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KASAHIAN

CLUB FOOT

THE SMASH FIRST SINGLE FROM KASABIAN

"TO ME, KASABIAN IS THE MOST IMPORTANT BAND TO COME
ALONG SINCE, SINCE, SINCE A LONG FREAKIN' TIME. THIS
BAND HAS EVERYTHING | WANT MY STATION TO SOUND LIKE.
CURRENTLY LIVE105 SOUNDS LIKE FIVE KASABIAN ADDS.

2005 IS SHAPING UP LIKE IT'LL BE LIVE105'S MUSIC YEAR.
FOR US, KASABIAN IS LEADING OUR CHARGE. LIKE MOST
STRATEGIES, LARGER ARMIES ARE DESIRABLE...SO INSTEAD
OF ONE TRACK FROM THE SELF-TITLED CD, WE'VE GOT FIVE
ON WITH AT LEAST 20 SPINS A WEEK."

- SEAN DEMERY, PD OF LIVE105, SAN FRANCISCO

ALREADY ADDED
WXRK NEW YORK
KDLD LOS ANGELES
Q101 CHICAGO

KITS SAN FRANCISCO (Playing 5 Tracks!)
WPLY PHILADELPHIA
WFNX BOSTON

99X ATLANTA

KNDD SEATTLE

KEDJ PHOENIX

KBZT SAN DIEGO
KPNT ST. LOUIS

KNRK PORTLAND
WXTM CLEVELAND
WAQZ CINCINNATI
KWOD SACRAMENTO
KCXX RIVERSIDE
KRBZ KANSAS CITY
KXRK SALT LAKE CITY
WLUM MILWAUKEE
WWCD COLUMBUS
WROX NORFOLK

KKND NEW ORLEANS
- AND MORE

- APPEARING ON “JiviMY KIMMEL LIVE” - MARCH
AS SEEN ON MTV’S “ADVANCE WARNING” AND
MTV2'S NEW BANDS TO WATCH FOR 2005.
U.S. TOUR WITH THE MUSIC STARTS FEBRUARY
NOMINATED FOR 3 BRIT AWARDS
ALBUM PLATINUM IN U.K.

PRODUCED BY KASABIAN
ADDITIONAL PRODUCTION & MIX BY JiM ABBISS
MANAGED BY GRAEME LOWE

WWW.KASABIAN.CO.UK WWW.RCARECORDS.COM

THE RCA RECOROS LABEL IS A UNIT OF SONY BMG MUSIC ENTERTAINMENT ¢« TMK(S) ® REGISTERED * ., MARCA(S) REGISTRADA(S) RCA TRADEMARK
MANAGEMENT S.A. » BMG LOGO IS A REGISTERED TRADEMARK OF SONY BMG MUSIC ENTERTAINMENT: ¢ 2005 BMG UK & IRELAND LTD
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'ROCK

BY CHUCK TAYLOR
PHOTOGRAPHS BY RETNA LTD.

MY WORLD

SPECIAL ISSUE

BRACE YOURSELF: Alice Cooper is a nice man.

Kind of a bummer, huh?

The theatrical shock rocker, who scared the bejesus out of kids
in the 1970s while cranking out 11 top 40 hits, like “School’s
Out,” “Eighteen” and “You and Me,” today has a desk job like
any other self-respecting 57-year-old.

Of course, his desk sits in a frenetic radio studio, where Cooper
continues to stand watch over darkness, as host of “Nights With
Alice Cooper,” syndicated from 7 pm. to midnight on 45 rock
radio stations around the country. The show, distributed by United
Stations Radio Networks, celebrated its first anniversary Jan. 26.

While Cooper may now prefer golf to gore and his radio show
emanates from posh Phoenix instead of some swampy toxic
waste dump (which he infers on the air), his image remains
irreverent, roguish and a bit spooky. He regularly chats up lis-
teners,.shares raucously entertaining stories about his 40 years in
the trenches, talks about current news and pop culture and
entertains guests from his inner circle, whether they be Meat
Loaf, Rob Zombie, Wes Craven or Dave Mustaine. He still tours,
too, so stories from the road never run dry.

Cooper also maintains a voracious appetite for music and nour-
ishes listeners with the harder metal edges of classic rock, includ-
ing personal favorites Frank Zappa, Van Morrison’s Them,
AC/DC, the Yardbirds, Led Zeppelin, even Weird Al Yankovic.

“Alice is such a nocturnal character, and rock radio at night
has been underserved for years,” says Andy Denemark, execu-
tive VP of programming at United Stations. “Stations seem to
feel that this was a daypart where they could use some help, and
Alice is terrific to work with: a rock star with zero attitude who’s
a normal, nice, hardworking guy.”

LIGHT AND DARK
Well, almost. Cooper refers to his hallowed rocker counterpart in
the third person, recognizing his demonic persona as a character
that fans view in a particular light—that is, dark, both literally in
his black leather garb with bolts of ebony eye makeup, along with
a slinky, sinister mystique.

“Alice on the radio is not the one they see onstage,” he says. In
concert, “He never even talks to anybody. He’s Captain Hook,
but even more arrogant. He doesn’t even say ‘thank you.” That’s
why they love him, because he’s purely this egotistical villain.”

On-air, “I am the other voice of him, pretty much a smartass,”
Cooper says. “There is some credibility that Alice has gone through
the late *50s, °60s, 70s, and he’s still making records and doing
shows. He was back there when it was all happening. There are very
few people who can talk about that era that aren’t dead or who have
so few brain cells left they can remember what happened.”

That gives Cooper carte blanche when playing records and
talking trash about the artists behind them.

For example, he says, “I went shoe shopping with Jim
Morrison, and his leather pants smelled so bad that they wouldn’t
let us in the store. I've seen Pink Floyd in their underwear. I've
held Jimmy Page’s head while he was throwing up at Whisky a
Go Go. When I can tell stories that have never been told and peo-
ple realize I was there for everything that happened in rock’n’roll,
well, it certainly makes the music more interesting.”

Listeners seem convinced. WIBA Madison, Wis., recently saw
a leap in Arbitron ratings from a 7.4 share to 11.3 with men 25-54,

VB

tying for No. 1 at night. KDKB Phoenix’s 18-34 share increased
100% from winter to spring 2004, while WAOR South Bend,
Ind., moved its male 25-54 share from a 2.9 to a whopping 10.7.

“These ratings are blowing my mind,” Cooper says. “All
we’re doing is having fun, and it’s actually turning into a real
success story.”

EVERY MINUTE COUNTS

Make that carefully orchestrated fun. “Nights With Alice
Cooper” is highly imaged, and its star is careful to make every
minute behind the mic count.

“I have really good writers. I read what they come up with and
we improvise,” Cooper says. Broadcasting—so we’re told—from
an underground bunker that has never seen the light of day, the
cast includes house dominatrix Mistress Kitty.

“We’re creating a little bit of rock theater on the radio, which
nobodytakes the time-to do anymore,” he says. “Somehow Alice
gets the hell beat out of him every single show by Mistress Kitty.
When people come on to do interviews, they play right into
being in a toxic waste dump, not a radio station. The idea is to

‘WE'RE CREATING A
LITTLE BIT OF ROCK
THEATER ON THE
RADIO, WHICH

NOBODY TAKES THE

TIMETO DO
ANYMORE!'

create a world that is all Alice’s, to take listeners on a ride that
they’re not going to want to get off of.”

