & FM, WMGB-FM &
WPEZ-FM/Macon. Phone: (912)
745-3383

SELLER: Ocmulgee Broadcasting
Co., headed by President Eddie Es-

* WXAL-AM & WZNJ-FM/Demopolis, AL $275,000
* KUNA-AM & FM/La Quinta (Palm Springs), CA

$1,825,000

* KWBR-FM/Pismo Beach (San Luis Obispo), CA

$350,000

® WKAT-AM/North Miami, FL $1 million

* WMWR-AM & WAYS-FM/Macon, GA $4.7 million

¢ WEXL-AM/Royal Oak (Detroit), Ml $3.5 million

* KMUS-AM/Muskogee, OK $400,000

s KBBR-AM/North Bend & KACW-FM/Coos Bay, OR

$450,000

e WNOX-FM/Loudon (Knoxville), TN $400,000

°* WZRS-AM/Smyrna (Nashville), TN $162,500

® KALK-FM/Winfield, TX $500,000

* KEDO-AM & KLYK-FM/Longview, WA $1.8 million

serman. Phone: (912) 634-0370
FREQUENCY: 940 kHz; 99.1 MHz
POWER: 50kw day/10kw night;
100kw at 660 feet

FORMAT: News/Talk; Oldies

5.-{ .'.g'M R

WEXL-AMIRoyaI Oak

(Detroit)

PRICE: $3.5 million

TERMS: Asset sale for cash
BUYER: Crawford Broadcasting
Co., headed by President Donald
Crawford. it owns WMUZ-FM/De-
troit. Phone: (215) 628-3500
SELLER: Sparks Broadcasting
Co., headed by President Garnet
Sparks

FREQUENCY: 1340 kHz

POWER: 1kw

FORMAT: Religious

BROKER: John L. Pierce of Force
Communications

KMUS-AM/Muskogee
PRICE: $400,000

TERMS: Asset sale for 82,051 shares
of Childrens Broadcasting Corp.
common stock

BUYER: KMUS Inc., a wholly owned
subsidiary of Childrens Broadcasting
Corp., headed by President Christo-

pher Dahl. Phone: (612) 338-3300
SELLER: Oklahoma Sports Prop-
erties Inc., headed by President
Fred Weinberg. Phone: (918) 234-
1270

KBBR-AM/North Bend &

KACW-FM/Coos Bay
PRICE: $450,000

TERMS: Asset sale for cash
BUYER: Bay Broadcasting Corp.,
headed by President Laurence
Goodman. It owns KHSN-AM/Coos
Bay and KOOS-FM/North Bend.
Phone: (541) 267-2121

SELLER: Big Bay Radio Inc., head-
ed by President David Walker.
Phone: (541) 756-5108

BROKER: Andrew McClure of the
Exline Co.

WNOX-FM/Loudon

(Knoxville)

PRICE: $400,000

TERMS: Asset sale for cash
BUYER: Dick Broadcasting Co.
Inc. of Tennessee, headed by Pres-
ident James Dick Jr. it owns WIOL-
AM & WIVK-FM/Knoxville and
WXVO-FM/Oliver Springs, TN.

Continued on Page 8

PERCEPTUAL STUDIES « AUDITORIUM MUSIC TESTS « CALL-0UT

THE

PARAGON ALTERNATIVE.

Alternative, Rock Alternative, Modern AC, Adult Alternative, we've
helped stations throughout America become the best Alternative.
And we can do the same for you. With research that's custom

designed for your station, your market, your needs.
No preconceptions. No agenda. Just tons
of experience and all the right tools.

Call Michael Henderson today and learn more.

(303) 922-5600
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RADIO BUSINESS

TRANSACTIONS

Continued from Page 6

Phone: (423) 588-6511

SELLER: C-KInc.,headed by Pres-
ident Charles Ketron. Phone: (615)
577-2706

FREQUENCY: 99.1 MHz 1
POWER: 6kw at 328 feet '
FORMAT: Urban

SELLER: Salvation Broadcasting
Inc., headed by President Mary
Eady. Phone: (615) 459-7401 |
FREQUENCY: 710 kHz

POWER: 250 watts ‘
FORMAT: Gospel

na Hill. Phone: (903) 577-9770
BROKER: Jorgenson Broadcast
Brokerage for Parker-Hill, William
Rice for Mount Pleasant

Regulatory Fees
Set For 21% Increase

Congress has required the FCC to collect 21% more in
regulatory fees in 1997 than 1996 — and broadcast-
ers will bear part of the cost. The FCC must raise an esti-
mated $153 million in fees this year, which is $26 million
more than 1996.

In setting the new schedule, the FCC declined a proposal by the NAB
that would base regulatory fees on the population served and class of
station. According to the FCC, the NAB's proposal would not raise enough

money and did not contain enough information detailing how it could be
modified. The comment period on all proposals is ongoing.

B
| s
| T
E

| R R S S

KEDO-AM & KLYK-FM/
Longview

PRICE: $1.8 million

TERMS: Asset sale for cash
BUYER: Entercom, headed by
President Joseph Fields. Phone:
(610) 660-5610

SELLER: Longview Broadcasting
Inc., headed by President Rod
Etherton. Phone: (360) 425-1500
FREQUENCY: 1400 kHz; 105.5
MHz

KALK-FM/Winfield
| PRICE: $500,000

| TERMS: Asset sale for $409,566
cash and a four-year, $30,434 dollar
promissory note

BUYER: Mount Pleasant Radio
Inc., a wholly owned subsidiary of
SLT of Indiana inc.,headed by Pres-
identJohn Biddinger. It owns KYKK-
FM/Longview, TX. Phone: (941) 377-
6710

WZRS-AM/Smyrna

(Nashville)

PRICE: $162,500

TERMS: Asset sale for cash
BUYER: The Moody Bible institute
of Chicago, headed by President '
Joseph Stowell. It owns WMBW-
FM/Chattanooga; WMKW-FM/
Crossvitle, TN; and WFCM-FM/Mur-

Annual (FY 1996) P ed (FY 1997)
Fee Category nuaF(ee ) mposFefz ) freesboro, TN. Phone: (312) 329- | SELLER: Parker-Hill Communica- } POWER: Thw; 700 watts at 860 feet
Class A 1250 1750 4438 tions Inc., headed by PresidentDon- | FORMAT: Oldies; CHR
Class B 690 965
Class C 280 390 Radio News BUSINESS BRIEFS
_ ClassD 345 480 Salaries Hold Firm  continued rom page s
CPs 140 195 Continued from Page 4

awareness reports — which tally consumer awareness of radio station
campaigns in a given market — will be published weekly and monthly.
Reports will initially be available via fax from Strategic's Chicago head-
quarters. Electronic delivery is expected to be introduced later this year.

survey. Out of 843 radio stations,
351 (41.6%) valid responses were
used. The survey will be published

Fee Gategory

Annual (FY 1996}  Proposed (FY 1997)
Fee Fee

in this month’s Communicator.
The survey found that the range

FTC Clears Two More ARS Deals

o AR T L ! 1759 e he Federal Trade Commission has granted early antitrust clear.
Classes A, B1, C3 830 1050 ZEar ésgt?:}ugCh rl:;gt:; m::[ig?uzz:{i; ance to American Radio Systems’ (NYSE:AFM) purchase of KJCE-
CPs 690 965 fromm larger markets Af’lthougﬁ 1996  AM, KAMX-FM & KKMJ-FMWAustin for $28.7 milion from Amaturo

didn’t quite live up to the high ex-

EARNINGS

Metro, Viacom Report Fourth-Quarter Results

etro Networks (Nasdaq:

MTNT) reported fourth-quar-
ter eamings of $3.7 million (23 cents
per share) on revenues of $30.2
million, compared to fourth-quarter
1995 income of $2.8 million on rev-
enues of $22 million. That is a
32.1% jump in pro-forma net in-
come. Cash flow increased 20.9%
to $7.3 million.

Pro-forma revenue increased
30.9% to $28.8 million from $22 mil-
lion during the earier quarter.

For the fult year, income was up
to $12 million (94 cents) on reve-
nue of $109.2 miliion. in the previ-
ous year eamings were $2.8 mii-
lion on revenue of $72.4 million.
Metro attributed the increase to
greater sales of commercial airtime
on the Radio Traffic Services Net-
work. Not including those reve-
nues, same market revenues were
up 42% to $27.3 million. Full-year
cash flow was up 187%.

At the end of 1996, Metro’s Ra-
dio Services Networks included
1374 radio stations, compared to
1152 affiliates at the end of 1995.
lts Expanded Radio Services
Network included 251 affiliates,
122 more than the previous year.

Viacom (AMEX: VIA} watched
revenues increase to $3.4 billion from
$2.8 billion in fourth-quarter 1995.
Viacom posted a loss of $227.4 mil-
lion (68 cents) compared to a loss of
$4.5 million (3 cents) for the same
period last year. Last month Viacom
agreed to sell its 12-station radio di-
| vision to Evergreen Media Corp. for
| $1.1 billion. The eamings report did
notinclude revenue from this nor re-
tums from other discontinued oper-
ations. Viacom’s full year showed
eamings of $1.2 billion ($3.23) on
revenues of $12.1 billion. For the full
year in 1995 eamings were $222.5
billion (43 cents) on revenues of
$10.1 billion.

pectations of those surveyed, taking
into account the impact of the Olym-
pics and the elections, the stability
of salaries staying level is somewhat
reassuring. This is particularly ow-
ing to the rapid consolidation wit-
nessed in the short time since the
Telecom Act and the diminishing
number of News stations. While that
has made estimations for 1997
slightly more elusive, across the
board, News radio maintains high
expectations for continual increase.

Group Of Texas Ltd. (R&R 2/27)

ARS's acquisition of three stations from Chancellor Broadcasting
(Nasdaq: CBCA) also has received early antitrust clearance from the FTC.
The stations, WEAT-AM & FM & WOLL-FM/West Palm Beach, are be-

ing purchased for $40 million.

Pinnacle Closes MMR Deal

P innacle Broadcasting Co. has closed its $5.1 million acquisition of
WMYB-FM & WYAK-FM/Myrtie Beach, SC from Multi-Market Ra-
dio. Paul Leonard of Star Media Group was the broker.

Compiled from reports by the Associated Press, United Press Inter-
national, Dow Jones News Service, and R&R staff writers.

THE RIAA’S AGENDA — RIAA

President/COOQ Hilary Rosen (far right) recently spoke at a Congressional Internet
Caucus press conference to apprise the press of its agenda for ‘97. Rosen serves on the advisory board, which was
formed last year in an effort to keep lawmakers up to date on policy matters affecting the Internet, including the
Communication Decency Act, copyright issues, and new technology. On hand for the briefing were representatives
from the software and telecommunications industries, Motion Picture Asssociation CEO/President Jack Valenti (far
left), and Congressman Vernon Ehlers (R-Mi) (second from left).

o

-Diane Bonilla Lee
President, Master Media

For market availability call Peaﬁz Rawlings at 800-422-9997

Hosted by Bruce Lefavi
e Accredited talk show host
* Best selling author

“Get the talk show that gets advertising dollars!”

BULLETPROOF YOUR FINANCIAL FUTURE

“He's been a well kept secret that | highly
recommend to stations looking for quality
Financial Talk Programming.”
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Jeffries Ascends
To KUPD/Phoenix PD

KUPD/Phoenix Asst. PD/MD
J.J. Jeffries has been promoted to
PD of the Sandusky Active Rock
outlet. KDKB, KUPD & KSLX
OM Tim Maranville had been han-
dling KUPD’s programming duties.

*“J.J. has worked very hard for the
last year and a half and helped us
battle in the good and bad times,”
said Maranville. “I have been im-
pressed with his focus, tenacity, and
— most recently — his ability to
show continued growth. It’s only
natural we would bring someone of
J.J.’s caliber into the management
fold of Sandusky/Phoenix. With this
promotion, J.J. receives his own
locker and an extra weekend off per
month.”

Jeffries has been at the station
since June 1995, when he joined as
MD. Previously, he had been PD of
KCLB/Palm Springs, CA.

Gould Gets KISF/KC
Station Mgr. Duties

Bob Gould has been named Sta-
tion Manager at Alternative KISEF/
Kansas City. He was most recently
Director/Sales for Media Monitor.

“Bob is a perfect fit for the sta-
tion as it moves to the next level and
beyond,” said Syndicated Commu-
nications/Allur-Kansas City VP
Joe Dorton.

Gould — who also has been GM
at KXXR/Kansas City and WMET/
Chicago — added,”l am excited
about the opportunity and the plans
that KISF has for the future, especial-
ly becoming the Kansas City affiliate
of Mancow’s Morning Madhouse
syndicated show.”

McMann Moves Up To
Jive Nat’l Rhythm
Crossover Position

Jive Records has upped John
(The Horse) McMann to Director/
_ National Rhythm
{ Crossover Pro-
{ motion. McMann
| joined Jive in
September 94
and most recent-
ly was Manager/
National Mix
Show & Street
Promotion.

Sr. VP/Promo-
tion Jack Satter
said, “This pro-
motion recogniz-
es his tremendous talent for work-
ing with crossover radio projects as
well as his significant growth in
dealing with the format over the past
two years. John’s positive, relentless
attitude, vast knowledge of dance,
and passion for hip-hop and rhyth-
mic music have earned him this new
title.”

McMann — a 12-year radio vet
who has worked at such stations as
WIOQ/Philadelphia, WXKS/Bos-
ton, and WWKX/Providence —

McMANN/See Page 26

McMann

‘Earthlmg Lands On A Star

It's “Little Wonder” that David Bowie received the 2083rd star on the Hol-
lywood Walk of Fame in front of the Hollywood Galaxy Theatre and Holly-
wood Entertainment Museum. Flanking the man who fell to earth are
Honorary Mayor of Hollywood Johnny Grant (I) and Hollywood Chamber
of Commerce Exec. Director Leron Gubler.

Grossert Named GM At KXTR & KCIY/KC

WVAE/Cincinnati GM Randy Grossert has transferred to similar duties |

at Heritage Media NAC/Smooth Jazz KCIY-FM/Kansas City as well as
recently acquired Classical KXTR-FM. Heritage agreed to swap WVAE to
Susquehanna for three Norfolk stations; Grossert will assume his new post
when the two companies take over their respective stations via LMAs.

Grossert remarked, “The Kansas City move is a tremendous opportunity
to stay within the company and enhance the profitability and growth of
Heritage’s most formidable array of radio stations.”

No stranger to the market, Grossert previously spent six years in Kansas
City, the last three as GSM of KLSI (now KMXYV). Grossert absorbs du-
ties previously held by President/Chief Executive Bill Newman; Newman
will oversee all of Heritage’s KC properties, with primary responsibilities
for Children’s KCAZ-AM, *70s KCFX-FM, Active Rock KQRC-FM,
and the Kansas City Chiefs Radio Network.

WLVG/Long Island Bows; Rybak Is PD

Lite AC WLVG/Long Island (licensed to Center Moriches in Eastern |

Suffolk County) debuted March 3 at 6am. Former WBLI/Long Island PD
Stef Rybak is programming the start-up station.

Rybak told R&R, “The 96.1 frequency here has been
available for literally a dozen years. Two or three years ago,
owner Gary Starr started doing what was necessary to get
the license and he got it. The station’s a cross between Lite
ACs WLTW/New York and WRCH/Hartford.”

The new station — known as “Love 96.1, Continuous
Easy Favorites From Yesterday & Today” — doesn’t nec-
essarily plan to go up directly against market-dominant
AC WALK.

“They’ve had a long and successful track record, but
their focus is more on traffic, news, and information,”
Rybak told R&R. “It’s almost a Full Service station that
plays music — and they do a great job at it. We’re doing news, but not five
minutes at the top and bottom of the hour. Qurs is one minute at :20 and
:50. We’re playing the hits.”

Rybak’s previous programming credits include KZZP/Phoenix, WKCl/
New Haven, and a stint as Asst. PD at WWCO/Waterbury, CT.

Rybak

Radio Hall Of Fame Selects Nominees

Several of radio’s most venerable personalities and legendary pioneers
have been nominated as 1997 inductees to the Radio Hall of Fame.

One individual from each of the following categories will receive its
respective award:

® Network or Syndicated: Active — KIIS-FM/Los Angeles morning
driver/“Weekly Top 40" host Rick Dees, classical music commentator Karl
Haas, R&R Urban Editor Walt “Baby” Love, and veteran Westwood One
Entertainment talk host Bruce Williams.

® Network or Syndicated Pioneer — comedian Eddie Cantor, “Gun-
smoke” actor William Conrad, Bing Crosby, and Kate Smith.

¢ | ocal/Regional: Active — WTAE/Pittsburgh Steelers color analysl
Myron Cope, WTM.J/Milwaukee talk host Gordon Hinkley, WOGL/
Philadelphia air talent Hy Lit, and WQAL/Cleveland morning host Lar- |
ry Morrow.

* Local/Regional Pioneer — KMOX/St. Louis host Jack Carney,
WMAL/Washington morning duo Frank Harden and Jackson Weaver,
New York radio veteran Murray “The K Kaufman, and KMPC/L.A.
morning host Dick Whittinghill.

Nominations were made by the hall’s advisory committee. Ballots will
be mailed to over 6000 radio executives, broadcast historians, and Radio
Hall of Fame members. The voting deadline is August 1. The awards, to be
hosted by CBS Radio’s Charles Osgood, will be broadcast from the Chi-
cago Cultural Center on October 19 at 9pm ET/6pm PT.

Evans Elevated To KBIG/Los Angeles GSM

dward Evans has been promoted to GSM at Hot

AC KBIG/Los Angeles. He joined the station in
1991 as New Business Development Manager and
later was named LSM.

“Ed has been a positive force in our sales depart-
ment for six years,” said KBIG VP/GM Steve Oshin.
“His market experience and unparalleled people skilis
make him the best choice to lead KBIG sales toward
an even greater future. Ed epitomizes what KBIG and
Bonneville stand for.”

Prior to KBIG, Evans worked in public affairs and
sales at L.A.’s KHJ-TV, KJLH-FM, and KGFJ-AM.

Evans

Seifert Now Chancellor Dir./Sales; Block SF NSM

NDD-FM/Seattle GSM Susan Seifert has been named Directov/Sales

for Chancellor Broadcasting. In this new position, Seifert will over-
see sales efforts at Chancellor’'s San Francisco properties: Nostalgia
KABL-AM, Ciassic Country KNEW-AM, Classic Hits KBGG-FM, and
Country KSAN-FM. Additionally, Annie Block has risen from LSM of
KNEW & KSAN to NSM of the four-station group

“These two bring strong national and local media knowledge 1o the
Chancellor sales team,” said Chancellor VP Allan Chlowitz. to whom
Seifert reports. “Director/Sales is a new position, which will streamline our
sales management chain, and Susan’s experience makes her eminently
qualified for the job. Annie has been serving us well as interim NSM, so
we're delighted to make this appointment official.”

Seifert began her sales career at WLTW/New York. She has also served
as LSM at WHTZ/NY and as GSM of KBSG-AM & FM/Seattle. Block —
a 20-year market veteran — has served as NSM of crosstown KYCY-FM
and KITS-FM and as Sales Manager of Seattle-based KidStar Radio.

Windham Hill Resets Structure; Hamby VP/A&R

indham Hill Records and its affiliated labels have restructured to

form the Windham Hill Group, a new coalition to be headed by
President Steve Vining. Concurrently, Larry Hamby has been named
VP/A&R at Windham Hill Records.

Under the new structure, each
label — Windham Hill, Private
Music, and George Winston's
Dancing Cat— will retain its own
identity and benefit from broader
marketing resources.

“Our new team at Windham Hifl
has already proven that we can
aggressively market established
core artists, such as George Win-
ston, and reach gold sales in
record time,” stated Vining. “Fur-
thermore, with the addition of Lar-
ry Hamby as VP/A&R, we are ready to stretch the parameters of what

Vining Hamby

Continued on Page 26
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e DANIEL FISCHER has become VP/
GM of Derrick Publishing Co.’s WDOE-
AM/Dunkirk, NY;
{1 WCQA-FM/Fre-
donia, NY; and
| WKSN-AM &
WHUG-FM/
Jamestown, NY.
Fischer became
Station Manager
of WKSN &
WHUG in 1989
and assumed
similar duties
at WDOE and
WCQA in 1992
upon their acquisition by Derrick. He
succeeds MICHAEL FELICE, who re-
tired on December 31.

Fischer

* RENE ENGEL has been named GM
of KCSN-FM/Northridge, CA. A Los
Angeles public radio veteran, Engel
most recently served as afternoon host
at KUSC-FM/L.A.

e BILL HAZEN has become GM of
Spring Broadcasting’s WFPG-AM &
FM & WKOE-FM/Atlantic City, NJ. An
18-year industry veteran, he most re-
cently managed WRKA-FM/Louisville.

® DAN O’NEILL rises from PD to OM
at WINX-AM/Rockville, MD.

e ANTHONY
IANNINI has be-
come Research
Director at
WKTU/New York.
Most recently with
Rantel Research,
lannini has served
as Research Di-
rector for WHTZ/
NY and at WAVZ-
AM, WELI-AM &
WKCI-FM/New
Haven.

lannini

e Nationwide Communications has
flipped Country KUPR-FM/San Diego
to Rhythmic AC as "Magic 95.7.” New
calls KMCG have been applied for.
BRUCE ST. JAMES will serve as PD,
while CHARLIE HUERO accepts MD
duties. St. James most recently served

Just

Imaet I
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as MD of KPWR-FM/Los Angeles;
Huero had been MD of KTFM-FM/San
Antonio. Core artists include Boz
Scaggs, the Righteous Brothers, Ken-
ny G, the Temptations, and Whitney
Houston.

Records

* BRUCE KIRKLAND has been
named President of EMI-Capitol Enter-
tainment Properties, a strategic mar-
keting company
§ established to
handle the cata-
logues for its Cap-
itol, Capitol Nash-
ville, Chrysalis,
EMI, Imperial,
SBK, and Virgin
Records divisions.
The stand-alone
company will
house its own
A&R, product de-
velopment, marketing, sales, finance
and administrative, business affairs,
and international departments. Kirkland
most recently held the Exec. VP post
at Capitol Records.

Kirkland

¢ BRENT BOURGEOIS has become
VP/A&R for Word Records. He is a
founding member of the band Bour-
geois Tagg and most recently served
as a producer for various Contempo-
rary Christian artists.

* GARFIELD
LEWIS has been
named Street Pro-
motion Sales Rep-
resentative, Black
Music at MCA
Records. He for-
merly served as
Coordinator/Black
Music Promotion.

® SONIA MUCK-
LE has become
Sr. Director/Pub-
licity for Jive, Sil-
vertone, and Veri-
ty Records. She
previously served
as a press coordi-
nator for Susan
Blond Inc.

Muckle

|

_

soda.

LYERVTHTNG

* BARRY GAS-
MER has been el-
evated from As-
sociate Director/
International
Press to Director/
International
Press & Promo-
tion for the Elek-
tra Entertainment
Group.

Gasmer

National Radio

* WESTWOOD ONE ENTERTAIN-
MENT presents a “SPINsession” with
David Bowie, slated for the week of
March 24. Special guests will include
Billy Corgan of Smashing Pumpkins
and Robert Smith of the Cure. The one-
on-one interview, presented monthly in
conjunction with Spin magazine, is
available to affilates as a 60-minute pro-
gram; (212) 641-2069.

e PREMIERE RADIO NETWORKS
has teamed with the NATIONAL MU-
SIC CRITICS ASSOCIATION to
present “The Big Bang,” a monthly
series of 90-minute radio specials
originating from Walt Disney World
Resort in Lake Buena Vista, FL. The
series will feature live performances
by rock and country acts and debuts
Sunday (3/16) with guest Trisha Year-
wood. For more information, call
(310) 657-0006.

Industry

® CAROLYN ZEYTOONIAN has been
promoted to Director/National Music
Sales at AEI Music Network, a music
provider to retail businesses. She has

been with AE| since 1988 and has
served in various regional and nation-
al AE positions.

Products & Services

® FIRSTCOM MUSIC has formed a
partnership with entrepreneur JIM
LONG to develop FirstCom’s newly
launched OneMusic Library with the
company and its associated Zomba
foreign production music companies.
The library will be released at the NAB
Convention, to be held April 7-10 in
Las Vegas. For more information, call
(972) 934-2222.

* TALK AMERICA is now offering its
Per-Order Revenue Sharing Program
to radio stations throughout North
America. Radio stations with unsold
airspots can fill them with advertise-
ments produced by Talk America. The
stations then receive weekly checks for
a percentage of the gross sales reve-
nue generated by those ads. For more
information, call Greggory Elliot at (207)
842-3132.

¢ GELLER MEDIA INTERNATIONAL
presents the third annual Producer’s
Workshop to be held May 17, 1997 at
the Radisson Empire Hotel in New
York. Topics are set to include “Facing
The Blank Page,” “Creating Powerful
Radio,” “Using The News,” “Producing
The Sound,” and “Working With Hard
To Manage, Difficult Talent.” The $195
cost includes a luncheon and a com-
plimentary copy of “Creating Powerful
Radio,” a handbook for News/Talk, in-
formation, and personality radio. Call
(212) 580-3385 for further information.

Changes

Adult Alternative: DC Bashis the
new APD at WXKR/Toledo ... Lee
Daniels and Bob Narley are new
to mornings at WIBX/Ft. Myers.

A C: KESZ/Phoenix adds “Delilah
After Dark” to its lineup. Former

| evening host Arlene Terry remains

Production Dir. At crosstown Hot

| AC KZZP, Valerie Knight takes

" middays while Laurie Michaels

shifts to nights ... Hot AC KALC/
Denver names midday host Cha
Cha MD ... Dana Douglas joins
KMGL/Oklahoma City for swings
... Samantha Layne is now morn-
ing co-host at WLEV/Allentown.
APD/MD Bill Marvin shifts from
nights to middays, while Sam Ma-
lone rises to evenings and Eric
James takes overnights ... Brian
White joins KTNP/Omaha for
nights ... Kim Fischer is the new
MD at WMGN/Madison, WI. Pro-
duction Dir. Mark Van Allen re-
turns as “Magic By Request” host
... Todd Violette joins Hot AC
KRUZ/Santa Barbara, CA as morn-
ing co-host ... Rick “Hurricane”
Hamilton joins WPFM/Panama
City, FL for wake-ups. PD Mike

CONDOLENCES

Black Top Records singer/
guitarist W.C. Clark’s fiancee,
Brenda Jasek and drummer,
Pete Aicoser, March 9.

Stone segues from mornings to
middays.

| Alternative: Former WEND/Char-

lotte MD Kim Monroe is the new
MD at KNDD/Seattle. WEND Pro-
gramming Asst. Rick Brewer ris-
es to Monroe’s old post ... Jon Rus-
sell joins KZON/Phoenix for morn-
ings. Nighttimer Maria Knightris-
es to middays ... Rick Jamie is the
new MD for WAQZ/Cincinnati and
Rock-AC siblings WEBN-FM &
WWNK-FM ... WLIR & WLRYI/
Nassau-Suffolk names Gary Cee
as APD and Lynda Lopez as Mu-
sic Coordinator ... KNRK/Portland
has eliminated its MD position.
Matt Souther departs, with PD
Mark Hamilton absorbing MD
duties.

CHR: At WEZB/New Orleans,
Rouge Scott Robb and Charese
Fruge join as momning co-hosts.
David Marxx takes middays while
Rob Holloway takes afternoons
and Kim Diamond nets nights ...
WZPL/Indianapolis overnighter
Kerry Fowler exits ... Christopher
Lance takes middays at KTFM/San
Antonio ... KQMQ/Honolulu week-
ender RichieA qui adds MD stripes
... KRQQ/Tucson appoints Shan-
non Black as the new middayer ...
WFBC/Greenville, SC MD/mom-
ings Hawk Harrison gives up his
MD duties to concentrate on his
airshift ... WHZZ/Lansing PD
Chris Kerr departs. MD Woody
Houston assumes Kerr’s former
duties. WNKI/Elmira, NY midday-

Continued on Page 11

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall » (214) 991-9200

Starstation — Peter Stewart
BRYAN ADAMS ['ll Aiways Be Right There

Hot AC — Robert Hall
JOHN MELLENCAMP Just Another Day
WALLFLOWERS One Headlight

Touch — Monica Logan
AFTER 7 Sara Smile
KENNY LATTIMORE For You

Classic Rock — Chris Miller

JOHN LEE HOOKER Dimples
U2 Staring At The Sun

MR-35 — Cary Pall

BECK The New Pollution

INXS Elegantly Wasted

FREEDY JOHNSTON On The Way Out
SNEAKER PIMPS 6 Underground
MATTHEW SWEET Where You Get Love
TONIC If You Could Only See

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
CHR/Rock

SAVAGE GARDEN | Want You
STONE TEMPLE PILOTS Tumble In The Rough

uc

ALLURE f/NAS Head Over Heels

MARK MORRISON Return Of The Mack
REDMAN Whatever Man

TELA Sho’ Nutf

BROADCAST PROGRAMMING
Walter Powers » (800) 426-9082

CHR — J.J. Cook

JOURNEY If He Should Break Your Heart
REAL McCOY One More Time
SABELLE One O'Clock

Digital AC — J.J. Cock
JOOSE If Tomorrow Never Comes
JOURNEY If He Should Break Your Heart

Hot AC — J.J. Cook

CRANBERRIES Since You're Gone
SARAH McLACHLAN Possession

Digital Soft AC — Mike Bettelli
BRIAN MCKNIGHT & DIANA KING When We Were Kings

Digital AC Mix — Mike Bettelli
JOURNEY I He Should Break Your Heart

JONES SATELLITE NETWORKS
Phil Barry » (303) 784-8700
Adult Hit Radio — JJ McKay

BRYAN ADAMS ['tl Always Be Right There
SHAWN COLVIN Sunny Came Home

Rock Alternative

FIONA APPLE Sleep To Dream
COLLECTIVE SOUL Precious Declaration
JEWEL You Were Meant For Me

OMC How Bizarre

SPACE Female Of The Species

U2 Staring At The Sun

VERVE PIPE The Freshman

Soft Hits — Rick Brady
WHITNEY HOUSTON Step By Step

WESTWOOD ONE RADIO NETWORKS
Charlie Cook « (805) 294-9000

Bright AC — Bill Michaels
SHAWN COLVIN Sunny Came Home
R. KELLY | Believe ! Can Fly

Soft AC — Andy Fuller
BRYAN ADAMS I'll Always Be Right There

Adult Rock & Roll — Jeff Gonzer
JOHN MELLENCAMP Emotionai Love
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Changes
Continued from Page 10

er Jeff McLean segues to afternoons
... Bob Forster joins WWCK/Flint,
MI for momings while concentrat-
ing on his voiceover business ...
WKSZ/Green Bay, WI welcomes
new morning man Andrew Zepeda
... WOSC/Salisbury-Ocean City, MD
PD/morning driver Bob Maxewell
is replaced by APD/middays T.J.
Roberts ... KLYV/Dubuque, 1A
MD/mornings Jason Hillery be-
comes interim PD ... WMGB/Ma-
con, GA appoints Jim Franklin in-
terim PD/MD ... WRZE/Cape Cod,
MA night star Jammin’ Jamie West
exits.

Classic Rock: MikeAbad becomes
Production Dir. at KSLX/Phoenix ...
WIJO/Madison, WI pairs Johnny
Danger with new moming co-host
Greg Blair ... WCPR/Biloxi, MS PD
“Weerd Wayne” Watkins adds af-
ternoon drive duties at Classic Rock
sister WXRG, replacing Dave
Hughes, who exits.

Country: Adrienne Austen joins
New York-area trimulcast WRGX-
FM/White Plains, WWHB/Nassau-
Suffolk, and WZVU/Monmouth-
Ocean as ND/morning co-host...
Gloria Johnsonis new to overnights

at KUPL/Portland ... WYYD/
Roanoke-Lynchburg, VA OM/morn-
ings Kenny Shelton and PD/after-
noons Robynn Jaymes swap air-
shifts ... At WNCY/Appleton-Osh-
kosh, WI, Crash Kelly joins for
mornings while Smokin’ Joe Box-
er is tapped for nights. Amber Tho-
mas departs.

Full Service: John Corby re-ups for
weekend “Sports Huddle” host du-
ties at WTVN/Columbus, OH, which
also obtains Cincinnati Bengals play-
by-play rights.

News/Talk: KOOO-AM/Dallas has
become the flagship station for Ma-
jor League Soccer’s Dallas Bumn
franchise. The CBS-owned station
will also air network sports program-
ming and will simulcast KVIL-FM’s
Dallas Cowboys NFL broadcasts.

Oldies: Rex departs KRUZ/Santa
Barbara, CA for swings at KHYL-
FM/Sacramento as T. Rex ... Former
WXTR & WXVR/Washington mid-
dayer Ken “Brother Louie’> Mon-
ger joins WINX/Rockville, MD as
PD.

Rock: WRCX/Chicago evening host
Ned Spindle and overnight host
Sludge (aka Brian Haddad) swap
shifts...Mike Gagliano joins
WWBR/Detroit as Creative/Produc-

The RIAA has issued the following awards for the month of February:

- MULTIPLATINUM ALBUMS

“Jagged Littie Pill,” Alanis
Morissette, Maverick/Reprise (15
million); “The Woman In Me,” Sha-
nia Twain, Mercury (9 million); “Toni
Braxton.” Toni Braxton. LaFace/
Arista (8 million); “Tuesday Night
Music Club,” Sheryl Crow, A&M (7
million); “Tragic Kingdom,” No
Doubt, Trauma/Interscope; “Four,”
Blues Traveler, A&M; “She’s So
Unusual,” Cyndi Lauper, Epic (6
million); “The Song Remains The
Same,” Led Zeppelin, Atlantic (4
million); “The Beatles Anthology,
Volume 3,” Beatles, Capitol; “Piec-
es Of You,” Jewel, Atlantic; “Wait-
in” On Sundown,” Brooks & Dunn,
Arista (3 million); “Emancipation,”
“AFKAP,” NPG/EMI; “Razorblade
Suitcase,” Bush, Trauma/Inter-
scope; “Tha Doggfather,” Snoop
Doggy Dogg, Death Row/Inter-
scope; “Home Again,” New Edi-
tion, MCA; “Did | Shave My Legs
For This?” Deana Carter, Capitol;
“No Ordinary Man,” Tracy Byrd,
MCA; “Oid 8x10,” Randy Travis,
Warner Bros. (2 miflion).

PLATINUM ALBUMS

“Razorblade Suitcase,” Bush; “l{
Na Na,” Foxy Brown, Violator/Def
Jam/RAU/Mercury; “Tha Doggfa-
ther,” Snoop Doggy Dogg; “Ulti-
mate Dance Party, 1997,” Various
Artists Arista; “The Beaties Anthol-
ogy, Volume 3,” Beatles; “Every-
thing | Love,” Alan Jackson, Aris-
ta; “Aenima.” Tool, Zoo; “One In A
¢ Million,” Aaliyah, BlackGround/At-
lantic; “Sublime,” Sublime, Gaso-
line Alley/MCA; “Live From The
Fail,” Blues Traveler; “Braveheart”
ST, James Horner, London; “Heav-
en In The Real World,” Steven
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Curtis Chapman, Sparrow;
“Greatest Stories - Live,” Harry
Chapin, Asylum.
_GOLD ALBUMS

“Muddy Waters,” Redman, Def
Jam/RAL/Mercury; “Razorblade
Suitcase,” Bush; “lll Na Na,” Foxy
Brown; “T.H.U.G.S..” Flesh &
Bone, Def Jam/RAL/Mercury; “Dru
Hill,” Dru Hill, Island; “Tha Dogg-
father,” Snoop Doggy Dogg; “The
Beatles Anthology, Volume 3,”
Beatles; “Everything | Love,” Alan
Jackson; “First Band On The
Moon,” Cardigans, Mercury; “Mea-
sure OfAMan,” Kevin Sharp, Asy-
lum; “Take Me To Your Leader,”
Newsboys, Star Song Moving Pic-
tures; “Mr. Holland’s Opus™ ST, Var-
iousArtists, Polydor; “Riverdance,”™
Bill Whelan, Atlantic; “12 Deadly
Sins,” Cyndi Lauper; “My Utmost
For His Highest,” Various Artists,
Myrrh; “The Whole Truth,” Point Of
Grace, Word:; “What Mattered
Most,” Ty Herndon, Epic; “Africa To
America” and “The Evolution Of
Gospel,” Sounds Of Blackness,
A&M; “Greatest Hits,” Patty Love-
less, MCA; “Tracy Byrd,” Tracy
Byrd; “19 Hot Country Requests,
Volume 1. Various Artists, Epic; -
“Zuma,” Neil Young, Reprise. i

PLATINUM SINGLE

“l Believe In You & Me.” Whit-
ney Houston, Arista.

GOLD SINGLES

“In My Bed,” Dru Hill; “| Believe
In You & Me,” Whitney Houston;
“Cold Rock A Party,” MC Lyte,
EastWest/EEG; “You Were Meant
For Me,” Jewel; “Steelo,” 702, Biv
10/Motown.
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tion Director ... Rick Jamieassumes
MD duties for WEBN/Cincinnati
and sisters Alternative WCHZ and
AC WWNK ... WMFS/Memphis
welcomes Ken Stone for afternoons/
Preduction Dir. duties and Paco for
late-nights ... Woody joins WFYV/
Jacksonville for evenings ... WNOR/
Norfolk moming show producer
Chuck “The Intern”” Cooney adds
Production Dir. duties ... BJ Shea
returns to WCMF/Rochester for af-
ternoon drive ... WWBN/Flint, MI
ups parttimer Stu Allen to mornings.
APD/MD morning host Cindy Mill-
er moves to middays, middayer Jeff
Holbrook segues to afternoons,
Blaine Wilson segues to overnights,
and Hugh Donnelly departs ... Many
changes at KXUS/Springfield, MO:
PD/morning man Todd Holman
moves to middays, Mark McClain
moves to afternoons, and Jim Wes-
ley returns from KWTO to produce
the syndicated John Boy & Billy
“Big Show” ... KRAD/Corpus Chris-
ti, TX morning man/PD Kenny
Mann switches shifts with afternoon
driver Jason Lee Tipton. Morning
host Crazy Corey moves to over-
nights ... KZOZ/San Luis Obispo,
CA evening host Jennifer Grant
segues to overnights ... KRQR/Chi-
co, CA middayer Sara Nevada ex-
its and is replaced by Stimpy. At
crosstown KFMF, Tim Buckmoore
and Holly Chase join for mornings
as Michael Bower takes afternoons
... WTAO/Marion-Carbondale, IL
ups Michael Scott to overnights ...
Dave Michaels joins KEYJ/Abilene,
TX for middays ... KQDS/Duluth-
Superior, MN-WI morning host
Stew Brown exits. Bill Jones and
Shelly Carr replace Brown for
wake-ups ... KQWB/Fargo, ND wel-
comes the Scotch & Daniels morn-
ing show ... WKGB/Binghamton,
NY’s new address is 776 Conklin
Rd., Conklin, NY 13903. All phone
numbers remain unchanged ...
WWCT-FM has moved to 4701 War
Memorial Dr., Peoria, IL 61615;
Phone: (309) 688-2000 ... KRRO-
FM has a new address: 500 South
Phillips, Sioux Falls, SD 57104;
Phone: (605) 331-5350.

Sports: Ethnic WEVD-AM/New
York adds “The SCORE! Hockey
Show,” hosted by Dennis Bernstein,
for Friday evenings. The station airs
New York Rangers games when a
conflict arises on crosstown WFAN
... KIIS-AM/L.A. becomes a Sports-
Fan Radio Network affiliate upon its
transition to “XTRA Sports 1150 ...
Former WJHM/Orlando PD Duff
Lindsey becomes interim PD at
WQAM/Miami, replacing B.J.
Hunter. In related news, Adam
Lubkin replaces Ken Elder as
Mananger of Paxson’s University of
Miami Hurricane network.

Records: Dawn Purtee becomes
Exec. VP/Marketing & Public Rela-
tions for Craig Entertainment Inc. ...
Marie Scheibert is now Retail Mar-
keting Dir. and Ray Farrell is now
an A&R representative at Geffen
Records
named A&R Director at EMI Latin.
In related news, Karen Coe becomes
VP/Human Resources at EMI-Capi-
tol Music Group ... Rykodisc ap-
points Erica Ruben Dir/A&R, Jeff
Rougvie St. Dir/A&R, Darcy May-
ers Dir./Publicity, and Sonya Kolow-
rat as Publicity Asst. ... Hildi Sn-

... Claribel Cuevas is

odgrass is elevated to Controller at
Atlantic ... Rob Chapman is named
Regional Sales Dir/Midwest and Ed
Franke becomes Regional Sales
Dir./East Coast at MCA Records.
Jennifer Ballantyne and Kira Mat-
low join MCA as Managers/Public-
ity while Albert Lomeli is named
Controtler ... Thane Tierney accepts
the Dir./Catalog Product Manage-
ment position at Rhino Records.
Dave Newburgis tapped as Control-
ler ... Michael Taub rises to Associ-
ate Dir./Publicity and Sean Mosh-
er-Smith is elevated to Sr. Art Dir.

at RCA Records ... Chris Gordonis
named National Video Promotion
Mgr. at A&M Records ... Clarence
Hui is named Managing Dir. at BMG
Music Publishing Hong Kong Ltd.
... Jeff Nimerofsky is appointed VP/
Royalties and Suzy Changar be-
comes National Promo Coordinator
for the Elektra Entertainment Group
... David Samuel Barr is named Sr.
Dir/Royalties at Arista while Kelly
Feder rises to Manager/Sales Mktg.
and Sandra Williams is appointed
Manager/Payroll.

Ratios

Continued from Page 1

Miller, Kaplan CPA George
Nadel Riven said Classical, which
was always thought to attract the
Tiffany of audiences, no longer has
the corner on the “qualitative sell”
now that qualitative research — and
the companies that provide it — is
in greater supply. What's more, full-
market signals in some markets,
such as Los Angeles, were replaced
by Class A or suburban signals. And
Classical audiences are aging, with-
out being refreshed by younger lis-
teners, who seem to gravitate toward
NAC/Smooth Jazz instead.

A similar situation exists for Nos-
talgia. Despite impressive numbers
in many markets around the coun-
try, Nostalgia audiences are aging
into less desirable sales demos,
weakening its power ratio by one-
third over the last decade.

Another power ratio figure that
may raise eyebrows belongs to
NAC/Smooth Jazz, where many
might have expected a higher fig-
ure. Riven pointed out that NAC/
Smooth Jazz’s qualitative indices
are indeed high, but recent format
converts haven’t had the opportuni-
ty to acquire the reputation that well-
known NAC/Smooth/Jazz power-
houses in Los Angeles, Chicago,
Dallas, and other markets possess.

Format By Format

AC: Its power ratjo is on the rise,
thanks to the ever-increasing impor-
tance of the 25-54 demo, a decrease
in the number of stations in the for-

mat (increasing the amount of reve-
nue flowing into a particular station),
and the emergence of Hot AC sta-
tions, which bring in younger listen-
ers toreplace those who age beyond
the target demo.

Classic Rock/Rock: Never be-
fore taken seriously as a qualitative
format, these two formats possess
some of the best qualitative numbers
in radio, thanks to their dominance
among 25-54 males.

News/Talk: Revenues in this for-
mat have remarkably kept up with
the format’s explosive growth in au-
dience shares and stations during the
1990s.

Oldies: A late-’80s spurt in the
number of stations within this for-
mat has paid off, now that stations
have established themselves within
their markets.

Spanish: A low number of sta-
tions relative to available audience
keeps power ratios surprisingly high
for this format. An increase in sta-
tions in recent years has lowered the
ratios, but a growing respect for
Spanish will work in the format’s
favor.

Sports: Thanks to a high percent-
age of play-by-play sponsorships
and transactional selling, this for-
mat’s power ratio is likely to keep
growing in coming years. But local
programming costs are equally as-
tronomical.

Urban: In the last year, the share
of overperforming statiops in this
format has grown from 27% to 38%,
thanks in part to a better selling job
by these stations and to the emerg-
ing success of Urban AC and Urban
Oldies stations.

Just a tissue,
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For the first time ever, you can make
programming, marketing, and management
ecisions based on up-to-the-minute facts!

For almost 20 years, Strategic Media Research has
been the leader in introducing innovative and high-
quality research to the radio industry. And now
Strategic introduces its most
valuable innovation yet:
AccuTrack!

AccuTrack is a new tool for 4
programmers and managers
that consists of the following
three components:

(1) Audience tracking:
Weekly faxes, based on AccuRatings’s huge sample
sizes, give you advance information on listening
behavior in your market — allowing you to see trends
weeks or even months before they finally show up in
Arbitron.

(2) Marketing tracking: Finally, you can learn
which of your advertising and marketing
expenditures are working for you (and, perhaps more
importantly, which aren't) ... with weekly updates
when your marketing is in the field.

(3) Perceptual tracking: Instead of looking at
perceptual research only once or twice a year,
AccuTrack will allow you to track key station
perceptions year-round -- on both yourself and your
key competitors.

To learn about special introductory prices and
avails options for AccuTrack — or about any of
Strategic's other innovative, high-quality research
services — call Tripp Eldredge at 1-800-777-8877.

| | | | 1 | | | | | | |
180 N. Wabash, Chicago, IL 60601
Phone (312) 726-8300
Fax (312) 726-8383
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Newspaper Ad Secrets Revealed!

he results are in. Radio is getting to work. At the recent

RAB Managing [eadership Conference, Arbitron present-
ed the findings of a recent perceptual study of America’s larg-
est retail spenders. The goal of the research was to understand
the perceptions of radio and other media. The sample consisted
of senior advertising and marketing executives from major lo-
cal spenders in banking, department stores, furniture stores, su-
permarkets, and appliance/electronics stores. These executives
manage advertising budgets totaling $2.5 billion in 1996. Here

are the top-line findings.

