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1o the new Pirate Aag,
o with the Positionar,
+ “Walcome

By Jerry Del Colliano

Long before the first meaningtul
ratings ever come out, KQLZ-FM,
Los Angeles is already a hit with

| radio peaple.

Sa popular that the trade press
has heen consumed by the new
startup station. Some 4 600 phone
calls o a 900-listen line (at $1 per
minute| were received within the

i hirst two weeks of signing on, The

station was netting an average of
51,200 per day trom the listen line
poing intoats second full month of
DpEration.

There has been publicity, gim-
micks and tolklore, bue is “Pirate
Radio® really new! Is ¢ ditferent?
Will it work!

More importantly, is there any-

" thing in it for you!

Norm Pattiz paid $56 million to
buy KIOQ-FM, from Outler, He
swiftyly hired Scott Shannon away
from Malrte's WHTZ-FM, New
York |Z100) fora $15 million pack-
age deal including Mr. Leonard.
Then worked a co-sharing  deal
with Gary Edens so that program.-
mer Randy Kabrich could leave the
highly successtul WRBQ-FM,
Tampa to work on-scene at the
new station. Call letters were
changed to KQLZ-FM. The firs
days originated from an old ware-

and running,.
Here's what the new format is
all abourt:

POSITIONING

Pirate Radio was created more
in the image of Radio Caroline and
the off-shore British stations that
hombarded the mainland with rock
radio.

Itis not Pirate Radioin the sense
of pointed hats, peg legs and par-
rots. None of the on-air imagery 1s
directed at this image

Westwood One Programmang
VP and KQLZ-FM morming per-
sonality Scott Shannon says the

| station is a hybnid of several con-
| cepts. It 1s designed to be a clean,
! streamlined station avoiding hype
. and overstating the facts.

It's trying to be proud. Some

| may contuse it for arrogance but

that is up to personal interpreta-

| tion. Kabrich says, “it means one
| thing to one person and something
| else to another.”

When 1t signed on, here are the
types of positioners that were in-
troduced to create interese and
shock:

“Pirate Radio 1s on the air at

100.3. Don't tell anybody.”

“Pirate Radio 1s on the air at

! 100.3. Some people just won't get

house and “Pirate Radio” was off |

it
“Roll down vour window and

Pirate Radio Operations Manager Randy Kabrich, General Manager Simon T. and Air
Personality Shadow Steele al the KQLZ-FM studios in Los Angeles.

piss off the neighbors.”

“You've got to have big ones to |

listen to Pirate Radio.”
And, the most requested posi-

tioner (Shannon even claims the |

station gets requests foritl: “Don't
be a dickhead.”

The philosphy is to produce a
“topdown, drivin’around, Califor-
nia fun” sound.

The first week, station person-
nel talked with everyone whocalled
in and filled out a form with infor-
mation such as their age, where

they were calling from, what sta-
tions they ke and what they liked
and didn't like about the new Pi-
rate Radio, |

Shannon and Kabrich say the
callers mostly liked the less D]
talk, the variety of music and the
“dickhead" positioner.

Among the dislikes: some lis-
teners were offended by the “dick-
head” imagery and others didn't
understand how the station could
play Tone Loc with heavier rack |
ACTs.
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