Truth be told, Cooper often comes in to do his show from the
golf course and records his bits in the course of a crisp hour—
down from double that time when he started.

“I can really hit the points I want to hit in a short amount of
time.” But, he reassures, there are no golf shoes: “I always wear
all black. When I gq into the studio, I dress rock’n’roll, because
it makes me feel rock’n’roll.” Eye makeup is optional.

Cooper admits that the reason he wanted to get into radio is
because he had tried most everything else.

“It wasn’t for the money. It was just one thing that I hadn’t
done yet. I've tried movies, recordings, the stage, everything you
can do in showbiz except for radio,” he says. “I listen to radio, I
like radio, but I missed the free-form that we had in the *70s.”

THE HOLE OF GOLD
Originally, he pitched the idea of a weekend show to United
Stations, but Denemark convinced him that the hole of gold was

A 0l

in weeknights, traditionally a dead zone for classic rock stations.

“It’s great when you can get people to stay at home or get in
their cars because they can’t wait to see what Alice is saying
about Rush or Billy Squier,” Cooper says. “We had Tommy
Shaw on, and I asked him how it felt to sing the gayest song of
all time, ‘Come Sail Away.” He came back and asked me how it
felt to write the gayest song of all time, ‘Only Women Bleed.
People are just eating up Alice.”

He also has the advantage of knowing his audience, after dis-
playing his wares for four decades: “I think I always attracted the
outcasts,” Cooper says. “Alice has always been the king of the
outcasts—the kids that didn’t fit in, but very creative kids. Now.
they want to listen to the radio, but they don’t want to hear the
same 12 songs again.”

On his show, he challenges listeners to make requests that go
deep into a staple act’s catalog. “AC/DC had more than six
songs, you know?” he says. “So I’ll give them a treat and then on
top of that, make fun of everybody. I have no regard for putting
rock bands on a pedestal.”

In hand, Cooper respects his audience enough not to cheapen
the show with overt language or personal political views. He says,
“I never use bad language. If you have to resort to everything
being dirty and sexy, you’re not clever. I would rather keep it so
your 12-year-old daughter can listen and keep it for everybody. I
hear ‘f this’ and ‘f that’ enough. Anybody can do that.”

SLAP YOUR HANDS

As a matter of fact, Cooper wonders what’s going to happen to
the shock jock genre once popular personalities make their move
to the unregulated airwaves of satellite radio.

“Don’t get me wrong: I think Howard Stern is absolutely bril-
liant at what he does, and he’ll find his way, because he’s just
funny. But I wonder how some of the shock jocks are going to
shock if there’s nothing to play it against. If there’s nobody there
saying, ‘Don’t do that,’ isn’t it going to lose its shock? I just think
it will lose its bite if there’s nobody to slap your hands.”

While he’s sharing opinions, Cooper laments the fact that tra-
ditional radio no longer holds the door open for established artists.

“Yes, the music business irritates me,” he says. ¢If Paul
McCartney put out the best album that he has ever done, better
than ‘Sgt. Pepper’s,” it would never get played. The youth must
be served, I get that, but I have a feeling that we’re expending to
the point where great music just never gets out. Elton John could
put out a fantastic song, and you’re never going to hear it.

“I think Jet is great, the White Stripes are really cool, the
Vines are really good. But there’s also a lot of dreck out there get-
ting played, and you never hear really good songs from classic
artists . .. I realize it sounds like I’'m griping, [but] just about
every classic artist will tell you the same thing.”

Fortunately, Cooper remains active (current album: “The
Eyes of Alice Cooper”) and in the public eye (he’s touring
Australia, Europe and North American this year) to the point of
continually rallying an enduring fan base. His next goal: to get
larger markets to realize that classic rock will sell at night if the
right personality is present to reel in an underserved audience.

“We’re building an audience; you don’t just come on and capture
everything,” he says. “But I'm working hard to kecp you on that fre-
quency because you can’t wait to hear what comes next.”  ece
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Al MODERN AND ACTIVE

BY BRAM TEITELMAN with ANTHONY COLOMBO ano MARC SCHIFFMAN

ho adds the most music at modern and active

rock? It’s often assumed that larger groups

like Infinity and Clear Channel are more

research-driven and conservative than smaller
groups or independently owned stations. And while Infinity
and CC rank near the bottom of the middle of the pack when
it comes to adding new music, some of their stations are
among the most aggressive.

To determine how much new music stations were getting on
the air, Billboard Radio Monitor averaged the number of Airplay
Adds—songs that received six or more plays for the first time
on a given station—between Oct. 15 and Nov. 12, 2004. The
time span is roughly the last normal five-week period of music
before the holidays. Every modern and active station on the
panel at the time was included, and only stations that were mon-
itored for the entire five weeks were tallied. Eighty-four modern
and 60 acrive stations were surveyed, totaling 1,025 and 631
Airplay Adds, respectively.

Modern, by nature, tends to be faster than active, but looking

MOST MODERN ROCK

AIRPLAY ADDS

OWNER

CROMWELL

STATION

WBUZ

at groups that own more than one station on the panel, active
was faster than the average. At modern the average was 2.44
Airplay Adds per week. Eighteen groups had averages exceed-
ing 2.44, but Emmis was the only group with multple stations
in the format with above-average adds. At active, the average
was 2.1. And while 16 groups had 2.1 or higher, four of those
groups—Greater Media, NextMedia, Citadel and Cumulus-
owned multiple stations on the panel.

BOTH FORMATS SLOWER THAN 2002
The last time Monitor conducted this survey was July/August
2002. While it is not the same time period, modern and active
rock are less aggressive on adds in 2005 than they were 2!/2 years
ago. Modern’s 2.4 average declined from the 3.04 it had in 2002
Active is slightly slower as well; its average of 2.1 is down from
the 2.25 it had in 2002.

Edison Media Research VP of music and programming Sean
Ross feels that the more adult stance that some moderns are tak-
ing might be why the numbers are lower, at least at that format.

AVERAGE ADDS

6.0

STATION

KHTQ

OWNER

WFNX  PHOENIX MEDIA

5.6 |

WKRL  RADIO CORPORATION

 QUEEN B
SAGA

“Stations like KBZT and KITS [both in San Francisco] obvi-
ously take chances in the types of records they choose, but
they’re at or below the format average, and KBZT in particular
is structured like a gold-based AC,” he says. “Besides, if you're
choosing primarily from the ‘indie/neo-modern’ pool of music,
you've got a lot of good choices now, but you’re not necessarily
taking songs from the whole spectrum of current rock.”

As for active, Ross says that “there is certainly a sense that
there is less to play than there was a few years ago. Modern rock
has the interesting new music, and despite a Jet here or ‘Seven
Nation Army’ there, most of it doesn’t fit at active.

