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Attention shoppers! R&R’s first Alternative
special focuses on the format's — and the
music’s — transition from renegades to
revenue-makers, with-top programmers,
promotion execs, and consultants
-addressing such topical topics as:

= Preserving the Alternative image
# Dealing with crossover success
Getting hits vs. developing artists
How has the music changed?

Bat wait, there’s more! Sixteen tons of the
latest qualitative audience research, format
founding father Rick Carroll remembered,
and former Replacements frontman Paul
Westerberg providing a longtime
Alternative icon’s perspective. Now how
much would you pay?

o
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Begins Page 26

AC OUTLETS ATTRACT

EITHER MEN OR WOMEN

While Mainstream AC WJBR-FM/

Wilmington, DE claims 73% of its

audience are women 18+, Rock AC

WRVV/MHarrisburg appeals to aduit males.
Page 91

PEOPLE IN THE NEWS |
+ Jim Richards named WOFX/Cincy OM
* Brad Hardin new WEBN/Cincy PD

¢ Nate Bell appointed PD
at WKKV/Milwaukee
Page 3

CHR/POP

* TONY RICH PROJECT Nobody Knows (LaFace/Arista)
CHR/RHYTHMIC

* MARIAH CAREY Always Be My Baby (Columbia/CRG)
URBAN

© D'ANGELO tady (£M))

URBAN AC

* MARY J. BLIGE Not Gon’ Cry (Arista)
GOUNTRY .

e PATTY LOVELESS You Can Feel Bad (Epic)

NAC

© COUNT BASIC Joy And Pain (/nstinct)

HOT AC

* HOOTIE & THE BLOWFISH Time (Atlantic)

AC

© CELINE DION Because You Loved Me (550 Music)
ACTIVE ROCX

¢ EVERCLEAR Santa Monica {Watch...) (Capitol)
ROCK

© SMASHING PUMPKINS 1979 (Virgin)
ALTERNATIVE

* ALANIS MORISSETTE Ironic (Maverick/Reprise)
ADULT ALTERNATIVE

* GIN BLOSSOMS Follow You Down (A&M)

B Business hounces back after slow 4th qtr.

Year Starts On Revenue High

) /
. WEST MIDWEST | EAST
+8% | | +5%
+9%

.6%

Local +8%

Nationol +1%

Source: RAB

he radio industry kicked off the new year with across-the-

board increases in local revenues. And although national
business was up only 1% in January, that’s on top of a 38%
increase posted during the same period last year. Overall reve-
nues for the month grew 7%.

The increase no doubt drew sighs of relief from worried GMs,
buffeted by a rather lousy ’95 fourth quarter that was primarily
caused by anemic holiday retail sales. Economic indicators for
the next few months are mixed, but an unexpectedly large in-
crease in just-released employment figures might point to a
decent second quarter in "96. The summer Olympics as well as
the presidential election will likely have a positive impact in
the following quarters.

“We’re encouraged to see radio continue a pattern of growth

RAB/See Page 24
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Bye-Bye Barrett!

= Commissioner Andrew Barrett says he’ll be
gone in 45 days. No new appointee in sight.

By Roy FurcHGOTT
R&R WASHINGTON BUREAU

FCC Commissioner Andrew
Barrett, long known to be leav-
ing the agency, said last week he
would exit within 45 days to join
an unnamed
public relations [#
firm.

Barrett was
not reappointed
when his term |/
expired last
June, although
he is allowed to
continue as a
commissioner
until Congress |
adjourns one
year after the
term’s expira-
tion (presum-
ably in Septem-
ber). Barrett said he was leaving
now because of an opportunity
with a public relations firm that
would more than double his
$115,000 FCC salary.

Barrett, whose seat must be
filled by a Republican, currently
is the only African-American

Barrett

commissioner. Few names have
been bandied about as possible
replacements, although Halprin,
Temple, Goodman & Sugrue
communications lawyer Riley
Temple — a liberal Republican

_________ who is African
| American — has
been mentioned
as a potential
% candidate.
| According to
1 soie observers,
it’s important for
the Commission
to include Afri-
can Americans
{ as it begins a
| long-anticipated
overhaul of the
agency’s EEO
rules. However,
another source
said that while-the Clinton admin-
istration would like Barrett’s suc-
cessor to be African-Americarn, it
doesn’t feel pressured to appoint
a minority to the post.

“How many black Republicans
do you know? And how many

BARRETT/See Page 24

This Promotional Idea Is A Real Di Hard

Princess Diana’s battles royale with husbands, lovers, Queen Mothers,
and chatty butlers make jolly good fodder for Jacor Classic Rock KRFX/
Denver’s latest celebrity billboard campaign. As gentle readers doubtless-
ly all recall, earlier versions of the campaign have mocked everyone from
President Clinton and Pope John Paul lito O.J. Simpson and Hugh Grant.

NEWSSTAND PRICE $6.50

Study Shows 95
News Salaries Up

By HEATHER VAN SLOOTEN
R&R WASHINGTON BUREAU

Good news for the shrinking
number of radio news profession- =

als: A new study shows radio news July 1995 B ] Marc_h 1996 |
salaries were higher in 1995 than Rank Group Stations  Billing”* Group Stations Billing*
in 1994 — and should continue to — - -
ifiCTEaseN L 1996, 1. Infinity 27 $361 Westinghouse/CBS 39 $499
According to the Ball State 2. CBS 21 276 Infinity 45 473
University survey, which was e oo
funded by the RTNDA, 1995 sal- 3. Eap Cities/ABC 21 273 Jacor 51 288
aries for news directors, anchors, 4. Westinghouse 18 233.1 Evergreen 36 287
and ;3%0;3; were ;JSQZPXTOXi' 5. Evergreen 22 195.4 Cap Cities/Disney 21 <68
mately 3%-4% over . Atotal - .
0f 922 stations were surveyed; 499 6. Cox 15 1459 Clear Channel 57 1738
responded. 7. Clear Channel 36 136.6 Chancelior 31 161.7
“My impression from talking to 8. Jacor 19 1214  SFX 47 152
stations was that 1995 was the best -
salary year they had in years,” said 9. Viacom 12 119.7 Cox™** 19 143.7
Bob Papper, who conducted the 10. Bonneville 17 117.5 ARS 37 143.5

survey. “They finally saw a decent
raise, which they had not seen in a

number of years.” * In millions

Pro-forma list includes all announced/proposed deals.

Radio’s Top Groups ... Then And Now

What a difference eight months make! Radio’s Top 10 group owners added $600 million
worth of billings based on 173 station acquisitions since July 95, according to estimates by
radio analyst Jim Duncan. Here’s how the list of Top 10 radio groups from July 1, 1995
looks compared to the current list:

** Does not include four additional LMA/SMA stations.

**+ ncludes Syracuse acquisitions anno

unced 3/12/96.

SALARIES/See Page 24

Why There’s Big Sales Value In All Radio Dayparts — Page 14
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R&R * |SSUE NUMBER 1137

NAC Editor CarolArcher (1) and the KTWV (The Wave)/Los Angeles staff celebrate not only the ninth anniversary of
the station but also of the format, which bowed on Valentine’s Day 1987. More than 200 Wave listeners and friends
jammed Santa Monica’s Shutters On The Beach hotel to help commemorate the birthday.

WKKV’s PD Choice
Is Clear As A Bell

WSOL/Jacksonville PD Nate
Bell — who got his first program-
ming opportunity
at UNC Media’s
WIBT/Jackson-
ville — is return-
ing to UNC as
PD/afternoon
personality for
Urban WKKYV/
Milwaukee.
He’ll take over
for Tony Fields,
who is leaving to
become Blue
Chip Broadcasting’s VP/Opera-
tions (R&R 3/8). Bell’s last day at
WSOL will be March 21.

UNC President/GM Connie Bal-
throp commented, “We’re very hap-
py that we have somebody as tal-
ented as Nate Bell to come in and
continue the successful trends of the
last couple years. He did a wonder-
ful job for us at "JBT, which is how

BELL/See Page 10

Bell

M Richards OM at WOFX

Jacor Communications has
transferred WMYU-FM &
WWST-FM/Knoxville OM Jim
Richards to a similar post at Clas-
sic Rock WOFX/Cincinnati.

Asked to comment on the ap-
pointment, Jacor VP/Program-
ming Tom Owens joked, “Why
are you wasting my time secur-
ing quotes that assignment editors
are recalcitrant to implement into
their publications?”

Richards said, “I’m excited to
remain with Jacor and assist PD
Tony Tolliver as we strengthen
the Fox’s Classic Rock position. [
also hope to lift as many free cop-
ies of the Beatles’ ‘Anthology” as
I can to sell in the Cuban black
market.”

Prior to joining Jacor, Richards
held the PD posts at WSNX/
Muskegon, MI and WBHV/
State College, PA.

Jacor/Cincinnati Taps Two

M Hardin now WEBN PD

WEBN/Cincinnati MD/mid-
dayer Brad Hardin has been ele-
~—————— vatedto PD. He
succeeds Tim
Dukes, who
exited the Ja-
cor Commu-
nications Rock
outlet for
XTRA-FM/
San Diego’s
oM post
(R&R 3/8).

“The strong
relationships
Brad has built within the industry
made him the logical choice to fill
Tim’s shoes,” said WEBN OM
Marc Chase. “And we think that
after a week or two, Tim’s wife
won’t even notice a difference.”

Hardin added, “I’ve worked
closely with these misfits for over

HARDIN/See Page 24

Hardin

Disney Does Dallas

Dallas headquarters. Welcoming their new boss are (I-r) ABC Radio Networks’ President Bob Callahan, Exec. VP |
David Kantor, investor Sid Bass, Sr. Director/Research Jane Shapiro, Sr. Director/Affiliate Marketing Karen Chil- |
dress, VP/New Business Development Scott McCarthy, VP/Marketing Marty Raab, VVP/Finance Ralph Modugno,

Marla Bane, and Exec. VP Bart Catalane.

‘ Wait Disney Co. Chairman/CEO Michael Eisner (fifth from right) recently made his first trek to ABC Radio Networks’

Sr. Director/Affiliate Marketing T.J. Lambert, Sr. VP/Affiliate Marketing Darryl Brown, VP/Business Administration |

t HOW TO REACH JS RADIO & RECORDS INC. /10100 SANTA MONICA BLVD., 5STH FLOOR, LOS ANGELES, CA 90067
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Approximately five years ago,
CHR KZZP/Phoenix transitioned
to Hot AC as “Variety” KVRY. At
3pm last Friday (3/8) — after six
hours of EKG heartbeats and drops
from NBC-TV’s “ER” — the Na-
tionwide outlet reverted to its CHR/
Pop roots and revived the KZZP
calls. KYOT & KZON/Phoenix
Operations Director John Davis
Jjoins the station as OM.

Dan Persigehl has been tapped to
program the Guy Zapoleon-con-
sulted station (R&R 3/8), which
uses the slogan “The new KZZP,
104.7 FM, Your Hit Music Station.”
KVRY MD Dave Cooper stays on
in that capacity.

GM Paul Talbot told R&R, “We
| were obviously not pleased with Va-
riety’s performance. A perceptual
study done last fall identified some
market opportunities, and there’s a
position for a station that shares
many attributes "ZZP formerly had.
Our target is 25-34 females, but
we're also getting a lot of male re-
sponse.”

Jonathon Brandmeier — who
teamed with Talbot as KZZP’s
morning team between *81-°83 —

For The Record

Not all of Giant Records has
changed its name to Revolution
(R&R 3/8). Its country imprint re-
mains Giant/Nashville.

{ TOAD THE WET SPROCKET

Phoenix & KZZP Reunite As "VRY Flips

returns for mornings via satellite
from Chicago. Former morning
drive partners B.J. Shea & Ginny
Harman move to nights and mid-
days, respectively. Rounding out the

KZZP/See Page 24

Sample Hour

KZZP/Phoenix began its rein-
carnation with the followingmusic
hour:

CURE Friday I'm in Love
MODERN ENGLISH | Mel
With You

JOHN MELLENCAMP
Wild Night

Good Intentions
REMBRANDTS /'ll Be The-e

For You l
ALANIS MORISSETTE Hand |
in My Pocket :
MARIAH CAREY One

Sweet Day I
CLASH Shouid | Stay !
Or Should { Go? '
GIN BLOSSOMS Found Cut
About You

DEL AMITRI Roii To Me

SIMPLE MINDS Don’t You

(Forget About Me) |
| BODEANS Closer To Free |
MARTIN PAGE In The HoLs2 l

Of Stone And Light
ROMANTICS What | Like
About You

SPIN DOCTORS Two Princes
MADONNA Into The Groove

310-788-1625 310-203-8727
310-553-4330
310-788-1675

310-203-9763
310-553-4056

310-553-4330  310-203-8450

moreinfo @ rronline.com
newsroom@ rranline.com

jil@rronline.com

hmowry @ rronline.com
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OPPORTUNITIES/MARKETPLACE:
EDITORIAL, OTHER DEPTS:
WASHINGTON, DC BUREAU:
NASHVILLE BUREAU:

310-788-1622
310-553-4330
202-783-3826
615-244-8822

615-248-6655

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

 Fax

310-203-8727
310-203-9763
202-783-0260

E-mailg

aissa @rronline.com
mailroom @ rronline.com
rnrdc@aol.com

mailroom @ rronline.com
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THE NO-CASH ALTERNATIVE

Station-Swap Strategy Gains Momentum

Swapping stations has become quite popular among group
owners. In fact, some claim they’ve been swapping stations for
many years because it’s proven to be an effective way to pry

valuable stations from other owners.

Not only do swaps help groups
concentrate ownership in target mar-
kets, they enable them to do it cheap-
ly. And swaps have much lower tax
consequences than an outright pur-
chase.

Swap Success Story

A perfect example of the win-win
situation with a swap is the recent
deal between Sunshine Wireless,
OmniAmerica Communications,

| EARNINGS

 Premiere Reports Increased
- Fourth-Quarter Revenue

remiere Radio Networks

Inc. (Nasdagq: PRNI) has an-
nounced its fourth-quarter and
year-end earnings.

The company reported fourth-
quarter eamings of $505,000 (11
cents a share) on revenue of $5.7
million. The previous year, the com-
pany showed eamings of $158,000

(five cents) on revenue of $4.5 mil-
lion in the same period.
Premiere's 1995 year-end eam-
ings were $2.5 million (69 cents) on
revenue of $20.7 million, anincrease
from last year's $1.9 million (64
cents) on revenue of $18 million.

Continued on Page 8

and Beasley Communications.
OmniAmerica had one Orlando sta-
tion, CHR WXXL-FM, and want-
ed to buy Beasley’s crosstown sta-
tion, Urban WJHM-FM. The only
problem was Beasley didn’t want to

This is not an area we
are exploring. With
capital so plentiful,

we don’t need to.
~Bruce Friedman
9]

sell. “It’s easy to get cash right now,”
said Omni Chairman/CEQ Carl
Hirsch. “But cash doesn’t buy ev-
erything.”

So Omni found something Bea-
sley might want more than cash —
two Miami stations belonging to
Sunshine, Sports and Country
combo WQAM-AM & WKIS-
FM. Omni figured the two stations
would make a valuable addition to
another Beasley-owned Miami

Continued on Page 8

EarthesSky
Attracts
Sponsors!

! sponsor's | Earth&Sky
! message : program :
i (90 seconds)

sponsor's | Earth&Sky
message : intro
i (16 seconds)

A different 90-second program every day of the year.
Answers to your listeners’ science questions on the air.
Now heard on over 500 U.S. stations and around the world.
Delivered monthly on CD.

Watch for our free sample in the mail or call:
Mike Rhodes in Austin at (512) 477-4441
Sheila Gerzoff in Berkeley at (510) 540-0734

X |

! sponsor's
i message

For nearly two decades, |
Deborah Byrd

and Joel Block have
presented the
wonders of nature to
radio listeners
everywhere-every day.

It’_s free!

Earth e?Sky
© 1996 BYRD ¢ BLOCK COMMUNICATIONS, INC.
P.0. BOX 2203, AUSTIN TX 78768-2203
(512) 477-444}

| e-mail: people@earthsky.com
http://www.earthsky.com

Made possible by the
THE NATIONAL SCIENCE
FOUNDATION.

Design and 1lustration © 1996 Buds Design Kitchen
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EZ Listening On The Internet

Z Communications has partnered with Microsoft Corp. to pro-

vide audio on its web sites. The web sites will take advantage of %
Microsoft's new “ActiveMovie Streaming Format,” which allows com-
puter users to hear a broadcast as if it were coming directly from a
radio — without lengthy downloading.

The web sites, developed by EZ’s wholly owned Radio Data Broad-
casting Group subsidiary, will run content from EZ stations and — the
company stressed in a written statement — advertising.

“While we do not expect to influence our P&L in the near term, we are
excited,” said EZ President/CEO Alan Box. “This is another step in our
commitment to use new technologies to benefit our listeners and adver-
tisers, while creating new revenue streams for the company.”

Multi-Market’s Million-Dollar Offering

M ulti-Market Radio Inc. (Nasdaq: RDIOA) has filed with the SEC
to offer $110 million of senior subordinated notes due 2006. The
yield has not been determined yet. Multi-Market is a Sillerman com-
pany. The offering is being underwritten by Lehman Brothers Inc.,
BT Securities Corp., and Prudential Securities Inc.

Triathlon Broadcasting (Nasdaq: TBCOL), another Sillerman-owned
company, has raised $60.2 million through the sale of depository shares.
The company sold 5.2 million shares and a 780,000 overallotment at $10.50
a share. The shares were purchased by the underwriters at a 42 cents
per-share discount. The managing underwriter is Forum Capital Mar-
kets L.P. of Greenwich, CT. The shares guarantee a 9% quarterly return
through June 30, 2000, when each share converts to one-tenth of a share
of common stock.

Raising $20 Million Is Child’s Play

c hildren’s Broadcasting Corp. (Nasdaq: AAHS) has complet-
ed a stock offering of 2.1 million shares to raise a total of $19.5
million after underwriter discounts and fees. The underwriters, Pru-
dential Securities Inc. and Brenner Securities Corp., have 30
days to purchase an overallotment of 350,000 shares, which would
bring in an additional $1.6 million. CBC, which operates as Radio
Aahs, programs children’s radio and has affiliates in 30 cities.

FCC Officially Loosens Limits

t's official — the FCC has released its regulations impiementing the

new ownership limits. To recap: .

® In markets with 45 or more signals, a party may own, operate, or
control up to eight stations with no more than five on one band.

® In markets with 30-44 stations, a party may own seven stations with
no more than four on a band.

® In markets with 15-29 stations, a party may own six stations with no
more than four on a band.

® In markets with 14 or fewer stations, a party may own no more than
half the stations with no more than three on one band. The FCC can
waive the small-market rule if it prevents a station from going dark.

AR SR
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EEO Files Change Location

he FCC has moved its EEO files from the Mass Media Bureau's

Enforcement Division Reference Room to the FCC Reference Cen-
ter, Room 239, 1919 M Street. Questions should be addressed to Bill
Cline, Chief/Reference Operations Division, Office of Public Affairs,
Room 242, 1919 M Street, Washington, DC 20554.

More NAB Board Electian Results |

he NAB announced the results of runoff elections for radio board
members in three districts last week:

District 4 (DE, DC, MD, VA)
William Poole, GM
WFLS-AM & FM/Fredericksburg, VA

District 8 (LA, MS)
Stephen Davenport, President
WKXG-AM & WYMX-FM/Jackson, MS

District 14 (1A, WI)
Mark Hedberg, VP/GM
KRIB-AM & KLSS-FM/Mason City, IA

CEA Ups Lisecky And Pruett

ommunications Equity Associates, a New York-based merchant
bank specializing in telecommunications, has promoted William
Lisecky to Exec. VP/Broadcast Division and Steven Pruett to Sr. VP.
Lisecky joined CEA in 1991; he's supervised more than $1 billion in
transactions for clients, including Paxson Communications Corp., Riv-
er City Broadcasting, and Pappas Telecasting. Pruett, who's responsi-
ble for financial activity in the western United States, had been Managing
Director of Blackburn Capital Markets, which arranges financing for ra-
dio and TV station transactions.
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Market Modeling, the first real advance in
perceptual research in 20 years gives

you the advantage you need in today'’s
competitive markets.

Just Got

Market Modeling provides the first fully
integrated picture of your radio station,
yout competitors and unexploited
opportunities. It integrates Arbitron results,
perceptual resear;eh, and music testing into
a single actionable picture of the market.

Easier.

If you want to find out how research
can help you grow and learn more about
Harker Research, call Richard Harker or
Glenda Shrader-Bos.

sy T
s -

MARKET MODELING”

-perceptuol mopping for rodio

\ Harker
4 Research

& Phone: 919.954.8300
£ Fax: 919.954.8844

More Than Research— Answers.

L waana oo ricanradinhictarn, ~com = - T S——
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TRANSACTIONS AT A GLANCE

S

DEAL OF THE WEEK l 1996 DEALS TO DATE

i 5
o WPOR-AM & FM/Portiand, ME ‘ Dollars To Date: 3523 ‘;’:g’ 54635629,758355 * WBWN-FM/Bloomington, IL $3.25 million |
. . ® WFXW-AM/St. Charles, IL $2,091,000 '
This Week’s Action:  $26,436,474 * KMDO-AM & KOMB-FM/Fort Scott, KS $250,000
(Last Year: $16,365,100) ©® WCAR-AM/Detroit $1.5 million

Saga Communications stakes out a

$10 million '
|
|
|

of Portland’s aars.

huge claim in the Portland market, add- | Stations Traded This Year: 204 B
ing market leader WPOR to a stable of sta- (aghiear: 267 o KTLE-FM/Kirksville, MO $550,000 '
st diosady foach moat ¥ ety ‘ Stations Traded This Week: 22 * KASY-FM/Albuquerque $5 milion

(Last Year: 32) ® WXXO-FM/Albany, NY $820,000

PR

TRANSACTIONS

Saga Continues, Purchases
WPOR-AM & FM For $10 Million

[ Citadel picks up fifth Albuquerque station

WPOR-AM & FM/Portland |
PRICE: $10 million

TERMS: Duopoly deal; cash
BUYER: Saga Communications
Inc., headed by President Ed
Christian. It owns 24 other stations,

A=z

including WGAN-AM, WZAN-AM,
WMGX-FM & WYNZ-FM/Portland.
SELLER: Ocean Coast Proper-
ties, headed by President Philip
Corper

FREQUENCY: 1490 kHz; 101.9
MHz

POWER: 1kw; 33kw at 604 feet

FORMAT: Country; Country
BROKER: Gary Stevens & Co.

T ¥ A ; :
e i
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WBWN-FM/Bloomington
PRICE: $3.25 million

Suuni breat & Look breal

On The Bottom Line,
With JSNI

Jones Satellite Networks
STACKS UP!

The best selection of successful, proven formats.

Major Market Sound

A Continuously Researched Music Mix

Dependable, Consistent On-Air Talent with
Experience in Markets of All Sizes

Ample Opportunities for Localization

You Control Your Local Market Presence, Sound & Impact

: The Market’s Most Reliable, Affordable Delivery System

As a JSN affiliate, you have more time to focus on
sales, promotions and community visibility. There’s a JSN
format to match your individual market needs.

Call us. Discover how JSN advantages stack up in your favor.

- 5, b i » Y
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Adutt Hit Radio
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JONES SATELLITE NETHORKS
Call Gene Ferry, National Affiliate Sales Manager at 303-784-8700

Jones Satellite Networks is o subsidia y of

lones Intercoble, In
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® WSTL-AM/South Glens Falls & WENU-FM/Hudson Falls, NY

$600,000

* WCPQ-AM & WMSQ-FM/Havelock, NC $325,000
® KADA-AM & FM/Ada, OK $637,500
® KMUS-AM/Muskogee, OK $50,000
® KALE-AM & KIOK-FM/Richland, WA $1.2 million

TERMS: Duopoly deal; cash
BUYER: Bloomington Broadcast-
ing Corp., headed by Chairman
Timothy lves. It owns 16 other sta-
tions, including WJBC-AM &
WBNQ-FM/Bloomington.

casting Corp., a subsidiary of Mid
America Radio Group Inc. It owns
seven other stations.
FREQUENCY: 104.1 MHz
POWER: 25kw at 299 feet
FORMAT: Country

BROKER: George Otwell of Media
Venture Partners

WFXW-AM/St. Charles
PRICE: $2,091,000

TERMS: Asset sale for $1.75 million
cash and assumption of $341,000
debt

BUYER: C.C.C. Communications
Inc., headed by President John
Czech. Phone: (517) 269-9903
SELLER: Valley Communications
Inc. Phone: (815) 626-0500
FREQUENCY: 1480 kHz

POWER: 1kw day/500 watts night
FORMAT: AC

KMDO-AM & KOMB-FM/
Fort Scott
PRICE: $250,000
TERMS: Asset sale for a 20-year
promissory note at 6% interest
BUYER: Fort Scott Broadcasting
Co. Inc., headed by President Tim-
othy McKenney. Phone: (316)
223-4500
SELLER: Double Mac Inc., head-
ed by President Lloyd McKenney.
Phone: (316) 223-4500
FREQUENCY: 1600 kHz; 103.9
‘ MHz

POWER: 530 watts day/27 watts
| night; 2kw at 400 feet
| FORMAT: Country; Country

| WCAR-AM/Detroit

| PRICE: $1.5 million
TERMS: Asset sale for cash
BUYER: Children’s Broadcasting
Corp., headed by President Chris-
topher Dahl. It owns eight other sta-
tions.

SELLER: Wolpin Broadcasting

Co., headed by President Walter

SELLER: McLean County Broad- .

Wolpin. It owns two other stations.
FREQUENCY: 1090 kHz
POWER: 250 watts day/500 watts
night

FORMAT: News/Talk

BROKER: John Pierce of Force
Communications & Consultants

LA
m it et e N Ty

WQFX-AM/Gulfport

PRICE: $34,000

TERMS: Asset sale for cash
BUYER: Walking By Faith Minis-
tries Inc., headed by President
James Black. Phone: (601) 863-
6080

SELLER: Southern Horizons
Broadcasting Corp., headed by
President Lawrence Steelman.
Phone: (601) 374-3640
FREQUENCY: 1130 kHz
POWER: 500 watts

FORMAT: Gospel

KHAD-AM & KDJR-FM/De

Soto

PRICE: $128,974

TERMS: Asset sale for assumption
of debt

BUYER: Schafermeyer Broad-
casting Inc., headed by President
Kim Schafermeyer. Phone: (314)
586-3296/4090

SELLER: Big River Broadcasting
Inc., headed by President Charles
Isbell. Phone: (314) 586-3296/
4090

FREQUENCY: 1190 kHz; 100.1
MHz

POWER: 5kw; 2kw at 400 feet
FORMAT: Gospel; Country

KTLE-FM/Kirksville
PRICE: $550,000

| TERMS: Asset sale for cash

BUYER: Bott Broadcasting Co.,
headed by President Richard Bott
SELLER: Hiat Media Inc., head-
ed by President Edward Atsinger
FREQUENCY: 107.9 MHz
POWER: 100kw at 715 feet
FORMAT: Religious

T

KASY-FM/Albuquerque
PRICE: $5 million

TERMS: Asset sale for cash
Continued on Page 8
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'S IN A BUSINESS WHERE TRANSACTIONS ARE CONDUCTED
, "’( PERSON-TO-PERSON, HAVING THE LARGEST SALES STAFF
HAS OBVIQUS ADVANTAGES.

Selling national spot radio isn’t something that's done over the Having the largest sales staff is just one of the things the KRG has done
phone. It's something that’s done in person between media buyers and to make it the most successful sales rep in the history of the business.
account executives they can trust. That's why the Katz Radio Group is It's also one of the reasons why the Katz Radio Group has four of the
committed to maintaining the largest sales staff in the business. top five billing rep firms and the top Spanish-language rep in the busi-
Because the more talented salespeople you have, the more relation- ness. The Katz Radio Group — KRG Dimensions, Banner Radio, Christal
ships they can cultivate. And the more sales they can make. Radio, Eastman Radio, Katz Radio, Katz Hispanic Media & Sentry Radio.

The Katz Radio Group
SUPERIOR PERFORMANCE MAKES US THE BEST
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TRANSACTIONS

Continued from Page 6

BUYER: Citadel Broadcasting
Co., headed by President
Lawrence Wilson. It owns 19 oth-
er stations, including KHTL-AM,
KKOB-AM & FM & KMGA-FM/AI-
buquerque. Phone: (801) 485-6700
SELLER: Ramar Communica-
tions Inc., Phone: (806) 745-3434
FREQUENCY: 103.3 MHz
POWER: 20kw at 4187 feet
FORMAT: Country

WXXO-FM/Albany

PRICE: $820,000

TERMS: Asset sale for cash
BUYER: Crawford Broadcasting,
headed by President Don Crawford
SELLER: Jarad Braodcasting Co.
of Albany Inc., headed by Presi-
dent Ron Morey

FREQUENCY: 96.7 MHz
POWER: 3kw at 328 feet
FORMAT: Rock

BROKER: Michael Bergner of
Bergner & Co.

WSTL-AM/South Glens
Falls & WENU-FM/Hudson

Falls

PRICE: $600,000

TERMS: Asset sale for cash
BUYER: Starview Media iInc.,
headed by President Douglas
George. It owns three other sta-
tions. Phone: (717) 266-6606
SELLER: Atmor Properties Inc.,
headed by President Lee Shubert.
Itowns three other stations. Phone:
(703) 841-0606

FREQUENCY: 1410 kHz; 101.7
MHz

POWER: 1kw day/126 watts night;
3kw at 180 feet

FORMAT: Country; AC

WCPQ-AM & WMSQ-FM/

Havelock
PRICE: $325,000

TERMS: Duopoly deal; asset sale
for cash

BUYER: Pinnacle Myrtle Corp.,
headed by Philip Marella and Ed-
ward Ferrari. It owns 15 other sta-
tions, including WRRF-AM,
WRNS-AM & FM & WDLX-FM/
Greenville, NC.

SELLER: William Rice, receiver
for Music Radio of North Caroli-
na Inc.

FREQUENCY: 1330 kHz; 104.9
MHz

POWER: 1kw; 2.9kw at 308 feet
FORMAT: AC; AC

BROKER: The William R. Rice Co.

KADA-AM & FM/Ada
PRICE: $637,500

TERMS: Asset sale for cash
BUYER: The Chickasaw Nation,
headed by Governor Bill
Anoatubby

SELLER: KADA Broadcasting
Inc. (selling KADA-AM) and Pon-
totac County Broadcasting Inc.
(selling KADA-FM)

FREQUENCY: 1230 kHz; 96.7 MHz
POWER: 1kw; 3kw at 299 feet
FORMAT: Country; Country
BROKER: Whitley Media

KMUS-AM/Muskogee
(Tulsa)

PRICE: $50,000

TERMS: Duopoly deal; asset sale
for a $50,000 promissory note
BUYER: Oklahoma Sports Prop-
erties Inc., headed by President
Fred Weinberg. It also owns KTRT-
AM/Claremore, OK and KBIX-FM/
Muskogee. Phone: (918) 341-6600
SELLER: Green Country Radio
Inc., headed by CEO Betty Wheel-
er. Phone: (918) 341-6600
FREQUENCY: 1380 kHz
POWER: 1kw day/500 watts night
FORMAT: This station is dark.

i o

KALE-AM & KIOK-FM/

Richland
PRICE: $1.2 million

EXPOSE YOURSELF

TERMS: Asset sale for cash
BUYER: Triathlon Broadcasting
Co., headed by President/CEO
Norm Feuer. It owns 15 other sta-
tions. Phone: (619) 239-4242
SELLER: Sterling Realty Organi-
zation Co., headed by President
David Schooler. Phone: (206) 455-
8100

FREQUENCY: 960 kHz; 94.9 MHz
POWER: Skw day/1kw night; 100kw
at 1250 feet

FORMAT: News/Talk; CHR

For The Record

In last week's transactions
(R&R 3/8), the names of the buy-
er and seller in the WSRF-AM &
WSHE-FM/Miami deal were
transposed. TK Communica-
tions is the seller; Paxson Com-
munications is the buyer. Also,
the selling price of WRRO-AM/
Warren, OH was misstated. The
correct price is $425,000. The buy-
er, Star Communications Inc., is
co-owned by Philip Levine and
Art Greenberg.

EARNINGS

Continued from Page 4

The company, which produces
and distributes radio programming
and research, recently completed a
41.5 million-share stock offering that
raised about $22 miflion after under-
writing fees and commissions.

atz Media Group (Amex:

KTZ) released its fourth-quar-
ter and year-end results. However,
the company said 1995 results are
not comparable to 1994 results be-
cause of an administrative restruc-
turing.

The company reported a fourth-
quarter loss of $513,000 (four cents)
on revenue of $51.6 million, com-
pared to eamings of $3.6 million on
revenue of $57 million one year ago.

Katz posted a 1995 year-end loss
of $663,000 (five cents) on revenue
of $184.6 million. in 1994, the com-
pany showed a year-end loss of $7.5
million on revenue of $184.7 million.

Katz said earnings were de-
pressed by $6.4 million in reloca-

tion costs and the loss of two large
radio clients, one of which has since
retumned.

i American Communica-

tions (Nasdaq: AACI), parent
company of the All American Mu-
sic Group, posted its fourth-quar-
ter and year-end earmnings.

The company’s fourth-quarter
eamings were $3.1 million (27 cents)
on revenue of $68.5 million, com-
pared to eamings of $3.1 million (28
cents) on revenue of $49.1 million
for the same period the prior year.

AllAmerican reported 1995 year-
end earnings of $7.2 million (71
cents) on revenue of $228.7 million,
compared to eamings of $455,000
(26 cents) on revenue of $114.9
million for fiscal 1994.

The company said 1994 year-
end eamings were depressed by
the purchase of Mark Goodson
Productions, which contributed to
growth in 1995, along with the
“Baywatch” television franchise
and its record labels, Street Life
and Scotti Bros.

Station-Swap Strategy Gains Momentum

Continued from Page 4

outlet, CHR WPOW-FM.

First, Omni made a deal tying up
the Sunshine stations so that no one
else could buy them. The company
then went to Beasley and offered to
trade the two Sunshine stations for
Beasley’s Orlando property. “We se-
cured the Miami deal as currency,”
said Hirsch. And the happy ending?
Beasley gained three Miami sta-
tions, Omni took its two Orlando
outlets, and Sunshine had cash —
not to mention the bundle all parties
saved on taxes.

It is the IRS “like-kind rule” —
where the value of the station trad-
ed is deducted from taxable income
— that has been the biggest attrac-
tion. “It’s a deferral of millions,”
said Hirsch,

Advantages
Attracting Attention

Not surprisingly, other station
owners have taken note. “Ninety per-
cent of what is being discussed is a
swap,” said broker Gary Stevens.

Ninety percent of what
is being discussed is a
swap. It's a way to
dislodge something a
guy wouldn'’t sell
otherwise.

-G ary Stevens

“It’s a way to dislodge something a
guy wouldn’t sell otherwise.”
Others agree that the scarcity of
available stations is stagnating the
dealmaking. “There are people de-

WITH A MINIMUM OF RISK.

Today’s level of fierce competition demands that

fending their inactivity by saying
they are waiting for prices to come
down,” said broker Frank Kalil.
“Their mindset is that the value of
the stations they already own will
climb, while the value of the ones
they want to buy are going to drop.”

One acquisitive group owner who
asked not to be named said that he
now has deals contingent on swaps.
“I'had a guy say, ‘I will sell to you if
you find me something to buy soit’s
a tax-free exchange.””

The deals are not new; Hirsch said
he was doing tax-free exchanges
“for years.” While swapping is win-
ning new converts, it’s not guaran-
teed to become the universal stan-
dard in dealmaking. “This is not an
area we are exploring,” said Com-
modore Media President/CEO
Bruce Friedman. “With capital so
plentiful, we don’t need to.”

#< Durable banners for a

you prominently display your name every
chance you get (location broadcasts, concerts,
station sponsored autograph sessions, etc.). With
theft, vandalism and loss, it becomes a costly
proposition to continuously replace expensive
signs and banners costing hundreds of dollars.

Roll-A-Sign™ offers a better way. You get up to
four vibrant colors printed on durable, high
quality 4 or 6 mil plastic film to display your
logo and message brilliantly for an economical
price. Now you can afford to display a bright
new sign at every public event. They even make
great cost-effective promotional give-aways. Just
roll off what you need and cut.

Call today
and get exposed.

PLASTIC
BANNERS

©1996 Reet Industries, nc.

The number of banners on each roll is determined by banner tength

- 800/231-2417

throw-away price.

&< UV stabilized plastic won't
fade indoors or outdoors.

& Simply FAX your logo and
color separation information
for a free price quote.

72" x 36" gives you 170 banners per roll

36" x 24" gives you 330 banners per roll.

317 x 18" gives you 340 banners per roll

Banners are available in 18", 24" and 36" heights on 1000 #t rofls.

" P.O. Box 750245
Houston, TX 77275-0245
713/507-4200

Reer wousTRES, nc. 7 13/ 5074295 FAX

WA -SRakeaREaeHaeteter s com
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Get On A Roll With

LEHRER
VANALLEN

Send us your logo, design or graphics and
we'll do the rest, Call for details and pricing,
(206) 883-7400 * Fax (206) 883-4499

JROOVE

LISTENERS WANT IT

---get one-up on your
competition!