Retailers Want Results

First and foremost, retailers want
results. These are their Top 5 criteria
when it comes to choosing media:

Ability to bring in

potential customers 98%
Size of audience delivered 79%
Overall value 79%
Demographics delivered 77%
Ability to mold an image 64%
Top Radio Perceptions

Retailers were read more than 30
image phrases and asked to name the
first medium that came to mind. Ra-
dio’s Top 5 images were:

Best delivers the

younger demo 45%
Allows last-minute

copy changes 41%
Reaches people repeatedly  36%
Quality salespeople 21%
Cost-effective 21%

Throughout the research, radio’s
top image was for “best delivering the
younger demo.” When retailers were
asked to name the one age group that
radio targets best, the most common
response was “‘persons 18-35." Ra-
dio’s long-promoted flexibility of
copy changes is recognized. Adver-
tisers acknowledge radio’s ability to
reach people repeatedly as well.

Top Newspaper Perceptions
These are the images most associ-
ated with newspaper:

—XAAY d q

Used when people are
ready to make a purchase 59%
Best heips customers
pian where to shop 54%
Allows for last-minute
copy changes 46%
Is most-credible 41%
Most overutilized 34%

Newspaper is perceived as the
medium for impacting consumers
when they are in the decision-mak-
ing mode and ready to purchase.

The Stealth Competitor:
Direct Mail

The strong performance of direct
mail was one of the surprises of this
research. Here are direct mail’s Top
5 images:

Best targets your customers 48%

Can measure medium’s

effectiveness 45%
36%

Delivers upscale customers 36%

Gets best results

Accomplishes ad objectives 29%

A World Without
Newspapers?

What if newspapers ceased to
exist? Would radio drown in a sea
of new revenue? Not exactly. We
asked advertisers, “Where would
you put your money if you couldn’t
use newspapers?’ The winner?
Direct mail with 38%, followed by
TV (31%), then radio (26%). No
sense bashing newspapers. If
you succeed, you’ll push adver-
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By Pierre Bouvard

tisers into direct mail and TV!

Results Image
Drives Spending

The media that exhibit strong im-
ages for results get the retailer’s
money.

The adjacent chart indicates which
medium has the best image for get-
ting results and where the money is
spent. Note that 9% indicate radio
gets the best results, and 7% say they
spent the majority of their ad budget
with radio. Direct mail, TV, and
newspapers have stronger images for
getting results and thus get higher
spending.

The Action Plan

Like any perceptual study con-
ducted by a radio station, these re-
search findings should be used to
develop a product and marketing ac-
tion plan for radio. Industry leaders
have analyzed this research and de-
veloped recommendations for en-
hancing radio results and telling ra-
dio’s results story.

Fix The Leaky Bucket

Steve Marx — Chairman of the
Center For Sales Strategy, one of
radio’s leading sales and training
consultancies — argues that the find-
ings indicate radio needs to improve
its renewal rates and fix its leaky
bucket. Marx asserts radio does a
good job in sales, but needs to focus
on results. Results for new advertis-
ers means renewals.

Marx says that our new business
developmental efforts would be a lot
more productive if those new clients
we snare didn’t walk out the back
door shortly after coming in through
the front. Marx also recommends
that radio stations create new posi-
tions that focus on ensuring the cli-
ent’s success. Next week. Steve will
elaborate on his analysis of the news-
paper study and offer strategies for
growing radio’s share.

Bring Back O.E.S.

Remember Optimum Effective
Scheduling? It’s time to dust off your
O.E.S. book! O.E.S. is a simple
scheduling formula designed to cal-
culate the number of commercials
needed to get cash register results.

One crucial part of getting results
for retailers is running enough com-
mercials to bring prospects in the
door! To order your copy of the
O.E.S. book and video, call the NAB
at (800) 368-5644. (Ask for “Radio
Advertising’s Missing Ingredient:
The Optimum Effective Scheduling
System.” Item Number: 3630)

New Campaign:
Radio Gets Results!

The second part of the action plan
is to market the results that radio
achieves. Radio should apply its
prowess in listener marketing to ad-
vertiser marketing. Radio folks are
wizards at marketing to listeners.

We annually conduct local re-
search and build an action plan with
programming strategies, on-air, and
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Source: Arbitron & Edison Media Research

external promotion. Why can’t we do
the same thing for our local adver-
tisers?

Why not conduct an annual percep-
tual study of major local spenders in
your market? Why not build an ac-
tion plan encompassing on-air promo-
tion and external marketing to those
local heavy spenders? Approach your
local advertisers as you approach your
listeners. Understand their perceptions
and develop strategies.

The 10% Challenge

Each year, radio spends millions
of dollars promoting itself to listen-
ers. Radio spends little promoting it-
self to advertisers. If radio stations
were to take 10% of their listening
marketing budget and apply it to lo-

cal on-air and external marketing,
imagine the impact on the biggest
advertisers in your market!
Proving Radio’s Case

We are excited that the Arbitron
Newspaper Perceptual Study is help-
ing the industry contemplate strate-
gies to grow radio’s share. RAB Pres-
ident Gary Fries has issued a chal-
lenge for the creation of 1000 radio
success stories. (See box below.)

Radio is now armed with an un-
derstanding of advertiser percep-
tions. Let me know your thoughts
and ideas on how to enhance radio’s
ability to get results for clients. (For
a free copy of Arbitron’s Newspaper
Advertiser Perceptual Study, call
your Arbitron representative.)
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The RAB has announced a new program to collect, document, and publish
Radio Success Stories, so that radio sales professionals around the country
will have current proof of radio’s exceptional ability to deliver results for its

advertisers. We need your Success Stories today! The sooner we receive

materials, the sooner we can confirm, write, and publish this critical new radio

marketing weapon. Each Success Story should be approximately one page in

length and should be sent to:

Radio Gets Results
The Radio Advertising Bureau
1320 Greenway Drive,
Suite 500, Irving, TX 75038
or toll-free fax back at 1-800-981-3556

DATELINE

¢ January 2 (through March 26)
— Winter "97 Arbitron.

* March 12-16 — South By
Southwest Conference. Austin
Convention Center; (512) 467-
7979.

*March 22 — NARAS L.A.
Chapter “9th Annual Bowling
Bash.” Sports Center Bowl, Studio
City, CA; (310) 392-3777.

* March 27 — NABOB 13th An-
nual Communications Awards Din-
ner. Sheraton Washington Hotel; |
(202) 463-8970.

* March 27 (through June 18)
— Spring Arbitron.

* April 4-7 — Broadcast Educa-
tion Assn. 42nd Annual Conven-
tion “Reinventing Electronic Media:
Multimedia in the New Millennium "
Las Vegas Convention Center;
(202) 429-5354,

¢ April 5-10 — NAB '97. Las Ve-
gas Convention Center; (202) 775-
4970.

* April 5-10 — NAB Multimedia
Worlid. Las Vegas Convention Cen-
ter; (202) 775-4970.

* April 23 — Academy of Coun-
try Music Awards. Universal Am-
phitheatre, LosAngeles; (213) 462-
2351.
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17 Questions To Ask On A Sales Gall

By Irwin Pollack

he fact that God gave us one mouth and two ears should

be a hint to most salespeople: Listening is twice as impor-
tant as talking — especially when it comes to working one-on-
one with clients. The more we learn about their businesses, the
more prepared we’ll be to help them accomplish their goals.

Here are 17 groups of ques-
tions to ask that’ll give you the
information you need:

ﬁ How much sales growth
have you experienced year-to-
date? And how does this com-
pare to your initial expecta-
tions? Here’s your opportunity
to assess how pleased your pros-
pect is with business. This also
enables you to determine if this
prospect sets personal goals, and
if they set those goals too high
or too low. Always ask yourself
where the bar is being set.

0 Specificially, what sort of
O.P.M. (Other People’s Mon-
ey) have you been able to tap
into for advertising over the
past several months? Co-op
dollars? Vendor money? Tie-
ins with other merchants? This
clues you in on whether this
prospect even knows what forms
of O.P.M. are available, and how
creative this prospect is when it
comes to tapping into other re-
sources. Perhaps this an area in
which he or she could use your
help.

e What are the biggest mis-
conceptions about your busi-
ness? Begin to determine where
the scabs are, and start picking
their vulnerabilities. Hint at this
fact: Until they overcome mis-
conceptions, word-of-mouth
runs rampant!

o What are some of the
most important things that
people need to know about
your business? Once you have
the answers to this question —

One of the biggest
challenges in
selling advertising
is convincing
retailers that
advertising is
an investment,
not an expense.

and its previous counterpart —
you’ll have a pretty good idea of
what copy points are necessary.

9 Professionally, if I want-
ed to be a hero in your eyes,
what would need to be accom-
plished over the next six
months? You're letting them
know that being a “hero” is your
ultimate goal, and that it’l] take
six months to accomplish this.
And ... you'll be able to deter-
mine what the prospect’s goals
are.

o What’s the profile of your
typical primary customer?
Don’t let them answer you with
a simple demographic. Keep dig-
ging to determine the qualitative
information, too. For example,
ask the prospect how old these
customers are? How far do they
drive to get here? How much do
they spend on an average visit?
And what seem to be your hot
zip codes?

0 If I were to ask the last
five people who came in here
about your store, what would
they say? This allows you to
pick up copy points from your
prospect’s customers. Isn’t per-
ception the reality?

0 How many of our (insert
your radio station’s cume here)
listeners each week would you
like in your store, and how
much are you willing to pay to
get them in here? With this
question, you’re putting the
wheels in motion that the suc-
cess — or failure — of the cam-
paign will be partially deter-
mined by the degree to which
they commit.

9 What needs do you have
with respect to recruitment?
Product sampling? Signage?
Although you may consider all
of this to be advertising, many
clients break out their marketing
dollars into different subsets.
Also, you may be bringing up
some aspects of marketing that
the prospect may have never
even thought about.

@ What promeotional ideas
have you wanted to do in the
past, but haven’t had the num-
ber of staffers that you’d need
to accomplish these ideas?
Learn the prospect’s wish list,
then come up with ways to make
these things come true.

0 Which areas of your busi-
ness represent the most poten-
tial for growth? An even better
way to phrase this is to say,
“Let’s review each of your busi-
ness’s profit centers. After each,
let’s assign a number from one
to 10 based on potential for fu-
ture growth.” Here’s the part of
the sales call where you can
broach the subject of each of the
prospect’s different profit centers

T

Salespeople On The Move
= Leanard Madrid rises from Sr. AE 1o LSM at KLOS/L.A. Measwhile,

al erossiown KFWB, Fred Taylor joins the local sales team.

+ Joe Belshinis now DirMational Sales forJacor/San Diego, He pre-
vigusly served as NSM of Jacor's KPOP-AM & KGB-FM/SD.

and determine how much of
your energy should be spent
with each.

@ What would be the easi-
est way to drive revenues up
another 10%? This question
gets right to the bottom line. It
also show your intent to accom-
plish real results.

@ Let’s talk for a second
about your past experiences
with radio advertising; what
was good and what was bad
about them? Give the prospect
the opportunity to vent any frus-
trations. Don’t you need to know
the real truth?

@ Other than yourself, who
are some of the other advertis-
ing decision-makers for your
business? If you’re talking with
a gatekeeper, asking who’s the
decision-maker may make this
person feel unimportant. There-
fore, you want to acknowledge
this person’s role, but you also
want to get a list of the other
people involved in the process.
Be sure to get everyone!

Irwin Pollack
is President of
New Hampshire-
based Radio
Sales Intelli-
gence. He con-
sults radio sta-
tions and broad-
cast groups, and
can be reached
at (603) 598-
9300.

@ What’s your average
sale? This is the first part of the
“growth objective.”

@ What’s your average
closing ratio? This is the second
part of the “growth objective.”

m In your industry, what’s
considered a good profit mar-
gin? Asking about industry av-
erages prevents you from asking
a question that may be too per-
sonal at this point in the call.

The Growth Objective

One of the biggest challenges
in selling advertising is convinc-
ing retailers that advertising is an
investment, not an expense. One
way to do this is to show the
prospect — on paper — how to
turn his or her initial cash out-
lay into even more of a return.

You can do this by multiplying
his (or her) average sale by his (or
her) closing ratio. This gives you
the sale value per prospective cus-
tomer — even if that person
doesn’t buy anything.

When you multiply this sales
value per prospective customer by
your prospective client’s average
profit margin, you get the incre-
mental cash value for each new
person who walks into the store.

The Bottom Line

If you divide this incremental
cash value for each new person
into the schedule that you’re pro-
posing (i.e., your prospective cli-
ent’s incremental expense), it’ll
show your prospective client just
how many people need to re-
spond to the campaign in order
for him (or her) to get a return
on his (or her) investment.

ALLU
RAGK

Radio’s ultimate audience
tracking system!

For the first time ever, you can make programming, marketing, and manage-
ment decisions based on up-to-the-minute facts. Call Strategic Media Research
now to learn more: 1-800-777-8877
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Rock The Vote Recognizes Radio

By Michael Mango, PROMAX International

KQX-FM (Q101)/Chicago and WJIMN-FM (Jam’n
94.5)/Boston share the distinction of being the first ra-
dio stations to be recognized by Rock The Vote.

The two radio stations were hon-
ored at the fourth annual Patrick
Lippert Awards — hosted by Rock
The Vote and MTV — for their suc-
cessful “Get Out The Vote” cam-
paigns that were part of last year’s
“Radio Rocks The Vote” program.
Until now. awards had gone to indi-
vidual artists only.

The civic-minded stations were
praised for reaching out to young lis-
teners with the message that their
votes count. Both on and off the air,
the stations made voter registration
— and youth participation, in par-
ticular — a top priority. All told,
Radio Rocks The Vote and its 86
radio partners registered 80.000 lis-
teners in time for last November’s
elections.

Heavy Metal Treasure

Vancouver, BC’s 99.3 The Fox
loaded a dump truck with sand,
threw in a set of Metallica tickets
and backstage passes and a few
copies of the band’s latest disc
(“Load™) — get the connection?
— and let nine listeners loose on
a frantic treasure hunt. (Let’s hope
they remembered their pails, shov-
els, and sifters, played nice with
the other kids, and — above all —
had a load o" fun.)

PR@MAX

PONRETIOE € mANKETING EXECTTINES 10 THE CLECTARNIC NEDIR

Party Hearty

WHQT-FM (Hot 105)/Miami is
planning the “Hits And Oldies Fam-
ily Reunion” — a listener party that
the station expects will attract more
than 40,000 of its closest friends.

The day-long listener apprecia-
tion festival will feature multicul-
tural arts and crafts. food vendors,
a lifestyle expo, a sports area, and
two stages to accommodate a pro-
fusion of musical groups, includ-
ing the Isley Brothers.

The station is giving away thou-
sands of tickets at various locations,
and special VIP tickets over the air.
A portion of the proceeds generat-
ed by the event will go to the Hot
105 Child Adoption Fund.

Swingin’ Soiree
KROQ/Los Angeles treated 300
lucky listeners to a special screen-

as its visual identifier.

CAREFUL WITH THAT AXE, YOU GENIUS — WGLF (Guif 104)/Talla-
hassee, FL uses this classic rock ‘n' roll image — a Gibson Les Paul —

Just a sneaker.

ImAacE I

EVERVTUING

ing of “Swingers,” then threw a par-
ty for them at the Derby, the art deco
nightclub that inspired — and can
be seen in — the film. House band
Big Bad Voodoo Daddy was on
hand. as were the Squirrel Nut Zip-
pers, to give those taking part in the
club’s swing dance lessons some-
thing to move ’n’ groove (0.

Safe Seats

KSTP/Minneapolis is airing an
important message all year long —
4-10-8-year-old kids are at risk in
automobiles. They’re usually too big
for toddler seats, but too small to
safely use a lap/shoulder belt.

The solution, according to KSTP,
is the Precision Booster Seat. The
station is promoting the use of these
special seats with PSAs. Working
together with Precision Tune Auto
Care, KSTP donated nearly $4000
to the Minnesota Safety Council to
help get the seats to low-income
families.

Healthy Helping

The latest WFBQ/Indianapolis
“Bob & Tom Leukemia Radiothon™
netted $63,000 in 12 straight hours
— a new station record. Listeners
pledged money to have songs either
played or detonated on-air. and Bob
& Tom auctioned off some celebri-
ty memorabilia. The big ticket items
were John Mellencamp’s guitar
($6500) and Michael Jordan’s jer-
sey ($3000).

Lincoln Slept Here

WFNX/Boston aired a live re-
mote from Lincoln, MA to prove
that anyone with enough bread can
book the Lincoln Bedroom. The sta-
tion oftered the presidential suite at
a local hotel to the sponsor with the
deepest pockets.

Pro:Motions

* Brian Matthews s the new
Promotions Dir. for KHTS-FM/
San Diego. He previously
served as Promotions Mgr. for
crosstown KKLQ-FM. Mean-
while, at sister KIOZ-FM, Dir./
Mktg. & Promotions Chris
Ryan exits.

*Irma Molina joins KUPR-
FM/San Diego as Marketing
Dir. She most recently served
in a similar role at KKHJ-AM,
KWIZ-AM & KBUE-FM/L.A.

* Greg Jena rises to Dir/
Mktg. & Promotion at KDKA/
Pittsburgh. He joined the sta-
tion in 1987 and has served as
APD, News Editor, and Execu-
tive Producer.

¢ Suzanne Guiliano is now
Eastern Marketing Specialist
and Gene Snook becomes
Western Marketing Specialist at
Katz Hispanic Media. Guiliano
— most recently a Hispanic
marketing rep for the American
Dairy Association — will be
based in NY; Snook, who for-
merly served as Nat'l AE forLa
Opinion, will be based in L.A.

April Promotional Opportunities

Month-Long
Opportunities

¢ Actors Appreciation Month

¢ Alcohol Awareness Month

« Cancer Control Month

« Child Abuse Prevention Month

» Confederate Heritage Month

* Dog Appreciation Month

e Fair Housing Month

* Fresh Florida Tomato Month

¢ Holy Humor Month

* Home Improvement Month

¢ International Amateur Radio
Month

« International Guitar Month

* Keep America Beautiful Month

e Knuckles Down Month

» Listening Awareness Month

* Mathematics Education Month

e Young Child Month

* Multicultural Communciation
Month

¢ Municipal Community Services
Month

» National Anxiety Month

« National Fresh Celery Month

¢ National Garden Month

» National Humor Month

¢ National Occupational Therapy
Month

» National Poetry Month

*National Recycling Month

* National Welding Month

* National Woodworking Month

¢ Parkinson’s Awareness Month

 Prevention Of Cruelty To Animals
Month

¢ SexualAssault Awareness Month

» Sports Eye Safety Month

» Stress Awareness Month

e Travel & Entertainment Books
Month

Special Days & Weeks

March 31 - April 6 — National
Laugh Week

April 1 — Dollar sign ($) created
(1778)
National Radio Talk Show Host
Day
Firefighter’s Day

April 2 — First motion picture
theatre opened (1902)
Great Lovers Day

April 3 — American Circus Day
Don't Go To Work Unless
It's Fun Day

April 4-6 —Alcohol-Free Weekend

April 6-12 — National Birth
Parents Week

National Garden Week
Egg Salad Week
April 6 — Mormon Church
founded (1830)
Twinkies Day
April 7— Matches invented (1827)
Television first shown to the
public (1927)
April 8 — Behave Yourself Day
April 9 — Longest Word Day
TV Guide's birthday (1953)
April 11 — Sexual harassment
banned (1980)
April 12 — Stupid Pet Tricks Day
World's Largest Trivia Contest

| April 13-19 — National Library

Week
April 13 — World’s Largest Hula
Competition
April 14 — Webster’s dictionary
first published (1828)
April 15— Get That Stain Out Day
First McDonald’s (1955 — Des
Plaines, IL)
National Hostility Day
Rubber Eraser Day
April 16 — Look-alike Day
National CPAs Goof-off Day
National Stress Awareness Day
April 18 — First crossword puzzle
book (1924)
First Walk/Don’t Walk Sign (1955)
April 20-26 — Big Brothers/Sisters
Appreciation Week
National Lingerie Week
Professional Secretaries Week
April 23 — New Coke introduced
(1985)
April 24 — Change Your Batteries
in Your Car Alarm Day
National TV Turn-off Week
April 25 — Abortion first legalized
(1967)
First seeing-eye dog given to
owner (1928)
First state to require license
plates: New York (1901)
Take Our Daughters To Work Day
April 26 — Largest bank robbery
ever (1981 — Tucson, $3.3
million)

National Crayola Day

April 28 — Kiss Your Mate Day
April 30 — National Honesty Day

For national sponsor addresses and
phone numbers for any special month,
week, or day, contact sales and man-
agement trainer lrwin Pollack at (603)
598-9300.

Show Us Your Marketing Campaign!

H ow is your station marketed visually? Care to share

your campaign with us?

R&R has started to prepare “Marketing & Promotion Guide
1997,” the industry’s comprehensive resource to effective
radio station marketing for a new era in broadcasting.

The guide will prominently showcase radio’s finest visual

images from these categories:

« Billboards, buscards, and other outdoor signs

* TV spots (stills)
e Bumper stickers
¢ Print ads

s In-house publications

» Web sites
* Station CDs

¢ T-shirts and other merchandise

Send your materials by Aprii 1 to:

Margo Ravel -R&R
10100 Santa Monica Blvd., 5th Floor
Los Angeles, CA 90067
Materials will be returned upon request.
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'MUSIC & MOVIES

CURRENT

HOWARD STERN’S PRIVATE PARTS (Warner Bros.)
Single: Hard Charger/Porno For Pyros
Other Featured Artists: Marilyn Manson, Green Day, Van Halen

JUNGLE2JUNGLE (Walt Disney)

Single: It Starts In The Heart/Maxi Priest
Other Featured Artists: Peter Gabriel w/Youssou N’ Dour, Jam Nation

* BOOTY CALL

Single: Can We/SWV (Jive)

JERRY MAGUIRE (Epic Soundtrax)
Featured Artists: Neil Young, Aimee Mann, Bruce Springsteen

* MICHAEL (Revolution)

Single: Through Your Hands/Don Henley
Other Featured Artists: Kenny Wayne Shepherd, Bonnie Raitt

LOST HIGHWAY (Nothing/Interscope)

Single: The Perfect Drug/Nine Inch Nails
Other Featured Artists: David Bowie, Lou Reed, Smashing Pumpkins

THE PREACHER’S WIFE (Arista)

Single: Step By Step/Whitney Houston
.~ ONE FINE DAY (Columbia)
Single: For The First Time/Kenny Loggins
Other Featured Artists: Keb’Mo’, Tina Arena, Natalie Merchant
WHEN WE WERE KINGS (Mercury)
Singles: Rumble In The Jungle/Fugees

When We Were Kings/Brian McKnight & Diana King
: Other Featured Artists: James Brown, B.B. King
.« DANGEROUS GROUND (Jive)
Singles: The World Is Mine/lce Cube

Ghetto Smile/B-Legit f/Daryl Hall (Sick Wid’ 1tJive)
Other Featured Artists: Keith Murray, Jay-Z, KRS-One

* SUBURBIA (DGC/Geffen)

Featured Artists: Beck, Butthole Surfers, Girls Against Boys

COMING

. » LOVE JONES
Single: Hopeless/Dionne Farris (Columbia)
. » SELENA
Single: Dance Medley/Selena (EMl/Latin)

_ + THE SAINT (Virgin)

Single: Out Of My Mind/Duran Duran
Other Featured Artists: Sneaker Pimps, Duncan Sheik, Luscious Jackson

e o S
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i Hot new music-related World
Wide Web sites, cool cyberchats,
and other points of interest along
the information superhighway.

'Met Chats

John Tesh, Monday (317)at9pm
ET/6pm PT, Prodigy (jump: CHAT).

Nashville violinist Mark
O’Connor, Monday at 11pm
ET/8pm PT, America Online
(keyword: LIVE).

“Howard Stern Show” pro-
ducer Gary Dell’ Abate, Thurs-
day (3/20) at 10pm ET/7pm PT,
Prodigy (jump: CHAT).

On The Web

Hear No Mercy live from
Houston, Saturday (3/15) at
7pm ET/4pm PT (http:/
www.AudioNet.com).

At 10pm ET/7pm PT that
evening, Cibo Matto and Rail-
recad Jerk’s New York show
beams out live over the ‘Net
(http://www.sonicnet.com).

Catch a Beausoleil show
Sunday at 3pm ET/noon PT,
and arrive 15 minutes earlier to
hear an interview with band
leader Michael Doucet (htip:/
/www.LiveConceris.com).

Spend St. Patrick’'s Day
evening with, fittingly enough,
the Young Dubliners, cyber-
castfrom L.A.’s House Of Blues
at midnight ET/9pm PT (http://
www.LiveConceris.com).

Listen to Erasure’s perfor-
mance at New York’s Irving Pla-
za on Tuesday (3/18), starting
at 8pm ET/5pm PT (http://

e g

CYBERSPACE
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MONDAY, MARCH 24

1958/Elvis Presleyis inducted into the
Army.

1986/Lionel Richie wins a Best Origi-
nal Song Oscar for “Say You, Say
Me” from the film “White
Nights.”

1991/The Black Crowes are dropped
as the opening act for ZZ Top’s
tour for repeatedly criticizing
tour sponsor Miller Beer.

TUESDAY, MARCH 25

1961/Elvis Presley gives what will be
his fast live show for another
eight years.

1967/The Who make their American
debut as part of Murray The K's
Easter show.

1976/Jackson Browne's wife, Phyllis
Major, commits suicide.

1985/Stevie Wonder wins a Best Orig-
inal Song Oscar for “1 Just Called
To Say | Love You” from “The
Woman In Red.” Prince wins one
for the score to his “Purple Rain”
movie.

Born: Aretha Franklin 1943, Elton
John 1947

WEDNESDAY, MARCH 26

1965/Jett Beck replaces Eric Clapton
as the lead guitarist in the Yard-
birds.

1972/David Bowie convinces Mott The
Hoople to stay together by writ-
ing “All The Young Dudes” for the
group.

1977/Elvis Costello releases his first
single, “Less Than Zero.”

1995/Rapper Eazy-E (aka Eric Wright)
dies of complications from AIDS.

Born: Diana Ross 1944, Steven Tyler
(Aerosmith) 1948, Teddy Pen-
dergrass 1950

THURSDAY, MARCH 27

1968/R&B giant Little Willie John, 31,
dies of a heart attack while serv-
ing time for murder.

1986/Sammy Hagar plays his first
show as Van Halen's new lead
singer.

1987/U2 recreate the Beatles’ rooftop
concert while filming the video
for “Where The Streets Have No
Name” in L.A.

7995/Elton John and Tim Rice win a
Best Original Song Oscar for
“Can You Feef The Love Tonight”
from “The Lion King.” Quincy
Jones is given the Jean Hear-
shalt Humanitarian Oscar.

Born: the late Sarah Vaughn 1924,
Tony Banks (Genesis) 1950,
Mariah Carey 1970

FRIDAY, MARCH 28

% ..... e

The Beatles — playin’ the band.

1964/The Beatles become the first
rockers to be cast in wax at Ma-
dame Tussaud's museum in Lon-
don.

1969 Joe Cocker makes his American
concert debut, performing at the
Fillmore East in New York.

1976iGenesis starts its first U.S. con-
cert tour with new lead singer
Phil Collins.

Born: Cheryl “Salt” James (Salt-N-
Pepa) 1969

SATURDAY, MARCH 29

1973/Dr. Hook finally get their wish as
their smilin’ faces adorn the cov-
er of Rolling Stone.

1979/Eric Clapton marries good friend
George Harrison’s ex-wife, Pat-
Li Boyd.

1985/Wadonna makes her movie de-
but as “Desperately Seeking Su-
san” premieres.

1989/€arly Simon wins a Best Origi-
nal Song Oscar for “Let The Riv-
ar Run” from “Working Girl.”
Dave Grusin wins one for scor-
ing “The Milagro Beanfield War.”

Born: Perry Farrell (Porno For Pyros)
1969

SUNDAY, MARCH 30

1967/The Beatles are photographed for
the “Sgt. Pepper’s Lonely Hearts
Glub Band” album cover.

1970/Miles Davis releases his “Bitch-
es Brew” album.

1987/Berlin wins a Best Original Song
Oscar for “Take My Breath Away”
from “Top Gun,” and Herbie
hiancock wins one for his take
cn “’Round Midnight.”

Born: Eric Clapton 1945, Celine Dion
1968

— Jay J. Levy
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Long Live Techno!

ntertainment Weekly devotes

10 pages to support its headline

premise: “Rock Is Dead.” Among the

new artists touted in the sub-story

“Rave New World” are Prodigy, Un-

derworld. Goldie, Chemical Broth-
ers, and Utah Saints.

“All the journalists who are get-
ting excited about this ‘electronica’
revolution, | feel they missed the
boat. The stuff that's going on now
is a real pale imitation of what was
happening five years ago” — Moby
ho-hums the trend.

Others providing a more positive
spin on the new genre:

“To some extent [alternative
rock] has become everything it
set out to cure™ — Reprise
Records President Howie Klein

“What we have now is alterna-
tive corporate rock, practically. The
energy that emanated from Seattle
in the late '80s, early '90s is obvi-
ously a five-year-old energy — and
in rock & roll, five years is a gener-
ation” — Mercury Records Presi-
dent Danny Goidberg.

“| don’t know if it's gonna be de-
fined by radio like most pop music
is — certainly not in its early stag-
es. The commercial possibilities at
some time will catch up to the tal-
ent, so you're kind of investing in
the future” — Geffen Records
President Bill Bennett.

“It's about time. I've been watch-
ing [Prodigy] in Europe for awhile
and wondering when the kids here
would figure that out, because once
they do, it'll be all over. We played
festivals with Prodigy in Europe and
saw 50,000 kids going insane.
They're harnessing the same en-
ergy Jerry Lee Lewis harnessed
in the '50s — and there’s a sense
of humor with it. | think it’s cool; |
condone” — DGC/Geffen artist
Beck.

No Friend Of Mine

Carlos Leon is seeing red since
Madonna has resurrected her
friendship with Ingrid Casares
Casares convinced the Material
Mom she has slowed down her
partying lifestyle, but Leon still
thinks she’s a bad influence (Star).

After an altercation, Michael
Jackson has banished his former
best friend Bubbles the Chimp to live
with 80 other abandoned chimps at
a compound at the Angeles Nation-
al Forest (Star).

‘| was the pop guy, the simplistic
writer, and Jay [Farrar] was the po-
etic genius and obviously the main
guy in Uncle Tupelo. Why do |
care? It's an ego thing. It didn't hap-
pen by anyone’s grand design. And
it should really be listened to like that”
— former Uncle Tupelo partner and
Wilco founding member Jeft
Tweedy vents (Rolling Stone).

Baby Makers, Baby Takers

“Prince’s baby didn't have lo die!”
screams the opening sentence inthe
National Enquirer story on why po-
lice are investigating his baby’s mys-
terious death. Meanwhile. the Star
says the police are investigating be-
cause of conflicting informationion the
birth and death certificates.

While Barbra Streisand has ac-
cepted son Jason Gould's bache-
lor lifestyle, she is urging him ta adopt
ababy so she can help raise it. (Star)

The Star also features a page-
long story on LeAnn Rimes and
how she's still mom'’s little girl

Former Mrs. Jackson Lisa Marie
Presley is begging Michael to let
her raise his baby boy in a normal
environment. And according to
sources, he's considering it be-
cause he admires how she raised
her own children. Danielle and Ben
(Globe)

Meanwhile, the National Enquir-
er's article on the baby’s birth moth-
er, Debbie Rowe details her ago
ny when Jackson took her little boy
after he was born and refuses to
let her see the him

London Calling

“Flattering the worst people and
insulting the best, like ‘New Wave’
when | started out” — Elvis Castel-
lo on the term “Britpop” that is used
to describe the current music com-
ing from London (Vanity Fair).

Also in the 25-page report on
how London got its groove back:
Alan McGee — discoverer of Oa-
sis and founder/head of Creation
Records — rants, “Pop was bullshit
in the '80s. Spandau Ballet. Ka-
jagoogoo. Simple Minds. Phil
Collins. The Jesus and Mary
Chain[McGee's first signing to Cre-
ation] were one of the first real
bands that said, ‘Fuck you, we've
got attitude.”™

A Real Firestarter

“He would actually light his farts
by putting a match or a little butane
lighter near his butt and you'd see
an explosion” — school buddy Scott
Passeser recalls the good old days
with Howard Stern (Globe)

Speaking of fire, Shania Twain’s
sister. Jill, has been arrested for
setting fire to an ex-boyfriend’s
property {National Enquirer)

Finding Good In Evil

“Yeah, I'm classically trained, but
I'm not really very good at it. And
anyway, there's a Shakesperean
quality to Pig Vomit — he’s kind of
in the evil lago mold” — Paul Gi-
amatti, who plays Howard Stem’s
nemesis in “Private Parts” (Enter-
tainment Weekly).

Each week R&R sneaks a peek through the nation's consumer
magazines in search of everything from the sublime to the ridicu-
lous in music news. R&R has not verified any of these reports.
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MUSIC TELEVISION®
59.4 million households
Patti Galluzzi,
VP/Music Programming

|ADDS |
NOTORIOUS B.1.G. Hypnotize {Bad Boy/Arista)

SPICE GIRLS Say You'll Be There (Virgin)
SILVERCHAIR Freak (Epic)

| EXCLUSIVE e

AEROSMITH Faliing In Love (Is Hard On ...) {Columbia)
BECK The New Pollution (DGC/Geffen)

| HEAVY |
AALIYAH One In A Million (BlackGroung/Atiantic)
BABYFACE Everytime [ Close My Eyes (£pic)

ERYKAH BADU On & On (Kedar/Universal)

BUSH Greedy Fly (Trauma/Interscope)

COLLECTIVE SOUL Precious Declaration {Atiantic)
SHERYL CROW Everyday Is A Winding Road {A&M)
LIVE Lakini's Juice (Radioactive)

METALLICA King Nothing { Flektra/EEG)

NINE INCH NAILS The Pertect Orug (Nothing/Interscope)
OFFSPRING Gone Away (Columbia)

PORND FOR PYRDS Hard Charger {Warner Bros.}
PUFF DADDY Can't Nobody Hold Me Down (Bad Boy/Arista)
VERVE PIPE The Freshman (RCA)

WALLFLDWERS One Headlight (/nterscope)

| JAM OF THE WEEK |

GHOST FACE KILLER Al | Got Is You (Epic)

|STRESS o

FIDNA APPLE Steep To Dream (Work)

BLACKSTREET Don't Leave Me (/nterscope)

MARY J. BLIGE Love is Ail We Need (MCA)

SNDOP DOGGY DOGG Vapors {Death Row/interscope)
WARREN G | Shot The Sheriff (Def Jam/RAL/Mercury)
ORU HILL in My Bed {/sfand}

WHITNEY HDUSTON Step By Step (Arista)

JEWEL You Were Meant For Me (Atlantic)

KORN A.D.L.D AS. {{mmortal/Epic)

MAKAVELI To Live & Die In L.A. (Death Row/Interscope)
MONICA For You | Wili (Warner Sunset/Atiantic)

NO DOUBT Excuse Me Mr. (Trauma/Interscope)
NOTORIOUS B.1.G. Hypnotize (Bad Boy/Arista)
DUNCAN SHEIK Barely Breathing (Atfantic)

SPICE GIRLS Say You'll Be There (Virgin)

SUBLIME Santeria (Gasoline Alley/MCA)

VERUCA SALT Voicano Girls {Outpost/Geffen)

WILCD Outtasite (Outta Mind) (Reprise)

|\BREAKTHROUGH |

JAMIROQUAI Virtual Insanity (Work)

|ACTIVE |

ALLURE f/NAS Head Over Heels {Crave)

FOXY BROWN {1l Be Good (Def Jam/RAL/Mercury)
CAMP LO Luchini (Profite)

PAULA COLE Where Have All The Cowboys Gone {imaga/W8)
0J KOOL Let Me Clear My Throat (American/W8)
LUSCIOUS JACKSON Naked Eye {Grand Royal/Capitoh
MAXWELL Sumthin’ Sumthin’ {Columbia)

NO MERCY Piease Don't Go (Arista)

KEITH SWEAT Just A Touch {Efektra/EEG)

WESTSIDE CONNECTION Gangstas Make .. (Lench MobyPrionty)

(ON 2

LEAH ANOREONE it's Alright, tt's OK (RCA}

BIG HEAD TODD & THE MONSTERS Resigraton . (Revolstion)
JON SPENCER BLUES EXPLOSION Wail (MatadorCapito)
KULA SHAKER Hey Dude {Columbia)

JONNY LANG Lie To Me (A&M)

MIGHTY MIGHTY BOSSTONES The impression | Get (Meroury)
SILVERCHAIR Freak (£pic)

SPACE Female Of The Species (Gut/Universal)
SQUIRREL NUT ZIPPERS Heil (Mammoth/Atlantic)

U2 Discotheque (/sland)

Video airplay from March 17-23.

MUSIC PIRST
50.8 milfion households
Lee Chesnut, VPMusic Programming
Wayne Isaak, Sr. VPMusic & Talent Relations

|ADDS b

SAVAGE GARDEN | Want You (Columbia)

BRUCE SPRINGSTEEN Secret Garden (Columbia)
SHAWN COLVIN Sunny Came Home (Columbia)
AFTER 7 Sara Smile (Virgin)

BARENAKED LADIES The Old Apartment (Reprise)
BLACKSTREET Don't Leave Me (/nterscope)
CDLLECTIVE SOUL Precious Declaration (Atiantic)
INXS Elegantly Wasted (Mercury)

VAN MORRISON The Healing Game (Polydor/A&M)

hXL |
SHERYL CROW Everyday Is A Winding Road (A&M)
WHITNEY HOUSTON Step By Step (Arista)

JEWEL You Were Meant For Me (Atlantic)

NO DOUBT Don't Speak (Trauma/Interscope)
WALLFLOWERS QOne Headlight (/nterscope)

[LARGE ]

“AFKAP" Sombody's Somebody (NPG/EMI)
BABYFACE Every Time | Close My Eyes (Fpic)
PAULA COLE Where Have All The Cowboys Gone (imago/WB)
COUNTING CROWS A Long December (DGC/Geffen)
CELINE DIDN Al By Myself (550 Music)

EN VOGUE Don't Let Go {Love) (FastWest/EEG)
SAVAGE GARDEN | Want You {Columbia)

BRUCE SPRINGSTEEN Secret Garden (Columbia)

U2 Discotheque (/s/and)

|MEDIUM ]
ERYKAH BADU On & On (Kedar/Universal)

SHAWN COLVIN Sunny Came Home (Columbia)

JOHN MELLENCAMP Just Another Day (Mercury)

JON SECADA Too Late, Too Soon (EM))
DUNCAN SHEIK Barely Breathing (Atfantic)

[cusTOM 4

AALIYAH One In A Million {BlackGround/Atlantic)
AFTER 7 Sara Smile (Virgin)

LEAH ANDREDNE It's Alright, It's OK (RCA)

FIONA APPLE Sieep To Oream (Work)

MERRIL BAINBRIDGE Under The Water (Universal)
BARENAKED LADIES The Old Apartment (Reprise)
BIG HEAD TODO & THE MONSTERS Resigration... (Revolution)
BLACKSTREET Don't Leave Me (Interscope)
COLLECTIVE SDUL Precious Declaration (Atlantic)
PHIL COLLINS It's In Your Eyes (Atfantic)

DAVE MATTHEWS BANO Crash Into Me (RCA)
GINA G Och Aah ... Just A Little Bit (Fternal/WB)
DRU HILL In My Bed (/siand)

INXS Elegantly Wasted {Mercury)

ISLEY BROTHERS Tears (7-Neck/Island)

FREEDY JOHNSTON On The Way Out (Elektra/EEG)
AMANDA MARSHALL Fail From Grace (Epic)
MAXWELL Sumthin’ Sumthin’ (Columbia)

MONICA For You ! Will (Warner Sunset/Atlanta)
VAN MORRISDN The Healing Game (Polydor/A&M)
‘onns Someone Who's Cool (Elektra/EEG)

SPICE GIRLS Wannabe (Virgin)

KEITH SWEAT Nobody (Elektra/EEG)

LUTHER VANDRDSS | Can Make It Better (LV/Epic)

Video airplay from March 17-23.

TOP TEN SHOWS
MARCH 3-9

Total Audience
(97 million households)

Seinfeld

Friends

Touched By An Angel
Suddenly Susan

3rd Rock From The Sun
60 Minutes

Movie (Sunday)

(“To Dance With Olivia”)
Home Improvement
20/20

10 Cybill

NGO AW~

© X

Adults 18-49

Seinfeld

Friends

Suddenly Susan

3rd Rock From The Sun
Home Improvement
The X-Files

The Drew Carey Show
Spin City

Prince Street

10 Arsenio

WHNOOGOAEWN -

Source: Nielsen Media Research

CominG NExT WEEK

All show times are ET/PT
unless otherwise noted; sub-
tract one hour for CT. Check list-
ings for showings in the Moun-
tain time zone. All listings sub-

ject to change.

Friday, 3/14

¢ Robin Quivers, “The To-
night Show With Jay Leno.”

¢ The Cranberries’ Dolores
O’Riordan and Duran Duran’s
Simon LeBon perform on
“ABC in Concert” (check local
listings).

Saturday, 3/15

* Beck and Coolio are setto
perform live from Seattle when
MTV presents the premiere par-
ty for GameWorks, a new en-

& hs

tertainment venture co-inspired
by DreamWorks SKG (8pm).

¢ Joe Diffie performs on“The
Statter Bros. Show” (TNN,
9pm ET/6pm PT)

* Sting hosts and Veruca
Salt perform on “Saturday Night
Live” (NBC, 11:30pm).

Monday, 3/17

¢ Jo Dee Messina, “Prime
Time Country” (TNN, 9pm EST/
6pm PST).

* The Chieftains perform
and Howard Stern is inter-
viewed on “Late Show With
David Letterman.”

Tuesday, 3/18

* Rodney Crowell and Lyle
Lovett perform on “Waylon
Jennings & Friends” (TNN,
8pm ET/5pm PT).

* Brenda Lee and Mel Tillis,
“Prime Time Country.”

* Johnny Cash, “Jay Leno.”

* Kodo, “David Letterman.”

Wednesday, 3/19

* Willie Nelson is profiled on
TNN’s “The Life And Times Of
...” series (8pm ET/5pm PT).

* Diamond Rio, “Prime Time
Country.”

*“Tracy Byrd: Big Love” —
an hourlong concert special —
premieres on TNN (10pm ET/
7pm PT).

* Chris Whitley, “David Let-
terman.”

A
* Space, “Late Night With
Conan O'Brien.”

Thursday, 3/20

* Delbert McClinton, Lee Roy
Pamell, Collin Raye, and Rick
Trevino, “Prime Time Country.”

) S 35 million housetolds
) " Lydia Cole,
(AR VP Music Frogramming
| Video Playlist |

ORU HILL In My Bed {/s/and)

PUFF DADDY Can't Nobody Hokd Me Down (Bad Boy/Arista)
WHITNEY HOUSTON Step By Step {Arista)

ERYKAH BAOU On & On (Kedar/Universal}

KEITH SWEAT Just A Touch (Elektra/EEG)

AALIYAH One In A Million (BiackGround/Atiantic)
IHANE Request Line (/iitown/Motown)

“AFKAP" Somebody's Somebody (NPG/EM)
MAXWELL Sumthin’ Sumthin’ (Columbia)

BABYFACE Every Time | Close My Eyes (£pic)

Information for week ending March 14.

| - RapCityTop10 |

PUFF DADOY Can't Nabody Hold Me Down {Bad Bov/Arista)
FUGEES Rumble in The Jungle {Mercury)

TRACY LEE The Theme (Universal)

REOMAN Whatever Man (Def JamyRAL/Mercury)
FOXY BROWN 1'li Be { Vio/ator/Def Jam/RALMercury)
RZA Tragedy (Geniush

JAY-Z Feelin’ it (Roc-A-Fella)

TELA Sho *Nuff (Suav House/Relativity)

ARTIFACTS The Ultimate (Big Beat/Atfantic)

LI’ KIM Crush On U (Undies/Atlantic)

Information for week ending March 14.

T HE
21 million househoids
Liz Kiley,
VP/Programming
MUSIC TELEVISION

YOU CONTROL.

| National Top 20 |

LIL KiM Crush On U (Undies/Atiantic)

SPICE GIRLS Wannabe {Virgin)

ORU HILL In My Bed {/sland)

WHITNEY HOUSTON Step By Step (Arista)

RAHSAAN PATTERSON Stap By (MCA)

TRU | Always Feel Like...{Priority)

MACK 10 & D0GG. .. Nothin' But... (Buzztone/Priority)
MARIO WINANS Don't Know (Motown)

ROME | Belang To You (RCA)

PEGGY SCOTT-ADAMS Bill (Miss Butch/Mardi Gras)
WESTSIOE CONNECTION Gangstas... (Lench Mob/Prionty)
112 Cupid (Bad Boy/Arista)

“AFKAP" Somebody’s Somebody (NPG/EMI)

AALIYAH One In A Million (BlackGround/Atiantic)

MiNT CONOITION You Don't Have... {Perspective/A&M)
PUFF DADDY Can't Nobody Hold Me... (Bad Boy/Arista)
TASHA HOLIDAY Just The Way You Like it (MCA)
ZHANE Request Line (/itown/Motown)

T. CAMPBELL Don't Ask My Neighbars (Warner Bros.)
FOXY BROWN I'll Be ( Vio/ator/Def Jam/RAL/Mercury)

Most requested for week ending March 7.