Not surprisingly, stations that were either independently
owned or owned by smaller groups were the most aggressive on
new music during the time period surveyed. Independently
owned stations were responsible for the fastest songs at each for-
mat, with the top starion averaging 6.0 Airplay Adds per week at
modern and 5.6 at active.

At modern, the eight fastest stations were all either independ-
ently owned or a radio group’s only modern station on the panel.

MOST ACTIVE ROCK

AIRPLAY ADDS

AVERAGE ADDS

WNOR
4.6

_ | KOOJ

CITADEL

MAPLETON COMMUNICATION
PRESS

LEAST MODERN ROCK

~ KMBY
WHTG

42 || WQXR NEXTMEDIA 36
4.0 WRTT  STG MEDIA

LEAST ACTIVE ROCK

AIRPLAY ADDS AIRPLAY ADDS

OWNER

CLEAR CHANNEL
CITADEL

CcOX

CLEAR CHANNEL
CLEAR CHANNEL

STATION

~ KFRR
KCPX
WJRR
KENZ
KITS

OWNER

MONDOSPHERE
CLEAR CHANNEL
CLEAR CHANNEL
CITADEL
INFINITY

AVERAGE ADDS

02

10
1.0
1.2

1.2

STATION

KBPI
KBER
KRTQ
WGIR
WXTB

AVERAGE ADDS

0.6
0.8
08

08
1.0
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MOST ACTIVE ROCK
AIRPLAY ADDS BY GROUP

AVERAGE ADDS

5.6
3.4
3.2
3.2
3.0

MOST MODERN ROCK
AIRPLAY ADDS BY GROUP

~ OWNER

" CROMWELL
PHOENIX MEDIA
RADIO CORPORATION

MAPLETON COMMUNICATION
PRESS

LEAST MODERN ROCK

AVERAGE ADDS

6.0
5.6
4.6
4.2
4.0

QUEEN B

STG MEDIA

NEXTMEDIA

SUNBURST MEDIA
BACKYARD BROADCASTING

LEAST ACTIVE ROCK

AIRPLAY ADDS BY GROUP

AIRPLAY ADDS BY GROUP

OWNER

MONDOSPHERE

AVERAGE ADDS

0.2

OWNER

COX

AVERAGE ADDS

1.1

BURLINGTON

1.6

HEARST

1.2

TRIAD BROADCASTING

1.6 ANAHEIM

1.4

LOTUS

1.8 BAHAKEL

1.4

RADIO ONE

2.0 LOTUS

1.4

Three stations tied for ninth place with 3.6 Airplay Adds per

week, including CC’'s WMAD Madlson, Wis,, and Infinity’s
KZON Phooniv N clan 04
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CC dominated the list of stations with the least Airplay Adds.
Six of active rock’s top 10 tightest stations were CC outlets, as
f modern’s top 10. In fact, stations owned by Citadel,
ifinity made up the remainder of active’s 10 slowest
? wowing that at least at active the larger groups are
rvative.
Entercom and Citadel modern stations were among the
est to add music. They are joined by Mondosphere’s
ino, Calif —the slowest station on the modern panel,
st 0.2 adds adds per week, or one song during the entire
«d. Cox was the slowest group on the active panel, with
ms averaging only 1.1 adds per week.
it down by groups—defined as a company that owns
one monitored station per format—Emmis and
were the fastest on new music. So even though a
ke Midwest Family owns multiple stations, it
considered a group at active, since WJJO Madison
tive station on the panel. Emmis’ average of 2.65 on
ern stations ranks it as the 10th-fastest company on
panel, following a three-way tie for sixth and a three-
inth. NextMedia’s average of 3.2 adds per week for
: stations 1s the third-highest on the active panel.
ter groups tended to be more conservative, some sta-
groups defied the trend. The range of adds proves
’t necessarily a definitive group strategy. Saga owns
tive stations, with a range from 3.8 songs per week
1.8 (KAZR Des Moines, Iowa).
some of the differences in aggressiveness from
group-owned stations, CC’s 18 modern stations
an average of 3.6 adds (WMAD) to just one per
{ Salt Lake City). On the active side, the most
CC’s 15 stations was KRAB, with an average of 3.0
»west was KBPI Denver, with only 0.6. The fastest
5 modern stations was KZON, with an average of

3344
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fastest of Infinity’s three active stations, with 2.4, and WYSP
Philadelphia was its slowest, with 1.2.

Citadel’s five modern stations ranged from an average of 3.4
(WCYY Portland, Maine) to 1.2 (former reporter KENZ, Salt
Lake City). The group’s eight active stations ranged from a 3.6
(KOQJ) to a 0.8 (KBER Salt Lake City).

As for some of the formats’ prominent stations, modern
KROQ Los Angeles had an average of 2.0 adds. Its New York
counterpart, WXRK, had 1.4, the second-slowest Infinity mod-
ern station behind KITS. In Boston, WBCN’s 3.2 average made
it one of Infinity’s fastest modern stations, but still far behind
WFNX’s 5.6 average. KBZT (FM 94/9) San Diego added 2.8
songs per week, ahead of the average.

On the active side, WRIF was the only outlet in a top 10 mar-
ket to finish among the most aggressive stations, with an average
of 3.2 adds. ABC’s WZZN Chicago had a relatively tight num-
ber of adds, with 1.4. KXXR Minneapolis was more aggressive,
adding 2.6 per week.

There is a possibility that independent promoters may have
had some influence on independently owned stations. Many of
the larger groups have cut ties with indies, but many smaller
groups do not have a set policy regarding indies.

On the modern chart, 14 independent stations usually had at
least one spin more than the 2.4 average. In fact, WBUZ
Nashville, the fastest modern on the panel, is owned by
Cromwell. As reported in Monitor last June, Cromwell stations
were participating in a paid-spins program through National
Music Marketing.

Ross believes the slowdown in music between 2002 and now
might be because of the drop in independent-promoter activity.

“Indies, for better or worse, may have made most radio sta-
tions less conservative,” he says. “That doesn’t necessarily mean
stations were playing great new music, but you would expect
having somebody whose job is to get new music played in the mix

| t was KITS, with 1.2. KSRX San Antonio was the that there would be more of it.” ece
= |
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BY BOB SMITH
AND PHYLLIS STARK
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| LOOKING FOR

SOME RADIO GROUPS MAY BE TRYING tocut
down on ad clutter, but radio listeners say they’re not yet hear-
ing the difference.

This is one notable finding from a survey of more than
1,000 radio listeners ages 13-34 commissioned by Billhoard
Radio Monitor and conducted by research firm Promosquad
HitPredictor in late January.

Among the other results, the survey found limited interest in
satellite radio among listeners, and most said radio airplay is a
major factor in their record purchasing decisions.

The survey asked, “When you listen to radio, are you hearing
more, less or about the same amount of commercials?”

Very few listeners claim to be hearing fewer commercials.
In fact, a surprising 42.2% of them said they are hearing more
commercials than last year. The majority (43.6%) said they
are hearing about the same amount. Just 14.2% said they are
hearing fewer spots. Those results are consistent across all
demographics surveyed.

When rock listeners ages 13-34 were broken out separately,
41.9% said they are hearing more commercials, 15.8% said less
and 42.3% think spotioads on rock stations are about the same.