GROOVE RADIO INTERNATIONAL™
THE HOUSE GROOVE™
PLANET REGGAE™
THE IMPORT SHOW™
syndicated programming broughtto you by
Swedish Fagle (KROIVMARS)
with taste-making affiliates including:
KEDJ/Phoenix « WZRH/New Origans
KTCL-Denver » WOXY/Cincinnati
XTRA-31X/San Diege

For market exclusivity,
contact Glenn Fisher at 408-662-3827

...you may quality for a free website from
www.conlrolroom.com - radio’s internet hotspot!

WK o Y Sp
Ty

L T ]
" 549,

INFLADABLE IMAGES.. . Attract attention to your
station events with a customized giant inflatable.
Perfect for your next BIG promotion! Blow-up
your mascot or create your own shape and
event. Contact: Lenny Freed, 2773 Nationwide
Parkway, Brunswick. OH 44212. Fax: (330)
273-3212. INFLADABLE IMAGE INDUSTRIES...
Phone: (330)274-3200, EXT. 137.

[; M\ RESULTS MARKETING
Creatise Promotions...Lasting Impressions

RM1909
.055 Gauge Plastic license Plate
Printed one color
.64 each minimum order 250
add a set -up charge of 35.00

800-786-8011

—7Z’e z%t/%’[@@?ﬁ-

1-800-7-COY,OTE
(1-800-726-9683)

\ he Coyote is known for its cunning.
You will be too. when you call te receive
a FREE special gift (worth several bucks on
the open market) PLUS our 20 page colorful
catalog [1's filled with exclusively designed
items for the record and broadcasting
industry Get on our matling hist and receive
quarterly updates on what's hot 1n
promotional and premium
items. Qur references include
scme of the best in the business
RCA/BMG. Atlantic Records.
Elektra Entertainment CNN.
Westwood One. and Jones
Satellite Networks

SO BE CUNNING...
Call 1-800-7-COYOTE Today!'

Adobe Graphics é_D;sign

NEW YORK * DENVER ¢LOS ANGELES ¢ SANTA FE

The Newest Sound To Hit RADIO!

24 HOURS A DAY...
on SPACENET Il TRANSPONDER 7 (13) @1.05 Mhz

* Shows created for every day-part and format
* The most irreverent and entertaining shows on radio

* Equipment available through ABC satellite services

ENTERTAINMENT ¢ COMEDY
POLITICAL ® SPORTS

« Shows desighed for:
MORNINGS » AFTERNOONS
EVENINGS ® OVERNIGHTS

CALL LARRY JOHN FOR TAPES & INFORMATION

~ LARRY JOHN WRIGHT’S
NETWORK BROADCASTING
5 ASSOCATES, INC.

1-800-821-5068

. 24-Hour
Listener Line:
1-602-655-0500

NASTANTATT ANIANVAV

TEMPORARY
TATTOO0 52 =CIEAL

The last frontier in call-letter placement

210° =

10.000 pc. min. ’mm

Includes all charges, no hidden costs

/N

N7,

N

NN NG LY.

ANZ/ZN

-~ Over 1,000,000
(;@) sold‘tora‘dxo
LEE ARNOLD PROMOTIONS

(414) 351-9088 * Fax (414) 351-6997

ALNVINTNTZ NG LNTINTN

Web Site Advertismg i

= S5055555

INCREASE STATION
PROFITS NOW!

Musictown will help hundreds
of stations earn revenue by selling
advertising on their Web Sites.

NN NGO NYONGNZENY

Y.

N7

We can also add real-time audio,
video, animation, live chal, and more
fo your existing weh site - FREE!

Call 800-800-2786

MUSICTOWN ONLINE SERVICES
Athens, Georgia

Prices good
thru 6/30/96

Price includes one color
print. $17.00 set-up charge.

1-800-786-8011

RESULTS MARKETING
(800) 786-8011 407-539-22¢1
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NEWSBREAKERS.

NAC KHIH/Denver
Cops Conley As PD

) i “1 WSHH/Pitts-
S burgh PD/mom-
ing driver Chris
Conley has exit-
ed the Soft AC for
PD duties at NAC
| KHIH/Denver.
That post had
been vacant since |
Jaime Kartak
left for WTMX/
Chicago.

*“Chris exempli-
fies the type of program director that |
will thrive at KHIH,” said VP/GM
Mary Rawlins. “He’s articulate,
passionate, knowledgeable about
music, and a proven winner.”

Conley

Conley added, *I'm looking for-
ward to working with Broadcast
Architecture to help KHIH become
the best NAC in the country.”

Previously, Conley held program-
ming positions at WIXP/Knoxville;
WSSH/Boston; WGMX/Port-
land, ME; and WWM.J/Bangor,
ME. |

Bell

Continued from Page 3

I know first-hand the talent he has
and what he’ll bring to this station.”

“When I first got the gig program-
ming 1n Jacksonville,” Bell told
R&R, “folks told me that if you
work hard and do whatever it takes
to perfect your craft, good things
will come your way. I feel very
blessed to have this opportunity.

“The station sounds terrific.
Honestly, there’s not much to do
besides maintain it and think of
ways to make it better. When
you're on top, you have to be more
creative and work harder to stay in
that position.”

In addition to programming the
two Jacksonville stations, 14-year
industry veteran Bell has been an
on-air personality at WIMO-FM/ \
Cleveland.

McMahon Responds To
Rush’s ‘Ratings Dip’

read with interest Randall Bloomquist's column “Getting A Grip On
Limbaugh's Ratings Dip" (R&R 3/8). | have some additional observa-
tions on that subject.

First, the column’s ratings analysis was based on AQH share. Much
of Rush Limbaugh's impressive AQH strength stems from an abnor-
mally high TSL spawned by listener satisfaction and loyalty. My guess is
that much of Rush’s ratings dip was caused more by a reduction in TSL
than an overall loss of listeners.

I suspect the TSL shrinkage is the result of the mounting pollution of
the Talk radio environment. Apparently inspired by Rush’s success, pro-
grammers have decided that the key to big ratings for every Talk station
is to hire opinionated, confrontational, conservative hosts to discuss
politics nearly non-stop. Unfortunately, most of these programs and hosts
are superficial at best.

In truth, very few of these hosts have the knowledge or experience to
lead substantive, intelligent, entertaining discussions of politics. This is
in stark contrast to Rush's presentation of new information, well-re-
searched and reasoned opinions, and true insight. I'm convinced this
glut of poorly executed conservative political talk surrounding Rush has
adversely affected listener perceptions of Rush.

When Rush began in syndication, he was unique. Now it seems talk
show hosts across America use him and his program as their primary
source for ideas and show prep. It's overkill, and it can't be good for
Rush and his ratings.

There's another aspect of the current Talk environment which may be
even more damaging to listener perceptions of Rush. The tone of most
political talk shows is decidedly negative, pessimistic, hopeless, cyni-
cal, and angry. This is the exact opposite of Rush’s approach and pri-
mary appeal.

Yes, Rush is an outspoken critic of many aspects of government.
However, his approach is positive, optimistic, hopeful, and fun. Rush
often tells his audience, "America’s best days are yet to come.” He goes
out of his way to highlight positive developments and events. Our re-
search shows this is one of the most appealing aspects of Rush’s per-
sonality and program.

Unfortunately, | believe Rush's criticisms of government and politi-
cians may be viewed differently now that he is surrounded by a sea of
negativity, pessimism, hopelessness, and anger.

Finally, Rush's extraordinary talent may actually be a factor in any
reduction of his TSL. Rush refers to his program as “the Limbaugh [nsti-
tute for Advanced Conservative Studies.” Rush is a good teacher. After
eight years of dealing with the same core subjects, it's a real challenge
for him to teach his “students” something entirely new every day.

It's time for Talk programmers to examine their role and responsibility
for Rush’s “ratings dip.” Maybe it's time to stop imitating Rush and start
innovating. There's more fo life than politics, and there's only one Rush
Limbaugh. He's an original. Why dilute his appeal and effectiveness by
surrounding him with poor imitations?

Bill McMahon
President, Mediavision Ltd.

Reprise Elevates Lenardi To Sr. VP/GM, A&R

R eprise Records has promoted Jo Lenardi from VP/Altemnative Mar-
keting to Sr. VP/GM, A&R.

“Bringing with her a pair of keen ears and superb administrative
abilities, Jo Lenardi is the perfect individual to spearhead our A&R
reorganization,” said Reprise President Howie Klein. “Under Jo's
expert leadership, Reprise is poised to become the A&R powerhouse
of the next century.”

Lenardi arrived at Warner Bros./Reprise in 1986 as Regional Al-
ternative Marketing Manager/Chicago. After relocating to the compa-
ny’'s Burbank, CA headquarters two years later, Lenardi was named
Director/Alternative Marketing. She became VP/Alternative Market-
ing in 1994.

Schnur Now Arista/Nashville VP/Artist Dev.

Steve Schnur — most recently VP/Rock Promo-
tion at Arista Records in New York — has
moved to Arista/Nashville as VP/Artist Development.

“I've known Steve Schnur to be a true leader
and consummate professional through his work @
as head of Arista’s Rock & Alternative Promotion 3
Department,” noted Arista/Nashville Sr. VP/Sales |-
& Marketing Mike Dungan. “Today's changing
marketplace demands that we step outside the
traditional box, and Steve brings specific talent and
experience as well as a very bright mind and a y
terrific attitude.” &;hnur

With a focus on alternative marketing, Schnur
will contribute A&R, product management, and special-project plans
to all Arista/Nashville labels, including Arista Texas and Reunion
Records. Prior to joining Arista, Schnur worked for MTV and Elektra
Entertainment.

VH1 Ups Unterweiser To Dir./Music Prog.

Manager/Music Programming Janis Unterweiser has been elevated
to Director/Music Programming at VH1.

VP/Music Programming Lee Chesnut commented, “Over the past
five years, Janis has played an integral role in the channel's music
selections and has had a major impact on the shift of music pro-
gramming to relaunch the new VH1. Her music knowledge and sched-
uling expertise make her the ideal candidate to direct our musical
vision.”

Prior to joining VH1 in 1989, Unterweiser served as Asst. MD at WHTZ
(Z100)/New York.

equahzer.

High Definition Audio..EQ3 ™

: *_*C i HgnDe,mm Auwdio_

Quite possibly the most perfect sound you'll ever hear.
The EQ3 by NTI from the broadcast pros at Harris Allied.
Once you expenence EQ3 ngh Definition Audio, you'll
never use any other sound enhancement system. We're
that confident about NTI s EQ3, the world's first air band

"The EQ3 lets me create a sound field
that easily matches, and even exceeds
all expectations. | can't live without
the EQ3, and | bring it to every session
or production.”
- Bob Whyley, audio director,
The Tonight Show with Jay Leno

Phone: 800-622-0022
Fax 317-966-0623
Southern CA 800-690-2828

& HARRIS

WWA-aekiecankadiahistory.-com

©1994 Harris Corp.
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® DAVE JACKSON has been named
VP/Programming for Demaree Media.
He was previously OM/PD for Dema-
ree-owned KKEG-FM/Fayetteville, AR.

e SARAH PATTISON has been ap-
pointed VP/Controller for Patterson
Broadcasting’s group of 24 radio sta-
tions. She was most recently Control-
ler of Summit Communications Group.

® TOM COUGHLIN is the new GM at
KJJQ-AM & KKQQ-FM/Brookings, SD.
He was most recently a sales repre-
sentative for WCCO-AM/Minneapolis.

® GREGG LINDNER has been named
Sr. VP/Research for Scarborough Re-
search. He was previously Technical
Director of Simmons Market Research.

" Records

© MIKE GABRIEL has been named VP/
Financial & Administrative Systems of
EMI-Capitol Music
Group NorthAmer-
ica. He was previ-
| ously Sr. Director/
Financial Man-
agement at the
company. In relat-
ed news, DOUG-
LAS KLUTHE
has been promot-
ed from Director/
Video Develop-
ment to Sr. Director/Video Develop-
ment at EMI Records. Additionally,
KAREN BROWN is appointed to a se-
nior position with Creative Services at
EMI's The Enclave. She was most re-
cently GM/Dedicated Records, BMG In-
temational.

Gabrilel

e LARRY JACOBSON has been
named head of business and legal af-
fairs at Revolution. He will act as an
A&R executive for the label and helm
Unsound Records. He had been a
long-time attomey with Giant Records.

® JASON LINN
has become VP/
5 Alternative Mar-
keting for Mercury
Records. He most
recently served as
Director/College
Marketing at At-
lantic Records.

Linn

* STEPHEN PRENDERGAST has
been named VP/Artist Development for
Reunion Records. He was previously
VP/ntemational at Zoo Entertainment.

® JEFF HOUSE s
the new Sr. Direc-
tor/Street Market-
ing & Rap Promo- [
tions at Arista
Records. He was
previously Nation-
al Director/Rap
Promotions &
Marketing.

® KEVIN KILLINGSWORTH and
MATT WILLIAMS have been named
Director/National Promotion and Pub-
licist, respectively, for Warner Alli-
ance. Killingsworth was previously
National Promotions Coordinator at
Benson Records. Williams most re-
cently served as a parttime publicity
assistant at Wamer Alliance.

® Elektra Entertainment Group has pro-
moted MIKE BARNES, TARA BREN-
NAN, ALAN GORDON, DENNY
NOWAK, JAY PERLOFF, HELEN
PETROFF, and LYNN POWELL to
Regional Marketing Directors. They will
be based in Cleveland, San Francisco,
Atlanta, Chicago, Philadelphia, Los
Angeles, and Dallas, respectively. All
were previously Regional Marketing
Managers.

* KENT RIPPEY
is promoted from
Manager/Market-
ing to Director/
Marketing for At-
lantic Records.

Rippey

o LARRY WILLOUGHBY is uppéd
from Director/A&R to Sr. Director/A&R
at MCA/Nashville.

e STEPHENS
PEEPLES is ele-
vated to Sr. Direc-
tor/Creative Edito-
rial & Online Media
for Rhino Records.
He was previous-
ly Sr. Director/Me-
dia Relations and
Department Co- [ee8™ "
Director. Peeples

® JEFF WITCHER, BILL MEYER-
CHAK, KATHY KEMP, and ANNITA
COOPER have been named Director/
Operations, VP/Finance & CEO,A&R/
East Coast, and Director/Human Re-
sources & Travel, respectively, for Ron-
dor Music Intemational. Witcher and
Cooper will also serve in their respec-
tive capacities forAlmo Sounds. Witch-
er most recently served as Rondor’s
OM, Meyerchak was previously VP/Fi-
nance at Capitol Records, Kemp was
formerly an A&R assistant for Colum-
bia Records, and Cooper most recent-
ly served as Exec. Asst. to the compa-
ny’s VP/Finance & CFO.

o KENNY DI DIAis upped from Nation-
al Sales Coordinator to NSM at Amer-
ican Recordings.

® DENIS HANDLIN has been appoint-
ed Chairman of Sony Music Entertain-
ment Australia Ltd. Handlin had most
recently served as Managing Director/
CEO for the company; he will retain his
CEO duties.

® CAMERON CARPENTER has re-
tumed to the record industry as Direc-
tor/National Press & Artist Relations for
BMG Canada. He had most recently
been Director/Marketing & Publicity for
the Hard Rock Cafe.

CHRONICLE

BiRTHS

Mercury Records recording
act Rusted Root member Liz
Berlin, husband Mike Speranzo,
boy Jordan, March 3.

WBBS/Syracuse evening
personality Becky Palmer, hus-
band Glen, son Tucker Wesley,
February 27.

KRRO/Sioux Falls, ID PD
John Ford, wife Amy, twins
Nathan and Kelly, February 23.

| ance Manager for the company.

NEWSBREAKERS.

® Scotti Bros., Street Life, and Backyard
Records are now under the newly
formed umbrelia company ALL AMER-
ICAN MUSIC GROUP with WEA serv-
ing as its new distributor; 808 Wilshire
Bivd., Santa Monica, CA 90401-1810.
Phone (310) 656-1100, fax (310) 656-
7430.

®].R.S. RECORDS has inked a distri-
bution agreement with Cargo Records.
I.R.S. will provide manufacturing and
major label distribution through CEMA
on selected Cargo releases and will
offer sales, marketing, and promotion-
al support on a selected basis.

e THE ORIGINATORS OF ROCK
AND ROLL DEDICATED TO A NON-
VIOLENT AMERICA, a newly formed
organization, has released a 21-track
CD, “Together You & 1,” to help promote
non-violence and to benefit charities
associated with the issue. The release
features the new title track and others
performed by such artists as Gary U.S.
Bonds, Tommy Roe, Danny And The
Juniors, the Dovells, and Bobby Rydell;
(800)975-7827.

National Radio

® DAVID ADRIANCE is the new VP/
Marketing & Planning for TM Century.
He was most recently Regional Man-
ager for Metro Traffic. In related news,
TM Century has entered into a mar-
keting agreement with A-WARE Inc. for
the szle and distribution of the latter’s
software products. Additionally, TM
Century has completed the RDBS in-
terface for its Ultimate Digital Studio
(UDS) system and a software/serial
interface between the UDS and Broad-
cast Electronics’ AudioVault 100.

® Premiere Radio Networks has ap-
pointed EILEEN THORGUSEN as VP/
Affiliate Relations. She was most recent-
ly District Director for CBS Radio Net-

Reagan

Thorgusen

works. In related news, the network has
acquired worldwide distribution rights to
“The Michael Reagan Show.” The pro-
gram airs 6-9pm PT, (818) 377-5300.

e ABC Radio Networks has named
KIM RYGH Regional Manager/Small
Markets. She was previously Sr. Clear- |

® CBS RADIO has teamed with Host
Communications to provide affiliates

with more than 100 hours of live NCAA
Basketball Toumament coverage. First
round action begins March 14 and con-
cludes with the championship game on
April 1. All men's toumament cover-
age will be anchored by Brad Sham
and Bill Raftery; (212) 975-3773.

® GLOBAL SATELLITE NETWORK
presents “A Very Special Evening with
Jackson Browne,” Wednesday (3/20),
at 11pm ET/8pm PT. This 90-minute
market exclusive show features music
and conversation with the rock artist,
who will also be taking listener calls;
(818) 906-1888.

* SW NETWORKS has added Adult
Urban and Adult Contemporary Pro-
gramming Services toits list of format-
specific packages. Each includes a
daily show prep, 3-4 minute entertain-
ment news reports and features, and
music news. The package also in-
cludes SW production CDs, biostats,
and newsclips; (212) 833-5636.

® TRANSMEDIA is now offering “Imag-
ination Theater,” a one-hour live radio
drama featuring Hollywood talents. The
program, designed like the radio dra-
mas of the '30s and '40s, is available
for weekend evenings under a stan-
dard exclusive barter agreement; (800)
229-7234.

® Former Z-Rock staffer TRACY
BARNES has launched Hard Radio,
a continuous hard rock and heavy
metal national format. Programming
includes “The Tawn Mastrey Show”
and “Rockzone,” also hosted by Mas-
trey; (818)704-7279.

Industry

® JIM PEACOCK has formed Peacock
Research Inc., an independent re-
search consulting company. He was
previously VP/Research for the Ar-
bitron Company.

® GRETCHEN SHUGART is the new
Sr. VP/New York of Communications
Equity Associates. She was most re-
cently Director/Communications and
Media Group for Bank of Montreal.

® FRAN SAX has become VP/Region-
al Manager for Toby Amold & Associ-
ates. She was previously VP/Market-
ing for FirstCom Music.

* PARADIGM MUSIC ENTERTAIN-
MENT, a new firm producing tradition-
al and multimedia music products and
programming, has opened. TOM Mc-
PARTLAND will serve as Chairman/
CEO. He had most recently been Exec.
VP/Director of the Zomba Group, North
America. The company'’s address is 67
Irving Place South, 4th floor, New York,
NY 10003. Phone (212) 387-7700, fax
(212) 387-8171.

Changes

AC: Rock AC WMMO-FM/
Orlando moming co-host Andrea
Lively joins cable TV’s America’s
Health Network as host ... Scott
Walker is new to middays at
WWSN/Charlotte ... WMC-FM/
Memphis evening' talent Frank
Brinsley assumes MD duties ...
Kevin Moore joins WLEV/Allen-
town for weekends ... Former
WOOD/Grand Rapids PD Skip Es-
sick returns as GM ... Dave Stone s
the new PD at WQSM/Fayetteville,

____unany amaricanradiohistorvy. cam

NC...At KRUZ/Santa Barbara, CA,
Karen Gooseff is named Business
Manager, Debbie Dorsey becomes
Traffic Manager, and Danielle Bi-
anchi is tapped as Exec. Asst. ...
Michael Rogers is the new PD/
morning man at KAKQ/Fairbanks,
AK ... KZSQ/Sonora, CA welcomes
Brian LeBow as Promotion Direc-
tor ... WGMG/Athens, GA ups
Brady Richman from ND to APD
and joins PD Denise Alexander for
momings. Paul Rea is named Di-
rector/News & Sports and assumes

afternoons.
Continued on Page 12
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PROS ON

THE LOOSE

Sabrina Davies — Music Co-
ordinator KHTY/Santa Barbara, CA

(805) 682-4009
Jenna Foxx — Aftermnoons
KKLQ/San Diego (619) 293-0843

Dave White — Mornings
WVEZ/Louisville (502) 495-0431

NATIONAL
RADIO g
FORMATS

ABC RADIO NETWORKS
Robert Hall ¢ (214) 991-9290

Starstation — Peter Stewart
WHITNEY HOUSTON & CECE WINANS/Count On Me

Hot AC — Robin Jones
JANN ARDEN/Insensitive

Touch — Monica Logan

O’ANGELO/Lady
JOE/All The Things (Your Man Won't Do}
LIONEL RICHIE/Don’t Want To Lose You

ALTERNATIVE PROGRAMMING
Steve Knoll ® (800) 231-2818

CHR/Rock

JANN ARDEN/Insensitive
BADLEES/Angeline Is Coming Home
DISHWALLA/Counting Blue Cars

Lite AC

MARIAH CAREY/Always
GEORGE MICHAEL/Jesus To A Child

CHANTAY SAVAGE/I Will Survive
D’ANGELO/Lady

YVETTE MICHELLE/Every Day And Every Night
PURE SOUL/Stairway To Heaven

BROADCAST PROGRAMMING
Walter Powers o (800) 426-9062

Digital AC — J.J. Cook
JACKSDN BROWNE/Some Bridges

Digitai Soft AC — Mike Bettelli
TRISHA YEARWOOD/On A Bus To St. Clar

AC Mix — J.J. Cook
JACKSON BROWNE/Some Bridges

Digital Hot AC — J.J. Cook

TINA ARENA/Chains
INTRIGUE/Dance With Me

Digital CHR — J.J. Cook

BASS IS BASE/ Cry
INTRIGUE/Dance With Me

Modern Rock — J.J. Cook

SPIN OOCTORS/She Used To Be Mine
STONE TEMPLE PILOTS/Big Bang Baby

JONES SATELLILTE NETWORKS
Phil Barry ® (303) 784-870C

Aduit Hit Radio — J.J. McKay
WHITNEY HOUSTON & CECE WINANS/Count On Me

Soft Hits — Rick Brady
WHITNEY HOUSTON & CECE WINANS/Count On Me

WESTWOOD ONE NETWORKS
Bob McNelll ® (805) 294-9000

Soft AC — Andy Fulier
CELINE DION/Because You Loved Me
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ing to compensate.

Adam Sandler and his producerAllen Covert recently co-hosted SW Net-
works' nationally syndicated show “static.” Hanging are (I-r) Covert, “stat-
ic” host Loscalzo, and Sandler. SW has announced that production of
“static” will cease in June, withAltemative programming services expand-

Changes

Continued from Page 11

Alternative: KIOC/Beaumont,
TX flips from rock-leaning CHR to
Alternative.

CHR: WKBQ (Q104)/St. Louis
promotes Joe Deniro to middays ...
WKSS/Hartford middayer Dave
Vayda (aka Artie The One Man
Party) is now officially MD ...
KIMZ/Las Vegas’s APD MC Scrap-
py departs ... Steve “Phlash” Phil-
lips joins WPXY/Rochester for mid-
days ... WAPE/Jacksonville ups Tony
Mann to MD ... Carolyn Brown
(aka Carolyn Holochuck) joins
WFLY/Albany as moming co-host.
Ellen Rockwell is upped to after-
noons and Brian Cody segues to
nights ... WDJB/Ft. Wayne afternoon
host Trip Simmons adds MD stripes
... KKMG/Colorado Springs, CO
swinger Tim McKenna is named
Music Coordinator ... Ron Brand is
the new night guy at WWCK/Flint,
MI ... WHZZ/Lansing, MI moves
Chris Kerr to middays, ups Scott
Adamsto afternoon drive, and shifts
Promo Director John Hammer to
nights ... WSKS/Utica-Rome, NY
nighttimer Joel Murphy departs.
Parttimer J.D. Redman assumes af-
ternoon duties ... WKFR/Kalamazoo,
MI parttimer Jeff “Gator” Green is
upped to middays ... WDBR/Spring-
field, IL morning co-host Rik Blade
adds interim MD duties ... KOKZ/
Waterloo, 1A names Jamie Phillips
interim PD.

Country: Jesse James is new to
nights at WMIL/Milwaukee ... Tom
Browne joins WTRS/Gainesville-
Ocala, FL for momings ... Roeb Car-
penter is the new PD/afternoons at
KKIK/Killeen-Temple, TX .
WDEZ/Wausau, W1 welcomes new
PD Bob Jung ... Jerry Drummond
returns to aftemoons at WHUG-FM/
Jamestown, NY.

NAC: Mark Perzel is the new
7pm-midnight announcer at WVAE/
Cincinnati.

News/Talk: WTOP/Washington
pairsJill Cohen with Hal Brown for
mornings ... Market veteran Robin
Wood will join Jerry Thomas for
afternoons on WCKY/Cincinnati,
beginning March 26 ... Sam Elliotis
named PD at WDAY/Fargo, ND.

Oldies: Kelly Stevens and Alpha
Trivette are the new morning duo at
KOOL-FM/Denver ... Gary McIn-
tyre is the new morning man at
WKSN-AM/Jamestown, NY.

Rock: WRCX/Chicago taps intern
Jeff Gasbarro as Programming Asst.
.. WIYY (98 Rock)/Baltimore wel-
comes Matt Davis to overnights ...
KCAL/Riverside Promotions Direc-
tor Mark Markleydeparts ... WMFS/
Memphis names Randall Blevins
Promotions Director, Mark Healy as
overnighter, and Tony Vazlini as
Events Coordinator ... WEZX/
Wilkes-Barre adds Paul “Maddog”
Kelly for afternoons ... WBYR/Ft.
Wayne welcomes Jill Matheny for
morning news duties .,. KJOT/Boise,
ID reunites Spike & Brian (aka The
Java Squad) for momings ... WXRX/
Rockford, IL inks Jean Taylor for
nights ... Diane Vunovich is upped to
ovemights at WRKR/Kalamazoo, ML ...
KQWB/Fargo, ND MD/afternooner
Mike Simmons exits. PD Dave
Howey assumes MD duties.

Sports: KFFN-AM/Tucson be-
comes a One-On-One Sports Network
affiliate.

Urban: Brant Johnson has been
named interim PD/MD at WQHH/
Lansing, MI.

Records: Richard Bengloff and
Allen Weinberg have been promot-
ed to VP/Distribution Operations and
Design Director/Creative Services,
respectively, at Sony Music ... Rani
Hancock and Cord Himelstein have
been promoted to Associate Director/
A&R Administration and Manager/
Special Projects, respectively, forAris-
ta Records ... David Silver is the new
VP/Creative Planning, A&R at Mer-
cury ... George Steele III has joined
nu.millennialrecords as Exec. Direc-
tor/Sales ... Catspaw Studios has
named Tom Race, Daniel (DJ)
Dobbs, and Tommy Noles Studio
Manager/Director, Dubbing Engineer,
and Recording Engineer/Producer,
respectively.

National Radio: Metro Networks
has inked Greater Media’s WPEN-
AM & WMGK-FM/Philadelphia as
news affiliates.

Industry: Anthony Tramontana
has joined Katz Media Group as Man-
ager/Accounting Services ... Lisa
Zambrano is now Creative Manag-
er/Film & Television for PolyGram
Music Publishing ... Olivia Dunn is
promoted to Director/Performing
Rights at BMI ... Eric Levine has
joined the Metropolitan Entertain-
ment Group as VP/Operations ..
Paula Batson has been named VP
at Network Ink Public Relations ...
Terri Houck is upped to Publicist at
the Press Office.

Stones, Virgin; “Gangsta’s Para-

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

MULTIPLATINUM
ALBUMS

“CrazySexyCool,” TLC
LaFace/Arista; “The Sign,"
Ace Of Base, Arista (9 million);

§ “Unplugged,” Eric Clapton, Re-
prise (8 million); “Jagged Little
é Pill,” Alanis Morissette, Maver-
| ick/Reprise; “Miracles,” Kenny G,
Arista (6 million); “Mellon Collie
And The Infinite Sadness” (box
set), Smashing Pumpkins, Vir-
gin; “The Woman In Me,” Shania
Twain, Mercury (5 million); “Fresh
! Horses,” Garth Brooks, Liberty;
“Strait Out Of The Box” (box set),
George Strait, MCA; “John
Michael Montgomery,” John
Michael Montgomery, Atlantic;
“It's About Time,” SWV, RCA (3
million); “Insomniac,” Green
Day, Reprise; “Tigerlily," Na-
talie Merchant, Elektra/EEG;
“Frogstomp,” Silverchair, Epic;
“Smashes, Thrashes And Hits”
and “Alive 11,” Kiss, Mercury (2
mitlion).

B P

PLATINUM ALBUMS

“The Memory Of Trees,”
Enya, Reprise; “Fresh Horses,”
Garth Brooks; “Stripped,” Rolling

dise,” Coolio, Tommy Boy; “Mellon
Collie And The Infinite Sadness,”
Smashing Pumpkins; “it Matters To
Me,” Faith Hill, Wamer Bros.; “Miss
Thang,” Monica, Rowdy/Arista;
“Brown Sugar,” D’Angelo, EMI;
“The Police Live” (box set), Police,
A&M; “A Boy Named Goo,” Goo
Goo Dolls, Metal Blade/WB; “You
Gotta Love That,” Neal McCoy, At-
lantic; “Sister Sweetly,” Big Head
Todd & The Monsters, Giant/Re-
prise; “Nouveau Flamenco,” Ott-
mar Liebert, Higher Octave;
“Gravity,” Kenny G; “London Call-
ing,” Clash, Epic; “Empty Glass,”
Pete Townshend, Atco.

GOLD ALBUMS

“The Memory Of Trees," Enya;
“Fresh Horses,” Garth Brooks;
“MTV Party To Go, Volume 8,” Var-
ious Artists, Tommy Boy; “Stripped,”
Rolling Stones; “Road Tested,”
Bonnie Raitt, Capitol; “Gangsta’s
Paradise,” Coolio; “Melion Collie
AndThe Infinite Sadness,” Smash-
ing Pumpkins; “Wild Angels,” Mar-
tina McBride, RCA; “Solo,” Solo,
Perspective/A&M; “Dwight Live,”
Dwight Yoakam, Reprise; “Spar-

SAS— -

kle And Fade," Everclear, Capitol;
“Classic Disney, Volume 1,”“Clas-
sic Disney, Volume 2,” and “Chil-
dren’s Favorites, Volume IV,” Var-
ious Artists, Walt Disney; “Citizen
Steely Dan (1972-1980)" (box set),
Steely Dan, MCA; “Classics For
Lovers,” “Romance And Roses,”
“Piano Masterpieces,” “Joy To The
World,” “Great Melodies Of The
Classics,” and “The Complete
Beethoven Symphonies” (box
sets), Various Artists, Classical
Heritage; “Borrasca,” Ottmar Lie-
bert; “That Was The Year That
Was,” Tom Lehrer, Reprise.

MULTIPLATINUM
SINGLE

“Gangsta’s Paradise,” Coolio (3
million).

GOLD SINGLES

“Sittin*' Up In My Room,” Brandy,
Arista; “Merkinball,” Pearl Jam,
Epic; “You'll See,” Madonna, Mav-
enck/WB; “Soon As | Get Home,”
Faith Evans, Bad Boy/Arista; “Bul-
let With Butterfly Wings,” Smashing
Pumpkins; “Toy Story (Read-
Along),” VariousArtists, Walt Disney. |

O N A A S A R0

Bottle Cap

Dir./Marketing Shilah Morrow.

Thariks to the Bottle Rockets, who shared a piece of their “Brooklyn Side” with the audience at Club R&R. Immor-
talizing the moment are (back, I-r) the band’s Mark Ortmann, R&R Alternative Editor Sky Daniels, the band’s Tom
Ray and Tom Parr, (front, I-r) R&R'’s Kristy Reeves, Kym Reisender and Rock Editor Cyndee Maxwell, and TAG Sr.

David Bercuson.

Soraya and her band rocked the recent

Soraya On The LAMM __

Latin American Marketing meeting in Miami. Pictured are (I-r) PolyGram
International Latin America President Manolo Diaz, Island Records Chairman Chris Blackwell, PolyGram Music
Publishing President David Simone, Soraya, I.R.S. Records Chairman/President Miles Copeland, and attomey

WAWW-adRekicalkadiohistern-com
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Putting Your Station On The AudioNet

Recent changes in communications law have turned the
radio industry upside down. All the excitement may be
obscuring another revolution that could have an even great-
er effect. While the world watches mergers and megamerg-
ers, a man named Mark Cuban has been putting a whole
bunch of U.S. radio stations on the Internet.

The name of his company is
AudioNet. As of this writing,
Mark Cuban has put 24 stations on
the ’Net. Forty more are waiting.
These U.S. stations can now be
heard all over the world. Request
calls come in from Sweden. Peo-
ple ring in from Australia to talk
about Dallas politics. Goodbye
pattern maps. Today’s signal is the
world.

How much does it cost? You give
AudioNet 10 spots a week and buy
a $3500 piece of equipment called
aserver. If yours is a major market,
AudioNet might even throw in the
server. AudioNet handles all the de-
tails, supplies all the software, and
arranges the promotion.

AudioNet claims to be “the big-
gest multi-media location on the in-
formation superhighway.” This is
probably true, at least for now. The
company began mostly with News,
Talk, and Sports stations, because
that fit the profile of the average
Internet user at the time. The origi-
nal technology was best suited to
Talk. With greatly improving
sound, AudioNet is now moving
strongly into music formats as well.

Net Benefits

Exotic phone calls aside, what’s
good about being “live” on the
’Net? It generates a lot of excite-
ment on and off the air. While there
may be no immediate practical val-
ue to getting calls from Nigeria, it’s
good PR. It builds enthusiasm
among the airstaff. It’s the kind of
thing that newspapers’ Radio & TV
columnists like to cover.

On a more mundane level, the
"Net enables stations to put their

programming inside of tall office
buildings. This has been a major
problem in the past, particularly for
AM stations. Internet access among
office workers is still small, but
growing by leaps and bounds.
Someday soon, this could mean a
lot to stations that have this kind of
signal problem.

Working with AudioNet gives
increased shelf life to radio pro-
grams. AudioNet archives shows
and special programs so that listen-
ers can call in and hear them again
and again. If you miss a program in
real time, you can hear it later.

AudioNet can stage unique spe-
cial events for its clients. This would
enable an individual station to ar-
range for a live webcast from a lo-
cal car dealer. One could webcast
the annual awards dinner for the
local food brokers association. High
school football would be fair game.
It doesn’t have to go out over your
air.

And finally, AudioNet helps
solve the problem of what do with
the station’s new web site. Lots of
folks are getting on the "Net. Not
many have a clear idea of what to
do on the home page. AudioNet
turns the web site into an audio site
as well. You put your own program-
ming on the home page. You can
webcast station jingles or even com-
mericals.

How does AudioNet make its
money? They take advertising on
their own web pages. Technology
makes it possible for them to show
exactly how many people “hit” each
commercial. Sponsors pay per lis-
ten.

By George Burns

Special Events

AudioNet sells T-shirts and oth-
er merchandise through its web
page. However, it appears that Au-
dioNet’s biggest income source
comes from the special events it
produces and webcasts. In January,
for instance, AudioNet webcast the
Super Bowl. On the evening of
March S, they ran a party celebrat-
ing Playboy’s “Girls Of The Inter-
net” issue. These kinds of special
events are frequently promoted in
the 10 spots a week that AudioNet
gets from client stations.

If you turn to the AudioNet home
page on the World Wide Web, it says
that AudioNet is *“The Broadcast
Network On The Intemet.” Is Au-
dioNet another broadcaster compet-
itor for whom we are asked to sup-
ply the programming? And pay for
the privilege? To some degree, that
may be so. However, it’s also true
that arrangements such as the one
that AudioNet offers could well in-
crease a given station’s reach and
influence beyond anything previ-
ously rmagined.

Mark Cuban points out that the
computer business has spawned
whole new notions of competition.
Heated enemies in one arena are
bosom buddies in some other con-
text. He calls this new idea “Coop-
a-tation” — a blending of competi-
tion ard working together. This ra-
dio world ain’t what it started out
to be.

