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RECORDS 

ADAM WHITE 

SATELLITE FORMAT SELLS RECORDS 

Z- Rockin' At Retail 
What Z-Rock plays, its listeners apparently buy. The 

arrival of this Satellite Music Network format in such 
markets as Chicago and Cleveland is having an apprecia- 
ble impact on record sales, according to a number of retail 
and label executives. They're not necessarily surprised by 
this development - given the musically active nature of 
the hard rock/metal audience - as much as they are en- 
thusiastic. Naturally, they wish Z -Rock would spread else- 
where. 

E/A VP /National AOR Promo- 
tion Brad Hunt points to Cleveland, 
where the format debuted January 
1 on WBEA /Elyria, OH. "The min- 
ute it went on the kids found the 
station, and we felt it," he says. 
"Not just with Dokken and Metalli- 
ca and Motley Crue, which are in 
the mainstream, but also with de- 
velopment bands like Metal 
Church." 

Sales Action In 
Chicago, Cleveland 

Hunt illustrates his point by 
noting the sales of Metal Church's 
"The Dark." As of January 26, the 
album had sold a total of 922 pieces 
in Cleveland. By March 4, that was 
up to 12,866 units. Adjusting for 
population and market share, he 
says, "We're moving records in 
units proportionate to what we're 
selling in Los Angeles off KNAC." 
According to the E/A exec, the 
same applies to Chicago and up- 
state Michigan, where Z-Rock is on 
WZRC /Des Plaines and WCXT/ 
Hart -Grand Rapids, respectively. 

E/A Regional Marketing Man- 
ager Denny Nowak confirms 
positive results in Chicago. "There 
was a lot of metal product hanging 
around in the stores, ready to be 
returned. When Z-Rock went on, 
people were opening up the boxes 
and putting the product back on the 
shelves." He says that even Rolling 
Stone, an influential store account 
long associated with metal, moved 

1200 units of Metallica's "Master 
Of Puppets" - far more than usu- 
al. 

Rolling Stone GM Mike Troccoli 
agrees that Z-Rock is "making a 
lot of difference," estimating it's 
probably at least doubled his busi- 
ness. Independent labels are the 
biggest beneficiaries, he believes. 
"What's on the major labels is 
pretty glamorous metal, and there 
isn't that much. But there's a lot on 
the indies, and now it's really start- 
ed to sell." As one example, Troc- 
coli cites "Fatal Attraction" by 
King Diamond on Road Runner, 
which is handled by Important 
Record Distributors. 

Indie Labels Feel 
The Force 

Important VP Howie Gabriel 
calls the Z-Rock playlist a "who's 
who" of the indie scene and says 

Windy City Jammin' 
Two years ago, Chicago concert promoter JAM Pro- 

ductions launched its own hard rock /metal show on local 
outlet WVVX /Highland Park, IL. Its goal was to compen- 
sate for the lack of such music on the market's AORs and 
to help promote area concerts by hard rock /metal bands. 

How does JAM's Jerry 
Mickelson feel about the arrival of 
Z -Rock and its impact on his night- 
ly five -hour show? "I'm glad it's 
here, but in our particular situation 
in Chicago, we didn't need it. We 
advertise our shows on the pro- 
gram we have and add Z -Rock at 

the very end. 
"So while I welcome the fact that 

there's more hard rock and heavy 

metal on the air. we don't use them 
as much as we would if we didn't 
have our situation. I don't notice 
any difference in my ticket sales - 
or in anything I do - since they 
came into the market." 

Mickelson says he has no plans 
to change. "Ours is running, and 
we're doing great. We're both do- 
ing good things for the market. 
The more, the merrier." 

volume has more than tripled on 
selected titles (such as the King 
Diamond). "Independent metal 
sales are the greatest thing. They 
just keep on going, and stores like 
Rolling Stone are really plugged in. 

"But what Z-Rock has done for 
us is really made the chains 
aware; it's moved to the next level. 
Once this music gets on the radio 
and the masses hear it, they start 
looking to buy in the chains. So 
outlets like Camelot and Musicland 
are going, 'Hey, this stuff sells; 
we'd better bring it in. "' To avoid 
PMRC -type complications, Gabriel 
explains, "When I solicit, say, a 
Musicland, I have to send the cover 
so they see there are no obscenities 
on it, nothing disgusting." 

In addition, Z-Rock is giving 
companies such as Important an 
opportunity to use co-op funds, as 
Camelot Sr. Music Buyer Bob Var- 

Metal Moves 
Z -Rock works with 
labels, artist 
management 
Chains, specialist 
stores feel sales impact 
Indie labels and majors 
benefit 
Marginal product 
becomes must -have at 
retail 
Format is new vehicle 
for ad dollars 

cho confirms. "We've had people 
wanting to spend ad dollars with us 
on metal product, but we really 
didn't have a vehicle. It's really not 
geared to your daily newspaper or 
radio that's not playing it." Now 
the chain is running an ad program 
with various labels through the end 
of March. 

