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 Jeff Kinzbach, left, and Ed Flash’ Ferenc.

as the Mamas and Pa;ra’s'arzi' dreamihesy o
to “The Saii Francisco Sound,” the highly- - -

touted “head” music, acid rock: Quicksilver

Messenger Service, born oui of -the Haight-:

Asbury scene late in 65 . . . the Grateful
Dead; Hashbury communal leaders . - . and
the Jefferson Airplane, proponents of cbcrm-
cal gcstasy.

“The music was drawn out. No more 2-. '

minute and 20-second cuts: ..goodby steady,
sensible, danceable beat.

And blessed be the Beatlcs' The dynamxc .
* inventiveness - of their 1967 spectacular o

“Sargeant Pepper’s Lone]y Hearts Club

Band,” heralded a new, grand sop}nstxcatron :

for rock-and- rollers. Rock had grown up
‘AM radio prcked up.a couple of cuts

Cand’ _played them, but the solo riffs were too

intricate, too long, too uncommercial. And
how-could wholesome AM programmers air
lyrics colored with barely-disguised- sexual

and drug mnucndo"

Co]lege radxo stations could, and there

was plenty. of room .on the FM band.

Underground radlo cropped up- Early on,

,"pmneer stations began to broadcast in major
- cities” where “substantial * youth- populations

’resrdcd — Boston, Los Angeles, San Fran-
_crsco, New York and Seattle were all i m the-

vanguard Umverszty stations -under.-non-

Commumcatlons Commlssron (FCC) re-
"stramts "Across™ the: country undcrground

was programmed in; local college stations,

“notably® WBWC at-Baldwin “Wallace and

WRUW: at Case Westérn " Reservc around
Cleveland provided pre-"70s “new wave” to
faxr]y hmned aud:cnces

Anythmg was apt ‘to . crop ‘up durmg :

those-days of wholly *free form™ program-
ming and underground radio — and a later

“incarnation, “Progressive” rock radxo.

" CONTINUED

HAND WOVENZ"
AMERICANA
SEATING -

with cool, comfartable,

durable hand woven fiber

_seats made by the same careful . . .
hondweaving methods used by -American
artisans 200 yeors ago. Rich Maple finish
on select hardwoods. Authentic styling.

i
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WIh fogtresis all-
" high.

IIQN 1488

- » : 1 o
Chair. K
Yesterday's no-
staigia mokes
fodoy's decora-
tive seating. "

NOW 19.88
) Aaple finish of
30” Round

- with
ladderbugks

3 Pieces

- This. 30" round 3-piece dinette
saves valuable space for you. Top
is mar proof high-pressure lami-

nate. Chairs are crafted from solid
hurdwoods and feoture handwow-
en fibre seats. Maple finish.

i

‘Bedpogt-!
- Plus |
9;’ Ohio City )
4102 Lorain Ave.
Clevelond, Ohic 44113
{216) 631.6050
~ Open Mor, 10 2m-8 pm

Tu:s.,)?ns.,Fn Sat, 10 am-6 pm.
Sm.12:30-5 .. Closed Wed.

FMRCICLIYANAYS

ELIMINATES DAILY

DENTURE“FIXINGS”

FOREVER

Snug Cushlons hold dentures
comfortably tight for weeks
No more denturc “fixings™ every mom-
ing with messy powders or creams. Even
if your dentures need *fixing™ after every
meal, here’s important news. Snug grip-

right - cushions . réstore your dentures”.

holding power so dentures stay comforta-
bly tight for weeks. Snug, the soft, effec-
tive temporary aid, actually forms a

“comfort bond” between dentures and
gums.- Sticks 1o demures not to gums.
You can rinse, scrub ot soak Snug fresh
and ¢lean. It's easy to tremove...but
won'tdissolve washofforﬂak:away So.
end daily **fixings'"!

Get Snug, the cushion ®
that holds dentures G
comfortatly tight S & AN

for weeks. DENTURE CUSINNS
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Panti—slip“’\“a\_
by Olga® ™
combines \\
the comfort ™

of a panty .
with the fit },
of a half slip.