It’s not a good idea to support
revolutions that fail. It can be fatal
to ignore those that are successful.
The best way to check out the new
Cuban revolution is to “hit” the
AudioNet web page. You’ll find it
at http://www.audionet.com

George Burns is President of
Burns Media Consultants.
Reach him at (310) 457-1599 or
burnsmedia @earthlink.net

e March 13-17 — South By
Southwest Conference. Conven-
tion Center, Austin; (512) 467-7979.

* March 21-22 — First Annual
Sports Radio Conference. Marriott
Suites, Scottsdale, AZ; (206) 867-
9397.

e March 22-25 — 38th Annual
NARM Convention. Sheraton
Washington Hotel, Washington,
DC; (609) 596-2221.

* March 28 (through June 19)-
Spring Arbitron.

* March 29-31 — Morning Ra-
dio Spring Training. Doubletree
Guest Suites, Chicago; (312) 868-
6719.

e April 1 — AWRT 21st Com-
mendation Awards. Waldorf-Asto-
ria Hotel, New York; (818) 783-
7886.

¢ April 2 — Sixth Annual The
Business of Entertainment: The Big
Picture Conference. Pierre Hotel,
New York City; (212) 492-6082.

e April 15-18 — 74th Annual
NAB Convention. Convention Cen-
ter, Las Vegas; (800) 342-2460.

¢ April 24 — Academy of Coun-
try MusicAwards. Universal Amphi-
theatre, Los Angeles.

¢ May 1-3 — Radio Only Man-
agement Conference. 5/Star/5 Di-
amond Camelback Inn, Scottsdale,
AZ; (609) 424-6800.

¢ May (Date TBA) — 19th An-

nual NABOB Spring Broadcast |

Management Conference, site
TBA,; (202) 463-8970.

*May 9-12 — CMT’s Starfest
'96. Fairplex, Los Angeles;(213)
655-5960.

* May 19-22 — 36th Annual
Broadcast Cable Financial Man-
agement Convention. Buena Vista
Palace Hotel, Lake Buena Vista,
FL; (708) 296-0200.

|
|
|
|
\

* June 10-16 — International
Country Music Fan Fair. Tennessee
State Fairgrounds, Nashville; (615)
244-2840.

¢ June 19-22 —PROMAX Con-
vention. Los Angeles Convention
Center; (310) 788-7600.

¢ June 20-22 — 25th SilverAnni-
versary Convention & Bobby Poe
Retirement. Sheraton Premiere,
Tysons Comer, VA; (301) 951-1215.

¢ June 26 (through September
18)—Summer Arbitron.

e June 27-29 — 45th Annual
AWRT Convention. Ritz Carlton,
Naples, FL; (703) 506-3290.

* July 9 — Major League Ease-
ball All-Star Game. Veteran's Sta-
dium, Philadelphia.

¢ July 10-12 — McVay Media
Radio School. Site TBA, Cleveland;
(216) 892-1910.

¢ July 11-14 — Upper Midwest
Conclave. Downtown Marriott, Min-
neapolis; (612) 927-4487.

* August 8-10 — Talentmasters
Morning Show Boot Camp, Westin
Canal Place Hotel, New Orleans;
(770) 926-7573.

* August 22-25 — Jack The
Rapper Convention & Expo. Geor-
gia International Convention Cen-
ter and Sheraton Gateway Hotel,
Atlanta; (407) 290-2289.

» September (Date TBA) —20th
Annual NABOB Fall Broadcast
Management Conference.
Sheraton Washington Hotel, Wash-
ington, DC; (202) 463-8970.

* September 9 (through De-
cember 11)—Fall Arbitron.

¢ October 2 — CMA Awards.
Grand Ole Opry, Nashville.

There’s A Lot To Be Said

For The Thicker Sticker.

Good stickers and decals start
with quality vinyl. But

that’s just the beginning.
The real art is understanding
how to design and print an eye-

catching sticker. You've got to use-quality
inks, and put the pigment on the vinyl with
more thickness and consistency. You see,

some stickers are printed with ink that’s

only 2 - 5 microns thick. So after just a few
months, they fade, crack or peel.

At Communication Graphics, our stickers

are nearly 15 microns thick. That's why our

stickers look so much
better, and feature more
vibrant colors.

It's also why they tast longer. The
result is a difference that listeners
can see and feel. Remember, they
won’t stick just anything on

their cars. Isn't that what it’s
really all about? When you want
to get more stickers on more cars,
call CG first. 1 (800) 331-4438
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Images that last.

1765 North Juniper, Broken Arrow, OK 74012 = (918) 258-6502 * FAX (918)251-8223
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Radio = Big Value In All Dayparts!

P eople often separate radio dayparts into two groups:
“prime” and “not-so-prime.” Some buyers and sellers
think that certain time periods — especially moming and
afternoon drive — offer more value than others.

These views could be based on
the perceived size of the radio au-
dience during different times of the
day, or the idea that the listeners in
one daypart are somehow differ-
ent than those in another. Whatev-
er the reason, advertisers then in-
sist on including and excluding
certain hours in their schedules,
and station rate cards and spot ro-
tations reflect these demands.

In reality, our industry places too
much emphasis on morning drive,
while non-prime dayparts (eve-
nings and weekends) remain
grossly undervalued. We need to
better educate ourselves, as well
as our buyers and clients, to the fact
that all dayparts are effective in
delivering a great portion of the
population.

All Dayparts Have
Tremendous Reach

According to an Eastman Ra-
dio analysis of Spring 1995 Ar-
bitron data for the Top 50 markets
(using MazimiSer and our own
internal systems), 96% of the en-
tire population (12+ cume) tunes
to the radio at some point during
the-week. More than three out of
four people (77%) listen in the
morning.

While this number seems im-
pressive, an even greater portion
of the population (81%) tunes in
during afternoon drive, and an in-
credible 57% of the population lis-
tens during the *forgotten” day-
part, Monday-Friday 7pm-mid-
night. Pretty high numbers for a
daypart that “no one” listens to.

Even middays cume well — just
as many people listen between
10am and 3pm as in morning
drive:

Persons 12+ Cume

Total Week 96%
Mornings 77%
Middays 75%
Afternoons 81%
Evenings 57%
Weekends 80%

Persons 25-54 Cume

Total Week 97%
Mornings 86%
Middays 76%
Afternoons 86%
Evenings 55%
Weeke——nds 80%

Source: Spring 95 Arbitron, Top 50 Mkts.

Arbitron data proves
that the audience size
is not as different as
one might think, and
the perception that
drivetime listeners
are different than
other dayparts is
downright wrong.

Weekends Are Bigger
Than Morning Drive

Another interesting fact: More
people tune in to radio on the
weekend than during any other
daypart besides afternoon drive. In
fact, 80% of the 12+ population
listens at some point Saturday-
Sunday 6am-midnight; the same
percentage holds true for Adults
25-54.

It’s not surprising that weekends
garner such high listening levels.
Many things happen during the
weekend that could cause Persons
Using Radio (PUR) levels to swell.
The work week is over (usually)
and listeners have 152 quarter-
hours torelax, play, garden, clean,
or do anything they want, accom-
panied by their favorite radio sta-
tion.

Weekend road trips or shopping
excursions may allow the consum-
er to be in his or her car for differ-
ent time periods than the typical
business commute, but they are
more relaxed, less tense, and per-
haps more likely to absorb an ad-
vertiser’s message.

Additionally, radio stations tend
to air special programming during
the weekend that can’t be found
on any station during the week.
From sports programming to fi-
nancial advice shows to computer
shows, weekends sometimes rep-
resent the best times for consum-
ers to sit back and stay tuned to
their radio show, without distrac-

Salespeople
On The Move

e Prime Sports Radio has
named Dan Alperin Nat'| Sales
Representative/Northeastern
U.S. He was most recently
Mgr./Broadcast Ops for Host
Communications inc.

By Laura Santaniello

tions that are commonly experi-
enced throughout the work week.

AQH Also Strong

Cume figures can sometimes be
deceiving, but not in the case of
daypart strength. Average quarter-
hour estimates also show that ra-
dio excels in all time periods.

Middays Bigger Than
Afternoon Drive

Middays and morning drive are
nearly identical in the amount of
Average Quarter Hour (AQH) lis-
teners they deliver, and midday
AQH levels beat afternoon drive
among persons 12+ and adults 25-
54. Nearly 28 million Americans
(25% of the 12+ population) can
be found tuning to the radio dur-
ing an AQH in the midday day-
part, compared with 26% in morn-
ing drive and 22% in afternoon
drive. Again, great news for a day-
part frequently perceived to be
weaker than drive times.

They’re The Same
Listeners

OK, you say, the audience size
is 1mpressive, but the listeners in
drive times are different than those
in other time periods. Sorry —
wrong again.

Very few individuals are exclu-
sive “daypart” listeners. In fact, the
majority of the population spends
multiple dayparts listening to the
radio. Radio is not like television
— each daypart does not attract a
different audience.

For some reason, some of us
continue to believe that those in-
dividuals who listen to the radio
in the moming are an exclusive
group, unreachable past the hour
of 10am. In reality, 78% of those
who listen to the radio during
morning drive also tune in during
middays, and 89% of those who
tune in during middays stay tuned
for afternoon drive.

78%

22%

— % of listeners who tune to
L mornings and middays

]
1

% of listeners who tune to
morning drive only

(Pie represents all 6am-3pm listeners.)

And once again, the strength of
weekend listening is pleasantly
surprising — 83% of morning
drive listeners also tune in on the
weekend. Looking at it another
way, only 17% of morning drive
listeners can’t be reached on the
weekend. That’s an insignificant
loss when you consider the high

WWW-akekicantadieohistarn/com

SALES
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your sales staff?

in the advertising community.

the following ways:

Do You Have A Sales Story To Tell?

he challenges facing a radio sales department are grow-
ing more difficult each day.

* How are you staying ahead of the game?
¢in what .new ways are you compensating and motivating

¢ Is your department using computer technology? How?

* Are you exploiting all possible new business sources?

¢ Is radio’s slice of the advertising pie in your market growing?
R&R invites you to share your story about any of the above topics —

or any other sales-related issues — with our readers. Your comments will
contribute to an ongoing forum designed to raise the profile of radio sales

Send your thoughts to Managing Editor Ron Rodrigues in any of

Mail: 10100 Santa Monica Bivd., 5th Floor,
Los Angeles, CA 90067-4004
Phone: (310) 788-1646  Fax: (310) 203-9763
E-mail: ronr@rronline.com

premiums advertisers pay to reach
these listeners in the mornings,
compared with the tremendous
value that can be found in week-
end inventory.

Furthermore, 86% of midday lis-
teners also tune in on the weekend;
only 14% listen during middays
and not on the weekends. In addi-
tion, 85% of afternoon drive listen-
ers also tune in on the weekend,
only 15% listen during afternoon
drive and not on the weekend.

Multiple Dayparts
Build Frequency

Spots placed throughout the day
build frequency by reaching these
same listeners again and again, all
while taking advantage of more ad-
vantageous pricing structures. High
frequency results in greater recog-
nition of an advertiser’s message.

All Dayparts

Deliver Value
Most radio stations charge high-
er prices for drivetime spots, es-
pecially momings. While some of
the cost is based on actual audi-
ence size, advertiser demand and
perceptions account for even more
of the disparity. Comparing costs

to relative audience delivery, mid-
days usually deliver great value,
while nights and weekends often
provide real bargains.

Arbitron data proves that the
audience size is not as different as
one might think, and the percep-
tion that drivetime listeners are
different than other dayparts is
downright wrong.

Evenings and weekends deserve
more respect than they currently
receive. Educating the industry on
the strengths of these time periods
will help advertisers use radio
more effectively and efficiently.
Listeners use all dayparts. Clients
should too.

Laura San-
taniello is Re-
search Ana- |[§*:
lyst for East-
man Radio. [
She can be
reached at
(212) 424-
6789.
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MARKETING & PROMOTION

Marketing Your Station For The Millennium

ver the last 15 years, radio has gotten very good at sell-

ing itself. We’ve gotten so good at it that as 1996 gets
rolling, the marketing game has permanently changed. So
what separates the men from the boys in 19967 Simple: Doing
what everybody else is NOT doing.

In the ’80s, almost everything
we tried worked. Everything was
new and fresh and easy. Today,
what used to be innovative has
become institutionalized, and the
consumer has seen the same thing
so many times that it’s flat and
boring.

It’s a new marketplace, and our
prospects have a new set of atti-
tudes to advertising and marketing
that sets them apart from consum-
ers in the *80s. Today’s consumers
have an increasing aversion to di-
rect mail, relationship marketing,
telemarketing, and contests, be-
cause these techniques have be-
come more intrusive and over-
used. At the same time, people are
more skeptical — even cynical —
about advertising than ever before.
This is the environment in which
we have to work — a world where

brand loyalty is slipping away as
consumers are empowered with
mushrooming choice. Add dereg-
ulation into the mix and you’d bet-
ter throw out the old handbook.

It’s time to reexamine the basic
assumptions you use in the mar-
keting of your station. For exam-
ple, does your marketing assume
that the audience is interested in
your message? You're interested,
of course. You eat, drink, and
breathe radio. But does anybody
out there — outside of the artifi-
cial reality of a focus group — re-
ally care?

Assume for a moment that ra-
dio’s not one of life’s more impor-
tant choices — that radio’s just one
of thousands of entertainment op-
tions competing for our time and
attention. Why would people care
about the specific details of your

Giving ’Til It Hurts

By Scott Slaven

What better way to garner that all-important commu-
nity goodwill than to tie-in with some well-deserv-

ing, guilt-inducing charity?

WAQX-FM (95X)/Syracuse
recently raised $13,500 for the lo-
cal branch of the Make-A-Wish
Foundation with its 5th Annual
Request-A-Thon & Auction. Lis-
teners pledged dollar amounts for
anyrequest they wanted to hear on-
air. 95X threw out its normal Rock
format to make room for such fa-
vorites as Frank Sinatra, the
“Brady Bunch,” and Garth
Brooks.

Along with the anything-goes
playlist, 95X solicited donations
for guitars from AC/DC, Blues
Traveler, and Ted Nugent, auto-
graphed items from Melissa
Etheridge and Van Halen, and
original Woodstock tickets from
1969!

Meanwhile, CKBY-FM
(Young Country Y105)/Otta-
wa, Ontario brought new mean-
ing to the term “signage” by auc-
tioning off the letters from the
local “Palladium” building sign
during a Heart Institute telethon.
The theatre had been taken over
by the Corel Center, which gen-
erously donated the seven-feet-
tall letters. The station raised
$6811, with the letter “P” grab-
bing the most money ($3200).
Three callers vied for the letter,
which finally went to a woman
with the maiden name of Picard.

POOMOTION & WAOZETINE FIEERTINED 10 TOE ELELTAZOIL OEML

On a less altruistic note, WZVU
(Oldies 107.1)/Monmouth-
Ocean, NJ celebrated February 29
(“Bachelor Day””) with a wedding!
Apparently, “Bachelor Day™ is
observed only in leap years, and is
a day of supposed immunity for
unmarried men. (During leap year,
according to decidedly chauvinis-
tic folklore, bachelors are fair game
for proposals of marriage by wom-
en.) Oldies 107.1 observed the day
with the sponsorship of an entire
wedding, complete with lunch,
flowers, transportation, and a jew-
elry gift certificate.

Last month, WMMS/Cleveland
told its listeners to “Get A Life.”
The 80 listeners who correctly iden-
tified the “Get A Life” song of the
day during the month of February
now get the chance to pick akey —
which may fit the door of a Honda
Civic coupe and also will score
them the use of a downtown apart-
ment for a year— outof a box. OK,
so a new car and a rent-free apart-
ment are very nice, but, hey, you’re
still in Cleveland ...

By Tony Quin

station that differentiate it from

your competition? And if they
don’t really care about your care-

fully crafted and positioned prod-
uct benefits, what can you possi-
bly say that will be compelling to

them?

Radio Is Entertainment

This is a time to remember what
business you’re in. Radio is enter-

tainment. This isn’t a utility we’re

selling — it’s showbiz. It’s sexy.
It’s romantic. It’s funny. It’s dra-
matic. It’s the stuff of dreams. Hol-
lywood doesn’t own all the
dreams, you’ve got a little piece,

too. And the dream you’re selling

shouldn’t be a small one. Little
dreams don’t capture the imagina-

tion. You need a big idea for your

station. An idea that goes beyond

the product itself, so that no mat-
ter what the vagaries of the music,

no matter what changes happen in
the marketplace, your station’s
identity rises above it.

Creating this big idea is not a
mechanical process. It’s not about
GRPs and hot zips. It’s about cre-
ativity and originality, and the
courage to do something that
hasn’t been done before. If you
look at any industry during any
time of great market shifts, you can
see clearly that the big winners are
those with the courage to innovate.
In radio, that’s as much about the
packaging and the presentation as
the product.

A radio station’s big idea should
represent a long-term vision of the
identity of the station. But you
can’thave along-term vision if you
don’t have a commitment to long-
term marketing and the consisten-
cy that goes with it.

If you manage to break out of
the pack and lay the foundation of
a big idea, stick with it. Stick with
it until you’re sick of it, and then
stick with it some more. Your au-

dience will be just starting to get
the idea when you're already tired
of it, so don’t change.

This doesn’t mean you have to

be boring or unoriginal or use the
same creative over and over again.
It just means you have to recog-
nize that advertising and market-
ing take time. It’s about building
layers of awareness, trust, and af-
finity on top of one another until

Pro:Motions

* AC WPCH/Atlanta names
Tim Johnson Promotion Dir.,
coming from the Dir./Promotions
& Mktg. post at WODS/Boston.
WPCHF also names Nancy
Kramer Joffre Event Mktg. Co-
ord., Gerilyn Flaxman Promo-
tion/Mktg. Asst., and Francis
Martinez AE.
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radio industry.

Share Your Marketing Plan!

W e hope you'll take part in the industry’s newest weekly forum for
marketing & promotion professionals.

e Just what did it take to pull off that remote?

e How much time went into that station concert?

e Who chose the colors for that outdoor campaign?

* Why did you use film — or video — for those TV spots?

R&R invites you to share your stories about any of the above topics —
or just about anything marketing- or promotion-related — with our read-
ers. Your comments will contribute to an ongoing forum designed to at-
tract attention to the importance of strong marketing and promotion in the

Please send your ideas, releases, and photographs to Scott Slaven,
Director of Communications, PROMAX International, 2029 Century Park
East, Suite 555, Los Angeles, CA 90067.

the cumulative idea is so strong,
so thick, it’s unassailable.

Innovation Essential

The message is that we can’t rely
on old formulae to find our way to
marketing nirvana. The only sure
way is with innovation, creativity,
and originality. No matter what
marketing medium you use, you
have to ask yourself if your mes-
sage is arresting, compelling, and
emotionally impactful. If it isn’t,
don’t waste your money.

Why, for example, should any-
one pay attention to a competent
— but unoriginal —TV spot when
there are thousands of more com-
pelling messages competing for his
or her attention?

On the other hand, a great TV
commercial doesn’t need to be
seen three times before somebody
gets it. That kind of creativity
doesn’t have to cost a fortune, it
justrequires the determination not
to settle for less than originality
with impact. The new Bud Light
spot is a huge hit because of one
simple line that anyone could have

come up with (“Ilove you, man.”)
A simple creative concept, perfect-
ly integrated with the big idea of
the product.

A commitment to originality is
hard. It's a commitment not to go
with the obvious solution even
though it may have worked before.
It’s a commitment to stretch your-
self and constantly ask the ques-
tion, “Have I seen this before?”

Sure it’s much easier to watch
what works in other markets and
buy something off the shelf. It’s
certainly safe. But just like invest-
ing, safe doesn’t usually get you
big returns. This year — and for
the rest of the century — the big
winners will be the managers with
the courage to risk being original
as we rewrite the rules for radio in
the new millennium.

Tony Quinis President of the
1Q Television Group, which spe-
cializes in TV production for radio
stations. He can be reached at
(404) 885-7634.

coverage in the process.

OLDIES BUT GOODIES — Marty Begosh — the first U.S. soldier injured
in Bosnia — is also a native of Rockville, MD, which is where WBIG (Old-
ies 100)/Washington’s studios are located. To welcome Begosh home,
WBIG placed a six-foot get-well card in a local shopping mall and invited
listeners to sign it. (Two six-foot sheets of paper had to be added to the
card to accommodate all the signatures gathered.) Seen surrounding the
sympathy card are (I-r) WBIG moming man Jim London, producer Don
Wicklin, evening talent Goldy, and traffic announcer Monica Samtoni. Af-
ter presenting the card on-air, the station conducted the first interview
with Begosh since his arrival in the States, gamering substantial local TV
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SHOW PREP

R ush Limbaugh paid $6.7
million for a 12,000-square
foot mansion in Paim Beach, FL. Fea-
turing six bedrooms, nine baths, and
115 feet of private beach, the palatial
digs are located just down the road
from the former Kennedy compound
(Globe). The National Enquirer notes
that Limbaugh’s latest home sports 16
TV sets, too.

Fun Couples

Lyle Lovett has become roman-
tically involved with ex-MTV veejay
Karen Duffy, who's engaged to
Dwight Yoakam (National Enquirer).

“Friends” star Lisa Kudrow's
nine-month marriage is in trouble,
and she’s been crying her heart out
on Chris Isaak's shoulder (Star).

Bobby Brown blew up at Whit-
ney Houston at the end of a day's
filming, accusing her of getting too
cozy with co-star Denzel Washing-
ton (National Enquirer). Meanwhile,
the Star reports Bobby and Whitney
gotinto a screaming match after she
saw him talking backstage at the
Grammys with Tupac Shakur!

Incidentally, Houston and Bar-
bara Davis (wife of billionaire ocilman
Marvin Davis) were comparing dia-
mond rings at the pre-Grammy par-
ty thrown by Arista Records; Hous-
ton's 12-carat stone reportedly
looked pretty small compared with
Davis's 34-carat rock (People).

Grammy Goose

Mariah Carey was so sure she
was going to win several Grammys
that she spent $100,000 on clothes
to wear to the ceremony so she could
pick up her awards in different dress-
es. After she went zero-for-six nomi-
nations, Carey snipped that Album
Of The Year winner Alanis Moris-
sette “needs a good scrub-down and
a haircut’ (National Enquirer).

Meanwhile, the Star reports that
Maverick label owner Madonna sent
Morissette a $25,000 Cartier watch as
a reward for selling five million albums.

And ... Two nights before the
Grammy Awards, Hootie & The
Blowfish entertained late-night pa-
trons of the Four Seasons Hotel bar
in L.A. with an impromptu medley of
Barry Manilow songs (People).

Steal Away

Stealing an idea from R&R's old
“Music & Movies Challenge,” Peo-
ple probes the relationships between
these theme songs and the movies
that borrow their titles (“Leaving Las
Vegas,” “Bed Of Roses,” “Unforget-
table,” “it's My Party,” “Thin Line Be-
tween Love & Hate,” “Last Dance,”
and “One Fine Day”).

“The movies have always been 20
or 30 years behind the music busi-
ness” — Quincy Jones addresses

|

2 ZIINE

Rush’s $6.7 Million Mansion Sports 16 TVs!

SCENE

the subject of racism in the film in-
dustry (People).

Check Your Sources

Courtney Love left a long vicious
voice mail with a New York maga-
zine employee last week — appar-
ently still angry that the New Yorker
now employs Lynn Hirschberg
(who wrote that famous Vanity Fair
piece on Kurt 'n’ Courtney a couple
years back). Noting the New Yorker
and New York are two different
‘zines, the latter reprints the entire
voice mail message.

“Courtney should embrace Alanis;
she is so honest and she stands for
50 much. | saw her two weeks ago,
and she said to me, ‘Tell Alanis she
sucks.’ You know, Courtney, your
music rules, but you're an idiot” —
Maverick A&R honcho Guy Oseary
responds to Love's charges that he
“must die” for his sins against the un-
derground (Entertainment Weekly).

Career Opportunities

“A guy who's sticking his tongue
out and acting like a spoiled child and
getting paid for it and having women
wanting to have his babies because
of it is a blessing” — Kiss bassist
Gene Simmons explains his moti-
vation (Us).

“No matter what happens, | keep
my integrity. | don't dance around in
chicken suits” — L.L. Cool J ex-
plains how he balances his record-
ing artist/sitcom star roles (Us).

“| became a man through being a
musician. That defined me as a per-
son, being in that genre, but it's not a
terribly easy genre to grow up in. They
don’t encourage you to grow up” —
Sting, on growing up in public (Us).

“When | started working at Tower
[Records), | was mostly into Wall Of
Voodoo and Duran Duran, and |
was wearing skinny ties and white
leather shoes. By the time | left, | was
listening to the Replacements, and
| had long hair” — Gin Blossoms
vocalist Robin Wilson recalls his
musical evolution for Us.

“He does what he wants. He goes
off on these wild tangents, and he
has enough of a core audience that
he can still make records. He doesn’t
have to be somebody's main cash
crop” — Rolling Stone cover girl
Joan Osborne on why Tom Waits
is her musical hero.

“We were two poor kids in Brook-
lyn, NY. We hung out in front of Eras-
mus High and smoked cigarettes, and
there was an art-movie house right
alongside of Erasmus, and Barbra al-
ways told me what was playing there.
| wasn't quite as serious, | was always
checking the street out for babes” —
Neil Diamond reminisces about go-
ing to high school with Barbra Strei-
sand (Rolling Stone).

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu-
fous in music news. R&R has not verified any of these reports.

VIDEO

NEW THIS WEEK

* OPERATION DUMBO
DROP (Walt Disney)
Starring Danny Glover,

Ray Liotta, and A&M record-

ing artist De-

nis Leary,
this feature
film spawned
aHollywood
soundtrack
with vintage
tunes from
the '60s.

Selections

include the

McCoys’

“Hang On

Sloopy,”

Aretha

Franklin’s

“Think,” and Jackie Wil-

son’s “(You're Love Keeps

Lifting Me) Higher And

Higher.”

Denis Leary

¢ THE PROPHECY (Miramax)

Atlantic released Skid
Row's “Breakin’ Down” as
the single to this feature
tilm, which stars Christo-
pher Walken and Virginia
Madsen.

"MUSIC & MOVIES

CURRENT {

SRS R RO

S

* UP CLOSE & PERSONAL

Single: Because You Loved Me/Celine Dion (550 Music)
* MR. HOLLAND’S OPUS (Polydor)
Single: Visions Of A Sunset/Shawn Stockman (Polydor/A&M)
Other Featured Artists: Stevie Wonder, Jackson Browne
* DEAD MAN WALKING (Columbia/CRG)
Featured Artists: Bruce Springsteen, Mary Chapin Carpenter
* BEAUTIFUL GIRLS (Elektra/EEG)

Single: Beautiful Girl/Pete Droge

Other Featured Artists: Afghan Whigs, Chris Isaak, Ween
* WAITING TO EXHALE (Arista)

Singles: Exhale (Shoop Shoop)/Whitney Houston

ks

Why Does It Hurt So Bad/Whitney Houston

Sittin’ Up In My RoonmvBrandy

Not Gon’ Cry/Mary J. Blige

Let It Flow/Toni Braxton

Count On Me/Whitney Houston & CeCe Winans
Other Featured Artists: Aretha Franklin, For Real, TLC

* MR. WRONG (Hollywood)

Single: The Things We Do For Love/Amy Grant
Other Featured Artists: Joan Osborne, Chris Isaak, Ben Folds Five
* DON'T BE A MENACE ... (Island)
Singles: All The Things (Your Man Won't Do)/Joe
Don't Give Up/lsland Inspirational All Stars
Can't Be Wasting My Time/Mona Lisa f/Lost Boyz

Renee/Lost Boyz

Other Featured Artists: Jodeci, Mobb Deep, R. Kelly

* FROM DUSK TILL DAWN (Epic Soundtrax)
Single: She’s Just Killing Me/ZZ Top (Los Hooligans/Epic ST)
Featured Artists: Mavericks, Blasters

MUSIC DATEBOOK
|

1967/The Who make their Amer-
ican debut as part of Mur-
ray The K's Easter Rock &
Roll Extravaganza show.

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

1985/Stevie Wonder wins a
Best Original Song Os-
car for “1 Just Called To
Say | Love You" from
“The Woman In Red.”
Prince wins one for the
score to his movie, “Pur-
ple Rain.”

Born: Aretha Franklin 1942, Elton
John 1947, Nick Lowe 1949,
Jeff Healey 1966

TUESDAY, MARCH 26

1965/)etf Beck replaces Eric
Clapton as the Yardbirds’
guitarist.

1972/David Bowie convinces
Mott The Hoople to stay
together by writing "All The
Young Dudes” for the
group.

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

1995/MRapper Eazy-E (aka Eric
Wright) dies of complica-
tions from AIDS.

Born: Diana Ross 1949, Steven
Tyler (Aerosmith) 1948,
Teddy Pendergrass 1950

WEDNESDAY, MARCH 27

1968/R&B giant Little Willie
John, 31, dies of a heart at-
tack while serving time for
murder.

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

1987/J2 recreate the Beatles'
rooftop concert while film-
ing the video for “Where
The Streets Have No

WS Rrereameraeteitretory-com

Name” in L.A.

1989/The Guns N’ Roses
comic book is released.

1995/EHon John and Tim Rice
win a Best Original Song
Oscarfor“CanYou FeelThe
LoveTonight" from“The Lion
King." Quincy Jones s giv-
en the Jean Hearshalt Hu-
manitarian Oscar.

Born: The late Sarah Vaughn
1924, Tony Banks (Gen-
esis) 1950, Mariah
Carey 1970

THURSDAY, MARCH 28

1964/The Beatles become the
first rockers to be cast in
wax at Madame Tus-
saud’s museum in Lon-
don.

1976An Buffalo, Phil Collins
plays his first show as
Genesis’ lead singer, fol-
lowing Peter Gabriel's
departure.

1995Ayle Lovett and actress
Julia Roberts announce
they'll soon divorce.

Born: Reba McEntire 1954,
Cheryl “Salt” James
(Salt-N-Pepa) 1969

FRIDAY, MARCH 29

ek

. r » s
Dr. Hook — everybody must get
stoned

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

1979/ric Clapton marries good
friend George Harrison's
ex-wife Patti Boyd.

1985Madonna makes her mov-

e ———

ie debut as “Desperately
Seeking Susan” premieres.

1989/Carly Simon wins a Best
Original Song Oscar for
“LetThe River Run” from
“Working Girl.” Dave
Grusin wins one for
scoring “The Milagro
Beanfield War.”

Born: Perry Farrell (Porno
For Pyros, ex-Jane’s
Addiction) 1969

SATURDAY; MARCH 30

1967/The Beatles are photo-
graphed for the “Sgt.
Pepper’s Lonely Hearts
Club Band” album cover.

1970Miles Davis releases his
“Bitches Brew” LP.

1987/Berlin win a Best Origi-
nal Song Oscar for “Take
My Breath Away” from
“Top Gun," and Herbie
Hancock wins one for
scoring “'Round Mid-
night.”

Born: Eric Clapton 1945, Ce-
line Dion 1968.

SUNDAY, MARCH 31

1958/ Chuck Berry releases
“Johnny B. Goode.”
1967/Jimi Hendrix torches his
guitar on stage for the
first time at Finsbury

Park, London.

1982/The Doobie Brothers
announce they'll break
up. The group reunites
five years later.

1995/ atina pop star Selena, 23,
is shot to death by ex-em-
ployee Yolanda Saldovar.

Born: Herb Alpert 1935, Mick |
Ralphs (ex-Mott The Hoop-
le, Bad Co.) 1948, Angus
Young (AG/DC) 1959

— Paul Colbert
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59.4 million households
Patti Galluzzi,
VP/Music Programming

MUBIC RAST
50.8 million households
Lee Chesnut, VP/Music Programming
Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS |

| ADDS |

BUSHMachinehsad (Trauma/Interscope)
OASIS/Champagne Supemova (Epic)

L.L. COOL VDoin’ It (Def Jam/Island)
AMMONIADrugs (Epic)

BAD RELIGION/A Walk (Atiantic)

COWBOY JUNKIES/A Common Disaster (Geffen)
ERIC MATTHEWS/Fantare (Sub Pop)

| EXCLUSIVE |

JANN ARDENnsensitive (A&M)
QUINCY JONES/Slow Jams (QwestWB)
GERALD & EDDELEVERT SRMind Beneath .. (E2stWestEEG)

XL |
MARIAH CAREY/Always Be My Baby (Columbia/CRG)
CELINE DION/Because You Loved Me (550 Music)
MELISSA ETHERIDGE/! Want To Come Over (/siand)
HOOTIE & THE BLOWFISH/Time (Atiantic)

JOAN OSBORNE/One Of Us (Blue Gorilla/Mercury)

BUSHMachinehead ( Trauma/interscope)
OASIS/Champagne Supemaova (£pic)

| HEAVY |

ALICE IN CHAINSHaaven Beside You { Columbia/CRG)
MARY J. BLIGENot Gon' Cry (Arista)

BRANDY/Sittin’ Up in My Room (Arista)

MARIAH CAREY/Aways Be My Baby (Columbia/CRG)
FOD AGHTERS/Big Me (Capito)

GREEN DAY/Brain Stew (Regrise)

LENNY KRAVITZ/Can't Get You Off My Mind (Virgin)
ALANIS MORISSETTE ronic (Maverick/Reprise)
PRESIDENTS OF THE UNITED ... /Peaches (CombiaCRG)
RED HOT CHILI PEPPERS/Acropiane (WB)
SMASHING PUMPKINS/1979 (Virgin)

TONY RICH PROSECT/Nobody Kriows (LaFace/Aristz)

| JAM OF THE WEEK |

L.L. COOL J/Doin’ It (Def Jam/Isiand)

| STRESS |

TORI AMOS/Caught A Lite Sneeze (Atlantic)
€00L10/1.2,3,4 (Sumpin’ New) (Tommy Boy)
O’ANGELO/Lady (EM))

DOGG POUND/MNew York, New York (Deattt Row/nterscope)
DOG'S EYE VIEW/Everything Falls Apart { Columbia/CRG)
EVERCLEAR/Santa Monica ... (Capitol)

GARBAGE/Only Happy When It Rains (Aimo Sounds/Gefferi)
GIN BLOSSOMS/Foliow You Down (A&M)

GO0 GOO DOLLS/Naked (Meta! Biade/WB)

W. HOUSTDN & C. WINANS/Count On Me (Arista)

NO DOUST/Just A Giri ( Trauma/Interscope)
RADIOHEADMigh & Dry (Capitol)

STABBING WESTWARDat Do | Have... { Columbia/CRG)
3T/Anything (MAYS50 Music)

“WEIRDAL" YANKOVIC/Amish...(Rock ‘N Roli/All American)

| ACTIVE

AMMONIA/Drugs (Epic)

BODEANS/Closer To Free (SiasivReprise)

BUSTA RHYMEESWoo-+ah! Got You Al in Check (BekrafEG)
DEBORAH COX/Who Do U Love (Arista)

MELISSA ETHERIDGEA Want To Come Over (isiand)
FUGEESFu-gee-ta ( Autthowss Columiua THE)
IMMATURE/We Got It (MCA4)

JEWEL/Who Will Save Your Soul (Atlantic)

JUNIOR M.A.F.LA./Get Money (Big Beat/Atiantic)

R. KELLY/Down Low (Nobody ...) (Jive)

KISS/Rock And Roll All Nite (Mercury)

RIS KROSS/Tonite's The Nite ( Aiurtfinuse Comba THG)
NIXONS/Sister (MCA)

JOAN OSBORNE/Right Hand Man ( Biue Gornilla/Mercury)
PHARCYDE/Runnin’ (Capitoh

SPACEH0G/In The Meantime (Sire/EEG)

TOTALNo One Else (Bad Boy/Arista)

LON |
AFGHAN WHIGSHonky's Ladder (Elektra’£EG)

BAD RELIGION/A Walk (Atiantic)

COWBOY JUNKIES/A Common Disaster ( Geffen)
CYPRESS HiLL/ilusions (Columbia/CRG)
GOLDFINGERHere In Your Room (Mojo)

JARS OF CLAY/Flood (Sivertone)

ERIC MATTHEWS Fantare (Sub Pop)

0ZZY BDSBOURNE/Ses You On The Other Side (£pic)
RUBY/Tiny Meat (Creation/WorkCRG)

STING/Let Your Soul Be Your Pilot (A&M)

SOM VOLT/Drown (WB)

TOADIES/Away (/nterscope)

Video airplay from March 18-24,

| LARGE

BEATLES/Real Love (Apple/Capitol
BLUES TRAVELER/Mook (A&M)

COLLECTIVE SOUL/The World | Know (Atiantic)

GIN BLOSSOMS/Foliow You Down (A&M)
WHITNEY HOUSTONExhake (Shoop Shoop) (Aristz)
NATALIE MERCHANTWonder (ElekiryEEG)
ALANIS MORISSETTE/ ronic (Maverick/Reprise)
SEAL/Don't Cry (ZTT/WB)

SON VOLT/Drown (WB)

| MEDIUM

ACE OF BASE/Lucky Love (Arista)

BODEANS/Closer To Free (Skash/Reprise)

TRACY CHAPMAN/Give Me One Reason (Elektra/EEG)
SOPHIE B. HAWKINS Only Love (The Ballad ) (Columb&/CRG)
W. HOUSTON & C. WINANS/Count On Me (Arista)
JEWEL/You Were Meant For Me (Atfantic)

JONI MITCHELLHow Do You Stop (Reprise)
DASISMWonderwall {Epic)

JOAN OSBDRANE/Right Hand Man (Blue GorilksMercury)
STING/Let Your Sou Be Your Pilot (A&M)

TONY RICH PROJECT/Nobody Knows (Arista)

| CUSTOM

TORi AMOS/Caught A Lite Sneeze (Atiantic)

JANN ARDEN/Insensitive (A&M)

BEL CANTO/Rumour (Atiantic)

MARY J. BLIGE/Not Gon’ Cry (Arista)

BRANDY/Sittin’ Up In My Room (Arista)

JACKSON BROWNE/Some Bridges (Elektra/EEG)
COWBOY JUNKIES/Common Disaster (Geffen)
D'ANGELO/.ady (EM))

DOG'S EYE VIEW/Everything Falls Apart (Columbia/CRG)
ENYA/Anywhere Is (Reprise)

EVERYTHING BUT THE GIRLMissing (Atiantic)

JARS DF CLAY/Flood (Silvertone)

JOE/AIl The Things (Your Man Won't Do) (/siancy
QUINCY JONES/Slow Jams (Qwest/WB)

R. KELLY/Down Low (Jive)

LENNY KRAVITZ/Can't Get You Off My Mind (Virgin)
K.D. LANG/Sexuality (WB)

GERALD & EDDIE LEVERT SR./Wind Beneath .. (EastWestAEG)
RADIOHEAD/High & Dry (Capitol)

CHANTAY SAVAGE/ Will Survive (RCA)

SOLO/Where Do U Want Me To Put it (Perspective/A&M)
BRUCE SPRINGSTEEN/Dead Man Wakin' (CobmbiaCRG)

TOP TEN SHOWS
MARCH 4-10

Total Audience
(95.9 milllon households)

1 Seinfeld (Thursday)
2 Friends
3 Caroline In The City

(tie) ER
5 Home Improvement
6 The Single Guy
7 60 Minutes
8 20/20
9 Frasler (Monday)

10 Seinfeid (Monday)

Adults 18-49

1 Seinfeld (Thursday)
2 Frlends
3 Caroline In The City
4 The Single Guy
5 ER
6 Home Improvement
7 Frasler (Monday)
(tie) Seinfeld (Monday)
9 The X-Flles

10 America’s Funnlest

Home Videos 2
(tie) Buddles
(tie) 3rd Rock From
The Sun
Source: Nielsen Media Research

5 NexT Week

: All show times are ET/PT un-
- less otherwise noted; subtract one
: hour for CT. Check listings for show-
" ings in the Mountain time zone. All
 listings subject to change.