PRILSTAR

CONCERT PULSE

Avg. Gross
Pos. Artist (in 000s)
1 METALLICA $551.2
2 BETTE MIDLER $482.9
3 KENNY G/TONI BRAXTON  $472.2
4 REBA McENTIRE $409.8
5 TRAGICALLY HIP $352.8
6 RUSH $303.4
7 PHISH $259.3
8 ALAN JACKSON $250.9
9 SMASHING PUMPKINS $234.8
10 STONE TEMPLE PILOTS §229.2
11 DAVE MATTHEWS BAND $208.5
12 HOOTIE & THE BLOWFISH  $193.3
13 VINCE GILL $176.9
14 EMMANUEL TOUR $157.6
15 BRUCE SPRINGSTEEN $122.4

Among this week's new tours:
CHALK FARM
CRAVIN' MELON
KULA SHAKER
NILS LOFGREN
BARRY MANILOW
MARILYN MANSON
ORBIT
STEVE MILLER BAND
The CONCERT PULSE is courtesy of Poilstar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (209) 271-7900.

WEEKEND BOX OFFICE
3 MARCH 7-9
g 1 Private Parts $14.61
§ (Paramount)*
i 2 Jungle2Jungle  $12.81
i (Buena Vista)*
. 3 The Empire Strikes  $6.04
. Back (Fox)
4 Donnie Brasco $7.83
(TriStar)
5 Booty Call $4.06
(Columbia)
6 Star Wars (Fox) $3.89
7 Absolute Power $3.71
(Columbia)
8 Dante’s Peak $3.22
(Universal)
9 Vegas Vacation $2.38
. (w8
10 Marvin’s Room $2.36
: (Miramax)
10 Rosewood (WB) $2.90
2
; All figures in millions

* First week in release
Source: Entertainment Data Inc.

COMING ATTRACTIONS:
This week’s openers include
“Love Jones,” starring Larenz
Tate and Nia Long. The film's
Columbia soundtrack contains
cuts by Dionne Farris (“Hope-
less”), Maxwell (“Sumthin’
Sumthin’: Mellosmoothe™),
Groove Theory (“Never
Enough”), Xscape (“in The
Rain”), Brand New Heavies (|
Like it"), Kenny Lattimore
(“Can’t Get Enough”), Cassan-
dra Wilson (“You Move Me"),
and the Refugee CampAlistars
f/Lauryn Hill (“The Sweetest
Thing”), among others.

“City Of Industry,” starring
Harvey Keitel and Stephen
Dorff, also opens this week.
The film’s Island soundtrack
sports Lush’s “Last Night (Dark-
est Hour Mix),” Tricky’s “Over-
come,” Massive Attack’s
“Three,” along with songs by
Death In Vegas, Lionrock, Mr.
Jones, Bomb The Bass f/Jus-
tin Warfield, and more.

Opening in limited release is
“Gentlemen Don't Eat Poets,”
starring A&M artist Sting and
his wife, producer Trudie Styler.
The film's Pangaea soundtrack
features Sting’s “This Was Nev-
er MeantTo Be” as well as Anne
Dudley'’s score.

SRS

SN RIS

NEW THIS WEEK

* SPACE JAM (WB)

Chicago BullMichael Jordan
stars in this feature film, which
sports a Warner Sunset/Atlantic
soundtrack with Seal’s rendition
of the Steve Miller Band’s “Fly
Like An Eagle,” R. Kelly's “| Be-
lieve | Can Fly,” Spin Doctors f/
Biz Markie’s cover of KC & The
Sunshine Band’s “That’s The
Way (I Like It),” Sait-N-Pepa’s
version of Diana Ross’s “Upside
Down (Round-N-Round),” and
tracks by Coolio, D’Angelo,
Monica, Robin S., All-4-One,
and Barry White & Chris Rock.
Co-star Bugs Bunny’s “Buggin’,”
the title tune by Quad City DJ’s,
and “Hit 'Em High” by the Mon-
stars (B Real, Busta Rhymes,
Coolio, L.L. Cool J, and Method
Man) complete the LP.

st

RS ORRARS?
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IMAGING
LIRRARY

2002 Academyf - |

o v DallasTX75234 i fd

FOLD | A 972/406-68004
: tmci@tmcentury.comi

DISC | T | yoorf %

Espafiol: 972/406-6821,* s~ i
Canada: 905/709-3798] "
i

That which separates a pair of Nike's from all other sneakers is ‘branding...
creating an image that transcends the product line,

What separates you from all the other stations? When your listeners become diary
keepers...what makes you so sure they're writing down your call letters and not the
competition's?

Image is everything,
Imagio™ (i*MAH-je+0) is everything your station needs to build brand dominance.
Imagio is radio’s first and only imaging library,

The legendary composer Rob Rettberg and a team of nine other award-winning
writers have created in Imagio all the tools your station needs to build promos,
stagers, IDs and sweepers,

Each quarter brings a new two-disc box set jammed with brand new elements along
with a CD-ROM database for searching and sampling.

TM CENTURY

2002 Academy e Dallas, TX 75234
972/406-6800 e tmci@tmcentury.com

Espafiol: 972/406-6621 » Canada: 905/709-3798 For a demo and to check on the availability of Imagio in your market, call us today.

Imagio: Audio Architecture™ for imaging and brand huilding,
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JOOSE

“IF TOMORROW
NEVER COMES”

BREAKTHROUGH

A MOST ADDED
THIS WEEK

WNKS/CHARLOTTE
KKFR/PHOENIX
KHTS/SAN DIEGO
KQKS/DENVER
WNTQ/SYRACUSE
KDUK/EUGENE
WSTW/WILMINGTON

WSTO/EVANSVILLE
and many more!

R&R CHR POP ®- @
R&R CHR/RHY ¢X) sreaxer

Single Blowing Out

At Retail NOW!

WWKX/PROVIDENCE 40X
WPOW/MIAMI 22X
WJJS/ROANOKE 25X
KTFM/SAN ANTONIO 39X
KDON/MONTEREY 30X
KQMQ/HONOLULU 91X
KIKI/HONOLULU 50X

RAY J

“LET IT GO”

NEW AT CHR/RHYTHMIC

HOT97/NEW YORK
WHHH/INDIANAPOLIS
WKXJ/CHATTANOOGA
WJJS/ROANOKE
WOCQ/OCEAN CITY

SALES EXPLOSION

SOUNDSCAN SINGLE 31-17!

Elaktra

pDIO|

S STREET TALK.

Stern’s ‘Parts’ Leads Weekend B.0.

oward Stern’s “Private Parts” netted $14.6 mil-

lion in its opening weekend, making it the
week’s top money-making flick. The film opened
on about 2100 screens and, not surprisingly, it did
much better in his radio markets than elsewhere.
“Parts” grossed a respectable $6836 per screen
nationwide, but in his hometown of New York, the
per-screen was $20,627, and in metro L.A. it
reached $15,875. Dallas came in at $5885 per
screen.

Incidentally, the winner of last week's “Private
Parts’ Box Office” contest is... (drumroll please)
.. a tie! Congrats to Boston U communications
student (and loyal R&R ONLINE surfer) Mark
Shneyder, who guessed $15 million, and rock jour-
nalist Mike McCann, who pegged the film at $14.2
million.

Stern’s foray onto the silver screen is certainly
the most prominent role a personality from radio’s
modern era has landed. Just to be sure, ST’s
crack research staff scanned R&R’s vast archives
to find these other personalities who had speaking
parts in motion pictures:

* Woltman Jack — “American Graffiti.” Until
Stern’s screen debut, this was
the most significant role for a
radio personality in a major pic-
ture ... mainly because the leg-
endary howler played himseif as
a DJ.

* Rick Dees — He also played
a jock. Not himself, but a
KFWB/L.A. '50s-era jock in “La
Bamba.” Dees also had a role
in “Music City.”

* Ron Lundy: He wasn’t pic- %
tured, but his voice as a WABC  Wolfman Jack
jock provided a memorable
backdrop for Jon Voight's arrival in New York City
in “Midnight Cowboy.”

Other radio types who've appeared in movies:

* Doug Banks: “Fear Of A Black Hat.”

* Scott Beach: “Stand By Me,” “Mrs. Doubt-
fire."

» Cousin Brucie: “Dirty Dancing.”

*Don Cox: “Blues Brothers.”

* Alan Freed: “Rock, Rock, Rock,” “Mr. Rock &
Roll.”

* Don Cannon: “Rocky.”

» Steve Cochrane: “Drop Dead Fred,” “Grumpy
Old Men,” “Little Big League.”

* Elvis Duran: “Die Hard 3.”

*M.G. Kelly: “Magnum Force,” “A Star Is Bom,"
“The Buddy Holly Story.”

e Larry King: “Lost In America.”

» Moby: Voiceover in “Talk Radio."

* Charlie Tuna: “Rollercoaster.”

* Real Don Steele: “Death Race 2000,” “Grand
Theft Auto,” “Eating Raoul,” “Rock & Roll High
School,” “Kiss Meets The Phantom.’

* Jay Thomas: “Mr. Holland’s Opus.”

* Jim “Poorman” Trenton: “Heathers.”

* Sunny Joe White: “Eddie & The Cruisers I1.”

Jacor-ARS? Not In
Near Future!

Rumors of Jacor merging with
American Radio Systems “have been
blown way out of proportion,” Jacor
President Randy Michaels told R&R. But
keep your eye on the ball: Michaels said
the groups are talking about some swap
deals that would clear up their respective
Department of Justice woes. Although
they're not talkin’ marriage with ARS, Jacor
would “love to merge with another group as
long as it would be a rational merger,”
Michaels said.

Arbitron Clips Hawk’s Wings
Arbitron has reissued Denver’s Fall
’96 numbers, thanks to a Classic Rock
KKHK-FM (The Hawk) listener, a couple of
T-shirts, and a revealing diary mention.

It all started innocently enough, recalls
Tribune/Denver Dir./Programming & Ops.
Scott Taylor, when the station received a
call from 43-year-old Lois Todd saying she
“loves the station and it plays great music.”
Todd also happened to mention that she
“received some sort of survey in the mail,”
but Taylor said she never mentioned
Arbitron to the air talent who took her call.
Well ... it turns out good ol’ Todd

Continued on Page 22

Rumors

* Lots of chatter about the formatic futures of two
stations in the land ‘o latte. There are a couple of
rumored possibilities for Entercom’s recently ac-
quired KIRO-FM/Seattle. And is EZ's (soon to be
ARS’s) Rhythmic AC KBKS (Kiss 106) consider-
ing a move to CHR/Rhythmic under new PD Mike
Preston?

* Has WPLJ/NY PD Scott Shannon’s phone
been ringing off the hook from several CHR/Hot AC
MDs lining up for an interview to replace Preston?

¢ Is former KHTC/Phoenix PD (and current con-
sultant) Tom Watson pondering severat opportuni-
ties — one of which includes programming and an-
other an expansion of his current consufting group?

s |s ex-KJMN/Denver PD Mark Feather an in-
terview away from replacing Dan Bowen as PD of
crosstown CHR/Rhythmic KQKS?

They Stand ALON E
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“THE NEW POLLUTION”

1,000,000 ALBUMS SOLD
BEFORE THE GRAMMYS...
WINNER - 2 GRAMMYS

SALES EXPLOSION IN
MIDDLE AMERICA:
SOUNDSCAN: 55" (18,962 UNITS) -
34" (36,168 UNITS)
HANDLEMAN: #76 - #33
WALMART: #92 -#61

35 TOP 40 STATIONS IN 2 WEEKS:
KLLC/SAN FRANCISCO,
wazQ, WPST, WKRZ, WBHT,WHZzZ,
WYKS, KSMB, WFBC, WYCR, WTWR,
WIMX, WERZ, WXXX, WMGI, KISR,
WQGN, WGLU, WQSL, WWKZ, WZST,
WXIS, WNDU, WLVY, WRQK...

EXCLUSIVE - 18 SPINS

The New Track & Video from the
PLATINUM Album ODELAY

Produced by Beck Hansen/Dust Brothers
Managed by John Silva at
Gold Mountain Enterfainment

49

Y /1P BONG LOAD
~//.
DAVID GEFFEN COMPANY records

©1997 Geffen Records, Inc.

Continued from Page 22

thanked KKHK for the T-shirts in the
“comments” section of her Arbitron diary!
Said diary was inevitably discovered during
areview session after the rating period.

An embarrassed Taylor said the station
routinely sends dozens of T-shirts every
week to fans of the station, “and we didn’t
think anything of it ... we regret that

Rumbles

* WQHT (Hot 97)/NY Retail Researcher
Al Barry is promoted to morning show pro-
ducer. Barry takes over for Wayne Mayo,
who segues ’'cross-the-hall to sister
WRKS.

¢ With an opportunity to move to L.A. to
concentrate on both his TV and radio ca-
reers, KYLD/SF nighttimer Jo Jo Wright
segues to overnights at Jacor’s KIIS/L.A.
Also, look for midday jock Billy Burke to
go international with his weekly syndicated
retro show “Dance Traxx” in Japan.

¢ Look for a new KOIT/San Francisco PD
to be in place by the time you read this.
interim PD Suzy Mayzell returns to her in-
ternational consultancy when her replace-
ment (from San Diego) is announced. For
an update, check R&R ONLINE.

+ WEND/Charlotte APD/MD Kim Monroe
exits for the MD chair at KNDD/Seattie.

* WBHJ/Birmingham afternooner Rex In
Aftect segues to Production Director/MD/
middayer Deja Vu picks up afternoons.

* When the dust setties, look for Ameri-
com’'s KTHX/Reno to relocate 100 miles
waest to the Sacramento suburb of Fair Oaks
under new owner Susquehanna.

* Premiere Radio Networks Regional
Marketing Director Stacey Dorf exits.

¢ Russ Williams becomes Group PD for
Osborn Communlcations’ Tuscaloosa, AL
stations: WACT-AM & FM & WTXT-FM.

*» Now that Federated Media has official-
ly acquired Classic Hits WFWI (The Fort)/
Ft. Wayne, sister WBYR OM Darrin Ar-
riens and GM Bob Schutte have added their
respective duties at The Fort.

» Rock WRXK/Ft. Myers boosts Asst. PD
Matt Mangus to PD. He replaces Greg
Gitlispie, who left last month to join McVay
Media’'s Burkhart/Douglas & Associates
as President.

« WRCQ/Fayetteville, NC is Howard
Stern’s newest affilate.

* C.J. Ryan becomes OM/Programming
for Root Communications’ WAKT-FM,
WDRK-FM, WPFM-FM & WRBA-FM/Pan-
ama City, FL.

*91X/San Diego afternoon driver B.C.
(Brian Christopher) segues to Active Rock
sister KIOZ in the same slot, replacing the
exiting Todd Kelly. Shauna Moran is named
KIOZ Promotions Director.

happened, and we had no intention to
influence any listener.”

ButArbitron chose to exclude Todd’s
household anyway. New numbers were
reissued last week; Taylor said the station
was docked about three-tenths of a point
among women 35-44, without Todd’s help.

Veteran programmer Casey Keating has
left KIOI (K101)/San Francisco to start
Keating Media Services, effective April 4.

WB Records has followed the lead of
sister labels Elektra Entertainment Group
and Atlantic by cutting an estimated 90
employees, the L.A. Times reported. That
brings the total jobs cut at the three labels
and their distribution arm to almost 250.
Word out of Burbank also has WB looking to
pare down its artist roster — a move already
made by Elektra and Atlantic.

XTRA/L.A. Signs On

KIiS-AM/Los Angeles officially
unveiled its new all-Sports format on
Monday (3/10) as “XTRA Sports 1150.” The
station — which has already lured Dodgers
baseball (effective nextseason) and UCLA
coverage — will feature “The Big Show” with
Steve Mason and John lreland in mornings
via simulcast from Jacor sister XTRA-AM/
San Diego, along with “The Fabulous Sports
Babe,” KIHS-FM morning sidekick Vic “The
Brick” Jacobs, Jim Rome, Bob Golic, and
“The Sports Gods.”

it's official: KKLQ-FM (Q106)/San
Diego morning duo Jeff & Jer will cross the
street and return to work with former GM
Bob Bolinger and former PD Tracy
Johnson at Hot AC KFMB-FM (Star
100.7). They're expected to start sometime
after their current deal expires April 25. ST
also learned that the current KFMB-FM
morning team has been presented with a
deal to stay with the station.

SFX has bought concert promoter
Sunshine Promotions, which promotes
concerts in Indiana, Kentucky, and
Tennessee. SFX is set to close on
Indianapolis Classic Rocker WFBQ and
Alternative WRZX.

Continued on Page 24
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Management: The Left Bank Organization .
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Change
the course
of music
history.

Hearing loss has altered many
careers in the music industry.
H.E.A.R. can help you
save your hearing.

A non-profit organization
founded by musicians and
physicians for musicians, music
fans and other music
professionals.

H.E.A.R. offers information
about hearing loss, tinnitus,
testing, and hearing protection.
For an information packet,
send $10.00 to:

H.E.AR.

P.O. Box 460847
San Francisco, CA 94146
or call the H.E.A.R.
24-hr hotline at
(415) 773-9590

HEAR/

| HEARING EDUCATION AND AWARENESS FOR ROCKERS

STREET TALK.

Continued from Page 32

Caribou Communications has
purchased Alternative KDEO/Honolulu,
terminated the staff, and relaunched the station
as “Hawaii's New 102.7" with a Rhythmic AC
format. Jamie Hyatt, PD of Caribou’s CHR/
Rhythmic KQMQ, is one of KDEO's acting
PDs, along with sister KPOl PD/morning driver
Brock Whaley.

After 25 years on the air, Paxson’s WIOD/
Miami will drop its nightly Sports/Talk program.
This comes after crosstown rival WQAM hired
‘lOD hosts Jeff DeForrest, Jim Mandich, and
Kim Bokamper.

MJI VP/Programming Bill Wise exits to
pursue other opportunities.

Aerosmith donated an autographed guitar,
Eddie Money and Richard Marx gave cash,
and other celebs joined WKRQ/Cincy morning
drivers Brian & John Jay for “Floodstock,” a
24-hour radiothon that raised money for the
American Red Cross and victims of the Ohio
and Licking River floods. WRQK/Canton, OH
also raised thousands from listener
contributions.

Thanks to lguana recording artists the
Nickelbag, who wowed the crowd with their
Wednesday (3/5) performance at the world-
famous Club R&R. Thanks also to Work
recording artist Dan Bern and Vanguard
recording artists Venice, each of whom
performed similar feats at their Thursday (3/6)
Club R&R shows.

’Perﬁallowﬂ&ﬁgts“ﬁth’lm'-'

Twenty-seven-year WRIF/Detroit PM
drive host Arthur Penhallow has re-inked with
the station amid speculation that he might jump
ship to new crosstown Active Rocker WYST.
Local press claimed that a public (and
expensive) meal between Penhallow and WYST
officials quickly convinced 'RIF to seal the
deal.

Fresno authorities have dropped murder
charges against former KMPH-FM/Fresno
reporter Steven Diddy, who last October
confessed to the killing of a two-year-old boy.
Diddy later recanted his confession and spent
several months in a mental hospital. The
Fresno DA declared there is insufficient
evidence to prove Diddy’s guilt.
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*Chris Conley chosen KHIH/Denver PD.

* Jacor’s Cincinnati Jumps: Jim Richards OM
of WOFX and Brad Hardin PD of WEBN.

* Nate Bell becomes WKKV/Milwaukee PD.

) >4

* Thorn-EMI purchases Virgin Music Group
for $1 biltion.

¢ Kevin Smith selected WNEW-FM/New York
VP/GM.

*Buzz Van Houten hired as WLLZ/Detroit
Station Manager.

* Greg Tantum tapped as KFWB/Los Angeles
PD/Exec. Editor.

* Dave Lange lands at WCKG/Chicago as PD.

v

e Larry Crandall chosen KOA/Denver PD.
* Scott Sherwood set as WOCL/Orlando PD.

A4

*Bob Wood elevated to Algonquin Broadcasting
VP/Programming.

* Gregg Peterson boosted to WBBM-AM/Chicago
VP/GM.

* Steve Weed planted as KMJM/St. Louis PD.

* George (Harris) Hawras named WYNF/Tampa PD.

-4

¢ Alan Goodman appointed KXKX/Denver GM.
*Bill Clay elevated to KNAC/Long Beach
(Los Angeles) PD.
* Howie Castie chosen WIFE/Indianapolis PD.
* Norm Winer joins KSAN/San Francisco for
evenings.
* ABC purchases WMAL-AM & FM/Washington

for $16 million.

¢ Congrats to London Records’ Bill Carroll on
his elevation to VP/Promotion.

s Elektra Northeast Regional Promo Matt Levy
picks ups East Coast Regional Promo duties for
Priority, based out of NYC.

* Network 40 Radio Editor John Kilgo leaves to
join Crave as Southeast Regional Promotion Man-
ager, based out of Atlanta.

¢ Look for Work to pick up all of MJJ Records
promotion, marketing, and publicity duties in coordi-
nation with MJJ VP/Promotion Patricia Bock.
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e '  he deu from the album:
TRAVELLING WITHOUT MOUING

Over 75,000 Scanned in 8 weeks!

Spmnmg at: KITS KNRK CIMX  WFNX
WWCD KGSR XHRM WXRV
KCHZ KKDM WEQX KMIT
KTCL WXPN KCRW KPOI
WNFZ WBTZ WDST and many more
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Airtime
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ber, NAB President Edward Fritts
predicted that free time or significant-
ly discounted spots would be “the first
issue out of the box in 1997.”

Atthat time, speaking during NAB’s
annual meeting in Los Angeles, Fritts
said, “T have no quarrel with Congress
if they want to change the manner in
which political campaigns are fi-
nanced. I do, however, take great um-
brage with the idea of confiscating
broadcast time to subsidize political
campaigns.

“I have always held the belief that
the concept of lowest unit rate was
wrong. But what’s worse is the idea
that we would have to provide man-
dated free time — or time discounted
at 50% off lowest unit rate — as an
incentive to passage of campaign re-
form. If a station wants to voluntarily
provide free time, that’s its privilege,
but the government has no business
confiscating broadcast time for politi-
cal attack ads!”

Bill On The Books

Fritts’s message apparently fell on
deaf ears, at least with Senate Com-
merce Committee Chairman John
McCain (R-AZ). In January, McCain
and fellow senators Russ Feingold (D-
WI) and Fred Thompson (R-TN) in-
troduced the Bipartisan Campaign
Reform Act of 1997, which bans soft
money contributions and provides free
and discounted TV time to candidates
who voluntarily limit their spending.
The proposal — which McCain
stressed is negotiable — includes a
provision giving political candidates
30 minutes of free TV time and the
right to buy radio time at a 50% dis-
count from the station or network’s
lowest established advertising rate.

McCain said Tuesday that such re-
form will help “level the playing field”
for political campaigns, adding that he
sees “a rising tide of American cyni-
cism that will force reform.”

“What's necessary is for broadcast-
ers to accept— no, not just accept, they
need to embrace campaign reform and
free airtime,” former CBS anchor
Walter Cronkite told the group. “Only
then can we bring back democracy to
our republic.”

Television was the primary focus of
the day’s discussion “because that’s
where all the bucks go,” Free TV For

s

Straight Talk Coalition Exec. Direc-
tor Paul Taylor told R&R. “But the
same rules should apply to radio, gen-
erally speaking.”

Taylor’s views match those of Hundt,
who believes it is likely that radio broad-
casters will be expected to adhere to
campaign reform rules, particularly
those attempting to secure digital audio
radio service (DARS) licenses.

Kennedy’s Legacy

The event’s linchpin was “‘Free Tele-
vision for Presidential Candidates: The
1996 Experiment,” a report by the Uni-
versity of Pennsylvania’s Annenberg
Public Policy Center, which analyzed
the use of free airtime offered by five
major broadcast networks to 1996 po-
litical campaigns. The 21-page analy-
sis found the spots “contributed posi-
tive discourse and useful information
to the campaign.” However, it also
noted that “most registered voters did
not recall seeing even one free time
segment.”

Clinton argued, “We have to do
something to improve our political sys-
tem and the way it works around elec-
tion time.” Noting that free access to
the airwaves was first proposed by
President Kennedy in 1962, Clinton
said today’s politicians “have to raise
larger and larger sums of money for
the medium that matters most.” He will
encourage Congress “to pass campaign
finance reform” this year, he noted,
because the regulations are “two de-
cades out of date.”

Clinton told reporters he intends to
talk about campaign reform and polit-
ical access to the airwaves as he trav-
els throughout the country over the
next several weeks.

Hundt Backs Politicians

Hundt, in justifying his position,
explained, “The spiraling cost of cam-
paigns forces our office holders — not
to mention their challengers — to de-
vote an ever-increasing amount of the
time they should be spending on the
public’s business to raising funds. In
1996, at least $660 million was spent
by candidates and parties seeking seats
in the House or Senate. If the average
Senate campaign now costs $4.5 mil-
lion, each senator must raise at least
$14,000 each week of their six-year
term to pay for it.

“As part of this reform, the FCC
should also review its other rules
that govern candidates’ access to the

EXECUTIVE ACTION
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years at Epic and Columbia.

ceeds Bryan Schock.

and XTRA-FM/San Diego.

with Doug’s credentials.”

peopie can expect from us in the aduit area.”
Hamby previously was VP/A&R for A&M and, prior to that, spent 13

JSN Welcomes Clifton As Rock Alternative OM
F ormer KXPK/Denver PD Doug Clifton has officially been named OM

of Jones Satellite Networks' Rock Altemnative format. Clifton — who
also is handiing an on-air shift for the format — suc-

A 15-year radio industry veteran, Clifton ailso has
programmed KBCO/Boulder, CO. His other experi-
ence includes an MD stint at KAZY/Denver and air-
shifts at KILO/Colorado Springs, KQKQ/Omaha,

“Doug’s reputation in the Aiternative radio commu-
nity is impeccable,” remarked JSN VP/Programming
& Operations Phil Barry. “His background and suc-
cess with KXPK and KBCO — as well as his experi-
ence with research — have been very well regarded
in the industry. The format is exploding, and we could
not have been more fortunate than to land a person

EWS

b

media, such as the lowest unit
charge rule, equal access, and po-
litical attack rules,” Hundt said.
“Requiring broadcasters to provide
time for political discourse is with-
in the FCC’s public interest author-
ity. Time and again, the FCC has re-
lied on its mandate to ‘act in the
public interest’ to impose similar
obligations on broadcasters.”

McCain’s press secretary, Nancy
Ives, told R&R that McCain is “wait-
ing for floor action” to get his reform
bill on the Senate calendar, then hop-
ing that “public pressure” will help get
the 60 votes necessary to move the
proposal along to the House. Last June
26, a similar bill died when it fell four
votes short of action.

Butler

Continued from Page 1

Sony Music Entertainment Pres-
ident/COO Thomas Mottola said,
“Allen and his team have taken our
Nashville division in new directions,
ranging from the discovery and de-
velopment of new talents to estab-
lishing Mary Chapin Carpenter,
Patty Loveless, Collin Raye, and
Joe Diffie as four of the most es-
teemed and respected voices in coun-
try music. He is committed to our art-
ists and has the ability to help new
talents reach their full potential.”

Butler commented, “There is still
huge potential out there for the growth
of country music, and I'm proud to
be in a position to help worthy talents
see their dreams fulfilled. I appreci-
ate the confidence and trust that Tom-
my and [Sony Music Exec. VP]
Michele Anthony have shown in me
and our entire Nashville team and the
opportunity they have provided with
this promotion.”

Butler joined the label as Exec. VP/
GM in November 1993. He spent
1989-93 with Arista/Nashville, where
he was VP/Promotion & Artist Devel-
opment before he left to join Sony.
Prior to that, he spent 12 years atRCA
in a variety of sales and promotion ca-
pacities.

Butler also confirmed the Monu-
ment imprint would soon be revived
under the Sony/Nashville umbrella as
a country label. It will have its own
promotion staff, with support coming
from the existing Sony/Nashville
structure. “Having plenty of Monu-
ment catalog as support is a great way
to start a label,” Butler told R&R.
“Being able to repackage its great
music from the past gives you an ad-
vantage over any other new labels.”

Music on Monument includes
Jeannie Seely and Billy Walker from
the mid- to late *60s, Henson Cargill
from the late *60s, current SOR Pres-
ident Ray Pennington from the early
*70s, and Larry Gatlin from the ear-
ly to late *70s.

Butler also confirmed the launch of
Lucky Dog, whose initial releases will
include live albums by non-main-
stream country acts David Allan Coe
and Asleep At The Wheel. The label
will later sign new, cutting-edge, roots
country acts. Lucky Dog’s walk is
expected to begin in a couple of
months.

Finally, Butler intimated that a pop/
rock-leaning label might also be in
Sony/Nashville’s long-term future. He
told R&R that Mottola was allowing
him “a lot of latitude and autonomy,”
with only one caveat: “Do whatever

you want to do — just don’t [screw]
{up.”
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operates five FMs and three AMs there
and is at the FCC limit. CBS will con- |
tinue to own KMOX-AM/St. Louis as |
a stand-alone.

* Entercom: Cashes out of San Fran-
cisco after some 15 years and gains en- ‘
try into St. Louis for the first time.

* Bonneville: Acquires a third SF
signal, having already owned an AM/ i
FM combo. Bonneville Int’] President/
CEO Bruce Reese said he’s still pon-
dering possible new formats for KPIX.

ABC ’REVs Up

ABC Radio — which owns and op-
erates KDIZ-AM, KEGE-FM &
KQRS-FM/Minneapolis — has
agreed to buy crosstown Alternative tri-
plecast KCFE-FM, KREV-FM &
WREV-FM. The company has taken
over programming of the Cargill Com-
munications stations — located at
105.7,105.1, and 105.3, respectively —
through time brokerage agreements.
The sale is expected to close this sum-
mer.

ABC Radio President Robert Cal-
lahan remarked, “We hope to see a
strong return on investment in this ac-
quisition and all others we pursue.”

The trio flipped toActive Rock Tues-
day afternoon (3/11) under the new han-
dle “X105.” KEGE Asst. PD Wade
Linder is acting PD, with programming
direction also coming from KDIZ,
KEGE & KQRS OM Dave Hamilton,
and KEGE PD John Lassman.

KDIZ, KEGE & KQRS President/
GM Mark Steinmetz — who assumes
those duties at X105 — noted, “These
new stations will provide a unique and
diverse format for the Twin Cities. We
have been surveying metro listeners,
and they have requested a harder Rock
format — and we are happy to deliver
it.”

X105’s core artists will include Van I
Halen, Rush, AC/DC, Soundgarden,
Metallica, Aerosmith, Pearl Jam, and
Ozzy Osbourne. |

|
WNNX |

Continued from Page 3 |

gral to the station’s growth. Now she’ll
assume responsibility for the program-
ming, talent, and music while report-
ing to me.”

Fram — who joined 99X seven
years ago — noted, “‘Having been with
99X since its inception, this is the most
rewarding experience of my career.
Susquehanna has given me the oppor- l
tunity to have the best of both worlds: l
staying on the air with the ‘Morning
X’ and programming WNNX.”

Hoffman
Continued from Page 3

morning host at the former KULF/
Houston and has held airshifts at cross-
town KIKK and KMJQ. In related
news, KNUZ & KQUE have added
Jones Satellite Networks’ Music Of
Your Life format for selected shifts. |

McMann

Continued from Page 9

added, “T honestly couldn’t be happi-
er. Working for Jack is the jackpot ...
no doubt. Our whole department is in-
credible. Jive Records is so consistent
with great music, so what more could
I ask for? Joe and the Backstreet Boys
are going to guarantee another great
year, so I’m fired up. Life’s good.” |

Ridenour

Continued from Page 3

Urban Promotion, a position he held
since 1995. He joined the label in
1993 as Sr. Director/Urban Promo-
tion. Prior to that, he was Capitol
Records’ Manager/West Coast Pro-
motion in 1992 and Director/Nation-
al Rap Promotion between 1989-91.
He also was co-President of his own
independent label, Mainframe
Records.

“It’s always self-fulfilling to re-
ceive recognition for a job well done,
but coming from Clive — the premier
record executive of our time — makes
this a special event in itself,” said
Ridenour. “I look forward to excel-
ling and helping to continue with Aris-
ta’s success.”
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STEVE WONSIEWICZ

The Return Of Roots Rock

Dedication to traditional sound opens doors for new crop of southeastem acts

Be true to your roots. That’s the common thread that sur-
faces when examining the growing airplay for southeastern
rock bands such as Matchbox 20, Cravin’ Melon, Third Day,

Sister Hazel, and others.

At first glance, it’s easy to con-
fuse what’s taking place with these
rock bands and simply call it a post-
Hootie & The Blowfish boomlet —
the music is somewhat similar. Yet
it goes much be-
yond that: It’s
about the resil-
iency and appeal
214 of well-crafted
#| rock songs that

hit dead-center at
| a format and then
Cross OVer.

“It’s a mistake
to categorize
these [emerging
southeastern
rock] artists simply as post-Hootie
bands,” Mercury VP/A&R Jim
Fouratt observes. “I don’t think any
artist would want to be identified
that way because it goes much deep-
er than that. There is something
about the heartland market that res-
onates a love of rock 'n’ roll in the
Tom Petty sense.”

What drew Fouratt to Cravin’
Melon was the band’s songwriting
ability. “Their music style is not
what I personally identify with, hav-
ing been a club promoter in the
northeast and having done other
things. Yet I was struck by the songs
and what they were about. In this
downsized American economy, the
values that these bands, Mellen-
camp, and Petty have are very sim-
ilar: jobs, relationships, security,
hope, and partying. With Cravin’
Melon, there was a value system
there that touched me; it was one |
thought would cross over just like
the best of rap, pop, or country.”

Break it down to the basics, says
Fouratt, and “these conditions are
pretty universal. That’s why 15-35-
year-old middle Americans can iden-
tify with these bands.” Because the
music is so universal, it’s not surpris-
ing that everybody seems to be in a
rock band; and many of the groups
probably have hit radio songs in
them. The $64.000 question is find-
ing which band can sell platinum.

Fouratt continues, “The bands
we're talking about all have strong
regional bases but are not very well-
known outside of their market. They
travel around, play the colleges and
the club circuit. They don’t appeal
to the college and indie rock crowd
as much as they do to the Friday
night good-time rock "n’ roll crowd.
But that’s not a negative to me.

“T saw Cravin’ Melon play a few
times and saw they had a real fan
base and demographics that were
very appealing. Given the shape of
today’s market, it’s very difficult to

Jim Fouratt

break a new band — retail is hav-
ing problems and record companies
are cutting back on developing new
artists because of the economic pic-
ture. You have to make sure the fan
base isn’t hyped.”

‘Starts & Ends
With The Music’

As with any genre, it’s a double-
edged sword when it comes to com-
paring newcomers to the genre’s
great stylists and innovators. If the
music isn’t up to par, the band is seen
simply as a copycat; if they strike a
chord, they are viewed as the real
deal who can carry the torch.

Universal Di-
rector/A&R and
staff producer
Bradley Kaplan |
remarks, “When
kids buy close to
10,000 copies of
a local band’s
record, you have
to pay attention
to that. It means
there’s some-
thing more going
on than just the die-hard fans buy-
ing the record.

“As for Sister Hazel. it wasn’t
about signing a band because they
sounded like somebody else. If any-
thing, our concern — and fortunate-
ly this didn’t play out much because
the band has grown — was that we
didn’t want to invest in a band that
was ‘derivative.” And they definite-
ly don’t want to be perceived that
way, either.”

In working to break from the
pack, Kaplan says, “Obviously it al-
ways starts and ends with the mu-
sic. But in between there are a wide
array of variables — some we can
control as a team and others we
can’t. The number one thing that is
out of our control is people’s per-
ception. We can do our best to let
people know what these guys are all
about, and that’s everything from
letting them do all the press they can
to visiting radio. It also includes
working radio at different formats,
not letting them be seen only as a
Rock or Adult Alternative band.

“Tt’s roots rock and it’s a slice of
southern life mixed with a more uni-
versal perspective lyrically. But we
in the industry — radio, records, and
the media — often overanalyze the
music. We have to remember why
people buy records. When we were
fans, we probably didn’t buy albums
because the band played a certain
sub-genre of music. We bought them
because we identified with the song
or the artist. And we often bought

Bradley Kaplan

SOUND DECISIONS

records from groups because the
music was somewhat familiar and
struck a chord.

“There has to be a connection be-
yond the song, especially in rock ‘n’
roll. Pop, for instance, is a little dif-
ferent beast. It’s much more song-
and video-driven. This genre is much
more about artist development.”

That connection takes time. “We
know these types of records don’t
react the same way a Merril Bain-
bridge song is going to react at pop,”
Kaplan adds. “Frankly, we don’t need
it to react that way. We need it to get
people calling in and asking about the
band, getting them to see the shows
— and then seeing the big sales spike
when it all happens.”

‘The Flavor Is
Really Strong’

On the radio side, alternative-
leaning CHR/Pop WDCG/Raleigh
PD Kip Taylor agrees that pop rock
has remained a staple for many peo-
ple’s musical diet. “It’s always been
there and has remained popular even
while pop music goes through its
different cycles. It all boils down to
rock 'n’ roll — a guitar and three
chords and a melody. For some rea-
son. though, there have always been
a lot of great pop-rock bands in this
part of the country. You could go out
every night of the week and hear that
sound, whether it’s a cover band or
one of the local or regional acts.”
The growing national recognition of
the new group of southeastern bands
is proving to be an interesting chal-
lenge for programmers like Taylor.
“It hasn’t gotten to the point of sat-
uration, but we’re being careful not
to go overboard. There are a lot of
great bands on the air; the flavor is
really strong.

“Cravin’ Melon is doing very
well for us. We just started playing
Matchbox 20, who have a terrific
debut album — great pop hooks and
nice variety. They’ve put their own
spin on the music. Emmitt Swim-
ming — a band out of Virginia who
has a great album — is another that
I'm excited about this year. There
are probably a dozen bands we could
be playing. The question is: How far
does it reach into the mainstream?
We're a little left-of-center than most
CHR stations. But we're comfort-
able that we reflect what our audi-
ence expects to hear, so we have to
be careful in how much we play.

“We don’t want to be in the situa-
tion of a few years ago when there
was so much of that kind of music
on the air; especially all the hits from
Hootie, that the station became too
one-dimensional. It's somewhat un-
fair from their point of view for me
to do it, but from our perspective
we're trying to keep as many listen-
ers as we can. We need that balance.”

Play It Again, Man: Springsteen,
Chapman Singles Catch Second Wind
By Jay J. Levy

hen quality music that once was overlooked comes

back 1o life, it always seefns as if some type of jus-
tice has been served. Two songs currently finding them-
selves in that hopeiul position are Bruce Springstesn’s
“Secret Garden” and Tracy Chapman's "Smoke And Ash-
es.” Both are deep, involving songs about the difficulties of
jove and intimacy; both were released in the final months
of ’96; and both were basically ignored by radio and the
public ... until now.

‘Garden’ Growing

As some may recall, “Sacrat Garden” receivéd only sparse air-
play when Columbia released it off of Springsteeri's “Greatest
Hits” LP in late '95. When filmmakers added the song to the mov-
ie “Jerry Maguire,” KKRZ/Portland PD and die-hard Springskeen
fan Ken Benson was so moved by the tune (and its use in the
film), he was inspired to take action. Benson called the movie
studios, requested dialogue drops from the film, went in with his
producer Matt Jones, and interriingled moments of the movie
with the song itself. “Five or six days” later, they gave birth to
“Secret Garden: The Z100 ‘Jerry Maguire’ Mix.”

Why expend so much energy for one song? Benson explains,
“Being such a Bruce fan, 1 thought it would be something we could
play and get a littie reaction on. We put it on the air on a Tuesday
afternoon, and by Wednesday aftemoon it was the most-request-
ed song at the station. We received phone calls from radio sta-
tions across the country daily, and still do. Some peopie still don't
even have it yet.”

Columbia Sr. VP/Promotion Jerry Blair describes the label's
point of view on the song’s unique path: “We began to work the
single from the ‘Jerry Maguire’ soundtrack, and it was getting air-
play in various marketplaces at the end of last year. After Ken
Benson made this mix, the record started to pop. This mix has
served as a vehicle to help get the song exposed.”

What's the plan for “Garden” from here? Blair responds, “Right
now we’'re talking about putting out a cassette single of the regu-
lar version. It will be available as soon as it can be produced,
sometime in the next three to four weeks. Some programmers
are splitting up the plays between the original and the ‘Maguire
mix’ versions of the song to avoid burn.”

“Secret Garden” debuted at No. 41 on last week's CHR/Pop
chart (R&R 3/7).

Tracy Chapman aiso is beginning to see new life in one of her
songs: “Smoke And Ashes.” Chapman’s “Give Me One Reason”
was an undeniable, across-the-board smash last year. But the
less-than-stellar performance of her follow-up, “New Beginning,”
seemed to have blunted her new-found momentum. In tumn, te-
sponse and support for “Ashes” — one of the most potent and
affecting songs on her album — came back tepid at best.

Then came Chapman’s five Grammy Award nominations. Not
missing a beat, Elektra/EEG regrouped and repackaged “Ash-
es” with the validation of the Grammy stamp behind them. And 50
far, so good: Agrowing number of stations are re-adding the record,
and plays have increased enough for the song to be taken out of
recurrent status and put back onto New & Active,

Why “Ashes” again? “Because it's a tremendous song!” ex-
claims Elektra Sr. Director/Top 40 Promotion Don Coddington.
“We didn’t get everybody the first time around. The music climate
and competition at the time didn’t allow programmers to truly
embrace the record. WDGC/Raleigh has been playing ‘Ashes’
since November, and it continues to be a top-five hit for them —
and one of their best-testing records ever.

“At a handful of other stations, including those in Atlanta ard
Tampa, it's top three in callout research week after week. It's re-
lentless. With the momentum and visibility of the Grammys, we
thought it was time to re-address ‘Ashes’ as a good shot for Pcp
radio.”

Will “Ashes” follow in “Garden™s footsteps and crack the Pop
chart too? Stay tuned. As Blair put it, “If a song’s a hit, it always
rises to the top. It doesn't matter how long it takes, some smart
person will find it.”

Jay J. Levy is R&R's CHR Asst. Editor.
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SOUND DECISIONS

Pop Rests Easy Over Reaction To ‘Insomnia’

Just how far is electronica mov-
ing into the mainstream? The market
will get good insight into that courte-
sy of Arista and British act Faithless,
whose new U.S. single, “Insomnia,”
is getting airplay at a growing num-
ber of marquee CHR stations.

Faithless

One of the more recent examples was
the dance mix of Everything ButThe
Girl’s ‘Missing.”™

Kalina agrees there’s something
going on with pop electronica: “When
something pulls down that kind of

phones you have to pay attention to

” As to appeal, he adds, “It
crosses demos. It started with
the adults, who were turned
onto the song at the clubs.
Now the kids are into it, be-
cause that’s who mostly lis-
tens to ‘Cue It Or Screw It
To me, the song is the essence
of what ‘Q’ is all about.”

In setting up the record,
Arista Manager/Club & Mix
Show Promotion Danny
Coniglio says the label ser-
|| viced two Armand Van
Helden-produced remixes —
one vocal and one dub version
— to the street nearly three
months ago. “The record has
tremendous credibility in the
clubs. It’s been a buzz and

While several key Alternative out-
lets (KITS/San Francisco and
KNDD/Seattle) have been playing
the track on specialty shows, taste-
maker CHRs like Rhythmic WPOW
(Power 96)/Miami and Pop WIOQ/
Philadelphia have become early be-
lievers on the single.

Faithless centers on UK producer
Rollo and female DJ/producer Sister
Bliss, veteran artists who long ago
paid their dues in the British club
scene. Joining them on the album
“Reverence” — which originally was
released last year on Cheeky Records
in the UK to glowing reviews — are
Jamie Catto and Maxi Jazz.

WPOW PD Kid Curry comments
on why he decided to add the single:
“We’ve had a very good track record
with quirky dance songs. Art Of Noise
and Enigma, for instance, worked very
well for us. We're always looking for
new dance songs which have that feel
and stand out on the station.”

Curry agrees the demo is vibin’ on
the “poppier” electronica. “I don’t
know if this kind of music definitely
is going to be the next wave, but my
feeling is we’re heading in that direc-
tion. The song is pulling down plenty
of phones. We put it into early call-
out. and it kicked in the first week.

“And even though it’s an aggres-
sive record, we’re looking at Prodi-
gy’s ‘Firestarter’ and started rolling
that into the dance show. Are we play-
ing a lot more electronica? No, but
there is a place for the music on our
station.”

At WIOQ, PD Glenn Kalina says
one spin during the station’s “Cue It
Or Screw It” generated 62 requests for
the song in one week — 95% of which
were favorable. Prior to that, the track
only received mix-show airplay. “It’s
one of the few songs that has broken
out of the mix shows,” Kalina says.
“That doesn’t happen much anymore.

tastemaker kind of thing for
quite a while. Because of that energy,
it trickled to the mix shows and is now
starting to surface at radio. It takes a
long time for these kinds of records
to break from the streets. Some take
as long as nine to 10 months, so we
are well ahead of the game.”
VP/Promotion Ken Lane adds,
“This is a perfect example of our de-
partments working together. Danny’s
been overseeing the clubs and mix
shows at Pop and Dance, while Di-
rector/National Alternative Promotion
Tom Gates has
been working the
Alternative
shows. We’re all
working toward a
common goal,
which is to break
this group from
the streets and
mix shows at a
multiformat level.
It’s pretty basic.
These guys are
pop stars in the
UK, and Arista
believes the same
thing can happen

That’s on top of early adds by KROQ/
Los Angeles, KITS/San Francisco,
and KOME/San Jose.

The early results bode well for Ele-
ktra, which signed the San Francisco
band in a heated bidding contest.
WHYT (The Planet) MD Alex Tear
remarks, “When I first got the single I
knew we had to find a slot given the
texture of the music we are playing.
There are two or three hooks in the
song. You’re humrming it after the first
or second listen.