The Panti-slip™ with a split
personality. A half slip and panty
in one gives you the freedom

of a panty and the smooth

look of a half slip.

Made of Dupont Antron® I
anti-cling nylon, with feminine
stretch lace waistband and trim.
White or nude, average length,
sizes S-M-L-XL, *11.

Daytime Lingerie, fifth floor
Downtown, Severanee, Shaker Square,
Southland, Westgate, Belden Village,
Summit Mall, West Erie Plaza

and Millereek Mall. In Cuyahoga
County, phone 621-2755,

24 hours a day. Elsewhere in Ohio,
call toll free 1-800-362-0909.

A SUNSIDIART OF MATSHALL FIELD & COMPANT

BUZZARD conrinuen

By the late 1960s, underground-pro-
gressives operated in Cleveland. But it was-
n’t until September of 1968, when WHK-
FM was rechristened WMMS, that a “com-
mercial underground” entity existed in
town. -

That format lasted about three months.
Then under Metromedia, a national firm,
WMMS dumped underground in favor of
“contemporary rock.” In September of 1970
'MMS abandoned its “Hit Parade” formula
and switched to stereo rock.

Like most underground-progressives
broadcasting under commercial. licenses,
WMMS was no~financial bull. During -its

-free-form, counter-culture days creativity’

took precedence over strict financial stabil-
ity. Hippie entrepreneurs who bought com-
mercial time on the station often couldn’t,
or didn’t, pay their bills — or their small
businesses folded. Even though the size of

. its audience was edging upwards, WMMS

finances remained limp.

he establishment advertising agencies

I . didn’t Jook kindly en progressive-rock
stations, but the most disturbing
revelation came when more and more

counter-culture business-people refused to
contract airtime on "MMS.

“You’d go into these places, head shops
and clothing stores, and there we'd be —
WMMS coming over their radios,” Denny
Sanders recalls.

. “Eventually we’d get around to talking
business and ‘Hey, how about buying some

_ time on the station?”

““Nope, sorry man, can’t do it, he’d
reply. Well, why not? ‘Well, 1 fisten to
"MMS and I really dig what you people are
doing, but I'buy WGAR.” Why? Cause
’GAR had a 7.4% share of the audience in
the ratings and we had a 2%. For a few
extra dollars he could reach all kinds of
additional people.”

So much for “solidarity.” When it comes
to making money, dollars and ideals don’t
mix.

In December of '71 it was announced
that Mzlirite Broadcasting Co. of Detroit
had agreed to purchasc WMMS, and her
sister station WHK (Ohio’s oldest radio sta-

-tion), for $3.5 million. Uproar boiled when

it was revealed that all Malrite AM stations
played country-and-western music, while
their FM holdings played soft-pop.

) Instead of instant, routine approvall of
the sale by the Federal Communications

- Commission, a year-long delay ensued: a

petition of protest, signed by 7,100 "MMS
listeners, and .80 letters were filed by the
Comnmittee to Retain the Community Serv-
ice Format of WMMS-FM.

After a study of the Cleveland broadcast
market was made, Milton Maltz, head of
Malrite, assured the FCC that WMMS
would continue to broadcast progressive

rock. The sale went through at the end of
1972.

Within -weeks Billy Bass-— station
manager, air personality and. driving force
behind the station’s growing popularity —
teft, angry over budget changes and because
“the new owners took away my power to
make decisions.” Other staffers joined in the
exodus. )

‘Denny Sanders stayed. He -had joined
the station in September of '71, transplant-
ed from the Boston area where he’d started
in radio at age 16. Early on at 'MMS he
revealed an acute sense of contemporary
broadcast communications. Figuring that
some aspects of radio are vital to all listen-
ers he instituted the hitherto unhip practice
of working old-schoof info — time, tempera-
ture, news and traffic reports — into his
drive-time siot. The move stole listeners
from other stations and boosted his 6-to-10
a.m. ratings.

