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THESE ARE THE DAYS OF THE OPEN HAND

THEY WILL NOT BE THE LAST
LOOK AROUND NOW

THESE ARE THE DAYS OF THE BEGGARS AND THE CHOOSERS

THIS IS THE YEAR OF THE HUNGRY MAN
WHOSE PLACE IS IN THE PAST
HAND IN HAND WITH IGNORANCE

AND LEGITIMATE EXCUSES

THE RICH DECLARE THEMSELVES POOR

AND MOST OF US ARE NOT SURE

IF WE HAVE TOO MUCH

BUT WE'LL TAKE OUR CHANCES

‘CAUSE GOD'S STOPPED KEEPING SCORE

It GUESS SOMEWHERE ALONG THE WAY

HE MUST HAVE LET US ALL OUT TO PLAY
TURNED HIS BACK AND ALL GOD'S CHILDREN

CREPT OUT THE BACK DOOR

AND IT'S HARD TO LOVE, THERE'S SO MUCH TO HATE

HANGING ON TO HOPE

WHEN THERE IS NO HOPE TO SPEAK OF

AND THE WOUNDED SKIES ABOVE SAY IT'S MUCH TOO MUCH TOO LATE

WELL MAYBE WE SHOULD ALL BE PRAYING FOR TIME

THESE ARE THE DAYS OF THE EMPTY HAND
OH YOU HOLD ON TO WHAT YOU CAN

AND CHARITY IS A COAT YOU WEAR TWICE A YEAR

THIS IS THE YEAR OF THE GUILTY MAN
YOUR TELEVISION TAKES A STAND

AND YOU FIND THAT WHAT WAS OVER THERE IS OVER HERE

SO YOU SCREAM FROM BEHIND YOUR DOOR

SAY WHAT'S MINE IS MINE AND NOT YOURS

It MAY HAVE TOO MUCH BUT I'LL TAKE MY CHANCES
‘CAUSE GOD'S STOPPED KEEPING SCORE

AND YOU CLING TO THE THINGS THEY SOLD YOU
DID YOU COVER YOUR EYES WHEN THEY TOLD YOou
THAT HE CAN'T COME BACK

‘CAUSE HE HAS NO CHILDREN TO COME BACK FOR

IT'S HARD TO LOVE THERE'S SO MUCH TO HATE
HANGING ON TO HOPE WHEN THERE IS NO HOPE TO SPEAK OF
AND THE WOUNDED SKIES ABOVE SAY IT'S MUCH TOO LATE

SO MAYBE WE SHOULD ALL BE PRAYING FOR TIME
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They cross from Rock, Urban,
Alternative and Retail, but two of
the most talked about records of the week are crossing
from different areas. It isn’t the first time a TV show’s
theme has produced a major mass appeal hit, but Top 40
has begun to “steal the show” while preparing for the fall
ratings season with “Falling” from Julee Cruise (right)
and the hit TV series “Twin Peaks.” On the big screen,
this summer’s major box office surprise is “Ghost.”
Who’'d have thought The Righteous Brothers’ Top 5 hit
“Unchained Melody” would return exactly 25 years later?
The Network Forty helps you find tomorrow’s hits, today!

Help Wanted 5
Hitline USA 8
Cynde Slater 11
Conference Call 15
Ear To The Street 20

The front page head-
line in the Lansing
State Journal read,
“Mysterious Airwave
Intruder Hassles
Radio Station
WVIC.” Station per-
sonnel claimed a dis-
gruntled job appli-
cant was evidently
breaking into the sta-
tion’s microwave
transmission several
times a day making
strange comments.
Only after a thorough
investigation, which
included FCC offi-
cials, was it learned
that WVIC Program
Director Kevin
Robinson had mas-
terminded a publicity
stunt of epic propor-
tions. The Network
Forty has all the
details in this week’s
Biz section.