The six-question poll also asked, “Do you subscribe to a satel-
lite radio service? If not, are you considering doing so in the next
three months?”

No group polled appears likely to make an imminent switch to
satellite. In fact, 70%-80% of respondents in each demographic
said they did not have any plans to subscribe within the next three
months. Overall, just 6.7% said they already subscribed to Sirius

EXCLUSIVE

BILLBOARD RADIO
MONITOR POLL

Q. When you listen to the radio, are

you hearing more, less or about the
same amount of commercials?
More: 41.9%

Less: 15.8%

The same: 42.3%

Q. Is the music you are hearing better,

worse or the same as it was a
year ago?

Better: 29.5%

Worse: 29.1%

The same: 41.4%
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HERE’'S WHAT ROCK
LISTENERS ARE '
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or XM, and 11.3% planned to become a subscriber by the spring.

Among rock radio listeners, the subscriber rate is slightls
higher (7.7%) than in the general population. Seventy-nine per-
cent do not have any immediate plans to subscribe, and 13.3%
say they will subscribe in the next three months.

IT'S THE MUSIC, STUPID

Next the surveyors asked, “Is the music you're hearing better,
worse or the same as it was a year ago?”

Younger listeners—and rock fans—answered this question
more optimistically than those in the older demos. Forty percent
of 13- to 17-year-old rock fans said the music is better, as opposed
to the 22.7% of all adults surveyed who said it is the same.

Among all respondents, 29.6% said the music is better. An
almost equal number (29.2%) said it is worse, and the balance
said it’s about the same.

For rock fans, 29.5% think the music is better, 29.1% say it’s
worse and 41.4% think it’s about the same.

Respondents were also asked, “Do you own an MP3 player
like an iPod? If not, are you considering getting one within the
next three months?”

In line with sales trends, 13- to 17-year-old males are the most
likely to buy one soon (33% answered in the affirmative). More
25- to 34-ycar-old males already own one (34%). And females
18-24 are least likely to buy one (61% say they are not planning
to purchase one).

In the overall group of respondents, just 23% said they
already own an MP3 player. Of those who don’t, 52.4% do

not have plans to purchase one.

Among rock fans, 23.4% of the respondents have an MP3
player, and another 26.4% plan to purchase one soon. But
slightly more than half (50.2%) don’t plan to buy a digital
music player in the near future.

The survey asked, “What inspires you to purchase CDs:
word-of-mouth, hearing it on the radio, seeing the artists on TV
or seeing the artists in concert?” All respondents gave radio the
highest marks here, but males of all ages rated word-of-mouth
much higher than women did.

Among all those surveyed, 50.1% said hearing music on the
radio most influenced their buying decisions. Word-of-mouth
was the second-most-influential factor (26%), followed by TV
(12.9%) and live performance (11%).

The results were similar among rock fans, although concerts
edge out TV. In this group, 51.1% cite radio as the primary influ-
ence on music purchases. Word-of-mouth is a factor for 29.6% of
rock fans, followed by live performance (10.6%) and TV (8.7%).

Asked how many CDs they had purchased in the last three
months, most respondents (61.6%) said they had bought three or
fewer. The heaviest buyers were males 18-24. Twenty-three per-
cent said they purchased seven or more CDs in that time.

Most rock fans (59.5%) said they had purchased three or fewer
CDs in the last three months, 23% bought four to six CDs, 6.2%
purchased seven to 10 and 11.3% bought 11 or more.

Bob Smith is a partner/researcher at Promosquad HitPredictor in
Glens Falls, N.Y. !

Q. Do you subscribe to a satellite radio

service? If not, are you considering
doing so in the next three months?
| am a subscriber: 72.7%

| am not a subscriber, but plan to
become one in the next three
months: 13.3%

| don’t subscribe and do not plan to
in the next three months: 79%

Q. Do you own an MP3 player like

an iPod? If not, are you considering
getting one in the next three months?
| already own one: 23.4%

| don’t own one, but plan to get one
in the next three months: 26.4%

| don’t own one and do not plan to
get one in the next three months:
50.2%

Q. What inspires you to purchase

Q. How many CDs have you

a CD?

Hearing it on the radio: 51.1%
Word-of-mouth: 29.6%

Seeing the artist in concert: 10.6%
Seeing the artist onTV: 8.7%

purchased in the last three months?
0-3: 59.5%

4-6: 23%

7-10: 6.2%

11 or more: 11.3%

Source: Promosquad HitPredictor
survey of rock listeners ages 13-34
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THOUGH TALK ON ROCK-ORIENTED FMs has
been on the rise, the loss of Howard Stern will inflict enough
damage to the format that it is expected to struggle over the next
couple of years.

That’s the word from Dave Lange, a rock consultant at McVay
Media, who tells Billboard Radio Monitor that “much of this is
going to depend on what Viacom does,” since many of the most
important rock talkers are Infinity-owned stations featuring
Stern in the morning.

“Most of the stations that are great in rock have been tight with
their community,” Lange says. But he also notes that very few sig-
nificant rock-talkers have done so withour first having Stern in the
lineup early in the station’s career. And Stern’s style of morning
mania is vital to the rock-talk format: “When it comes to mornings,
if you don’t have big egos and some insanity happening, then you
probably have a boring show,” he says.

No matter which post-Stern alternative PDs opt for—developing
i local morning show in-house or taking one of the syndicated offer-
ings—I.ange says “it’s going to take two years to make that morning
show happen.” In fact, he says, “you’re going to have to work harder
to develop [a syndicated show] because they’re not in the hallways”
at the station and available for remotes or promotions.

Cost isn’t a major factor in the decision, he says, estimating
that the investment a station must make in a morning show—
syndicated or in-house—in a medium market could be
1$200,000-$250,000.

Lange expects to see a rise in personalities with a regional appeal, as
rock-talk stations push to hold onto their audiences. “Howard can crack
ithe top 10 [market] world,” he says, but Lange doesn’t see many other
jpersonalities who can do the same thing, at least on that same scale.

WHO’S YOUR TARGET?

The demographic that rock-talk stations target also will determine
whether a station needs to fill its morning slot with another person-
ality or to increase the music playlist. “Younger listeners [18-24] are
less worried about personalities,” Lange says. “But if you're going
ffor 18-40, personality becomes an issue.”

Rick Balis is VP of programming for Emmis in St. Louis, where
modern KPNT (the Point) has had Stern in mornings since early
2000. “The Point is a niche that serves the young rock listeners,”
[Balis says. “I would much rather develop new talent than change the
sstation and leave a hole in the market for someone else.”

Balis isn’t completely convinced that Stern will disappear from
terrestrial radio forever. “I may be in the minority, but I’'m still hold-
ing a candle out there.” He says one option that could work in the
interim might be to “heavy up on the music for a period.” But he
iwouldn’t change the direction of his station just because Stern left.

“There’s no doubt that Howard has brought in more listeners in
the upper demos. What we’re doing is looking for the most plusses.
Do we go with the plusses of importing somebody, or take the time-
consuming, patience-consuming route to develop a new morning
show? Have we done anything about it yet? No, but we’ve been talk-
ing about it for months.”