He moved inte position as station pro-
gram director, but 2 procession of disc jock-
eys came and went. The station was losing
listeners, and profii-minded Malrite was not
amused. )

andess telephoned John Gorman, an
old friend from Boston who’d explored
prospects for employment in Cleve-
land when Sanders first arrived here.
“When he called me,” says Gorman, “I was
driving a station wagon for $130 a week and

1 told him, “Yeah. I need something really
badly.” |

Gorman — tiic G’man — came to "MMS
as music director in June, ’73, and replaced
Sanders as program director a month later.

“When Bass and that crew went out
the door,” says Matt 'Lapczinski, better
known as Matt the Cat, “we started a whole
metamorphosis, and it. didnt come
overnight.” - ’

The desire to build a cohesive team
dominated any ihoughts that' G’man and
“Swordfish” (Sanders’ alter-ego) had about
winning in the ratings. Their selection proc-
ess was arduous. .

“We have finally, over the last four
years, weeded out the right people from the
wrong ones,” says Sanders, “and have come
up with a staff that are all very good friends
and who enjoy doing their work well.”

Initially, jocks were imported from Bos-
ton. Cleveland State University's radio sta-
tion proved to be a successful -training
ground: Matt dig his initial stint there, as
did Betty Korvan; newsman Ed Ferenc, and
Lawrence Travagliante, a fellow better
known to folks on the sireet as Kid Leo.

Leo digs the team. “I think we're the
Oakland Raiders of radio,” he says. “We
yell at each other; we associate with each
other; we like each other.

“And we're intelligent about what we're
doing. We've got a plan that we follow,
sometimes actually a laid-out thing. But
there are spaces, holes in that game plan
that’re undefinable: those ‘holes’ are room

CONTINUED
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Save by 3's
during our annual
sale of Shiny
Satin panties -

by Blush.
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Al fashioned in lush, nylon satin with
cotton shields, sizes 5-7.
A_The taflored low rise brief, white, sand. blue,
pink, green, yefiow, 3 pairs 640:&&3 pair 2.50.
B.The low rise brief with nylon stretch lace trim, white,
sand, blue, pink, green, yeﬂow 3 pairs
7.50; the pair 2.95. -
-C_The hipster with stretch nylon lace trim,
white. sand, blue, pink, green. yellow,
3 pairs 6.90; the pair 2.75.

D.The tallored hipster, white. sand, blue, pink, green,

yeflow, 3 pairs 5.75; the pair 2.25

E_The tailored bikini, white, nude, blue, pink, comsitk,

] 3 pairs 7.50; the pair 3.00.
Daytime Lingerie, Third Floor Downtown,
All Stores. Call 579-2500 anytime from
Cuyahoga County. Elsewhers in Ohio, cail
- toll free 1-800-362-2945. Orders totaling
'7.00 or less subject to delivery charge.

- doesitlike
- Higbee’s

BUZZARD continuen '
we make for each personality’s style —
-their emotions, feclings, gut reactions. It's

- 'like any championship. team — it’s the
- chemistry, it'sthe coach.”

“And Cleveland’s always been a rock-
and-roll town,” adds Matt. “It’s been like
that even before Allen Freed coined the
term ‘rock ’m roll’ back in the ’50s here.
Some people say that it’s the industry —

the ‘heavy metalness’ with the Flats and all;-

maybe its caiise there’s nothing miich else
to do. .

“1 t.hmk the reason why C!eveland is
‘the so-called ‘capital of rock ‘and roll,””
observes "MMS  morning looay Jeff Kinz-
bach, “is because the weather’s not the best.

“A city can’t have everything -and
unfortunately we don’t have the weather.

Come to think of it, we don’t have the

nightlife either, which is too bad . . . So
people here go inside, and. they’ re mto theu’

- own parties, their own lives; ‘and music.’

For plenty of young- people WMMS is
their only link with the information network-

made up of television and radlo magazines .

and mewspapers.

Example: in a journalism class a while
back we were discussing the previous
evening’s presidential election. One student
.asked, “Who won?” As isstructors we were
incredulous. His response? “Hey, I was lis-
tening to WMMS all night and they didn’t
say anything about it.”