Friday, 3/15

*Garth Brooks performs
on ABC's “Muppets Tonight!”
(8:30pm).

*Radiohead, “The Tonight
Show With Jay Leno.”

*Bo Diddley and Ed-
die Floyd are saluted for
their contributions to
R&B music on “ABC In

Saturday, 3/16

sLisa Loeb and Jimmy
LaFave perform on PBS's
“Austin City Limits” (check lo-
cal listings).

*Alan Jackson per-
forms on “The Statler
Brothers Show” (TNN,
9pm ET/6pm PT).

*Everclear, “Saturday
Night Live.”
Monday, 3/18

*Kathy Mattea and Gra-
ham Nash perform “At The
Ryman With Ricky Skaggs”
(TNN, 8pm ET/5pm PT).

*Steve Wariner, “Prime
Time Country” (TNN, 9pm ET/
6pm PT).

*Sting is profiled on a new
edition of “The South Bank
Show” (Bravo, 10pm ET/
7pm PT).

*Wynonna, “Jay Leno.”

Tuesday, 3/19

*Naomi Judd guest-stars
as a psychologist on the CBS
drama “John Grisham’s The
Client” (8pm).

*Lou Reed, “Jay Leno.”

*Collective Soul, “Late
Show With David Letterman.”

Wednesday, 3/20

*Lou Rawls makes a cam-
eo appearance on the firstin-
stallment of HBO's “Dream
On" two-part finale (10pm; part
two airs 3/27).

*Chet Atkins and Lee
Roy Parnell, “Prime Time
Country.”

Thursday, 3/21

*Everly Brothers are pro-
filed on TNN’s documentary

SRR o

3T/Anything (MAVE50 Music) Concert” (check local series “The Life And Times Of
fistings). ..” (8pm ET/5pm PT).
Video airplay from March 18-24.
» M E
Jﬁ £ mil;s;;fgllzenolds 21 million households mm
)A RN veMusic Programming Bec L;; /’:”"”;"I;mn .
- VTTogramng CONCERT PULSE

| Video Soul Top 10 VS SO Avg. Gross
2PAC YDR. DRECaiitornia Love (Death Row/Interscope) e (in 000s)
BRANDY;Sitin’ Up In My Room (Arisa) Natlonal Top 20 1 ROD STEWART e
TONY RICH PROJECT/Nobody Knows (LaFace/Aristz) 2 BOB SEGER $358.7
MARY J. BUGE/Not Gon'’ Cry (Arista) R. KELLY/Down Low (Nobody...) (Jive) 3 ACDC $317.3
GROOVE THEORY/Xeep Tryin' (£pic) DOGG POUNDMNew York, New York (Deat!? Row/inéarscope) AT $254.3
'ANGELO/Lady (EM) RAPPIN’ 4-TAY/Ain't No Playa Like .. (Rag Top/EM) :
W. HOUSTON & C. WINANS/Count On Me (Arists) J'SON/Take A Look (Hoilywood) 5 GEORGE STRAIT $254.0
FUGEES/Fit-gee-la (RufthuiseCpkmbia CHE) AZ/Doe Or Die (EMH 6 0ZZY OSBOURNE $242.1
JANET JACKSON/Twenty Forepiay (A&M) D'ANGELDAady (EM) 7 ALAN JACKSON $209.3
DEBORAH COXWho Do U Love (Arista) MARY J. BLIGE/Not Gon' Cry (Arista) 8 “YOUNG MESSIAH TOUR"  $171.2

JUNIOR M.A.FA./Get Money (Big Beat/Atiantic) e —

Information for week ending March 15.

| RapCityTopl0 |

BUSTA RHYMESo0-heh! Got You Al In Check (Bekda )
NONCHALANT/S O'Clock (MCA)

L.B.C. CREW/Beware Of My Crew (Jac-Mac/WB)
REAL LIVEA DEF & LARRY 0/Real Live (Atlantic)
REDMAN/Funkorama (Death Row/Interscope)
PHARCYDE/Drop (Capitol)

CYPRESS HILL/Musions ( Aifausa L olumba TG
GOODIE MOB/Soul Food { LaFace/Arista)

LOST BOYZ/Renee (/siand)

JAY-2/Dead Presidents (Roc-A-Fella)

Information for week ending March 16.

EIGHTBALL & MJG/Space Age (Suave/Relativity)
TOTALNo One Eise (Bad Boy/Arista)

DEBORAH COX/Who Do U Love (Arista)

W. HOUSTON & C. WINANS/Count On Me (Arista)
PURE SOUL/Stairway To Heaven (Stepsun/interscope)
MC RENMad Scientists {Ruthiess/Relativity)
CO0LION 2,34 (Sumpin’ New) (Tommy Boy)
BAHAMADUA krownowwecy (Chrysalis EMY)
BUSTA RHYMESWoo-teh! Got You Al InCheck (BaktatEs)
TONY RICH PROJECT/Nobody Knows (LaFace/Arista)
MC EMT YCMW/Thuggin' #t Up (Fpic)

MARIAH CAREY/Aways Be My Baby (Columbi/CRG)

Mot requested for week ending March 8.

10 JOHN MICHAEL MONTGOMERY $141.8

11 BRUCE SPRINGSTEEN $138.0
12 BUSH $126.1
13 kud. lang $118.9
14 WHITE ZOMBIE $104.7
15 GREEN DAY $103.1
Among this week’s new tours:

MINISTRY

The CONCERT PULSE is courtesy of Polistar, a
ion of Promoters’ On-Line Listings, (800)
344-7383; Cakfornia (209) 224-2631.
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WEEKEND BOX OFFICE

MARCH 8-10

1 The Birdcage $18.27
: (MGM/UA)*

. 2Homeward Bound li: $8.60

Lost In San Franclsco
(Buena Vista)*
3 Up Close & $8.01

Personal (Buena Vista)
4 Down Periscope $5.03

. (Fox)

5 Hellralser 4: $4.50
Bloodiine (Miramax)*

6 Broken Arrow $4.23
(Fox)

7 Rumble In The $3.51
Bronx (New Line)

8 Happy Glimore $3.25
(Universal)

9 Mr. Holland’s $3.04

Opus (Buena Vista)
10 Muppet Treasure
Island (Buena Vista)

$2.71

All figures in millions
* First week in release

Source: Entertainment Data Inc.
COMINGATTRACTIONS: No

music-related movies opening .
this week.

P ot S e

R T R
. Hot new music-related World
~ Wide Web sites, cool cyberchats,
- and other points of interests along

the information superhighway.

g 'Net Chats

. Saxophonist Warren Hill guests
. Friday evening (3/15) in the Com-
. puServe Fine Arts Forum (GO
. FINEART) at 6pm ET/3pm PT. :

Later on Friday night, Poison’s
Rikki Rockett talks abouthis new
album on CompuServe (GO CON-

. VENTION) at 9pm ET/6pm PT.

NAC artist Keiko Matsui cyber-
¢ chats about his latest project on
- CompuServe (GO FINEART) Sat-
urday (3/16) at 2pm ET/11am PT,
thenFattburger enter the same ven-
ue for a 4pm ET/1pm PT session.

: Strunz & Farah log on with
i CompuServe (GO FINEART)
{ Sunday afternoon (3/17) at
: 3:30pm ET/12:30pm PT.
! RockersGreat White appear on
¢ Prodigy (jump CHAT) Tuesday
night (3/19) at 10pm ET/7pm PT.
Roseanne Cash will tak te fans
‘ on Prodigy (jump CHAT) Wednesday
i night (3/20) at 9pm ET/6pm PT.
:  Prodigy kicks off its new “Rock
- Novel” series with Widespread
- Panic bass player Dave
Schools (jump CHAT), Thursday
night (3/21) at 9pm ET/6pm PT.

. On The Web

Here's an interesting concept:
If you're looking for musical rec-
ommendations, check out “Fire-
fly” at http://www.ffly.com —
then enter the names of your fa-
vorite performers, rate a few new
releases, and Firefly will use that
information to come up with a list
of other albums you might like.
And of course, if you want to then
buy any of those releases, its
shopping service is just a click or
two away.

PR

e

e

— r——ttnan sy 2 aricanradiahictnrs com
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Already on

WEDJ  WWST
KHOM  WRHT
WRVW WEHN
WDIX  WSSX
KJYO  KKRD

WYKS
WERZ
KQXY
WXYK
WAYV

WSPK WWKZ WWKX
WMRV WKMX KZHT
KMCK  WMGI WJJS
WQGN KFFM  KCAQ
KISR KQIZ WOCQ
WELY  KSMB KISX  KFRX KWTX WSKS
WSNX WDJB KDUK KCHX KQiD

The Debut Single Featuring Remixes By
MANHATTAN PROJECT AND E SMOOVE
From The Album
MEMORIES OF THE SOULSHACK SURVIVORS

Produced by Mike Mangini & Shane Farber
Z8%%.  Co-produced by Bass is Base

ISLAND

Secret Sells Denver Duo To Chancellor!

ate word out of Denver has Secret
LCommunications telling KIMN & KALC

staffers the stations will be sold to
Chancellor. (This completes the swap-plus
$3$ deal for KTBZ/Houston, which Chancellor
sold to Secret.) An LMA becomes effective
immediately; KIMN & KALC GM Gayle Shaw
exits. Local speculation has KIMN flipping to
Country.

Rumors

* Will there be some major changes on the execu-
tive horizon at Death Row?

* |s RCA negotiating with VP/Nat'|/AC Promo Bon-
nie Goldner to assume Skip Bishop's post — once
the VP/Pop Promo segues to the MCA Exec. VP/Pro-
mo gig in August?

s is former MCA Music Entertainment Group
Chairman Al Teller is about to re-emerge in June with
his own BMG-financed West Coast label?

* Will ex-KYSR/L.A. PD Randy Lane strike a stra-
tegic alliance with former partners Dan Vallie and Jim
Richards or is Jeff Pollack wooing him?

¢ Did KIOVSF morning co-host Shirley The Stunt
Girl tell the world she's splitting for mornings at
KYSR/L.A.? Will she be joihing ex-MTV VJ Mark
Goodman?

¢ Is KRQR/SF about to name local radio {egend
Dave Logan PD?

* Will we see a new CHR station —similar to KHKS/
Dallas — debut in Houston? And is WRZK/Talla-
hassee about to flip to CHR/Rhythmic?

¢ Is ex-KZDG/Denver morning driver Jonathan
Wilde headed for wakeups at KPLX/Dallas?

*|s Beasley so thrilled with the performance of
WPOW/Miami interim PD/midday maven Kid Curry
and acting MD Phil Jones that there's no rush to fill
the open PD and MD slots?

* Will WERQ/Baltimore nighttimer/interim PD Ko-
nan cop the official nod when GM Cathy Hughes
retums from vacation? Could that also mean addi-
tionat duties for MD Camllle Cashwell and Promo-
tion Dir. Jeff Lyons?

* |s WTIC-FM/Hartford MD Tony Bristol about to
cop the open PD slot at WKCI/New Haven and work
with consultant Scott Shannon?

¢ KMLE/Phoenix moming team Tim Hattrick &
Willy D. Loon and PD Shaun Holly resigned last
week. Although WKXK/Chicago OM Ted Stecker
says he’s heard the rumor, he won’t confirm that the
duo is heading to the Windy City after their KMLE
contract expires in June. Holly, who leaves in three
weeks, toid KMLE officials he will be pondering his
future during an extended vacation.

¢ Capricorn Recordsis 4 $ale, and ST hears Poly-
Gram, Disney, and I.R.S. are interested. ST also
hears the frontrunner is PolyGram, which already
owns the old Capricorn catalog.

Incidentally, ST hears KTCL/Denver also
may be making an Altemative-to-Country move.

Virgin VP/R&B Promo Wayman Jones
exits to become Sr. VP/R&B at Mercury.

Elektra VP/AC, Hot AC & NAC Suzanne
Berg departs. She had been with the label the
past nine years.

Scott Meier, VP/GM at Alliance-turned-
Infinity Country outlet WYCD/Detroit, adds the
same duties for Infinity Talk outlet WXYT.

Is Z100/NY GM Jeff Dinetz about to clear
the air after months of speculation? Will Z100
VP/Programming Steve Kingston stay with the
station or move to crosstown WXRK by week’s
end? What about Kingston’s non-compete?

ST also hears Z100 MD Andy Shane is
being heavily courted by WKTU PD (and ex-
Z100 MD) Frankie Blue. If Kingston walks, will
Shane’s decision by swayed by the choice of
Z100’s next PD? Or would Shane cross the
street to WXRK with Kingston? Does a Texas
gunslinger have the pole position for the PD gig
if Kingston splits? Stay tuned ...

WRCX/Chicago morning manatee
Mancow Muller was suspended for three days
for insubordination, according to the Chicago
Sun Times. This is Muller’s second such
problem in recent weeks; he served a one-day
suspension on February 27 for having a
member of his show crash into crosstown
sister WLUP Prez/GM Larry Wert's office — at
which time he was warned never to attack
company execs or Loop personalities by name
again.

Mancow's latest episode occurred when he
blamed Wert for the resignation of sister
WMVP personality Steve Dahl; he also blamed
him for the breakup of Dahl and longtime
partner Garry Meier in 1993. According to the
Sun Times, Muller remarked, “If anything |
were doing was illegal, I'd stop it immediately.
But if | give in on this, what's next? Everything |
say can make somebody angry. For me to talk
about behind-the-scenes stuff frightens the
suits, but | know my listeners love it. I'm not
willing to give up my freedom of speech.”

ST hears Paxson Communications will be
looking to “protect its Rock market interests” by
aligning Miami properties WZTA and WSHE in

Continued on Page 20
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"Take A Look,

The Debut Single

#1 NEW & ACTIVE #4
CHR/POP 739 Plays ﬁITE'j
CHR/RHY 362 Plays AL
Over 65 Stations On

Read what your p'eers are saying about J’son

WNVZ-Norfolk “Itis a great mass appeal, fun sounding record that keeps building every day.”

Don London
KKFR-Phoenix “What, another quote? Isn't radio convinced yet?!”
Don Parker
WNNK-Harrisburg “Great Testing female record 20-39.”
John O'Day, PD
WWKX-Providence “If you haven't yet, take a look at J'son again, it will light up the phones.”
Joe Dawson, PD
WFLY-Albany “For a station like FLY 92, the song fits perfectly.”
Mike Morgan, PD
KLUC -Las Vegas “J’son is an across the board hit requesting and researching Top 10.”
Cat Thomas

1-94-Hawaii “This song never ceases to amaze me, just when I think it's going to burn, callout comes!”
James Coles

KWTX - Waco “I think this is a record, a very strong song. Everytime we put his one on, people want to

know who was that?! What was that?!” Tom Martens
WFHN -New Bedford “Song sounds great on the air. Young adult women are telling us they want to

hear it.” J.R. Reitz, PD
WMGI-Terre Haute “Top 10 phones...40 spins again this week...it's a HIT for us here...Everybody

should “Take a Look” at this record! Beau Richards
KFRX-Lincoln “Sounds great on the air!!!...Especially considering the lack of a strong ”Pop” product

these days...that's why I added it! Sonny Valentine
WDJB-Ft Wayne “#5 Record on “Ft.Wayne's 10 most wanted”...Great pure pop record...The feel

of Top 40.” Scott Thomas
KQID-Alexandria “Top 10 Requests in all age groups.” Kahuna

RECORDS

— i A -adade icanradiohisternacaia
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ItS a jungle
out there...
Music Express
soothes the

savage beast.

Los Angeles: .
1-800-255-4444

New York:
1-800-421-9494

* World-Wide Afilliates: All 50 states throughout the
U.S., Canada, Mexico, England and Australia. )
English-speaking chauffeurs in Western and Eastern
Europe, Hong Kong and Japan.

Call for our free video tape.

Nobody does better
what we do best.
®
Limousine Service
© 1995 Music Express. Inc.

Continued from Page 18

a Jower/upper demo approach. Rumors of
switches to Country, Classic Rock, or anything
else may be premature, but don’t count All-
Sports out.

There’s also been 16 tongues o’ talk on
about WDRE/Long Island going Country.
Hmm.

WNWR/Philly talk host Ted Watley is in
stable condition after being shot repeatedly
Friday night as he left the Talk station’s Bala
Cynwyd studios. Station Manager Doug Bertel
told reporters he believed the attack was
prompted by Watley’s “take-no-prisoners” on-
air attitude.

However, Watley, 53, has a long and
colorful history peppered with numerous
arrests. In 1993, for example, he pled guilty to
“theft by deception” for failing to deliver on a
promised boxing event featuring Larry Holmes
as well as for planning a religious revival that
never took place. His WNWR show aired
during brokered time.

Thanks to Higher Octave recording artist
Craig Chaquico, who wowed the crowd with

his performance at the world-famous Club

R&R on Thursday (3/7).

Rumbles

* Classic Rock WOFX/Cincy adds the syndicated
Bob & Tom Show to morning drive; morning host
Robin Wood will join the morning cast on sister sta-
tion WCKY on March 26.

* Cox Broadcasting will buy WHEN-AM & FMW/
Syracuse from Park Communications. Price undis-
ciosed at presstime.

* KRRQ-FM/Lafayette, LA will debut its 50,000-
watt Mainstream UC format on Monday (3/18). Its
6000-watt crosstown sister KFXZ will shift from Main-
stream UC to Urban Oldies. PD Frank Tray and GM
Todd Sterling will perform those respective duties
for both ouytlets.

« KPWR/L.A. promotes' MD Bruce St. James to

+ . APD and former KHQT/San Jose MD Pete Manriqu-

ez to AMD.

* WGIR/Manchester, NH names ex-WLLZ/Detrolt

APD/MD Todd Thomas PD/MD. GM Jon Erdahl will
“give up the programming reins-to focus @a manage-~ g
ment, and'MD Karen Anderson segues to producer

of the Dan Pierce show on Talk sister WGIR-AM.

* KGOT/Anchorage PD Mark Murphy adds OM,
duties for parent Comco Broadcasting’s KYMG &
KYAK/ Anchorage and KIAK-AM & FM & KAKQ/
Fairbanks. Murphy will hire a new KGOT PD, too.

* Former WKHI/Ocean City, MD PD/moming mack
Jack Da Wack becomes Ops Dir. of crosstown WZBH
& WSSR. Joining Da Wack is former WKH! Produc-
tion Dir/moming co-host Michae! O'Brien. Will Da
Wack add WZSK to his business card as well?

* WLZR/Mliwaukee's Troy Hanson segues to the
PD slot at KATS/Yakima, WA.

» KLSX/L.A. evening talk show host Mother Love
exits. Her shift is being filled by “Love Connection”
host Chuck Woolery for now.

* Ryan Seacrest has joined KYSR/L.A. for nights,
not afternoon drive.

¢ Derrick Brown joins Viacom Lite AC WLIT/Chi-
cago as Programming Coordinator.

* Dame Media RockAC WRVV/Harrisburg, PA re-
signs OM/PD Chris Tyler to a four-year contract.

* Steve Cherry is the new PD at WITL/Lansing,
Mi. He was previously PD at WQMX/Akron, OH and
WJiM/Lansing. interim PD A.J. Wilson retains the
midday shift.

* After 20 years in middays at WIVK/Knoxuville,
Bob Thomas will relocate to the L.A. area.

* Didja catch WKDQ/Evansville, IL morning stars
Sam Yates & Stan Clark on CBS-TV's “Guiding Light”
on Wednesday (3/13)? Yates played a doctor and
Clark portrayed a patient in three scenes.

* Phil Boyce becomes WABC/NY PD.

* Vince Frugé tapped as WIZF/Cincy VP/GM.

* Oliver North debuts Talk show from flagship
WWRC-AM/Washington.

* CHR KXXX-FM/SF becomes Gold KFRC-FM with
Kevin Metheny as PD.

* Leap O’ The Week: PD Bruce Gilbert jumps from
WVAF/Charleston, WV (#148) to WHTX/Pittsburgh

(#20).

* Tony Gray named WRKS/NY PD.

* KBEQ/KC PD Steve Perun to oversee Capitol
Broadcasting Co. sister station WKEE-FM/
Hantington, WV.

* Chuck Buell becomes KHTR/St. Louis moming man.

* Joey Reynolds named WNBC/NY afternoon driver.

N4

* Southern Broadcasting appoints Gary Edens
President/CEO and Bob Jones Vice Chairman.

¢ Jim Kefford promoted to Drake-Chenauit
Enterprises President.

* James Wesley elevated to Cox Broadcasting
Exec. VP/Radio.

« Tom Cuddy joins WPRO/Providence for late-nights.

v

* Howie Castle becomes WLCY/Tampa PD.
* Jonathan Doll promoted to WIVY/Jacksonville APD.
* Andy Barber joins KING/Seattle for nights. I

Best wishes to industry promo legehd

Moe Preskell, currently at home recovering

from heayt strgery.

Congratulations to 14-year R&R Graphics

veteran Lucie Morris and husband Rick,
who became parents for the first time when
their daughter, Desiree, was born — precious

nanoseconds prior to ST’s deadline, whatta
pro! — on Tuesday, March 12.

Recorts

* Look for former Zoo Dir/Nat'l Promo Dana Keil
to jump to Elektra, where she’ll team with Sr, Dir/AC
Promo Lindy Thurman in a similar capacity. And ...
Elektra SF promo rep Pam Newman becomes local
promo manager for Epic in L.A.

* EMI Nat'| Dir/Alternative Promo Todd Bisson
exits over philosophical differences.

* Columbia/Nashvlile Dir/Nat'l Promo Bob Mitch-
el resigns to retumn to his hometown of Bakersfield to
join the Billy Bob’s Texas Inc. board of directors. It's
not official, but Mitchell's replacement will be ex-RCA
Dir/Eastern Regional Promo Ted Wagner. Mitchell
will remain at Columbia during the transition.

In the meantime, look for Columbia/Nashville re-
gional rep Steve Massey to move to a similar posi-
tion with A&M/Nashville.

* After 12 years with I.R.S., marketing honcho Paul
Orescan exits for the Dir/Mktg. post atMCA Records.

E
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Underworld - Second Toughest...
it sounds like nothing you ve ever
heard and it makes you punch walls
with joy. It is a record to transform
dance music. -Mixmag

in stores March 19

New KMFDM
coming in June

The Last Supper
Soundtrack

Featuring: KC & The Sunshine Bamed,
UB 40, Sam Philips, Birdbrain,
Shonen Knlle, - Scare by

Mark

in stores April 2nd

Heavy Soundtrack
coming soon
teaturing: Evan Thurston Moore

Maortal Kombat

Platinum soundtrack

Featuring. KIVIFOM, Type 0 Negative.
Fear Factory and 6//ZR

6 months on Billboard Top 100

George Huntley - Brainjunk
Connells singer songwriter
solo effort in stores now

Over 20 AAA stations already.

‘New Connells - Weird Food...
coming in June.

Gravity Kills - Guilty

#80 R&R Alternative Chart

#83 on Billboard Monitor Modemn Rocks
Top 5 Phones (Gavin)

Most added at Metal Radio
‘Guilty’ is the best song on the
air right now.” Max Tolkoft Gavin
On tour now with

Sister Machine

Sister Machine Gun - Burn
Top 10 CMJ Record
Top 20 Metal Hits/FMQB/Gavin/CMJ

High Octane Tour
cruising the country, March
and April.

Dancehall Kings 1 & 2,
and Dancehall Queens

Big up to the Dancehail
Kings and Queens massive!
Featuring Bounty Killer,
Ninja Man, and Lady Apache
Top 20 Bilbeard Rogpae Chart!

GAZ/R - Plastic Planet
featuring

Geezer Butler (Biack Sabbath)

& 3urten Bell (Fear Factary)

#1 Metal Record-Hits/FMQB/Gavin.

uaany omaricanradicohistornz.cam.

Spookey Ruben - Modes of...

Top Ten Athum of the Year
Larry LeBlanc Billboard

Top Ten Album of the Year
Nick Robinson Music Week

“My favorite album of the year, by far.”
-Eric Mathews {Sub Pop Recording Artist}

Offbeat - A Red Hot Soundtrip
AIDS benefit compilation featuring
music by DJ Krush, My Bloody Valentine,
Moby, Soul Coughing and More.

“A highly creative high-concept
compilation....werth explering” -Spin

Mic Geronimo - The Natural

#9 Rap single - Hits

2nd smash single “Wherever You Are”
dropping. April 2nd

Royal Flush - Ghetto. Millionaire
{debut album)

next up on Biunt “Movin’ on your
weak Production” - need we say more.
"Phat! Phat! Phat!”" - KCSB. First

single out commercial.

Psykosonik - Uniearn
#11 Billboard Club Play Record
#1 Net Record

Chainsuck - Angelscore
coming in May.

ecords.com
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Texas Trio’s Top Talent Tips

L1 Veteran Alternative and Rock PDs talk Texas music and how to program it

When it comes to producing Alternative and Rock acts,
Texas sure isn’t a Lone Star state.

With the South By Southwest
Conference in full force, the lead-
ing radio and record execs will be
in Austin, personally acquainting
themselves with a red-hot streak
of young bands breaking out of the
Lone Star state.

Alternative or Rock Texans
who’ve had gold and platinum
success in the past year include
Tripping Daisy, Deep Blue
Something, and the Toadies. Oth-
ers such as the Nixons are pick-
ing up substantial airplay that
could take them to those lofty
sales levels. As respected artist

Spot

says Adult Alter-
native KGSR/
Austin PD Jody
Denberg.
“Those bands I
mentioned are
rootsier than oth-
ers because

that’s where my
tastes lie. But
there’s another
layer of Texas al-
ternative-based
bands making inroads.”

Denberg says he hasn’t made
any changes to his playlist over the
last year to ac-
commodate the
depth and
breadth of new
Texas bands
making waves
at radio and re-
tail, mostly
“because
we’ve always
accommodated
them. We nev-
{ er look at the
playlist as hav-
ing a certain
percentage of
Texas bands. If
there are 10
great  Austin
records then
we’ll play
them all. If
there aren’t

Jody Denberg

manager and Rainmaker Records
co-owner Paul Nugent told R&R
earlier this year, “The awareness
generated by bands like the Toad-
ies has carried forward to other
groups who don’t have major-la-
bel deals.”

Two major factors are general-
ly credited for the Texas explo-
sion: intense competition among
Alternative, Active Rock, Rock,
and Adult Alternative stations, and
a population base large and di-
verse enough to support a wide
range of artists. Here’s what a trio
of programmers in the Alternative
and Rock arena had to say about
the new talent scene in Texas and
who might break out in "96.

KGSR’s Denberg
Top-of-mind picks: Alejandro
Escovedo, Teisco Del Rey, 8 1/2
Souvenirs, Terry Allen, Ugly
Americans, and the Tailgaters.
“There’s a lot of great music
coming out of Texas and Austin,”

any, then we
won’t.

“I hate to make any grand pro-
nouncements on things like where
we are on the music cycle because
I don’t think music moves like
that. The cycles are related more
to quality than quantity. Some-
times there’s a lot of product out
there and sometimes there isn’t.

“It’s kind of hard for us when
there’s a flood of music or a streak
in a certain music style because if
it’s all good and we play a lot of
it, it tends to flavor the station.
We’re always careful about that.
Two or three years ago there was
a lot of folk-based singer/song-
writer music from artists like
Darden Smith and Jimmie Dale
Gilmore.

“It’s hard to say if there is more
great music now than there was five
or 10 years ago. If there is more now
it’s because of the proliferation of in-
dependent labels. People can now go
into a studio and make a record with-
out having to spend hundreds of thou-
sands of dollars. That in itself has
contributed greatly to what we get to
choose from, and that’s not going to
change unless the labels go away.”

KTXQ/Dallas’s Redbeard

Top-of-mind picks: Spet, Fun-
land, Quick Serv Johnny, Tablet,
Little Sister, Hagfish, and Andy
Timmons.

When it comes to Texas bands,
KTXQ/Dallas MD Redbeard
thinks locally. “Here’s my
premise: when Pearl Jam,
Soundgarden, and Nirvana
popped out, they didn’t call it the
Washington State scene. I’ve
talked to music
professionals in
all aspects of the
business — pro-
grammers,
record compa-
nies, and concert &
promoters — [
and most of
them are un- §
aware that bands §
like Tripping
Daisy an%pthc e
Toadies are from Dallas-Ft.
Worth.

“It’s a great disservice to the dif-
ferent markets when you lump to-
gether Dallas-Ft. Worth, Houston,

Nixons

M ARAA DA arlc.onLadialatetar e 0om

and Austin. It’s like comparing
Nashville to Memphis. Those are
two very different towns when it
comes to the music. The same
goes for the cities in Texas, which
have very specific local influenc-
es.

“At the time when ZZ Top,
Stevie Ray Vaughan, the Fabu-
lous Thunderbirds, and Edie
Brickell and the New Bohemi-
ans were getting the headlines, it
was safe to say there was more of
a Texas sound. But it’s evolved so
much beyond that now.

“The key to the Dallas-Ft.
Worth music scene is its diversi-
ty. But it’s also one of main rea-
sons this market has not gotten the
attention or recognition it deserves
— because no one sound domi-
nates. With Seattle, there was a
similarity of sound that went a
long way in

Sadof doesn’t think in terms of
local music scenes. “It’s interest-
ing that so many people put it in
the perspective
of cities. During
an interview I
had with [Pearl
Jam’d Stone
Gossard, he
said there
wasn’t really a
‘scene’ as much
as it was a
bunch of musi-
cians who were
making music
and having fun. I agree with him,
It just so happens there have been
a fair number of bands who hap-
pen to live in Dallas who are mak-
ing music that’s being recognized.

“In talking with bands from Dal-
las that play in Houston we keep

David Sadof

marketing
and popu-
larizing the
scene be- 7
cause it al-
lowed peo-
ple outside
the market
to focus on
a particular
style of mu-
sic.”
Redbeard |§
is taking ad- ¥
vantage of
the flood of
Texas tal- |
ent. He says
aboutadoz- |
en bands
from the |
market —
includiung "
Spot, the
Toadies,

Toadies

and Trip-
ping Daisy — are getting regular
or current rotation ranging from
15 to 60 spins per week. “When |
talk with the bands I make sure
they understand that in order to
make it onto full rotation their mu-
sic has to stand up to the Pearl Jam
song before it and the U2 song af-
ter. We can’t sound like a minor-
league station for three minutes
when we are playing their music.
But the great thing about today’s
environment is that I have so
much to choose from.”

Like many other programmers,
Redbeard believes that a local mu-
sic focus pays dividends. “When |
was programming then-Rock
WZXR/Memphis, I was in a sim-
ilar situation and witnessed what
an effect a vibrant music scene can
have on a station’s ratings. The
beauty of what’s happening in Dal-
las-Ft. Worth is that it’s been go-
ing on for the past year and a half.”

KTBZ/Houston’s Sadof
- Top-of-mind picks: Atticus
Finch, Crazy Killed Mingus,
Rubber, Alice’s Tin Pony, and the
Suspects.

Unlike his Dallas contempo-
rary, KTBZ/Houston MD David

hearing that it’s actually very dif-
ficult for them in Dallas. They
say everybody is falling over the
ones that are already signed, but
that there isn’t a lot of interest
in the unsigned bands.”

Yet like Redbeard, Sadof says
Houston’s music scene offers
fans a wide variety of choices.
“Every musical style is recog-
nized, unlike smaller cities where
people tend to focus on a similar
style of music. There’s not a par-
ticular style of music that jumps
up and defines Houston. What
defines Houston is that we have
a melting pot of bands, some of
whom are very experimental.”

When it comes to program-
ming local talent, Sadof states,
“We don’t do a show that fea-
tures local talent. I do a new
music show and my approach is
not to be concerned about where
the bands live. I want to play
great music and if it’s a local
band, then all the better.

“If the local bands get on the
air then it’s a compliment to
them because they are compet-
ing on the same level. They
sound as good as all the other hit
songs I’m playing.”
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Escovedo ‘Barges’ Into NAC With “All This Love’

Count Latin jazz musician Pete
Escovedo among the veterans reap-
ing the benefits of NAC’s explosion.
The renowned instrumentalist is en-
joying significant mainstream com-
mercial airplay across the nation for
the first time in his 25-year career
with his cover of the El DeBarge-
penned “All This Love.” Reported
by 33 stations on the NAC panel, the
song is taken from Escovedo’s Con-
cord Records album “Flying
South,” released to retail January 30.

To get the ball rolling at NAC, Di-
rector/Promotion Allen Farnham
says the company’s top priority was
to gain approval of programming
consultancy Broadcast Architec-
ture. With that in the bag, the label
then serviced NAC and Hot AC with
edited versions of the song, as well

Pete Escovedo

as a sampler CD of other cuts.

Yet even before that, says Farn-
ham, the label and Escovedo knew
they wanted to do something that
would appeal to the mainstream au-
dience yet remain true to his roots.
States Farnham, “We all wanted the
record to cross over and reach other
markets and Pete had that in mind
when they were producing the
record.”

That strategy seems to be work-
ing at radio. Observes KBLX/San
Francisco MD Ron Cadet: “Pete is
a Bay Area artist and we always try
to spotlight those performers. But
this time around he has taken the fla-
vor of pop Urban music and mixed
it with his own sound. And that’s a
very powerful combination which
works well in this market.

“It was a pretty smart move on
his part because this is the kind of
sound that is becoming more and
more popular in NAC. Our philoso-
phy with covers, like any NAC, is
that the artist has to do something
different to the song or improve it,
or else it’s just Muzak. Pete put a
somba spin on it and made a great
song for NAC.”

Clayton-Felt’s ‘Window’
Of Opportunity

A modern rock offshoot of the soft-
er and kinder roots records that have
been working the past year at Active
Rock and Rock radio is beginning to
find its way to Alternative radio, and
Josh Clayton-Felt is enjoying the

ride. The ex-School of Fish o

vocalist/songwriter’s first sin-
gle, “Window,” taken from his
A&M debut solo album, “In-
articulate Nature Boy,”debuts
at No. 49 on the Alternative §
Chart. The album hits retail
March 19.