“It’s also a happy song. People
have enough traumatic experiences
going on in their lives. If they can pop
on the Planet and get a smile or smirk
on their face, then we know we’ve
done our job.”

Tear also likes what he hears on the
rest of the album. “It’s not disposable
music. There is some real depth to the
album. It isn’t the kind of record or
band we’ll digest for one song and then
move onto something else. There’s
potential for longevity at the format.”

KDGE MD Mike Peer agrees. “I
can sum it up: the Spin Doctors meet
311. I'm serious. It has the fun sing-
song of “Two Princes’ and the rap of
311, which gives the song and group
its credibility.”

Peer continues, “The record also
comes along at a good time. The
weather’s great here; it’s in the 70s,
so it works well with the way people
are starting to feel. It also blends well
with a lot of what we play. You can
put it between a song like the Talk-
ing Heads’ ‘Burning Down The
House’ and the Toadies’ ‘Possum

Third Eye Blind

to them here.”
The album hits retail on March 17.

Third Eye Blind Leads
‘Charmed Life’

Summer might not be here yet, but
Alternative believes the time is right
for dancing in the streets. Just take a
look at how well the format embraced
the poppy guitar-driven single “Semi-
Charmed Life” by Elektra quartet
Third Eye Blind.

Two weeks ago the newcomers
racked up an impressive 39 adds, with
major-market stations such as
WHYT/Detroit, KDGE/Dallas,
WHEFS/Washington, WFNX/Bos-
ton, and WNNX/Atlanta officially
reporting the song for the first time.

Kingdom,” and you have a great set.”

To get things going at radio, VP/
Alternative Promotion Matt Pollack
says Elektra kept it simple. It serviced
the track to Alternative early in the
year and introduced the band to the
format at a recent trade show. “That
really started the ball rolling,” says
Pollack, who credits KROQ and
KITS with championing the single
early on. “The audience reaction was
phenomenal when we played it dur-
ing a panel. We’re trying to build on

‘that buzz.”

Pollack says the band currently is
talking with several promoters about
a spring/summer tour. The band’s self-
titled album goes to retail on April 8.

Bektra To Load’ Newmm

Word filtering from the Metallica camp is that a new album
could be in the stores by the
end of the year — perhaps
as early as November. Noth-
ing's official yet, but it ap-
pears the Elektra hard rock-
ers have tons of material left
over from the session for
“Load,” which originally was
going to be a double album.
The band will complete an exhaustive world tour atthe end of

Metallica

May, take some time off, and then enter the studio.

Congrats to the Spice Girls, who made pop music history
in the UK when the group became the first act to have its first
four singles reach No. 1 in the country's sales charts. The lat-
est release — the two-sided [~
“Mama’/*"Who Do You Think
You Are?” — debuted at the
top spot. The three previous
hits to achieve that feat were
“Wannabe,” “Say You'll Be
There,” and “2 Become 1.”
Other artists who scored
three debut number ones are
Gerry & The Pacemakers,
Frankie Goes To Holly- |
wood, Jive Bunny, and |
Robson & Jerome.

Add ROAR — Revela-
tions Of Altemative Rhythms
— to the list of alternative
rock tours springing up
around the country. Prefim-
nary plans are for the tour
to begin around June. Artists said to be performing include
Sponge, iggy Pop, Linda Perry, and the Reverend Horton
Heat. The tour is being sponsored by Skoal smokeless to-

Studio Update

The Rolling Stones reportedly are talking with Babyface
about producing a couple of tracks on their forthcoming al-
bum. Don Was and the Dust Brothers also are said to be
joining the party ... Look for a new studio album from Blues
Traveler in the next few months. The band is in Bearsville
Studios putting the finishing touches to the disc ... Scottish
rockers Del Amitri are close to finishing work on their new
album, which is slated to be released on A&M in July ... Cap-
ricorn alterna-funksters 311 started work on their new album,
appropriately enough, on 3/11. The band is eyeing an August
5 release for the new disc.

Release update: And now for something completely differ-
ent — Arista has released for the first time on CD four “Monty
Python” albums. The titles are “Matching Tie And Handker-
chief,” “Monty PythonAnd The Holy Grail,” “Live At City Center,”
and “Contractual Obligation” ... British rockers Primal Scream
will release in the UK two new singles in May and an album in
June. The first track, “Kowalski,” goes to retail on May 5; “Star”
drops on May 27. Joining the band, who recorded the title song
for the movie “Trainspotting,” are reggae/dub star Augustus
Pablo and Andrew Weatherall ... For Squirrels have changed
their name to Subrosa and will release the new album “Never
BetThe Devil Your Head” in early June ... Epic will release a live
album featuring material from the G3 tour, which starred guitar
slingers Joe Satriani, Steve Vai, and Eric Johnson. The trio
plan to tour again this summer.

Music buffs take note: “You've Lost That Loving Feeling” be-
came most played song on performing rights organization BMI's
roster. The track, which the Righteous Brothers took to No. 1
in 1965, has bested the John Lennon/Paul McCartney-penned
“Yesterday,” which held the top spot for over a decade.

Finally, Rock & Roll Hall of Famer and R&B legend LaVem
Baker died on March 10 at the age of 67. Baker, who had contin-
ued performing despite having both legs amputated because of
complications due to diabetes, recorded such hits as “Tweedle-
Dee,” “Jim Dandy,” “Bop-Ting-A-Ling,” and “l Cried A Tear.”

Iggy Pop

bacco.
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Proud To Have The Only
CHR/Top 40 Rhythmic Chart
Representing:

EErd: WQHT/New York

WPGC/Washington

KMEL/San Francisco

& KBXX/Houston

IS WER(Q/Baltimore

QIZAEEE WIMH/Greensboro

1,983,400 cume
743,100 cume
712,100 cume
621,900 cume
415,000 cume

226,800 cume

Now 4,702,300* CHR/Top 40 Rhythmic

listeners and potential music buyers will only be represented

by R&R’s exclusive CHR/Rhythmic chart.

*Arbitron, Fall '96 total cume

Wooaw LW ARTIST TITLE LABEL(S)

AALIYAH One In A Million (BlackGround/Atlantic)
BLACKSTREET Don’t Leave Me (Interscope)

MONICA For You | Will (Warner Sunset/Atlantic)

SPICE GIRLS Wannabe (Virgin)

MARK MORRISON Return Of The Mack (Atlantic)

T2 2
B 1”5
4 3 3
2 11
6
-

Q--0- =z

12 9

Reliable charts. Accurate information.

—— TOTAL PLAYS
™ Lw

1588
1570
1567
1567

1488

1655
1402
1588
1696
1332

w

1695
1105
1605
1776
1210

w

1806
1005
1590
1706
1073

TOTAL

STATIONS/ADDS

371
403
36/0
31N
3355

R&R listens and responds to Radio ... and Records!
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Thank you for your continued support.
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_NEWS/TALK

What Do Winning Radio
Stations Have In Common?

That premise was the goal of the Edison Media Research/
McVay Media study that yielded “The Seven Habits Of High-
ly Successful Radio Stations,” which was published here last

year.

Taking the concept one step fur-
ther, we again commissioned Edi-
son to zero in on News/Talk. This
time we did what researchers call
“a correlation study”:

* First we polled a representative
sample of News/Talk stations in the
Top 100 markets, asking program-
mers 158 questions about their sta-
tions. Edison President Larry Ros-
in, Mike Mc¢cVay, and I brain-
stormed every variable we could
imagine:

“Where are you on the dial?”
“How old are your call letters?”
“Do you carry Dr. Laura?” “Play-
by-play?” “Traffic reports?” “How

many per hour?” “Which hours?”
You name it, we asked it.

* Then we correlated the answers
to station ratings (12+ numbers are
shown here).

We ended up with a “database,”
facts vs. the perceptions that station
research typically gathers. In other
words, rather than examining /is-
teners, we looked at stations. Then
we compared what stations do with
how they perform in the ratings.

Now, by cross-referencing data,
we can answer tactical questions as
particular as:

* “Of News/Talk stations with a
seven share or higher, during which

100%

Rush Limbaugh

80%

Average Rating:

60%

40%

w/Rush 6.5
w/out Rush 4.1

/

20%

% Clearing Rush Limbaugh

0%

<3.0 3.04.9

Station Ratings

5.0-6.9 7.0+

By Holland Cooke/Edison Media Research/McVay Media

hours do they air traffic reports?”

* “How many times per hour in
morning drive?”

* “Do those who are Rush Lim-
baugh affiliates air traffic reports
during Limbaugh?”

There were eight headline-level
findings. One was Market Size. The
smaller the market, the fewer the
stations, the higher the average
share. A pie’s a pie: The fewer the
slices, the larger the slices will be.

Remember, this is pure data. So
feel free to consider Market Size a
“control question,” and regard the
remaining findings as “The Seven
Habits Of Highly Rated News/Talk
Stations,” the attributes with the
highest correlation to highly rated
stations.

1. Rush Limbaugh

Not surprisingly, Talk radio’s
top-cuming show is the top trait the
winners have in common. And
vice- versa. Top-rated stations have
negotiating clout with syndicators
and can get the best shows. The av-
erage share of stations with Lim-
baugh: 6.5; without: 4.1.

2. Years With
Current Call Letters

Makes sense, since radio listen-
ing is habit and call letters are Ar-
bitron’s coin of the realm.

This also speaks to heritage.
Many of today’s winning AMs
were once Top 40 stations, then
evolved through Full-Service to
News/Talk. And those trusted call
letters where fortysomethings used
to listen for their own no-school
announcements are now where they
listen for their kids’ no-school an-
nouncements.

e

Station Ratings

12+ Rating: Summer/Fall 1996

9.0-6.9
3.0-4.9 A
28%
1.0+
<3.0 24%
20%——
Stations with call letters un-
changed for 50-75 years averaged & Yga,irs With‘g ?clzent

asix share; fewer years, a 4.3 share.

3. Paul Harvey
Stations with: 6.6; without: 4.5.
Like Limbaugh, this is a franchise
that helps get ratings, and ratings
help get.

Specifically, how long a station’s
morning voice has been its morn-
ing voice, not how many years he/
she has been on the station since
many morning hosts formerly held
other shifts.

Continued on Page 32
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Station Ratings

Some of the finest Talk stations
in the country have VRINKED!!

WOR, WBAL, WBAP, KCMO, KSTE, KFBK, WWRC have called on
BRIAN WILSON for vacation relief when their stars were on vacation,
down with the flu or being audited! With ISDN studios in the Logic Free
Zone (Washington, DC) and a 30 year Major Market track record that runs
from Houston to New York, Brian is as close as your phone! Call him up

and he can be on your air in 30 minutes or less. It’s that simple and he’s that
good. Call Jeff Beauchamp, Tyler Cox, Dave Bernstein if you want to “check

him out” — or call 410-825-0775 and ask for the SPECIAL PACKAGE.

Keep this ad handy... You never can tell when one of your Stars will be out!
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~ Toni’s IZ)‘(]CI<....

th

hotter

an ever.

America’s original radio psycholo-
gist, Dr. Toni Grant achieved
national notoriety and phenomenal
ratings with her syndicated program
on over 180 radio stations across the
U.S. before going on creative hiatus
in 1990. Now she’s back by popu-
lar demand and ready to sweep the
nation once again.

Although others have tried, no one
has come close to capturing Dr.
Grant’s unique delivery style and
special bond with listeners. She is a
practicing licensed psychologist,
but don’t be afraid of her Ph.D. - she
provides both clinical and common-
sense solutions with candor and
compassion, while never losing sight
of the entertainment value of radio.

You have a choice when program-
ming talk radio, and this is the eas-
iest choice you’ll ever make. To lock
Dr. Grant in your market, call Radio
Shows, Ltd. at 800-988-4341 today,
and start enjoying success with the
one and only, the true original, the
brilliant Dr. Toni Grant.

RAD[O
o
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What Do Winning Radio
Stations Have In Common?

Continued from Page 30

Where the principal morning
voice has been in place eight years
or higher, the average share was
6.5; seven years or less, 4.6.

5. Tom Leykis

This is what researchers call “a
negative correlation.” But it is not
an unfavorable review of the “Tom
Leykis Show.” Leykis affiliates
surveyed tend to be “David” sta-
tions (average 3.4 share) rather than
“Goliath” (5.6).

We use flamboyant Leykis just
this way at various clients who are
News/Talk challengers seeking to
sound hotter than more established
programming down the dial. Were
we to take this same measurement
in another year or two, as the show
accumulates a following, it could
likely change.

6. G. Gordon Liddy
Stations with: 4.2; without: 5.6.
Like Leykis, the G-Man is often

the act of choice for stations that
don’t clear real-time competitor
Limbaugh.

7. CBS Radio
NFL Package _
At the time, the money Rupert
Murdoch spent stealing the NFL
from CBS-TV sounded astronom-
ical. When you look at how it
changed the TV affiliation land-
scape in Fox’s favor, it was a bar-
gain. CBS Radio avoided making
the same mistake, and our research
confirms the value of this franchise.
As programming, this package is
regarded by many stations as an
operational convenience, and sales
departments often bundle it with
other sports inventory. This data

Paul Harvey

Average Rating:

w/Harvey 6.6
w/out Harvey 4.5
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Station Ratings

7.0+

How The SurVey
Was Conducted

* Questionnaires mailed
January 1997 to 157
program directors at Top 100
market News/Talk stations

¢ Questionnaires completed
by 98 program directors

¢ 62.4% response rate

- @ Asked questions regarding
158 station characteristics

speaks on behalf of listeners: NFL
fans who can’t be near TV and find
it convenient to be able to listen to
the games that TV has promoted so
heavily. Radio stations with the
games (average share 6.2) are
slightly higher-rated than stations
without them (5.2).

Among the many other results is
one of particular interest to News/
Talk stations, whose stock in trade
is interactivity. If you don’t have an
in-studio fax machine, e-mail ad-
dress, and web site, get all three —
quickly. Data demonstrate that
these are all tools the highest-rated
stations are using.

©1997

Holland
Cooke is
McVay Me-
dia’'s News/
Talk special-
ist. He can
be reached
at(202) 333-
8442,
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HEAD TO HEAD — Former New York City Mayor tumed author/talk show
host Ed Koch () stopped by the Westwood One Studios to visit WW1

Entertainment’s G. Gordon Liddy and talk about his latest endeavors.
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SHE’S A HIT!!
OAN RIVERS

On Radio Five Days a Week

}Shef§

e

Joan on WOR:

Joan Rivers (with beloved dog Spike) is New York’s newest radio star.
She’s now heard nightly from 7 p.m. to 9 p.m. on WOR (710 AM).

RADIO NETWORK

Make Joan Rivers the talk of your
town! Gall Rich Wood or Marc
LoPonte at 212-642-4933 or Skip
Joeckel in our Western office at
N9-519-66176.

Reprinted with permission: The New York Post

the talk of the town

BOUT an hour into Joan Riv-
ers’ first radio show for
WOR-AM on Monday an en-

thusiastic caller phoned in to let Riv-
ers know just how much fun she was
having listening to the new program.

“I’m not watching “Jeopardy!”
[anymore],” gushed Helen from Long
Island. “I'm going to listen to you
from now on.”

Any New Yorker who enjoyvs good
radio would be well-advised to follow
Helen’s lead. That’s because after just
three days on the air. Rivers—already
a veteran of stand-up comedy. TV talk
shows and home shopping—has ecs-
tablished herself as a dynamic and
powerful presence in talk radio.

“I have a lot of opinions,” Rivers
told listeners within seconds of begin-
ning her first 7-9 p.m. show. I think
there are no manners any more. Never
mind Ebonics -- kids should learn to
speak English! And I think a taxi
driver should say thank you when you
give the [s.o.b.] atip.”

Rivers was just getting warmed up.

Betraying very little nervousness,
radio’s newest star plunged mouth-
first into two hours filled with smart
conversation, strong opinions --- and
lots and lots of the biting wit for
which Rivers has become famous.

When a caller dissed Lily Tomlin’s
physical appearance, Rivers didn’t
miss a beat. “You should have seen
her before [becoming a star],” Rivers
snarled. “Lily Tomlin looked like she
was hit by a truck and it backed up.”
She even took on WOR, humorously
chiding station execs for being too
cheap to give her a dressing room or
spend real money on non-generic
theme music (I hate that music! That’s
gotto go!™)

The fearless Rivers was equally
blunt with her first in-studio guest.
asking “Private Parts™ star and
Howard Stern’s sidekick Robin Quiv-

RADIO REVIEW
By Josef Adalian

ers about her dreadlocks. "How do you
keep them clean?” Rivers queried. later
telling Quivers that her “breasts look
good.”

About the only flaw in Rivers’ first-
night performance was that Rivers. a
classic fast-talker, stumbled over her
words occasionally.

That minor problem went away by
Tuesday night. when Rivers kicked off
her second show by blasting immi-
grants who don’t speak English.

While her opinions on the issue of
immigrants and other issues often
seemed to dovetail with those of her
WOR lead-in --- firebrand yakker Bob
Grant --- Rivers has two things Grant

“The Joan Rivers Show”
Weekdays, 7-9 p.m. on WOR (710 AM)
* K K
PSS SRS S SR ]

doesn’t; Flexibility and a keen sense of
humor.

Rivers clearly believes everything
she says, but she expresses herself in
such a way that those who disagree with
her don’t feel uncomfortable opposing
her point of view. You can almost imag-
ine Rivers changing her mind on the
air if a caller made a persuasive argu-
ment.

“Just because you're wrong and I'm
right doesn’t mean I'm not willing to
listen to your opinions,” Rivers told one
listener who disagreed with her.

And even as she's railing against the
topic at hand. Rivers frequently throws
in non-partisan quips to lighten the
mood. Her main goal is to provoke and
entertain --- not make you throw your
radio out the window.

Can Joan Rivers Talk? Can she ever.
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“All my jocks have asked where | got such great
stuff..it's a great service.”
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w:z'lcome to R&R’s second Alternative special.

The last year has been challenging for the format,

to say the least. After a meteoric run through the early
’90s, Alternative is facing a multitude of pressing
issues — from flanking attacks by Active Rock and
newly conceived Alternative AC to the maturing of its

existing target demographic and artists.

Vary little relief was afforded in 1996, not from
supearstar records counted on as “saviors” ner from the
heartlass ratings gods. Every problem the format had
was magnified. Every failed record’s unrealized
potential was exacerbated to brutal degrees. Many
programmers practically developed a “siege mentality”
to withstand the pressure. It’s hard to overstate the
need for constant vigilance in Alternative.

Qur theme, “The Alternative Vision” (subtitled “Eyes
And Ears”), represents that thinking, as well as the
continued need 1o find great music and the occasional
truth. In this special we talk to industry leaders, seeking
insight and answers meant to enlighten and illuminate
those involved with, and interested in, the Alternative
universe.

On the radio front, a centerpiece interview with
KROQ/Los Angeles’s Kevin Weatherly prefaces chats
with leading Alternative sound-seeking music directors
and image-making marketing directors to det2rmine
what we will (and will need to) hear and see in 1997.
On the record end, we converse with Trauma Records’
Rob <ahane and offer views from A&R experts like
RCA’5 Bruce Flohr and Geffen/DGC’s Mark Kates.
From the artist perspective, U2 manager Paul
McGuisness shares the stage with format icons David
Bowie and Depeche Mode.
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Throughout 1996 the Alternative format wrestled
with the growing pains that sprouted when it became
the most-talked-about format of the '90s. Once
regarded as just an active niche format, Alternative
experienced a rapid growth explosion that raised
expectations, sometimes unfairly so, about just how
dominant a left-of-center format with such forward
thrust could become.

By its very name, Alternative was created as a
reaction to '80s mainstream radio approaches that
had become tired and predictable from the rock
perspective and increasingly ethnic-oriented on the
pop side. Few could have accurately sensed how
incredible the pent-up demand for something
different, challenging , and responsive to
contemporary tastes had become back in 1991,
when artists like Nirvana and Pearl Jam were
catapulted to mega-stardom. Fewer still were ready
to marshal the forces of that explosion to provide for
controlled, constant growth. Like a phoenix, the
format rose up to the sun, bringing programmers,
artists, and labels along for the ride.

Somewhere during 1996, burnt feathers started
hitting the ground. Ratings peaked and, in some
cases, began chronic downward trends. Record label
sales of the format’s anointed heroes fell far short of
overall expectations. Format competitors determined
which parts of Alternative’s riches were appropriate
to embezzle and reached out to grab them forcefully.
Owners who had begun to establish annual
fiscal quotas based on the
burst of popularity in recent @
years were not going to
passively accept
anything less.
Something had to give.

ALTERNATT

has given us the signal that music, particularly
rock music, has lost its promise and potential. No
one, not even the most seli-aggrandized industry
authority, has that power.

The power of music is much greater than that.
And those truly dedicated to Alternative know it.

Eye And Ear Exam Schedule

We chose the theme “Eyes And Ears” because
we wanted to interview people involved in
finding, then developing and, ultimately, exposing
alternative music. The motivation being that we
are constantly on the lookout for the new trends —
both lifestyle and musical — that will affect the
target audience in the most profound way.

A lot of this Alternative special is about
perspective: how people in different facets of our
industry view Alternative and how their actions
influence what it is we see and hear.

We spoke with people involved with A&R to find
out what they sensed was emerging on the
musical horizon and how they (still) counted on
Alternative radio to lead the way. While not driven
to appease radio, these A&R veterans realistically
know radio’s part in the success of an act.

We focused on talking to some of the format’s
most celebrated music directors in an effort to
find out their perspective on things to come. After
all, typically it’s the MD who has to act as a

“scout” for a commercial radio

— station. These scouts are

celebrated for their
®© N

dedication to
searching out new

[] paths for the format

Now somebody has to give
more.

Throughout 1996 | had conversations with both
the most battle-tested veterans and uncertain novices
in the format, talking about what was happening and
what was yel (o come. By year’'s end, | wrote a series
entitled “Is Alternative Dead?” that generated
incendiary industry feedback. It was enlightening to
waltch — from the perspeclive of “The Industry’s
Newspaper” — how those articles were individually
interpreted. Foes and fair-weather friends were
revealed by their negative assertions that, yes, the
format was over. Confused, faithless proponents
wondered aloud if indeed the end was near.

Then | began to bear witness to an increasing
number of determined supporters who refused to say
die. These true believers generally shared a common
dedication to developing the vision of great and
challenging new artists. These were not the musical
elitists who had set an earlier false tone of “hipper-
than-thou” provincialism in this format. They were
open-minded, dedicated professionals who would
work through the calamity to preserve the format’s
ideals.

None of these devotees were deluded dreamers.
Invariably, they knew many of the problems the
format faced were unavoidable and had to be
endured. The problems that required deeper thinking
and tireless energy to be solved would be faced with
these fighters’ best shots.

Those who thought the battle was over had better
look to their corner for new guidance. The Alternative
fight is far from over. :

There's a simple reason for that. There are still
passionate, vital artists who continue to produce new
music meant to challenge false preconceptions. Much
*is made in this special about trends that will affect
the marketptace — be they electronica’s chalienge or
a rock and rhythmic fusion embrace.

in the end, the real focus is on people who refuse
to accept the compromises of the status quo. No-one

to travel.

We also gain insight from
leading Alternative marketing/promotion
directors on how they connect the format to all
lifestyle opportunities in their respeclive markets.
We get 1o use our eyes in these pieces as well as
our ears.

We spoke to an executive involved in possibly
the year’s greatest success story at Alternative,
the Interscope/Trauma stable of artists —
Bush, No Deubt, Wallflewers, Nine Inch Nails,
etc. The record business tends to be cyclical, and
it’'s apparent this label is on a strong cycle.

We dedicated a section to outlining the insight
of artists who have become undeniable icons in
the Alternative universe, David Bowie and
Depeche Mode. They offer their perspective on
what it was like being “Alternative” when it
wasn'’t easy. They broke down the doors for this
universe in many ways and still are dedicated to
existing outside the safe haven of the
mainstream.

We get the perspective of another Alternative
icon, U2, from their longtime manager and
partner Paul McGuinness. McGuinness discusses
how the standard-bearing career of U2 has
developed from the Alternative base, as well as
what surprises we all can expect from this year’s
biggest tour.

When it comes to standard-bearing in
Alternative, Kevin Weatherly, VP/Programming
at KROQ/Los Angeles, has gained more
attention than practically anyone. Weatherly,
though generally reticent to be interviewed,
elected to have a series of in-depth conversations
for this special, largely out of a sense of
responsibility to the Alternative format. As
Alternative searches for secure footing in 1997,
we talk to the man who carries its heaviest load.

Hopefully, there’s something in here that wili
catch your “Eyes And Ears”...

with Sky Daniels

* Exclusive!!! KROQ/Los
Angeles’s Kevin Weatherly

conducts his first in-
depth interview in
nearly three years!
Weatherly candidily
discusses his views on
Alternative, the
industry’s obsession
with stats and minu-
tiae, and standing for something

more than ratings.
Page 38

® This summer’s biggest tour spectacle.
U2 Mmanager Paul
McGuinness reveals
how much it will cost,
how long it will take, and
how far it will travel.
Intimate details about
the mindset of the grand
Dubliners.

Page 47

* Some of Alternative radio’s lead
ing, sound-seeking music directors
tell us what the next big thing will
be, what’s the best way for labels
to promote to their station, and
how they decide what gets added.

Page S0

° Format icons
David Bowie and

Depeche Mode know
what it’s like to really be
Alternative — before and
after it was fashionable.

Page 52

®* Was there a bigger success story
than Trauma Records
last year? Rob
Kahane stays off the
phone long enough to tell
us how Trauma managed
to overcome being
dropped by one major,

oniy to find new life with

Interscope.
Page 61

* AXR execs tell us why they sign,
what part they expect radio to
play, and how they still count on
Alternative first.

Page 66

* Marketing directors illustrate how
they put on a face on the
Alternative format and what role
stationality must play for

Alternative to grow. Page 77

* Trend-setting programming
gurus reveal their all-time
top five favorite records.

Page 84
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utside Looking In

Kroo’'s Kevin Weatherly

candidly discusses his career and the

SR

state of the Alternative format

evin Weatherly, VP of

Programming at KROQ/Los
Angeles, has a number of reasons for
not being interviewed in-depth within
the last three years. He knows the
downside of overexposure and believes
KROQ already bears too much
scruliny. As sought after as he is,
every request is rife with ramifications.
Above all, he basically doesn’t want to
come off as self-serving.

Weatherly is keenly aware of the
prevailing climate and, as you wili
discover in this candid conversation,
wants everyone to know that both he
and the format plan to put up a hell of
a fight.

This interview took place at

i

a very healthy station under the
guidance of [now MTV Sr. VP] Andy
Schuon. It just seemed we were

about to become?

KW: Hardly. When | was at KKLQ/
San Diego, after being at KMEL/San
Francisco and KIIS/L.A,, | was used
to a lot of industry interaction. The
phone always rang. The surprising
thing when 1 first got to KROQ was
making the move from CHR to
Alternative — some Sr. VPs and heads
of promotion didn’t call for six months.

Alternative just was not that
important. It was looked at as a
starter format. Things definitely have
changed. | think it’s still looked at as a
starter format, but it’s also looked at
as the end-all as well. After the
musical explosion of the early '90s,
many fabels still expect to duplicate
those early phenomenal successes.
The pressure to have artists reach that
zenith is frightening.

R&R: You mentioned needing to
learn the lifestyle relevance songs had
in addition to their musical appeal.
How did that process come about?

KW: | probably benefited from
remaining open-minded because |
didn’t have preconceptions. We played
songs from artists who didn’t
necessarily fit the expectations of
KROQ listeners, but created a sense of
unpredictability. Over the last few
years, things managed to get
predictable in this format. Today,
people’s expeclalions are so defined.

If there’s one thing about
Alternative radio stations today that |
would like to see change is a renewed

You seemed fo be saying KROQ must
remain a leader.

KW: [ believe in what we have
always done. KROQ has always stood
for new music and people in Los
Angeles have come 1o count on us for
that.

R&R: Are we doing everything we
can te remain true to the original
vision and, for that matter, to the core
artists?

KW: As far as KROQ is concerned,
the vision for this station was [original
PD] Rick Carroll’s, whom many
consider the pioneer of this format.
Over the years, the station has evolved
but, hopefuily, every PD from Rick to
Andy to me has maintained that
adventurous sense. Each of us has
put our individual stamp on KROQ.
IU’s just been different interpretations
of the original vision.

As it relates lo core artists, i’s in
our best interest for a U2 1o continue
10 be as big of a band for our radio
station as they were five or 10 years
ago. We want that to happen as much
as the band, the label, the manager,
everyone. It’s important for us to have
real core artists. At the same time
this industry tends to find something
that has some broad acceptance and
we essentially exhaust its appeal.

We build things horizontally instead
of vertically. If practically overnight an
artist goes on five stations in a
market, you can count on accelerated
burn. The active core listeners do not

g? Weatherly's favorite San Fernando lavi . . itment to just taki expect 10 hear their music on a station
. ValleysEAvigslagrapi=Oncethie ol gl 'lhdn v C"Im":" lm(‘: nI '0 o aIf"\:vg S(:'me' dzzi ned for in-office listenin
. e e T T ATy, g ::acessary. .We started seemg records cal cy ated ¢ mn‘ces. e play a . Rg&R. o format g
@ wanted to make sure we had thought al we believed were potentially more Squlrrel Nut erpers, even l'hough it : Does the .ounal aw.a to
b through everything. Five hours later, mass aPpeal that we could play. doesn l's'oun.d I.|ke a p(f,rfecl fit for . alfp.eapse a (.:ore ayd:ence that is
£ long after the restaurant had closed, Nothing we did was drastic or KROQ, it’s still interesting. And | think elitist? Or is the indusiry at fauit for
o 7

we got up exhausted and thanked the
manager for patiently allowing us to
talk long into the night.

T

SR

“Over the last few years, things managed to get predictable

i

R&R: When you first got into the
format, what was your first impression?
KW: | remember listening and not
knowing most of the music on the radio
station, and then going in and looking

at the music computer the first week |
was there and not knowing 70% of the
library. | really didn’t have any
preconceived ideas about what it was
supposed to be, which 1 think was good
because I avoided a lot of the elitism
that can exist in this format. | was an
outsider; | didn’t know any better. |
asked a lot of innocent guestions: “Why
wasn't the station playing certain
records?” | knew | needed to discover
what created the lifestyle commitment
from the listener.

When | looked at the music, it
seemed we were moving songs
through the system that weren’t real
hits. They might be perceived as hits in
Alternative, but they weren’t real cross-
the-board hits. Remember, KROQ was

in this format. Today, people’s expectations are so defined.
If there’s one thing about Alternative radio stations today

that | would like to see change is a renewed commitment to
just taking some calculated chances.”

revolutionary. It was simply a process
of learning what songs maintained
some sort of relevancy to the core
loyalists but also could grow beyond
that.

KROQ also had a rock-based, heavy-
medium-light clock where maybe the
most-played song got 22 plays a week.
Most of Aiternative followed that
approach then. | came in and gave it a
CHR rotational approach, driving home
the best records in this format.

This all coincided with the Seattle
explosion. Nirvana’s “Nevermind.”
Pearl Jam. A true musical and cultural
revolution.

R&R: In retrospect, did the industry
sense how important Alternative was

the fact that many of KROQ’s listeners
are embracing it is a sign that people
are starving for something that's new
and different.

R&R: Not to sound patronizing, but
recently at the height of intense
competition, you seemed to defiantly
commit to being the new music station.
Most programmers would get tentative.

wanting to wring every ounce of life out
of any record with a pulse?

KW: | think it's a little of both. We
embrace and build a few big artists —
then we overexpose them. They end up
losing that sense of urgency and
importance. When a record gets cycled
through different formats, its
connection to Alternative loyalists is

e L

an't FindABettor”’

One out of every three Alternative
listeners in the 18-49 demo has gone to a
casino, and two out of three have played

state lottery games in the last year.

Source: Simmons/Katz
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it’s grins all around as {I-r) KROO's Rodney Bingenheimer, Sheryl Crow,
KROOD'’s Tami Heide, and Kevin Weatherly smile for the camera.

bound to suffer.

R&R: Alternative starts the process of
exposing music al a4 point when
everything is a risk. Does the industry
appreciate and acknowledge how much
risk goes into starting records?

KW: By and large, KROQ is treated
very well. Any station that takes
chances should likewise be afforded a
measure of respect.

Occasionally, though, the industry
gets shortsighted and forgets what was
at stake in the beginning. Those
stations that put it on the line, remaining
vitally committed to breaking new artists,
should be rewarded. It is important for
the industry to embrace and support any
active station; Alternative, crossover,
whoever steps out and commits to
something not yet proven.

Alternative — and, to some degree,
radio as an industry — has allowed
ourselves to be taken lightly. We've done
it to ourselves. That's our fault. There
are a lot of big artists who can do
interviews in Rolling Stone or Spin, play
“Saturday Night Live” or David
Letterman but, in many cases, don’t
hold a radio appearance in the same
regard. Radio is here for those artists 24
hours a day, 365 days a year.

R&R: Most major artists think of
radio as 400 different demands. They
view TV or major magazines as one.
KROQ has probably done the best job of
negotiating its due respedt from the industry.

KW: | don’t know if we've done the
best, but | do know we've always made a
huge investment in developing new
artists and we've received a ten-fold
return on it.

R&R: There are those who complain

KROQ gets preferential treatment.

KW: Those people should spend
less time complaining and more
energy being proactive instead of
reaclive. We've made a constant
commitment to building artists and
playing new music and have done so
for 18 years. Thankfully, there are a
lot of people in this business who
respect that.

R&R: You know when you utter

science to properly using KROQ play,
timing adds at the right moment,
managing play increases for the signals it
will send. Does this affect your thinking
when you go into the music meeting?

KW: Absolutely not. However, we do
understand the importance of being
sensitive 1o labels’ needs without
compromising the station’s goals.
Sometimes in the course of doing
business, it's necessary for both sides to
be flexible.

For example, if there is a song that we
know we are going to play, if it helps the
label to add it early, then we would do it.
It's important to establish mutual respect.
If we can meet in the middle, that’s great.

As far as using KROQ airplay to help
build a story or develop a project, go for
it. Remember, just because “KROQ’s on
it” shouldi’t be a reason for a station in
another market with different competitive
conditions 1o play a record. Hopefully,
we're making the best decisions for KROQ
and other stations are doing likewise.

We're not in a race with stations in
other markets to be first on a record.
Understand that there are people inside
this radio station who have a real passion
for music. We play records based on the
passion of Gene [Sandbloom, APD],
Lisa [Worden, MD], Zeke [Piestrup,
Asst. MD], Diana [D’Amato,
Programming Assl.], and the jocks. They
are all integral to the process. One thing |
do hope comes out of KROQ is that
passion.

R&R: In addition to that passion, isn’t
it important for Alternative to also have a
sense of perspective?

For KROQ, Tracy Chapman is
probably a good example. “Give Me One
Reason” was a real hit. | think we got
maybe a little caught up in the sound of
the station versus the need for playing a
hit. And | know that “hits” can be
considered a dirty word for some people
in this format ...

R&R: But earlier you said, “What the
station stands for” as opposed to just
“What the station sounds like.” That
implies something else. It’s not just how
it sounds — it’s the overall stationality
that is projected. So it's more than just
playing hits.

KW: Absolutely. You have to
understand the balance between playing
hits and supporting artists with strong
image for the station. You have to
maintain that balance to be more than
just a Top 40 jukebox.

That’s why we look at Prodigy in
much the same way we look at Nine
Inch Nails. Nine Inch Nails is vital to
KROQ’s core and Prodigy has the
potential to do so. An act like Jewel gives
the station greater cume potential. The
core audience may not have the same
passion for acts like her, but these
artists have broader appeal. You have
to find the balance, a representative
center.

That center tends to continually
move. The original music of this format,
like Nirvana’s “Come As You Are,” Peart
Jan’s “Jeremy,” and STP’s “Plush”
became music that can now be heard on
Hot AC. If we look back five years ago,
some Alternatives wouldn’t play songs
like that before three in the afternoon.

“This industry tends to find something that has some broad
acceptance and we essentially exhaust its appeal. We build things
horizontally instead of vertically. If practically overnight an artist goes
on five stations in a market, you can count on accelerated burn.”

“commitment” where I’'m going to go.
Some people will take you to task and
say when they give you a band, you
have a commitment to honor.

KW: 1 definitely believe that it's
important to establish realistic
expectations on both sides from the
very beginning. We certainly enter into
any situation with the best intentions
and are seeking a win-win. Sometimes
things don’t connect. After all, it’s a
subjective process. So much of itis
intuitive and all | can do is trust my
own instincts, trust the people who
work at the radio station whose
opinions | value, and make decisions
based on that.

R&R: The industry certainly does
tend to cail attention to KROQ.
Promotion people say there is almost a

KW: Yes, but sometimes this format
can be too precious about it. As an
industry, we spend a lot of time looking
inside out, rather than outside in.

| think that you have to have an idea
of what you want the radio station to
stand for, understand who you’re going
after, and try to be consistent with what
you put on the radio station that meets
those goals. Sometimes we're guilty of
overthinking it and miss a real hit.

bout

Now all of a sudden you hear them on
the Hot AC stations.

That's part of a process where your
core sound evolves to include Rage
Against The Machine and Toel. But
you have to know how to remain
balanced overall. Left unchecked, a
self-fulfilling prophecy occurs where all
you do is continue to play to a more
extreme core. You end up being very
well-defined for a very small niche.

Last

Nigh

Where will you find your audience at night?

Half of your 18-34 listeners go to bars or

nightclubs (31% more than average}, and a

third of them go dancing.

Source: Simmons/Katz
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R&R: ! get a fear, after talking to
some programmers, that in an effort to
differentiate themselves, they’ll move as
far left-of-center as they feel they must to
separate from the middle.

KW: The format can’t let itself be
repositioned that way. My advice is we
have to stand our ground and not let Hot
AC or Active Rock stations force us out
of our position. Be aggressive and lay
claim to the best music possible.

R&R: How do you determine what
that is? Most formats wait for Alternative
to do the guesswork. How do you know
when you've got a potential hit?

KW: For us, it’s a combination of
elements. We look at sales and requests,
we use callout, we spend time going to
shows measuring fans’ reactions.

There’s not a standard formula. I'm
not a slave to charts. We’re concerned
with the cause and effect: how airplay
relates to active results like sales. If we
don’t believe in a record, showing us a
chart move isn’t likely to persuade us as
much as showing us how play by a
station resulted in healthy sales.

For us, quoting top five requests from
other stations is meaningless. Many
times, it’s just a jock writing down his
favorite songs. It might be the same
listener calling 15 times a day for
something. We also know it might be an

it early and put our stamp on it, then we
can help define its image.

R&R: As a format, do we really focus on
audience needs? |s research effective in
determining that?

KW: | think that depends on the type of
systems that you have in place. Research is
good, but i’s also a very dangerous thing in
the wrong hands because research can only

Gavin Rossdale of Bush and Courtney Love of Hole grip and grin with Weatherly.

negative press stating the format’s in
trouble. It's all bullshit.

The appetite for this music is still
strong, but there are more choices now.
Spend the energy on the elements of
your station which cannot be duplicated.
I'd love to hear original, fresh
production that’s not just John Frost or
Keith Eubanks clones. That wauid be a

“You have to understand the balance between playing hits and
supporting artists with strong image for your station. You have to

maintain that balance to be more than just a Top 40 jukebox.”

assistant at a record label hyping the
phones.

R&R: A lot of people are predicting
that electronica will be the active music
that revitalizes Alternative.

KW: My advice is to be careful. It’s
easy to get caught up in the hype. No one
has the crystal ball that will predict the
next musical movement. There is
definitely something going on with
electronic. In fact, a lot of people at
KROQ feel this will be a vital component.
I just don’t want to make the mistake of
getting too far out in front of it.

R&R: Pop is making its presence felt
as well. Is it harder to know when
something with a pop lean will retain
Alternative acceptance?

KW: You sometimes can’t be certain,
but sometimes a new artist with no
baggage is easier to embrace. I's a
matter of timing generally. If we capture

tell you what people already know. Part
of our role as an active entity is to
balance leading and reflecting. The
audience will tell you when you're
wrong. Be willing to lead them and gain
their trust. Don’t be afraid to take
chances, otherwise you’ll become too
sterile.

R&R: The format seems to be
working hard to find something
trustworthy.

KW: | don’t know if that’s the case.
This format has been on top the last five
years. It’s a victim of its own success.

Rock and Hot AC were boring and
safe. The listeners wanted something
different and Alternative was in a
position to deliver it. Ratings increased,
record sales shot up, and everyone
suddenly woke up.

The mistake being made now is a lot
of people are overreacting to the

good place to start to try to separate
from the pack.

Yes, overall, the format is in a
fortunate and fluid position. We are the
“new music stations,” which frees us
from being held hostage by a sound, like
Rock may be. | think we’re always using
the process of healthy experimentation.

R&R: [ love listening to you talk
about experimenting, especially in light
of it being in a $300 million laboratory
like KROQ.

KW: I'm fortunate that | work for a
general manager [Trip Reeb] who
comes from a programming
background, appreciates the art/science
of programming, and understands that
it's part of the process for a station like
KROQ. Trip encourages Gene, Lisa, and
everyone involved to really dig in and
find out what'’s happening.

R&R: You probably needed some

encouragement after flying back and
forth from L.A. to New York for half
of last year. How did you manage to
program an active station in both
the No.1 and No. 2 markets?

KW: When it appeared that
Steve [Kingston] would be held up
by a non-compete clause, | did what
| could to help. Listen, | was thrilled
for the opportunity, and it was a
great learning experience. | think
that everything’s worked out okay.

I'm grateful for the opportunity
Mel Karmazin [Chairman/CEQ CBS
Radio] and WXRK/NY’s [VP/GM]
Tom Chiusano gave me. With
WHFS/Washington coming in,
KOME/San Jose, WBCN/Boston,
WXRK/New York, and KROQ, it's a
great group and fabulous brain trust
with Oedipus, Robert Benjamin,
Steve Kingston, Ron Nenni, Jay
Taylor, and others ... really smart
people who bring an exciting
exchange of ideas.

R&R: Listen to you ... you live
for this stuff. Did the fact that your
dad owned a station hook you when
you were young?

KW: Oh, yeah. | mean, we had a
small mom and pop daytime AM
station. But ever since | was little, |
lived in a radio station. | was on the
radio when | was 12 years old. It
took me up to ‘86 with KMEL before
| realized | wasn’t any good on-air
[laughs]. Since then I've been in
programming. | still enjoy it. If |
were bored, | would be doing

LR B
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From their self-titled debut album
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| KNOW IT WELL'
MAJOR MARKET ACTION!

Top 5 phones after only 1 week at

s 4 | KROQ(12x) KDGE  KTEG

fiEDJ . ERZX WRES - 99X (16x) KPNQ . KwOD

Puzzlegut will be playing live i}..; WKDF((‘ 4x)) KEG gg KNRK

o 5 WNTX(16x) KKND' WRAX

- ' = g 1 ,$XSW WRZX(27x) KXTE WZAZ
: Friday, March14the 2:30pm WRXQ(12x) WZRH WDOX
Trauma Records ¢ “OuttaTowner Hootenanny, KXBS(22x) KGDE WGRG
Ruby’s Free Range BBQ & New Wave BeerBust” KTOZ(10x) KXRK KMYZ
Q101 KEDJ WLUM

Puzzlegut will also perform at : WRLG

this year’s bigges't event

" ockStock ‘97 ¢ Dallas ¢ June 21st 1 OVER 200 SPINS! 1‘
Capacity over 300,000 VER 35 STATIONS! i
BUSH TOUR 1997!!
Date / Day: City: 4/12 Sat. Boston, MA SOLD OUT
3/20 Thurs. Miami, FL ) 4/13 Sun. East Rutherford,
3/21 Fri. Tampa, FL 4/14 Mon New York, NY
3/22 Sat. Orlando, FL 4/16 Wed. Buffalo, NY ‘
3/23 Sun. Pensacola, FL 4/17 Thurs. Toronto, ONT On Sale 3/8
3/25 Tue. New Orleans, LA 4/19 Sat. Detroit, Ml < C
3/26 Wed. Llittle Rock, AK 4/20 Sun. Grand Rapids, Ml On Sale 3/8
1 3/28 Fri. Memphis, TN SOLD OUT 4/21 Mon Cleveland, OH SOLD OUT
3/29 Sat. Nashville, TN 4/22 Tue. Dayton, OH
3/30 Sun. Birmingham, AL 4/24 Thurs. Chicago, IL On sale 3/15
3/31 Mon Atlanta, GA 4/25 Fri. Moline, 1A On sale 3/15
4/2 Wed. Columbia, SC 4/26 Sat. Ames, 1A On sale 3/22
4/3  Thurs. Winston-Salem 4/28 Mon Minneapolis, MN On sale 3/15
Your edit of 4/4  Fri. Charlotte, NC 4/29 Tue. Madison, WI On sale 3/15
“COLD CONTAGIOUS” 4/5  Sat. Landover, MD 5/1  Thurs. Indi.an.apolis, IN  On sale 3/22
Arrives March 19th 4/7 Mon. Roanoke, VA On sale 3/8 5/2 Fri. Louisville, KY On sale 3/15
4/8 Tue. Philadelphia, PA SOLD OUT 5/3 Sat. St. Louis, MO On sale 3/15
. 4/9  Wed. Pittsburgh, PA 5/4 Sun. Kansas City, MO On sale 3/15
from the 3x Platinum album 4/11 Fri. New Haven, CT SOLD OUT look for dates in your market soon....

RAZORBLADE SUITCASE

NO DOUBT TOUR 1997!!