As a youth force — mdwd as a media
force — WMMS is dynamic. Ten years ago

not that many people were listening to pro- -

gressive radio. The demographics have
changed. '

f the 23 commercial AM apd FM
stations ranked in the Arbitron rating
agency’s four—county survey area,
WMMS comes out No. 1 in listeners-aged
12-64. More than half of the men aged 18-
34 listen to the station, while nearly 36% of

the female radio audience ir that age brack- .

et tunes in.

What has most amazed observers of the
radio industry is that WMMS won those
stunning ratings while so far defying FM
rock’s growing trend towards formatted pro-
gramming. "MMS jocks still are relatively
free to select their own music and program
their own shows — though there are Jjocks
who admit that there are gentle pressures,
lobbying, and even “vigorous persuasion”
within the air staff to push some artists and
funes.

The number_ of free’ form no-playlm
stations in the country has dwindled to
féwer than a dozen. In fact, “progressive
rock radio™ is po longer an operative term:
today it’s called “Album Oriented Rock,” a
term- coined by Radio & Records’s Mike

Harrison When he had decided that the -

“progressive” had beoome .““archaic,”
hc came up with AOR

“Im most every sector of the rock mdustry,
AOR has come to mean format rock radio.
Playlists ‘are devised by consulting firms,

‘D, etc.

- difference - whether it’s snowmg or. sunny

-was progressive radio. But in order for us to
-have totally progressive radio stations, the

_ blood as there is'ia a piece of tin.”

notably “FM. Superstars” out of Atlanta.
During a given hour the DJ has instructions
to play one from Column A, one from B C,

“It’s awfully sterile radio,” says Gorman
“There’s no spontaneity, no 1mmedlacy, no

outdoors.

““For-a long time I was opposed to the
term AOR: T wanted to think that there still

music industry would have to be progressive.

“Record _companies are another form of
assembly line — press those LPs, push; them
out, hype them, and. hope they’ll nake it.
It’s down to the bottom lme — _they. don’t
care for artistry. =

The AOR approach pcrfected by
“Supcrstar” founders Lee Abrams and Kent
Burkhardt, is bardly hit-or-miss.. ‘Record
purchases are the key to determmmg ‘what
gets played on one of the dozens of Abrams
stations around the country, and the firm
carries on extensive research to’see what’s
selling. Prowammmg has become a sceince.

In our age of mass- markt’.uncr the success
of this AOR approach boils down to
chicken-or-the’egg: do people buy it, and it
gets played on the air, or do they buy their
records because they've heard them on the
radio?

“You know, it's a funny thing,” says
Matt, offering arni ironic aside. “People will
like what they hcar, and xf thcy don’ t hear
it they won’t like it.” -

“The Top—q‘ﬁ and AOR- type formats Jike
M105 (WWWM, 'MMS’s closest prog rock
competition) have let the techriology take
control over them so much, they become
nothing more than automated juke boxes,”
claims Gorman. “There’s as mich soul in
that kind of format, as much fksh and

“T feel thai we're a “small p’ progressive
radio station because we don’t-cut every-
thing down to.the lowest common denomi-
nator — you know, ‘play the hits, play the
hits,”** Sanders said, “The thing that both-
ers'me most about vmually every AOR pro-
grammer is that they have absolutely no
regard for the announcer as a creative per-
son.”

lender ‘and tense, Sanders smolders

with keen mental’ energy. An - hour

 spent talkmg with him about music
and media is not_ only captivating, it's in-
-vigorating. Of ‘all -the staffers at "MMS, his
selection ‘of music for the air tends to be
most sophisticated - {though - hardly stuffy)
and he consistently chooses music for his 6-
to-10 p.m. shift, whxch is finely. and origi-
nally produced.

In conversation he knows I‘us music
backwards and forwards,” nof merely intel-
lectualizing about how different  forms and
eras of rock happened, but by revealing 2
gut grasp'of why ‘the music is so exciting, $0
compelling.
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Denny Sanders: “._you have to express .
some kind of a positive life force.”