News

Music Meeting

Most Requested USA
Hit Singles

The Next 40

CROSSOVER

In a scramble for
upper demographics in Top
40 radio, programmers are
scurrying for adult pop
records. Among this week’s
most added artists are
Michael Bolton, Breathe
(above), Lisa Stansfield and
James Ingram. Does this
mark the beginning of a new
format trend or simply reflect
the availability of current hit
product? The Network Forty
offers a complete profile on
each of these “most added”
songs in The Next 40!
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MUSIC
MEETING

GEORGE
MICHAEL
“Praying For Time’
After climbing Ever-
est, Michael goes
for even loftier
endeavors.

(COLUMBIA)

o4

JANET JACKSON
“Black Cat”

She’s crossed our
path five times with
Rhythm Nation.
Here’s a purrfect
sixth.

(A&M)

PROPAGANDA
“Heaven Give Me
The Words”

A/C radio found this
slice of “Heaven,”
and now Top 40 finds
the right “Words.”

(CHARISMA)

THE RAILWAY
CHILDREN
“Every Beat Of
My Heart”

You can hear this train
coming a mile away.

(VIRGIN)

POINTER
SISTERS
“After You”

Three formats get
ready to take a few
Pointers.

(MOTOWN)

DEEE-LITE
“Groove Is In

The Heart”

The #1 U.S. club
record lites up Top 40.
(ELEKTRA)

Gene Sandbloom’s
column, “The Music
Meeting,” page 24



@ TOP 10 ACTION!
WKBQ St. Louis 141"

@-102 Cincinnati 3-2¢,_

KWSS San Jose 8-5*
Pirate Los Angeles 7-6"
WPHR Cleveland 7-6*
WDFX Detroit 13-8*
KXYQ. Portland 12-8*

NETWORK 26-17*

$ Retail Sales 25-22*
ve Rock Tracks 22-20*

P2 Heavy Rotation!
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1+ MAJOR MOVES!

KISN Salt Lake City 20-11*
KC-101 New Haven 13-11*
B-94 Pittsburgh 17-13*

"\, KUBE Sedttle 20-15*
““KHMX Houston 25-20"

KZZP Phoenix 29-23
WPLJNew York 28-23*

T Consistént Phone Buzz!
+ Just Added!™_

B-97! Power 99! WPXY!

Now Ready To
Close Nationally!




PROMOTION AND MARKETING.. the last link in

the deve[opment and success of a radio station.

No matter how great the product sounds, if a sta-
fion doesn’t make some noise out on the street its
potential will never be fully realized. Creating con-
sistent awareness and excitement is crucial fo suc-
cess in the market. And just as important as the
promotion and marketing plan itself, is the person
placed in charge to pull it off.

Whether the position stands alone or is com-
bined with another job, a high priority should al-
ways be placed on promotion. After dll, in addi-
fion to the music and personalities, promotional
activity is what defines your image and puts the
station out in front of the audience. It makes radio
tangible. Often, it's up to programming to con-
vince management of the advantages of having a
Promotion Department. And the first step is to em-
phasize and justify your station’s need for the po-
sition.

The Network Forty spoke with Jim
Marchyshyn, Director of Promotion and Marketing

at KKBQ/93-Q Houston. During his career,
Marchyshyn has been involved with two of the
greatest promotionally dominant stations of the
80s, WMMS Cleveland and KSHE St. Louis. Jim
shares his experience and gives us a firsthand
analysis of the promotion and marketing of a ra-

dio station.

JUSTIFICATION

"Running a radio station 365 days a year requires
so much time and energy that a separate depart-
ment for promotion and marketing is needed to
make sure everything is carried out in the best and
most efficient manner,” explains Marchyshyn.
“Programming and Sales personnel have their
own jobs and respensibilites, and they don't real-
istically have an adequate amount of time to de-
vote to such an important part of the station. A
full-fime director or department can capitalize on
the work of both the Programming and Sales De-
partments. With all the potential buys and busi-

ness out there, a Promotion Director can make

sure that the station creates and delivers the best
and most efficient marketing plan to maximize the
revenue of the radio station.”