Clear Channel VP of programming for news/talk/sports Gabe
[Hobbs says, “Howard’s leaving is not as big a deal as people are making
it. If those stations that had Howard were developing strong and posi-
tive attributes for their other dayparts, then they won’t have a problem.”

Ultimately, the programming options are going to be dictated by
the character of the local-market listenership, Hobbs says, adding,
‘It doesn’t matter if the programming you develop is local or syndi-
cated. It just has to be the best for the market.”

WHAT’S NEXT FOR FM TALK?
“FM talk is an oxymoron,” says Holland Cooke, news/talk consult-
ant for McVay, “and there are not a lot of real success stories” with
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rock-talk stations. “The need for us to label [talk] is inside-the-box
thinking.” The real objective, he says, is to target women with talk
on the FM band. “Talk to women,” he urges, adding that AM sta-
tions with a N/T format “suffer a disadvantage because women just
don’t push a button for AM.”

Cooke points to Clear Channel’s recent addition of Rush
Limbaugh on FM talk WPGB Pittsburgh as a test to watch. “Will
Rush be the bell cow that leads listeners to FM? Listeners know
Rush as being on [Infinity’s AM N/T] KDKA. About a year from
now it’ll be safe to say.”

Limbaugh has been on WPGB for about three months “and it’s
attracting the younger demos,” Hobbs says. But he also cautions
against interpreting the move of Limbaugh to FM as a trend. “We
were seizing the opportunity that was there” in the Pittsburgh
market, he says.

TALKIN® WITH THE ST. LOUIS SMASH

Emmis’ KFTK (971 Talk) St. Louis presents itself as talk radio that
is “Younger. Smarter. Better.” The host for the local morning show
is longtime rock personality Smash, aka Adam Smasher, of WWDC
(DC 101) Washington, D.C., fame.

KFTK has been an FM talker since 2000 but a couple of years ago,
according to PD Jeff Allen, the station had the opportunity to pick
up the contracts for conservative talkers like Sean Hannity and Laura
Ingraham. Bill O’Reilly and Glenn Beck are also in the lineup.

Afternoon drive is handled by local talent Dave Glover, who shares
the mic with Tom Terbrock and Jennifer Sparks. Topical discussions
and original comedy are part of the show’s regular offering.

NEWS, SPORTS, POLITICS, WHATEVER
Clear Channel has two different versions of FM talk in Florida, both
of which use the “Real Radio” handle.

In the West Palm Beach market, Real Radio promotes itself as
“News. Sports. Politics. Whatever” and is a simulcast of WCZR
Vero Beach and WZZR Riviera Beach. The lineup leads off with
syndicated duo Lex & Terry (6 a.m.-10 a.m.), followed by the
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Love Doctors (10 a.m.-3 p.m.). “Josh & the Hometeam” follows
from 3 p.m. to 7 p.m., with “Nights With Dano & Johnny C” air-
ing from 7 pm. to 11 pm.

In Orlando, Stern was on Clear Channel’s WTKS (Real Radio
104.1) for about 10 years, until February 2004. He’s now on Infinity’s
WOCL (O-Rock 105.9). WTKS has developed the forme:
“Monsters of the Midday” and recast them as “Monsters in the
Mornings.” The Monsters are followed by Shannon Burke and Jim|
Philips’ “The Philips Phile.” WTKS also recently cut the local 7
pm.-11 pm. program, “The Drew Show.”

“We are currently searching for the next show that will be a part
of the Real Radio lineup,” says Katherine Brown, PD of WTKS. “In|
the meantime, we are airing ‘The Best of Real Radio’ from 7 [p.m.]
to 11 p.m. It features material from the Monsters, the Shannon|
Burke show and ‘The Philips Phile.” ”

Premiere’s syndicated talker Phil Hendrie runs from 11 p.m.
tol a.m.

TWIN CITIES TALK FOR WOMEN
Erin Rasmussen is the new PD for Hubbard Broadcasting’s talk]
WFMP (FM 107) Minneapolis-St. Paul. It’s a 2-year-old experi-

ment in targeting women with talk programming.

The slogan is “Real. Life. Conversation.” Morning drive is local
with well-known market personality Ian Punnett and his wife,
Margery, presenting talk and opinion on “A Balanced Breakfast.”
Rasmussen says the station has put a mic in the Punnetts’ home so|
that Margery can banter with Ian “until it’s time to take the kids to|
school. Then she leaves and comes back on the air when she returns.””

Former local TV broadcaster Kevyn Burger (formerly off
WCCO-TYV and radio) handles 9 a.m.-noon, when syndicated Dr.
Laura Schlessinger drops in until 3 p.m.

Afternoon drive might be better described as after-school pick-
up, because that’s when the locally produced “Drivetime Divas”
begins, and runs from 3 p.m. to 6 p.m. Syndicated Dr. Joy Browne
takes over from 6 pm. to 9 pm. with the syndicated “Dream|

Doctor” slotted from 9 p.m. to midnight.

ILLUSTRATION BY STEVE WACKSMAN
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hey’re heard on more than 150 stations, from Atlanta to
Youngstown, Ohio. They’ve released 38 albums of origi-
nal comedy material. They have their own 25-piece band,
an armful of Marconi Awards and a couple of studios.

More than a syndicated morning show, Bob & Tom are a cot-
tage industry. Actually, they’re bigger than that—more like a
theme park with wacky four-hour rides that take unexpected
twists and turns but don’t make you puke.

Radio’s largest syndicated morning show, heritage rock
WFBQ_Indianapolis-based Bob Kevoian and Tom Griswold
reach a cumulative audience of nearly 5 million listeners daily,
according to Premiere Radio Networks, which syndicates their
show. In 70% of their markets, they’re rated first or second in
the affiliate’s target demo, says Marty Bender, the show’s
director of programming.

And to think it all began at a 1,000-watt AM station in a tiny
Michigan market, where Bob & Tom were reprimanded by man-
agement for—get this—telling a joke on the air.

LOOSE AND SARCASTIC
“The Bob & Tom Show” may be the worst-named show in
radio, Bender says, because the handle is so misleading.

“It sounds like there’s two guys in there, yukking it up, bang-
ing the gong, like some goofy ‘morning zoo’ show,” Bender says.
“But it’s actually a large team of writers, musicians, producers
and talent—people who are always trying to stay a step ahead of
what listeners will be talking about, instead of just going on the
air and casually talking among themselves.

“We try to create interpretations of popular culture and take
sarcastic and didactic looks at the world around us. We lace it all
together with conversation.”

“It’s a lot looser than you think,” Tom says.

In addition to the program’s namesakes, the two other voices
regularly heard on the show belong to Chick McGee, who serves
as sports anchor and plays the role of “Mr. Obwvious,” and Kristi
Lee, who reports offbeat news and brings a female perspective.
Roughly 10 additional staffers toil behind the scenes.

A parade of guest comedians and an endless supply of produced
elements set the show apart. Bob & Tom don’t mind if somebody
else is funny, as long as the show is funny. “People watched the
Beatles on ‘Ed Sullivan,’ they didn’t care about Ed,” Tom reasons.
“You've got to know when to get the hell out of the way.”