Hovering around age 30, Sanders fully
grasps the impact-of mass broadcast com-
munication and he speaks with great emo-
tional intensity when discussing it:

“Rock radio is one of the most important
media in which to have personalities (as op-
posed to androids) because it reaches out to
so many. kids who are living through the
most impressionable times of their lives.

“Not only do you have to play good
music, but you have to express some kind of
positive life force. As a person broadcasting
you must make an impression. That convey-
ance of distinction is imperative, or else you
haven’t left your mark on the world, and
what was your life for?”

Leo takes a looser view. He’s a big guy,
Italian, and if he weren’t so polished he'd be
a hulking presence. “Street wise” is the
term he applies to himself, and it’s true; Leo
knows the scene.

"« lgok at myself as an enteriainer, and
an entertainer has to do his act. Any comic
or musician performs and, hopefully, the
public will like it. Sure, we have an obliga-
tion to serve the listeners — give them
information we think they may need, and ail

that — but we have a responsibility to.

entertain them. That’s our first priority.

«All the things that Kid Leo might be
to the people out there arem’t necessarily
what I really am, but I draw. everything out
of where I came from, and T knew guys who
were hustlers, characters like that, and 1
draw from them.

“T've never been a good pool player,
ever, but everybody would assume ‘the Kid,
oh yeah, he probably plays a good stick.” 1
don’t shoot stick, man. The fact is, 'm not
a bad poker player. .

“When. I started doing sports on the
air, a lot of people yelled ‘you call't do

sports on a progressive station! It doesn’t
belong there.’ You talk about serving the
people . . . there’s a big sports audience out
there..I'm also entertaining them.”

* The rock radio- scene ‘today is ultra

" ‘competitive, If a DJ, or a station manager,

or an entire air staff want to stay on the air,
they had better sizzle. o '
““It’s a fun business,” said Leo. “But,
it’s also damned cutthroat.”
- Tension and excitement fill the studios
on the Cleveland Plaza Hotel’s 12th floor.
As soon as you ‘pass through that foyer,
walls carpeted in wonderful supergraphics,
and into a long corridor of corporate offices
— don’t be misled by the candy-corn color
_carpeting; those offices are filled with sta-
tisticians and they’ve got profit margins on
their minds — it becomes guickly apparent
that business is the byword. . B

ratings mean top money — you can

charge more for your air time and have
accounts dying to get their ad spots sched-
uled into your shows. Ratings drop and the
station loses its competitive edge in vying
for advertising dollars. The more listeners,
the better your ratings. You want to catch
more listeners, and hold em.

_ l n this realm, ratings are all holy. Big

“I think that we’ve tried to maintain a-

great degree of free-form.. By the same
token, we think that if you’re-going to do
anything very well, you have to have some
discipline t00.”

That’s Gil Rosenwald talking about how

the music for an ACR station like WMMS

_ should be programmed. Rosenwald is vice

president ‘and general manager of WMMS-

WHLK, -having originally joined Malrite’s

sales force after a good many years with

Proctor & Gambile. His function at the sta-

tion is “to keep our status in the market,”
while running the station’s overall business.

“From where I sit, we want to maintain

- the position of both stations in terms.of the

total numbers (of listeners) . . . As far as
'm concerned, "MMS is competing with
every other radio station in town, be it
WCLV or WDOK, and exactly the same

- — thing with WHK.”

In order to gain a larger share of the
audience, Rosenwald explains, “We’re prob-
ably much tighter than we were a year ago.
But we haven’t faken away any of the deci-
sions of the individual -announcers, we've
just tried to lay out some guidelines and
polish the format.” ‘ S

- “This is a flesh and blood radio station
without a confining format,” insists Gor-
man.” “We’re trying to appeal to a very
large demographic area — anywhere from
teens-to people in their mid-to-late 30s. And
we're trying to make everything as palatable
as we can but still remain creative,”

“We’re exposing everybody to every-
thing,” he concludes. . . @

Joe Crea has been known to fisten to WMMS
during the early hours of the morning.

.

9.90

Special purchase:
a shoe from Vogue®at a
money-saving price.