Marchyshyn continues, “The Promotion Direc-
tor is the person who brings the Programming and
Sales Department goals together, ensuring that {1)
the promotions come off to the satisfaction of the
advertiser and that all commitments and agree-
ments have been fulfilled, and (2) that the integrity
and the sound of the radio station are maintained
so that the promotion doesn't jeopardize what
you're putting out over the air. A Promoticn Direc-
tor walks that thin line between business and art,
acting as an important intermediary between
Sales and Programming. Besides the GM, this is
the ultimate political position at a station, because
Promotion has to balance on a tightrope between
so many different factions, and make sure every-
body’s happy. | believe, at times, it is one of the
hardest jobs within the radio station because you
have to please so many different people. But with
someone in there to ensure follow-up and that all
promotions are running smoothly, a greater sense
of order to the interworkings of a radio station is
established. Moreover, this addition gives the other
departments more time and opportunities to maxi-
mize the amount of advertising and promotion
done and, consequenﬂy, increase stahion revenue

and (listener) awareness.”

REQUIREMENTS

What are the prerequisites for Promotion Direc-
tors? Creativity, organization, ambition and flexi-
bility. Dedication, experience, dependablity and
good BS are helpful, too. And the willingness to
work long, long hours to see a project through
from start to finish.

Marchyshyn explains, “Obviously, implemen-
tation of promotions and marketing schemes is a
large portion of the job. Hence, a good Promotion
Director should be creative, pay attention to detail,
and have discipline and dedication. This job is al-

so very time consuming. One must display various



interpersonal skills, such as the ablitity to listen to
other people, mediate, keep a calm head when,
perhcps, others around you are |'osing theirs, and
to simply be able to get along well with all kinds
of people. Other basic skills, which may have
been forgotten through the years with the advent
of computers, are things like the ability to type!
And to know how to write intelligent and brief,
concise press releases and proposals. These skills
are imperative, as this job entails a lot of adminis-
trative work.”

“Besides being an integral part of revenue
generation and working closely with sales, a ma-
jor part of the Promotion Director's job is to help
the Program Director implement his vision for the
radio station; give him the tools, the manpower
and all the help he needs to put that long-term
plan that he sees in his mind info action.” notes
Marchyshyn. “A station’s image is conveyed
through promotion and marketing, and that image
is usually defined by the PD and other managers.
It's then the Promotion Director’s responsibility to
implement these promotions.”

"This job is part creative, part diplomatic, part
administrative.” Jim explains, “In the old days,
creativity and the ability to come up with wild and
exciting promotional ideas was probably the main
attribute and requirement of a Promotion Director.
These are sfill very important factors, but | see the
role of the Promotion and Marketing Director as a
manager, a day-to-day person fo oversee the plan
and make certain that all of the details are coming
together. | cannot overemphasize the importance
of making sure everything comes off right. Like al-
most every other position in radio, if you falter,
there's always somebody else trying to step in and

take your place.”

WHAT MAKES A PROMOTION
DEPARTMENT GOOD?
“Having a good Promotion Department requires
you fo be at the top of your game. The director

should be well-read and have knowledge of

what's going on around the world and locally, i.e.
news, fashion trends, the arts and so on. These
things will affect what you're doing down the line.
Radio reflects the lifestyle of the listener and must
be able to key in on that mood. Flexibility is a
must. You can't be tied into one procedure and
refuse to change it. A good department has the
ability to react quickly and is not locked into exist-
ing roles.” Jim continues, “The promotion position
is 30% process and 70% execution. Our job is to
present and implement the very best ideas that we
can for our clients or our station. The bottom line
is to generate revenue and increase ratings for the
radio station. If you can make yourself invaluable
in that way and, as a Promotion Director, make
yourself an important part of the team, then you

will continue fo be a vital part of the station.”

DEVELOPING A
PROMOTION DEPARTMENT
Hiring someone to do this type of work sometimes
calls for a search. Marchyshyn offers this point, “A
lot of it has to do with networking. Yet it's difficult
to find someone with much experience. We don't
have the training ground that perhaps PDs might
have before programming. 1f's an entry level posi-
tion. But with inferns and assistants, these days
we're teaching people as they come up through
the ranks about radio promotion and marketing.
They're learning now what's expected and what
they need to be able to do. The Promotion Direc-
fors of the future are coming straight out of school
or from non-radio areas like ad agencies and re-
tail, as the job grows into being more and more
responsible for the day-fo-day marketing of a ra-

dio station.”