SHHH, IT'S A SECRET
When the broadcast ends at 10 a.m., the cast divides into small
groups to write, voice, produce, perform and edit song parodies,
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bits and spoof spots. “We totally scatter and work in little
groups,” Bender explains. Some will head to the show’s digital
recording studio about a mile from the radio facility to build pro-
duced pieces in secrecy from other show members, who won’t

hear them until they’re played on-air.

“We always try to have an element of surprise for the group,”
Bender says. “We each bring in stuff and we throw it in and
spring it on everybody. It’s small little pockets of creative people,
bouncing around, and getting together on the air for four hours.”

Tom confides, “Sometimes, I'll have a piece that will actually
have Bob in it, but he won’t know what the lines mean. We'll give
Bob, say, 15 lines to read, and maybe three of them are applica-
ble, or half of the line will be used here and half there, so he
doesn’t even know what he’s saying, what the context is. Then
he'll listen to something that he’s part of, and [we'll] get this
huge laugh when he finds out how we’ve stuck him in there and
what particular role he might [have played].”

Tom adds, “Bob will do a huge closed-door thing and then
spring it on me live on the air.”

Why all the secrecy? The hosts try to entertain one another as
much as the audience. They can get a much better laugh when
someone is hearing the bit for the first time.

“This is radio,” Tom says. “Sure, you can read your e-mails
and answer your phones to get some feedback, but when you'’re
on the air, the only feedback you’re getting is in your gut or from
the people that you’re working with. And you can actually see
and hear their reaction, and you have to gauge it on that.

“Our show is a conversation that we know is being over-
heard,” Tom adds. “But it is a conversation among us.”

TWISTED TAKE ON POP CULTURE
Loose, random and unpredictable, the show puts its own twisted
stamp on popular culture. Take a recent knockoff of TV’s
“Sports Illustrated Swimsuit Model Search,” for example.

“All the hip guys just call it ‘SI” instead of Sports Illustrated,”
Tom explains, “so we have the CSI Swimsuit Model Search. It
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takes the format of the ever-present ‘CSI’ show and puts the two
together. So they’re looking for models who can play corpses,
bloated by the side of the river.”

Some of the produced pieces become evergreens, used over
and over. Some make it onto Bob & Tom albums. “There’s no
reason why you can’t rotate bits like songs,” Bender says. “Why
would you do something funny and then let it go?”

Tom says the toughest part of adjusting to last year’s stepped-
up indecency enforcement has been explaining to guests what
the rules are, especially since the line may have moved since the
last time they were on the show.

“We tell them, “You are talking to five people in a car and three
of them are kids and the other two are mom and dad. You can’t do
anything, especially in the realm of sexuality, that would be inap-
propriate to someone of that age, that they would understand.’ If
they get anywhere near that, I cut them off or hit the button.

“The biggest problem we have is we can’t take a piece, run it by
the [Federal Communications Commission] and get a thumbs-up
and play it. We have to do something, play it, someone has to com-
plain and then we lose our career. The FCC has months and
months and months to listen to it, to read transcripts of it, delete
all the humor and context out of it and make a decision. It’s a really
unfair system, but I don’t think it’s a battle that’s going to be won
by anybody. The FCC is just going to continue to be vague and do
whatever they want to do in kind of a random fashion.”

GROWTH AHEAD
Most Bob & Tom affiliates are heritage and classic rock sta-
tions, many in small and medium markets. The program is also
heard in large markets like Atlanta, Tampa, Fla., Pittsburgh,
St. Louis, Cincinnati, Salt Lake City and Milwaukee. But so
far, it hasn’t been able to crack New York, Los Angeles,
Philadelphia, Boston or San Francisco.

Do programmers in major East Coast or West Coast markets
perceive the show as small-market, too Midwest, not cosmopoli-
tan enough? Premiere president Kraig Kitchin says the show




would work perfectly in Boston, Washington, D.C., Detroit

Seattle or San Francisco, as long as the programmer is willing to

give the show 15 months to attract an audience.

That time investment “could be a very good, long-term, seven:
to 10-year relationship that those two individuals and their cast
could have” with listeners in those markets, Kitchin says. “If the
Bob & Tom show is going to be successful in a market like
Jacksonville, Fla., which put them on {in June 2003], or Portland,
Ore., which put them on this past June, that’s the length of time
that we know [it takes] before they start to emerge as a [No] 1, 2
or 3 men 25-54-performing radio program.”

Bob & Tom pull a 13-14 share in men 25-54 on WOFX
Cincinnati and KSHE St. Louis. Eying that success, Kitchin
hopes programmers in regional cities around them, like Chicago,
for example, might say: ““Those listeners and my listeners have
a very similar lifestyle, and I can take the educated bet that if
put them on, lifestyle listeners like those will attract themselves
to my station’ . . . Syndicated programming has a way of creep-
ing up from an epicenter of where they start, and the radius

starts to grow. The only reason that they’re not, today, for
instance, heard in Los Angeles or San Francisco is because we
haven’t been able to, if you will, spread their area of dominance
through the gatekeepers of those program directors.”

When Howard Stern leaves terrestrial radio early next year,
it’s conceivable that some of his current stations could choose
Bob & Tom to replace him. But the more likely opportunity is
for the show to exploit the audience churn that will accur when
Stern sets out to conquer satellite.

“It would create an opportunity for us in markets where he’s going
off the air as [listeners] start to look for a new show;” Bender says.

‘Our shows are vastly different,” Tom adds.

“I don’t think we go on the Stern station,” Bender says.
“When Howard goes away, every station in the market, if they’re
smart broadcasters, would look at that as an opportunity, or
should at least take a step back and evaluate what they have on
the air, even in-house. It may be time to move their afternoon
guy to mornings, create something new or re-emphasize your
own show. Re-market it and re-energize your own programming,
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because there will be some button pushing going on. It’s going to
be an interesting year.

Kitchin says Premiere is already hearing from Stern affiliates,
“but we have not materialized contractual relationships or
announcements with some of those stations.

“I think those radio stations that are affiliated with Howard
Stern today are examining all kinds of options in terms of what
to do with their future,” he continues. “Do they stay very stylis.
tically similar to what Howard Stern’s presentation is by finding
somebody that can make a local presentation like that? Or do
they take a completely different turn and embrace a program like
“The Bob & Tom Show,” which is a very differens program.

“Nobody is racing away from the success that they’ve had
with Howard Stern’s morning show. We believe that Howard
will be available to his current affiliates through all of 2005 and
so they’re looking at all their options, but they’re not quick to run
away from something that has been working for them.

“We will see benefit, there’s no question,” Kitchin adds. “It’s
just a question of how much.” ece
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THE SILENCE IS DEAFENING.

Though the Federal Communications Commission has
announced an investigation into payola charges at top 40 WKSE
Buffalo, N.Y,, and Entercom and Infinity recently joined Clear
Channel in banning independent promoters, apparently almost
no one wants to talk publicly about the increasingly tenuous rela-
tionship between record companies and radio stations.