Observes WDRE/Long
Island, NY PD Ted Taylor,
who has been on the scout for
records like “Window”: “We
are going a little bit more
adult and female with our sta-
tion and this is a great record §
that fits both categories.
We’re going up against about
five Alternative-oriented sta-
tions in the market, including
a hard-edged station like
WXRK (K-Rock)/New
York. We can’t go head-to-

RCA’s Mysteries

It usually starts with just a hand-
ful of stations. In the case of RCA-
signed foursome Mysteries Of Life,
the label and group are hoping the
early endorsement of the single “Go-
ing Through The Motions” by Adult
Alternative stations KBCO/Denver,

£ 4 . ,
Josh Clayton-Felt

head with them, especially with our
signal, so this is our way to differenti-
ate ourselves and serve our market.”

Taylor, who says the single is get-
ting top 10 phones after about a
month on the air, thinks the song
could have a long life at his station.
“The early indications are that it’s
going to be a slow-build-slow-burn
record along the lines of Spacehog’s
‘In The Meantime.’”

In setting up the record, A&M sent
Clayton-Felt on a two-month concert/
radio promo tour. Says VP/Promotion
Jack Isquith, “Josh was well-known
and well-liked at radio from his work
with School Of Fish and we wanted
to rekindle those relationships. But we
felt that doing only a promo tour was
not the way to go. We wanted him to
play live in order to build a touring
base, but we also wanted to allow ra-
dio to discover him as a solo artist.”

Clayton-Felt currently is opening
for labelmate Del Amitri on their tour
through April, although that could be
extended by a couple of months.

WBOS/Boston, and WRNR/Balti-
more begins translating to the rest of
the panel. KBCO has already been
playing the track — from the album
“Keep A Secret” — for about one
month and currently is spinning the
song about 16 times per week. The
album, described as a *“Velvet Under-
ground meets Morphine” mix
dropped at retail February 27.

Observes VP/Promotion Dave
Loncao, “We serviced Adult Alterna-
tive and Alternative about one month
ago and have been watching careful-
ly to see how it would grow. We have
enough early believers now that we’re
really going to start going for it at
Adult Alternative. And we’ll do the
same thing with Alternative.”

Loncao says one main focus is get-
ting the Bloomington, IN-based
group on the road. “We’re already
looking at a couple of regions where
we can put them in a residency-type
tour and let them gig around and build
a following.”

Mysteries Of Life

H.O.R.D.E., Lollapalooza
Lineups Solidify
Have you H.O.R.D.E. the news? Early word has Blues
Traveler, Lenny Kravitz, Rusted Root, and the Dave Mat-
thews Band headlining the annual H.O.R.D.E. tour, slated
to visit 40 markets this sum-

mer. If youcan’'tgetto a ven-
ue, try hitting the computer
store to pick up Philips Mul-
timedia’s “All Access: The
H.O.R.D.E. Festival.” The
new double CD-ROM fea-
tures performances and in-
terviews with Matthews,
Sheryl Crow, Ziggy Marley
& The Melody Makers, and
a previously unreleased g
track from Blues Traveler
called “Stand.”

Lollapalooza update:
San Francisco punk/pop
foursome Rancid are ex-
pected to join Metallica,
Soundgarden, and the Ra- |
mones on the main stage
this summer. Said to be in-
terested in joining the tour
are: the Cocteau Twins,
Coolio, the Fugees, PJ Harvey, Orbital, and in guest ap-
pearances Johnny Cash, Waylon Jennings, Lou Reed,
Patti Smith, and Neil Young.

in other tour news, look for the Sex Pistols to announce
their reunion tour plans this Monday (3/18). The rumored
site for the band’s first gig in 20 years is London’s 100 Club,
where the band first gigged live ... Metropolitan Enterfain-
ment and a group led by Creative Artists Agency (backed
by the Walt Disney Co.) are the two leading bidders for U2's
impending world tour. Numbers being bandied about include
a $50 million guarantee and a $700,000 contribution to per-
show costs. U2’s last outing grossed around $70 million, rank-
ing it as the sixth highest-grossing tour ever ... R. Kelly's “Top
Secret Tour” launches April 4 in Rochester, NY. Joining him
are L.L. Cool J, Xscape, andSolo ... Neil Diamond kicks off
his international tour June 18 in Boston ... Cracker is rehears-
ing for their upcoming tour, which launches April 4 in Victcria,
Canada and works its way to the U.S. by mid-April.

Cranberries Reward ‘Faithful’

The Cranberries are set to deliver their new single, “Sal-
vation," to radio on April 8. The irish foursome’s third Island
album, “To The Faithful

Rancld

Departed,” drops at retail
May 7. Produced in Dublin
by Bruce Fairbairn, the
album contains 13 original
songs ... Gloria Estefan
plans to release a new al- |
bum of original material — |
her first in five years —this
June ... SWV's sophomore
set for RCA, “New Begin-
nings,” is slated for anApril
23 release. The first single will be “You're The One” ... “Ear
Candy,” the new album from Atlantic hard rock trio King's
X, goes to retail May 28 ... Steve Wariner's new Arista/
Nashville set, “No More Mr. Nice Guy" — featuring guest
appearances by Leo Kottke, Bon Jovi's Richie Sambora,
Chet Atkins, and baseball great Nolan Ryan — hit retail
March 12.

In the studio: Blues Traveler plan to hit the studio this
September to begin working on their next album. Their first
live album is expected in June ... Luscious Jackson is in
New Orleans working on a new album with producer Daniel
Lanois. The group has already wrapped up sessions in New
York. Look for an early fall release ... Also in the same studio
are Better Than Ezra, who begin work on the follow-up to
their platinum debut. A fall release is planned ... Capitol ai-
terna-group the Figgs have completed mixing their new Eric
Rachel-produced album.

Cranberries

Morissette Wins Five Junos

Alanis Morissette continues to rack up awards, adding
five Junos to her Grammy-laden mantle. Morissette won
Female Vocalist of the Year, Album of the Year, Best Rock.
Album, Songwriter of the Year, and Single of the Year ... The
House Of Blues continues its expansion, this time opening
its fifth restaurant/concert venue in Myrtle Beach, SC.

- AL A aric anradiohisteoni.colt e
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Weirdness ruled the set of the video shoot for Weird Al Yankovic's “Amish
Paradise.” On hand forAl's bad hair day are (I-r) All American Music Group
President Chuck Gullo, producer Craig Armstrong, Florence Henderson,
Yankovic, and All American Music Group VP/Creative Services Doug Hav-
erty. Al American Music Group is the newly formed parent company of
Scotti Bros. Records.

For Immature Audiences Only |

|
Vocalists Immature held a benefit concert in L.A. recently, raising $25,000
to aid member Marques “Batman” Houston’s mother, who's battling can-
cer. Pictured backstage at E Camino College are (I-r) group manager Chris
Stokes, MCA Records President Jay Boberg, the group’s Batman and
Romeo, Exec. VP/MCA Records Abbey Konowitch, and the group’s LDB.

KOST Does k.d. hang

T TR

Rod Roddy.

After performing recently at L.A.’s Universal Amphitheatre, k.d. lang (third
from ) did the hang thang with (I-r) KOST 103's Assistant PD Johnny Chiang
and Station Manager/PD Jhani Kaye, and “The Price Is Right” announcer

Salaries
Continued from Page 1

Salaries for news directors ranged
from $10,000 per year to $81,000
and averaged $23,300. In 1994, the
average was $23,200. Salaries for
radio news anchors and reporters
showed a similar increase: The av-
erage anchor salary was up from
$23,100in 94 to $23,800 in 95 and
ranged from $10,000 to $55,000;
reporters’ average salary was
$16,400 in 94 and $19,100 in *95,
ranging from $10,000 to $30,000.

Papper admitted that the survey
would give a more complete picture
of the industry if broken down by
market size; it will do so in the fu-
ture, he said. He added that future
surveys may also contain data on
news salaries at networks, where the
buik of radio news is produced.

Network Growth
“What we’re seeing overall is a

trend,” he said. “There’s news on
fewer and fewer radio stations. [ re-
member when medium-size markets
would have {every station] in news.
Today, there’s maybe one station in
that medium market doing news.
Today, [radio news is] being done by
people like Metro [Networks] and
by state news networks. If there’s a
radio news growth area, it’s there —
it’s not at the station level.”

The upcoming presidential elec-
tion and summer Olympics should
give stations (and their employees)
a boost in 1996, but Papper doesn’t
think the new Telecommunications
Act will have a similar short-term
effect on salaries. “Theyre gobbling
up stations like crazy. The question
is what are you going to do with
them? A lot of the news consolida-
tion has already taken place. They
simulcast more; it’s not going to be
good for jobs. But news will get hit
less than other areas.”

(8]

Prior to launching his “Looking East” tour, Jackson Browne
Looking at the camera are (I-r) R&R Rock Editor Cynde
Haffley, KSCA's Robert Lyle, Browne, KSCA's Nicole San
Promotion Lisa Michaelson, VesperAlley artist and Browne’s background vocalist Vonda Shepard, and Elektra Na-
tional Dir./Rock Promotion Al Tavera.

performed a full set for
e Maxwell, KSCA/L.A. PD Mike Morrison, R&R’s Missy
dler, R&R Alternative Editor Sky Daniels, Elektra Dir/AAA

a lucky crowd of industry insiders.
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Barrett

Continued from Page 1
black Republicans are liberal ?” ob-
served one communications poli-
cy insider.

Stalled Successor?

It’s unlikely that an appointment
will be made before the November
elections. The Republican-con-
trolled Senate will stall any Clinton
appointment in order to give a pos-
sible incoming Republican presi-
dent the chance to fill the vacancy.

In the meantime, the FCC will
operate with four members. Three
votes will still pass a rule, although
the Commission could now dead-
lock on issues.

The Commission has operated
with three commissioners in the
past. In 1988, there were three com-
missioners under Chairman Dennis
Patrick; in 1993, there were three
under acting Chairman/current
Commissioner Jim Quello.

Barrett has clashed with current
Chairman Reed Hundt on several
topics, including Hundt’s plan to
require broadcasters to provide
three hours of children’s TV each
week. Barrett is also the sole com-
missioner to show initial opposi-
tion to a current proposed rulemak-
ing to streamline EEO.

Commissioner Quello, who has
also clashed with Hundt, an-
nounced that he would not seek re-
appointment this year. He could
potentially stay until Congress ad-
journs in 1997.

I
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Continued from Page 1

that appears greater than the U.S.
economy,” remarked RAB Presi-
dent/CEO Gary Fries. “Earlier this
year we anticipated that both local
and national radio revenues would
continue to be robust through 1996,
and the fact that local business is the
comnerstone of this industry only
strengthens our earlier forecasts.”

Hardin
Continued from Page 3

two years. Since I know something
about each of them that they’d prefer
to keep quiet, the extra money should
come in handy.”

Priorto joining "EBN, Hardin pro-
grammed WAZU/Dayton and
WVRK/Columbus, GA. He also has
served as Asst. PD at WLRS/Louis-
ville.
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Continued from Page 3

airstaff are former crosstown KKFR
swinger Carey Edwards in after-
noons, KVRY late-nighter Steve
Cuomo in that slot, and KVRY part-
timer Rick Curtis in overnights.

Talbot told R&R that KZZP is
much less rhythmic than crosstown
CHR KKFR. “They do very well in
many demos, but we’re much more
mainstream and pop-based.”

Among 34 rated signals in this
fall’s Arbitron, KVRY placed 15th
(2.5), trailing KKFR (7.0, No. 2), Lite
AC KKLT (3.5, No. 11), and main-
stream AC KESZ (3.2, No. 13). In-
cidentally, the KZZP call letters be-
longed to a construction permit in
Winner, SD.

%

EMI’s Dc_'f Ears

2

Rap artist/producer Erick Sermon recently joined the majors when he pact-
ed to have EMI promote, market, and distribute his Def Squad Records.
Sermon (left, with EMI President/CEQ Davitt Sigerson) will base Def Squad
at EMI's New York headquarters.
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Automotive Driving A Strong Second Quarter

Second-quarter sales are shaping up nicely for News/Talk
stations, based on my conversations with GSMs around the
country. The one universally strong category: automotive.

WRVA/Richmond GSM Ken
Wayland is looking at a strong sec-
ond quarter, with local sales running
8% ahead of last year. His station’s
strong categories include automotive
and clothing. Retail, he adds, is also
starting to rebound as merchants at-
tempt to make up for sales lost dur-
ing the first quarter’s harsh weather.

Wayland cites radio’s ability to
react quickly and creatively to the
needs of those merchants as one rea-
son local stations are grabbing a fair
amount of newspaper and television
ad dollars.

“I think radio’s spontaneity has
helped a lot,” says Wayland. “When
retailers decide they need to have a
17-hour sale right away, they don’t
have time to produce a television
spot.”

But on the down side, Wayland

Last year, it was
tough to even
discuss baseball.
This year,
everybody wants
inon it.
—David Kelley

notes, national business is “very
soft,” and the once-thriving health
care category is off, primarily be-
cause of a medical conglomerate’s
acquisition of three Richmond-area
hospitals that used to air competing
advertising.

Paper Losses

WTMJ/Milwaukee is also si-
phoning some newspaper dollars.
GSM Jeff Kuether explains that
local advertisers have been less than
thrilled with the Journal Compa-
ny’s recent decision to merge its
morning and afternoon papers into
a single moming publication: “There
is some dissatisfaction there, and we
were the direct beneficiaries.”

According to Kuether, WTMJ’s
second quarter is pacing ahead of last
year, with automotive leading the
charge. “It’s our [biggest] category
and our leading growth category,”
he points out. One disappointing cat-
egory: banking.

WTMI is also reaping the bene-
fits of the recent arrivals of such na-
tional retailers as Circuit City in the
Milwaukee area. His sales staff, he
explains, is able to take full advan-
tage of that situation thanks to the
station’s addition of a retail market-
ing expert — a former beer distri-
bution executive who has taught the
AEs the inner workings of the retail
game.

A few hundred miles to the east,
WJIR/Detroit GSM Bob Schick is
also anticipating a solid second quar-
ter. “We’re running ahead of bud-
get,” he reports. “In fact, the whole
year looks great.”

Schick is particularly pleased with
his station’s performance given that
last year was off, due largely to the

When retailers
decide they need
to have a 17-hour

sale right away,
they don’t have
time to produce a

television spot.
—Ken Wayland

baseball strike (‘JR is the Tigers’
flagship) and the death of legendary
morning man J.P. McCarthy.
According to Schick, WJR’s hot
categories include automotive, rec-
reational boating, and banking.

Diamond Is Gold

The KMOX/St. Louis sales staff
is marveling at what a difference a
year can make. Last year, in the wake
of the baseball strike, the station
couldn’t give away Cardinals spon-
sorships. This year, baseball is white-
hot with advertisers.

_NEWS/TALK

March 15, 1996 R&R ® 25
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KSTP-AM/Minneapolis recently donated $7410 to the HealthEast Hos-
pice in memory of talk host Don Vogel, who died last year. The station
raised the money by selling a CD compilation of Vogel's best shows. On
hand for the presentation of the check were (I-r) KSTP-AM PD Steve
Konrad, HealthEast Senior Director Kathy Lucas, Janet Vogel (Don's wid-
ow), HealthEast's Amy Carey, and KSTP President/GM Virginia Hubbard
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“Last year, it was tough to even
discuss baseball,” says GSM David
Kelley. ““This year, everybody wants
inonit.”

Kelley attributes the changed at-
titude to numerous changes to the
team from new ownership and a new
manager to a new stadium infield
and several new players.

Automotive is doing well for
KMOX at the manufacturer and deal-
er association levels, but is somewhat
soft at the individual dealer level,
Kelley notes. Real estate is also hot,
and while retail is off for the month
of March, it’s pacing ahead of 1995
for April, May, and June.

WTIC-AM/Hartford GSM
Jim Principi says his station is
slowly recovering from a first-
quarter slump caused, in part, by
nasty East Coast weather. Febru-
ary was weak, and March and
April are just starting to come
around.

“In the past couple weeks,
we’ve started to see some in-
creased activity,” says Principi.
“But we see no sign that this
year’s second quarter will be as
strong as the [record-breaking]
second quarter of last year.”

*TIC’s strong categories include
health care, banking, telecommuni-
cations services, and automotive.

WOR/New York is hoping toride
the waves from a strong first quar-
ter to an equally impressive second
period. “The first quarter was pretty
delicious for us,” says GSM Jerry
Crowley. ‘‘Pacing looks good for the
second quarter — I'm predicting
we’ll finish 7%-10% ahead of last
year.”

Crowley says automotive, direct
response, and retail are doing well
for the station. The station is also
reaping the rewards of an aggressive
campaign aimed at convincing agen-
cies to use WOR to cover the 35-54
segment of the 25-54 demo.

There is some
dissatisfaction
[with the local
newspaper] and
we were the direct

beneficiaries.
—Jeff Kuether

« TV lonitoring
Service

SW provides a brief synopsis
of the noteworthy issues
and points raised on the key
broadcast and cable news
shows.

oW Networks presents...

« Clipping
Service

SW culls the most provocative
news items from newspapers
and magazines across the
country and around the
world, providing great fodder
for your talk hosts.

SW
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« Show Prep

SW delivers current events,
politics, lifestyle, and human
interest stories to use as
catalysts for lively on-air
conversations.

PROGRAMMIN

«ee 8 Talk Prep Service Package providing access and
valuable information to help you deliver great talk radio

+ Production
CDbs

SW supplies your station
with a collection of exclusive,
original music including
commercial and promo beds,
feature themes and show
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on-air production values.
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hosts to interview.
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CONSTANT EVOLUTION

SKY DANIELS

Handling The Transition From
Renegade To Revenue-Maker

lternative music has been embraced by the mainstream. So when did the

inmates start running the asylum?

Historical overviews tend to be rendered
irrelevant by the Alternative format because
it’s on a constant mission to uncover what’s
next. Which lifestyle trend? Which band?
Which radio station? Which musical trend
will be the next to become part of this ex-
ploding phenomenon?

This may be a format obsessed with for-
ward-thinking. But 1t’s still necessary from
time to time to take stock of where the for-
mat is and how it got here. R&R’s first Al-
ternativate-themed special, “Tomorrow Is To-
day,” examines issues affecting the format —
imaging, multiformat acceptance, core artists,
current/gold ratios, emerging tech-
nology, and future challenges —
by talking to programmers, con-
sultants, and label executives
whose creative decisions will help
maintain its accelerated growth.

Hopefully, it will provide
some positive insight as to what
must be done not only to grow,
but to grow stronger. Success has
come fast to many. But for those
who have been dedicating their
careers to building the Alterna-
tive universe, it’s been a long
time coming.

Welcome To
‘Mall-Ternative’

There are a number of Alterna-
tive programmers who have am-
biguous feelings, at best, about
this growth surge. To quote one of
the format’s originators, “With
growth comes the emergence of
‘Mall-ternative.”” People who
have labored long and hard to cre-
ate acceptance for this format
sometimes resent the intrusion of
johnny-come-latelies. Twenty years ago, punk
rock fostered an acute awareness of a music
culture whose needs, rather demands, failed
to be met by the mainstream.

At that point many of the Alternative for-
mat’s pioneers went into action, challenging
the status quo at radio, clubs, the press and,
ultimately, major labels. Back then, playing
cutting-edge artists didn’t get you nominated
for industry awards, it got you fired.

One can empathize with those who’ve
made real sacrifices to advance the cause over
the years. But it’s too late to try to preserve

RADIO

FOLGER

GAMBLE HALLORAN

many of those early crusaders’ ideals. Once
a notion gains this much momentum, the
move to “massify” is forced upon it. Major
labels and massive broadcast corporations
have laid their claims; the gold rush is on.
Artists and stations alike will spring up, be
bled dry, and then be left behind like the
‘mining towns of yore. And the stampeding
masses will trample any precious artifact
that isn’t secured.

The challenge to remain unique and ac-
tively lead will be weighed down by the in-
creasing demands of commerce. Those who
do manage to keep their original sensibili-

ties intact will deserve every accolade af-
forded them.

With all the industry heat, the best we can
hope for is conditiona] compromise. There
will always be those artists, programmers, and
executives who refuse to sell out, at least com-
pletely. Alternative has to count on the fact
that there will be leaders who won’t succumb
to greed, coercion, and politics. True leaders
will use their position to do more than pad
their finances or celebrate their egos. They’ll
find ways to merge art with Arbitron, poetry
with profits, and caring with competing.

Fast-Moving Front
Everything is moving fast on the Alterna-
tive front. The hunger for new, emerging suc-
cesses is ravenous. Trying to stay ahead of the
competition is afootrace for the fleetest. Trends
— both musical and attitudinal — take hold
momentarily, are tested, and then are discard-
ed with such rapidness that it leaves program-
mers and labels alike gasping for their breath.
In such a highly charged atmosphere, emotions
can run hot. On a good day, that means passion
and enthusiasm. On a bad day, it spells anger
and frustration. On every day, it indicates just
how important this format has become.
The importance of the format can be mea-
sured in many ways. The number of R&R
stations in the Alternative panel has
grown from 13 a mere five years
ago to nearly 100 today. Ratings
growth has been strong and steady.
Labels have dedicated their focus
toward building a stable of artists
to superserve the format’s goals. Just
what constitutes “Alternative” is be-
coming a growing concern. As the
music is embraced by more and more
of the masses, there’s a scramble to
affix Alternative “credibility” on any
act with the right hair.
During conversations with the spe-
cial’s participants, I sensed a collec-
tive awareness that the format has
reached a plateau. Many of the for-
mat’s leaders realize that the challenge
now is to develop stations on a full-
spectrum basis, especially focusing on
mornings. Stations must begin to win
the morning wars — either by devel-
oping their own or importing an es-
tablished act by satellite (at last count
Howard Stern was broadcast on 11
Alternative outlets).
Marketing is also a major issue.
With attitude and image so funda-
mental to the format’s success, this is an
area that will have more importance in a
station’s growth. Finally, broadcast owners
are recognizing the mainstream potential an
Alternative outlet now carries, and that in
turn should create the revenue base that will
make Alternative success lucrative for all.

But while the format may have reached a
plateau, it’s far from reaching its peak, ac-
cording to the special’s participants. So this
is just the first of what R&R hopes will be
many features dedicated to the Alternative
arena. We hope you enjoy it.
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What’s Ahead ... |

» Preserving The Alternative Image

Radio programmers tackle this and other
format issues. Begins on Page 28

* Too Much Success Too Soon \
Label promotion execs explore the challenges
on the musical front. Begins on Page 30

» Consuitant’s Corner

Tom Calderone, Liz Janik share their views
on the Alternative landscape. Pages 30, 35

 The First In Line

Rick Carroll: the founding father of
Alternative radio. Page 50

« Still Left Of The Dial

Artist Paul Westerberg talks about his new
LP ... and all things “Alternative.” Page 53

« Revolution Evolution
The top 20 from 1991-1995. Page 54

Alternative Lifestyles

It would be untair to simply apply

numbers when describing Alternative radio
listeners. That said, Interep and
AccuRatings conducted research on the
subject and came up with various demo-
graphic and qualitative profiles. These
findings appear throughout the pages of this
special. First up: a basic overview of who
Altemative listeners are. Males constitute
57%; females 43%. The breakout by demo:

Aduits
Adults 25-34
55-64 30%
1% I
Adults \,\
45-54 &

3% Adults
18-24
Adults 28%
35-44
14%
Teens
24%

Source: AccuRatings/Interep Radio Store/Simmons 1995
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Celebrating A Tradition Of Artistry And Excellence
For Over /3 Days

Fleming & John
“I'm Not Afraid”

22 Brides
“Lullabye ‘96"

Ho Hum
“One Out Of Ten”

The Hunger
“Vanishing Cream”’

Beatrice Nine
“Bare Bulb”

Grover i
“Yeah, I’'m Dumb” £

TERD
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Preserving The Alternative Image

Format leaders discuss how to develop ‘stationality’ — and still remain a market force

veryone wants a piece of the action at Alternative now. A record comes
out and is embraced by the format. Then seemingly overnight the record
is on five formats, receiving 300 plays a week in each market.

This can — and does — cause quicker sat-
uration and quicker burn. Sometimes the pre-
ponderance of play can drive the core listener
away. So how canAlternative outlets stay “Al-
ternative” while keeping a watchful eye on
the competition? Several leading PDs and
consultants share their strategies.

‘Essential Theme’

For Jim McGuinn, being too. definitive
may not be the right solution. It certainly is a
lot more difficult now than it used to be years
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ago. Trying too hard to be the Alternative sta-
tion can be a problem. I wasn’t the PD [then],
but in the beginning of 1995, WDRE became
the Underground Network. The idea was to
move to the left of where everybody was and
stake out a definite position.

“The only thing it did was stake out about
half of the ratings that it used to have. I wasn’t
here so I don’t know what the execution was
like — but it doesn’t seemn like it worked. It’s the
imaging, it’s the promotion, and the attitude that’s
conveyed in everything you do with the station.

“Everything starts from an essential theme.
If you’re the Alternative/Modern Rock/New
Rock station, everything should correlate to
that overall attitude. If you’ve got a 45-year-
old jock who was playing Classic Rock three
months ago and is now trying to act hip be-
cause he’s playing Green Day, people can see
through that. It’s the same thing with some-
one coming at the format from a CHR ap-
proach. You may be sharing 80% of the mu-
sic, but you remain the Alternative station
through your stationality.”

Broad Spectrum

Mike Halloran believes stationality, espe-
cially for a heritage outlet, can solidify an Al-
ternative image. “The answer lies in the fact
that the [ Adult Alternatives] in the world, and
such stations as Star [Hot AC KFMB-FM],
The Flash [format rival XHRM-FM], and
Rock 102 [KIOZ], have this idea that what
they’re doing is new, different, and exciting.
And what it really comes down to is they’re
trying to come up with a justification for what
they do.

“Up until a year and a half ago, Rock 102
was a pretty bad Metal station. When bad met-
al disappeared, they were stuck without any-
thing to play. So they played material that they
felt sounded like bad metal. But it was mate-
rial we were playing all along ... Soundgar-
den and bands like that. Same thing with the

AC-type stations playing the Enyas and Na-
talie Merchants of the world.

“Alternative to me has always been the all-
encompassing thing. Even back in the old punk
rock days in the clubs; we would play every-
thing from Grace Jones to the Sex Pistols. No-
body ever said you can’t play Grace Jones in a
punk bar because she was just as much ‘punk’
as the punks were — it was just a different style
of music. Same thing with the early reggae art-
ists who came out — like Peter Tosh — and

even some of the early rap stuff. Most of that
got played on the Alternative stations.

“Alternative has always been able to spread

its wings. Stations like The Flash realize there
are some people out
there who cannot han-
dle the expanse of ev-
erything from Public
Image Limited to
Public Enemy. But
they look at it like, ‘Oh
well, we’ll just play
this side of it,” and
they’ve never really
been able to survive. They’ve [rarely] gotten
out of the high twos [as far as ratings are con-
cemed]. Alternative is supposed to be a broad
spectrum.”

Catering To The Core

Richard Sands contends that the music-
sharing problem many Alternative PDs are cop-
ing with will eventually fade away. “This is the
biggest issue facing Alternative radio today. In
Jjust about every market now there are up to
five stations playing the same music, or at least
partially the same music. It’s a big problem,
but I don’t think it’s a problem that’s going to
last forever because it can’t last forever.

“There are only a few stations around that
have been Altemnative for a long time — Live
105 is one of them. The thing that brought
[listeners] to stations such as ours was that we
were different than everybody else, and they
weren’t looking for the music that everybody
else played. So for those original core listen-
ers, it’s a drag to scan the dial
and hear the same songs
everywhere.
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We have to keep flooding
[the audience] with new
things... [and] continue to
play their favorite songs.

—Bill Gamble

“At our station we’ve made a concerted
effort to continue to service those people, try
to find new discoveries for them, and image
our station as being ‘on the cutting edge.’
We’re still playing new music and helping
listeners discover new bands so they can say
to their friends, ‘Hey, have you heard so-and-
s0?" And the respondent will say, ‘No, I
haven’t heard that!,” as opposed to ‘Hey, have
you heard the new Smashing Pumpkins?’
and the respondent saying, ‘Yeah, I heard that
on five stations.” We’ve made a major effort
to continue to break ground, and I think we’ve
done a good job of it.”

Balancing The Seesaw

““The whole job right now is about balancing
the seesaw as it goes back and forth. We want to
have as big a cume as possible, and we do have
one of the biggest
cumes the station has
ever had. But we also
don’t want to give up on

—-—raroirEr

keep the balance.
“Some stations that
aren’t doing as well
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and don’t really care |
about their ratings can keep playing as much |
new music as they want and not play anything '

that will become mainstream. But Live 105
wants to have good ratings and make a lot of
money, and we’ve done a really good job of it
so far. And that continues to be our goal.”

Straying From Safe Radio

Bill Gamble’s strategy is to simply give the
audience what it expects from an Alternative
station. “They expect us to take risks and to
literally make mistakes. I think they are a lot
more forgiving than other audiences. We owe
it to ourselves to continue to take chances and
be willing to make mistakes because how safe
is it to put on a Marilyn Manson record? I
don’t know. We don’t think of it that way, but
we know that’s one of the fundamental ex-
pectations of this audience.

“Compared to any other format — whether
it’s Rock, Active Rock, or CHR — [Alterna-
tive listeners] want to hear what’s new and

different. And at the same time, that
makes it different, easier, and
harder to pro-

Continued on
Page 57

The Rentals’ Matt Sharp (c) mugs for the camera with (I-r) KOME/San Jose PD Jay Taylor,
KITS/SF VP/Programming Richard Sands, and KROQ/L.A. PD Kevin Weatheriy.
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the people who love us. |
I’sabattle every day to

JoEL FOLGER
TITLE: Program Director
STATION: KDGE (The Edge)/Dallas

WORKING CLASS STIFF FOR:
Bonneville International
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. Singled Out

Not surprisingly, the vast majority of Alter-
native listeners aren’t married.
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30%

10%

Source: Simmons 1995

Radioheads

Alternative radio listeners are heavy
radio users who rank below average in
TV viewing:

158%
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Source: Simmons 1995

i You may be sharing
g 80% of the music,
§ but you remain the
i Alternative station
through your
stationality.”
—Jim McGuinn
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Too Much Success Too Soon

Is multiplatinum sales status a power base — or a ticket to overexposure and other pitfalls?

n an era when information can be communicated worldwide in a split sec-
ond, it generally takes less than a New York (or L.A.) minute to take a rock

act platinum.
But what happens when the act just isn’t
prepared to live up to the expectations creat-
ed by such lofty sales? Even worse, what hap-

@
>
-
&
c
e
L
—
e

pens the next time out when radio and fans
alike demand another miracle? Lately there
have been a number of platinum follow-ups
that have had to endure the pitfalls of “over-
night” success.

With that in mind, R&R talked to some of
the format’s leading promotion execs to see
how they deal with this situation.

Dangerous Ground

“It could definitely put a band in danger,”
says Gary Spivack. “How the hell are Hoo-
tie & The Blowfish going to follow up this
record? When I was at MCA, Live — who
are completely influenced by U2 and R.E.M.
— stopped. They said, ‘No more singles, we’re
done.” It probably lost them 2-3 million in
sales, but the burnout factor was minimized.
They were setting themselves up. I think Live’s
next record will probably make them the big-
gest rock band in America.”

Adds Bill Carroll: “It’s incumbent upon
labels, artists, and management to control
overexposure without impeding the natural

growth of a hit record. Expectations to follow
up [a multiplatinum debut] are elevated to a
point where, in most instances, they’re impos-
sible to meet, much less exceed. Many soph-
omore releases suffer greatly because of these
unrealistic expectations.”

Matt Pollack heeded simil<r wamings
while devising a marketing strategy for Bet-
ter Than Ezra. “When we sat down with
this record, it was for the long term. We said,
‘Our ultimate goal is to go platinum.” We
were shooting for gold, minimal platinum,
and we would have liked to have shut it down
after maybe three singles, which we pretty
much did.

“Ezrais a textbook example of when it goes
right because even though there’s a percep-
tion that we sold over a million, we sold just
about a million. We could have worked an-
other single and probably gotten it. But we
deliberately made a decision to protect the
band from overexposure at an early stage in
their development.”

Pressure Cooker

“I don’t think a band suffers from achiev-
ing multiplatinum success on the first album,”
notes Dawn Hood. “The real challenge is
dealing with the pressure that comes with be-
ing an overnight success and the band main-
taining the commitment to its fans. The minute
a band loses sight of where it came from and
lets industry pressure dictate the next move, it
will most likely suffer.

*“The rapid growth and hit mentality of Al-
ternative radio has created an environment
where artist loyalty isn’t as important as it once
was to the format. There are no guarantees
that radio will be waiting with open arms on
subsequent releases.

“And there are things to consider such as
length of time between albums, new trends, a
band’s ability to redefine its sound and im-
age, etc. Possibly the only guarantee from ra-

CONSULTANT’S CORNER

facing Alternative today:

® Alternative Image: Everyone [——
is at a crossroads right now, [won-
dering] what to do with a lot of these
bands that have crossed over. If
stations, particularly Alternatives,
don’t pay attention and image them-
selves with these hit records and
big bands that got them their rat-
ings — and at least use them in a
competitive, strategic fashion — the
format will go back down to the rat-
ings and attitude it had six or seven
years ago: “Well, the Top 40 and the

Galderone: Becoming
The ‘Big Dog’ Station

acobs Media consuitant Tom Calderone discusses the major issues

Tom
Calderone

AOR are playing it, so we can’t play it anymore.”
The one thing Altemative radio has done
effectively — and needs to continue to do —

is make sure the audience knows the
station is living up to its image. Alter-
native radio was embraced by a lot
of listeners because they felt theirs
was a station that takes risks. That
doesn’t necessarily mean you need
to [stop] all the hit records that got
you ratings. But telling the audience
that you take chances — unlike all
the other radio stations — is one way
to image your station against those
trying to share the music.

A lot of that will come down to pre-
sentation. Credible jocks, credible promotions,
and being on top of current events — more
Continued on Page 57

www-americanradiohistory com.

dio is initial curiosity and excitement for the
next release. So the pressure is on the artist to
deliver great music and keep fans happy no
matter what.”

Careful Where You Cross

The caution factor intensifies when a mul-
tiplatinum album crosses over to other formats,
according to Pollack. “We’ve seen a couple
of multiformat artists this year who have had
huge multiplatinum successes, [and] I would
really be hard-pressed to say those are going
to be repeat success stories.

“People get very leery about sharing music
when a record crosses into the AC arena —
although not as much as from Altemative to
Rock, or even to a larger degree Alternative
to Pop. All of a sudden programmers say, ‘I
don’t want to see Natalie Merchant in an AC
spot on television. That’s a turnoff to me. What
are you guys doing to actively de-promote
that?’ “We’re in this business to expose our
artists in every single venue we can. We don’t
want to take away a venue where an artist can

potentially sell more records. But there’s a &

mindset that exists.”

Steve Tipp isn’t as concerned about the
threat posed by a multiplatinum debut. “I think
bands suffer to a certain extent. With mega-
success comes a certain amount of burn with
the saturation airplay and MTV play. The 22-
year-olds have to go on to something else be-
cause their 15-year-old brothers and sisters
have it, and they want the next [thing]. But
we’re in this as record companies to sell
records, and bands are in it to reach-a wider
audience. Otherwise, they can sign with com-
munist record conipanies.”

“I"d rather have it,” Jack Isquith says of
a multiplatinum debut. “The overall premise
that it’s necessarily a bad thing follows more
of an older model of artist development. You
don’t have to build every band the way
Soundgarden was built on A&M or the way
Rancid is being built right now. Sometimes
this whole question of too much too soon is
an oversimplification; the danger may be over-
rated. I think it depends more on the kind of
music the band plays and — as they sell more
and more — the band’s ability to control as-
pects of their imaging and the people they’re
in business with.

“It would be naive to say the danger [of
multiplatinum debuts] isn’t a concern. But the
upside is the fact that you are now a band that
wields power internally within your label and
externally in the marketplace because you’ve
sold millions of records. You have the ability
to not rush that process because you have the
financial stability to do so. That’s what the Gin
Blossoms did. They took their time writing
their next record, they were cognizant of some
of the scrutiny that might come, and they’ve
done areally admirable job of writing a record
that was absolutely true to them.”

“Every artist is different,” sums up Ted
Volk.“[Look at] the Stone Temple Pilots
— a lot of people thought that wasn’t go-
ing to happen, and they’ve been able to
back it up quite well. I think Bush will def-
initely back it up and Alanis Morissette
will, too. Everybody knocks Green Day
but look at ‘Brain Stew.’ It’s researching
great and still selling quite well. It’s not
going to do seven million, but what’s
wrong with two and a half?”

R R T on o8 s 5 S S

B CaARRoLL
TITLE: National Director/Alternative
LABEL: London Records

FLIES FIRST CLASS BECAUSE OF:
Meat Puppets, Portizhead

Smells Like High Income

Despite the relatively young age skew,
Alternative listeners tend to live in high-
income households:

i
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Source: Simmaons 1995

Byte This!

Personal computers are quite popular
with Alternative listeners. Here’s how
computer ownership breaks down by
format:

Public Radio

100=Normal

Source: AccuRatings National Format Trends Study 1995
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Industry Focus A Blessing ... And Burden

This long-ignored format is enjoying its day in the music-industry sun. And
all the attention is a long time coming.

Alternative radio has proven its viability not
only as a moneymaker but also as a respected
avenue through which new and established
bands gain major-league exposure.