Marchyshyn concludes, “Unfortunately, having
a full-ime Promotion Director is still a new oc-
curence for many stations. But as radio continues
fo get more and more competifive, that situation
will change. Stations will need to have one. I'm
amazed that there are still some top 30 stations

without a Promotion Department. | remember go-

ing into St. Louis in 1985, when very few radio
stations there had full-time Promotion Directors. At
our station (KSHE), we had a full-time Promotion
Department, which enabled us fo go out and do
so much more that the other stations followed suit.
The situation is, quite simp|y, if you don't have a
Promotion Director or separate department, you're
eventually going to get left behind. Because of the
amount of work and how compefitive it is with ad-
vertisers, you just can’t get the job done effectively
when you have people who are doing promotions
along with their other jobs at the station. It's just
not physically possible to get the results that are
ultimately attainable without the manpower. And
results, combined with the perceived value of be-
ing affiliated with a promotionally active radio

station, is what advertisers use to evalvate the

worth of a station.”
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No stranger to talent, this
bright new star delivers a
fresh new pop/dance track
that drwq,ts in the point, and
the excitement.

There’s no questioning the
strength of this captivating
and electric dance track
from three sisters who are
amazingly in sync, and
totally in the groove.

Soto.
“Hippyc

These identical twins
stand apart with a hyp-
notic be’y clever lyrics
and lush soul‘tul vocals in a
funky ¢ dan thack that’s
llke n else.

.
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Dana Miller’s personal determination and will-
ingness to take risks reflect a dynamic individual.
His ability to discern a winning situation dur-
ing his career path reflects an astute individu-
al within our industry.

A class of 77 USC graduate, Dana got his
first gig at KTMS Santa Barbara. He then be-
came concert producer at the Santa Barbara

County Bowl for acts such as Hall & Oates,

America, Linda Rondstadt and, as fate would
have it, The Beach Boys. It was Mike Love who offered him a job at Brother
Records, where he worked from 1978-1981. This association marked the genesis
of his career as syndicator, producer, manager and company owner.

During his employment at Brother Records, the concept of a Washington
Monument concert was envisioned. “The Beach Boys 20th Anniversary Special,”
Dana says, “was a rock history landmark. Mike spearheaded the idea. He's in-
credibly inventive.” The permit for the first show was secured from a then little-
known politician, George Bush. The following year, the original concept was ex-
panded. It became the first nationally simulcast radio and television show, a
major achievement in the early 80s. Marty Pasetta was brought in as director. The
show aired July 4th from the Washington Monument and another show was
broadcast July Sth from the Queen Mary in Long Beach, California.

‘When Beach Boy Al Jardine wanted to add a fresh new talent to the concert,
Dana called the production offices of General Hospital and spoke to Rick Spring-
field’s agent. Miller later became Springfield’s manager, guiding Rick as he gen-
erated 14 Top 40 singles, including “Jessie’s Girl.” This association earned Miller
an Ace Award for the concert video “Beat Of A Live Drum.” Dana discovered
and brought aboard director David Fincher, a young unknown at the time who
has since directed videos for Madonna, Paula Abdul and Aerosmith, and is this
year’s most nominated director for the MTV Music Awards.

Hitline was conceived when Dana identified a need for a national Top 40 in-
terview show, comparable to Rock radio’s acclaimed Rockline. Dana calls this
period “one of the biggest challenges of my life. I came up with the concept five
years ago. Some radio people said it would never work.” The concept that
“wouldn’t work” is now airing in 204 markets. Hosted in Los Angeles by Brenda
Ross of Power 106 and Elvis Duran of Z-100 in New York. it proves Top 40 lis-
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teners are interested in the personalities of their favorite artists as well as their music.