Billboard Radio Monitor contacted heads of rock promotion at
several major labels to talk about the changing landscape, and not
one agreed to be interviewed. Most requests went unanswered,
though one exec provided a polite “I’'m unable to do this at this
time,” and another (sarcastically, we think) said he might talk
about a “more interesting topic” if contacted at a later date.

“I)

Other than that, silence.
The New York Times reported in a November 2004 story that

BOCK'N'ROLL
OT10

BY KEN TUCKER
ILLUSTRATION BY ROY SCO

rock WCMF and modern rock WZNE (the Zone), among other
stations, was fired for accepting gifts from record companies.
Since then, it has been eerily quiet.

Monitor contacted a number of major broadcast companies to

| find out about their policies regarding employees’ acceptance of

gifts, travel and the like.

Only Infinity Broadcasting replied, with this statement:
“Infinity has maintained strict policies regarding its relationships
with independent promoters, even more conservative than the law
requires. In light of heightened concern in the industry regarding
the practices of independent promoters, we recently tightened our
policies further, severing and prohibiting in the future all relation-
ships with independent promoters.”

Asked for details of these policies, an Infinity spokeswoman
declined to elaborate.

Added to all this is the recent news that New York state

Attorney General Eliot Spitzer has subpoenaed record companies,

independent promoters and broadcasters as part of his investiga-
tion into questionable business practices in that state. (On a side
note, a colleague recently contacted Spitzer’s office to inquire

about the investigation. After being bounced from extension to
extension, he ultimately never got a call back.) '

Regardless of how quiet it is, the investigations, bans and firings

are on the minds of many programmers and record executives,
though they hesitate to bring further attention to the situation.
Still, in the midst of multiple calls and e-mails to eight
broadcasting companies, six record labels and four U.S. sena- |
tors, one industry veteran agreed to talk.
Ex-promotion man Steve Leeds has some insight from the
record company side of the table. Leeds, who was most recenty

senior VP of rock promotion at Virgin Records, has strong opinions

Infinity/Rochester, N.Y.,, OM/PD John McRae, who oversaw |

With the Federal Communications Commission announcing that it is investigating
top 40 WKSE Buffalo, N.Y,, for possible payola violations and ongoing investiga-
tions being conducted by New York state Attorney General Eliot Spitzer into ques-
tionable business practices in that state, Billboard Radio Monitor turned to attor-
neys Erwin G. Krasnow and John M. Pelkey of Garvey Schubert Barer in
Washington, D.C., for guidance. Both specialize in communications and media law.
The following “payola checklist” was prepared by the two attorneys. While
some items may seem obvious, most of this list is based on real experiences.

1. When your PD gets a call from the record promoter asking for his personal
P.O. box, make sure that your next call is to your attorney.

2.Treat any gift from a record company or a promoter as if it were a rattlesnake.
The potential for payola is huge. Gifts to station employees should be reported to
station management, and management must pay extra attention to ensuring that
there is credible evidence that playlist decisions have been made other than as a
result of the receipt of the gifts.

3. Make sure that your "giveaway” closet is not stocked by someone expecting
that you will air certain songs in return.

4. Do not take concert tickets or accept free drop-by performances with a “wink
and a nod” agreement that you will promote the concert and increase your airplay
of the songs of the recording artists appearing at the concert.

5. Be wary if your on-air staff does gigs for local clubs or has a financial interest
in any club or band.

6. Make sure that anyone at your station who is in any way involved with deci-
sions as to what is broadcast on your airwaves signs a payola affidavit on at least
an annual basis. This means that not only the on-air staff, but also the PD, must
sign the affidavits.

7. If your station is providing time to a broker, either because it is operating pur-
suant to a local marketing agreement or simply because it is carrying plain vanilla
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about the current situation. He wonders, among other things, how

Sunday-morning brokered programming, make sure that the broker provides payola
affidavits from any of its personnel responsible for programming. Listen to the bro-
kered programming on your station. Make sure that the time brokers understand the
payola rules.

8. Remember, it is your license that is at risk if a payola violation arises with
respect to your station.

9. Be suspicious if your afternoon-drive host seems to always eat at the same
restaurant and makes a point of mentioning it on the air.

10. Make sure that you can document that a change in your playlist was made
for reasons other than the fact that you received gifts or trips from a promoter.

11. Make sure that any arrangements that you may have with a promoter are
based upon factors other than pure churn.

12. It is not the airing of songs for money, but the failure to disclose the reia-
tionship, that is illegal. You can air a record label’s songs because you have been
paid to do so as long as you air an appropriate ID.

13. Be careful when airing paid interviews. Make sure that the public is not mis-
led into thinking that an interview is a bona fide news event when the subject of the
interview has paid you for the interview. At a minimum, the payment must be dis-
closed. This applies not only to interviews for which the party being interviewed has
made an explicit payment for that interview, but also to interviews where the sta-
tion’s editorial judgment consists of making sure it interviews its largest advertiser.

14. Watch out: If the Department of Justice or the FCC becomes interested in
payola on an even wider basis, one of the first areas that will be examined will be
all your trips to Las Vegas that were paid for by record companies.

15. Take a very close look at your dealings with independent record promoters to
make sure that “promotional support” is not a phrase used to cover the promotion of
particular artists or labels.

Erwin G. Krasnow and John M. Pelkey can be reached at 202-965-7880.




a broadcast company can dictate the relationships its programmers
have with record promoters—independent or otherwise.

“First of all, it’s a people business,” he says. “You’re talking
about people who have had relationships, whether it’s profes-
sional or personal or both, for many, many years. So at what
point can my wife and I no longer have dinner with you and your
wife, because we’ve done that for many years anyway?

“I don’t know how you preclude people from maintaining
relationships that they’ve had,” he continues. “What you can
do is preclude people from doing business in a way that you
don’t want them to. But I really don’t think you can mandate
that people stop talking to each other.”

Leeds, who now heads Neo Entertainment Consultants, sees
the independent promoter as an asset to programmers—some-
one programmers can turn to for advice. “They look at third-
party guys as a way of getting the temperature of what’s really
going on out in the marketplace,” he says, “because a lot of the
stations don’t have consultants, and some consultants have noth-
ing to do with music selection.”

In Leeds’ view, overextended programmers have lost a
valuable tool.

“It’s almost like someone wants programmers to make their
decisions in a total vacuum,” he says. “It’s impossible for a pro-
grammer to talk to 20 reps from labels on a weekly basis; we all
know that. It’s just not fair.”

What it comes down to, Leeds believes, is time management.
“If it’s too complicated,” he says, “if it’s too time-consuming,
and if the risks are such that it’s not what you don’t play that
could hurt you, it>s what you do play, then ‘When in doubt, leave
it out’” becomes the philosophy.”

While Leeds describes the current environment as “a bummer
for everybody,” he can see how it got to this point. “I get it,” he
says, “I understand why. I think people are being very cautious,
dotting their I’s and crossing their T’s. In a post-Nipplegate envi-
ronment, everything in the media is under immense scrutiny.

“It’s no secret that in Washington, D.C., the administration
has taken a particular path in how they want to deal with stan-
dards and what are acceptable practices by media,” he contin-
ues. “It’s a hot button.”