This winner willtake first place in your
wardrobe. it's a tailored pump to go with
everything. it fits like a glove, with elastic
insert and Softknit lining for comfort. Black,

navy, brown, camel, white. Limited
quantities. Sizes 6% to 10N, 5% to 10M,

6% to 10W. Budget Shoes, All Stores

except Westgate, Randall, Euclid.- Call

579-2500 anytime from Cuyahoga

County. Eisewhere in Ohio, call toll free

1-800-362-2845.

- Budget Store

8.61 ‘6l AHYNHEAS 'AVANNS

gL




SUNDAY PLAIN DEALER MAGAZINE

14

How

iscuss the concept of format with the
D personnel of WMMS and you hear
one uniform reply — ‘MMS has no
set format’® — but all staffers offer their

own interpretations . of the formula that
brought the station to position No. 1.

Basically, the components of a plausible

" format in any given hour go-something like

this...(no particular order)...

SOMETHING NEW: The station
prides itself in introducing, or *“breaking,”
new artists. It will take a chance on records
that it thinks are hot. You're apt to hear
these hits fairly often.

SOMETHING CURRENT: “Eater-
tainment,” according to Denny Sanders, “is
certain proven things which people like re-
peated. In our case it comes with a certain
song.” And certain acts are cxtraordinarﬂy
popular.

SOMETHING BY YOUR REQUEST:.

You dial 578-1007 and occasionally some-
body answers the phone (it comes out to
about twice an hour, but that’s only an
average: Matt the Cat does an all-request
on Saturdays, Sanders does them on Sun-
days, all-request weekends, etc.). They tally

- those requests and they’re weighed in pro-

gramming but, more immediately, they
represent songs that people want to hear
now.

AN OLDIE: Maybe a couple of oldies
— even three or four or five. These’ll be
scattered, according to the jock. It is his
show after all.

SOMETHING A LITTLE OFE-THE—
WALL: “There are all these little ingredi-
ents that go into every hour,” says John

‘Gorman. Sparks is off-the-wall.

Amazing
Alex Harvey Band is definitely off-the-wall.
Anything “New Wave” is sufficiently
trendy to spice up a given hour — but not
too often. .

How many choices for airplay? You
count ’em. A collection of around. 10,000
Ips, ‘a reasonable number of 45s, toss in a
stash of concert tapes — many excellent,
and rare. How an accomplished disc jockey
puts together an air shlft is_truly an enigma,
nearly magic.

~ Jeff Kinzbach says: “Your music mix
has to be perfect; it’s the foundation of the
show. It has to be progressive, but it also
has to be familiar.”

“I'm a musician,” says Matt — the
Cat — Lapczinski, “and on the air I try to

* put music together that sounds good, has a

feel and a flow. You do that by putting
together tunes that’re in the same key, mak-
ing the transition smooth from tune to tin.”

Good radio is not just some jock slapping
records onto a turntable and babbling be-
tween cuts. There’s art to it.

““Working with audio,” says Kinzbach,
“is like working with TV — except that
there’s no picture. You just have to make
the audio form the picture in your head.”

ommercials ‘are a necessary, though
irksome, facet of everyone’s shows,

Says Kinzbach, “They’re poorly

produced, by agencies outside of Cleveland,

by people obviously not very well equipped

“when it comes to-creativity. They're pro-

duced fast, loud, raucous, and completely
devoid of any ‘conmsciousness’ of today’s
youth. In terms of rclatmg to us as humans
— they’re screaming at us.’

- Though “elght minutes an hour don’t

belong to us,” as Gorman puts it, some ‘of
the jocks grouse that the station’s commer-

dWMMS
~ gettobe No.1...

without a format, yet!

one announcer complains. “,’I;hc)" éet behind

in their commitmerits tg clients, maybe by .

promising: more than they can deliver. They
oversell, so they have.to load 1p. the
station.”