Camelot Tests 
Z- Rock's Clout 

Obviously, Varcho views this as 
a test of Z- Rock's power in Camelot 
markets. He's optimistic, but 
defers a definitive answer until the 
format has been in place longer. 
"We've not used them elsewhere 
because we have no stores in Mich- 
igan and not enough in Chicago to 
concentrate on. Cleveland seemed 
like a good attempt because we hit 
ten, 11 stores within their range. 
We're excited, and we're not even 
in the good season right now. When 
the kids get out in the summertime 
and it's driving season, look out!" 

hi-Hart-Grand Rapids, the 20- 
store Believe In Music chain is 
widely regarded as the top retail 
account. VP Jim Marcusse calls 
Z-Rock "a major influence," and 
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KNOCKIN' EM DEAD - Def Jam's Slayer visits Z -Rock in Dallas. MD Madd 
Maxx Hammer and OM Wild Bill Scott (first, third right) mug for the camera 
with bandmembers and Z -Rock airstaff. 

says, "I can see it geographically 
because WCXT affects some of our 
markets a lot stronger than others. 
When they changed format, it was 
done with little fanfare that I notic- 
ed. But the kids picked up on it 
right away." The result, he esti- 
mates, is a 100% increase in metal 
sales. "A lot of that product would 
have been considered marginal 
before. Now we consider it must - 
have." 

Like others, Marcusse cites the 
King Diamond album. "That's a 
record we wouldn't normally be 
aware of, dealing primarily with 
the major labels as we do. But it 
was one we couldn't ignore: we 
sold tonnage on that record, and 
who would have thunk it ?" 

Label Support 
Not Universal 

At SMN's Dallas headquarters, 
Z-Rock OM BW Scott stresses the 
degree to which the channel works 
with major and indie labels, as well 
as artist management. In fact, he 
says first word of WZRC's influ- 
ence came from manager David 
Krebs, calling to report an 8000 - 
piece reorder on the Motorhead 
album "Orgasmatron." Scott adds, 
"It took 90 days to be reflected in 
Arbitren, but the instant street 
reaction on Motorhead came 
from David." 

Music Monitor 
This is the top ten from Z- Rock's 

playlist for 3/9: 

1. SLAYER /Reign In Blood 
(Def Jam /Geffen) 

2. STRYPER.To Hell With The 
Devil (EnigmalCapItol) 
3. IRON MAIDEN /Somewhere In 

Time (Capitol) 
4. DEEP PURPLE /House Of Blue 
Light (PolyGram) 

5. TESLA,Mechanical 
Resonance (Geffen) 
6. JACK STARR /No Turning 
Back (Napalm) 
7. MEGADETH, Peace Sells 
(Capitol) 
8. LIZZY BORDEN /Menace To 
Society (Metal Blade) 
9. DOKKEN Dream Warriors 
(Elektra) 

10. MALICE: License To Kill 

(Atlantic) 

Is the format drawing across - 
the -board label support? "Yes, 
from the ones that know we're here 
and realize what we are," Scott 
replies. "But others are still com- 
ing around." CBS is a non -believer, 
he notes. 

"Record companies can get their 
acts on," says Scott. "Bruce Dick- 
inson from Iron Maiden came by; 
we had Megadeth, Slayer. In fact, 
we're probably one of the only ones 
to have a positive interview with 
Slayer. We had Stryper in here, 
too. We're wide open for Christian 
rock and all of that." 

Comments Atlantic VP /National 
Promotion Judy Libow, "The fact 
that they're based in Dallas, one of 
the best rock and roll markets for 
these bands, is good. They'll get a 
lot of artists to come through." She 
is positive about Z -Rock, with a 
touch of conservatism. "They've 
helped sell concert tickets for us, 
and we've also been working with 
them doing interviews, IDs, visits, 
and so on for that extra exposure. 
Like AOR, like video, their impact 
on the sales level is just one more 
piece of the pie. I won't say they're 
the reason we're selling records, 
but I will say they're one of the 
reasons." 

Put The Format 
On A Combo 

Libow acknowledges that the for- 
mat is a plus in light of Atlantic's 
new deal with Megaforce Records. 
"The real hardcore metal bands 
are the kind we really feel Z- Rock's 
impact on. We were at a loss in cer- 
tain areas to get these records go- 
ing. So I would love to see them 
grow in a lot of other markets 
where you feel a void. The only 
negative is that there aren't more 
of them." 

E /A's Brad Hunt, for one, has 
some opinions about that. "In some 
major markets, I wish they would 
consider going into the AM of an 
AM/FM combo. If they came to a 
city like New York and there was 
an AM in Newark, they could put it 
on the AM because you know those 
16- year -old kids driving around, 
their first car is a 1974 Ford with an 
AM radio. When the six months are 
up, they could have it on the FM, 
simulcast it, and it would be all 
over but the shouting." 