Support, Finally
Jim McGuinn views Alternative’s current
popularity as a blessing and a burden. He was
programming the format five years ago and
“banging my head against the wall, trying to
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get some support from the record companies.
Be careful what you wish for; it might come
true. Now we have a whole different set of
headaches.

“It’s not enough to just throw on some cool
records. If you’re a PD, you’ve got to be able
to put together a complete radio station. And
if you’re good at radio, you can do that in any
format. Look at Bill Gamble. He’s done that
in AC, I think in Country, and in Alternative.

“The [phrase] Alternative PD almost doesn’t
make sense. You just have to be a great PD.
And you’ve got to be able to build a great prod-
uct and follow a lot of the things that have made
sense for years in radio: rotations, clocks, com-
mercials, and promotions. It comes down to
attitude, the skew that you put on your station.”

‘Good For Business’
As far as Mike Halloran is concerned,
“No matter how hard a label and/or an artist

is pushed on somebody, it really doesn’t make
a difference. It’s going to happen regardless.
If we play something and people like it, they
will be into it and it will sell lots of copies.
The end result is now that the industry real-
izes they can make a lot

tions in the country now compared to only 50
a few short years ago.

“It certainly feels like when the competing
AORs of the late *70s and early *80s were the
focus of the music industry. In the mid-’80s,
it was CHR; now Altemative is in the spot-
light. And along with that [focus] comes bet-
ter label A&R departments, better bands, and

better songs. There's

of money on this, they

atremendous trickle-

will do the same thing ’ ood . rma down effect that has
they did before. It’s not It's 9’ to_ be in a fo t long-lasting implica-
the first time people ~ that’'s so highly regarded. i, on the format.”
havesaid, ‘Okay, Alter- And it’s nice to be at a radio “I think it’s still a
native’s the thing.’ station wh rec blessing,” concurs

“All the bands that tion ere the ord Richard Sands.
come out holding onto  INdustry really cares about good to be in a
this [idea], ‘Okay, we’re -you as opposed to format that’s so
alternative, let’s work it . m E highly regarded.
on [Alternative radio]’ Ignores you. And it’s nice to be at
... itreally doesn’t make —Richard Sards aradio station where

a difference. If they’'re

the record industry

really good, they’ll
make a living at it and they’ll survive.”
“Anything that puts our format or the mu-
sic we play into the national consciousness
is good for business,” suggests Gamble.
“How excited was everybody four years ago
when there were seven Alternative radio sta-
tions? They were not excited: The ‘college
kid’ did it.”

really cares about
you as opposed to ignores you. I’d rather have
it this way.

“That being said, it can get overbearing
with the amount of calls, the amount of at-
tention, and the pressure that’s placed upon
radio. But if you’ve been around as long as
I have, you just learn to deal with it.”

Focus A
Good Thing

Joel Folger is not
ambivalent about the
matter: “It’s a good
thing. There are some
of us who remember
what it was like being
in the Alternative are-
na when, from a label
perspective, [it was],
‘Oh yeah, the college
guys down the hall.’ I
saw a clipping in USA
Today that said there
are close to 200 com-
mercial Alternative sta-

dustry folk.

Reprise’s Steve Tipp (r) hangs out with Lush and other in-

e —————Ti— e o P
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B GAMBLE
TITLE: Program Director
STATION: WKQX (Q101)/Chicago

WORKING CLASS STIFY FOR:
Emmis Broadcasting

Keeping Up With
The Joneses

Here's how Alternative listeners’ house-
hold incomes stack up against the popu-
lation as a whole. For example, Alter-
native listeners match up rather evenly
in the $40k-$50k annual household in-
come group. And they are 85% more
likely than the general population to live
in $60k-$75k households.

under sooc [

$20-30k

$30-40k 13%

61%

185%

174%

177%

100=Normal

Source: Simmons 1995
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ALTERNATIVE

Can ‘Alternative’ & ‘Successful’ Co-Exist?

B It’s hard for an act to maintain its format distinction once it crosses over

he distinction of being Alternative is harder to maintain now that suc-

cess has brought multiformat acceptance. Even the word “alternative”

— which has completely lost its initial meaning — now seems to be-
long to any format that wants it. Record execs bemoan the problem, but
doubt anything can be done to remedy it,

“It’s absolutely harder [to maintain one’s al-
ternative status),” says Bill Carroll. “In many
cases the playlists from Alternative stations,
Active Rock, and alternative-leaning CHRs
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look quite similar. I believe the industry uses
the word alternative because there’s no other
means to define new, popular music.”

Steve Tipp agrees, adding, “Alternative is
only what this format is called. It’s not really
what’s going on out there. When Alanis
Morissette is the No. 1 album in the country,
there’s nothing alternative about it. That’s just
a gold hit record.”

True To Lifestyle

“Ten years ago, the chances of an alterna-
tive act breaking through at mainstream were,

slim to none,” according to Dawn Hood.
“Now a hit song is a hit song, and the same
research principles are being used at Pop and
Alternative radio to achieve ratings. The dif-
ference between the two is that Alternative
radio is true to the lifestyle and definition of
the Alternative listener and the image/sound/
artists that listener has come to expect from
the format.”

Matt Pollack agrees that format lines are
blurred more than ever before. “Right now,
in a lot of cases, there’s very little difference
between an Alternative station and an Active
Rock station in a market. They’re really equal
as far as the music — the only difference is
the lifestyle of the listener, the library, and
— hopefully — the presentation. But really
the library is what distinguishes them.

“You used to be able to start a record at Al-
ternative radio and very comfortably cross it to
Rock and then CHR. In the last year and a half,
it’s become very difficult to do that. Active
Rock stations feel alienated [because] they’re
not serviced with the record at the same time.

“How does a company basically shove
somebody off and say, “We want this just to
be Alternative. Sorry guys, later on for Rock.’
There are the rare records, like Folk Implo-
sion’s, which have a harder time getting onto
a Rock station and makes it easier for you to
market and promote it at the Alternative lev-
el. But unfortunately, those instances are far

fewer than, say, Stone Temple Pilots, Space-
hog, or Pearl Jam.”

“What is an alternative hit?” asks Gary
Spivack. “I don’t think anybody knows any-
more. And a lot of the problem goes back to
the bidding wars — all the bands are sign-
ing, and they have no base. Hootie & The
Blowfish, for example, had a southern base
firmly intact before they released their de-
but record.”

Vicious Circle

According to Hood, “The Alternative for-
mat was catapulted into the limelight with the
introduction of Soundscan, which reflected
massive album sales for alternative artists with
only a small ratio of stations: playing these
bands. I would question whether Pop radio
would have ever played Nirvama without see-
ing the incredible [sales] results when the al-
bum was released.

“Now an alternative image seems to be a
standard that almost every new band aspires
to, whether they truly understand the original
meaning of the word or are genuinely influ-
enced by this music.”

Ironically, it’s almost impossible for art-
ists to maintain that alternative image once
they’ve achieved major sales success. “Once
you’ve sold, let’s say, more than a million
records, you’re just at a point where so many
people have heard you that you’re beyond
pure alternative,” says Tipp. “Unfortunate-
ly, your core fans may not be into you any-
more because you ‘sold out’ to a broader
range of consumers. But that’s all in the
music — it just happens to appeal to a wid-
er range of people.”
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Dawn Hoop
TrrLE: Sr. Director/Alternative
LABEL: Virgin

FLIES FIRST CLASS BECAUSE OF:
Smashing Pumpkins, Cracker

Higher Learning

Considering the strong link between

upper-incomes and higher education,
it’s no surprise to learn that Alternative
listeners are 26% more likely than the
average adult to have a college degree.
In fact, 57% of Alternative’s listeners
boast some degree of higher education:

I 68% ‘
120%
126%
T
100=Normal ——!

Sourcé: AccuRatings National Format Trends Studv 1995
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® Alternative Image: You have tobacktrack
to the basics and re-examine “whatis anAlter-
native listener?” Altemative listeners know who
they are and recognize the music that fits for
them. They're very eclectic in their tastes. And
that has always defined Aitemative. Today, Al-
temative has become a Rock Altemative. That's
suitable in some markets for strategic reasons.
But on a general level, the Altemative listener
is much too active a music consumer to be fim-
ited to one style.

Presentation is extremely important. If an-
nouncers are talking at the listener — not one-
to-one — that creates a mood of hype rather
than intimacy. The Altemative format is very
much a companion for people who love new
music. The Altemative listener also is likely to
be information-oriented. So even though this
is a music-driven format, it may be appropri-
ate to include news, news features, and mu-
sic-driven features.

® Industry Attention: It's a burden because
they have a few single success stories and
now that's the entire parameter of the format.
So the focus of what they present to Alterna-
tive radio has become fairly narrow-minded

and pigeonholed. And
there’s a ot of stuff out
there that you listen to and
forget immediately. it just
doesn’t grab your ears or
your heart.

Having seen what hap-
pened to Progressive ra-
dio, which tumed into that
narrow-minded '80s corpo-
rate rock thing, it's quite
easy to recognize the pat-
tern happening again to Alternative — and in
a compressed time frame. Once you start be-
coming successful, you become fearful. Re-
search is used to narrow in and namrow in —
and they end up with such a small piece of
what they had.

Liz Janik

® Core Artists: The format sells albums,
not singles. When other stations are absorb-
ing the music, the call to Alternative is to go
further. Most programmers are applying a
“singles” mentality because that’s how they
process music through their system. They
get one song, put it through the system, and
it goes out the other end. Then they take

the next one, start it, and go through. It's
very market-specific.

What I like to do is highlight songs that are
singles, but diversify a little faster than record
companies allow us. And then find ways to
keep the older songs appearing in the mix fre-
quently enough for you to have the impres-
sion that every so many hours, you'll hear
another track from that great album. it's im-
portant when you're establishing new artists
to give listeners more samples from their
records. | believe very much in building core
artists, and | do it through the management of
the older current songs.

® Current-To-Gold Ratio: In so many cit-
ies, there were no Alternative stations until a
few years ago. So the awareness and demand
for the older goid just doesn't exist. Thus, it
may not be appropriate for a station to use
that older gold. If you're in a market where
there's never been an Alternative station, you
might be beginning a new franchise. if you're
in a market where there has been that history,
then you have an opportunity to explore some
of the '80s gold. But one of the things you'll
find in most markets is that the younger part
of the Alternative audience could care less
about the older gold. Pre-'85 is like plastic rock
to them.

Janik: Adjusting To The Format’s Mainstream Success

onsultant Liz Janik of Liz Janik Associates shares her perspec-
tive on some of the topics that make up the format’s “big picture”:

® Online Technologies: it's important for
radio people to remember exactly where the
Intemet is today. it's 3% of the population that
regularly uses it, and the average age is 33.
More attention is being placed on this new toy
than the actual programming that comes aver
the speakers. Other than for imaging and
some information sharing, that's not our core
business.And certainly there are other oppor-
tunities to be developed. But most Aitemative
stations don’t pay enough attention to what
comes over the speakers.

® '96 Prediction: I's going to be a hard year.
People are going to find out that the limited pro-
gramming approaches that were embraced in
1995 don't work. And that comes from notun-
derstanding how diverse the format can be
and not seeing the audience’s true needs.
Some very good programmers are customiz-
ing their stations in such a way that they’re
embraced by the local audience as theircom-
munity, theirradio station. So my firstimpres-
sion is that there will be more disappointments
than successes, but there will be successes
to lead the way. | also think the format will re-
think itself about what it can and cannot be.
And it could be things like industrial or techno
that come into the mix and suddenly create a
new sense of fresh, exciting radio.
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Cranking The Hits Vs. Developing Artists

1 Radio programmers agree the battle could determine the survival of the format

he balance between emphasizing tracks or artists is particularly deli-
cate in Alternative. Programmers must provide listeners with the hits
that perpetuate excitement for this exploding format, while at the same
time developing core artists that will ensure Alternative’s long-term surviv-
al. Most of the PDs we chatted with do both, although they tend to stress

one objective over the other.

“People want to hear hit songs,” says Bill
Gamble. “We all tend to be attracted to dis-
posable, fun music. It’s always easy to say,

IS

‘Let’s put this record on. We know it’ll hit the
top five on phones.” But you really do have to
watch that.

“We want to have acts that develop. We love
to see acts that break through. We believe in
retail. I want people to buy records and get
excited about music because when business
is good for the labels, it tends to be pretty good
for radio. It’s always been that way, whether
it’s Urban or Top 40.”

Jim McGuinn echoes that sentiment.
“When I travel the country, some of stations
tend to be sort of mono-textural. They get real-
ly into a seamy-sounding product, and not much
attention is paid to artists. It’s like, ‘Here’s a
novelty song, here’s another novelty song.’

“Obviously, you’ve got to always be there
with the hits. But programmers have to try to
make some really good guesses with baby
bands. I want to find bands that I can support
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over the long haul. [For example], as a PD,
I’ve been able to play multiple cuts off of ev-
ery Matthew Sweet record.”

Which Artists To Develop?
Developing artists is a risky science. It’s
often impossible to determine whether an act
merely has hit potential or can be developed
over many years.
Says McGuinn, “The ideal is when you get
the Smashing Pumpkins, who write brilliant

Folger says the marketplace does a fine job
of handling artist development.

“My responsibility is to the station and to
get ratings,” he says. “We play the best
songs, and if artists have second tracks that
warrant play, we deal with them. The record
companies always want to see more than
one song come off of a CD, and I maintain
that the second track will come if it’s there.
The marketplace decides, usually.”

“It’s always been that way,” agrees Mike
Halloran. “T don’t care what anybody says
about it — it’s always been aTop 40 mentality
for altemnative, punk, whatever. It was song-
dniven. Nobody cared about albums. And if
the band released an album ... well, that was
cool. An artist sprang from that because there
was so much cool stuff that came out. You don’t

songs and happen to know if they’re go-
be brilliant artists that i ing to be a core art-
sell records. But short We want sec tracks. We istuntil they’ve been
of that, it’s really hard want bands to succeed. We around for a while
to gauge what the real make commitments with and they’ve proved
talent is.” reco But it’s like hea themselves.”
L] e

Richard Sands o rds '!s lik vy Folger adds, “I’d
agrees. “We maintain dating, not mamage — a better like to have every
our heritage by playing girl or guy may come along. song come from
the older people. But . artists like Stone
we play an awful lot of —Bill Gamble Temple Pilots or

new bands that obvi-

ously no one has heard of before. We’re happy
to give them exposure, but I don’t know if they’re
going to end up being long-term artists.”

“Even if we think there’s something with
the band that we should develop, the second
track may not always be the best one,” says
Gamble. “Or there may not be a second one.
Not everyone does it like Columbia, holding
the good stuff until later. That’s where we run
into a problem at radio.

“At [WKQX], we want second tracks. We
want bands to succeed. We make commitmenis
with records. But it’s like heavy dating, not mar-
riage — a better girl or guy may come along.”

Hit Men
Not all programmers feel such a strong ob-
ligation to transcend playing the hits. Joel

Smashing Pump-
kins. I"d like every band [ play to develop
into multiplatinum acts with three or four
songs from every album. But the reality is
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TITLE: Program Director
STATION: XTRA-FM (91X)/San Diego

WORKING CLASS STIFF FOR:
Jacor Communications

The Great Alternative
Melting Pot

The format ranks high in popularity among
Caucasian and Asian ethnic groups:

Caucasian

j 126%
110%

M 8%

i
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Source: AccuRatings National Format Trends Snudv 1995

it’s never happened that
way in the past, and the

chances of that being the
norm in the future are
pretty slim.

“How many Rolling
Stones can you point to?
In any format? There
aren’t many bands that
hang around for 25
years. There’s a logical
growth in popularity and
then a tapering off, like
the life cycle of most
bands.”

KROX/Austin's “Live X” concert featured Lisa Loeb, flanked here
by APD/MD Lioyd Hocutt and Promotion Director Eileen Gill.
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Love And Rockets “Sweet Lover Hangover” The new single. The best hangover you've ever had.

Co-Produced by Sylvia Massey and Love And Rockets. From the distinctively pleasing new album: Sweet EA.

BREAKER'?
R&R ALTERNATIVE CHART 32 - @ Major Hangovers At: New This Week At:
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'3A5° _D2Ea¢ LIVE 105 19x  WXRK 7x WXRK
M t: Charlie Hewitt/Buzz | ional G WDRE ]8X Ond many more', E ———
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Beyond A Flash In The Pan

(] How labels control new artist growth to build a secure base

Or many new artists, success can come quicker than many might
expect — especially in the fast-paced world of alternative music.
But record companies that promote new bands to Alternative radio
have taken strides to make sure their acts are more than just a flash in the pan.

Jack Isquith believes the music video is a
good tool not only for breaking an act, but for
determining how an act is perceived. “If you
have a very slick, celebrity-driven video, it’s
probably going to speed up the process of you

L d
[

alternative

being perceived as a ‘pop’ band. If an act de-
cides to produce videos in which the band
plays live and seems to play with some de-
gree of intensity and integrity, then that will
help them overcome the perception that be-
cause an act is on CHR radio, they’re not al-
ternative anymore.

“It’s not ‘Do you do a video, do you not do
avideo?’ it’s also “What does your video look
like?’ It’s very simplistic to say, ‘Don’t do a
video — then you’re not a pop band.” The vid-
€0 is a very powerful medium you are con-
trolling. You’re controlling the images that
you’re going to have people see on a repeated
basis.”

According to Isquith, if artists treat a video
as a simplistic promotional vehicle that serves
as a commercial for them or their album, it’s
not being used as well as it could be. After all,
there are many ways to promote a band, each
as important as the next.

“Every aspect of what a band does — who
you tour with, what type of venues you tour,
what does your consumer advertising look like
for your album, whatkind of TV are you will-
ing or not willing to do — all these things are
going to |affect a band’s development]. One
thing that’s next to impossible to control is
who is going to play your record. It’s very hard
to stop radio stations from playing your
record.”

Avoiding Overexposure
Bill Carroll agrees. “Controlling growth is
nearly impossible to do once a record devel-
ops momentum. In addition, I feel it would be
unwise to attempt to control momentum when

a hit record is our ultimate goal. In order to
legitimize an artist’s exponential growth, we
must control overexposure and encourage art-
ists to tour consistently to build a stronger and
more real fan base.”

Dawn Hood prefers to target an act’s fan
base before moving on to widespread expo-
sure. “To maintain a steady growth curve for
an artist on its way to platinum status, there is
the option of Jeading off with the track that
appeals to the band’s core fan base and timing
the single release for later in the campaign.
Delaying a single’s release and the pop radio
campaign until after the band’s fan base is re-
activated and albums are starting to blow out
at retail helps maintain credibility with fans
and create the sales momentum many alter-
native bands need to gain mainstream accep-
tance.

“Even when radio play comes slower than
expected, it’s important to absolutely under-
stand the artist and the music and build a base
to work with in the future. Educating people
through touring and street marketing is a con-
stant goal. We try to show long-term commit-
ment to our artists by our actions and not just
our mouths.”

Promoting Patience
Some acts take it upon themselves to con-
trol overexposure and radio burnout. For ex-
ample, Counting Crows, after reaching a cer-
tain point, decided to let their current “Au-

Just have patience
because then you’ll
help the label, you'll
help your career,
and the band will be
solidified.
—QGary Spivack

gust And Everything After” CD speak for it-
self. But while some bands may not be ready
for stardom, Ted Volk believes that each indi-
vidual band should decide what is best for
them when first starting out and not follow a
predetermined path.

“Every particular artist or every particular
person is completely different. You pretty
much go at the speed they’re allowed to go; if
you go too fast for them, then you’re going to
cause yourself a lot of problems. You do what

W amaricanradiahictaory ~cam e

theyre comfortable doing, and that’s what we
do here. It’s pretty much up to [an act] in a lot
of ways. We can definitely ask them to do
things and point them in certain directions, but
it also comes down to them. That’s what it’s
about — their life and their music.”

Gary Spivack believes patience will even-
tually yield a hit record. “If the label has pa-
tience... put the act on the road but use your
money wisely. Just have patience because then
you’ll help the label, you’ll help your careeg,
and the band will be solidified. They’re look-
inig for hits, so go to radio [by telling program-
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We tan definitely
ask [an act] to do
things and point
them in certain
directions, but it
also comes down to
them. That's what
it’s about — their
life and their music.

—Ted Volk

mers to] be patient before you do the usual
‘let’s ship it toAlternative radio, and then we’ll
bring it Rock and then to Pop.”

Matt Pollack has taken the concept of
“micromarketing” and customized it to sev-
eral Alternative outlets with success. Pollack
cites Tracy Chapman’s latest release as a
perfect micromarketing example. “{The Chap-
man] record wound up becoming a smash in
Atlanta. We’re piecing it out from there. Ev-
eryone who goes on it is reluctant about it and
fights us tooth and nail. Then within a week
to two weeks, it’s 50 reactive on the retail and
on the phone end for such a passive record
that it winds up being a hit.”

“There was a wide window of opportunity
to build this record before we launched it at
CHR. You’ve got to have foresight and you’ve
got to have tremendous patience. Tracy is a
typical example of having long-term patience
and staying with it.

Having patience can also help make pro-
grammers more comfortable when adding it
to a station’s playlist. Pollack comments, “For
example, I have a record that is a complete
square in a round hole. The sonics of it don’t
fit the normal formatics of it. People are scared
of it. But it’s a hit, and we are micromarketing
it. We’re making it big.”

Jack IsQurru

TITLE: VP/Alternative
LABEL: A&M

FLIES FIRST CLASS BECAUSE OF:
Soundgarden, Blues Traveler

. Gimme A Brew!

Alternative: listeners rank high when it

comes to beer consumption:

Miller Lite 149%*

Rilter Genuine Draft 145%

Budweiser

162%

153%*

Domestic Regular

Domestic Light

100=Normal

154%

151%

165*

* Ranks among top 5 of all formats in this category

Source: AccuRatings National Format Trends Study 1995
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TOP SALES

CHICAGO, CLEVELAND, TOLEDO,
TAMPA-St. PETERSBURG, SYRACUSE

SALES AROACHING
250,000

NEW ADDS:
KEDG/Las Vegas. WIBF/Philadelphia,

WROX/Norfolk, WDOX/Ocean City, KAGY Amarillo

TOP 5 PHONES AT WMMS/Cleveland for 2 months!
IMMEDIATE PHONES KEDG, Q101& WMRAQ!

ALREADY ON 17 STATIONS INCLUDING:
WHTG, KNNC. KEGE, WNVE, WJSE,
WPLA, WBZU, WVGO, WZRH

POSSUM DIXON

“Emergency’s About to End”
From the Album

STAR MAPS

L J

St the car stops... and the car

. i
g i BREAKING BIG AT KNDD/ Seatle- 27 Spins & Great Phores!

KREV/Minneapolis- 27 Spins!
Aiready On KEDG, WEQX, WZRH, KKND, KLRZ & WQXY
On Tour Now!!

1
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Currents Come Down To The Core

Radio programmers answer: How much gold should glitter on Alterative radio?

s more and more new music is exposed on Alternative airwaves, those
acts once thought of as traditional core artists may no longer even be

. considered gold.

Jim McGuinn believes that as Alternative
radio develops new core artists, “We see old
ones being kind of flushed away.

“Five years ago, the Fixx was a core artist.
Now they get played on ‘Retro Lunch.’ As
we develop new core artists — whether it’s
4he [Smashing] Pumpkins or Matthew
Sweet or Nirvana or Pearl Jam— we wash
gurselves oftli€ ol core arfists” You even see
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a little less reliance on the U2s, particularly
with the 18-24s.

“The composition of the gold category
might change. You’re going to be more reli-
ant on the currents, but if you are in a crunch,
there’s a different kind of gold. It’s not Aero-
smith and Jimi Hendrix; maybe it’s R.E.M.
or Nirvana.

“You can play those same shell games that
AOR does at that time, but if your station is
sort of flat and two-dimensional, you’re in
trouble. If you build stationality — a prime
example is WHFS/Washington, a real life-
style radio station — you can probably ride
out the flat periods in music a little bit better.
If the music is weak, you have to use the li-
brary more. If you’ve got everything stron-
ger, you can wait it out a lot better.”

Mike Halloran adds, “That’s all academic
programming that really depends on your mar-
ket. But just because something’s old, it
doesn’t mean it’s a classic.”

Avoiding The ‘Frampton’ Effect

In retrospect, Bill Gamble thinks he
would’ve been better off relying more on gold.
“As tired as we might have been of Stone
Temple Pilots and Pearl Jam, the audience
isn’t. There’s a tendency for one side
to say, ‘new, new, new,’ and
we don’t listen to the

alternative

Soul Asylum relaxes following a WNNX (99X)/Atlanta-sponsored appearance; (I-r) SA’s Sterling Campbell, Dave Pimer and Karl Mueller, Columbia’s

other side that says, ‘The [audience] is not
there with us.’

“Some of these bands from a year and a
half to two years ago are really very strong,
and we had better not dispose of them. It was
pretty convenient to write Green Day off
about three months ago — they only sold X
million [on their sophomore album] instead
of Y million — but the audience still likes the
band.” ]

Gamble says that little artist development
is occurring within Alternative radio. “Radio,
if we’re allowed to, will turn everyone into
Peter Frampton. The audience has that un-
believable appetite for something [new], but
we don’t do a good job of rationing [new
music] to them. We’ve got someone down the
street going, ‘Here, I’ll give you the candy’
— we’ve got to be in that line, too.

“It’s probably something we should think
about more often. But when you’re in a quar-
ter-by-quarter stock market mentality or day-
by-day mentality, don’t talk to me about long
term. I’'m sure some people have the luxury of
long-term thinking, and they will be the ulti-
mate winners. But if somebody is playing Green
Day every hour and Green Day is popular, I
better be playing it every 15 minutes.”

Thinking long-term, Joel Folger envisions
a schizophrenic future for Alternative radio.
“Five to 10 years
from now, you’re
going to see some
stations continue to
be current-based
and stick with an
18-34 core. And
you’ll see some of
them grow with their audience, try to be more
of a 25-54 player, and use a little more gold.
At this point in our development, it’s too early
to tell [which scenario we’ll adopt].”

Gamble doesn’t know where WKQX will
be in 10 years, either. “T haven’t even thought
that far in front. But I don’t think that either of
those two scenarios is a bad approach. Each
owner and each station are going to see dif-
ferent paths.”

Classics Vs. Currents

Richard Sands believes determining the
current-to-gold ratio depends on station’s com-
petition. “If you have no competitors, with
nobody else in the market even playing any

Lee Leipsner, SA’s Dan Murphy, 99X PD Bryan Phillips, and Columbia’s Brian Rhoades.

,Brunch’ where we can

Just because something’s old,
it doesn’t mean it’s a classic.

—Mike Halloran

of the music, you can be less concerned about
staying as contemporary as possible and play
every current song that comes out. But if you
have a competitive situation that calls for you
to be more aggressive, then you have to do
[play less gold].

“We have continued to increase the amount
of currents in the current-to-gold ratio, but we
still [play] quite a bit of the core gold songs.
We also have special features, [including] a
noontime- feature and a Sunday ‘Flashback

play some of the old stuff.

“[The gold songs we
play] depend on the lis-
teners. You do research
to find out what older
songs they want to hear,
but that can change over
time. Some artists, for a
while, might be passé. After
you’ve rested them for a while, you can
bring them back.”

Aging Fans

“Is it the audience that’s giving up on the
artist or 1s it the radio stations that are giving
up on the artist?” Sands asks. “Ask yourself,
“What is your demographic target?’ Let’s say
your station is targeting people in their 20s.
And let’s say a band like the Cure was popu-
lar between 1983-85 with 23- or 24-year-olds.

“Now these listeners are 10 years older,
no longer in their 20s. So that band is still
very relevant to a
33-year-old, but
your target demo
might not be a 33-
year-old. It’s a
matter of who you
think your audi-
ence is and how
you want to go about getting them.

“As they get older, even Alternative lis-
teners have different concerns. They get
married, have kids, and don’t have so much
time to keep up-to-date. Listening to [Al-
ternative radio] might become a daunting
task where they’re saying, ‘Gee, I used to
know every [song], and now I don’t know
anything.’

“As the PD, it’s your job to make sure you
don’t end up alienating people. That’s why you
have to play some more familiar music to go
along with the new cutting-edge stuff. But by
and large, somebody who is passionate about
Alternative when they’re 22 probably still has
some passion for hearing new music, even
when they’re 32.”
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Jmv McGumwn
TITLE: Operations Manager
sTATION: WIBF (WDRE)/Philadelphia
WORKING CLASS STIFF FOR:

The Alternative route in the nation’s capital.

Listen Up

What stations were Alternative listeners
tuning to six months ago? Most said they
were listening to the same station as
they are currently, while others hailed
from a variety of contemporary formats:

| Alternative 70%

T 3%

(No other format exceeded 1%)

Source: AccuRatings National Format Trends Study 1995

Five-dollar
gambling chip from
Las Vegas's
Hard Rock Hotel.
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NON-RADIO MARKETING

Building An Artist’s Staying Power

adio airplay remains a key component to shaping an act’s success. But
non-radio marketing efforts — such as going on the road — can help

reinforce an act’s staying power.

Tour Tactics
Jack Isquith notes that the label tries to do
“two things with our baby bands. We try to
have our baby bands develop internally and
externally before we ever go to radio or be-
fore we put the ‘big push’ on these bands.”
For example, A&M had Dishwalla on the road
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for about 10 months before the label released
a single, “Counting Blue Carts,” which it just
began promoting.

“We hoped to be doing two things with
Dishwalla during those 10 months. We want-
ed to expose them to as many people as possi-
ble within the A&M and PGD system because
we knew they were good live and also ex-
tremely personable. What we hoped to do was
have them simultaneously secure a base on
the road where they could repeatedly go into
markets and have more and more people go
to their shows. At the same time, we wanted
to have a band ready to be seen by the most
critical eyes in the business.

“We didn’t want an Andy Schuon, a Lewis
Largent, or a Kevin Weatherly to walk in and
say, ‘Gee, | really see the potential of this band;
they could be something.” Instead, we wanted
them to walk in and see the band in front of real
people as opposed to an industry crowd, then
say, ‘Wow! That’s a really good live band.”

Comments Steve Tipp, “The single most
important thing you can do for a band, be-
yond getting played on the radio and TV, is

GARY SPIVACK

TrrLe: National Director/
Alternative

LABEL: TAG
DOESN’T FLY YET, TAKES AMTEAK,

touring them. You can get press [from local
reviewers}, and the band starts building an au-
dience. Maybe you can get the radio station
in too because [the act is] coming to town. It
gives you a lot to build upon.”

When baby bands tour, notes Tipp, it’s gen-
erally without major expense. “With any band
that’s had a taste of success, touring is ridicu-
lous. With some of our baby bands, you get
them a van, and they’re off. The Goops are
going to tour [with practically] no tour sup-
port; it’s what they’ ve always done. They nev-
er have had tour support
before — they get a van,
probably a sound guy,
and adios!”

But Tipp admits that in
today’s world, “Until you
have a record that’s on
the radio and on MTYV,
it’s not really going to
sell. It used to be you'd ..
get Alternative radio [to
play your record] and maybe your record
wouldn’t sell. They’d still go, “Well, it’s not
selling because we haven’t crossed [over to]
CHR.’ Now that’s no longer a viable argu-
ment. If you’ve got atop five oratop 10 alter-
native record and it isn’t selling, you don’t
have a hit because [Alternative radio] is hit
radio now.”

The Road Before Radio

While Dawn Hood says Virgin is also
committed to touring its new alternative
acts, it also goes to school with them. “We
utilize the college marketing team to orga-
nize campus events/parties and to pass out
promotional music and stickers at every
show. We are also active with online con-
ferences and live broadcasts.”

Bill Carroll believes touring is clearly the
most effective non-radio means of securing a
fan base, and that online promotion can help.
However, he looks at less technological ap-
proaches to promotion.

“Ibelieve in simple grassroots methods such
as sniping, dispersion of samplers, and stick-
ers at shows and retail. A good record also
helps! Portishead was ‘broken,’” if you will,
at retail just as much as it was on radio and
MTV. In-store play, press, and word of mouth
contributed greatly to the success of that
record.”

Rushing The Process

Ted Volk thinks too many labels are rush-
ing the process of breaking an act. “It’s get-
ting to the point now where people are taking
these baby bands to [Alternative radio] and
putting them into this ‘the record’s got to hap-
penin 11 weeks’ [mentality]. And if it doesn’t
show the requests, the research, or the sales,
you’re going to run into the problem of what
to do next.”

Volk adds that the method of breaking a new
act “totally depends on the situation. A lot of
it comes down to ‘Is the artist ready for it: Is
he with the manager, the A&R person, or the
company?’ Everything is a case-by-case step.
When we initially put out the Weezer record,
the band went up and down the West Coast.

We try to have our baby

bands develop internally

and externally before we
ever go to radio.

—Jack Isquith

They had a chance to play to small crowds
before we actually took it to [Alternative ra-
dio] for seven weeks. We started to do more
as every day went by. So as everything started
to pick up, we’d begin to see it on the road.

“That turned out to be a great record. But 1
think the harder thing is when you send records
out to radio and the plans don’t go as you
hoped. What we’re trying to do now is figure
out the best courses of action you should take
with records that didn’t meet with everyone’s
approval in terms of success.”

With Tracy Chapman’s latest re&ease, Ele-
ktra’s Matt Pollack knew “we had a bit of a’
core base there. We were trying to expose ev-
eryone to the fact that there is activity in and
around their markets. A
lot of times, people need
a capsule fed to them so
they’ll either look at
their BDS on a national
level or look at their
ADI Soundscan just to
see what’s going on in
their market. But there’s
so much more than that.
We made a concentrat-
ed effort on Tracy’s front to show every little
ripple that was going on in [programmers’]
markets beyond the most obvious.”

Domino Theory

Gary Spivack says radio airplay is still the
top way to sell arecord. But, he adds, “You’ve
got to tour. I would hope that every band that
TAG signs is a band that somewhat has a
base of their own; that they’re already in their
first gear regionally, almost self-sufficient
like Phish. Say you’re one of those Boston
bands: You can go down to.Providence and
Cape Cod and even up toAlbany. If You have
a base and a region, it’ll be a domino theory.
Seven Mary Three is a good example.

“TAG was invented by Atlanticto be an art-
ist development label. We’re not shipping Mike
Johnson’s record to Alternative radio. First,
we’re going to NPR and college radio. He’s
doing a coffeehouse and cool club major-mar-
ket tour, probably hitting those markets twice.
And we’re putting our money into a van so he
can play at these coffeehouse shows. Are we
going to see radio sales out of that? No. But
we're hoping [a band can build up enough ex-
posure] to say, ‘Okay, now we’re ready.””
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Rockin’ at the Roxy with Mr. Mirainga: (I-r) MCA Music Entertainment Group President Zach
Horowitz, Way Cool Music President Mike Jacobs, MM's Stevie Garcia, MCA Records Pres-
ident Jay Boberg, MM’s Potz Poturalski, KROQ/L.A. Asst. PD Gene Sandbloom, and former
MCA exec Randy Miller.

MAaTT PoLLACK
TITLE: VP/Alternative
LABEL: Elektra/EEG

FLIES FIRST CLASS BECAUSE OF:
Better Than Ezra, Natalie Merchant

still Listening

Among listeners who primarily listened
to an Alternative six months ago, what
are they listening to now?

6%
_ radin &%

CHR/Pap 3%
CHR/Rhythmig EY0
(kB2
Adult Ait. Jra
Hot AC 2%
Talk/Rock ol

(No other format exceeded 1%)

Source: AccuRatings National Format Trends Study 1995
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The Internet: Tomorrow’s Technology Or Today’s?

Altermnative programmers debate the need for a World Wide Web presence

he Alternative format’s core audience closely resembles the profile of

the avid computer user: young, educated adult males. It’s no coinci-

dence, then, that Alternative stations have been aggressive in putting
themselves on the World Wide Web. But is it a trend or just a fad? Our
panel of programmers shares its opinions.

KDGE/Dallas is the first Alternative out-
let to place its signal on the Web fulltime, and
Joel Folger believes the technology’s for real.
“KDGE is on the forefront of emerging tech-
nologies. This is an area of future growth. But
I wonder how — in 20 years or even 10 years
— Arbitron’s going to deal with this, if every
radio station in the country can be heard in
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every market in the country. I want to get
my station’s call letters and frequency in
the slogan files in New York and Los An-
geles.”

“I'm a big supporter of the Internet,”
Mike Halloran chimes in. “Radio and the
Internet are going to go hand-in-hand be-
cause we can use both of them at the same
time. Listeners will be able to click on a
song from a playlist and it will download
into their computer. That’s the future.”

Jim McGuinn offers this explanation as
to why the Internet offers opportunity for
Alternative radio. “It’s line extension — not
necessarily a new product, but just things
that enhance the image. You take a success-

ful idea or position in the marketplace and
extend it into as many different media and
as many different facets of life as you can.
‘Just Do It” — does that say, ‘We have bet-
ter rubber heels’? It’s just an image for that
product. An online presence is something
that can enhance the lifestyle. It’s still pret-
ty early , but it’s wise
to get involved. At this
point, it’s more a cool
image than it is actual
application on a mass
level. I think we’re a
couple of years away
from a massive online
kind of society.”