Date/ Day: City: 5/4 Sun. Charlotte, NC 5/26 Mon. Vancouver, BC

4/15 Tue. Sacramento, CA 5/6 Tue. University Park, PA 5/27 Tue. Portland, WA

4/16 Wed. Fresno, CA 5/7 Wed. Uniondale, NY 5/30 Fri. Mountain View, CA

4/18 Fri. Las Vegas, NV 5/9 Fri. Worcester, MA 5/31 Sat. Anaheim, CA

4/19 Sat. Phoenix, AZ 5/10 Sat. Montreal, QUE 6/3 Tue. San Diego, CA { :

4/21 Mon. Abbuquerque, NM 5/12 Mon. Toronto, ONT 6/10 Tue. Bonner Springs, KS Thanks to press, radio, retail and MTV
4/23 Wed. Ft. Worth, TX 5/14 Wed. Burgettstown, PA 6/11 Wed. Maryland we’ve sold over 7,000,000 albums
4/25 Fri. Woodlands, TX 5/16 Fri. Dayton, OH Heights, MO

4/27 Sun. NewOreans,LA 5/17 Sat. Buffalo, NY 6/13 Fri. Antioch, TN Are you “HAPPY NOW”"??
4/28 Mon. Pelham, AL 5/19 Mon. Grand Rapids, Ml 6/17 Tue. Virginia I thought so.

4/30 Wed. W.Palm Beach, L 5/20 Tue. Noblesville, IN Beach, VA

5/2 Fri. Lakeland, FL 5/24 Sat. George, WA 6/20 Fri. Camden, NJ Coming April 7th...

Tragms

© 1997 Interscope Records. All Rights Reserved [HIITH

INTERSCO
v
mm



i a2

LOGIC_PERSUADES...

WHEFS #1! o i
Q101 #1!
WEND #1!

“THZ FRESHMEN #1 Heatseker Cart

. L. W
The Verve Pipe | - e §
y B o0z cuie & seave roTaion
NEGEGTE © )
Adult Atternative (- @
#1 Most Requested @ Alternative

1 3 Siagle #2 “You Make Me Ramember”

i Al-eady On: 91X Y1)7 KEGE KNRK
Leah A”dreane | KZON WB0S WVRV WAQZ

| ! and maly moee,

ﬂOn

..=_- Custom
1st Single Breaking
CHR/POPED- B
e '7‘ " Already 0
Thin Lizard Dawn & WUSE KTCL KEDE WOXY

KXBS KTUX WRBR & more

“Saxual Dynamo”

Or Your Desk Now

SXSW Thurs.. Mar. 13 @BABE's
Show At Midnight

Dave Matthews Band | e rssoosoiry [

fpproaching “riple Plairum

“Crash Into Me”

WK #25 And Still
Top 10 At Alternative
And Adult Alternative
a
i
3 -

Ll See Jeremy At SXSW

Thurs @ SXSW
Jeremy Toback || i'i Sat. March -5 @ Qlub Deville 1AM
1 5

Also, See Hoarse

At Coppper Tank
& Treble Charger
At Babes

. “California Phase” I
- On Your Desk Soon™ i
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KW: If and when that
happens, | hope people are well-
informed with their observations
before drawing conclusions.

Each market brings different
challenges, so it’s not wise to
oversimplify matters and judge a
format’s relative performance without
understanding the individual dynamics.
It's constantly changing.

Look, KROQ’s been around for 18
years. It’s been up and it’'s been down
but we’re a franchise operation. i you
want to be a franchise in your market,
you have to be committed for the long
haul and have realistic expectations.

Some people speculate that
Alternative might be over. No, it’s not

something else. | can’t see myself doing
this at fifty, but now | can't think of
anything else.

R&R: People like to speculate on what
you might do.

KW: You know, | think | have the
greatest radio job in the country.

I've looked at the situation and know my
heart is here. | know there is still work to
be done. It’s a desire to win convincingly.

R&R: Whether you like it or not, people
are going to scrutinize what KROQ does
and draw conclusions regarding the format.

No Doubt and the surviving members of Sublime joined forces with
KROO to put on a benefit concert for the Jakob James Nowell
Scholarship Fund.

“Some people speculate that Alternative might be over.
No, it’s not over. It’s simply enduring the cyclical nature of music.”

Weatheriy and the Cure’'s Robert Smith discuss life
in Alternative’s spotlight.

AT SXSW Wﬂ PRESENTS:

RECORDS

VALLEJO

Steamboat March 13th 1am

W W
b‘!r'l:ll:li"a'l'l‘l
Club Deville March 14th 12 Midnight

Kqu\ Flh

Ruta Maya March 14th 2 am

efLow(

over. It's simply enduring the cyclical nature
of music. But you can’t be a franchise like Live
105 [KITS/SF], WHFS, WBCN, or KROQ if you
don’t remain committed for an extended
period and aren’t willing to weather the
storms.

R&R: Alternative still gets knocked for not
developing artists.

KW: The development of artists is not our
sole responsibility, although we can be an easy
scapegoat. We should all spend less time
finger-pointing and more time doing things
that will positively influence our business.

The frustration people have is ridiculous.
So many things are involved in artist
development. Can a band play live? Does that
live performance capture the magic that was
created through the effects of a $200,000
video? Was their follow-up album really as
good as their breakthrough?

On one hand, Alternative is expected to hold
on to established acts and at the same time
the demand comes to establish everything
new. Well, the bottom line is listeners want to
hear real hits. It may be politically incorrect to
infer that, but it’s the fact.

R&R: One thing that Rock had was a
certain artist loyalty, for beller or worse ...

KW: But it also hurt Rock radio, in one
sense. Over time, as those stations grew with
those artists, they evolved into being Classic
Rock radio stations and quit playing new
music. So they could be loyal to a fault.

A lot of it depends on your demographic
goals. If you're a radio station content with
growing with your audience, then naturally
allegiance to the same artists will exist. We're
a format that’s locked in on the demographic
and wants to maintain relevance to people
coming into the demo. Some artists will
maintain relevance. It's understandable why
there is a demand for new faces, though.

R&R: There also is a demand for
“authentic” information. Have we gone
overboard and become statisticians?® Everyone

is feeling the swath of the “two-edged sword”
of exact information. Each spin, each sale has
a calculated impact.

KW: Thank you for bringing this up
because the daily obsession with spins really
does drive us crazy. There are times when 1I'd
like to take all that and throw it out the
window.

It’s important to step back and look at a
larger context, to know more naturally when
things are building momentum. Over the life
of a song, rotation will vary. A decrease in
rotation does not always mean a record is in
trouble.

R&R: If you're outside of KROQ trying tv
get a read on a record’s performance, how
best can you measure it?

KW: Spend less time in front of BDS and
Soundscan and more time in the field
understanding why and how stations operaie.
Develop relationships with the people who
work at the station. If these relationships are
secondary to the data, then we've gotten off
track.

It’s about humanizing the process. There
are people here who care about the music we
play and want it to succeed.

R&R: There are a number of young
programmers who look to you for inspiration.
What message can you offer them?

KW: Regardless of market size, the basics
work. Learn them well and don’t let outside
influences hinder your judgment.

At the same time, build a network of people
whom you trust. Rely on these people to
bounce ideas off of and count on their
support.

Most important, follow your heart and den’t
be afraid of failure. The things that don’t work
out will teach you more sometimes than the
ones that do.

Finally, surround yourself with a strong
group of people at your station and encourage
them to have the same faith in themseives.
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VALLEJO

Steamboat u

Thursday, March 13th 1 am Ijnr'dljr'al“

See this killer live outfit triumph Club Deville

on their home turf! Friday, March 14th 12 midnight

“Just Another Day” Now Building at Atbum Rocdk
& Alternative
» 259 BDS Spins including:

The self-described “most ballistic grind-pop
band from Boston.”

\lngx;g\ :&x cvi'::lx E)T(%( Now impacting: “Youth of America” as featured
KRAD 26x WKLQ 12x XHRM in SCREAM-the #1 horror movie of all time!
KNCN 15x KROX 22x KPOI 14x . ,

KISS KDGE From the new album LET’S BE NICE.

KILO 13x WKDF 16x

Back Room

Friday, March 14th 1 am

“One small step for ska,
one giant leap for ska-core.” —LA WEek:y

TWENTY-EIGHT TEETH-their TVT debut-April 15th

- Koya\ T:lhjeflo(

Ruta Maya
Friday, March 14th 2 am

“twisted odes to alcoholism, onanism,
and ambivalence.” —OFffBEAT

Look for the debut album from this
brilliant New Orleans trio in May.
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Managing The
‘Pop Mart’

Having spent five years at Island, |
was privileged to closely watch the
work of one of the greatest bands ever.
U2 has and will — by their desire to
constantly regenerate their vision -
continue to embody all that is great
about Alternative.

One area where U2 has taken
Alternative to new heights is in their
acute understanding of what it takes to
first create, and then relate, their vision
to the world through the media and
performances. | still vividly recall
walching dress rehearsals in Lakeland,
FL prior to the first date of their now
infamous “Zoo TV” tour. As the sets
were assembled, as the band ran
through development of the concert
and, ultimately, as they unveiled that
first show, | knew | was withessing
history in the making. That tour may
rank as the greatest entertainment
spectacle ever known in roch.

Anyone who saw that, or other U2
tours, knows a lot happens on and off
the stage. U2 is fortunate to have as
manager, partner, and all-around
raconteur an erudite Irishman by the
name of Paul McGuinness.
McGuinness has been with U2 since the
beginning, helping to craft and
maintain a vision that may now be
uneclipsed in rock’s annals. After 20
years, U2 remains vital, important, and
willing to progress with the times. What
other rock band can make that claim?

McGuinness took time from the
grueling grind of organizing the
release of the new “Pop” CD and
mounting its attendant tour, “Pop
Mart,” to talk with me about everything
from U2’s gaining icon status to losing
band members in the Congo ...

R&R: How much planning goes into
mounting a tour of this magnitude?

Group’s manager discusses

the new tour and life with the

world’s biggest band

PM: Well, | suppose we’re always
planning. The planning takes place
during the making of the album. The
great thing about U2 is they think with
their left and right brains ai the same
time. | remember Boneo saying to me a
few years ago, after he’d been having
considerable trouble on the “Joshua
Tree” tour, “I'm never gonna write
another song that | can’t sing in a football
stadium.” 1 said, “Don’t be so hard on
yourself.” But he was kind of serious. He
does think about the live performance of
the songs when they’re being written.
Indeed, when it came to the “Achtung
Baby/Zoo TV” tour, he did transpose a lot
of the songs into heys that were easier to
sing in an outdoor situation. Remember,

one end. The other part of the set is an
enormous single golden arch, homage
to the one in St. Louis.

There’s an enormous, 120-foot-high
cocktail stick with an olive on the end
of it. Then there’s a huge, femon-
shaped mirror ball that slowly revolves.
It rolls out on a truck into the middle of
the field and then opens up like an
Easter egg. The band comes out of it,
down some steps. You got to see this
stuff to believe it.

We showed some computer
graphics at the debut press conference,
and some people flatly refused to
believe it. But they were rather like
[U2 parent label PGD Distribution
CEO/President] Jim Caparro. Caparro
didn’t believe we were holding the
press conference at a Kmart. | don’t
think he really believed it until he got
there and saw U2 performing in the
middle of the lingerie section.

This show is going to be hugely
visual, as well as everything else that

it was quite surprising when people
came up to us and said, “I bet | know
what you’re gonna do now. You're
gonna strip it down to basics and do
something very minimalist.” | said,
“No, | don’t think so. If | know my
clients, this is just the beginning of a
lifetime of spectacle.” Because the
rock 'n’ roll that U2 makes is, well,
big music. And it needs a big visual
co-efficient.

R&R: Most people, even those in
the industry, wouldn’t know the
enormous amount of planning that
goes into conceptualizing a U2 tour.
Give us a view of the process.

PM: | would say we've been
talking about it since the last tour. We
have a very talented team of
designers. Willie Williams, who has
been with us for 15 years, was
originally U2’s lighting director but
we now call him the show director.
We also work with Mark Fisher,
who's been involved with Pink Floyd,

“The great thing about U2 is they think with their left and
right brains at the same time. | remember Bono saying to

me a few years ago, ‘I'm never gonna write another song

that | can’t sing in a football stadium.

they could be singing outdoors, which
can mean being in Cleveland in
November. Or it can be the swamps of
Miami in August. Outdoors can mean
many different things.

But it’s true to say they’ve developed
an attitude or a way of dealing with the
album concept that also now includes
the tour concept. The title of the tour this
time, Pop Mart, reflects the album title.
And the aesthetic of the visuals in the
packaging will form some sort of
continuum with what the show looks
like.

| don’t know if you've heard about
the look of the stage, but the production
has a 250-foot-wide television screen
made up of pixels. As a result, we're
building an enormous screen, | think 60
feet high by 250 feet by 80 feet high at

goes into the sonic area. Because |
think you can’t really invite 50,000
people to a football stadium and just
give them a rock 'n’ roll show a half a
mile away. You have to do something
spectacularly visual to justify them being
there.

We have a lot of fun doing that. It's
not something we do reluctantly. We
had so much fun on the Zoo TV tour that

the Rolling Stones, and Zoo TV. He's
an architect. They’re both slightly
weird, but they have an engineering
ability to match their weirdness.

| suppose we’ve all had the
experience of going to a stadium
concert to see an act that’s become
very big. They’ve basically moved out
of the theaters and into arenas and
stadiums without really rethinking
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what the show is. They just hire more
PAs, more lights, a bigger stage, and
maybe a couple of video screens. And
they think that’s a show. But | don't.
You have to have a really good reason
to go to a football stadium to listen to
music. It’s not an ideal audio
environment. We all know that. But it
can be so much better than most of the
shows that people see and are
disappointed by. | reckon we were just
determined that since people had been
excited by the shows we’d done in
theaters and arenas that we weren’t
going to disappoint them when we
brought them to a football or baseball
stadium or even a field.

R&R: The Zoo TV tour showed U2
developing an even greater cinematic
sense of how to wed their songs to
visual settings.

PM: I've spent a lot of time in
Hollywood since the last campaign
because we've been involved with
various soundtrack hits. We had a hit
from [the James Bond movie]
“Goldentye,” the “Batman”
soundtrack, and Adam [Clayton]} &
Larry [Mullen] did the “Mission
impossible” theme.

Our concept of production value is
very much a movie concepl. | was in
the movie business before | managed
U2, an assistant director for films. “Gel
the money on the screen,” | was told
when | first went to work for direclor
John Boorman. He said if you spend
money on limousines or lunch, it’s not
on the screen. But more crowd extras,
that’s on the screen. More explosions,
that’s on the screen. Gel the money on
the screen. | think that's something I've
tried 1o imbue this organization with —
the concept of spending the money
where people can see it. Or indeed
hear it.

The excitement of going 10 a U2
show is part of our stock and trade.
People are going to have very high
expectations of the Pop Mart show. We
intend to exceed their expectations.

R&R: U2 clearly raised the bar with
the standard set by Zoo TV.

PM: People used 10 say 10 me in
frustration, “This is 100 much to take
in.” That was aiways the best

compliment | could get. To hear
somebody say, “I can’t handle this, it's
sensory overload.” That’s exactly the
effect we were hoping for.

In that respect this show will not be as
hyperkinetic as Zoo TV. Zoo TV was a
creature of its time. Now everyone is
playing with TV and kind of flashing
imagery, speedy stuff. Now artists like
Roy Lichtenstein are letting us do
some things with their imagery. He is,
after all, the father of pop art.
Lichtenstein, who’s a very grand old
man now, has very generously allowed
us to take some of his imagery and play
with it on this big screen.

When we saw the way this screen
was going 1o look with these glowing
pixels, we thought the pixels looked a bit
like the dots Lichtenstein used to use for
his colorization. So Bono went to see
him and asked if he'd be interested in us
messing with his stuff on the screens.
Unlike Zoo TV, this is a show that will
work in daylight as it changes into
darkness.

R&R: Rubbing shoulders with giants
like that has to have a creative influence
on the band ...

PM: You meelt the interesting people
of your generation or even some
generations before; actors turn up,
artists turn up. Since Zoo TV, it’s a lot
easier 1o explain to them what a
collaboration with U2 might involve,
because they’ve all heard about it
through the art media. That whole
phenomenon of high art colliding with
high tech is as exciting for the artists as
it is for the technology people.
Technoiogy people have been flocking
around, wanting to get involved in a
sponsorship way. Apart from a
relationship with America Online that
we are developing, | don't think there
are going o be any sponsors involved in
this.

We've been working with other
artists, people like Brian Eno, for 13
years. Somebody reminded me the other
day that Eno’s going to be involved in
this tour. Because he’s a visual artist as
well as a musician, that seems a fairly
natural thing.

And the fashion people are very
clued in 1o U2 now. IU’s fun to be able to

go to the fashion industry and say, “Do you
want to get involved in making something
wild that will make sense in a football
stadium in front of 50,000 people?”
People instantly jump at the opportunity.

R&R: As far as Alternative is concerned,
U2 probably represents the role model for
a band. They take their position seriously,
staying aware of new trends and trying to
suppori new artists. When they suggested
taking Smashing Pumpkins out five
years ago, prior to “Siamese Dream,” it
wasn’t the most commercial notion.

PM: The members all listen 1o a {ot of
music, and they kind of argue about il.
They have different tastes. But in the end
anything that goes out with U2’s name on
it is achieved unanimously. It's a long and
painful process, too long for me. | couldn’t
stick to it but they do. They pick it up from
the ether; they're great believers in the
Zeitgeist, whatever it is.

As far as studying the vistas of music, |
think it’s hard for me to say because they
make the music. But Bono quite often says
that we are a band of four, while a
corporation of five. The consumer is a
much more complex individual than the
industry has been giving him credit for. |
know a lot of people my age who stay in
touch, listen to both rock 'n’ roll and
opera, and have an extremely diverse
record collection.

Perhaps for the first time in this
generation, marketing is taking that into
account. It’ll be interesting to see if tighter
formatting of radio will start to change in
the nexi few years.

R&R: Talk about the logistics of the Pop
Mart tour.

PM: The tour involves 120 shows over a
12-month period. ht goes from April 25 in
Las Vegas to July 4 in Boston. Then we
pick up in Rotterdam on the 18th or 19th
of July, and that leg goes through (o Tel
Aviv sometime in September. Then we go
back to America, finishing up toward the
end of November. | think we're on course
10 do three shows at Soldier Field [in
Chicago]. IUIl be the tirst time we've
played in the city limits since we played
the [local club] Park Weslt. In 1998 we go
from Japan 1o Australia to South America
to the Pacific Orient to India. | think the
final show will be in April '98 in
Johannesburg.

There are about 250 people traveling
with us. A very large number — maybe
100 — are drivers. And obviously there are
local crews who move the equipment
around. And we have quite a few women
on our crew. | don’t know how many this

lime, but probably more than on most
crews. Four men in a rochk band, that’s
enough testosterone. So we try to
balance that. Most of the principal
management’s organization is female.
And ! think that’s probably going to stay
that way.

It’s a very polyglot group of people at
this stage, but a lot of them are
Americans quite honestly. | think it helps
to be Irish, but at this stage it’s not
exactly essential. We're an equal
opportunity employer [laughs]. When
we’re doing visas for complicated
cotintries, there are usually eight or nine
nationalities 1o process. Moslt lay people
never stop to consider just how much
goes into getting 250 people,
particularly our seedy lot, in and out of a
territory.

R&R: With all that globetrotting, have
you ever lost a band member?

PM: We're always losing people. If you
don’t get out of bed on time, you run the
rish of being left behind. That’s the basic
rule of touring: You have to make your
own way 1o the next cilty and pay for your
own flight. Somewhere, | imagine, a
crew member now lives in a hut in the
Congo.

R&R: We've outlined the scope of Pop
Mart. One area that remains a concern,
to fans and the industry alike, is the
financial ramifications of such a huge
undertaking.

PM: During the Zoo TV tour, | think we
were touring in a recession or it was
perceived as the recession. We had a
ticket price of roughly $30. If we had
had the nerve to increase that price, to
say $40, we would have made an
appropriate prafit on that tour.
Otherwise, we aclually made quite a
small one.

This time, the tickel price is an
average of $45. Some are $52, some
are $35. But there's a kind of hwo-liered
structure around the world. We put about
eight or nine shows up in North America
and about four or five in Europe, and E
there seemed 1o be no problem with that
ticket price — not a word about it. So I'm
relieved it’s nol an issue.

Deriving from the last tour, we have a
sufficient kind of reputation. So peopie
know the money’s going to be on the
stage. They're programmed to expect
something brilliant, and we're going to

give it to them.
®
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unger For New Music
Drives Live 105

Nothing interrupts Aaron

Axelsen’s musical cravings

Kll‘i (Live 105)/San Francisco
has been a flagship station for the
Alternative format since the early '80s.
For the longesttime it has been felt that
San Francisco’s open sensibilities
would provide fertile ground for
alternative music. Punk, new wave,
everything save for grunge had to be
battle-tested in the Bay Area before
labels would up the ante elsewhere.

That tradition continues today,
particularly with the electronica genre,
as San Francisco’s ctub culture has
always helped drive alternative trends.
Live 105 MD Aaron Axelsen has
gained notoriety for hungrily finding
records, sometimes playing them
months before their “official” release (if
any was planned). This interview is
basically a version of the conversations
| have with Axelsen week (0 week: big
on philosophy, with specific artist
analogies thrown in for reference.

A recent encounter had Axeisen
calling me excitedly to talk about one of
his latest “discoveries,” Alabama 3. He
proceeded to ptit me on hold so 1 could
hear PM drive host “Big” Rick Stuart
world-premiere the track “Ain’t Gonna
Goah.” Thirty seconds in, | kept
expecting Axelsen to come back to the
phone. But he let the song play in ifs
entirety before returning. Nothing, it
seems, interrupts the music in Axelsen’s
life. As this interview will show, he's
even built his domestic existence
around it ...

R&R: For the benefit of our readers,
how about offering in detail your
thoughts on electronic music or what
we've dubbed electronica.

AA: Obviously my station dedicated
itself to the form in *96, and ué trend
will contiateto grow in *97. | know a
fot of people are jumping on the
electronica bandwagon. Then there are
a lot of cynics out there who would sort
of blot it out from the more orthodox
rock spectrum. They don’t understand
something that’s not structured as a
rock band. They don’t understand that
being commercially viable.

There's a lot of misconception out
there about electronica. But i have the
luxury of programming in San
Francisco, which historically has a rich
heritage of dance music. The
alternative underground dance scene,
and electronica music in general, is
going to make, at least at this station, a
big impact and continue to make a big
impact. This music is a great way to
position your station. it’s a great way to
bulld a fine wall, fine lines around your
station, giving you a renewed
Alternative identity.

R&R: As the form becomes popular,
it seems you're starting o feel some
reactionary cynicism. Will innovators
abandon electronica in provincial
fashion?

AA: Alot of that is the music industry
... we're sg wrapped up in these things.
Only a small percentage of our
audience is really going to feel
overhyped. Mostly, it’s music industry
hearsay. | don’t think it really affects
your overall listenership. I'm sure they
don’t pick up all the trades and say, “Oh
wow, there’s another article on
electronica.” They don’t see it that way.
I think they slowly see this music
infiltrating their normal outlets of
entertainment and culture, be it MTV,
radio, or the press. That's how it’s
slowly impacting their generation.

R&R: A Iot of what'’s happening
seems to be Alternative reaching for a
return to a more exclusive identity. Are

1

you conscious of that?

AA: | am. Be it electronic music via
Chemical Brothers, Prodigy, Orbital,
etc. Also pop music in general, like
Space and the Cardigans. I think pop
and electronica music are two genres
that are really going to help define
Alternative’s direction. And that’s what
| want to emphasize. We’re suddenly
not just electronica, aborting all rock-
sounding records and being a techno
station; that is a misconception people
have of Live 105. 1 think Space,
Sneaker Pimps, and the Cardigans
are the more pop-leaning examples.

One other note as far as music goes:
I'm going to be much more sensitive in
'97 10 focusing oin bands that incite
passion. IU’s so important to look at
bands instead of just looking at their
radio hits. Because if you have loyalty
toward a band and you support this
band, it’s only going to translate to
station loyalty. We’ve been affected by
just finding a quick fix, a quick hit, and
then just dumping it and getting on with
the next big hit record.

R&R: So'you recommend figuring
out how to appropriale a band with a
cult audience like a 311 or Dave
Matthews ...

AA: Exactly.

R&R: | always joke with you about
this, “Fill me in Aaron, tell me what |
golta know.” Seriously, though, how
do you stay so far ahead of the
mainstream when it comes to releases?

AA: It’s some weird intrinsic
characteristic in me. | have this
insatiable appetite for music. It's like a
drug, | get a new record and | need it
now!!! And so | get high off that
record, and then | come down and |
need my next fix. 1 go to great lengths
to satisfy it. Here's the scenario: be it
Kula Shaker, Primitive Radio Gods,
Prodigy. or Cake. Any of the things we
may have broken. | think a very small
percentage is ... “Here’s my mail,” or
“Here’s a band I've never heard before
... Oh my God, it’s a hit!!!” The chance
of that happening here on ny station is
very minimal.

Very rarely do | open up a package
about some band | don't already have
some awareness of. | can’t even recall
an instance when that ever happened.
Al the records I've found, whether it
was Garbage or White Town, I've
already heard a buzz. Once I've heard
that little buzz, whether it’s my favorite
buyer at my local record store, a writer
in a British magazine, or a 1abel that

consistently puts out good records,
then that’s a tool for me to uncover
more.

Every Saturday 1 have a routine: |
take my daughter and we hit three
record stores in the East Bay and then
go across the bridge to San Francisco
and hit two record stores. | don’t care
what I'm doing - at 11am it’s five
record stores.

R&R: (laughing) I take my kid to
“Zeus & Roxanne,” and you’re taking
yours to indie stores:

AA: We do stop at the park on the
way. But usually at the park I'm
reading my NME while my daughter’s
on the swing.

R&R: Early on, how do you
distinguish what's going to retain
Alternative credibility and what will
become airplay fodder?

AA: It’s something | really can't
explain. | just get this weird gut
feeling. But when | find a record like
the Atari Teenage Riot, Alabama 3, or
even White Town, | can’t write it down,
it’s just instinctual. Fortunately, | have
a very open-minded, active, and
aggressive PD, Richard Sands, who
gives me the opportunity to bring these
records in and put them in rotation. We
have a reputation of finding and
breaking these records.

Sometimes a record has to develop
through our specialty show. | brought
in the Tricky record after about five
weeks of playing it on my dance show,
“Sub-Sonic,” and said, “Richard, I'm
getting huge phones on this record
every week. We added the record, and
the sales trend went from #167 to
#80 in three weeks. One other outlet
which | have the luxury of using as an
indicator of records that | think are
going to develop is my club, Popscene.

R&R: So you also get that first-
hand, face-to-face response. You read
the floor.

AA: I'm able to interact with a very
active, trend-setting audience in San
Francisco. Take the Space record,
“Female Of The Species.” | started
spinning that at my club well before |
took it to Live 105. | was spinning it
simultaneously on my Speciaity show
and at my ciub. When | see people
running up to the DJ booth saying,
“Aaron, what was that song?” that’s a
good indicator for me to bump up the
intensity on my specialty show and
eventually take it to Richard.

R&R: Still, in the pop genre

Continued On Page 88

the world, especially while they’re young:

Alternative listeners are far more
adventurous when it comes to exploring

18-34-year-old format partisans are 32%

more likely than their peers to travel

abroad.

Source: Simmons/Katz
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Bowie re-energizes with new album, TV

show, concerts ... and even touches down

on the World Wide Web

At an age when many people start

W thinking about retirement and past
accomplishments, David Bowie is
spending his 50th year talking about
possibilities. It’s in his voice as he
enthusiastically talks about his
upcoming TV concert special, ambitious
tour of medium-sized venues, festivals,
and raves, and his music — especially
his new album, “Earthling.”

It's uncharted territory in many
respects. But Bowie knows it and is up
for the challenge, as he related
recently to R&R’s Steve Wonsiewicz.
Instead of allowing the times to define
him, he’s joined an elite group of male
artists, including Mick Jagger, Keith
Richards, Bruce Springsteen, Lou
Reed, Neil Young, and Elvis Costello,
who are exploring what's possible for
the first generation of forty- and fifty-
something '60s and '70s rockers.

For an artist long associated with
the alternative scene — from his '70s
glam rock days as Ziggy Stardust and
Aladdin Sane to stripped-down New
Wave embodied in the MTV-era
blockbuster album “Let’s Dance” to
neo-industrial collaborations with Eno
— Bowie has adroitly blended today’s
hip fashion with tomorrow’s new
music. It’s a position he clearly
relishes.

“I've always felt more refreshed and
excited about life and what I'm doing
as an artist when | wasn’t under the
tyranny of the mainstream,” Bowie
says between editing sessions for his
TV special. “My interests have always
been more in what may be considered
the underground, things that tend to
seem obscure and bizarre. My happiest
times have been when | was fully
indulging myself in what | was most
enthusiastic about musically at the
time.

“My choices have always been very
different from my contemporaries’. I'm
always looking in another place. If

they’re over there, I’'m over here.
Because of that I've always tended to
have my ear toward new music as
opposed to what’s happening in the
mainstream.”

“A perfect example is the way Eno
and | worked together in the late '70s,
which in a way [laid] the footprints for
the industrial sound. We avoided punk
back then, even though it was the music
that was happening. We were in
another place altogether.”

On the surface those musical
experiments often seem in left field, but
they’re firmly rooted in the here and
now. What happens is that much of it
either goes over the commercial
mainstream listeners’ heads or the
ideas get taken out of context. “Oh
yeah, it happens all the time and will
probably happen again on this record,”

developing a style, which is worri-
some,” he jokes. “| have to put that to
bed. | can’t be having a style. But yes,
it does span a lot of different writing
processes. As usual, it’s pretty eclectic
and covers a lot of ground, but it also
continually recontexturalizes those
things in a more contemporaneous
manner.”

True to form, as soon as Bowie
starts veering close to three-minute,
pop commercial viabitity in his
material, he quickly jets off in another
direction. “I'm pretty perverse like that.
I’'m not content to have it follow in a
completely linear way. | have to mess
with it.”

Such “messing” has been Bowie’s
blessing and curse throughout his
recording career. It's brought him to
the pinnacle of his profession many
times, yet it’s also contributed to
creating records that haven’t found a
home at commercial radio. The last few
albums, such as “Black Tie White

"80s where | was performing in front
of huge audiences all over the world,
the majority of whom | imagine
probably bought Phil Collins and
Sting albums. At the time, it felt like |
was trying to meet their expectations
even though | would go home
afterward and play Sonic Youth
albums. It was very incongruent.

“I'm much happier with the albums
I've done in the '90s. For me they are
personal successes. While | had
massive sales in the '80s, it was a
very frustrating time for me as an
artist. | was becoming positively
lethargic and apathetic about my
work. | look back on everything I've
done in the '90s and can say they
were all made with the best of my
abilities. That's what | need from my
albums more than anything else —
personal success creatively. “I've
been incredibly lucky in that I've
always had an incredibly loyal
audience. | can always tour, and

“What if [the album] dumps? No, I’'m not going to be

concerned. It depends on if you want to be seen as popular or
creatively interesting. My choice is always to be the latter.”

says Bowie. “What | do in some
instances is so contemporaneous that it
may seem to the public that I've gone
somewhere pretty strange. Yet in fact
I'm trying to mirror the subtext of what
we’re living through. The idea that I'm a
futurist is really not something that |
would table. Maybe the now is some
people’s future, but not mine. What | do
is deal very much in the now.”

Nevertheless, Bowie recognizes that
his past tends to stay with him. One
listen to “Earthling” and it’s clear Ziggy,
Major Tom, Aladdin Sane, the Lodger,
and the Thin White Duke are all present
in some way, shape, or form. Yet when
he began work on the album, it wasn’t
something he consciously set out to do.

“It seems after 25-30 years that I'm

Noise” and “QOutside,” bowed to critical
praise:but quickly fell off the sales
charts.

Despite that, Bowie maintains he isn’t
about to ghange just because he’s back
on a major label (Virgin). Neither does
he feel he has to have a multiplatinum-
selling album to shore up his credibility.

“I was in the ironic situation in the

people will buy my albums.

“What if [the album] dumps? No,
I'm not going to be concerned. It
depends on if you want to be seen as
popular or creatively interesting. My
choice is always to be the latter.”

(Continued on page 57)



the single
" R&R Alternative Chart €

BB Modarn Rock Monitor
67-53*

On aver 60 stations
including:
WBCN WROX
WFNX WBRU
KPNT WMRQ
KNRK WDST
WENZ WPGU
KLZR KGDE
91X KJEE
KRZQ ° KEDG
KTCL  KNRQ
KXTE  WOXY
WKDF WAQZ
KKND WRAX
KNDD

Orbit 3/15 Electric Lounge
_ Also Performing
£ Jonny Lang 3/13 Antone’s
’ Blinker The Star 3/14 Electric Lounge

http://www.amrecords.com
Prcduced and Mixed by Ben Grosse

Management: Joe Sofic for Steve Stewart Manager
@ © 1997 A&M Records, Inc. Al rights reserved. &

¥



WH=R= 70U Q""" LOV"

the first single

Alternative €X)- 16 Loveline 3/20

Adult Alternative Debut €X) Modern Rock Live 3/30
Active Rock €)-(D Rockline 3/31

Rock Debut @

BDS Modern @

from the new album

i Sl e ol

Landing in stores March 25§

Produced by Brendan 0'8rien and Matthew Sweet ].‘1‘!7 Volc no Ent rtainment .

Mixed by Erendan 0'Brien All Rights Re ed. zoology com
Lettering Roger Dean ©1%97 Management: Russell Carter A t st Hanag ents Ltd. ommus




perience

Electronica’s ‘Ultra’

The genre’s visionaries look back an

forging the way, holding on for dear life,

and emerging triumphant

'3 'l'hro}ngh the course of interviews for

‘ tpls‘ 3 special, a common philesophy
S reiterated: Everyone believes

electronica is Alternative’s next big
wave. There was, however, one shared
caveal. In order for the form 1o break
commercially, it will take a band with a
“face” that writes melodic songs.

Approaching this interview with
Depeche Mode, | listened to “Uitra,”
the group’s 12th release. | was
instantly struck by just how
accomplished the songs were. When
you add to that the recent notoriety
surrounding lead singer David
Gahan’s personal troubles, and the
resultant mass media attention, you
have essentially what everyone in the
format has said they’re looking for —
the Next Big Thing may have already
been here ...

Been here for quite some time, 17
years to be exact. Depeche Mode
revolutionized music in America,
bringing electronic music — and a
symbiotic relationship with Alternative
— to the forefront. WPLY/Philadelphia
PD Jim McGuinn once said, “A few
years ago, you went to a market,
turned on the radio, and the station
playing Depeche Mode was
Alternative.”

While many deserving acts like
Prodigy and Chemical Bros. are
being annointed as Alternative’s new
hereoes, Depeche Mode (like all
pioneers) had to blaze a trail through
some decidely unsupportive times.

1 ead singer Gahan looks back on the-
early battles, recalling, “When we first
came over here, we didn’t see
ourselves as this alternative band. We
were a pop band. We felt people over
here just weren't going to get this. We
were already sort of successful in
Europe ... coming here and playing all
kinds of toilets in America. God, it was
a humbling experience to be quite
honest. There was no Alternative radio,

there was no MTV. There was radio that
wasn’t interested in what we stood for;
they were only irterested in rock. It
was that basic.

“Over the years, these different
mediums have come up. Whatever
people thought alternative music was,

it's now mainstream. We've watched it
happen. The difierent kind of radio
stations that came up - MTV had a lot
to do with it.

“I don’t know if it’s a curse or what,
but in the late '80s things in America
started moving for us as fast as they
were in Europe. When we first came to
America, it was pretty obvious to us
that the only way we were going to
gain new fame was to go out on the
road for years and years. We did.”

For Depeche Mode, playing live in
America only exacerbated the identity
issues they faced by not being a
standard rock band. Gahan
remembers, “ Our live show was very
different than the sound of the records,
which were very dark and didn’t
represent what we were all about. For
a long time, especially in America,
people couldn’t grasp the electronic

cancept being played live. I'm talking
mostly about the media. Peopie would
see us live and go, ‘Wow, man, you're
so different from your albums!’ A lot of
that was just us producing ourselves.
We were 17-year-old kids; we had to
grow up in this business. And because
we were on an independent label as
well, there wasn’t that kind of a
machine around us for a long time. We
had to do it and learn. We grew up in
public. If you play the first couple of
albums and then play ‘Ultra’ now, it’s
like a completely different band.
“Back then we were a shock to
America’s system. We didn’t really
understand what the big deal was
about. But it was a big deal,
apparently, just because you couldn’t
see the drums, the bass, or the guitar.
People in the audience were like,
‘Where the f@#$ is that coming from?
Who's playing the bass?’ We hadn’t
experienced that kind of reaction. We
had to believe in what we were doing
because no one justified it for us.”
While much of the focus today is on
electronic music, making it a
formalized notion, back then Depeche
Mode developed a movement with
their particular vision. Gahan relates,
“It's Martin [Gore’s] songs and my
voice that created this sound. And this

atmosphere. | think over the years we've
become comfortable with that ourselves.
Time is the greatest healer. People got
over the ‘Whoa! This is gonna change
the whole sound of rock 'n’ roll?’ | think
some felt it was messing with something
that already had its own identity. We
didn’t realize we were doing that; we
had no idea. We could barely play our
instruments. We wrote pop music and
just got up and played. It was pretty
innocent, but so much was read into it.”
Martin Gore and Andy Fletcher still
remain with Gahan in Depeche Mode
after some well-documented, harrowing
public experiences and some private
ones as well. Alan Wilder departed after
13 years, largely because he couldn’t
commit to life on the road anymore. No
one in Depeche Mode shies away from
the fact that the making of “Ultra” was a
challenge.
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Gore admits, “There were quite a
few changes for us this time around.
The first obvious change was in the
lineup. We lost Alan- after our last
tour, He decided he had had enough.
and left about six months after the
tour finished because he didn’t
particularly feel the desire to carry on
with the band. We also worked with a
different producer, Tim Sismenon, for
the first time. Tim had done some
remixes for us in the past. This was
the first time we actually collaborated
with him in the studio, so that was a
big change for us.

“QObviously, Dave’s problems have
been quite well-documented. And that
caused problems for us up to halfway
through the recording of the album.
His physical well-being and voice
were in such bad shape that we were
struggling to get any vocals done. But
he made a decision to clean up about
halfway through the recording
sessions. From then on it really was
prelly easygoing.”

Gahan wasn’t the only niember of
D’Mode who struggled to regain his
balance following their last 18-month
tour. Gore concedes, “Well, after the
last tour, we were all physically and
mentally shattered so we definitely
needed a break from each other.

There was total band communication
breakdown, kind of, at the end of that
last tour. 1 think we needed to just get
away from each other and recharge
our batteries before we could even
think about starting work on a new
project.

“This time around, our only game
plan was to make the albem more
electronic-based than ‘Somgs Of Faith
And Devotion’ was. That's why we
made the decision to work with Tim,
who’s more known for his work in the
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Depeche Mode (Continved)

dance field. One of the main reasons
why we liked the idea of working with
him was the Gavin Friday album he
produced. It showed that Tim was really
quite multifaceted; he wasn'’t one-
dimensional in any way. The Gavin
Friday album wasn’t dance at all, but it
had this rhythmic quality to it.”

Gore would like to feel a sense of
vindication from the latest wave of
electronica, but he feels Depeche Mode
has always succeeded because of their
songs first. He states, “l think we feel
justified in a way because it’s been a
very uphill struggle for us over the past
16 years. At certain points during the
’80s, we were treated like a novelty act.
| think now we’re still pretty much
bearing the flag. The world seems to
have changed its opinion, and we
haven’t had to. That's nice justification.

“I feel that whatever music is n at
any given point makes no difference to
our record sales whatsoever. We
created a niche for ourselves at a very
early stage in our career. ‘Violator,” for

good. When Dave actually decided to
stop drinking and taking drugs, that was
the turning point of the album.”

Gahan has earnestly sought to change
his view of life, and his decision to live
rather than self-destruct has given him
new hope. He admits, “ The drama just
doesn’t do it anymore. The rock attitude
of ‘the world evolves around us’ is over
for me. | have no intention of being a
rock martyr. It's much more comfortable
for me to say I’'m an artist. I'm just very,
very happy that we finished the record
and got through that. Now we're
enjoying the attention that we're
receiving. I'm very happy where | am
right now, very happy to move quite
slowly. | don’t want to open those doors
to the drama again. | might not be
picking up drugs, but it's so easy to fall
back into that whole insanity.”

Depeche Mode made a decision not to
tour, at least in the immediate future.
For the time being, that decision has
given the band a sense of relief. Gahan
says, “We want to get back in touch with
our lives and, at the same time,
communicate with fans more intimately.
When touring, you're singing and

instance, is our biggest-selling album of
all time and that was released at the
height of grunge. | really don’t think the
fact that electronic music is now
accepted, and more popular generally,
will affect us at all.”

Gore has always had utter confidence
in the quality of Depeche Mode’s songs,
and those comprising “Ultra” are no
different. He says, “We actually started
in the studio in October '95. From the
first time we actually got together and
started getting fired up , everything was
sounding good. The atmosphere among
the band members and the team that
was in the studio was amazing. That sort
of set a precedent for the rest of the
recording

“Then we did have problems with
Dave’s health and his voice. We
struggled for quite awhile there trying to
get vocals out of him. We spent six
weeks in New York, which was
specifically a vocal recording session.
That was the real low point in the
recording of this album. But because the
music was sounding so good, we knew
that if Dave would just make a change,
then the album would be more than

communicating with a great number of
people at once. At the end of the day it
leaves you pretty empty. Gradually over
the course of touring, that one-on-one
contact with the entourage, anybody,
becomes almost unbearable. And it has
nothing to do with the other person. It
has to do with the way you’re feeling
about yourself because you've scattered
yourself across thousands of people,
trying to get acceptance from thousands
of people overnight. It’s a really
dangerous piace to be. | found it
impossible to have a relationship with
myself.”

Gahan looks fondly at the electronica
movement of today, knowing the part
Depeche Mode played in breaking down
the doors of acceptance. “ I'm glad that
we believed in the kind of music we
made. Now that we have attained a
degree of success and see new bands in
the movement, I’'m pleased.

“They still have to make it happen for
themselves. It feels so good to not have
that pressure. When | see new bands
and they’re feeling ‘it’s us against the
world,’ 1 know the feeling. I'm just glad
that | don’t have to feel that way anymore.”
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Given Bowie's track record, it’s not
surprising that he’s drawn to the
electronica movement. “Earthling” is
chock full of computerized jungle,
ambient, techno, industrial, and drum
and bass sounds. “There’s a new
language coming out of Europe, and
it’s the new dance,” observes Bowie.

“That's a broad category, but it
involves a new kind of techno, a
certain kind of industrial, and drum
and bass. While some bands are
beginning to be recognized, it is still
very underground. There are bands
who are enjoying massive success in
Europe who never get played on the
radio. It's all word of mouth. There's a
very communal feel to it that | don’t
see [in the U.S.] yet. And I'm not sure
it's possible.”

Why? For starters, cultural differ-
ences between Americans and
Europeans, he says. Straight-ahead
rock and roll may transcend nationali-
ties. But when it comes to fringe
genres, sociological influences often
impede mainstream acceptance.
“There's one key ingredient [for the
growth of electronica] that is sadly
missing in America as compared to
Europe, and that is how multicultural
Europe is,” laments Bowie. “One of
the hardest things to overcome in this
country, frankly, is the disparity
between the races. You see it in the
clubs. They're either all white, all
black, or all Latino. it’s like everybody
is polarized into tribal areas. It's quite
apparent just by looking at the lack of
mixed race couples you see walking
on the street. It's still like a taboo
thing here.

“There are [electronica] bands who
are enjoying massive success over in
Europe who never get played on the
radio. It’s all word of mouth. There’s a
very communal feel to it that | don’t
see [in the U.S.] yet. And I'm not sure
it’s possible.

“Of course we have problems in
Europe; it’s not some Shangri-La. But
there is a much greater degree of
unity in the races over there.”

Electronica, as well as any other
underground music that might be
experiencing slow growth, now has
the advantage of exposure on the
web. Which in some ways explains
why Bowie has become a “World
Wide Webhead” in many respects.

Outlining his involvement in the
net with his new album, he says,
“More than anything else |
wanted to find out where you
could go and how far you can go.
What became clear from the
incredible response we had to
the three different versions of

David Bowie (Continued from page 52)

the song ‘Telling Lies’ that we put out on
the web was that it is a perfect forum for
exposing new ideas.

“As an artist | share one thing in
common with Prince in that we both
overwrite. 've read interviews with him
where he talks about how frustrating it
is that he only can release an album
every year or 18 months. Like me, he’s
writing all the time. And as an artist you
don’t know what to do with the stuff.

“I write a lot of material that my
record company considers too esoteric,
avant garde, or whatever for naticnal
consumption. The 'Net is a perfect forum
for that kind of work. 1t means the
people who are interested — and it may
be a minority — can have access fo it.
And | wouldn't feel that | have this huge
backlog of music that isn’t getting heard
or doesn’t have an audience of same
kind.

“I think it also will be incredibly
useful for new songwriters who haven’t
been able to get gigs or who haven't
received the interest of the corporate
labels to record or produce their music.
With the web they’ll be able to float their
stuff and develop either a new audience
or reach the hipper A&R people who are
listening to what’s on the 'Net.

“The big disadvantage of the moment
is that it takes 30-40 minutes for a good
audio sound to download for a three-
minute song. For the moment it’s a
lengthy and expensive process. Getting
to where we can download in real time
will help an awful lot.”