Given the high-profile nature of ongoing payola investiga-
tions, particularly in New York state, where a number of labels
are headquartered, Leeds says companies are being “very cau-
tious and following the rules.”

“On a Tuesday afternoon, the shortcuts are gone,” he says,
referring to the last-minute negotiations that occur when pro-
moters, perhaps behind on their targets, offer goods and services
in return for an add before the station's playlist is called in to
industry tipsheets. (Monitor identifies adds through Nielsen
Broadcast Data Systems’ monitored airplay.)

Leeds, who is also an adjunct professor at Nashville’s Belmont
University and William Paterson University in New Jersey, feels
that listeners, labels and artists all lose in the current atmosphere.
“Who is going to suffer is the public, because they’re going to be
exposed to fewer new things. Programmers are going to take less
chances . . . [which means it will] take longer to break a record.

“It’s going to hurt a [record] company from a business point
of view, because it’s going to cost more and take longer,” he says.

The current atmosphere may be a byproduct of the paths that
the record and radio industries have taken following consolidation.

“We all got into this because it was fun,” Leeds says. “We all
got into this because we had a level of passion, whether it was
about communicating or music. They’ve kind of beaten that out
of us in the process.

“We’ve sort of lost sight of what the goal was: to be fun and
entertaining and make people happy,” he continues. “Instead,
we got more wrapped up in the process than the end results,

and that’s unfortunate.” sce
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THE PHOTOS

ARE YOIU GONNA GO TO F-L-A?
Weather ir New York has b221 less then 3ptima recently, so heritage rock WAXC
{Q104.3) New York’s staff and listeners jumped at an opportunity for a contest in which
listeners could win a trip to Miami, where Lenny Kravitz performed a private concert.
Pictured, from left, are moming-show producer Eric Margolis, PD Bob Buchmann, mid-
dayer Maria Milito, Kravitz, overnight jock Caral Milles, night host Marc Coppola,
morning-show host Jim Kerr and aftemoon jock Ken Dashow. (Photo: WAXQ)

VELVET REVOLVER SLITHERS TO KISW
Active rock KISW Seattle played host to Velvet Revolver. Pictured,
from left, are the band’'s Dave Kushner, MD Ashley Wilson, Velvet
Revolver’s Slash, KISW’s Ricker and the band’'s Duff McKagan.
{Photo: KISW)

2EARL JONES
Sormer Sex Pistol amd :mrent nedem rcck KDLD/¥DLE (ircie
103.1) midday host $-ev2 Jones, left, recertly had a special guest
on his "Jonesy’s .Jukebax” show: Pearl Jam frontman Eddie
Vedder. The singer played several acoustic songs and revealed that
Pearl Jam was back in the studio. (Photo: KDLD/KDLE}

89X GETS USED
Modem rock CIMX (89X) Detroit moming team the Moming X received a visit from
members of the Used, who chatted up their forthcoming stint on the Taste of Chaos
festival. Pictured, trom left, are the Used’s Bert McCracken and CIMX's Kelly and Dave.
(Photo: CIMX)

WCCC HAS S50UL

Active rock WCX C Hartford, Conn., welcormed Collective Soul,
which played a four-song acoustic set on the air and was inter-
viewed by APD/MD Mike Karolyi. Pictured, from left, are Collective
Soul's Ed Roland, Karolyi, WCCC’s Rick “the Fluffer” and the band’s
Joel Kosche. (Photo: WCCC)

ED, WHITE & CRUE
A post-face-lift Vince Neil, right, posed for a shot witk a pre-face-lift Couzin Ed, afternoon
jock at active rock WYSP Philadelphia The reunite¢ Motley Ciiie is set to begin its first
tour in March. (Photo: WYSP)
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FOR THE WEEK OF FEB. 7
Artist

Title

MAINSTREAM TOP 40

Fantasia
Truth Is

Label)

{(RMG)

RHYTHMIC TOP 40
12

U Already Know {IDJMG)
Lil Jon & The East Side Boyz Feat.
Ice Cube

Real N***3 Roll Call TVT
Nelly

N Dey Say (UMRG)
QOohThat Ass {RMG)
ADULT TOP 40

Jem

24 (RMG)
ADULT CONTEMPORARY

Elton John

AllThat I'm Allowed {UMRG)

Robert Downey Jr.

Man Like Me {Sony Classical}

R&B/HIP-HOP
112

U Already Know {IDIMG)
Do Or Die Feat. R. Kelly

Magic Chick ({The Legion)
Faith Evans

Again (Capitol
Li? Jon & The East Side Boyz Feat.
Ice Cube

Real N***a Roll Call (TVT)
Mike Jones Feat. Slim Thug & Paul Wall
Still Tippin  {Asylum/Warner Bros.)
Nas Feat. Quan

Just A Moment {SUM)
Tl

You Don't Know Me {Atlantic)

ADULT R&B
Faith Evans
Again
Samson
Atmosphere

(Capitol)
{Five Eights)

COUNTRY
Big & Rich
BigTime
David Frizzell
Warm Spanish Wine (Nashville America)
Drew Womack

Hey Daisy {Smith Music Group)
Jason Boland & The Stragglers
IfYou WantTo Hear A Love Song {Smith)
Jeffrey Steeie

JustThe WayWe Do it (Lofton Creek)
Lila McCann

{Warner Bros.)

Go Easy On Me {Broken Bow)
Tim McGraw

Drugs Or Jesus {Curb})
MODERN ROCK

The Afters

Beautiful Love {Epic)
Blue Merle

Burning InThe Sun {IDJMG)
The F- k{(p

AllThe Young Dudes {Capitol}
Senses Fail

Buried A Lie (Vagrant)

The Soundtrack Of Our Lives

Bigtime {(UMRG)
ACTIVE ROCK

Elghteen Visions

| Let Go {Epic}
The Mars Voita

Widow {UMRG)
Mudvayne

Happy? {Epic
Theory Of A Deadman

No Surprise  {Roadrunner/IDJMG)

HERITAGE ROCK
Elghteen Visions

| Let Go {Epic})
Mudvayne

Happy {Epic)
Theory Of A Deadman

No Surprise  {Roadrunner/IDJMG)
TRIPLE-A

Jem

24 (RMG)
The Soundtrack Of Our Lives
Bigtime {UMRG)
LATIN

Alegres De La Sierra

Asi Como Hoy {Viva)
Andy & Lucas

Quiero SerTu Sueno  (BMG Latin)

La Mafia
Sufriendo El Corazon (Urbana Musical)

CHRISTIAN

Anthony Evans

Fearless (INO)
Mary Alessi

Pra {Integrity Gospel)

Y
Michael Priebe

Brand New Day {Falcon)
Project 86

A Shadow On Me  (Tooth & Nail}
Todd Smith

Lukewarm {Curb)
ZOEgin

About You {Spamrow}

Submiit titles to sitvio@billboard.com.
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love editors who come up

with magazine issue

themes. This takes the

daunting task of trying to
come up with a biweekly col-
umn topic out of the hands of
the columnists.

As a former editor, I applaud
any move that reduces the cre-
ative burden on the writer. This
is because, when I was an editor,
I found that writers, when left

Green