‘Jury Still Out’

Other programmers
are watching the Inter-
net explosion carefully
before deciding wheth-
er to make a major
commitment. According to Richard Sands,
“We have a web page, and our morning man
has his own personal web page. It’s some-
thing that’s important from an industry
standpoint. From a revenue source, it’s an
oncoming thing in our industry. But I think
the jury is still out as to how important it’s
really going to be.

“I’ve seen it written and I’ ve heard it said
that the Internet might just be the CB radio
thing. I always make a mental note of that.
It seems to be of great interest to some peo-
ple. But to the large majority, it’s not that
important. But that’s also a generational gap
thing: The younger people are probably all
into it; but for older people, e-mail is good.
Other than that, they’re not really interest-
ed in the Internet.”

Radio and the Internet
are going to go hand-in-
hand ... Listeners will be

able to click on a song
from a playlist and it will

download into their
computer.

—Mike Halloran

Even Folger admits that the emerging tech-

nology currently serves a relatively small au-
dience. “How many people are actually on- &

line? This technology has a long way to go

before it reaches the masses. As the saying |

goes, the only certainty is change. And it’s

coming. There are people a lot smarter than :
me who are wagering big bucks ... huge tele- |
communications companies are putting up &
some large wagers on which way the thing &

is going to go.

“That’s why I encourage people — before
they spend too much time working on this —
to concentrate their ef- &
forts on ‘what really 4
counts: How many peo- i
ple are listening to your £
frequency in your own &
market and how long %
are they listening to that

frequency?”
Bill Gamble, while

ternet’s usefulness as a
communications tool,
remains unconvinced of
any immediate need to
jump onto the *Net. “Do
I really believe that it
affects listening? Do I believe that it is a fun-
damental part of my day-to-day job? No. Ra-
dio is free. It’s easy and it’s simple. Computer
technology is not any of those things.

“It’s a wonderful window to go online, and
we get a lot of e-mail. It’s another form of
communication. But we still get more calls.
I hope I get my station to the level where I
can devote a ton of time to online things,
because I’m not really sure. If it’s another
window they can use to communicate with
us, that’s really great. But it’s just as helpful
to make sure you have phone ops working
your phones around the clock. If I had to pick
between hiring a web master and spending
that money making sure the request lines are
answered 24 hours a day, I'm taking the re-
quest lines right now.”

acknowledging the In- |

Ricaarnp Sanps

TITLE: VP /Programming
STATION: KITS (Live 105)/8an Francisco

WORKING CLASS STIFF FOR:
Entercom

Moming Glory
The majority of Alternative listeners also

tune to their favorite stations in morning
drive:

e R
(s 18
koot 10

CHR/Pop Fa

E

; o
‘!a& 2%
(No other format exceeded 1%)
Source: AccuRatings/National Formar Trends Study 1995

Boston’s Alternative: WFNX

T

KTLC

" NATALIE MERCHANT
-~ “JEALOUSY”

~ FROM THE DOUBLE PLATINUM ALBUM “TIGERLILY”

~ EARLY AT: r
WENX WAQZ KMYZ KDJK KKNB |
|
I

WDGE WCHZ

WMMS WLUM KFRR WDST WUNX

-
© 1996 ELEKTRA ENTERTAINMENT GROUP, A DIVISION OF WARNER COMMUNICATIONS INC. @ ’
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THE MUSIC SCHEDULIN

REALTIME

Restore the flexibility to fine-tune your music right in the control room.

Maintain the rotation, balance, and flow you've worked hard to perfect.

Give your air-talent back the freedom to make last-minute adjustments,
without compromising the sound of your station.

It's not impossible - it's RealTime from A-Ware Software.

STEM

Mus icMaster Feh 28B.

LEGAL 1D

Neal McCoy

Brooks & Dunn

PROMO ~ SPOTS ~ JINGLE
Ricky Uan Shelton

Reba McEntire
Ring On Her Finger

Shenandoah

PROMO ~ SPOTS ~ JINGLE
Alan Jackson

Garth Brooks

Randy Travis

Trisha Yearwood
Duight Yoakam

RealTime

1996

If I Was a Drinkin’
Neon Moon

ild Man

Heaven Bound

Wanted
Beaches of Cheyenne
If I Didn’t Have You

WEATHER ~ SPOIS ~ JINGLE

Man

She’s In Love With The Boy

Little Sister

15
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a2

12

515

a7?
17
82

a8
a1

A:05
3-89
4:85%
3:309
3:13

RealTime brings the power of MusicMaster into your on-air studio.
It encourages spontaneous creativity, maintains your perfect sound,
and may even save a few trees.

See us in Booth 120 at the
Country Radio Seminar

For more information call: 800-326-2609

. 1
[-1-Last Event [+1-Next Event
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A'WARE

Intelligent Software ¥ Unparalleled Support

22600 Arcadian Ave ¢ Waukesha * W| 53186  414-521-2890 « fax: 414-521-2892 ¢ web: http://www.a-ware.com
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ALTERNATIVE,

Accepting The Alternative Challenge

Format crossover, stiff competition will keep promo execs on their toes in ’96

s if working in record promotion isn’t enough of a challenge, Alterna-
tive execs must deal with — and keep up with — the format’s explo-
sive growth. So what promotion challenges does this year hold in store?

Endless Product

“Alternative stations have an overwhelm-
ing amount of product to choose from every
week —it’s endless,” remarks Ted Volk. “So
when a station — whether in Los Angeles,
Buffalo, or Champaign, IL. — starts to be-

@

IS

lieve in one of our artists, we must concen-
trate on micromarketing that particular art-
ist, song, or record in that particular town.
We try to do as much as we can with the sales,
record stores, and radio stations, making sure

Y
>
=
O
=
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A lot of people sit around
and wait for that secret-
weapon record to be a
mainstream record; you

can’t wait that long.
— Matt Pollack

we do our best to market that record in that
particular town — regardless of what we do
anywhere else.

“In a lot of cases, of course, you’re not go-
ing to get a consensus of everybody believing
in your record. Therefore, the best thing you
can do is try to develop stories where you have
that occurring. Then you can start to spread a
story — maybe one market turns into another
market, which turns into another market.”

TeEDp VoLk

TITLE: Nationl Alternative Dir.
LABEL: Geffen

FLIES FIRST CLASS BECAUSE OF:
Hole, Weezer

Many times, however, Volk’s challenge is
1o go beyond the micromarketing strategy to
preserve credibility on an individual, station-
by-station basis. “We had some records re-
cently that were not for everybody. The Lisa
Loeb record, for example, is just not one that
90 stations are going to play. There’s a White
Zombie single we're working, and we're do-
ing promotions according to the band’s tour.

“In turn, the stations in those markets are
helping us by playing the track. And that’s a
record that’s not going to chart. It’s not easy
to say to a station, ‘This record is not going
to be in the Top 25 with BDS, but we have a
multiplatinum band coming to town and we
think a song will sound great on the air.’”

Proper Exposure

One of the challenges facing Bill Carroll
is competition. “I want to ensure that our art-
ists are given their ‘unequal fair share’ of
chances for success in this outrageously com-
petitive marketplace.”

Gary Spivack concurs. “Exposing a band
to radio has become very, very difficult. To
get a band its proper exposure is my biggest
fear. Alternative radio has moved way too
quickly. It’s not Alternative radio’s fault,
that’s just the way it happened. It’s sickly
competitive.

*“But as long as TAG maintains its patience,
the cream will rise to the top. This label’s
not in that ‘50-add’ mentality. But if we get
50 adds, I'm not going to complain.”

Putting the shoe on the other foot, Matt
Pollack theorizes, “If I were at an Alterna-
tive station right now, I'd want to make sure
that I surround myself with power players,
that my presentation is the strongest, and that
I own the lifestyle audience I'm trying to
reach. I'd need to be ahead of the curve
enough to recognize what is significant mu-
sic for this format, but not that far out that I
don’t have mass appeal.

“I'd also want to keep my library fresh and,
at the same time, be aware that the compet-
ing Active Rock in my market is almost iden-
tical to me as far as the music. If we’re shar-
ing a lot of hits and I have to play the hits,
then I must identify which of those hits are
going to be hits. I've got to be on them first.
AndI’ve got to have a couple of secret-weap-
on records that are exclusively mine, that
they’ll never be able to touch.

“With Alternative, there’s enough leeway
to get away with new records that are a
little bit different, a little bit ahead of
the curve. A lot of people sit around
and wait for that secret-weapon record
to be a mainstream record; you can’t
wait that long.

“As far as the promotion end of it,
we’re already experiencing the posi-
tives and negatives of the format
growth. With the format growing the
way that it is — and with the line con-
tinuing to blur between formats — our
problems are going to become even more
of a headache. We’ve got to be able to sit
down with a product in the very begin-
ning — as any company does in setting a
marketing game plan — and identify where

WAWWW-amerearracheklhtietory-com

we're going with this record. What is our long-
term achievement beyond just selling lots of
records? You want to expose your artist to the
greatest level and maintain the artist’s credi-
bility. But because everyone’s pulling and
groping for exclusivity and everyone looks so
similar, [those goals] are very difficult.”

At-Work Worries

Steve Tipp agrees, but there’s more than §
format crossover to worry about: “With the |

bands spreading formats and
Rock stations playing:so !
much alternative music, the . |
biggest challenge right now:
is keeping [the promotion *
departments in our] compa-
ny together. Rock and Ac-
tive Rock are playing a lot
of this music —and I don’t
say thisas a bad thing. But
it’s created a lot of dissen-
sion within every record company.
“It’s not really about territory; everybody’s
sort of ‘protectionist,’ and I think that’s right.
It’s about market politics. So even though we
work for the same company and we all work

RSP
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| want to ensure our artists
are given their ‘unequal fair
share’ of chances for
success in this outrageously
competitive marketplace.

—Bill Carroll

together, it creates some dissension, which
is really tough.”

Jack Isquith has a different outiook. “I
want to break bands like all of us want to break
bands. But the biggest challenge every day
when I go to work — and this may sound
cheeseball — is the same as it was last year
and the year before: to do my job with dignity
and passion and to have some fun. Then ev-
erything else will fall into place.”

SteEvE Trrp

TITLE: VP/Contemporary Music

LABEL: Reprise

FLIRS FIRST CLASS BRCAUSE OF:

Green Day, Filter

The Bay Area beat. KITS/SF

Eat To The Beat

What fast-food restaurants do Alternative
listeners patronize? Here’s how their eat-
ing preferences compare with that of the

general population:

Source: Acc

Taco Bell

Jatk-In-The-Box

McDanalds
Burger King

T <

100=Normal -

194%

1995

KNDD (The End)/Seattie MD Marco Collins and aftemoon personality Bill Reid fiank Boy George.

e
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"SUNDAY DRIVERS
(TAKE ME HOME)”

BLOSSOMING AT:

REV105 91X WXEG |
WNFZ WHTG KBBT
WHMP CD101  WZAT
WPLA WPUP  WERX
WAVF WTGE

THE FLASH
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NEW THIS WEEK AT:

VERTON E s WPLY, WBCN, WHYT,

Recorps Lo LITTS KEDJ, WEDG, WXZZ

Spinning and still growing at over 75%

of R&R Alternative Panel and

Top Requesting at:

a Billboard Modern Rock

‘ s o Airpower 26 - 21*.

FLOOD

99X, KDGE, KNDD, Q101, KOME,
KITS, KWOD, WENZ, WMMS,
KXRK, WJRR, WRLG, WPLA,
KPNT, WDRE, WIBF, WLUM,
WXDX, WNRQ, WKOC, WNVE,
WEQX, WCHZ, WAQzZ, WoXy,
KTO0Z, KRBE, KUTQ, KXPK,
KTCL and way too many
more to print!

#2 BILLBOARD
HEATSEEKERS
CHART

#108 BILLBOARD
TOP 200

10,000+
SCANNED THIS WEEK!

Impacting at Active/Rock Radio

KTXQ, WKLQ, WGRX, WAVF, KLPX,
] KWBR, WVRK, X107, KTYD, WGLF,
WISCTESSGS  CAOSSADADS WSTZ, WEZX, WCPR, KZL,’;B,’,

ON ROTATION! KICT, KTUX and more!!!)

(Ve “Hands down our biggest record this year!”
—Reckless Eric, WCHZ/Augusta, GA

essential PRODUCED BY ADRIAN BELEW  CONTACT: JOHN BUTLER (212) 620-8798

WA amekicanradiohisterny. com
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What Will Happen Next?

] Programmers draw on their experiences to speculate about format’s future

ho knows what lies ahead for Alternative radio? Taking a stab at crys-

i

BEGEEEL

tal-ball gazing, station execs predict how the format will fare in *96.

Room For More

“There will be continued growth in terms of
the number of total stations in the format,” fore-
sees Joel Folger. “The staggering ratings
growth Alternative has seen over the last few
years may have stabilized based on the mu-
sic’s popularity and amount of sharing in com-
petitive markets.

“There’s room for additional Alternative sta-
tions in markets that are underserved by the
format. And over the next year or two, the num-
ber of markets where Alternative is not in the
picture will start to dwindle.”

Bigger Pie, Smaller Slices
Bill Gamble agrees the pie will get bigger,
“but there will be smaller slices. You’re no long-
er fighting a one-front battle. It’s not as simple
as saying, ‘No one’s playing Depeche Mode
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records. We’ll do that and get some numbers.’
In most major markets, you have at least a two-
front battle going on. There are some markets
where stations are getting flanked by AC,
flanked by Active Rock, and have head-on com-
petitors. The people who get it and understand
the battle will win eventually.

Right now there’s a huge
overlap; | don’t think that’s
going to continue. Sooner or
later, the Alternatives will go
back to being a little bit on

Over the next year or two,
the number of markets
where Alternative is not in
the picture will start to
dwindle.

— Joel Folger

“We’ve created our own unique hill, and
now ‘our own unique hill’ is being niched. Ul-
timately, the key for these radio stations —
WKQX in particular — is to know what’s im-
portant. There’s a lot of time spent on produc-
tion elements that are supposed to convey atti-
tudes. But if your music doesn’t give you your
attitude, you’re in trouble. All of those other
things that go on top of it just help separate
you when it gets confusing musically.

*“You also need to point out why you’re dif-
ferent than the other guy. Don’t assume the
audience is going to
know. You could have
gotten away with it
two years ago, but you
can’t anymore. There
are too many choices
for people.”

But it’s those “many
choices” that Jim
McGuinn believes
will lead to fewer Al-
ternative stations.
“There’s going to be
some shakeout, and
some stations that have
hopped on the bandwagon may go away now
that the competition is fierce.

“It comes down to being able to create a
cohesive product that images you into the mar-
ketplace — a matter of who can build that great,
lifestyle-based franchise radio station. That’s
what a lot of AOR stations in the mid- to late
*70s did; they really captured the spirit and
imagination of their cities. Now the mantle has
been passed, and Alternative will have to do
that for the current 18-34 generation.”

‘There Is A Format’
Richard Sands states, I think of [K.D.K.

Media consultant] Kevin Stapleford’s words:
‘Fuck the format.” [Meaning] there is no for-

~ALTERNATIVE

It comes down to being able
to create a cohesive product
that images you into the
marketplace — a matter of
who can build that great,
lifestyle-based franchise
radio station.

—Jim McGuinn

Modemn Rock chart;
you go into a record
store, and there’s an
Alternative or Mod-
ern section.

“There is a format
out there, and there
will be a divergence
between the Alterna-

Tori Amos (c) finds herself surrounded by WIBF (WDRE)/Philadelphia
staffers; (I-r) MD Preston Elliot, Dan Fein, Marilyn Russell, Brian Rob-
bins, Sarah Clark, Spike, GM Joe Ruyak, Gwen Rein, and Kelli Currie.

tives and the old-line
Rock stations that updated [themselves] by play-
ing Alice In Chains, Pearl Jam, and Stone
Temple Pilots. Right now there’s a huge over-
lap, and I don’t think that’s going to continue.
Sooner or later, the Alternatives will go back to
being a little bit on the cutting edge; the Rock
stations are going to stick with the Seven Mary
Threes and the Pearl Jams, but not venture so
far into playing some of the more questionable
songs for their format.

“I look for good records, period. But if
they’re records that would sound just as
good on [nearby Active Rock] KSJO/San
Jose as [they would on] Live 105, T might
look at that with a little trepidation.”

‘A Little
More Soul’

Mike Halloran
hopes recording artists
will do their part not
only to help delineate
format boundaries, but
to diversify Alternative
itself. “I don’t want to
see bands that all sound
the same and have the
same look. Idon’t want
to see us painting our-
selves into a corner
with too many bands that sound like Bush and
not enough bands that stretch the parameters.

“We need to put a little more soul back into
what we’re doing. The thing that’s going to kill
this format is sounding generic. We’re playing
Enya — it’s the No. 3-selling album in San
Diego, and that’s a damn good reason to play
it. Variety is the spice of life.”

i R o e,
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Wouldn’t You Like To
Be A Pepper, Too?

Here’s how Alternative soda consump-
tion compares with that of the general
population:

-
M5%*
o 125%*

110%

B 115%

All non-colas 109%

100=Normal ————!

* Ranks among top 5 of all formats in this category

Source: AccuRatings/Interep Radio Store/Simmons 1995

the cutting edge. mat, it’s just what’s happening in your own
. market. But I don’t know if that’s true. You open
—Richard Sands up magazines — not just trade publications, but ) ] ]
magazines like Rolling Stone — and there’s a U Tl A TR UL RN
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mponshine

Moonshine ... we're not just for beds anymore!

cOUNTER CVLTVRE

XHRM, The Flash (Top 5 Phones 4 Weeks) KCXX, KTOZ, WNTX

National tour kicks off April 11  Artist profile in SPIN, June 96
Contact Kerry at 310.652.8145
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The First In Line

[T Rick Carroll is remembered as the founding father of Alternative radio

T here are a lot of people around who have contributed to the growth of
Alternative radio. Some are still working actively within the format. Some have left
radio or records behind and may never get the credit they deserve. However, there’s one
person who isn’t here to reap any of the attention he so richly deserves: Rick Carroll,

who passed away in 1989.

When [ set out to do this special, one label
head told me, “Don’t do a feature on Rick
Carroll. None of these ‘kids’ know who he
was. Besides, this is a format that doesn’t
have, nor does it care about, a history.” Let’s
get one thing straight — without Rick Car-
roll, no one would be doing Alternative.

Rick found himself on the beach in 1978,
having been dumped from KEZY-AM/Ana-
heim. During that summer, he would conceive
the notion of creating a format that played the
punk and new wave music that usually was
exiled to AOR specialty shows. CHR? Back
then it was disco, disco, and more disco. Only
a few stations would touch the cutting-edge
music, and none of them were dedicated sole-
ly to the new form. KROQ/L.A. was the first.

Some of the people who were there share
their recollections about Rick and Alterna-
tive’s early days.

Mike Glickenhaus

“When we first went on the air at 91X
[XTRA-FM/San Diego], we went on with
Rick Carroll’s personal record collection. We
weren’t ‘serviced” with this music — only
Rick had it.

“I can still remember the moment in Janu-
ary 1983 when — on-air — we scratched the
needle across | Led Zeppelin’s] ‘Stairway To
Heaven’ and went into ‘Sex’ by Berlin.
Larry Groves and Rick drove down to witness
the change. We changed, alright — forever.”

Mike Glickenhaus serves as GM/Station
Manager at Sports/Alternative combo
XTRA-AM & FM.

Larry Groves
“When I was in college in Sacramento, 1
worked for Rick at Top 40 KNDE. Then I
joined him at KKDJ/L.A. as MD in 1973.

Early '80s: (I-r) Larry Groves, Rick Carroll, and Mike Jacobs.

After [our stint] at KEZY, we took over KROQ
in 1979.

“It had been free-form musically. There
were noratings. It had a terrible signal. Checks
were bouncing. We didn’t know exactly what
we were going to do. We played around with
it for a while, then turned it into the first Al-
ternative Rock station.

“We were playing a lot of mainstream pro-
gressive rock, but we were also playing the
Sex Pistols, the Clash, and the Pretenders.

Over the years, we got rid of the progressive .

music and concentrated on the alternative
music, focusing on bands like Depeche
Mode, the Cure, and the Police. In fact,
[crosstown] KL.OS once got a prerelease of
the new Police album before we [got a copy].
They sent it to us and said, ‘Maybe you guys
could use this because we can’t play it.’
“[KROQ’s} owners didn’t know anything
about radio. One time, Rick was talking to

the GM about formatics and quarter-hour
maintenance, and the guy said, ‘Don’t worry
about that. The engineering department takes
care of that.’

“Ricky, in my opinion, was a wizard. He’s
right up there with Bill Drake and Tom
Donahue as an innovative programmer.”

Larry Groves currently is out of radio and work-
ing at a record store in Longview, TX.

lomorrow

-
-

alternative

Today

Mike Jacobs

“Just earning enough money at McDonald’s
to print business cards doesn’t qualify you as
a PD, let alone a visionary. What set Rick
Carroll apart? He always had an opinion and
was willing to stand behind it — no matter
what anyone else thought.

“Rick wasn’t perfect; his faults are legend-
ary. But he was right more than he was wrong,
and that is what we should remember and re-
spect him for. He was willing to try some-
thing new without anything to go on but his
will to succeed — and that takes heart.

“You can debate who did what first, but
you can’t take that away. His will to win —

that rubbed off on everybody.”

Mike Jacobs — who worked
with Carroll as the Carroll &
Jacobs consulting firm's Busi-
ness Director — now is Pres-
ident of MCA-distributed
Way Cool Music.

Scott Mason
“I first met Rick in 1974
when I was a phone op at KKDJ. Larry
Groves, Rick, and | arrived at KROQ at about
the same time. I was at KTNQ, which was
about to go Spanish. And since I don’t speak
Spanish, it seemed like a good thing to do!
Rick had been looking for a gig and said he
had an offer from KROQ. [ had heard about
the station, but we all figured it would be a
brief stop between ‘big’ radio stations!

“When Rick came to KROQ, the music was
almost all the jocks’ choice. He tried to put
some structure to the programming. He
brought it down to three jock choices per hour,
then it went to two, then one, and then none.
But Rick would always listen to what people
at the station had to say about the music.

“He was an old Top 40 guy, so he wanted
to put Top 40 formatics into place: quarter-
hour maintenance, saying the call letters, play-
ing the most popular records in a hot rotation.
[But} our most popular records weren’t the

WWW_amarticanradiaohistory. com

most popular records on the chart — they were
the ones we thought were the most popular
with our audience,

“Rick met with a lot of resistance in many
areas because the station owners didn’t have
a radio background. They were hesitant on a
lot of things. But Rick was a great convincer,
and what he said made sense. He [would
let people take the ball and run], but he
was also a great guider. He had his own
ideas and philosophies, and he brought
structure to the station.

“In the later days, Rick would some-
times not show up for days. One time he
borrowed my truck for an hour and didn’t
come back for three days. He really believed
in getting away from the station at least one
day a week and listening to it from the out-
side — without the phone calls and other dis-
tractions. He definitely believed you shouldn’t
get so close that it overwhelms you.”

Scott Mason presently works as
KROQ's OM.

Jack Snyder

“Rick and I first started
working together when I
became PD at KEZY; he
was the Corporate PD. Dur-
ing that time, he showed me
how to read the charts and,
more importantly, how to
read between the lines. He
showed me the protocol and
how to entertain record
company people. If I had
any questions, he’d help
me out. But never once did
he interfere. There was al-
ways an open door, and he always gave me a
detailed answer.

“KEZY had been automated for many
years, and we took it pretty cutting-edge and
radical to get attention. It was pretty
out-there and adventurous. And
Rick would only encourage us.

“After Rick left, we still stayed
in touch. When he was conspiring
to put KROQ on the air, he would
call and we’d hash out ideas. |
watched how they very carefully cultivate®sz
those ideas. KEZY was like
the cutting-edge wave [before KROQ],
and Rick was catching the next wave
that was coming behind it.”

Jack Snyder is WZRH/New Orleans's PD

KROQ staff (circa 1986): (I-r) Scott Mason, Doc on the ROQ, Jed The
Fish, Rick Carroll, Richard Blade, Dusty Street, Freddie Snakeskin,
Rodney Bingenheimer, unidentified, Swedish Eagle, Mike Jacobs,
Lewis Largent, Jim “Poorman” Trenton, John Frost, Van Johnson, and
Raymond Bannister.

1993-1994

CARROLL DINNER — The annual Rick
Carroll Scholarship Fund Dinner andAward
Ceremony (Radio Innovator of the Year) will
take place at this year's SXSW Conference.
Prior winners include Robert Uhimann,
Howard Stem, Deirdre O’'Donahue, Rodney
Bingenheimer, and Lou Simon, who’s shown
here after receiving his plaque (c). Flank-
ing him at the first award ceremony are (i-r}
Jed The Fish, Guy Zapoleon, Dave Sholin,
Carroll's father and sister, and Mike Jacobs.



www.americanradiohistory.com

Some things

Rick Garroll Scholarship Fund

Award Dinner
Saturday, March 16 @ SxSW

WAY

RSVP
310-592-6157 0 MIKE JACOBS

MUSIC
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New Adds At:
KOME
(G {0)

WROX
KRRK

WLUM
WRLG

WMAD
KKND

KPOI

TOP 5 RESEAR(
NOW ON OVER 50 MODERN

from their debut album

american standard
» with sales now over 1,000,000

" e
_ Producedby J. ROSS, J. POLLOCK & TOM MORRIS -
@ mammoth neCords: 1018 street careboro, NC 2750 mammoth online: http:/www.mammoth.com
TSRS the atiantic group. 21996 atlantic recording corp. a time warner company.
- ¢ - 3
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Still Left Of The Dial

Il Paul Westerberg talks about his new LP ... and all things ‘Alternative’

aul Westerberg will always be a kid. A lonely kid at that. That’s probably

true of all great rock artists.

There’s a part of them that felt and saw more
when they were young, and so they’re able to
relate those feelings to the “‘other kids,” the
rock audience.

On his forthcoming new album, “Eventu-
ally,” Westerberg once again demonstrates the
songwriting craft that was brilliantly displayed
on his last solo effort, “14 Songs.” R&R re-
cently caught up with Westerberg, who talked

. ahout the pastythe songwriting profess, and

fodlay 54 lternative scene.

Feeling Vulnerable :
“While I’ vé gotten used to it over the years;

this.is the part that still isn’t easy.” Wester-

bere s referring to the period between record-
ing an album and when the audience finally
gets to hear it. “I really don’t like the hyping
of a record,” he adds. “I mean I’'m eager to
hear what fans think about my work, but this
can make you feel vulnerable. Radio people,
writers, ... important people are reacting first,
and you have to respond.

“I may have bitched about the rigors of
touring, but deep down I love touring. I'll
always want to play, but I don’t think I’ll [al-
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ways] have the same need for being inter-
viewed.” Westerberg says this in an honest,
friendly tone.

The fact is that this is how things are done
these days, and Westerberg knows it. Al-
though it’s two months before “Eventually”
will be released, there isn’t time for him as
an artist to savor the results of his work —
it’s time to promote.

Westerberg is willing; through the years he’s
watched the stakes being raised. In the begin-
ning it was touring Midwest clubs in a van
with the Replacements. Now he’s an origi-
nal, standard-bearing artist of the ““Alternative”
movement. Trace the evolution backwards,
and it’s easy to cite U2 and R.E.M. True card-
bearing Alternative fans will point to Husker

1 may have bitched about
the rigors of touring, but
deep down | love touring.
Pll always want to play,
but | don’t think P'll have
the same need for
being interviewed.

mn R

Du and, yes, the Replacements. Maybe it’s
because they never “made” it, thus there were
no “sell-out” accusations.

“I’ve got to admit: I notice how things
work now. There’s a certain uniformity of ac-
ceptance for artists who comply. I'm con-
scious of what would “work” according to
those rules. To me, though, it’s more than
louder guitars and the right amount of dis-
tortion. I want people to

I try to write the best
song that I can.”

O’Brien Reunion

The first single to be
released from the
“Eventually” compila-
tion is a haunting piece
called “Love Untold.” It
reunites Westerberg with
Brendan O’Brien, who
worked on \Yorld Class

B
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“I’ve ltm'ﬂtd )
strerigthen the mﬁhgdy ofa song by keeag it
simple. If you get'a good tune, that can be
enough. If you-manage to fisid the nghluﬂﬂk
then you really have something. In the pistT
might’ve tried to make things too elaborate.
Part of that was working with the band. The
democracy of a band can mar a simple tune.
The guitarist has a different lick that he wants
to lay in ... the rhythm. Pretty soon, you’ve
lost the clarity.”

Working with O’Brien made it too direct
at times. “Brendan likes to record live. He’s
used to working with great, powerful bands
like Pearl Jam: Set up and get out of the
way. I'm working differently now. I like to
build songs ... find the tune and develop a
great song along the way. Now I don’t have

a band like before. I

accept my songs with-
out the current tricks. I
see a lot of bands that
capture a flavor of the

1 don’t want some
‘lifetime achievement

used to work that way:
Go in the studio, start
jamming, and capture
the magic. I can’t do

moment, and then award’ from Alternative. that now.”

they’re gone. Listento | just hope the audience There’s a wistful-
what’s happempg now, accepts the songs ness in Westerberg’ s
and it can remind you A voice. Never once in
of other eras when Stralghﬂoma’dly- the conversation does

trends dominated the

Westerberg mention

artists. I’ve heard the
same heavy rhythms. I’ve heard the next fe-
male fronting the same aggresive sound. I’ve
heard the same pages of the diary being
screamed at me.”

‘Hit-Single Mentality’

Westerberg doesn’t try to comply, and he
isn’t self-consciously different. He writes
from what he feels. “That’s why it’s easier
to write, record, and play. That’s a force of
its own. Talking about it, analyzing it —
that’s unnatural.”

He admiits, though, that he could talk about
Alternative radio “long into the night; that’s a
subject matter I do think about.” After all, as
the author of great industry-aware classics like
“Left Of The Dial” and “Talent Show,” West-
erberg has sliced through the insider’s view
and railed in defense of the real fan.

“T’ll tell you, it was a lot better when Lov-
erboy was the enemy. We didn’t belong on
the radio, so it made us work harder to stand
for something. We had to find an audience.
When we did, they were passionate about us.
That’s where we belonged. Now it would be a
lot easier for me to fit in. I could make a real
pop record, like some of the ones that are big
now. Some of these things seem destined to
be regarded like Mungo Jerry.

“There’s a hit-single mentality now. Some
people don’t try to write the next *“Knockin’
On Heaven’s Door”; they write a formula hit.

the Replacements by
name. He continually refers to them as “the
band.” He isn’t resentful, though.

“I realize now how lucky I was to be in that
band. I didn’t appreciate it then. It was more
‘how do I get out of here?” Back then it just
happened. We just became a band, though we
never took it seriously enough to be great. We
were pretty self-aware; we knew we weren’t
that good so we managed to be deceptive. We
needed funny clothes, brash behavior, and to
be unpredictable. People would come to see
what they were going to get. You’d hear crit-
ics argue, ‘They’re great; no, they suck.” We’d
play that up because we knew we couldn’t just
go out and play great.”

No Hollow Terms

Today Westerberg doesn’t hide behind fun-
ny clothes, and he doesn’t ride Alternative’s
coattails either. He writes material that peo-
ple are finally recognizing on its own terms.

Westerberg admits to feeling more vulner-
able than ever. “I guess the reason critics play
up the ‘songwriter’ angle is because I'm
alone. The material has to represent itself.
I’'ve always tried to write deeper songs, dat-
ing back to the first album. Now the songs
stand out more. I’m not afraid to write a seri-
ous song like ‘Hide N Seekin’.””

“Hide” is a song about a divorced fa-
ther who’s barred from seeing his own chil-
dren. So he has to try to sneak looks at

— MMM aElcanradiohictaony cam

it's more than louder
guitars and the right
amount of distortion. 1
want people to accept
my songs without the
current tricks.

them from afar. Rumor has it that it was
inspired by Tom Waits in real life, though
Westerberg only says it’s a true story about
“a friend.” Much of “Eventually” carries
a similar resonance.

While he appreciates recognition for his
writing, Westerberg doesn’t want to be ac-
cepted on hollow terms. “I don’t want some
‘lifetime achievement award’ from Alterna-
tive. I just hope the audience accepts the
songs straightfor-
wardly. It takes guts
to be delicate in this
day and age. I'm try-
ing to make the
songs real. If any-
thing, that’s what
Alternative R i "
fans appre- P
ciate. No
gimmick.
Just a real
song.”
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

[0.

Out Of Time (WB)
EMPF Schubert Dip (BMI)

JESUS JONES
Doubt (SBK)

BIG AUDIO DYNAMITE IT
The Globe (Columbia)

ELECTRONIC

Electronic (WB)
SIOUXSIE

& THE BANSHEES
Superstition (Geffen)
CROWDED HOUSB
Woodface (Capitol)
PSYCHEDELIC FURS
World Outside (Columbia,)
LA’S/La’s
(Go!Discs/London/PLG)
ROBYN HITCHCOCOK

& THE EGYPTLANS
Perspex Island (A&M)
SISTERS OF MERCY
Vision Thing (Elektra)
HAPPY MONDAYS

Pills "N’ Thrills And
Bellyaches

(Elektra)

SIMPLE MINDS

Real Life (A&M)
MATERIALISSUE
International Pop Overthrow
(Mercury)

STING

The Soul Cages (A&M)
RED HOT CHILI PEPPERS
Blood Sugar Sex Magik
(WB)

MOBRISEEY

Kill Uncle (Sire/Reprise)
ERASURE

Chorus (Sire/Reprise)

REPLACEMENTS
All Shook Down
(Sire/Reprise)
DIVINYLS
Divinyls (Virgin)

p—

10.

11.

12.

16.

17.

18.

19.

[0.

Achtung Baby (Island/PLG)

CURE

Wish (Fiction/Elektra)
MOBRRISSEY

Your Arsenal
(Sire/Reprise)

INXS

Welcome To Wherever You
Are (Atlantic/AG)
B-82'8

Good Stuff (Reprise)
SOCIAL DISTORTION
Somewhere Between Heaven..
(Epic)
CHARLATANSU.K.
Between 10th And 11th
(Beggars Banquet/RCA)
CRACKER

Cracker (Virgin)
NIRVANA

Nevermind (DGC)

SO0UP DRAGONS
Hotwired

(Big Life/Mercury)
SUGARCUEES

Stick Around For Joy
(Elektra)

TEENAGEFANCLUB
Bandwagonesque (DGC)

. CONCRETE BLONDE

Walking In London (IRS)

. RED HOT CHILI PEPPERS

Blood Sugar Sex Magik
WB)

. X1TC

Nonsuch (Geffen)

PETER GABRIEL
Us (Geffen)

R.E.M,

Automatic For The People
WB)

JESUS & MARY CHAIN
Honey’s Dead

(Def American/WB)

FAITH NO MORE
Angel Dust (Slash/Reprise)

IAN MoCULLOCH
Mysterio (Sire/Reprise)

7.

8.

9.

DEPECHE I

Devotion

Songs Of Faith And
(Sire/Reprise)
U&/Zooropa
(Island/PLG)

NEW ORDER
Republic (Qwest/WB)

MIDNIGHT OIL

Earth And Sun And Moon
(Columbia.)

BELLY/Star
(4AD/Sire/Reprise)
CRANBERRIES
Everybody Else Is Doing It...
(Island/PLG)
TEARSFORFEARS
Elemental (Mercury)
PORNO FOR PYROS
Porno For Pyros (WB)
R.EM.

Automatic For The People
(WB)

10. STING

Ten Summoner’s Tales
(A&M)

11. LENNY KRAVITZ

Are You Gonna Go My Way
(Virgin)

12. THE THE

Dusk (Epic)

13. SMASHING PUMPKINS

Siamese Dream (Virgin)

14. SOUL ASYLUM

Grave Dancers Union
(Columbia,)

15. JBSUS JONES

Perverse (SBK/ERG)

16. BLIND MELON

Blind Melon (Capitol)

17.10,000 MANIACS

Our Time In Eden (Elektra)

18. WORLD PARTY

Bang!
(Ensign/Chrysalis/ERG)

19. DURAN DURAN

Duran Duran (Capitol)

0. RADIOHEAD

Pablo Honey (Capitol)

Revolution Evolution: Albums To Tracks

T

from the last five years.

You'll notice that the *91-'93 lists featured albums. Begin-
ning with the April 1, 1994 issue, R&R debuted its Alternative
individual tracks chart that recognized the format’s evolution
from an album focus. The Top 94 Of 94 also marked R&R’s
first year-end Alternative tracks chart.

3.

5.

7.

8.

9.

Selling The Drama.
(Radioactive/A&M)

PEARLJAM

Daughter (Epic Associated)
MORRISSEY

The More You Ignore Me
The Closer I Get
(Sire/Reprise)

TOAD THE WET SPROCKET
Fall Down (Columbia)
GREEN DAY

Basket Case (Reprise)
CRASH TEST DUMMIES
MMM MMM MMM MMM
(Arista)

BOUNDGARDERN

Black Hole Sun (A&M)
GREEN DAY

Longview (Reprise)

R.EM.