As for the immediate future, Bowie is
clearly jazzed about his upcoming tour.
“We're going to be doing fairly medium-
sized shows in the States. In Europe,
because we have them over there, we're
going to alternate those shows with
raves and festivals. That's going to be a
thrill because it’s the first time we've
been invited to do raves.”

And how does it feel going up against
the young electronica turks? “I'm terribly
competitive so it doesn’t worry me one
bit. | know how good my band is.”
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‘It’s Music, For God’s Sake’

ggXx/Atlanta’s HEaEmn D&!merg

shares his music philosophy

NX (99X)/Atlanta has become
a veritable touchstone for

alternative records to break out of the
New South. The industry tends to
count on 99X to actively establish
adult-friendly records and also to
accept music outside the defined
parameters of Alternative’s up-to-the-
minute province. In that sense, 99X is
a thinking-person’s Top 40, which may
be a contradiction in terms.

In finding that expanded musical
province, WNNX benefits from having
three strong and distinct sensibilities
in their programming to draw on. PD
Brian Philips, APD Leslie Fram, and
MD Sean Demery each bring an
individual stamp to the cotlective
sound that is 99X.

Demery is the veteran of the group
of MDs interviewed for this special. He
has been through the radio wars in
many formats and has the perspective
of someone who knows you are never
inventing the wheel. Still, he
recognizes the need for ideals and
passion to make radio more than a
successful science project. With his
reformed views, Demery, it can be
said, is a CHR programmer in
recovery...

R&R: The industry uses 99X as a
benchmark for transitioning forms to
the mainstream. What do you see
happening on the horizon?

SD: The emerging flavor of the
moment right now is the thing the A&R
guys are probably telling you about,
the Prodigy, Orbital sound. | don’t
know what to call that.

R&R: We call it “electronica.”

SD: Then call it electronica, but
you know what? | don’t think it’s
going to be big. 1 just think it's the
flavor of the moment. And for now,
I’'minto it. I could really use it. As
programmers get further and further
away from trying desperately to
program an “Alternative” radio station,
you're going to find that it’s different
in every market. You're going to find
that each station has many different
flavors as opposed to one, like the
Seattle sound or Rock’s Tool and

Rage [Against The Machine] sound.
| hate to use the expression “song-
based,” but for a while | think it's
going to very song-based to the point
where any good song that's not
embarrassing to market you'll find on
these “alternative” stations. There
won't necessarily be any one kind of
sound that’s going to dominate. |
really believe that.

R&R: Your veteran status seems to
provide a perspective peppered with
just the right amount of realism.
Clearly, you don’t swallow “every
jagged little pill” the industry pumps
through discotheques. So how do you
know when something’s real?

SD: Usually it’s a combination of
hanging out at shows talking to friends
who are not in the business. |try to
align myself with a lot of local friends
who are younger than | am, who are in
the key demo. We go to shows
together, see bands that normally may
not be in the mainstream, and look at
the crowd reaction. You also do some
shopping. 1| hang out at Tower and
Blockbuster, and some of the small
stores like Criminal and Rainyday
Records, and talk with people.

R&R: Do you do that anonymously?

SD: It's biased. Half of them know
who | am, half of them have no clue.
So it’s purposely not rocket science
because 1 don’t feel 1 could handle
rocket science. You put together basic
feelings ... not just “this band’s cool,”
but feelings about the way things are
going right now.

R&R: Not everything you vibe
comes ready-made for 99X unless, of
course, Brian found it on a global

excursion. How do you filter stuff
onto the airwaves of Atlanta?

SD: | love to put records in via
spikes, speciaity shows, etc. | call
them little surprises. Jill has her
show [Planet Jill] at 11 o'clock and |
listen for compression and to see how
it sounds among other records. To
see if it feels right when you listen.
There are categories for thowing, stuff
in so it gets enough plays. You look
for basic reaction and go from there.
And then there’s just walking into the
control room, saying, “I'm going to
play this right now,” and we actually
do.

R&R: Do you feel you need to hear
records in an on-air context?

SD: Yeah, | really do sometimes.
Sometimes the way they sound in the
office sounds completely different
than they do on the air. It depends
on the song. It depends on the artist.
There’s no one rule on the way
something sounds. You take it song
by song. [Sometimes you] say, “‘
really need to hear this particular
song to see how it sounds. And
sometimes [it’s just] put that on,
that's cool.”

R&R: 99X plays an atypically wider
variety than a lot of Alternative
stations, at least in regards to
prescribed current flavors. How do
you decide what are Sean’s favorites
and what is 99X music?

SD: I'll give you an example.
Ocean Blue, James, Rage Against
The Machine, and Live. Those are
some of my favorite bands. The first
two that | mentioned ... | know those
are my favorite taste, and I don’t know
where to go with those when it comes
to the radio station. | tend to draw
more from audiences at shows, what
people tell me at record stores, and by
yakking with other people than from
my own personal taste.

R&R: How do you arrive at the
confidence in your own personal taste
to say, “Now this is right for the radio
station”?

SD: What you do is make a
determination of what the mirror looks
like for the audience. Then you try to
become that mirror and present
things you think the audience will
enjoy. Simple as that. | don't think
much more of it than that.

R&R: What you're saying is you
don’t want to overanalyze the process.

SD: No. It's music, for God’s sake.
It isn’t numbers. If you want to
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crunch numbers, become an
accountant. By talking with people at
concerts and events, you can get a
feel for whether they will embrace a
song or not and say, “Yeah, this will
be a great curve ball. Throw it on.”

R&R: Have you learned to screen
through active responses to get an
accurate feel for what the phones do
provide?

SD: VYes, | think | have. Because
whenever you hear comments like
“Yeah, it’s big phones!” that means
seven people called. When a person
calls and says he really likes a song,
you don’t just say, “Thanks, good-
bye.” You talk with him for a second
and see what kind of person he is.
Maybe you're right and maybe you're
wrong, but you're basically building a
psychographic overview of what kind
of people like this song. And if that
fits what your goals are, go for it.

R&R: Because 99X doesn’t
subscribe to a narrowcast form, how
can you be sure some of your early
commitments will ultimately retain
“Alternative” credibility?

SD: Half of it’s going to be a crap
shoot; the other half is basically
putting a thought process into it
where someone [in radio or at record
companies] did the right or wrong
thing for the artist. Let me rephrase
this: It's a combination of the way
the record companies market the
music, correctly or incorrectly, and
the way the radio station uses or
abuses the music.

There’s desperation going on in
Alternative. | realize it’s not a mass-
appeal format when you really get
down to what most stations are and
what percentage of the market they
hold. But the fact of the matter is that
now that so many large companies
have invested big bucks in these
stations looking for a good rate of
return, it's caused the managers who
are running these stations to become
almost paralyzed in their thinking.
They’re holding onto records longer
as opposed to finding a new tool to
attract listeners with. [It's gotten] to
the point where we're wearing out
records — we're wearing them out in
the “A” rotation, we're super-wearing
them out in recurrent, and by the
time they get to “oldie”, they're
exhausted. They've got 45% - 50%
burn. They're a blunt tool, leaving
you nothing for core equity. And

Continued On Page 86

Stops Herxre

The Alternative audlence makes maore
dough than Pillsbury: Half of the
format’s listeners have household

incomes exceeding §50,000 per year; a

quarter of them rake in at least
§75,000.

Source: Simmons/Katz
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The Industry

@ not exactly rags to riches, the
‘ jdle of how manager

raordinaire Rob Kahane joined
forces with partner Paul Palmer to
create the uncontested success story of
last year, Trauma Records, is the stuff
of which legends are made.

In a special carrying an “Eyes And
Ears” theme, there probably is no more
resolute proof than Trauma’'s
convoluted rise to the top that,
sometimes, the majors need glasses
and a hearing aid. If you've ever
witnessed Kahane work a room (even
one the size of Madison Square Garden)
then you have seen a consummate
record man artfully impose his will
upon industry perception.

Kahane will go to any length to
make you believe in his vision. Heck,
he once held a cold compress over my
forehead when | became ill on a flight
we were on. That kind of act shows
there are no boundaries 10 Kahane’s
commitment to win.

R&R: Relate the history of Trauma’s
evolution.

RK: Trauma was formed in '93
under the name Acme Records aiter
we were released from Hollywood
Records. | ended up hooking up with
Paul Palmer; the name of his company
was Trauma, and | liked it better than
Acme. So we merged our clients and
bands and commenced work. Our first
major release was Bush. The
interesting part is, Paul and | shopped
this out — the “Sixteen Stone” album —
which has now sold about 7 1/2 million
copies.

We shopped it to virtually every label
in the business, here and in the rest of
the world. Paul went overseas to shop it
and, thinking they were English, we
thought someone would gravitate to it
over there. But everybody passed. So
that forced Paul and | into a situation
where we stayed completely
independent and used an independent
distributor to initially distribute the
record.

We started out as a staff of four. The
idea was to get it on the radio and get

Beating the Bush-es with
HRob Kahane, who had No

Doubt in his artists’ potential

our own momentum going. When we
did, we suddenly had a lot of interest
from major labels. We felt the best
pairing was with Interscope. Paul had
a relationship with. [owner] Ted Field,
and | had a long-standing relationship
with Jimmy lovine.

R&R: Did you ever question what
you had when you went through those
earlier rounds of rejections?

RK: No, | never questioned that what
we had would be successful because
the quality of the songs was there.
Obviously, there’s frustration when
you’'re rejected constantly. You have to
have a very strong belief in what you
are doing. Neither Paul nor | ever
wavered on whather we were doing the
right thing.

Prior to having major distribution,
we were always concerned whether we
were going to be able to compete with
other labels just in terms of getting
product to the marketplace in a timely
fashion. You know, co-op advertising
and exposure. Paul and 1 risked all of
the money we had saved up. IU's very
frightening when you put everything on
the line. It’s like going to Vegas and
saying I’'m either coming back a winner
or losing it all.

Paul and | had a credo: “There is no
job too big, no job too small.” We did
everything from picking up the records
at the plant to shipping them. Paul
would go in to master and mix the
records; I'd get on the phone to call
radio to promate them. We'd lug the
records to radio stations, bring the band
over. Then there were creative issues,
making the right video and image for
MTV.

I consulted with someone whose

opinion | greally respect, Kevin

Weatherly, on what single to go with
first. The rest is history. One thing led to
another, and all of sudden within four
weeks il was starting to make noise in
sales, requests, and airplay, which
propelled the band to gather interest
from the majors. That initial activity
identified others who were interested in
becoming partners and fulfilling our
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dreams, which were major distribution
and major financial support.

R&R: You're matter-of-fact about
rolling up your sleeves. Trauma seems
to represent micro-managing to a tee.

RK: Well, it’s constant. It’s what our
philosophy was from the very
beginning. Having been managers and
agents, Paul and 1 felt we had a good
overview of the business. We felt we
needed to put our fingerprints on all of
those areas that we had expertise in,
be it marketing, imaging, touring, or
the actual editing of the songs
musically to make them a little more
radio-friendly. We feel a lot of the
success we had and have been able to
maintain over long periods of time is
the constant maintenance of those
areas by the two of us.

It is tiring when you invoive yourself
to that degree: There is always
something to do. It's similar to
managing an artist. We took that
management philosophy, applied it to
the record label, and really micro-
managed every facet of the bands’
careers. We believed in Bush And No
Doubt to that degree.

The other part that people don’t
realize is Paul and | have
strived to work other
territories outside of this
country. Bush and No Doubt
are massively successful in
other territories outside the
U.S,, virtually every territory

except Japan which, of course, we’re
working on [laughs].

Now [joint venture partner]
Shaquille 0’Neal’s record company
[T.W.isM.] is starting to emerge. | also
think the upcoming Trauma releases
will hopefully benefit from the approach
that’s worked to this point.

R&R: You've done a textbook job
working both Bush and, especially, No
Doubt to all formats. Talk about what
goes into managing artists’ images.

RK: With Bush, in particular, we
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decided the most importani thing to do
was to establish an Alternative base
and get certain people who we
believed were tastemakers into the
band. Kevin was the first one to start.
[WKQX/Chicago’'s] Bill Gamble was
close behind Kevin, as was [WNNX/
Atlanta’s] Brian Philips. There were
obviously many others. But they were
the first major three guys who not only
waved the flag, but also dedicated
their stations to the artist.

| learned a lot about Alternative
radio. One area where we. dedicated
ourselves was aligning wish stations
and their festival events. The band
toured feverishly for a year and a half,
doing radio festivals on top of local
club dates. The value of deing radio
festivals was being able te play in front
of 10,000 people instead of a club of
500 people. We saw exponential
growth as a result.

As success continued, instead of
pulling away from radio, we doubled
the number of things we were going to
do for radio so people would go
deeper into the record [and become]
more familiar with the band. Our goal
was to establish Bush as a core artist
at Alternative radio.

Rock radio was different then.
When Active Rock began ito emerge,
we obviously developed that same
type of relationship with the Active
Rock audience. It became a love fest
because Bush realized that if it wasn’t
for certain people at radio, they
wouldn’t have a career. And even to
this day they are very responsive to
supporting radio.

R&R: You didn’t miss a beat co-
opling the success with Bush to
establish No Doubt.

RK: We had a perfect opportunity
with Bush and were able to expose No
Doubt immediately on that arena tour
as the single “Just A Girf’ was
breaking at Alternative. Again, you
have your same key people at radio
who we went to for No Doubt.

latter.

Given a choice between Tool and tools, 18-34
Alternative listeners might just choose the
Or is that the ladder? More than half

(54%) own workshop equipment, 15% highar

than the average in that demo.
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We laid out a strategy for these
tastemakers. We identified what singles
we wanted to release and put together
an 18-month marketing plan, which has
been absolutely storybook because we
came out with the singles that we
wanted to when we wanted to. The
sales, the touring, and the image all
followed along the lines of what we
scripted a year and a half ago.

We felt No Doubt was a different
genre band in the sense that their
writing style was one that could cross
over to pop in a much different type of
fashion — and in a much earlier way —
than Bush did. So, with that in mind, we
released “Don’t Speak” at a time when
we thought they were established
enough image-wise at Alternative that it
wouldn’t deteriorate our base. The way
it was done was somewhat calculated.

R&R: Watching you view roughs of
the video for “Dom’t Speak” and
listening to the “master plan” was
revelatory. What's your vision for your
next releases?

let things develop organically; sometimes
you have to slam people over the head.
We're diving into radio with the plan for
Puzzle Gut. A lot of touring with a three-
piece band that just rocks like crazy. A
little bit more traditional rock 'n’ roll,
which | think is due.

You have to fashion a beliet, because
when your're signing a band it 'will be a
year before anyone hears them. So we
have to guess where trends are going to
go in the future. And my money says the
trend is going a bit more toward popular
music, things that are song-based with
hooks instead of anger and rage. |
believe kids want to lighten up and have
fun.

R&R: Any other upcoming releases?

RK: The second band coming out is a
Swedish band discovered by Gavin
Rossdale called Souls. They will be on
the entire Bush tour, similar t¢ the way in
which we broke No Doubt. They are a
combination of Bjork meets Nirvana.
They have massive hit-single potential,
with a very different type of edge. | don’t
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days fater and said, “Have | got
something that’s going 1o knock your
socks off.” He sent it to me and we fell in
love with il. The record, by the way, is
researching in the top three right now as
an import in Atlanta.

We've finished the album, which will
come out sometime in May. They are the
Cranberries meets Fleetwood Mac. They
could be Alternative, Adult Alternative,
CHR. Again, big, big hooks; great, great
image. All the things we look for when we
sign acts.

I look for four things when we sign a
band: They have to be great songwriters;
they have to be great live; they have to
have an incredible work ethic (i.e., drug-
free); and they have to have a strong
image. Because the reality is we live in
the world of MTV. The image could be
anything from a strong sexual image (0 a

“Instead of pulling away from radio, we doubled the number of

| things we were going to do for radio so people would go deeper

into the record [and become] more familiar with the band.”

RK: We have three new releases
coming in the first and second quarters.
The first band is called Puzzle Gut. What
they have is similar to the way that Green
Day was able to come out and be very
well-received at Alternative and Rock.
There’s a song called “Your Sister’s Ass,”
which is a lot of furi, some will say novelty.
Knowing the depth of the album, we’re not
reticent to go that route.

You have to include radio and video in

the awareness of what the band really is to

pull off as obvious a track as “Ass.” | think

we will have a big hit off that, but the truest

example of the band on the record isn’t
that song. It's a song called “Wrong Man.”
I believe in long-term setup. | always
believe in a one-two punch, having two
tracks ready to impact radio.

What does setup mean? | go to certain
people in radio and play them things or
have them lest things for me. That
somewhat determines the amount of
money [budgeted] or the single Pl
choose. You can’t go after everything the
same exact way. Sometimes you have to

think anyone has ever heard music like
this before. They are the type of artists
who have the ability to change,
stylistically, the way people perceive
Rock and Alternative radio. If's a very
interesting meld of pop and rock.

People don’t know how to react the
first time they hear Souls. Lyricafly, it’s
probably the strongest record | have
ever worked. We're very excited about it.
The way we’ll break them is by
constantly touring and exposing them to
a lot of people. This is going to be
absolutely a huge, huge, word-of-mouth
record. Image-wise on MTV, we've got a
girl who looks like nobody e'se. The
combination is going to be unique.

R&R: Any other hopes?

RK: We've signed a band through
[{WNNX PD] Brian Philips, who's
extremely responsible for the success of
Silverchair. He’s built a lot of deep
relationships in Australia. He opened the
mail one day and found a tape of a band
called Eva Trout. He put it on 99X and it
biew up like crazy. He called me two

challenging, iconoclastic look.

R&R: With Bush and No Doubt, you
challenged the prevailing conventional
wisdom about “flannel.”

RK: At the time, it was against the
tide. But I've always believed in image.
Anything that’s strong, that captures
somebody’s interest or eye. | sign what
| would buy, | guess. When | heard the
music, | had no idea what Bush looked
like. | signed the band on the strength
of their music. The fact that Gavin had
such a strong image and the band
looked and moved great was a total
bonus.

Gwen Stefani has created a legion
of followers due to her strong sense of
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style and strong sense of self. We've
passed on many, many bands who do not
have a good sense of themselves. Or who
| don’t believe will appeal to the masses,
because they lack one of the four
ingredients | mentioned. Greal successes
aren’t flukes anymore. The reason rec(rds
sell is because people believe in them
entirely.

R&R: One of the subtexts of this
special is the synergy between what AdR
signs and how radio eventually responds.
You, unlike some in A&R, seem to be
overtly concerned with radio.

RK: Absolutely. Not only that, but I | go
a step further. We don’t have an A&R staff
at Trauma; our A&R staff is people whe
work at radio. 1 look for radio to help me
find bands.

R&R: Based on that remark, how
much confidence do you have in your A&R
staff?

RK: | have a lot of confidence. We've
been seeing classic overreaction to the
articles written that Alternative is deal,
Alternative is over. Face it, you’ve been
writing about it. It’s like the stock
market. You have some unbelievably
massive years and then everyone
expects those years to continue. Well
guess what? It doesn’t happen. All that’s
happening with Alternative is they hai
huge, huge growth years and now yo 1
have other stations copying their format
so that ratings will be diminished for the
moment.

The fact is, Alternative has been knd
of bastardized by several formats. Los
Angeles is a perfect example of othet
stations that, while formatically different,
are still running with the bands that
KROQ is breaking. That may cause
ratings-sharing, but it doesn’t diminish
the format’s importance. There is stil no
format that’s breaking as many new
artists as Alternative.
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shell out bucks for records (18%), movies

And V1sl1o0on§
Your average 18-49 Alternative listener is
more likely than the average 18-49 to
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(2 1%]), and live events such as concerts or

theater (40%)]. Only one out of every 10 =

Alternative listeners doesn’t bug records.
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Politics Of Play In DC

Pat Ferrise is our capital’s

intelligence agent in charge of new tunes

Is there a nicer guy in a major-
market, high-profile position than
WHFS/Washington’s Pat Ferrise?
Knowing Ferrise, he’s probably
blushing as he reads this.

Spend time on the phone talking to
him about new music, and you’ll hear
someone who, if he doesn’t agree with
you, will still respect your opinion. A
politician? Hardly. He’s more like
Alternative’s version of Mr. Smith.

R&R: What is your sense of the
“state of the union?”

PF: Two things seem to be emerging
[at Alternative]. The one that
everyone is talking about and really
wants to become its own thing would
be the whole electronic movement and
the whole return of the rhythmic stuff —
stuff with beats. The electronic thing is
on everyone’s lips.

There aiso seems o be ... a new
incarnation of the singer-songwriter.
Look at how well a band such as the
Wallflowers has done. We have
always had an affinity for that at WHFS.
Our markets, Washington and
Baltimore, have always done pretty
good with things around the singer-
songwriter, perhaps more than on a
national level.

R&R: It seems that within those two
separate nolions, one — the singer-
songwriter — has a personal, intimate
message. Meanwhile, electronic tends
to be more about socializing and
sensory release — clubs, getting out,
moving.

PF: Yes, it's sound and sort of a
culture that goes along with it.
Actually, | think they’re both reactions
to what has been going on with music
the last five years. Everything has been
very guitar-oriented. [But] § don’t
think guitars will ever go away.
Guitars are so consistent, there will
always be something going on with
that. There's just been a
preponderance [of it].

R&R: After all the co-opting of
grunge, is Alternative in danger of
trying too hard to distinguish itself?
PF: Everyone has to always ask

themselves that question to have a
good radio station and to ensure that
your audience remains interested.

The thing about it these days is that it
has been accelerated to a really fast
pace. Whereas five years ago when you
might be on something new, or a new
artist, it was yours for an album or two
before it made its transition to
mainstream rock. The broader
audience [for Alternative] makes it
hard for you to claim something as
being exclusive.

R&R: Finding something outside
the status quo and still having it retain
broad appeal is a neat trick. But you
don’t want to seek exclusivity to the
degree that you end up being the only
one playing weird records...

PF: For a while, people in the format
weren't ready for everyone to turn their
sights on them. Now you’ll see a
strong reactionary stance from
Alternative.

R&R: That balancing act really is
the challenge for someone in your
position. What do you do to gain the
necessary insight?

PF: I've got a pretty cool bookstore
near my house. 1 pick up NME, Melody
Maker, and stuff like that. It’s just good
reading. A lot of times there will be
articles in there that you don’t get in
American magazines about, of alt
things, American bands! Sometimes
you'll pick up something you didn’t
know about that you might want to buy.

1 know that in DC, | can tap into a
cool scene made up of many people
who are in bands. 1 kinda got turned

on to Sneaker Pimps, which | really
like a lot, because Steve Raskin —
who is in a Washington band called
Edsel — was working on a remix for
them last October. Hanging out with
people like that, either working in
studios or that whole side of things,
helps you keep plugged in.

R&R: So that’s less industry-driven
and more artist/street-driven?

PF: Yeah, but still you're able to talk
to people like yourself, swapping
ideas and seeing what other people in
radio like.

R&R: How do you first approach
the station with fresh music and how,
in turn, does the station implement the
new music?

PF: That's a big question. Let me
tell you about a couple of specialty
shows we have and we can lead into
this. Every afternoon, we have a
feature called “Riggs’ Early
Withdrawal” with Johnny Riggs.
Basically, at 6:30 Riggs will tell'you a
little about a new band and then pilay
it. Maybe you think there’s some
potential for, say, the Tricky album.
That’s a good spot for it. And Tricky
was in town last week, so that gave us
a highlighted spot to play them.

Another show that’s a lot more
‘expansive is Dave Marsh’s “Now Here
This,” which he programs himself for
two hours on Sunday night. That’s the
place for our most adventurous music;
things can work their way out of there.
The Presidents Of The U.S.A.’s
“Lump” is a good example of an act
that Dave broke, back when the
Presidents were on Pop Llama. We
put it in and, next thing you know, they
got picked up by Columbia. iIt’s a
good outlet to superserve the part of
our audience that’s very music-
intensive.

R&R: How do you determine
what’s right for the Ferrise home
theater and, subsequently, for the
WHEFS airwaves?

PF: That’s what we determine all
the time. Sure, there’s a lot of stuff
that you like and you think has
potential. But you always have to ask
yourself, “Is this going to work with
the audience®” It’s great when you
get something on the air that you
really like and it clicks with the
audience, too. Luscious Jackson is a
good example. We all liked the
record, stuck with it, and it ended up
working. That record sold almost
10,000 pieces in DC.

Someltimes there are records that
aren’t my personal favorite, but you
know there are a lot of people in the
audience who are going to like it.

You hope you are more right than
wrong. The radio station is not my
personal jukebox.

R&R: With all the music-sharing
going on, when do you become
concerned about a record losing
Alternative credibility? Some records
don’t possess all that chadlenging an
image.

PF: Just know your audience
enough. What worked well in the past
gives you a barometer for the future.
With a band like the Wallilowers,
you'll know that attracts & crowd that
is pretty much your audience, from
the 18-year-old in school o the 29-
year-old person who has a job. It’s
not like I'm out there writing
everything down and taking surveys,
but you just try to pay atiention and
feel like you have a handle on what’s
going on with your audience. { think
you can ask yourself, “Whnat is
alternative?” You know the lines
have been so blurred. Everyone’s
trying to find something they can put
thelr finger on that’s going (0 be
exclusive. This is such a big can of
worms here; everybody wants instant
gratification. We want great numbers,
and record companies want to sell
records quickly. Nobody wants to
spend time. They’'ll spend money, but
not time.

I’d like to see everyone in 1997
step back and evaluate how many
bands they sign and what their
commitment is to them. | know as
we're looking at records in '97, we're
really trying to make a commitment to
bands that have a profile, bands that
have a base in this market ... We want
a face to the act. We wen’t be as
supportive of just a one-song thing. |
don’t know much further we can go
with faceless one-hit wenders.

R&R: Does that mean you avoid a
White Town ?

PF: It’s a balance. There are going
to be good songs that are just songs
and that's it. | think we’ve kind
reached an extreme with that, so we
need to pull back and we will.
Another example is Blur, who have a
record coming out. They can come
into D.C. and sell out a club with no
problem. We will give that due
precedence.

(Continued on Page 89)

Alterrative On] ine

18-34 Ailternative listeners are 35% more

likely than others in their demo to

belong to an interactive computer service.

And they’re aiso 22% more likely to sign

up with one of the services in the next

year.

Source: Simmons/Katz
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During the course of interviews with
various sound-seekers at radio
over the fast vear, | began to notice a
new awareness emerging from the
ranks. Programmers were promising to
be more vigilant in noticing bands
develop rabid cult followings in their
midst. The one acl repeatedly given
credit for this new altlitude was the
Dave Matthews Band.

RCA Records Sr. VP/A&R Bruce
Flohr is the man responsible for finding
and helping develop the Dave Matthews
Band. Flohr, a former radio promotion
exec, understood how radio worked. He
also knew that not every act adheres to
radio’s preconceived notions of what is
“right” for their station and helped
guide Malthews’s career in every way
possible besides radio - particularly in
the good old-fashioned method of
touring 'til the wheels fell off. In
Matthews’s case, the tour bus took
flight, opening the door at Alternalive
for a renewed interest in bands with
grass-roots followings. The people had
spoken [and danced and bought tons of
tickets and albums], and radio
evenltually listened. A “New Populism”
began to matter at Alternalive.

R&R: I quit taking industr
proclamations seriously a long time
ago, but | stili wonder if all the chatter
about Alternative has affected your view
of its importance from an A&R
perspective.

BF: To begin with, | believe the
“death of Alternative” statements only
apply to the [labels] that have been
signing bands solely for radio. Bands
who are signed for the right reasons
are never signed with radio in mind.
Therefore, if radio is going away from a
certain sound, it shouldn’t affect career
artists anyway because career artists
define the sound. Who can predict
what’s next? What's next could be Live's
new record or it could be a band from
Oklahoma who hasn’t written an album
yet. | think the moment you say, “OK,
the guitar thing’s over with, let’s start
going in this direction,” you're screwed.
Because by the time a record gets to
the marketplace, that direction might be

RcA’s Bruce Flohr found an
icon of ‘New Populism’ in the
Dave Matthews Band, proof

that tradition can be built upon

going somewhere else.

A real positive question being asked,
now that Alternative’s being forced to
look at their criteria is, “Is there an act
behind this music?” Thank God,
because for those of us who are out
there looking for career artists, that’s
the first thing we look for. Radio wil
never turn their back on an act that their
listening public is reacting to - be it
ticket sates or atbum sales.

R&R: Is it ironic that the Dave
Matthews Band was able to develop a
grass-roots demand because, for a
while, they may have been “out of
fashion” in the label’s eyes?

BF: In the past, acts such as the
Dave Matthews Band were nol atlowed

to develop their own following because BRIELY M Fiad VRl

labels would squelch their growth by
getting involved too early. Now the
reverse is happening. A lot of labels are
keeping an eye on these grass-rools
bands and allowing their indie record to
be out there and the touring to develop.

Whalt record labels are realizing is
the earlier we get involved, the more
expensive il becomes. So if you want o
sign the next Dave Matthews Band prior
to two years on the road and prior to an
indie record oul there, your chances of
success are less. What made the DMB
explode was all that hard work a label
machine does not allow the necessary
time or money required to secure.

R&R: At RCA, you've seen how it
could work. Is there now a feeling of
“long-term development” when you
walk the RCA hallways?

BF: | believe there is. The key to
DMB was not just the fact that band had
a live base prior to “Under The Table ...,
but the plans that RCA put in place
around their major label debut. We
didi’t go for Aiternative right out of the
boy, and we didn’t go for MTV the
second week. Everything involved with
the DMB was about self-discovery,
about, “Hey, you gotta check this band
out.” And the results are more
convincing for the programmer than
“We're going for adds next week. | need
you out of the box.”

R&R: Do you sense that more

”

programmers are now willing to add
music after loohing at a club floor and
seeing hundreds of people who are
into it already?

BF: What I think it demonstrates is
that these programmers are no longer
looking for a three-minute, 30-second
hit single. Everything doesn’t always
have 10 be a smash. It could be a flavor
song for them; it could be an image
track for them. A jot of these bands, on
first listen, are going to be a tough sell
to radio. But when you see the whole
context of the artist and you see the
audience reaction, it begins to make
sense.

R&R: If they're not going on “what’s
in the grooves,” then how important is
it for the programmer (o hnow more
about the image of a band?

BF: That's a good question, because
the image of the Dave Matthews Band
is even more difficult than the actual
music. You have a multiracial group, no
electrical guitar, and a violin and a sax
player ~ not the most significant
ingredients for Alternative success.

Whalt got programmers, and is still
convincing programmers seven million
albums later, is thousands of kids in
their demo going crazy for an acl
regardless of whether their station
played it or nol. The image all of a
sudden becomes accepted ... because
the band’s accepted.

The band’s image hasn’t changed
since the beginning. But now, all of a
sudden, everything they do is cool. The
image of the DMB was no more of a
seiling point than the music. What was
the selling point was that key
Alternative programmers paid attention
to what their audience was saying - not
to what RCA was saying, not to what
MTV was doing, but to the tact that every
time this band came through their town,
their 18-24 audience was rabid about
the DMB.

R&R: Does fan base also become

more of a factor to you?

BF: That’s a definite barometer in
terms of what I'm looking for now. But
trust me. There are a lot of good acts
who pack clubs the size of the House
of Blues every time they play who |
would never sign because | wouldn’t
want to listen to 11 songs on a record.
So the criterion of “Gee, they're selling
a lot of tickets” is only one part of the
equation because you stiil can’t get
around the fact that there’s a listening
experience that has to come as well.
There are a lot of bands out there who
if there wasn’t such a thing called
beer, they wouldn’t draw one frat boy.

R&R: Tahking the comverse route, is
it easier to take an act with great
songs and have them develop as a
stage act?

BF: I've definitely gone that route,
where it's been aboul the songs.
You're betting on the “come,” so to
speak, that this artist is going 1o
develop and translate live. We've
definitely set acts up where the live
aspect is not part of the game plan

because that’s an expensive option.
But then it puts a lot of pressure on the
songs. The other thing that | think is
important: A lot of people who do A&R
well go into the project hoping that
whal you can do is stimulate the
growth process of the artist. You create
a base of awareness.

At the end of the day, our job is to
take potential and maximize it without
sacrificing artistic integrity or abusing
the artist from a commercial
standpoint. It’s a fine line to walk. We
have, on Dave Matthews, pulled back
just at the time that we could’ve put
down the hammer and sacrificed
significant album sales because it was
the wrong thing to do for the long-term
career of the act.

R&R: In terms of true artist
development vs. “mahking quota” for

Continued On Page 86

While 18-49 Alternative listeners smoke just about

as much as their peers — 31.3% of them do —
they’re 20% more likely to have kicked the habit

{or at least tried) in the past year. What’s replaced
that habit? Probably working out: They’re 53%
more Iikelg' to belong to a health club.

Sousce: Simmons/Katz
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WHYT 91X WENZ KREV  X96

| Check Out These Requests: m
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Top 5 Phones At: WOXY WMAD WZRH KXRK WARQ
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New This Week: KTBZ CD101 WBZU WRXQ KAEP KNRX
On Tour With Counting Crows Beginning March 31st  Album In-Store March 18th
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These Stations Are Addicted: KROQ 99X KDGE WENZ Q101 WHFS KEGE
New This Week: KZON XHRM WNVE KENZ KRZQ Y97 KQXR WZRH

KTBZ/Houston - #6 Best Overall 18-34 Male/Female
WENZ/Cleveland - #2 Research Record 18-34 Male/Female
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KDGE/Dallas - #1 Most Requested Sales: 174- #144 91 79 41

Stations Experiencing Phenomenal Results:
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KROX/Austin-Top 10 Phones WKRO/Daytona Beach-Top 10 Phones ’
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eer-ing into
New Music In Dallas

kpsee b Mike Peer networks and

uses his ‘radio ear’ to find the ‘Edge’ in

Texas

Months ago, Mike Peer decided to
leave the adventurous domain of
KNNC/Austin, where he was PD, to
become MD at KDGE/Dallas.

Hiring Peer was an easy decision for
KDGE PD Joel Folger, who sought to
find someone with cutting-edge
sensibilities and a strong rapport with
the label community. For Peer, it
meant playing at a different level in
quite a different context - he would
have to test his instincts in a more
compeltitive marketplace and help
Folger find the balanced yet more
active approach he was seeking.

R&R: You've made the move lo.
Dallas with the intention of finding the
most active position “The Edge” can
occupy. What forms do you see
emerging that might work?

MP: The most important thing I'm
looking for is bands who will be able
to fuse together this rock and techno
trance/dance vibe, put them together,
and provide hit records.

R&R: Electronic music is having its
second day in the sun and at the bank.
Will the bidding wars over artists help
or hinder the movement?

MP: it can only help. Alternative
stations are looking for the next big
thing because our format has been
bastardized by everything from Top 40
to Rock to AC to Aduit Alternative.
Everybody is looking for something you
can't find on these other stations. It
might be too rhythmic for Rock and too
weird for Pop and AC. Space is a
good example of a record that’s
meaningiul yet exclusive. Big deals
will force labels to prioritize the artists.

R&R: You mentioned fusing. I've
heard people say that fusing forms -
be they electronic and rock or hip hop
and rock - are notions indicative of
more to come.

MP: | agree. Three years ago,
everybody wanted to sound like Pearl
Jam and Green Day. Now the trend is
“white-boy rap.” With very few
exceptions, Rock stations have a hard

time with rap. Butthole Surfers
happened to deliver an incredible
song; 311 may have crossed, but
touring and a harder single [“Down”]
did that. For the most part, Rock can’t
touch those records.

R&R: How do you discover the new
music that really charges and vitalizes
you?

MP: Many hours at the import stores.
And networking. Networking is as
important as being at the record stores
because people like [KITS/San
Francisco MD] Aaron Axelsen or
[KNDD/Seattle’'s] Marco Cellins are
music heads who can’t be expecled o
turn every record into a universal hit.
We have 10 talk to spread the gospel.

R&R: Vhen you network, do you
network inside the industry? Or do you
also have a cabal of lay people whom
you check with on the street?

MP: Absolutely, | network at the
clubs two or three nights a week. I'm
trying to figure out what people are
grooving (o, what the cool kids are
into. I go to the clubs to watch what
the movers and shakers are into
because that’s going o be the next big
thing. What they’re doing now is what
the rest of Dallas will be doing in the
next six months.

R&R: Once you find something with
the right vibe, haw do you begin to
implement it on the air?

MP: Our mix show, “The Edge
Club,” is No. 1 in its timeslot. The

e
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show was started six years ago by
[then MD] Jeff K. And it has grown
into a very underground - though
radio-friendly — show, if there is such
a thing. The people in this market are
really into the underground dance
scene, whether it’s techno, trance,
jungle, or some of this downbeat
ambient stuff. Instead of being your
generic mix show that is two hours of
just beats, we break every 20 minutes
and tafk about the artists — an Orbital,
Chemical Brothers, Prodigy, or
Tricky - and give them a face. That’s
one thing that’s missing from a lot of
this music: It's very faceless.

R&R: How much do you interact
with Josh & Kevin in terms of what
goes into their specialty show, “The
Adventure Hour?”

MP: | talk to them every week.
They're very, very eclectic, very left of

~ cenler.

R&R: How does the show evolve?

MP: It's a cool show because they
are very different people. Josh loves
anything English. Josh loves
Morrissey — thinks he’s God. Kevin
can’t stand it. He’s into a lot of
American bands such as Jon Spencer
Blues Explosion, something like that.
They dog each other on the air.

R&R: You came from KNNC/Austin,
where practically anything went on the
air. Dallas isn’t as easy. How do you
determine what'’s street and what’s
airwave?

MP: I've always had a radio ear. In
Austin, | would grab a Korn out of the
box. I’'m more likely here to look for a
melodic artist like Jewel.

R&R: Do some pop-friendly things
lack Alternative imaging?

MP: It's on a song-by-song basis.
Sometimes it’s easier to take chances
on groups or songs that don’t yet have
an image. This market is very pop-
friendly — always has been, always
will be. People here are more
worried about what they’re driving and
what’s on their body - clothing and
jewelry - than they are about going to
a record store. That’s been proven. If
you look at the national sales figures,
every American above the age of 12
will buy .5 CDs in a fiscal year. In
Austin, when | was there, it was 14
CDs per person a year. In Dallas, its
two-tenths of a point.

R&R: So a label knows to bring
more pop-friendly, adult material to
KDGE. How do they get you to start it?
What is some of the more pertinent

The
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information that malters to you?

MP: Tell me who's playing it.

Don’t give me the smaller, wide open
stations. | want to know what major
markets are playing it. | also would
like to know if it's selling. 1 want real
information.

R&R: What can labels do better to
connect audiences with acts?

MP: How accessible are they? Wil
they make intimate connections with
the audience? Having them do the
breakfast shows and the in-stores
where they play a couple of songs and
sign some autographs really creates a
more personal and intimate
connection with a core group of fans
in the market.

A perfect example is Matchbox
20. This market is selling [about]
50% of their national sales. And they
came to [our] conference room and
invited all the employees who wanted
to stop by. The label catered lunch.
We walked out of there, and every
single person was buzzing around this
station about how great that band
was.

R&R: What is the worst approach
that labels can take with you?

MP: The “hey, I've got this if you
do that” [approach] - too much of an
auction mentality.

R&R: In other words, when salad
oil is being dispensed before salad ...

MP: Yeah, “here’s your french
dressing” ... “uh, what do | need this
for?” That and alphabet soup: [They
say], “We had 20 adds this week.” |l
say], “Really? Tell me who they
were.” [They say], “Anyone we could
buy.” | would rather see a list of what
the “bought” stations didn’tadd that
week.

R&R: You get to be in ASR - what
is going to happen in 19972

MP: If I could tell you that, I'd be
Clive Davis. A lot of people think ska
is going to happen in a big way - in a
bigger way than it has already. |
personally like ska, but | don’t see it
being as big a tool as mayke a
KROQ/Los Angeles would. They've
got the beach to go with it.

1 would look for bands that can tie
together electronic with rock. You
have the biggest band in the world
recently, U2, Just open the door and
say, “Hey, we're the biggest band in
the world. We say it's OK to do this.”

1opira

Check out the skling scene: More than a
quarter (26.1%) of the 18-34s you’ll find

going downhill are Alternative radio

listeners. They’re also skiing the surf in
big numbers: 23.5% of the 18-34 jet-ski
fiders listen to Alternative.

Source: Simmons/Katz
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fter the first time | heard “Odelay,”

last’'s year's landmark release
from Beck, | called Geffen/DGC
Records A&R exec Mark Kates and
basically began dropping seeds,
marking the trail for what we felt was
an artistic triumph - but couldn’t be
sure radio would fully recognize.

Six months later, we were further
into the woods than before when
daylight seemed to appear through the
industry trees. We speak with the man
who translates “the biz" to artists as
diverse as Elastica, Sonic Youth, and,
yes, the “Loser” who would be king.

R&R: You were involved with the
Beck album as it was being made.
When you’re dealing with something
that really sets a new precedent, how
do you align your own sensibilities?

MK: “Odelay” was made over a
long period of time. Ultimately, it was
at least a year, if not longer. Making it
was interspersed with a lot of things:
Lollapalooza, Beck being sick. The true
vision for that album came toward the
end. Beck played some of the songs
that were to be on the album live at
Lollapalooza, which at that time was
pretty insane. It was 95 degrees at
4pm and he was playing songs that no
one had ever heard a note of before.
Like “High Five” and “Where's It At”:
great but complex hip hop. Beck didn’t
benefit from the experience as much as
we thought he would, and it was tough
for him to face an indifferent audience.

As the record came together, it was
really obvious that it was something
special and unique. | was confident that
if kids could hear it on their own terms
and in their own environment then we
couldn’t miss. But, as with most things
in the business, getting it heard can be
a challenge. So we had a lot to
overcome. The music business to some
extent wanted to catogorize Beck as a
one-hit wonder. We never overcame
that with “Mellow Gold,” even though
there were other great songs on that
record. Some people at radio got it, but
for the most part it was just “Loser” that
got played and sold a hell of a lot of

Geffen’s Beck-oning

Mark Kates spends time
figuring out Silverlake, CA and

the rave religion

records.

IUs interesting, but in a way what we
really hoped to achieve with this record
is just now happening, with the year-
end stuff and the Grammy nominations.

R&R: Many of the cutting-edge MDs
interviewed for this special seem to
recognize Beck as a master alchemist.

MK: | love when people talk about
the Beck “approach.” There’s only one
human being who has his brain. And
only that brain, in my opinion, could
create the fusion that is uniquely his.
Working with [producers] the Dust
Brothers did shape the record. A lot
gets attributed to Silverlake, CA, and the
truth is the majority of that record was
made in that neighborhood. Believe
me, though, Beck is the catalyst.

R&R: Alternative radio enters the
year searching for exclusive records.

MK: The CHR invasion of this format
is completely anti-artist and anti-career.
Now some of these programmers are
realizing their audience wants artists.
Callout research may not necessarily
have an appreciation for that. i you
walk down the street of a major city or
go somewhere on a Friday night and
want something to do, you don’t want to
g0 see a song, you want to see an artist.
Ironically, when it comes to live
performance, what these stations
sometimes want is artists to play at their
shows, which takes the artists anway
from that loyal club audience.

Now some artists are capable of
both. But if you only exist through the
radio, including the way you play live,
then you're only going to appeal to the
people who listen to that station. And
people who buy records can get their
music from an increasingly varied
number of sources. As the variety of
out-sources increases, the impact of
radio lessens. | think it’s revealing
when books come out and stations don’t
understand where their numbers went.
They may not have gone to another
station. They may have gone to the
basement, the Internet cafe, or
whatever.

All of us are often guilty of
underestimating the consumer. Within

the last few years, the consumer is
starting to speak up. And to the people
who say consumers don’t want artists
because they don’t seem to want
R.E.M. and Peart Jam anymore, then
explain the success of Dave Matthews.
Also Phish, who don't get played on
the radio to any great degree yet had
the biggest singie concert of '96.

R&R: Is it possible to not only have
artist commitment, but also
commitment to passion and to a
message?

MK: Waitch using message, it's a
dangerous word. Beck doesn't
necessarily provide a topical message.
He may have an overall message in
terms of sound, vibe, and
entertainment. But | think what he
does is a reaction 1o five years of
grunge, angst, and depression. The
best quote about that is from the
“Homerpalooza” episode of “The
Simpsons,” in which Homer says,
“C’'mon, depressing teenagers is like
shooting fish in a barrel.”

R&R: While on the subject of anger
and depression, aren’'t we starting to see
a resurgence of pointed, plaintive lyrics?

MK: That’s been coming for a while.
But | don’t think of it as a trend.
Thinking about trends is dangerous
anyway. I'm very tuned in to what goes
on in England, which is all about that
movement. When one is ending, they
get all weird because they don’t know
what the next one is going to be. The
two weekly newspapers try to create
them. It's really stupid. They always
say, “Is Brit-pop going to happen in
America®” And you say, “No, but Oasis

is and Blur might.”

The one thing that’s going on that

evervbody, including myself, is
completely caught up in is the
electronic stuff. We put out four

albums by Nitzer Ebb, who apparently
were so far ahead of their time that
anybody who actually played them -
and there are a tew people like that

still in radio - can be considered
visionaries. Were they visionaries
because they played Erasure and
Depeche Mode? They were just

playing records that sounded good at

the time.

Itisn’t just about people creating

music that way, it's about people

listening to it that way and going 1o
gigs that aren’t necessarily about live
guitars and drums. And to happen in

this country they’ll have to incorpo

rate

either rock elements or some general

sense of performance.
R&R: Who’s going to put the fa
on electronica?

ce

MK: We talk about this genre of

music and which artist to sign and
which not. In many ways we’re sti

judging them the same way we would

judge a rock band. It’s preferable

some personality and identity.

that

they play live and that they do so with

In a way, | hope I'm proven wrong.

There's no reason why the next
enormous superstar couldn’t be

someone who never leaves his house,

like the White Town guy. He
demonstrates the availability of
reaching people instantly.