What’s more, if you still happen to sub- -
scribe to those — faded? — values of volun--
tary simplicity (the old counter cuiture .
“badge of principles™) then o’ 'MMS cer-
tainly has sold out. - i

Dial soap commercials blast you from
your chair with a staccato .horn barrage
that’ll slam you across the room. There are ~
commercials for bridal sa]ons;rcp]ete'\viih a
syrup-voiced bridesmaid singing.of her
adulation of some dressmaker. :And one of
the "MMS jocks, in defiance of thé Student
Mobilization, extolls the virtues of an armed
service career.

Eager” promo men frequent the foyer,
always ready to glad hand and grease. It’s 2.
jive business. They've got products to sell,
and they can oil their delivery with plenty
of hype. .

“Nobody here’s taking nothmg from
nobody.” Simple declaratory statement on
the part of a key station figure who bristles
at the mention of dread payola. The offer-
ings are tempting, however; some are trashy,

“a lot are insignificant mfles and quite -a

few are exqu:sxte items' — a first.edition -
medallion in silver, privately minted, a repli-
ca of one supergroup’s winged logo, com-
memorating “the fine toie that X station
has  played in the Progressive  AOR
Commumty

Value? ngmf cance? Maybc it’s stand-
ard operating procedure — but if it’s in any
way determining the kind of music we

"CONTINUED

cial commitments often extend -past that =~

limit. “The salesmen.promise too ‘much,”




NO. 1 contnuen

hear...well, ‘people- give in to some pretty
unfortunate circumstances.

~ Whatever. The biggest thing that promo
men do is show up to hype their firms’
latest releases. A company like Columbia
Records is apt to release 25 new lps in a
week. -

Figure maybe a dozen companies do
that, while several more send out 10 or 12
premier discs and additional mailers arrive
daily, with single releases -and homemade
tapes, studio tapes, tapes to audition for a
Coffeebreak Concert (Creative Affairs

director Sanders hears those) — there’s a-

flood of new music to review.

) “I’H listen closer to new acts than I will
to established artists, because I know that
the established artist is going to be added to
playlist anyway,” says Leo, music director.
“If Pau}! McCartney comes out with a new
Ip I'm not gornna sit here and say ‘hey, I
have to hear it first,’ or ‘T'll think about it’
— it’s gonna go right into the. studio.
“Whereas 'if it’s a new group, Rented
Tuxedo or whatever, I'm going to sit down
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WMMS program director John Gorman: “We were faced with probably"our
it’, and yet we wanted to do it our way. And, here it is.” v

one chance to ‘make
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and listen to see whether there’s anything

there. Same with a marginal group — take

Wet Willies.”

.

MMS has mana‘écd to break its '

share of national chartbusters. A

little way down the hall from the
one-room monastery asylum that houses
G’Man’s Program Direction Headquarters is
a veritable chapel of gold and platinum
discs. Awards for breaking Queen’s “Night
At the -Opera,” Aerosmith’s “Toys In. the
Attic,” the first Foreigner Ip, Phoebe Snow
and “Frampton Comes Alive”; a Bowie gal-

lery — “David Live,” “Rise and Fall of

Ziggy Stardust™ and “Diamond Dogs.” -

Bruce Springsteen’s “Born to Run” is a
special prize, as is Gorman's happiest acqui-
sition, a platinum Ip for Al Stewart’s *“Year
of the Cat.” '

“In the course of a week, between Leo -

and myself, we’ll listen to every new release

- that comes in,” says Gorman. “We leave no

stone uniurned.

“We take a iittlc unknown ]abe] like
_Janus with an obscure British folksinger —

'Al Stewart — and that labek has everythmg

going against it because they’re so small and
so broke ... Arnd we hear something in
those grooves, ’and.we re out to expose-it.”

Introduction of new music is a calculated

venture. People like: the familiar, say.-the
"MMS  programmers. “They're apt to. tune
out-if barraged with alien sound. When new
music is presented -in a style never heard
before — when Jamaican reggae first came
around, or raw Lou Reed;, Eno, Roxie
Music, even todays New Wave — 'it’s
uncommercial.

‘Unknown artists, however talented, may
be dismissed -— the listener “touches that
dial” and switches: stations. So WMMS an-
nouncers sandwich. those songs betwéen
familiar and older music.