What'’s The Frequency... (WB)

10. CRANEERRATES

Zombie (Island)

11. COUNTING CROWS

Einstein On... (DGC)

12. ALICE IN CHAINS

No Excuses (Columbia)

13. COUNTING CROWS

Mr. Jones (DGC)

14. SEAL

Prayer For The Dying
(ZTT/Sire/WB)

15. OFFSPRING

Come Out And Play
(Epitaph)

16. STONE TEMPLE PILOTS

Interstate Love Song
(Atlantic/AG)

17. OFFSPRING

Self Esteem (Epitaph)

18. SMASHING PUMPKINS

Disarm (Virgin)

19. BECK

Loser (DGC)

0. SHERYL CROW

WWIN—asRerearraetelretory-com——

All I Wanna Do (A&M)

o illustrate how the Alternative musical front has
evolved, here’s a comparison of the top 20 records

8 SILVERCHAIR |

Tomorrow (Epic)

2. GOOGOODOLLS
Name (Metal Blade/WB)

3. BETTER THAN EZRA
Good (Swell/Elektra/EEG)

4. BUSH
Comedown
(Trauma/Interscope)

5. ALANIS MORISEETTE
You Oughta Know
(Maverick/Reprise)

6. PRESIDENTSOF THE
Lump (Columbia/CRG)

7. LIVE
Lightning Crashes
(Radioactive)

8. COLLECTIVESOUL
December (Atlantic)

9. LIVE
All Over You (Radioactive)

10. SPONGE
Molly (Work/CRG)

11. ELASTICA
Connection (DGC/Geffen)

12. BETTER THAN EZRA
In The Blood
(Swell/Elektra/EEG)

13. TOADIES
Possum Kingdom
(Interscope)

14. ALANIS MORISSETTE
Hand In My Pocket
(Maverick/Reprise)

15. MATTHEW SWEET
Sick Of Myself (Zoo)

16. BUSH
Little Things
(Trauma/Interscope)

17. WEBZER
Say It Ain’t So (DGC/Geffen)

18. QASIS
Live Forever (Epic)

19.08
Hold Me, Thrill Me, Kiss Me,
Kill Me (Atlantic/Island)

0. NATALIE MERCHANT
Carnival (Elektra/EEG)

R =
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TRACLY RONHAM

MOTHER. MOTHER
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the first single from

THE BVRDENWNS oF

BEING UPR\GHT

Produced by Paul Kelderie and Sean Slade
Additional Production and Mix by Tom Lord-Rlge

‘ 19496 Island Recees iz, A 2 ayComrmip iny

Managenent: Scott MeGhee for Moshe=Etenln nf
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What A Difference A Chance Makes!

Y.E.S. TO JOBS Interns 1987

Look where they are now!

Racquel Caldwell - Real Estate Administrator
Jai Cannon - Independent Producer/Owner, Oktav Productions & Studio
José Castellon - Assistant Engineer, A&M Studios
Marsha Cole - Program Coordinator, Y.E.S. TO JOBS
Kisha Cravin - Administrative Services Manager, Perspective Records
Morgan Fouch - Account Coordinator, Burrell Communications Group
Sergio Gonzales - Assistant Data Processing Production Manager, WEA
Stan Kurianski - Owner/Commercial Artist, Stan Kurianski Advertising & Design
Heidi Othmer - Promotions Director, KLAX FM & KXED AM Los Angeles
Eric Reed - Jazz Pianist, Impulse! Records
James Staten - Field Director, Rock the Vote
Derrick Wade - Business and Legal Affairs Assistant, Hanna Barbera

“People Can’t Be What They Don’t Know Exists”

o give a chance to a 16-18 year old minority, high-school student, contact:
Y.E.S. TO JOBS ¢ JALEESA HAZZARD ¢ 213 * 469 » 2411 x3598

YeEe§

To Jobs

WAWWWY amereantaciehietory com ——————
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ALTERNATIVE _

Preserving The Alternative Image

Continued from Page 28

gram. We have to keep flooding
them with new things. On the oth-
er hand, we have to continue to
play their favorite songs. Program-
ming these kinds of radio stations
isn’t simple, but you can get it
down to two things: playing lots
of new music and playing people’s
favorite songs.

“When [ looked at all the sum-
mer books, could Arbitron tell me
anything that was going on with the
format? What’s happening is that
TSL is going down, and there are a
couple of reasons for that. There are
now more choices for people to lis-
ten to. If I'm playing a Nine Inch
Nails song, and someone’s on the
Dave Matthews Band, there’s now
a station that may be playing Dave
Matthews and Hootie [& The
Blowfish| on a more regular basis.

“It works the same vice versa. If
[’m playing a Dave Matthews
record, there’s now a station — not
just in Chicago but in most every
market that says, ‘You know
what, we’re going to be playing
Pearl Jam, Stone Temple Pilots,
and the Smashing Pumpkins.’ The
things that make us big, the broad-
ness of styles, are also the things that
make us sort of vulnerable. Like in
any strategic battle, you end up nar-
rowing the focus.

“Look at the job that Steve Smith
has done [at CHR WQHT (Hot 97)/
New York] or Rick Cummings has
done {at CHR KPWR (Power 106)/
Los Angeles]. Power is a different
radio station today than it was three
years ago. That’s because it’s con-

tinually looking at what’s going on
and changing to meet the tastes of
the 18-34 demo so that it can dom-
inate. That’s Q101’s philosophy.
You want to maximize. We’re an
18-34 station, so it’s important to
us from a money-making stand-
point to have a fair amount of 24-
34s. The format tends to be gener-
ational; it’ll go from 16-29.”

Gamble does question those who
program rock music from 1996 and
1976 in the same quarter-hour. “Tell
me where Aerosmith and Pearl Jam
work or where Aerosmith and Green
Day work. What radio station in
America would that work on?When
we look at Active Rock, there are
some wonderful stations that are
doing a great job. I tend to think the
majority of them are successful be-
cause they’re morning drive-driven.
For example, Mancow does a great
job. [WRCX] is the No. 1 18-34 act
in Chicago.

“l don’t think anything is Al-
ternative anymore. There are rock
songs, pop songs, and dance
songs. Because of the perception
of our format, we probably get to
play more styles than the other
people do.”

Beyond The Music

Dallas radio veteran Joel Folger
says the Alternative pie will contin-
ue to grow. “The fact that CHR,
Active Rock, and Adult Alternatives
are dabbling and using some of our
product is a statement of just how
strong Alternative is. You can’t stop
other stations from playing songs
and bands you champion, but there
are a lot of things you can do in terms

of imaging and formatics to distin-
guish yourself from competitors.

“In this day and age of BDS and
other tracking tools, there are no se-
crets as far as what songs your com-
petitors are playing and what songs
you’re playing. You need more ele-
ments than just music to differenti-
ate your station.

Folger’s top element for achiev-
ing stationality: on-air talent. “For-
get describing Alternative and just
think in terms of, ‘Is the talent you
have on your radio station better
than the talent on your competition?
Are you more interesting or are they
more compelling? Does [your tal-
ent] relate information that puts
your station above and beyond your
competitor?””

But when all is said and done,
one factor holds more weight than
any other in determining station
success. “Music is still at the top of
the list,” says Folger. ““You’ve got
tc make sure the music is right on
your radio station.”
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Continued from Page 30

than any other stations — will make
you sound like a bigger station. It's
one thing to give away Smashing
Pumpkins tickets; the Alternative
station should put the ‘and more’
twist on it and do what other sta-
tions won't do.

® Industry Attention: It's a
blessing in that the major radio
companies have taken the format
seriously; they don’t feel as ner-
vous about flipping to Altemative.
The problem is that right now the
format is on a little bumpy road.
That's not the case all around the
country — there are a few cases
of bumpy roads, and it has be-
come overanalyzed. But that has
nothing to do with the format or
anything else — just look at what
other formats did to win when they
came under competitive attack. it's
just basic radio wars.

® Core Artists: in the beginning,
when the music wasn't shared, Al-
temative was a very artist-driven
format — stili playing hit records,
but really paying attention to the
artist. Now, when you're in a song-
for-song battie around the country

Calderone: Becoming The ‘Big Dog’ Station

up leaning more toward songs as
| opposed to artists. It was Alterna-
| tive that broke those big artists, laid
| claim to them for all those years,
| and worked really hard to own
| them. For the format to discount
|
|

l with other radio stations, you end

them and maybe not look at a sec-
ond track — if it's a good song, that
is — might be a mistake in owner-
ship. You don’t want to look at your
playlist and say, “God, | don’t own
any of this.”

® Current-To-Gold Ratio: Most
of the recurrent and library tracks
we’re playing now are the big CHR/
AOR crossover records: [the
Breeders'] “Cannonball,” [Green
Day’s] “When | Come Around,” and
all those great records that made
Altemative huge. So at least we
have a library of high-cume poten-
tial on which we continue to lean.
The issue now, however, is to make
sure the gold [consists of] the most
well-tested songs and is the most
compatible [with currents].

¢ Online Technotlogies: It
doesn’t get you ratings. it's a great
imaging tool, but | have yet to see
any station get a huge ratings jump
because they had a great home

page. [it only speaks to] a small
minority of your audience. It's CB
radio for the '90s.

We work so hard to get our slo-
gan pounded into people’s heads
— now we want to ask them while
they're listening at work or in their
cars to remember “www. http//
...com”? How can you expect any-
one to remember that when half the
time they can't even write down
your call letters in a diary?

® '96 Prediction: When we [used
to] sign on a radio station, we some-
times would go jockless for a full
book and still debut with a five share.
You can't do that anymore. You just
can'tsign on and say, ‘/'li play Bush,
Nirvana, Stone Temple Pilots,
and Pearl Jam and be the biggest
hitin the city.” Well, guess what? It
ain’t happening anymore because
down the dial there are three other
radio stations probably playing and
sharing the same music. So the big
issue right now is taking what we
have built over the years and be-
coming the “big dog” radio station.
Like any other format, if an Alter-
native station doesn't have a strong
PD and a strong, solid product be-
sides the music, it's going to be a
bumpy road.

March 15, 1996 R&R ® 57

le One Reason

The premiere single and video
from New Beginninyg.

ON: 99X 30x
#1 25-34 Best Testing Record

WSHE 32x KDGE 22x
WENZ 20x WAQZ 25x
KWOD 36x WDRE [3x
KTCL [8x KCXX 27x

NEW AT Z100

X Produced by Don Gehman and Tracy Chapman
@
N Management: Gotd Mouncan Entertaiinment

On Elekira compact discs and @m--s cassertes. hitp://www.elekira.com 199

Eerra Enterramment Growp 3 dveean of Warner Cxmmumcauens Ine A Time Warner Corpany

|
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ALTERNATI VE TOP 20 BREAKERS.
MA RCH 1 5 1996 mfnﬁ:mqmg
TOTAL PLAYSANCREASE TOTAL STATIONS/ADDS CHART
e TOTAL PLAYS TOTAL 21181942 89/9 5 )
W 2% W TW  ARTIST TITLE LABEL(S) ™ w w w STATIONS/ADDS LOVE AND ROCKETS
2 1 11 ALANIS MORISSETTE Ironic (Maverick/Reprise) 2629 2695 2476 2493  81/0 oL Pﬁ\ymtn EL&'" H:,rrlﬂt;\:3{0'{;I‘l‘r:’rgsrlcan/l?aprlsa)mT
s s 2 @ SPACEHOG In The Meantime (Sire/EEG) 2539 2451 2222 2195  86/0 1195/218 75116 ®
n s « @ FOOFIGHTERS Big Me (Capitol) 2041 2343 2079 1948 900 GRAVITY KILLS
3 4 7 4 GREEN DAY Brain Stew (Reprise) 2132 2234 2253 2415 75A TOTAL PLAYSINCREASE m?:isﬂrz n{, Tuggns st
BREAKER @ STONE TEMPLE PILOTS Big Bang Baby (Atlantic) 2118 176 —_ — 89/9 1050/67 68/2 [>7)
s 7 s & GINBLOSSOMS Follow You Down (A&M) 2103 2289 2156 2073 80/0 NIXONS
s & 8 7  ALICE IN CHAINS Heaven Beside You (Columbia/CRG) 2000 2207 21711 2244 781 Sister (MCA)
22 8 & s PRESIDENTS OF THE UNITED... Peaches (Columbia/CRG) 2077 2270 2111 1938 850 '°'“;;‘2";;';;“““ Tomt “;;‘,g"s'*“s “&5’
1 2 3 9 SMASHING PUMPKINS 1979 (Virgin) 2006 2347 2360 2583 741
1w n 9 10 REDHOT CHILI PEPPERS Aeroplane (WB) 1961 2067 2009 2023 8410
7 w0 n un  EVERCLEAR Santa Monica (Watch The World Die) (Capito/) 1943 1972 2023 2115 7011
n = v @ OASIS Champagne Supernova (Epic) 1873 1583 1030 769  88/10 MOST ADDED -
5w 1 15 GARBAGE Only Happy When It Rains (Aimo Sounds/Geffen) 1831 1902 1745 1750 810 | pulPeiel | Mother (Istand) e
8 12 1 1w GOOGOODOLLS Naked (Metal Blade/WB) 1720 1939 1947 2078 730 | piSHWALLA Counting Blue Cars (A&M) 20
w 13 14 15 TORIAMOS Caught A Lite Sneeze (Atiantic) 1695 1815 1801 1782 84/0 CRACKER | Hate My Generation (Virgin) 16
s =2 1w (O JARS OF CLAY Flood (Silvertone) 1642 1501 1186 999  76/6 mmm ?E%LMW (Amencanfiepres) }‘45
o 1 1 () STABBING WESTWARD What Do | Have To Do? (ColumbiaCRG) 1632 1590 1409 1338 80/2 GOLDFINGER Here In Your Bedroom (Moj3) 14
2 2 2 () BUSHMachinehead (Trauma/Interscope) 1618 1406 1110 939 72/8 CAST Alright (Polydor’A&M) 12
4 3 1w 1w OASIS Wonderwall (Epic) 1617 2044 2336 2386 68A1 COWBOY JUNKIES A Common Dis?ster (Geffen) 10
® w15« NODOUBTJustAGi (Traumainterscope) 1537 1691 1689 1794  65A1 ggﬁ:‘gg;’gﬁ*‘fs’ﬁ# dﬁf;2°(‘;;e(£’l’l’,‘;)) "
N 2% 2 @ SMASHING PUMPKINS Zero (Vlfgln) 1472 1286 1037 797 72/8 STONE TEMPLE PILOTS Big Bang Baby (Atiantic) g9
19 16 18 22  SALT Bluster (/sfand) 1406 1531 1424 1345 7710
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* Stations and their adds listed alphabellcally by marke!

WEQX/Aibany, NY

PD: lan Harrison

APDMD Marc Alghini
nmzsmtm “Bandos”

BUD(GRAPE m,'s
T “Alnght”
Lmn KRAVITZ “Whind™

WOQBK/Albany, NY

DM/PD: Dan Binder

MD: Kelly McNamara
SMASHING PUMPKINS “Zero”
LOVE ANO ROCKETS “Hangaver™
VERVE PiPE “Photograph”
FLEMING & JOHN “Afraid”

KTEG/Athuguergue, NM
PO: Sandy Horowitz
MD: Julie Hoyt
TRACY BONHAM “Mother™
COWBOY JUNKIES “Disaster”
LENNY KRAVITZ “Mind”
LOVE AND ROCKETS “Hangover™
ERIC MATTHEWS "Fantare™
PHUNK JUNKEEZ “Gir™

WNNX/Atlanta, GA
PD: Brian Philips
APD: Leslie Fram
IAD Sean Demery
VERVE PIPE “Photograph”
22 FREODY JONES BAND “Daydream"
18 NICK CAVE/BAD SEEDS “Henry™
14 SHOVELJERK “Unwind”
6 MARRY ME JANE “TwentyOne™

WJSE/Atlantic City, NJ

OM/PD/MD: Dave King
TRACY BONHAM “Mother”
FROM GOOD HOMES “Head”

GOLDFINGER “Bedroom™
DRILL “Hell”

BLACK GRAPE “Ketty's™
SEMISONIC “Flames™

WCHZ/Augusta, GA

DM/PD: Eric Hall

MD: Todd Haller
0ASIS "Champagne™
BUSH "Maching”™
REFRESHMENTS “Banditos™
HAGFISH “Happiness™
EOWIN MCCAIN “Alve™
SHERYL CROW “Outside™

KNNC/Austin, TX
PD/MD: Mike Peer
5 REFRESHMENTS “Bandios™
6 TRACY BONHAM “Mother”
5 BABYLON 700 "Spaceman”
3 FUZZY G

CANDLEBOX “Frend”

JARS OF CLAY “Flood™

SEMISONIC “Fiames™

KROX/Austin, TX

PD: Sara Trexler

APDIMD Lloyd Hocutt
IDLEWILDE “Freakin™

z SMASHING PUMPKINS “Zer0”
SEVEN MARY THREE “Waters™
TRACY BONHAM "Mother”
COWBOY JUNKIES “Disaster™

WRAX/Birmingham, AL
PD: Dave Rossi
MD: Hurricane Shane
FLEMING & JOHN “Atraid”
COWBOY JUNKIES ~Drsaster™
RUBY “Tiny™
CAST “Nnght”

WBCN/Boston, MA
VP/Programming: Oedipus
MD: Carter Alan
APD: Steven Strick
15 SMASHING PUMPKINS “Zero”
SEMISONIC “Plames™
JARS OF CLAY “Flood”
CRACKER “Generation™
EVERCLEAR “Heartspark”
BAD RELIGION “Walk"
WFNX/Boston, MA
PD: Troy Smith
APD: Todd Wilkinson
MD: Laurie Gait
RANCIO “Olympia
VELOCITY GIRL "Nothing™
SEMISONIC “Flames™

WEDG/Bufttalo, NY

WUNX/Cape Cod, MA

PD: Chris Boles

MD: Steve Binder
STONE TEMPLE PILOTS "Baby”
AMMONIA “| "
CANDLEBOX “Friend”

WPGU/Champaign, IL
PD: Jay Schulman
MD Kim Haskell
TRACY BONHAM “Mother”
| DISHWALLA “Cars™
WHIPPING BOY “Twinkie™
BEN FOLDS FIVE “Underproun”

WKQX/Chicago, IL

PD: Bill Gamble

APD/MD: Mary Shuminas

16 TRACY BONMAM “Mother”
KORN “Clown”
LOVE ANO ROCKETS “Hangover™
CRACKER “Generation™

WAQZ/Cincinnati, OH

PD/MD: Matthew Harris

APD: Sterling Schiessler
PULP “Common”
REFRESHMENTS “Banditos™
JOAN OSBORNE “Man"

WOXY/Cincinnati, OH

PD: Dave Tellmann

MD: Dorsie Fyfie

HOWLIN' MAGGIE "Alcohol™

TRACY BONHAM “Mother”

MR. MIRAINGA “Jalepeno™

FRANK BLACK “Kicked"

JOHN WESLEY HARDING "Liberty”

PATT| ROTHBERG “Inside”

STEVE EARLE "More™

JENNIFER 'IRVNW ‘Yw

DISHWALLA

JOLENE “Garden”

COWBOY JUNKIES “Speaking”

WENZ/Cleveland, OH

PD: Ric “Rocco” Bennett

MOD: Sean Robertson
SMASHING PUMPIINS “Zero™
TRACY BONHAM “Mother”
CRACKER “Generation™

WMMS/Cleveland, OH
VP/Dir./0ps.: John Gorman
APD/MD: Doug Kubinski
LOVE AND ROCKETS "Hangover”
UNIVERSAL HONEY “Uront™
KDGE/Dallas, TX
PD: Joel Folger

MD: Jay Michaels
AMMONIA “Orugs™

RN R A e

WAKELAND “falling”
ADAM'S FARM “Prcture”

WXEG/Oayton, OH
PD: Mike Sterm

MD: Jeft Stevens
ALICE IN CHAINS “Over”
AMMONLA “Orugs™
COWBOY JUNKIES "Disaster”

WKRO/Daytona Beach, FL

PD: Talt Moore

MD: Delia Rae

1 COWBOY JUNKIES “Drsaster”
1 GOLOFINGER "Besroom’

KTCL/Denver, CO
PD: John Hayes

MD: Mary Moses

2 THERMADORE “Amarasian”

21 OASIS “Champagre”

13 JOSH CLAYTON-FELT "Wendow"

CIMX/Detroit, MI

Program Mgr: Murray Brookshaw

PD/MD: Vince Cannova
GOLDFINGER “Bedroom™

WHYT/Detroit, Mi

PD: Garett Michaels

MD: Alex Tear

Asst. MD: Caeri Berirand

6 GOLDFINGER "Bedroom™
JARS OF CLAY "Fiood”
JEWEL “Save”

KFRR/Fresno, CA
PD: Don O’Neal
MD: Carla Gonzalez

VERVE PIPE “Photograph”
LOVE AND ROCKETS “Ha"gover™

WEJE/Ft. Wayne, IN

WGRD/Grand Rapids, Mi
PD: Allan Fee
MD: Leann Curdis
TRACY BONHAM “Mother”
DISHWALLA “Cars”
GOLDFINGER “Bedroom™

WOXA/Marrisburg, PA

PD: John Moschitta

MO: Scoit McFadden
SMASHING PUMPKINS ~Zero™
TRACY BONHAM "Mother”
CANDLEBOX “Friend”
LOVE AND ROCKETS “Hangover”

WMRQ/Martford, CT

PO: Brian Krysz

MD: Gina Crash

16 CRACKER "Generation”

3 SMASHING PUMPKINS “Zero"
AFGHAR WHIGS "Ladder”
SPARKLEHORSE “Treal”
WHIPPING BOY “Twirikle™

KPOI/Honolulu, HI
PD: Brock Whaley
MD: Nikki Basque

DASIS “Champagne™

BUSH "Machie”

POE "Angry”

FUZZY "Girl”

SEVEN MARY THREE “Water's™
KTBZ/Houston, TX
PD: Cruze
APD: Steve Robison
MD: David Sadot
2 LOVE ANO ROCKETS "Hangover”
1 TRACY BONHAM "Mother”
WRZX/indianapolis, IN
PD: Scott Jameson
MD: Michael Young

SON VOLT “Drown”

0ASIS “Champagne™

DOG'S EYE VIEW “Fas™

WPLA/Jacksonville, FL

PD: Jim Randall

APD: Beaner

MD: Greg Brady

15 STONE TEMPLE PILOTS “Baby”
0ASIS “Champagne”
DISHWALLA “Cars”

KISF/Kansas City, MO

PD: Jon Anthony

APD: Ed Parreira

MD: Jason Justice

2 STONE IEMPLE PILOTS “Baby”
LUSH Ladykilet

“Alnght*
JEumFER TRYNIN “Year™

KLZR/Kansas City, MO
PD: Roger The Dodger
MD: Bob Dsbumn
GOLDFINGER “Bedroom”
TRACY BONHAM “Mother”
MEICES "Wow!"

JENNIFER TRYNIN “Year”
DOROTHY “Angeline™

WNFZ/Knoxville, TN

DM/PD/MD: Jonathan Pirkle

28 BUSH “Machine”

2% CAST "Ainght”

21 MOUTH “Pure”

21 TRACY BONHAM “Mother™

21 REFRESHMENTS "Banditos™

15 GGY POP "Hearl”

15 FLEMING & JOHN “Atrad™
ROCKET FROM... “Young™

FALLING WALLENDAS “Monkey's™

WWO0X/Lansing, MI
PD: Mike Childs
MD: Nicole Schifflet
CAST “Alnght”
TRACY BONHAM “Mather™
CRACKER ~Generation”
INTO ANOTHER “TALL"

KEDG/Las Vegas, NV

OM: Steve Holiman

PD: John Griftin

MD: Freddy Snakeskin
LOVE AND ROCKETS “Hangover™
POSSUM DIXON “About”
MARILYN MANSON “Sweet”
GOLDFINGER “Bedroom™

KKNB/Lincoln, NE
PD: Erik Johnson

WDRE/Long Island, NY
PD: Ted Taylor
MD: Shelley Miller

smnz mms PILOTS "Baby”

CWBOY JUNK‘ES “Drsaster”
CAST
LENNY KRAVITZ “Mind”

KROQ/Los Angeles, CA
PD: Kevin Weatherly
APD: Gene Sandbloom
MD: Lisa Worden
T CRACKER “Generation™
LUSH "Ladykiler™

WXNU/Louisville, KY
PD: Rick Jamie
MD: Dave Abbott
AFGHAN WHIGS ~Ladder™
BAD RELIGION “Walk™
COWBOY JUNKIES “Drsaster”
OASIS "Champagne™
WHIPPING BOY “Twinkle”

WMAOD/Madison, Wi
PD: Brad Hanson
APDIMD Trevor Scott
PEARL JAM “Got”
w SEVENTEEN RHINOS "Sieepwalke™
DISHWALLA “Cars”
FLEMING & JOHN “Afraid™
SEVEN MARY THREE “Water's”
NIXONS ‘S-s(:v

CAVE &MINDGUE "Wild”

WRXQ/Memphis, TN
PD: Tony Wiltiams
MD: Dianna Gee

AMMONIA “Orugs™

VERVE PIPE “Photograph™

WLUM/Milwaukee, Wi
PD: Vince Richards
APD: Tommy Wilde
MD Zerrin Bulut

ALICE IN CHAINS “Heaven™
u STONE TEMPLE PILOTS “Baby™
13 GREEN OAY “Bramn”
11 PEARL JAM "Gol"
11 STABBING WESTWARD "What"
10 BUSH “Machine”
9 CAST "Alnght”
SMASHING PUMPKINS "Zero”
LOVE AND ROCKETS “Hangover”™
NO DOUBT “Gerl"
NATALIE MERCHANT “Jealousy™
WAKELAND “falling”
MARRY ME JANE “TwentyOne™
HOWLIN MAGGIE "Alcotiol”
AFGHAN WHIGS "Ladder™
AMMONIA “Drugs™
SEVEN MARY THREE "Waters™
GRAVITY KILLS “Gutity™

P Y L]

KEGE/Minneapolis, MN
PD: John Lassman

MD: Wade Linder

27 PATT) ROTHBERG "Inside”

14 TRACY BONHAM “Mother™

KREV/Minneapolis, MN
PD: Kevin Cole
MD: Shawn Stewarl

SEMISONIC “Flames™

KOJK/Modesto, CA
PD/MD: Kozman
VERVE PIPE “Photograph™
LOVE AND ROCKETS “Hangover™
NIXONS “Sister”

WHTG/Monmouth-Ocean, NJ

AMMONIA “Drugs

TRACY BONHAM “Mother”

KORN “Clown™

REFRESHMENTS “Banditos™
FLEMING & JOHN “Atraid”
EVERCLEAR “Heartspark”

GIRLS AGAINST BOYS ~Super-fue”
LOVEINREVERSE “I'm'

GEORGE HUNTLY "Calch™

WRLG/Nashville, TN
OM: John Lenac

PD/MD: Julie Forman
SMASHING PUMPKINS *1979"
CANDLEBOX “Friend”
TOADIES “Away”

BABYLON 700 “Spaceman”

svnnnad

WZRH/New Orieans, LA
PD: Jack Snyder
MD Darren Gauthier

CRACKER “Generation”

POSSUM DlXDN “About”

DISHWAL|

JOSH CLAVTON FELT "Window™
MEICES “Wow!"

SEMISONIC “Flames™

WXRK/New York, NY

PO: Andre Gardner

7 LOVE AND ROCKETS “Hangover"
CRACKER “Generabion™
LUSH “Ladykiller™
DISHWALLA “Cars™

WKOC/Norfolk, VA

PDMD: Mark Bradiey

6 TOADIES "Possum™

2 AMMONWA “Orugs™

2 AFGHAN WHIGS "Laoder”
CRACKER ~Ganeralion”
SPARKLEHORSE “Treat™

WROX/Norfolk, VA

PD: Perry Stone

APD/MD: Al Mitchell

3 FLEMING & JOHN “Atraid”
MARILYN MANSON “Sweet”
SEVEN MARY THREE "Water's™
DOG'S EYE VIEW “falls™

KGDE/Omaha, NE

PO: Lynn Barsiow

MD: John Stewar

&  GOLDFINGER “Bedroom™
SPARKLEHORSE “Treat™
TRACY BONHAM “Mother™
WHIPPING BOY “Twinkle™
AMMONIA “Orugs™

KRRK/Omaha, NE
VP/Programming: Matt Markel
DM/PD: Nick Meloy

APD: Kevin Calahan

S GRAVITY KILLS “Gunity”

4 ROCKET FROM  “Young™

4 SEVEN MARY THREE "Water's”

4 TRACY BONHAM ~Mother™

3 OISHWALLA "Cars”

WJRR/Orlando, FL

DM/PD: John Frost

APD/MD: Steve Roberison

3 MARRY ME JANE “TwentyDne™
COLLECTIVE SOUL “Rrver”
PATTI ROTHBERG “Inside”

WOWW/Pensacola, FL
DM/PD: Joel Sampson

MD Lalaine
FOR SOUIRRELS “8:02°
STOKE TEMPLE PILDTS "Baby”
SPARKLEHORSE “Treat”
OCISHWALLA ~Cars™
BLUES TRAVELER “Mountains™
WHIPPING BOY ~Twinikie™

WIBF/Philadelphia, PA

OM Jim McGuinn
TRACY BONHAM “Mother™
I CRACKER "Generation”
EVERCLEAR “Hearlspark”
GOLDFINGER “Bedroom™
MARILYN MANSON “Sweet”
VERVE PIPE “Photogrash”

WPLY/Philadelphia, PA
PD: John Knapp
MD: Chuck Tisa
16 LOVE AND ROCKETS "Hangover™
JARS DF CLAY “Flood”
DISHWAL LA "Cars”

KEOJ/Phoenix, AZ
PD: Shellie Harl

MD Chris Palyk
WHITE ZOMBIE "Human”
23 SILVERCHAIR “Tomosrow™
23 60O GOO DOLLS "Name™
2 LVEAIN
20 GOLDFINGER “Bedroom”
15 REFRESHMENTS “Banditos™
10 LOVE AND ROCKETS “Hangover™
10 JARS OF CLAY "Fiood™

KZON/Phoenix, AZ

PD: Chris Ebbott

MD: Erika Smith

8 DOG'S EYE VIEW “Falls”
MYSTERIES OF LIFE "Molions™
STONE TEMPLE PILOTS “Baby™

WXOX/Pittsburgh, PA

PD: Cris Winter

MD: Steve Frankenberry
DASIS “Champagne™

KBBT/Portiand, OR

PO: Dan Numme

SPARKLEHORSE “Treat”
GOLDFINGER “Bedroom”
TRACY BONHAM “Mother”

KNRK/Portland, OR

PD: Mark Hamilton

MD: Matt Souther
DISHWALLA "Cars™

WOST/Poughkeepsie, NY
PD: Dave Leonard
APD: Dave Doud
MD: Nic Harcourd
BLACK GRAPE “Kety's™
THERMADORE “Amerasian”
REFRESHMENTS “Banditos™
SEMISONIC “Flames™
POSSUM OIXON “About™
HOWLIN MAGGIE “Aiconol”

POE “Angry™
CATIE CURTIS “Always™

WBRU/Providence, Ri
PD: Alexa Tobin
D Stephanie Himiley
LUSH “Lagykiler’
6 BAD RELIGION “Walk”
6 ECHOBELLY "Great"
CRACKER “Generahon”

BLACK GRAPE "Ketly's™
ALANIS MORISSETTE “Leam™
VELOCITY GIRL “Nothung™

WOGE/Providence, Rl
PD/MD: Brent Petersen
DISHWALLA “Cars™
LOVE ANO ROCKETS “Hangover”
NATALIE MERCHANT ~Jealousy™

KORB/Quad Cities, IA
PD: Steve Gunner

LENNY KRAVITZ "Mind”

POE “Angry™

WBZU/MRichmond, VA

#0: J.J. Quest

MD: Mike Scott

10 TRACY BOKHAM “Mother”

5 DISHWALLA "Cars”

5 CRACKER “Generation™
AMMONIA “Orugs”
MEICES “Wow!”

WVGO/Richmond, VA

PD: Bill Glasser

4PD: Paul Shugrue

MD: Kevin Matthews

9 AMMONIA “Orugs”

1 uownuem *Bedroom”

Angry”

KCXX/Hlverside, CA

#D: Chuck Summers

MD: Dwight Amold

N CAST “Ainght”

WNVE/Rochester, NY

FDMD: Erick Anderson
AMMONIA “Drugs

KWOD/Sacramento, CA

PD/MD: Alex Cosper
No Adds

KPNT/St. Louis, MO

PD: Alex Luke

APD: Eric Schmidi

DID Tim Virgin
TRACY BONHAM "Mother”
AMMONIA "Drugs”
EVERCLEAR “Heartspark”
COWBOY JUNKIES “Drsaster”
DISHWALLA "Cars”

KXRK/Salt Lake City, UT
VP/Ops. & Programming: Mike Summers
ND: Sean Ziebarth

27 STONE TEMPLE PILOTS “Baby

2 AMMONIA "Drugs™

n NOEX "Phitthy™
8 EVERCLEAR "Heanispark™
#  KORN "Clown™

XHRM/San Diego, CA

XTRA/San Diego, CA

OM: Tim Dukes

PDMD: Mike Halloran
STASBING WESTWARD “Whar®

KOME/San Jose, CA
DM: Ron Nenni

PD/MD: Jay Taylor

38 ALAMIS MORISSETIE “Leam”

KJEE/Santa Barbara, CA
GM/PD: Eddie Gutierrez
MD: Deanne Safiren

CANOLEBOX “Friend”

KNDD/Seattle, WA
PD: Rick Lambert

MD: Marco Collins

25 SUPER DELUXE “Famous™
19 DEFTONES "Borsd’

15 0ASIS “Step”
15 OASIS “Sky”
COLLECTIVE SOUL “Rver™
DISHWALLA “Cars™
WHMP/Springfield, MA
PD: Adam Wright

MOD: Nick Danjer
STONE TEMPLE PILDTS “Baby™
EVE'S PLUM "Cherry”
WAKELAND “Falling:

KT02/Springtieid, MO
PD: Matt Jones
MD: Julie Bahre
BUSH "Machwe™
15 ~“Champagne
SEMISONIC “Flames™
w»(iuwo “Falling

N “Clown™
ZEH CWBOVS “Comntes™
SUPERDRAG “Suck’

WXSR/Tallahassee, FL
PD: Rick Schmidt
APD: Chaz Kelly
MD: Drlando
TRACY BONHAM “Wother™
DISHWALLA “Cars”
REFRESHMENTS “Banddos™
LUSH “Ladyluber™
KFMA/Tucson, AZ
PD: Suzie Dunn
5 NO DOUBT "Spuderwebs™
2 PULP "Common”
1 AMMONIA “Drugs™
CAST “Ainght”
COWBOY JUNKIES Drsaster”
KMYZ/Tulsa, 0K
PD: Paul Kriegler
MD: Gregg Kocsak
2 TRACY BONHAM ~Mither™
VERVE PIPE “Pholograph™
WHFS/Washington, DC
PD: Roberl Benjam:n
APD: Bob Waugh
MD: Pai Ferrise
CRACKER ~Generaban”
SMASHING PUMPKIRS “Zei0”
TRACY BONHAM “Mnther”
VELOCITY GIRL “Noming™
WPBZ/West Paim Beach, FL
PD; Amy Doyle
MD: Robert English
CRACKER “Generabon”
DISHWALLA “Cars”
HOWLIN' MAGGH * Mcohol™

VELOCITY GIRL “Nottang”
PULP “Common”

93 Total Reporters
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Reported Frozen
Playlist (2):
KRZQ/Reno, NV
KITS/San Francisco,CA

o 5 ° S WNRQ/Pittsburgh, PA OM: Bryan Jones Did Not Report,
MO:Rich Wall PO: Sean Smyth [l ftgﬁ:ﬁg’::w“" ) PO: Pl Maning PO: el Gigue Playlist Frozes (1):

fmlm()“;ggg;wi:]mr“ : ID'I‘SA::J:LOL':H‘AMCu;mml. :’ﬂlfslrglsu \lf-lkow' BUSH "Machine” _ Hall\ouvu : OASIS ~Champagne” "?D' T;YAQIV‘ BON'L'A}:I’MMM' WEND/Charlotte, NC
SPARKLEHORSE “Treal” JEWEL ~Save” 0ASIS “Champagne™ TRACY BONHAM “Mother NIXONS ~Sister PHUNK UNKEEZ "Gt

LUSH Ladykillers (4AD/Reprise MEICES Wow! (London [

Total Plays: 465, Total Stgnons 35, ﬁids ) Total Plays: 319, Total Stations: 30. Adds: 4 M&%Ey! 215 }'Qﬁames"f (/)\{1‘:5 (3550 Meiey

RANCID Ruby Soho (Eplta BABYLON 200 Spaceman (EMI) TRACY BONHAM Mother Mother (/sland)

Total Plays: 451, Total Stations: 24, Total Plays: 315, Total Stations: 26, Adds: 2 ERIN PII;{SE ét!ngOéal Sta;;ons 3(1203;15 B

REFRESHMENTS Banditos Mercur GOLDFINGER Here In Your Bedroom (Moja est Frien avenclow

Total Plays: 405, Total Stations: 31, Ad(ds<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>