R&R: To thal end, one thing that
[KROQ/L.A. electronica guru ] Jason
Bentley has expressed to me is he

Continued On Page 88

Double—lape

Owning one VLR just won't do for the

Alternative audience. The 18-34 crowd is

12% more likely to have two and 8% less

likely to have just one.

Sourve: SireTwins/Katz
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Music Begins
- At ‘The End’

What'’s next for

after being the prototypical

Alternative MD at KNDD/Seattle

In mid-January | had a series of daily
phone calls with Marceo Collins, then-
APD at KNDD/Seattle. The first were
typical of many calls | enjoyed with
Collins, steeped deep in not only what
was happening musically, but why.

Collins would later call with
questions of a profound personal
regard as the news of mentor Rick
Lambert’'s departure was revealed. To
his credit, Collins cleared his head to
take parl in this revealing interview.
Typical of Collins, he kept music the
firsi priority.

When the interview was finished,
Collins revealed his intention to step
down as MD. | felt the interview should
still be part of this special because it
demonsirates that even with all the
personal issues confronting him, Collins
remains one of Allernative’s best sets
of eyes and ears.

R&R: What trends seem to be
gaining interest in Seattle?

MC: This entire electronic thing is
going to continue to get better. First of
all, | believe something has got to
change soundwise. We can’t go on
playing the same bands making the
same noise forever. Artists like the
Stone Temple Pilots, Bush, and Pearl
Jam all wrote brilliant albums. But
when they’re all sandwiched against
each other , | think it creates a
homogenized din if you don’t break it
up.

R&R: Does it hurt that a lot of other
radio formats appropriate the music,
creating oversaturation?

MC: Definitely. That’s the biggest
problem KROQ has right now. Poor
guys ... Kevin Weatherly is down there
battling his ass because anylime you
tune in L.A. radio you can hear the
same fucking song on six different
stations. As a result, a lot of people will
look at electronica. But it’s going to
take some excellent songs on the radio
before it breaks.

R&R: Will electronica also need a

sense of artist identification?

MC: Absolutely. I've believed that
from the very beginning. We used to
play this kid named Josh Wink on an
import single called “Higher State Of
Consciousness.” He's now signed to
Columbia. | mean there are no vocals
in the song. It’s the kind of thing you
throw in just to pump people up on a
Saturday night. Every time | would go
on the radio, I'd describe this kid's
dreadlocks down to his ass. Kids have
to be able to put an identity with the artist.

R&R: Are signings like Maverick’s
bidding war over Prodigy good or bad?

MC: | don’t know ... um, | think it's
typical. Once somebody has smelled
something, everybody is going to want
to move on it, and nobody is going to be
blamed for that. You know it’s the way
it’s going to happen. It’s the natural
order of things when a new style of
music starts to generate an interest in
the States.

R&R: You do a lot of clubbing and
you spin at clubs. Do you think fans of
the form are ready lo see its profile
raised, or do they still want to keep it a
little more exclusive?

MC: This is something that’s really
shocked the hell out of me because
when Rancid, Green Day, and punk
rock happened big in commercial radio
... you would not get me on a stage in
front of Rancid, introducing that band,
for all the money in the world. Because
that band still has their hardcore fans.

You get up there and say, “Hey, I'm
Marco from 107.7 The End” ... you are
going to get slaughtered. The hardcore
fans who were there with the punhk
roch regime hated commercial radio
jumping on their stufi. All I've gotten
from the techno community in the
Northwest so far is people telling me
thank you.

Electronica fans are way less selfish
about the music. They look at this
music as sort of a religion or a way of
lite that’s being communicated to the
masses, and that that’s only a positive
thing.

R&R: How do you manage to stay
attuned to emerging trends?

MC: Well, I'm on the air, which also
allows me to be really in touch with my
audience. If | play something, | get
immediate results; i.e., “Dude, you
suck... get that off the radio.” We just
started playing a track by this ska band
called Reel Big Fish. This track is
straight-ahead horns, but it's
requesting through the roof up here.
So many programmers say horns don’t
work on the radio. Well, horns are
working in this case - another example
of how much the audience wants
something different. With albums like
No Doubt’s being the #1 album in the
country, with Sublime selling as many
records as they are, being on MTV
constantly ... the masses who are being
introduced to this ska-flavored sound
are going to want more.

R&R: Let’s talk about your
aggressive import shopping.

MC: Yeah, | spend way too much
money. | was always one of those
suckers who joined the Columbia
House music club when | was young
to get 10 records for a penny. I’d join
it again and again under different
names just (o be able to get more. So
the fever is there ... vou can’t remove if.
Sometimes | get way too impatient
waiting to be serviced with a record |
know | can run out and get
immediately. [ want to have it on the
air now, not six months from now.

R&R: How much do you benefit
from spikes and specialty show play?

MC: That’s one of the lucky things
about being on the air and being APD.
| can get immediate reads from spiking
records on the air. 1 have a feature
every night where | bust out something
brand new. And we also have our
specialty show, “Loudspeaker,” and
“The Young And The Restless™ that’s all
local stuff. We're entertaining the idea

of starting an electronic show simiiar to
what [KROQ/L.A’s] Jason Bentley is
doing, but a little different.

R&R: You put a lot of stuff on before
anyone mahes it safe for consumption.
How do you know what’s right for Marco
and what belongs on the End?

MC: | don’t know if there’s an
actual formula. When you have an
import you know is a brilliant track, you
could sit around and wait for it to be
serviced (0 you or wait for the sales
story in your market to be so huge that
you have to play the record. Me? |
follow my heart and go with the gut.

R&R: What factors make the
difference?

MC: It's part of knowing your
audience, knowing everything there is
to know. I'm much better at doing that
now than | was five years ago. Before |
used to say, “To hell with research.” |
don’t say that anymore. It's an
important factor in feeling out the
exposure any given artist has to your
audience. | look a lot at sales from
every record store up here.

R&R: Sometimes records come out
particularly pop-leaning ones, that don't
have an obvious Alternative image.
How do you determine what is right for
Alternative?

MC: That’s a really good question
because | know a lot of people think
[No Doubt’s] “Don’t Speak” should
have been handed over to the AC or
[CHR] stations. Personally, | heard
“Don’t Speak” before | heard “Just A
Girl.” | love straight-ahead pop music.
The Quad City DJ’s put out one of the
most awesome albums last year. | love
pop music. That kind of thing is easy
for me to hear.

R&R: Do you ever fear a backlash
against it not being Alternative?

MC: Yes, absolutely. Especially
when you have your DJs beat you up
about it. When we put in No Doubt and
the Cardigans , the DJs cussed, rode
up and down, and stomped all over the
CD cases. If | were 1o listen to them, we
wouldn’t have been anywhere near
those records.

R&R: So a lot of it is timing. You've
got to be ahead of the curve on those
records to put just the right spin on
them.

MC: In those cases, it comes down to
the quality of the song. When Seven
Mary Three came out with
“Cumbersome,” | think people thought
that song was way 100 rock. Botltom

Continued On Page 89

Boot

in the 18-34 demo, 39.2% of Alternative
listeners use computers at work, while

49.3% own one at home. QOutside the

format, those numbers are 30.3% and

38.8%, respectively.
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Collective Souls and stuff like that that
are just totally middle of the road,
pretty much average rock records that
appeal to the masses. But you're never
going to hear any kids on the street
buzzing about them. They might even
sell records; a lot of that stuff
researches really well. For me the
hardest thing is to put those kind of
things on because | feel people listen
to 91X to hear the next thing,
originality, and songs that don’t sound
like everything else. A fot of it is gut
again. A lot of these bands were really
one-hit wonders that the labels are
trying to puil second singles, or even
second or third albums out of.

R&R: Is Alternative doing a good
job creating real bands with identities
as core artists? Or are we gelling
dangerously close to whatever’s a
good song goes? And is that going to
have a lasting (negative) impact?

CM: If you have people who
understand alternative music and the
in which direction the scene’s going,
that won't happen. But if you just have
people who are reading charts and
being slaves to record labels’
priorities, that could very well happen.
I’m not pointing any fingers, but | think
you've got a little of both.

R&R: You mention being a slave to
labels’ priorities. What’s the best way
for companies to get Muchley to do
their bidding?

CM: First of all, getting me the
record more than a week before they
want the add on it. There’s nothing |
hate more than getting a song in the
mail and then getting a phone call the
next day that says, “All right, ! want the
add on Tuesday.” Give me some time
to develop it with my staff, in the music
meeting with my boss, and everything
else. Second, understand and know
the radio station you're working. Know
what the station sounds like. Know
what works for them. Look at their
chart and see what kind of music
they're playing.

R&R: What’s the surefire method to
lose Muckley’s interest?

CM: One thing | can’t stand is hype.
An inflated story about something that
really isn’t happening. When a
promotion person doesn’t know our
station very well and then doesn’t
believe me when [ tell him the record
isn’t right for it. Some people need to
step back from trying to win, trying to
get the add so they can call it in, and

everything that comes in - and | listen
to it as soon as | can so it doesn’t sit on
my shelf for a month. Besides that, |
listen to what the other people in the
radio station are listening to. | have a
real open door policy: | want to hear
what everyone likes. The jocks, interns,
and promotion people have tastes, too.
There have been records we’ve added
that other people have brought to the
station. | definitely go to record stores. |
check out the imports, and then | read
the trade magazines and CMJ, and get
the local college radio station charts.
And | also talk to music directors at
some of the other major stations.

R&R: Not every record comes ready
to eat. How do you work some of the
more challenging stuff into the system?

CM: When something comes in
from an established artist, | take it right
back to the studio and say, “Robin, play
this.” But then, with lesser-known stuff,
| have my specialty show [“Muckley’s
~ tance as a sound seeker. Floorboard”]. Actually a lot of material
E has come from that show and gone into
regular rotation. Things like the
Suicide Machine. After my show, we
air a local show called “Loud Speaker”
because 91X plays a lot of local bands,
probably more than most stations.

R&R: How do you get to the “now
I’m sure I’'m going to put this on the
air” position?

CM: That's hard to say. Probably the
best answer | can give you is “gut.” |
mean, | live this lifestyle. I'm 23 years
old and will turn 24 this year. So I'm
out at the shows and on the street a lot
mingling with the audience; my friends
are the audience.

An example is when the new
Sublime record came out. Obviously
we were playing “What | Got,” but
being in Southern California we should
really be another track deep into this
record. I personally liked “Santeria” a
lot. | seemed to notice wherever | went
I would hear people singing that song,
and | could hear it coming out of car
stereos and people’s houses. We

1X’s Muckley:
Dedicated To Finding
New Sounds

Chris Muckley, mp at XTRA (91X)/

AT gt

San Diego, may be the newest of ‘the new

breed’ in terms of his growing accep-

uckley, who originally ran around

91X as an intern doing obscene
tasks for then-PD Mike Halloran , has
blossomed during OM Tim Dukes'’s
tenure.

To Dukes’s credit, he has allowed
Muckley to become the authentic
Alternative musical presence 91X needs.
And Muckley has not disappointed
Dukes, becoming outspoken, aggressive,
and dedicated to finding new sounds.
He’s begun to become part of an
expanding network of programmers
sharing philosophy (and the occasional
bootleg dub of unreleased records). |
ventured sotith to share salsa, chips, and
sensibilities with the one who simply
calis himself “Muckley.”

R&R: Besides the mix of killer
margaritas al your favorite Mexican
restaurant, what other blends are
catching your attention?

CM: It’'s become more about mixing
forms ... Basically, the mixing of rock
music with an underlying beat. That may
be by a DJ, synthesizers, or whatever.
And then there’s the continued influence
and infiltration of rap and hip-hop music
into other styles of music.

R&R: Rap and hip hop have been
embraced by white teen and pre-teen
audiences. I call it the “Nickelodeon
sway."” Every young kid seems to be
buying into the form, but does that mean

{ think there’s a funnel effect now into
the alternative spectrum - which | think
is @ mish-mash of musical styles.

R&R: Electronica ... Good for the
form? Or bad?

CM: Are you talking about bad for
the format?

R&R: Bad as in expectations get
raised too high or people get skeptical
oo quick.

CM: On a retail end it's not [bad]
because they're going to sell some ended up playing that song a good two
records. | think you're going to have months before anyone ever added il.
what you have when anything else gets R&R: When records come out of
popular. You have your artists being the “machine,” how do you determine
considered sellouts because they what retains Alternative credibility?
become the martyrs for the genre of CM: That’s tough. And | have to tell
music, if you will. Prodigy and Orbital, you, that’s one of my hardest things as
these big bands ... they could become a music director : listening to records
the Pearl Jams wherein the die-hard that have nothing alternative about
Alternative fans won’t put on a Pearl them. But, at the same lime, they are
it has to eventually influence an Jam record now , or not admit to it, well on their way to closing out the
\ B Alternative audience? because they’re [considered] too panel. Your Verve Pipes of the world or

. .
- CM: Yes, because those teens grow mainstream. Continued On Page 89

up. When people like me and Aaron
[KITS/SF MD Axelsen] were growing
up listening to Alternative radio, it’s like
we were purists. We were listening to all
the European music. Now that this
format’s been around for so many years,
people have accepted a wider variety of
music under the Alterative spectrum. So

R&R: Every week we put our heads
together to see what’s come out and
you always have a fresh handful. How
do you go about finding the fresh?

CM: First of all, ! go to a lot of shows
because | believe that finding music
firsthand is just the best way to find
stuff. Besides going to shows, | listen to

arry, larry?

Quite Contra

60% of the 18-34 Alternative audience has

never married, and almost 8% are already

divorced or separated. Even in the 18-49

demao, Aiternative listeners are 46% more

likely to have remained single.

Source: Simmons/Katz
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e ‘Heartland’ Turns
Hip With WKOX

Marketing Director Ry
Niei& has been helping
WKOX (010 1)/Chicago reach

across the City of Big

Shoulders and image it as
an Alternative focal point. No small feat
since it wasn’t that long ago that Chicago
was operating under the qualifier “heart-
land” {(which basically meant less hip than

the coasts”).

To compound that, @101 started

out as an AC station. How did it gain
its reputation as one of Alternative’s
core outlets? Mena discusses Q101’s
recent attempts to build on its musical
reputation through marketing and
promotion.

WKQX takes on a lot of ground, both
physical and perceptual, when it
promotes to Chicago. “First of all,” he
begins, “we launched a preity successful
television campaign. At the beginning of
spring, we did a new spot and new
creatives that had been done before with
the goal of solidifying our position as the
Alternative radio station here in the city.
That kicked off the summer and
definitely helped us to a point where it’s
well-grounded to our listeners what and
who we are.

“From a promotional point of view, it's
hard to talk about last year without
talking about Rock The Vote. Rock The
Vote was something for which we had
pretty ambitious plans at the time and
something that we didn’t know what the
future would hold, as far as ‘couid we do
what we really set out to do?’ Now
looking at it, we ended up registering
18,000 people.

“It provided us with a vehicle to be
out on the streets every day in different
locations, something that was over and
above what a typical radio station does.
it was something pretty meaningful with

& REGISTER TO WIN TICKETS HERE o=

our listeners. We definilely not only
had a serious impact on the program,
but it was well received locally by
listeners. We were also abie to create
a lot of sales opportunities and sell the
back end of it in terms of where we
would be appearing. And then lastly, a
big component of that was the amount
of press the station received both
nationally and locally.”

Mena believes marketing will be key
to Alternative’s continued growth,
because at this plateau the format can
no longer remain just music-driven.
He notes, “That’s where it’s headed.
Because the reality is, as proliferation
of this format in music varies from
market to market, you get more

(T X I Rt XA K
[ X% R X X I )

Promotional CD packaging

stations flanking your musical
position. You lose that unigue point
ot difference between your station
and other stations. Therefore, you
have to look for other means, and
lilestyles are a big part of t. You
could play alternative music, but that
doeesn’t mean you cater to that
lilestyle. And lifestyle becomes a
critical component.”

Mena believes more stations will
view marketing as a critical concern
in 1997. “As you’re looking at the
big picture, radio in generai, there
isn’ta lot of effort put toward
marketing. And it’s always looked at
as an ‘expense line.” With this format
you constantly have to strive to be on
the edge if you can, whatever that
may be. You have to be fresh; you
have to be different and keep pushing
the envelope in the direction that Is
appropriate.

“It's one of those things where

WKOX/Chicagao
recently was
the recipient
of the fourth
annual
Patrick S.
Lippert
award for

its support
of Rock The
Vate.

imaging isn’t just a singular focus but
rather having to look af all the
different facets of what makes
Alternative ‘alternative.” You must
decide which of those things is
critical to your station and defines the
look of the station. | look at this
department — from a marketing point
of view — as trying to mirror what Bill
Gamble does on-air. He puts on the
sound of the station; my job is to
create the look that matches that
sound.

“Depending at what point in time
we're at, the station may sound
harder, it may sound softer; who
knows what it’s going to sound like
six months from now as this format
evolves. But if you look at all our
graphical design over the course of
the four years the station has been
on the air, it’s definitely developed
and has kept up with what has been
going on on-air.”




WN X Finds Success With
2 Your Face’ Approach

WNNX (99X)/Atlanta
Promotion Director
Amy YVan Hoolk
takes an aggressive

stance when it comes to

marketing 99X. “The general idea the

station espouses is when we get involved

in something, we really own it 100%.

€€ 1 you listen to our station, you'll

know we stand behind a
prometion. It’s not going to get lost
because we're careful about how
much we do at one time. Now, we
happen to be an incredibly busy
station, but there are a lot of ways to
approach that and still be successful
about how you market different
events.

“When we do our own concerts, we
make it an event — searching for the
talent, doing the production. This past
Acoustic Xmas was one of the most
successful events we’ve done. We had
Sarah Mclachian, Sheryl Crow,
Barenaked Ladies, and the
Wallflowers. We tied in Budweiser as
our presents sponsor. We did a pre-
concert event and offered our loyal
listeners a break on the ticket price —
$19.95 instead of $24.95. And we

raised $20,000 for the Atlanta
Community Food Bank.”

Keeping the station in its audience’s
“face” remains a priority for Van Hook,
even with 99X’s broad-based
marketing efforts. She comments, “it’s
a difficult balance because we’re very
aggressive with our on-the-street
presence. It’s really important to keep
that grass roots marketing; it made
99X, and we’ll never abandon that.
However, it's hard today to devote the
time and energy to this area when we
do five of our own events a year —
that’s a lot of commitment. We haven’t
given up meeting listeners one-on-one.
But there are only so many people in
the department. it’s a struggle to
balance what we need to be doing and
what we want to be doing.

“For a portion of our bigger
marketing scope, we ook to billboards
as our outdoor medium. Our private
medium is our monthly magazine that
goes to 130,000 people — it's a huge
marketing effort because we direct-
mail 110,000 and put 20,000 out on
the street. We have our ‘freeloader’
database, which is 145,000 strong.”

When Van Hook doesn’t have her
eye on WNNX marketing details, she is
looking for new visual styles to reflect
99X. “We were pretty consistent with
our logo for the first few years. We
were so strict in that the blue and
yellow color never strayed — we
ingrained it in people’s heads. Now, in
our third and fourth years, we’ve been
using a different application; we

changed the shape to an oval and
we're using different colors. Local
artists have a way of finding you to
offer their work. We like to change and
always have something fresh. And
aligning with 99X will help local artists
reach people.”

How does Van Hook maintain her
fresh approach? “l have to get away to
generate ideas and get a different

“Rancid?
Yeah, but you
get used to it." |

99X Listeners
Like Being
“Board”:

WNNX utilized |
outdoor
advertising

. extensively

this year.

perspective — it’s a constant challenge.
Besides taking a vacation, | try to find
time every day to get away from the
station. We can’t ever stop thinking
about what comes next. We offer a
magazine, direct mail, events, e-mail,
web site, fax, etc.; we’re bigger than a
radio station. | don’t view my job as just
marketing a radio station. If anything, |
consider it an entertainment company.”

“We can’t ever stop thinking about what
comes next. | don’t view my job as just

marketing a radio station. If anything, |
consider it an entertainment company.”

Coa C}l Potatoes

Sports.

perfection!

TV. Beer commercials.

Ahhh,

What are Alternative listeners’

favorite and least favorite pro sports to watch

on TV?

Favorite: Football, Auto racing, Baseball

Least Favorite: Vuolieyball, Soccer, Tractor pulis

Source: Simmons/Katz
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§e ittle’s Not ‘The End’

?
@

KNDD/Seattle has helped
make it worthwhile for

Alternative bands to come to

Seattle to tour, if not to live.

“The End” has enjoyed a rise
to prominence in the industry that
mirrors Seattie’s growth as a vital artistic
scene. While many focus on the music,
KNDD Marketing Director Keri Lee sets
her 20/20 vision on the proper imaging for

the station.

@ KNDD stages an event,
Ye(pect it to be publicized in the
t-conventional fashion. The
invitation to last summer’s
annual “Endfest,” for
example, was in a
medicine bottle that
looked as if it had been
unearthed in an
archaeology expedition. In
fact, Lee spent the
weekend prior to the
mailing hand-scrubbing
every bottle to give it a
weathered effect.

Always mining for ways
to keep KNDD distinctive,
Lee prefers to dig deeper
than the rest. “We're
pretty prometion pure. We
don’t give away stuff on
the air just to give it
away,” Lee says. “Of
course, the station gives
away its share of concert
tickets, CDs, etc.
However, we take the idea
of a giveaway one step
further. When we have a
promotion, we try to give
listeners something that
they can’t get on their

own. For example, we did

R, o6 Terve m ard mw

The Marketing Road

listeners in to the actual session, it’s
also wise to give the thousands of
listeners a taste of it, which is why we
broadcast it. They also need to feel a
part of this station.”

Lee also knows that approaching
the Alternative listener isn’t an easy
task. “The Alternative listener is a
special breed. Appealing to him
requires more work on the part of the
station’s promotion and marketing
departments. Listeners in this format
are pretty jaded, so you can’t just
give them the norm anymore. They
do want and expect more — and
should. They don’t want to see just a
jock onstage at a concert presents —
they want tickets, they want to meet
the band. That’s how they’re inspired
to champion the station. You need to
make that intimate connection.”

The End has always been known
for its visual flair. Lee acknowledges
this has long been an area of
promotional concentration. “it
is ihcumbent on the station to
always change, stay fresh, and.
keep the listener interested.
Keeping that in mind, when it
comes to any product or
imaging the station puts out —
be it logos, T-shirts, billboards,
etc. — balance is imperative.

“Everything is a team effort.
When we were owned by Viacom,
we had the luxury of working with
a team of artists from MTV
Creative. We were able to

End Fest: 18,000+ bodies
& One Ice T in action.

constantly stay ahead of the curve
visually. Since then, we're all very
active in the visual image we want to
represent the station. Because the
music is ever-changing, we look to
local artists to help with certain
projects. Once we get a base idea,
everything else falls into place.

“Besides music, | pay attention to
what’s happening artwise. When we
first did our stickers, we started with
neon. Now that’s out and we've
moved on. You have to be careful
that you don’t get too hip for the
room, though. We did a billboard
campaign that was [based on Calvin
Klein advertising], and the audience
called us on it. They basically said,
‘You guys are pushing it now.’

“This audience avoids hype and

superficiality. They are jaded from

being bombarded. They don’t always

know how to articulate their desires,

but they know what they don’t want.
That’s why they say a picture is
worth a thousand words.”

Intimate time with (I-rj Billy Corgan,
D’Arcy & Marco Collins

Music is an essential part of Alternative

listeners’ lives.

Among 18-34s,

Alternative fans are 11% more likely to

listen to music in their leisure time and

37% more likely to actually play an

instrument.

Source: Simmons/Katz
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EARLY DEBUTS AT:

KEGE
WROX
KXTE
WRCX
KEDJ
WLZR
WLUM
KEGL
KKND
KRXOQ
KGDE
wWCCC
WBZU
WXEG

WTEFX
WZAT
KISS
KSJO
WEOX
KNRQ
KRZR
KLZR
WHMP
WNFZ
WNVE
WXSR
WGRD
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Do

You Know The
- San Jose?

Play Fe

One of the most rapidly
evolving population cen-
ters is the San Jose area,
and one of its newest

residents is KOME’s

Robin Rockwell.

When the station went Alternative a few

years back, one element retained from

its Rock days was a strong commitment

to stationality, both on-air and off.

A OME Marketing Director Robin

i Kljdckwell came north from an

Seffrative legacy at XTRA (91X)/San
Diego to help OM Ron Nenni and PD
Jay Taylor hone KOME’s marketing
strategies in the competitive
battleground found between San
Francisco and San Jose. Watch out for
land mines when traveling
Highway 101 these days.

Rockwetl believes in
guerrilla warfare in the
street, preferring it over
mass marketing. She
states, “Traditionally,
KOME doesn’t do TV, .
outdoor, or a lot of print &
advertising. We do
special events. We do
lifestyle events. What
we (ry to do each year
is create two or three large-
scale events that incorporate the
lifestyle as well as the music. KOME
also takes existing entertainment
events and dominates them, be they
snowboarding events, mountain biking
events, concerts, or things to do with
the Internet. Technology is really top
of mind here.

“We just try to identify with the
target audience and go to the places
where our audience will be out in
force — you know, a lot of guerrilla
marketing on the streets. We hand
out a ton of merchandise. We spend

money in merchandise, whether it’s T-
shirts, earplugs, keychains, or mouse
pads (there's more technology).”

Rockwell has to inanage her time
carefully when trying to cover
the geographic spread of San
Francisco and San Jose. She
confesses, “That’s practically

my whole job. | need to keep
my eye on the big
picture. | have to j
manage a staff of 13
assistants and three
vehicles, as we impact two
major markets.

“So it’s really being
strategic, where we want
to go. Is this event right
for us? Is this
predominant reggae event
really the event we need to

be at, or shouid we go down
the street where there is an Internet
convention? [t’s about remaining
focused. I feel if | can train the staff,
they can do so much for the station.
You are really training them to be in
an army.”

Rockwell believes a certain breed of
“soldier” is required to be successful.
She claims, “Not only do they have to
know the lifestyle, but they have to be
aggressive. It's a foundation, which
you can’t teach. You can’t teach
aggressiveness; you can’t teach the
core traits. You can teach them about

KOME ‘Peart Jam LIVE’ CD
recorded at Spartan Stadium,
San Jose, CA

Poe taking 2 bite out
of a KOME Board

the music. You can teach them about
the lifestyle, but | need people coming
in with a personality base. Hard
work, do the work until it gets done —
that type of attitude.”

One reason for their stand-up
attitude comes from what Rockwell
believes is a predominant trait of
Alternative fans in San Jose. She
allows, “It is very punk rock in San
Jose. The Sneaker Pimps were in
San Francisco one night, and they
played for 600 people. They came
down to San Jose, and we were :
lucky if there were 50 people in the club. Next night, Local H
played for a packed house at the Captains Club in San Jose. In San
Francisco, they drew 100 people. San Jose is a tougher town; it has a
stronger rock pedigree. We have to have the same intensity.”

“We just try to identify with the target audience
and go to the places where our audience will
be out in force — you know, a lot of guerrilla
marketing on the streets.

Kamp KOME: Featuring Beck [r)
& extreme halfpipe entertalnment {I}

Your 18-34 audience is 19% more likely

to have a flower garden at home than
other 18-34s {and 16% more likely to
have a vegetable garden, too).

Source: Simmons/Katz




" Programmers’
{ All-Time Faves

We asked some of the leading Alternative programmers
to choose their top five Alternative records of all time. The
choices generally represent a combination of personal
favorites as well as records deemed influential to the
shaping of the format.

Dave Rossi-WRAX/Birmingham

CLASH § asvdon Calling
NIRVANA Nevering
RAMONES iz 4. M.ON.E.S,
REPLACEMENTS Férased To Meet Ve
SEXPISTOLS Nsswver Mind The Bollocks...

Tim Johnstone - KQXR/Boise

ECHO& THEBUNNYMEN ficean Hain
R.E.M. Reckoning

DAVID BOWIE Scanyg Mionsters
BUILT TOSPILL There's Nathing...
PIXIES fioofittie

Sean Robertson -WENZII:IeveIand

SEX PISTOLS Rtevesr Mind The Bolocks...
| NIRVANA Yevermind !
| CLASH i ondonCalling l
CURE Ttwee bnaginary Bous

BEASTIEBOYS lLicensed Toll

Garett Michaels-WHYT/Detraoit

CLASH i srcion Calling

U Achtung Batbyg

R.E.M. Musmnur

DEPECHE MODE Biaci Cedeberntinn
NIRVANA fesvermning

Allan Fee -WGRD/Grand Rapids

U2 achtung Baby

LIVE Throwing Coppey
REPLACEMENTS Feased To Meet Me
DAVEMATHEWS BAND ¢ sasi

H.R. PUF’N’ STUF Greatest Hits

David Sadof - KTBZ/Houston

MAZZY STAR &u Tonight That ! Might...
SMASHING PUMPKINS Gish
ROBYNHITCHCOCK Elernent OF Light
JAM Bl Affects

LOU REED Live! Take Mo Prisoners

Scott Jameson -

ELVIS COSTELLD #i:is Yeur's Model
JANES ADDICTION RituatiDelo...
NIRVANA fiewverying

SEXPISTOLS &izver Mined The Bollocks...
ELVIS COSTELLO #nperial Bedroom

JasonJustice- KISFKansas City

SUGAR Capper Blus
MATTHEWSWEET Girifvicaut
NEWORDERSSukstance
VASELINE A Lompicte Historg
TOOMUCHJOYCereal Killers

Tommy Wilde-WLUM/Milwaukee

1
3 VIOLENT FEMMESViclent Fermimes
. | ':'. I DEPECHEMODEViusic For The Masses
| L] GARBAGE s b
2 3 R.EM. Bocanent

TVT Bk Hox

- - A

THERAMONES Rocket To Russia

Julie Fornan -WRLG/Nashville

Jim McGuinn- WPLY/Philadelphia

JiQuest-WBZU/Richmond

| VERUCASALT Arsvericar Thighs

Kevin Cole-KREV/Minneapolis

PATTISMITH Horses
HUSKERDU #ip ¥ our Wig

THEREPLACEMENTS { et i Be
THROWINGMUSES 75 irovyving Meases:

CLASH : ondonLalling

UR Achiung Baby

BEASTIEBOYS Paul’s Boutigus:
NINEINCHNAILS PretiyHate Machine
SONICYOUTH Dauydream Nation

Shellie Hart - KEDL)/Phoenix

VIOLENT FEMMES Vicient Feounes
NIRVANA Siesaciy

PEARLJAM Ter:

BLONDIE Paraiiel Lines

BECK Matiowy Gaxld

NIRVANA ey ssivsd

PIXIES {oatittis

CLASH L cndon Calling
TEENAGEFANCLUBBa whapos s

Ali Castellini-WXDX/Pittsburgh

CURE Stasnding On The Beach
BAUHALS Zauhaus
REPLACEMENTS Tigrs
PIXIES fiooiittie

NIRVANA Neverysing

Mark Hamilton-KNRK/Portland

SEX PISOLS Vever Vind The Bollocks...
NIRVANA~=vermind

NINEINCHNAILS Pretiy Hate Vochine
SMASHING PUMPKINS Mk Cobfie...

MattMaloney- WBRU/Providence

SONIC YOUTH Bagdrean: Nation
TELEVISION ¥iargpuese Moon
THESTONEROSES The Stone Bnses
BIGSTAR Hadia City
PAVEMENTWinwvee Znves

PEARLJAM i
NINEINCHNAILS Fretiyg Hate Machine
U2 Bctober

SOUNDGARDEN Dk O The Upsids
ALICEIN CHAINS 5ixe.

Brynn Capella-XHRM/San Diego

U war

YAZ Upstairs ArEric's

TEARS FOR FEARS The Hurting
CURE Standing On The Beach
VIOLENT FEMMES Viaieni Fenumes

AlexLuke-KPNT/St. Louis
OASIS Befinitedy Mayte

NIRVANA Risserrnind
PREFABSPROUT 7w Whesls Gaood
BLUR Paridite




WMRIBIC TELEVRIONS

ADD!
also on;

Alternative Nation
M2, 120 Minutes

R&R Alternative Debut ()

10K units SoundScan/wk
Over 100K national
SoundScan

NAIRD

KICT

KISF
WXEG
91X
XHRM

5 New ADDS

including:

WPLY WBRU

Already on over 50 stations
including...

KROQ - LIVE105

Q101 WFNX

99X KEGE

WHFS  WEND

KFMA  WRLG

Top 5 phones at:

WHFS KFMA KIS=
99X XHRM WMRQ
WXEG

Appeared on “Tonight Show” 2/26
“Conan O'Brien” in April

“Live w/ Regis & Kathy Lee” in April
Cover of “USA Today” Life Section

Phones, Sales, MTV, Hugely Reactive
..What More Could You Ask For?

airwaves@mammoth com
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What These Winning Programmers
Already See:

WXRK
KOME
WHYT
KTBZ KZON KNRK
WRZX WLUM WAQZ

Now On Over 70 Stations In 5 Weeks!

R&R Alternative @ - @

BREAKER!
MOST ADDED!

e On 3/10 - Customer Reorder
11,800 pieces

99X
KWOD
WENZ

KROQ
WBCN
KEGE
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what you’ve done is you've gotten rid of your
oldies base; two or three years down the road,
you won’t have a format.

R&R: There’s a feeling the format is
becoming increasingly homogeneous. Is this
because there isn’t enough truly inspirational
music, or is it because the format’s expected to
grow up and act like an adult; i.e., make money
and nullify experimentation?

SD: It’s out of desperation. PDs are scared to
go onto the next thing because it’s unproven.
Most people who do this are more interested in
saving their jobs than they are in making an
interesting radio station. That’s not rude, it’s
just a fact. When you move from a '69 Pinto to a
nice Jeep Cherokee, you want to hold onto that
car. And you find yourself making decisions
based more on fear than, “Oh, this might be
cool, let’s go here!” That's what made this
format exciting.

The feeling of vitality has disappeared.
Record companies are promoling these
“singles” to do well at Alternative, CHR, and
Rock at the same time. So they work them
longer. But maybe you’ve worn out a record and
you're ready to move on before some guy at the
record company says, “The next single will be
...” Do you sacrifice your momentum for the
sake of their strategy? | realize that’s not good
for the record company because they need to
focus on one thing at a time so they can deliver
the growth on the album. But that doesn’t help a
PD. The problem for the record company is,
though, if they can’t get everyone on the same
record at the same time, they can’t get any
perceived momentum on the charts.

R&R: So the add is a sense of commitment to
the record.

SD: Yeah, that’s what’s being intimated.
When you add a record, there’s a sense of “Oh,
great. We have to commit ourselves to this record,
but what if it’s not the record we wanted?”

Because no two records are the same. You
can feel differently after you put a record on
the air for two weeks. You can’t make up any
rules for this stuff. And that’s why the rule, the
subconscious “If you add, it’s a commitment”
doesn’t really work for all records. But if [ was
on the record side, it would be very nice if,
when somone added a record, there would be
a silent commitment that they’d hold onto it for
four, five, or six weeks.

R&R: How does a label rep go about
securing that commitment? What promotional
approach works on you?

SD: A positive approach is when someone
plays the hook over and over for me. They take
the opportunity to play the song for me. That’s
the most important thing they can do. Let’s
face it, this job is all about comfortability. You
hire people when you're comfortable with
them, you put records on when you're
comfortable with them, you hang out with
friends when you're comfortable with them.
The biggest thing a promoter can do is come in
and say, “Come here and listen to this. we’'ll
talk about facts, figures, and all that stuff later.”

R&R: What is the worst approach for
promotion people to take?

SD: When before | even hear it, they say ,
“Oh, by the way, we have a fly-away if you play
this record. we'll send some listeners to Paris
if you play this record.” | don’t even know what
the record is yet. I’'m expecting to get a letter
like we got in "79 that said, “Contrary to
popular belief, CBS is in the business of
selling records, not providing you with jackets
and T-shirts.” I'm waiting for that memo again.
It’s been about 20 years; it's about time for
that memo again.

Flohr (Continued From Page 66)

the fiscal year, the financial reports at most
major labels aren’t going to be positive. Will this
create an intolerable sense of pressure on
taking the long view?

BF: I'm sure it will have some effect, but |
don't find it a threat because I've always felt that
if you were doing A&R correctly, the best artist
development tool for an act was a stamp. The
record’s going to sell itself. That’s a grandiose
vision; | understand that.

There are game plans in place on records
that do not require a significant amount of
dollars. They require manpower and passion.
And every label, supposedly, has got that.

R&R: You've been taking a methodical
approach to creating awareness for Jeremy
Toback, another of your signings.

BF: Jeremy Toback represents to me what |
hope we're heading to in alternative music.
Whether they break him or not, if they believe in
who he is and what he stands for, somewhere
down the line he’s going to write a song for
these guys, and they're going to go, “I'm in!” All
we’ve asked them to do now is pay attention.

KDon’t commit, don’t make a judgment, just pay

attention. A lot of the key guys out there want
acts like Jeremy Toback to succeed because they
need it for their livelihood. They need it for their
stations’ image. If nothing else, they need it for
their acoustic Christmas shows. They need it for
their summer festivais. So, in that respect, the JT
marketing plan that we have in place has existed
from the day we signed him, and it’s just evolving
in front of people’s eyes. As opposed to signing a
band for a load of money and having them
disappear into a studio, come out and proclaim,
“This is our number one priority. We're going for
adds in two weeks.”

R&R: Can you develop an insular vision within
the conference room walls at the majors?

BF: Do you know where | think the problem
lies in that? The guy who has to get the add is not
always brought in on what the game plan is. You
and | could sit in our offices in New York and
come up with this brilliant nine-month strategy
that makes total sense. But sometimes the
translation of what has to happen doesn’t get to
that local in Atlanta: “Here's your advance CD,
here’s your add date.” That’s our fault as labels.
And that’s why, as much as artist development is
about getting people like Brian Philips and
Kevin Weatherly excited about our advance
cassette, it’s also about getting your locals and
your Sr. VPs/Promotion to understand the

essence of the artist. J

~
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Axelsen (Continued From Page 50)

especially, it’s difficult to discern what’s
cutting edge without more information.

AA: That’s a good question because
now in this market, especially with pop
records, we’re sharing a lot with our
Alternative AC station [KLLC]. They just
went on the Sneaker Pimps record, which
we've been on for a few months. They also
went on the OMC record, which we've
been on a month now. A lot of it is
imagery; [like] a band that’s perceived to
be a potential hit band, like the
Cardigans. For instance, when | first
started playing their song in 1994, it was
part of this hip, loungey pop underground
thing in England; it had a hip feel to it.

R&R: Is that music-sharing causing
you to move to the left?

AA: A very interesting point because,
for example, do we want the Spice Girls?
That’s a pure pop record. | feel a lot of it
is the imagery and being part of a hip
underground scene. What kind of kids are
buying the records? Are they artsy college
kids or JaneAverage?

R&R: So you have to have more
foundation or background in terms of
understanding the act than just going cold
on the sound of a record. Sometimes I've
seen records that are sheep in wolves’
clothing. Other times, there are some
pretty hip acts that put out some real
sweet music. Look at Mundy; you hnow
he’s the real deal. But if you don’t know
where he’s coming from ... that might just
sound like a nice, sweet pop song.

AA: That's true. But it’s also how we
take the new pop band. Maybe at one
point it’s a neutral artist, maybe there is
no buzz, so we would be very aggressive
with imaging it ourselves with the station
and making it hip.

R&R: Timing has a lot to do with that.

AA: Timing has everything to do with it
because if you're in a record store and
you hear it, you better react. So that when
eventually your Alternative AC gets it, it’s
almost like hand-me-downs to the aware
kids.

R&R: How does a promolion exectitive
get you to respond to records?

AA: 1 could have a lottery situation
\wilh some. We both have different

agendas, a label and a radio station. | admire
a label exec who respects the job that
Richard, [PD] Roland [West], and | have
programming the station and doesn’t cross
that line. When a label person thinks he can
dictate to you how you should program your
station, it gets a bit annoying. My ultimate
pet peeve is when a label person thinks he’s
a radio person,

We try to be competent programmers who
have lived and worked in this market our
entire lives. We know this market. When I'm
getting the sales pitch on a record that is
huge in another market, and they don’t
understand San Francisco as a unique,
autonomous market, that becomes a bit
annoying. When they work me the same way
they might work Atlanta or Minneapolis.
Sure, there are records that are universal.

Another pet peeve is when | get calls like
“Hey Aaron, we’re down four spins this week,
what the hell is the problem?” A lot of labels
don’t see my job and how | see my radio
people. | just need information. Give the
records, tell which artists are coming out,
what the street deal is, when it will be
official. That’s really what | need. Maybe
other markets don’t have that aggressive of a
programming team to find records, so they
kind of sit back and need alphabet soup.

R&R: What happens when you don’t vibe
on a record, and it starts to become a
“universal?” When do you say, “I've got to
give that a second listen or a second
thought?”

AA: That’s a good point because it goes
back to a balance issue for this station,
balancing a very aggressive mentality and a
very aggressive 0ok on this market. Richard
is the balance. Take the Wallflowers, that’s
a record we finally played. We watch the
charts, 100. It’s not like we’re on this hip little
pedestal and we're 100 cool to look at
business. We research and find out what's
going on. Sometimes there’s this record that
we went on late and should have thrown on
earlier but we just didn’t. We can’t get
everything first.

R&R: Now, if the shoe was on the other
foot and you were looking to sign acts, what
would your radar be telling you?

AA: If | was an A&R person, | would focus
on my gut instinct; | would trust my ear. |
would sign a band that was good regardless
of what genre it was. The problem is, when

you get caught up in a trend or a fashion and
you're signing bands based on that, then you
don’t know if that band is really deep and
can foresee the future. However, it's
important to follow trends and be in touch
with underground buzzes. | wouldn’t base my
entire A&R posture on “Oh, electronica music
is hip, let’s sign the next 20 Prodigys and the
next 10 Chemical Brothers.”

In 1991, it was Nirvana ... let’s sign the
next 25 Nirvanas and 10 Pearl Jams. That
whole mentality of saturating the market with
clones of a hip pinnacle band quickly dilutes
a market of quality music and forces it to
lose its unique value. Just take a look at the
cycle we just left.

Kates (Continued From Page 70)

feels the younger generation has an
insatiable need and appelite for a sensory
influence, one that duitars and drums no
longer provide.

MK: When 6000 kids went to Big Bear
[California] last June to see Orbital and
Chemical Bros., was that a rock show or
not? Whatever it is, those kids had to be
there. The thing about the dance world is it
hasn’t needed a radio station as long as
there are people in touch with each other.

If you take the Biltboard dance chart, for
example, it doesn’t reflect what the dance
music-buying public is actually into. Yeah, if
reflects who's buying 12-inchers and what
the mainstream club DJs around the
country are into, but it’s probably got very
Jittle to do with what’s going on at the stores
on Melrose or in the underground wortd.

That’s the difference between here and
Europe. In Europe there’s a huge
appreciation for it. The whole rave thing
changed the landscape across the board.
That has never happened here at a
mainstream level. When | started hearing
the ads on KROQ/L.A. for the Big Bear
show, | felt it would be the biggest rave
event that’s been done here because mass
media was going to tell everybody about it.

I’'m not telling you it’s going to necessarily
happen in lowa. Usually when music
progresses in this country, it starts in five or
six cities. This culture is already a little
broader than that. You have cities like
Orlando and Houston, for example, where
there are big audiences for this music.

R&R: All of a sudden the keyboard,
through electronica, has come back. Will
radio now reduce it to some base notion
of “Oh good, here’s a thing we can do to
be different from our Rock competitors”?

MK: Ultimately it’s going to have less to
do with radio and more to do with the
artists. The third-generation, watered-
down, by-numbers electronic band is
going to reach an audience that wants
their music that way. But | don’t think the
Chemical Bros., Orbital, and Prodigy are
going to really adjust what they do
musically for radio.

| don’t know that any one of those
bands will create the breakthrough here.
I’'s probably going to be the “Green Day”
or “Offspring” of this genre that does it.
And, ultimately, the song. We’ll see what
happens with Prodigy.

R&R: Is it a sign of the times that a $5
million deal for Prodigy doesn’t evohke
“sellout,” but rather suggests validation?

MK: What does that say about our
industry when it takes an incredible
record deal to certify a type of music?
Because as you know, usually there’s an
inverse relationship between the size of
the deals and the amounts of bidding
wars and artists’ success. But, trust me, |
wanted to sign them as badly as anybody.

R&R: What else is on your plate?

MK: I'm not going to talk about any
specific artists, but there are a lot of
people in this department who are into
the drum and bass strain of jungle music.
There are really cool 12-inches coming
out every week in England from a variety
of artists and a lot of the stuff sounds
good to us. How do we figure out which of
those artists we want to sign? It’s
certainly done a lot to put Everything But
The Girl back on the map. They took a
10-year career, updated their sound, and
had their biggest success ever.

Real long-term careers tend to be
sustained by people who keep going back
to their own personal well for something
new and interesting. The best thing | can
say in this whole conversation is that
careers are careers whether it’s Johnny
Cash or the Rolling Stones. The people
who are great are consistently great. It
doesn’t matter what kind of music they
mahe.
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“Smoother than Massive Attack, sexier than Iricky...” —BUZZ

“A welcome shot in the arm to the trip-hop canon... they play real songs instead of dub-saturated wallpaper.” ~Entertainment Weekly
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On Tour - 1st Time in the U.S. !