Frankly, WMMS plays less new music

than it has in previous eras — that’s the
commermahzanon of the station. It’s tough-
er for a.nmew artist to break in. In a way
artists face ‘a bottleneck’ they discovered
long ago back in AM. radio: a hnmakers
always going to get bettér-airplay.

But, say an especml]y good record comes

_in, one that the air personnel feel that the

masses will grab onto,’it goes on the air. All
cuts played are recorded on a tally sheet. A
week later the staff looks at these -“sound
waves” and ponders. '

“Say it’s Tom Petty zmd the - Heart-
breakers,” Sanders observes. “Okay, we
gave it 13 plays, which is medium airplay.
But what did the sales do? Nothin. Okay,
next . week we check again. Still ‘a great

record, and a week’s testing is still a little

too early...but after two or three weeks, and
no upswing in sales, we have to ﬁgur‘e that
we’re just a little wrong.” :

There are plenty of demands on thc

radio )ocks. “The pressures suck energy out -

of you,” Korvan observes. “At the end of a

ratings period, everybody is like — drained. -

One show can do that to you. But where
else would I put my energles if I didn’t put
them here?”

* When I ask program "director Gorman
whether WMMS still is' community oriented
m the ’60s sense, he unhesitatingly replies,

“More soWe're reaching a larger audience.”
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NO. 1 conmued

ow’s that? “We’re beginning to real-
-ize our power. All of us have had
our offers to go io other cities, but
we've each decided to stick this thing out
because we think we’ve got something here.
We're just scratching the surface right now.

“Suddenly, five years-ago, we were
faced with probably our one chance to
‘make it,” and yet we wanted to do it our
way. And,” he beams arms outstretched
“here it is.”

“We're successful, and we’re also per-

. . ‘ sonality,” says Kinzbach. “We have the
Waming: The Surgeon General Has Dettfrmmﬁd 8| opportunity to motivate people to do things.
That Cigarette Smnkmg is Dangerous to Your Healih. T ey - . .
We're going to have to deal with

pollution in this city; it’s a terrible problem,

and let’s hope that a young mayor can han-
dle that.

i “I like to think that his consciousness

) : . of being young will help him concentrate on

: s R R those kinds of problems — we’re losing our

BN | tax base... look at our school system...and

. there are even peopie starving in this city.

QE : We’ve got some pretty heavy problems
ru S S gg - ‘going, but in our way 1 think we can help

by getting young people moving.”

: WMMS is in good shape. Compared
with the rest of the industry, the station is
. still progressive. It continues to bring unique

music, inventive music, obscure and new
music to its listeners, and in plenty of other
cities. that kind of sound isn’t available.

Consensus has it that there’s little danger
of 'MMS going all-playlist format, but if
they do — and all you hear are the “big
hits” tossed out at you by fat cat record
executive hypesters, I’d book that most of
the "MMS jocks would eventually straggle
away. Music’s their paint, and they’re not
going to seitle for spray cans.

Culturally, WMMS boosts folks, . aes-
thetic senses with intelligent film reviews
(critic Dan Garfinkie’s been on ice till he
joins AFTRA), by promoting the Cleveland
Ballet, and by sponsoring “nights out” at
the Orchestra.

But here is a station with innovative, at
times even brilliant, young people who are
in tune with an energy-filled-generation.

It could produce intelligent public service
programming, say in three minute segments,
and sandwich it into prime time using the
same psychology that enables WMMS to
sell new recording attists. As Cleveland’s

_only “alternative” mass outlet it owes its

. young audiences more thought- provocation:
segments .on heaith and nu_trmon, more on
legal rights, and updates on job and career
availability. These are all things that young
people are going to need to survive.-

The "MMS jocks are purveyors of hip
— they set styles. If they choose to make
healthiness hip, this unique station must just

blow the top off the AOR market twice:
Not only as a “freak free-form” that’s made

] .
it to the top, but as a'music machine with a
worth smoking. E
® ,

Joe Crea
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