Thurs. 3/13 Austin - SXSW/Bob Popular

Fri.  3/14 San Francisco - 1015 @ club night “Nikita”
Sat. /15 Dallas - Lizard Lounge

Sun.  3/16 los Angeles - Viper Room

Tues. 3/18 Minneapolis - Tth Street Entry

Wed. 3/19 Chicago - The Dome Room

Fri.  3/21 Boston - Axis

Sat.  3/22 New York - life/Giant Step

Mon.  3/24 Miami - K&B

ALBUM IN STORES NOW
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G’ he Alternative Major League

CBS Radio — by far — reaches more Alternative radio listeners than any other radio
group. According to the Fall ‘96 Arbitron, the company attracts more than 5.5 million

Alterna-fans weekly. The top 20 Alternative radio groups are:
Company (# Signals) Cume
1. CBS Radio (6) 5,536,000
2. Emmis (1) 933,200
3. ABCInc. (2) 893,300
4. Jacor (4) 728,500
5.  Odyssey (3) 722,400
6. SFX(4) 636,000
7. Clear Channel (4) 556,000
8. Entercom (2) 498,200
9. Sinclair Comm. (2) 435,700
uo. Susquehanna (1) 422,800

Company (# Signals) Cume
Nationwide (1) 419,300
Bonneville Int. (1) 404,300
CHUM Group Ltd. (1) 369,600

All Pro (2) 282,100

New Century AZ LLC (2) 275,100

Dick (2) 251,900 §
Royce International (1) 237,100 §
American Radio Sys. (2) 212,800 T
Chancellor Media (1) 211,500 &
Dalton Group (1) 200,500 & /

Muckley (Continued From Page 74)

realize that MDs and PDs are going to do the best
thing for their stations. Promotion execs should
do that, but at the same time not try to turn it into
a grudge match because they didn’t get the win
and their add.

R&R: Lel’s take it one step further. If you were
doing A&R, what kind of sounds would you seek?

CM: I'd be looking for various kinds of music
that fuse several styles of music together. It might
be hip-hop beats mixed with reggae, with a DJ

Collins (Continued From Page 72)

HEend
L1077

line, it was a great song and ended up working.

R&R: What's the best way to promote yot: on
records?

MC: | appreciate people who don’t pretend to
know more than | do and who don’t pretend 1o be
big music freaks. What’s funny is when we get local
people in here, | think they become intimidated by
the fact that I'm so into this music. To me the best
promotions people are just the people who lay out
the facts. Laying out the sales stories in the markets
where the record is getting played. Laying out the
research stories ... whatever stories they can bring
me that I'm not going to know about.

R&R: What's the worst thing a label person can do?

Ferrise (Continued From Page 65)

R&R: What label
approach causes you 1o
get anxious?

PF: Justifying a record
by the quality of a
promotion attached.
Don’t reduce things to
that level. Understand the station, pay attention to
what we have on the list, and what we might not
have enough of. Try to bring records that can fill
our needs. Don’t try to make us comply with the
chart game. We want to help, but it's got to be a
common agenda. Everyone’s got their self- interest,

kand I can’t deny that.

mixing underneath. It might be a continued
version of all this lounge music. | think what
I'd be looking for is the continuing funneling
effect of different influences all meshing
together into one sound. There’s been a lot of
bad rock in the last couple of years. And
people like me who were into radio and have
been listening all these years weren’t listening
to hear rock. | mean, Rock radio is what drove
me to Alternative. And when Alternative
became Rock radio, it lost all its coolness and
specialness for people like me. Now | think
we’'re actually starting to get to the point
where on 91X, Live 105 [KITS], or whatever
station, you will hear songs that are unique
again. The rock thing has definitely played out.

MC: 1 have become more tolerant over the
last few years, but I'd say the Jetter game ...
the alphabet game. However, there are
stations that I'm interested in.

R&R: You've been offered A&R jobs. What
would you look for as an A&R person?

MC: If | was doing A&R - which | believe |
am for this station - I'd definitely want to work
for a label that believes in artist development.
That’s when it pays off big time, when you
develop an artist over time. God, there are
few artists who have had smash hits on the
first record and continued amazing careers. If
you look at some of the records that we have
broken, they span the sound spectrum. |
would be signing artists who can write songs,
artists who | can see down the line creating
some amazing music as well. Watching talent
grow is wonderful.
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ALTERNATIVE TOP 50 BREAKERS.
MARCH 14, 1997 TONIC
If You Could Only See (Polydor/A&M)
aW 2w W TW  ARTIST TITLE LABEL(S) ™ LwTOTALPwszw— w smn;:z:nns O e I CIAE O EHART
. 2 + . WALLFLOWERS One Headlight (/nterscope) 3217 3217 2003 2791 90 107221 69/11 D
11 2 2 LIVE Lakini’'s Juice (Radioactive) 3052 3163 2977 3162 94/
s+ 3 3 3 BUSH Greedy Fly (Trauma/Interscope) 2818 2880 2659 2700 9210 MOST ADDED.
5 5 4 4  SILVERCHAIR Abuse Me (Epic) 2726 2755 2579 2650 9310 ARTIST TITLE LABEL(S) ADDS
s 7 s @ SUBLIME Santeria (Gasoline Alley/MCA) 2672 2510 2134 2099 91A INXS Elegantly Wasted (Mercury) 55
w 1 & @ VERVE PIPE The Freshmen (RCA) 2502 2328 1967 1719 92/4 MORPHINE Early To Bed (DreamWorks/Rykodisc) 22
~ -~ w @ U2SaingAtTheSun (sland) | 12 1707 398 — 957 | SaoEeE ‘,’,{,‘;‘,’,,f,:,g‘"E‘;ga;,‘;gi;;;gf'ek"” S
s 9 o @ COLLECTIVE SOUL Precious Declaration (Atiantic) 2378 2208 1969 1803 84n TONIC If You Could Only See (Polydor/A&M) 11
2 s 7 € VERUCA SALT Volcano Girls (Outpost/Geffen) 2329 2295 2011 1876 95/0 OFFSPRING Gone Away (Columbia) 9
s 1 n 1w NINEINCH NAILS The Perfect Drug (Nothing/Interscope) ~ 2018 2053 1932 1986  94/0 ?53:&’33 (2] F( af% Sk To The 8otom (TagAtans) g
w w w u  DAVE MATTHEWS BAND Crash Into Me (RCA) 1928 2076 1940 1982 768 | yaken Manms Chinese (Red Anl) g
a1 u @ BECK The New Pollution (DGC/Geffen) 1849 1575 1413 1228 94/5 K'S CHOICE Not An Addict (550 Music) 7
% 2 1 @  WHITE TOWN Your Woman (Chrysalis/EMI) 1806 1536 1156 906 6873 ORBIT Medicine (Baby Come Back) (A&M) 7
¢ s s 1 COUNTING CROWS A Long December (DGC/Geffen) 179 2280 2335 2470  63p | U2Staring AtThe Sun (island) U
o 17 1 @ SPACE Female Of The Species (Gut/Universal) 1735 1676 1417 1364 83/4
— — u (D MATTHEW SWEET Where You Get Love (Zoo) 1725 1342 364 —_ 8873
19 15 15 17 NO DOUBT Excuse Me Mr. (Trauma/Interscope) 1590 1625 1492 1454 8410
— 2 2 ) OFFSPRING Gone Away (Columbia) 1484 1131 850 448 78/9 o : i
s 2 2 (D MIGHTY MIGHTY BOSSTONES The Impression That | Get (Vercury) 1411 1184 948 603 722 She Sacd
W w w2« CARDIGANS Lovefool (Mercury) 1386 1586 1749 1965 5210 Debut €
7w 2 2 311 All Mixed Up (Capricorn/Mercury) 1325 1351 1251 1497 57/0 .
% 19 2 22 PORNO FOR PYROS Hard Charger (Warner Bros.) 1315 1357 1277 1088 76A R&R SPECIE“Y Shf)w Chart
.+ w = U2Discotheque (Isiand) 1250 1024 2656 3041 540 Top Ten UK Single
2w » u 2 CAKE|Will Survive (Capricor/Mercury) 1214 1301 1090 1007 6872 ap Arrives At Radio
© s 1 2 SMASHING PUMPKINS Thirty-Three (Virgin) 1186 1483 1837 2353 56/ istanp  This Week
w6 16 21 2  SHERYL CROW Everyday Is A Winding Road (A&M) 1172 135 1419 1581 5110
% » » @ KULASHAKER Hey Dude (Columbia) 1160 1013 854 799  68/4 MOST INCREASED
BREAKER @  TONIC If You Could Only See (PolydorA&M) 1107 886 688 487  69At PLAYS oL
w o xn @  JEWEL You Were Meant For Me (Atlantic) 1107 1028 647 552 513 ARTIST TITLE LABEL(S) INCREASE
2 2 2 ) BETTER THAN EZRA Desperately Wanting (Swell/ElektraEEG) 1098 1087 1122 1219 4500 U2 Staring At The Sun (Island) +705
% x 2 € STONE TEMPLE PILOTS Tumble In The Rough (Atiantic) ~ 1068 1031 827 638 55/0 THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG) ~ +487
u w m w  PRODIGY Fiestarer (Muto/MaverickB) 1063 187 1135 1086 750 | gt SHET X\‘A’,';;'fcff,’l‘,‘”?:;}"ve R
s 2 1 € WILCO Outtasite (Outta Mind) (Reprise) 908 906 806 784 5813 INXS Elegantly Wasted (Mercury) +307
15 2 s a4 GARBAGE #1 Crush (Capitol) 902 1031 1201 1593 46/0 BECK The New Pollution (DGC/Geffen) +274
s s % @ FIONAAPPLE Sieep To Dream (Work) 8% 80 75 709 568 ‘&’Ig'Jr';TMOIGW}:'ngg;sﬂgg‘é"T{g’ﬁ;;%M’)(Mmy) :g;g
%5 3 35 s BIG HEAD TODD & THE MONSTERS Resignation... (Revolution) ~ 846 861 759 750 46/4 TONIC If You Could Only See (Polydor/A&M) +221
— &% 3 € ORBIT Medicine (Baby Come Back) (4&M) 835 736 576 369 59/7
— _— & €D BEN FOLDS FIVE Battle Of Who Could Care Less (550 Music) 820 678 347 36 5154 HOTTEST
€ THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG) 760 273 33 —_ 60A12 RECURRENTS
st m w4«  LUSCIOUS JACKSON Naked Eye (Grand Royal/Capitol) 705 828 79 849 38N e
s« 2 @ 0DDS Someone Who's Cool (Elektra/EEG) 695 675 600 544 441 LOCAL H Bound For The Floor (/sland)
— — & @ K'SCHOICE Not An Addict (550 Music) 688 491 334 301 3977 NO DOUBT Don't Speak (Trauma/Interscope)
2 4w 3 4  MOBY That's When | Reach For My... (Elektra/EEG) 658 715 663 583 4810 SUBLIME What | Got (Gasoline Alley/MCA)
w s © @ TOOLH (Zoo) N 645 636 590 516 564 | '[;'i‘s’gf‘cza;'c‘jp?,fcﬁrg/“ﬂ’;e(gj’,’y’fe)
— 4w s @ SNEAKER PIMPS 6 Underground (Virgin) 635 489 422 354 40/4 SOUNDGARDEN Blow Up The Outside World (A&M)
— — 4 € LOCAL H Fritz's Corner (/sland) 568 497 350 227 56/6 BUSH Swallowed (Trauma/Interscope)
DEBUTP (@ SMASHING PUMPKINS Eye (Interscope) 554 400 275 117 32711 | STONETEMPLE PILOTS Lady Picture Show (Atiantic)
, 311 Down (Capricorn/Mercury)
— — s € JAMES She’s A Star (Fontana/Mercury) 512 460 397 378 355 SHERYL CROW I It Makes You Happy (A&M)
@ SQUIRREL NUT ZIPPERS Hell (Mammoth) 472 432 398 370 3072
[GEEUTP @  PAULA COLE Where Have Al The Cowboys Gone? (ImagoWB) 455 364 311 307 242 e
This chart reflects airplay from March 3-9. Songs ranked by total plays. Highlighted songs indicate Breaker. ?F:%:E%::&%&zﬁzgfﬁs; %:%:%E;E:ﬁ::gg%z%\::::%
100 Alternative reporters. 96 current playlists. Songs below No. 25 are moved to recurrent after 26 weeks. © 1997, R&R Inc. ONLINE.
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ALTERNATIVE REPORTERS oo xane91

Stations and their adds listed alphabetically by market

WQBK/Albany, NY WOXY/Cincinnati, OH WEJE/Ft. Wayne, IN KEDG/Las Vegas, NV WXRK/New York, NY KRZQ/Reno, NV KNDD/Seattle, WA
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outn i ks i . AR | wousm
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. S e WKOF/Nashville, TN KNRK/Portland, OR KITS/San Francisco, CA .
COLLECTIVE S0UL “Lsin s ' )

et g Mty Bt s my PD: Kidd Redd PD: Mark Hamilton VPProgramming: Richard Sands lidhe o

T PO, Vints o ; Mo: Sher Sexton R g e APD:Rotand Wes i LGl

MD: Jacent ackon POMO: Vinc KISF/Kansas City, MO N T Rl MO: aron A Al

6 SMASHING PLMPKINS ‘Ere” 5 KORN'ADID® PD: Jon Anthony TONIC “Couts DURAN DURAN “Whnd SCURREL W) ZPPERS ol

6 INKS“Eiganty 3 WILCO “Ounasie™ MD: Jason Justice mmw MIGHTY BT “Impression” ' 3 3?5 ’lm AL SOBULE “Biter
MORPHINE “Earty” e LOCAL H *Frzs’

MATTHEW S_WE[Y Vlf-e PAVEMENT ~Shady™
WHYT/Detroit, MI ) WOST/Poughkeepsie, NY FATHLESS "o e
WEND/Charfatte, NC PD: Garett Michaels KLZR/Kansas City, MO WRLG/Nashville, TN PD: Dave Leonard —
oo ’ MO: Alex Tear PD: Roger The Dodger OM: Joha Leaac APD: Dave Doud KSLY/San Luis Obispo, CA
: Jack Danie! 2 Ty MD: Bob Osbura PD: Julie Forman MD: Nic Harcourt - Dave Ci !

WD: Kim Moaroe WATGHB0X 20 org IIE Eut MO: Jason Moon HORPANE Tty FD-DavslChuistopaat 100 Total Reporers
oo TR EvE 10 L S A 3 o T B o D N e e 100 Current Reporters
e Lt L PR ] e 96 Current Playlists
COWBOY WOUTH Jerwy” PD: StuAllen S 2 PAVEMENT “Shaty’ KOME/San Jose, CA
BIGHEAD TODD  “Superman’ %ﬁp;mm WNFZ/KIIOXVIIIG ™ 1 ORBITAL “Sant" OM: Ron Kennl -

STAR 69 “Insane” Jo Frozen Pla 2):
S o e KKND/New Orleans, LA POMD: ay Tator pont —
i 20 MORPHINE “Early” : 5 FIONAAPPLE “Sieep” WEQX/Albany, NY

WKQX/Chicago, IL 1 TREEDY XHRSTON War PD: Vince Richards WOGE/Providence, Al KTEG/Albuquerque, NM

PO: Bill Gamble KFGX/Fargo, ND OIS0 LN S MD: Rod Ryan POMD: Breat Petersen KHTY/Santa Barbara, CA querque.

APD/MD: Mary Shuminas PD: Jay Thomas NAKED Man's” U (AT APD: Joha Allers PD: Samantha Matiern

0 e e e S e 5 REELBIGFISH"Sar Did Not Report, Playlist

VERVE PPt Frsnmer: BGHEAD T00D “Supermar e Frozen (2):
e et WZRH/New Orleans, LA PUZILE GUT “Know WRAX/BI
- " " rminghmam, AL

WAQZ/Cincinnati, OH WWOX/Lansing, MI PD: Travis Johaston WBRU/Providence, R

POMD: Matinew Hars KFRR/Fresno, CA PO: Mike Crilds MO: Darren Gautier KORB/Quad Cities, IA KJEE/Santa Barbara, CA rovicence.

APD Sterling Schiessler PD: Don D'Neal MD: Chris Brunt DESCENDENTS “0ig" PD: Steve Gunner GM/PD: Eddie Gutierrez
owsvmuc Gore® '(nmao(u somy’ ks AL U2 *Starng” 2% INXS “Eiganty” s No Longer Reparters (2):

: U2 "5t e e B WS “Cieganty” JAMIROOUA! “insanty” APD: John Schroeter

O pmE EOLEC sout s e o g P 2 e e
KULA SHAKER “Dude” UNDERWORLD “Shepy™ MORPHINE _Emun OCEAN COLDUR SCENE “Caughe” ! ?h?.’.é'o;".‘.?' KREVMIinneapalis, MN

BLUR Song 2 (Virgin) OMC How Bizarre (Mercur PUZZLE GUT | Know It Well (Trauma/lnterscope)
Total Plays: 359, Total Stations: 29, Adds: 8 Total Plays: 280, Total Stations: 12, Adds: 1 Total Plays: 182, Total Stations: 26, Adds: 5

KORN A.D.I.D.AS. (/mmorTal/E;p/c) FOUNTAINS OF WAYNE Sink To The Bottom (Tag/Atlantic) REEL BIG FISH Sell Out MJ

Total Plays: 346, Total Stations: 37, Adds Total Plays: 246, Total Stations: 26, Adds: 8 Total Plays: 178, Total Stations: 1

COWBOY MOUTH JenngﬁSa gMCA) NERF HERDER Sorry (M /Ansta) NAKED Mann’s Chinese Z(Red Ant)

Total Plays: 310, Total Stations ds Total Plays: 212, Total Stations: 19, Adds: 1 Total Plays: 165, Total Stations: 23, Adds: 8

STAR 69 I'm Insane (Rad:oact:ve) LIVE Freaks ](Radloacnve) LESS THAN JAKE Automatic (Cap:tol)

Total Plays: 310, Total Stations: 31, Adds: 6 | Total Plays: 200, Total Stations: 14, Adds: 1 Total Plays: 139, Total Stations: 15, Adds: 1

INXS Ele antly Wasted % ercurg) JAMIROQUAI Virtual lnsale (Work) MORPHINE EarlyéTo Bed (DreamWorks/Rykodlsc)
Total Plays: 7 Total Stations: Total Plays: 190, Total Stations: 16, Ad Total Plays: 118, Total Stations: 25, Adds: 2

JANE JENSEN More Than | Can (Flip/Interscope) FLUFFY Black Eye (Enclav;‘e‘{ds MATCHBOX 20 Push (Lava/At/ant:c)

Total Plays: 302, Total Stations: 30, Adds: 4 Total Plays: 186, Total Stations: 20, 2 Total Plays: 99, Total Stations: 8, Adds: 5

MATCHBOX 20 Long Dag &ngsva/Atlamic) DISHWALLA Give (A&Mg — =

Total Plays: 296, Total Stations: 1 X Total Plays: 183, Total Stations: 15, Adds: 3 Songs ranked by total plays.

Requesting, Researching and Selling!
Mow on over 50 stations including:

KNDD KITS 99X KNRK KTBZ XHRM 91X
WBZU KEDJ KTCL WZAZ WRAX WXEG KNRX
KHTY WZRH WEQX KOXR KHLR KNRQ WOXY

EEEEESESEN R ERY RS .. .: ':_ ; % & g
i From the debut alhum gcoming 3 WPGU KORB KCHZ KFMA KACV WKRO and more

WY 1 “ KACD KCRW WBCN WFNX WHFS 89X
n d e ' ' o u n Over 4300 copies sold first week!! m
_ Los Angeles-732 Boston-286 Seattle-250 L
: u. S Tnur Starts Apnl 1Zth FERR : g @ 1#';?:’- Bay Area- 600  Denver-207 De't_rp.il_j'.?l_} 120 Minutes -
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ALTERNATIVE PLAYLISTS

FIND COMPLETE PLAYLISS FOR ALL ALTERNATIVE REPORTERS ON R&R ONLINE

WXRKNew York KROQ/Los Angeles WKGX/Chicago KITS/San Francisco WPLY/Philadelphia
(212) 314-9230 (818) 567-1067 (312) 527-8348 (415) 5121053 (610) 565-8900
Kingston/Tobin Weatherly/Sandbloom/ Gamble/Shurminas Sands/West/Axelsen McGuinn/Elliott
Worden — —
PLAYS ARTISTMITLE PLAYS ARTIST/TITLE PLAYS ARTISTAITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE
W W LW TW 3W 2W LW TW IW 2W LW W 2W W TW W 2W LW TW
39 38 38 40 METALLICA/Hero Of The Day 36 34 40 40 SMASHING PUMPKINS/Eye 57 57 50 49 VERVE PIPE/The Freshmen 33 33 31 32 WHITE TOWN/Your Woman 43 44 43 46 CARDIGANS/Lovelool
40 34 37 40 BUSH/GreedyFly 39 26 41 40 WHITE TOWN/Your Woman 16 30 43 48 SMASHING PUMPKINS/Eye 15 15 29 31 WALLFLOWERS/One Headight 45 44 44 45 311/AI Mixed Up
33 36 38 40 COUNTING CROWS/A Long December 40 23 30 37 SUBLIME/Santera 31 31 44 47 WHITE TOWN/Your Woman 15 15 23 31 SPACE/Female Of... 31 28 41 45 SHERYL CROW/Everydayls..
37 35 34 39 SOUNDGARDEN/Blow Up.. 33 32 36 37 WALLFLOWERS/One Headlight 50 56 48 45 NINE INCH NAILS/The Perfect Drug 8 8 9 20 SNEAKER PIMPS/6 Underground 44 46 44 a4  DAVE MATTHEWS BANO/Crash Into Me
11 20 27 38 SMASHING PUMPKINS/Eye 33 22 25 36 OFFSPRING/Gone Away 39 31 40 41 WALLFLOWERS/One Headlight 28 28 24 28 SUBLIME/Santeria 40 44 43 a4 LIVE/Lakinis Juice
38 35 37 38 LIVE/Lakini's Juice - 21 38 35 U2/Staring At The Sun - 27 31 31 U2/Staring At The Sun - - 22 27 U2Stanng At The Sun 26 36 36 44 SMASHING PUMPKINS/Thirty-Three
21 20 35 36 SUBLIME/Santeria 25 22 37 31 SPACE/female Of.. 41 57 37 31 BUSH/Gresdy Fly 13 13 22 23 311/l Mixed Up 29 26 41 43 WALLFLOWERS/One Headlight
29 25 28 36 SILVERCHAIR/Abuse Me - 16 23 29 THIRD EYE BLIND/Semi-Charmed Lite 32 36 31 30 SUBLIME/Santeria -~ - 1t 22 SMASHING PUMPKINS/Eye 24 25 28 30 SPACE/Female Of..
38 36 36 35 OFFSPRING/AN | Want - - 5 28 BLUR/Song2 31 29 27 29 LIVE/Lakini's Juice 11 11 16 21 PAVEMENT/Shady Lane 28 29 29 30 BETTER THAN EZRA/Desperatety Wanting
37 33 33 36 DAVE MATTHEWS BAND/Crash Into Me 32 21 28 27 BUSH/Greedy Fly 20 24 26 28 JEWEL/You Were Meant... 24 24 13 21 BETTER THAN EZRA/Desperately Wanting 26 27 29 29 LUSCIOUS JACKSON/Naked Eye
8 20 35 U2/Staring At The Sun -9 12 26 REELBIG FISH/Sell Out 16 22 31 28 TORI AMOS/Silent Al These... - - - 21 OURAN DURAN/Out Of My Mind 29 29 28 29 CAKE/The Distance
32 34 34 311/Down - - 19 25 K'SCHOICE/Not An Addict 53 31 35 27 SPACE/female Of... - - 22 20 THIRD EYE BLIND/Semi-Charmed Life 26 29 30 28 BECK/Mhers It's At
11 10 10 28 RAGE AGAINST../Down Rodeo 18 11 14 23 SUICIOE MACHINES/No Face 19 14 20 26 BECK/The New Pollution 30 30 21 20 SQUIRREL NUT ZIPPERS/Heil 24 25 25 29 COLLECTIVE SOUL/Precious Declaration
28 27 29 25 COLLECTIVE SOUL/Precious Declaration 19 17 25 23 JEWEL/You Were Meant... 20 15 18 25 VERUCA SALTNVolcano Girls - - - 19 [INXS/Elegantty Wasted 29 25 29 23 DUNCAN SHEIK/Barely Breathing
7 22 28 24 WHITE TOWN/Your Woman 22 21 28 23 NO DOUBT/Excuse Me Mr. 24 19 21 25 GARBAGE/H Crush - - 12 17 BEN FOLDS FIVE/Battle Of Who.. - - 25 27 VERVEPIPE/The Freshmen
21 20 26 22 VERUCASALTNoicano Girls 21 18 23 22 VERVE PIPE/The Freshmen 20 25 25 21 PRODIGY/Firestarter 17 17 18 16 BECK/The New Pollution 11 17 23 27 BUSH/GreedyFly
16 30 38 21 WALLFLOWERS/One Headlight 14 11 19 21 LUSCIOUS JACKSON/Naked Eye 12 15 16 20 DAVE MATTHEWS BAND/Crash Into Me 10 10 17 16 OFFSPRING/Gone Away 15 20 28 27 SILVERCHAIR/Abuse Me
o .13 18 LIVEfFreaks 23 22 25 21 OAVE MATTHEWS BAND/Crash Into Me 12 12 20 20 UNOERWORLD/Born Slippy - - 12 16 MIGHTY MIGHTY BT/The Impression... 14 20 19 26 REM/Electrolite
20 19 22 18 METALLICA/King Nolhing 14 13 15 18 PORNO FOR PYROS/Hard Charger 18 19 19 18 311/AH Mixed Up 29 29 29 15 ALABAMA 3/Ain't Goin' To Goa -9 20 25 U2Stanng At The Sun
19 19 12 15 SPACE/Femaie Of. 11 11 11 18 FIONA APPLE/Sleep To Dream 25 26 20 18 NO DOUBT/Excuse Me Mr. 15 15 17 15 VERUCA SALTNolcano Girls 18 29 25 SUBLIME/Santeria
- 12 15 PAVEMENT/Shady Lane 22 19 16 17 PROOIGY/Firestarter 18 18 20 17 LOCAL H/Bound For The Floor 7 7 12 15 KULA SHAKER/Hey Dude - - 10 22 WHITE TOWN/Your Woman
- - - 15 LOCAL HfFritz's Corner 11 8 14 17 SQUIRREL NUT 2IPPERS/Heil 15 13 16 15 CARCIGANS/Lovefool 5 5 15 14 WILCO/Outtasite (Outta...) - 14 22 21 SOUNDGAROEN/Burden In My Hand
33 23 15 15 NINE INCH NAILS/The Perfect Orug 27 15 17 17 LIVELakinl's Juice 10 16 12 15 JAMES/She's A Star - - - 14 NERFHERDER/Sorry - - - 21 BIG HEAD TODD../ReSignation Superman
19 9 10 15 LUSCIOUS JACKSON/Naked Eye - 13 19 15 MATCHBOX 20/Long Day -~ - 10 15 MIGHTY MIGHTY BT/The Impression... 30 30 11 13 LUSCIOUS JACKSON/Naked Eye - - - 18 MATTHEW SWEET/Where You Get Love
19 17 15 15 BECK/The New Pollution 10 9 13 14 TONIC/ You Could Only... 33 33 22 14 COUNTING CROWS/A Long December © - - 13 VERVE PIPE/The Freshmen 15 16 20 19  NINE INCH NAILS/The Pertect Drug
18 17 15 14 PRODIGY/Firestarter 20 12 13 14 NINE INCH NAILS/The Perfect Drug 18 12 15 14 OFFSPRING/Gone Away 21 21 24 11 BLUR/Song 2 18 20 17 16 NOOOUBT/Excuse Me Mr.
13 11 12 14 DEPECHE MODE/Barrel Of A Gun 13 11 7 13 BECK/The New Pollution 14 15 14 13 CHEMICAL BROTHERS/Setting Sun 17 17 14 11 JAMES/She's A Star - - 12 15 KULASHAKER/Hey Dude
19 18 14 14 PORNO FOR PYROS/Hard Charger 27 15 18 13  SILVERCHAIR/Abuse Me 30 32 24 13 SILVERCHAIR/Abuse Me - - 8 11 JEWELYou Were Meant... -8 15 VIOLENT FEMMES/Slister In.
- - 5 12 JEWEL/You Were Meant... 22 10 12 11 SILVERCHAIR/Freak 16 15 12 13 SMASHING PUMPKINS/Thirty-Three 10 10 11 9 PRODIGY/Breathe -9 14 15 VERUCA SALTNolcano Girls
- - - 12 TONIC/If You Could Only... 7 8 7 11 CHEMICAL BROTHERS/Setting Sun - 6 14 13 COUNTING CROWS/Dayhght Fading 13 13 12 B NO OOUBT/Excuse Me Mr. - 13 13 14 BLOODHOUND GANG/Fire Water Burn
ML }'
CIMX/Detroit WHYT/Detroit KDGE/Dallas Jp WHFS/Washington BUZ KTBZ/Houston
(313) 961-9811 (313) 871-3030 (972) 770-7777 L (301)306-0991 e a———— {713) 968-1000
et Brookshaw/Cannova Michaels/Tear Folger/Smith/Peer [ Benjamin/Waugh/Ferrise Cruze/Sadot
PLAYS ARTIST/TITLE PLAYS ARTISTAITLE PLAYS AATISTANTLE PLAYS ARTISTATLE PLAYS ARTIST/TITLE
3W 2w Lw TW W IW W TW W W W 2W LW TW W W LW TW
- 18 18 66 U2/Staring At The Sun 42 42 42 42 DAVE MATTHEWS BAND/Crash Into Me 25 48 54 58 COUNTING CROWS/A Long December - - - 35 THIRD EYE BLIND/Semi-Charmed Life 40 40 40 41 BUSH/Greedy Fly
67 67 67 65 CARDIGANS/Lovefool 42 38 39 42 311/AI Mixed Up 27 48 52 56 WALLFLOWERS/One Headlight 25 35 35 35 BUSH/Greedy Fly 18 18 38 41 SHERYL CROW/Everyday Is...
55 69 69 65 WHITE TOWN/Your Woman 28 36 41 41 DUNCAN SHEIK/Barely Breathing 51 33 24 35 BUSH/Greedy fly 35 35 35 35 DAVE MATTHEWS BAND/Crash Into Me 39 39 41 39 BETTER THAN EZRA/Desperately Wanting
49 61 61 65 BUSH/GreedyFly 42 41 42 40 CARDIGANS/Lovetoo! 10 21 31 35 BECK/The New Pollution 35 35 35 35 SUBLIME/Santeria 31 31 39 39 CARDIGANS/Lovefool
33 63 63 64 JEWEL/You Were Meant... 36 38 34 40 JEWELYou Were Meant... 22 23 28 35 OMC/How Bizarre - - 35 35 U2/Staring At The Sun 31 31 38 39 WALLFLOWERS/One Headlight
45 65 65 55 DAVE MATTHEWS BAND/Crash Into Me 40 42 41 39 WALLFLOWERS/One Headlight 35 35 35 34 WHITE TOWN/Your Woman 35 35 35 35 VERVE PIPE/The Freshmen 15 15 23 37 COUNTING CROWS/A Long December
62 32 32 50 WALLFLOWERS/One Headlight 29 29 30 34 OASIS/Whatever 23 33 31 33 JEWEL/You Were Meant... 35 35 35 35 WALLFLOWERS/One Headlight 38 38 22 25 MATCHBOX 20/Long Day
46 37 37 48 NINE INCH NAILS/The Perfect Drug - 6 25 32 U2/Staring At The Sun t7 11 24 32 PRODIGY/Firestarter 35 35 35 35 WHITE TOWN/Your Woman 5 5 22 24 VERVE PIPE/The Freshmen
13 47 47 47 SMASHING PUMPKINS/Eye 36 36 37 31 SARAH MCLACHLAN/Possession 9 12 21 32 DAVE MATTHEWS BAND/Crash Into Me - - - 25 K'SCHOICE/Not An Addict - - 4 24 BARENAKED LADIES/The Old Apartment
36 37 37 41 OUR LADY PEACE/Superman’s Dead 30 29 29 31 BETTER THAN EZRA/Desperately Wanting 19 23 31 31 K'S CHOICE/Not An Addict 35 35 35 25 311/Al Mixed Up 23 23 23 23 COLLECTIVE SOUL/Precious Dectaration
30 35 35 40 VERVE PIPE/The Freshmen 28 31 34 31 SUBLIMEfSantena 25 25 26 29 SUBLIME/Santeria 35 35 35 25 LIVE/Lakini's Juice 30 30 22 23 LOCAL H/Bound For The Floor
64 35 35 34 SUBLIME/Santeria 28 26 26 29 COLLECTIVE SOUL/Precious Deciaration 18 19 27 29 VERVE PIPE/The Freshmen 25 25 25 25 BETTER THAN EZRA/Desperately Wanting 11 11 22 23 A.EM/Bittersweet Me
- 7 7 34 RUSTY/Empty Ceil 27 29 23 29 SHERYL CROW/Everydayls.. 24 23 26 26 VERUCA SALTWVolcano Girls 25 25 25 2§ CARDIGANS/Lovetool 17 17 26 22 DAVE MATTHEWS BAND/Crash Into Me
42 38 38 33 SILVERCHAIR/Abuse Me 30 28 31 29 SUBLIMEMWhat ! Got 28 29 26 26 LIVE/Lakini's Juice 35 35 25 25 COUNTING CROWS/A Long December 22 22 36 21 GARBAGE/H Crush
37 33 33 33 VERUCASALTNolcano Giris 37 36 30 29 COUNTING CROWS/A Long December 27 26 27 25 SAVAGE GARDEN/| Want You - - 25 25 JEWEL/You Were Meant.. 21 21 22 21 SMASHING PUMPKINS/Thirty-Three
62 38 38 32 COUNTING CROWS/A Long December 21 24 26 29 VEAVE PIPE/The Freshmen - - - 22 U2Staning At The Sun 15 25 25 25 KULASHAKER/Hey Dude 14 14 22 21 WHITE TOWN/Your Woman
37 34 34 31 ALANIS MORISSETTE/Right Through You 33 31 26 29 LUSCIOUS JACKSON/Naked Eye 23 33 29 22 SPACE/Female Of... 35 25 25 25 LUSCIOUS JACKSON/Naked Eye - - 19 21 U2/Staring At The Sun
73 66 66 31 LIVE/Lakini's Juice 30 27 29 28 BARENAKED LADIES/The Old Apartment - - 12 19 MATCHBOX 20/Push - - 25 25 MATTHEW SWEET/Where You Get Love 7 7 18 21 FIONA APPLE/Sieep To Dream
35 32 32 30 ND DOUBT/Excuse Me Mr. 19 26 28 28 SILVERCHAIR/Abuse Me 17 16 17 15 COLLECTIVE SOUL/Precious Declaration 15 15 25 25 MIGHTY MIGHTY BT/The Impression... - - 18 20 LUSCIOUS JACKSON/Naked Eye
31 36 36 30 BECK/Tne New Poliution 31 28 31 28 NDDOUBT/Spiderwebs - - 13 15 CAKE/I Will Survive 25 25 25 25 NINE INCH NAILS/The Perfect Orug 22 22 23 189 K'S CHOICE/Not An Addict
28 25 25 24 SHERYL CROW/Everydayls... 14 12 13 26 PAULA COLE/Where Have Al... - - - 14 THIRD EYE BLIND/Semi-Charmed Life - 25 25 25 OFFSPRING/Gone Away 13 13 15 18 TORI AMOS/Silent All These...
19 24 24 23 HHEAD/Teasing 28 34 30 26 NODOUBT/Don't Speak - -4 13 MATTHEW SWEET/Where You Get Love 25 25 25 25 PRODIGY/Firestarter - - 18 18 MATTHEW SWEET/Where You Get Love
20 30 30 21 0DDS/Someone Who's Cool 24 24 23 23 TORI AMOS/Silent All These... - 5 10 12 COWBOY MOUTHJenny Says 25 25 25 25 SNEAKER PIMPS/6 Underground - - - 17 INXS/Elegantly Wasted
10 7 7 16 PRODIGY/Firestarter 22 16 24 23 LIVEALakinr's Juice - - - 11 BENFOLDS FIVE/Battie Of Who... 25 25 25 25 SMASHING PUMPKINS/Thirty-Three 5 5 20 16 SPACEfFemale Of..
-3 3 13 BENFOLDS FIVE/Battle Of Who... 31 33 30 23 REM/Electrolite 10 12 11 11 MOBY/That's When I... 35 25 25 25 SPACE/fFemale Of.. - - 15 16 CAKE/ Will Survive
- - - 10 TOOUH 20 15 22 20 BIG HEAD TODD.. /Resignation Superman -5 11 11 MIGHTY MIGHTY BT/The Impression... 15 15 25 25 BECK/The New Pollution - - 14 16 SNEAKER PIMPS/6 Underground
- 3 3 9 OFFSPRING/Gone Away 22 19 18 18 WHITE TOWN/Your Woman 21 13 13 11 KO DOUBT/Excuse Me Mr. - 15 15 25 SQUIRREL NUT 2IPPERS/Hell - - & 16 BIG HEAD TODD.../Resignation Superman
- 3 3 7 BLURSong2 - 8 16 17 BEN FOLDS FIVE/Battle Of Who... = - - 10 SMASHING PUMPKINS/Eye 15 25 25 15 VERUCA SALTNVolcano Giris 22 22 18 15 SILVERCHAIR/Abuse Me
5 7 7 6 SNEAKER PIMPS/G Underground - 12 16 17 MATTHEW SWEET/Where You Get Love - - 12 10 OFFSPRING/Gone Away - - - 15 WILCO/Outtasite {Outta...) - - 18 15 JEWEL/You Were Meant...
- - - 5 KORN/AD.IDAS. 16 12 11 15 SHERYL CROW/IF It Makes You... 15 15 15 6 KULA SHAKER/Hey Dude 15 15 15 15 BLUR/Song2 - - 12 13 DUNCAN SHEIK/Barely Breathing
' E
WBCN WECN/Boston WFNK/Boston WNNX/Allanta TH eﬂ-d KNDD/Seattle XHRM/San Diego
{617) 266-1111 (617) 595-6200 (404) 266-0897 {206) 622-3251 (619) 336-4900
1O4a.1 Fn Oedipus/AlanvStrick Glasser/Gail Philips/Fram/Demery -Im Manning/Collins Capella
PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTISTAITLE PLAYS ARTISTATLE PLAYS ARTISTAITLE
W W W TW W W LW TW IW W LW TW W W LW TW W 2w W
16 31 37 38 OFFSPRING/Gone Away 34 34 34 31 LIVE/Lakini's Juice -7 26 32 U2/Staring At The Sun 43 43 44 46  CARDIGANS/Lovelool 36 39 36 41 WALLFLOWERS/One Headhght
21 21 24 37 VERUCA SALTNVolcano Girls 11 20 28 30  MIGHTY MIGHTY BT/The Impression.. 24 25 30 32 SPONGE/Mave You Seen Mary 44 43 45 45  LIVE/Lakini's Juice 40 37 37 39 SUBLIME/Santeria
19 17 32 37 BUSH/Greedy Fly 33 32 33 28  NINE INCH NAILS/The Perfect Drug - - 19 31 THIRD EYE BLIND/Semi-Charmed Lite 47 43 44 45  SILVERCHAIR/Abuse Me 33 31 14 32 COUNTING CROWS/A Long December
- - 20 32 U2/Stanng At The Sun 23 31 31 29 VERUCA SALTNoicano Girls 30 25 28 28 LIVE/Lakini's Juice 37 43 43 45 OFFSPRING/Gone Away 18 21 26 32 LIVE/Lakini's Juice
28 23 26 31 HOWARD STERN/Tortured Man 34 33 32 28 WHITE TOWN/Your Woman 24 22 22 27 COLLECTIVE SOUL/Precious Deciaration 46 45 44 44 WALLFLOWERS/One Headlight 2 22 27 31 JAMIROQUAVirtual Insanity
15 18 18 30 VERVE PIPE/The Freshmen 19 20 23 27  BECK/The New Pollution 23 20 14 26 BUSH/GreedyFly - 15 47 42 U2/Staring At The Sun - 5 23 30 U2/Staring Al The Sun
37 30 29 27 DAVE MATTHEWS BAND/Crash Into Me 17 20 21 25 JAMES/She’s A Star 30 33 30 26 VERVE PIPE/The Freshmen 28 24 24 39 COLLECTIVE SOUL/Precious Declaration 32 23 29 28 CAKE/ Will Survive
- - 15 27 SUBLIME/Santeria 11 13 20 21 ORBIT/Medicine (Baby...) 14 14 21 25 OFFSPRING/Gone Away 18 27 29 32 WHITE TOWN/Your Woman 33 33 28 28 SQUIRREL NUT ZIPPERS/Hell
19 25 27 26 WHITE TOWN/Your Woman 17 20 23 20 KULA SHAKER/Hey Dude 8 18 19 25 SOUIRREL NUT ZIPPERS/Hel 23 24 28 28 SPACEffemale Of.. 30 24 29 25 VERVE PIPE/The Freshmen
40 37 35 24 LIVE/Lakini's Juice 20 18 20 20 SILVERCHAIR/Abuse Me - 24 21 25 MATTHEW SWEET/Where You Get Love 23 22 25 25 VERVE PIPE/The Freshmen 20 22 26 24 SAVE FERRIS/The World Is New
20 24 27 24 MIGHTY MIGHTY BT/The impression.. 35 29 33 19 SPACE/Female Of... 18 15 16 24 R.EM./Be Mine 19 24 24 25 PORNO FOR PYROS/Hard Charger 27 28 24 24 SNEAKER PIMPS/G Underground
35 39 40 23 COLLECTIVE SOUL/Precious Declaration 14 17 19 19  SUBLIME/Santeria 18 22 20 24 JAMES/She's A Star 24 21 24 25 VERUCA SALTNVoicano Girls 119 19 23 WILCO/Outtasite (Outta...)
18 22 26 21 SPACE/Female Of.. - 4 9 18 MATTHEW SWEET/Where You Get Love - - 21 23 KS CHOICE/Not An Addict - 1 18 25 MATTHEW SWEET/Where You Get Love 17 19 2t 23 FIONA APPLE/Sleep To Dream
18 14 14 19 WALLFLOWERS/One Headlight 19 18 16 18  GARBAGE/#1 Crush 18 17 19 22 NO DOUBT/Excuse Me Mr. 27 23 26 24 SUBLIME/Santena 22 20 21 22 BECK/The New Polfution
27 22 17 19 SILVERCHAIR/Abuse Me 21 21 20 18 SOUL COUGHING/Super Bon Bon 23 21 22 22 SHERYL CROW/Everydayis.. 26 24 23 23 BECK/The New Pollution 20 26 5 22 FOUNTAINS OF WAYNE/Radiation Vibe
27 21 17 19 MOBY/That's When |... 35 34 33 17  PRODIGY/Firestarter - - 15 22 COWBOY MOUTH/Jenny Says 26 23 23 22 DEPECHE MODE/Barrei Of A Gun - 12 22 22 MATTHEW SWEET/Where You Get Love
19 17 19 19 METALLICA/King Nothing 10 11 14 17 OFFSPRING/Gone Away 24 23 20 22 WALLFLOWERS/One Headlight - - 8 21 STONE TEMPLE PILOTS/Tumble In The Rough 15 17 27 21 DAVE MATTHEWS BAND/Grash Into Me
21 17 16 18 NODOUBT/Excuse Me Mr. 16 20 20 17 MOBY/That's When ... 17 16 15 21 BECK/The New Pollution 9 17 17 20 MIGHTY MIGHTY BT/The Impression... - - 1 20 THIRD EYE BLIND/Semi-Charmed Lite
19 16 17 18 PORNO FOR PYROS/Hard Charger 9 11 11 16  FUNLOVIN CRIMINALS/The Fun Lovin'... - - 16 21 SMASHING PUMPKINS/Eye 24 16 19 19  DAVE MATTHEWS BAND/Crash Into Me 9 9 13 20 KULASHAKER/Hey Dude
20 13 15 17 STONE TEMPLE PILOTS/Tumbie In The Rough - 5 10 15 U2/Staring At The Sun 24 19 21 21 DAVE MATTHEWS BAND/Grash Into Me 17 16 18 19  REEL BIG FISH/Sell Out 13 12 17 20 NINE INCH NAILS/The Pertect Drug
14 16 15 17 KULA SHAKER/Hey Dude 7 9 11 15 FIONA APPLE/Sleep To Dream 14 16 16 20 LUSCIOUS JACKSON/Naked Eye 15 17 14 19 SNEAKER PIMPS/6 Underground 19 20 22 20 BUSH/Greedy Fly
10 13 13 17 FIONA APPLE/Sieep To Dream -6 10 14 BEN FOLDS FIVE/Battle Of Who... 32 26 29 20 BETTER THAN EZRA/Desparately Wanling 9 16 15 18 ORBIT/Medicine (Baby..) 29 23 21 20 BABYBIRD/You're Gorgeous
- - - 16 SMASHING PUMPKINS/Eye 14 13 13 13 LUSCIOUS JACKSON/Naked Eye - - - 20 TONIC/ You Could Daly... 15 14 17 16 BLUR/Song2 23 23 22 18 SPACE/Female Of...
28 26 20 16 BECK/The New Poliution - 3 9 12 U2/Do You Feel Loved 11 12 15 20 SUBLIME/Sartena 9 17 16 16  WILCO/Outtasite (Outta,..) 20 36 31 19 SMASHING PUMPKINS/Thirty-Three
14 11 15 15 NINEINCH NAILS/The Perfect Drug 15 11 11 12  CARDIGANS/Lovetool 29 29 28 20 SILVERCHAIR/Abuse Me 12 17 16 15 BUILT TO SPILL/Untrustable 18 16 18 18 NODOUBT/Excuse Me Mr.
17 14 15 15 JAMES/She's A Star 30 34 18 12 DEPECHE MODE/Barrel Of A Gun 16 16 12 19 VERUCA SALTAolcano Girls 27 20 21 14 NINE I<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>