The next step in Dana’s career arrived after meeting James Paul Brown.
Dana recounts, “T met Jim one afternoon in Malibu through mutual friends and
told him about my concept. Jim said, ‘Take the red-eye and be at the corner of
Madison and 68th tomorrow morning at 7:30.” The next thing 1 knew, I was
standing on this New York street corner thinking, what if he’s still asleep in Mal-
ibu?’ To Miller’s relief, Jim pulled up in a limo and the two went over to the of-
fices of Pepsi. James Paul Brown has an impressive background, including the
position of producer of the legendary Earth News. “The same person who bought
the sponsorship for Earth News was purchasing sponsorships for Pepsi when we
were selling Hitline,” recalls Dana. “We walked in at 8:30 am, and at 8:45 the
show was sold. [ hardly knew this guy and now Jim and I have been partners for
five years.”

Barry Freeman is Talent Coordinator at James Paul Brown Entertainment. “I
met Barry when he was at Westwood One. When James and [ looked for some-
one to do talent acquisition, Barry’s name came up. He was the first person hired,
a great guy. Talent acquisition can be thankless. When we coordinate Hitline
interviews, I'm yelling, ‘Who's next?’ and the label is yelling, ‘Not now!” Bar-
ry’s tenacity has landed us artists such as Phil Collins, Jon Bon Jovi and Janet
Jackson.”

“Hitline’s production logistics can be difficult,” says Miller. “It’s live every
week, with no room for error. The Dirty Dancing tribute was broadcast two years
ago from Cleveland, Detroit, Los Angeles and New York simultaneously; five
satellite locations in one hour! IDB is so good, they don’t make mistakes. I still
get nervous, but with fiber optics and the current technology, it sounds great. The
show probably wouldn’t have sounded as good ten years ago. [t was amazing to
hear Stevie Wonder in Australia talking via satellite to a kid calling from Ohio,
sounding like they were both in the next room!”

To determine schedules for artist interviews, Dana says, “I talk 1o many pro-
grammers. Steve Kingston from Z-100 in New York and Jeff Wyatt from Power
106 are among those who keep me informed about what’s hot. Also, Barry and |
discuss charts. The Most Requested USA column in The Network Forty is a huge
help, usually about four to five weeks ahead of the charts.”

James Paul Brown Entertainment owns 12 nationally syndicated shows in
addition to Hitline, including Magic Matt On The Line, a weekly Top 20 radio
countdown tallied by listener requests on an 800 number and hosted by KIIS



FM’s hot afternoon drive jock Matt Alan; Hangin’ With Hollywood, starring
KIIS FM’s Hollywood Hamilton; and The Buzz, a (wice-daily gossip feature
hosted by Adam Curry featuring up-to-the-minute music reviews.

“Successtul syndication,” says Dana, “is a maiter of determining need and

filling it in a creative and professional manner. For example, there was a need for

a Top 40 interview show and Hitline was created. I asked David Horowitz why

he wasn’t doing Fight Back on the radio. He liked the idea and we sold it to
American Express. Our corporate sponsors include Northwest Airlines, Sharp
Electronics, Lexus and Fruit Of The Loom. James handles the sales and | handle
the production. Each corporate sponsor buys a show for 52 weeks, which is dif-
ferent from other syndicators.”

Dana and Jim are developing a late night TV show with Adam Curry as the host.
“We’'ll take a different approach to late night entertainment. The format will be an irrev-
erent approach to entertainment news, a hip Entertainment Tonight. We plan to broad-
cast semi-live from an abandoned Hollywood warehouse and have guests.”

“Tenjoy TV. I’s like programiming a radio station with pictures. TV and radio have
obvious similarities,” said Miller. “Some producers are experimenting with exciting, in-
novative programming, such as Living Color and The Simpsons on Fox, and Twin
Peaks on ABC. This approach is similar to what rudio’s philosophy has always been,
which is (o keep your finger on the pulse of what's happening now.”

“Our higgest challenge,” Dana says, “is (o consistently come up with innova-
tive programming. In the 90s. the key is 10 stay current and know your audience
or you'll fall behind. If we want to sell a show, we must convince the PD that he
or she can’t do it, or that we can do it betier. At one time, you could clear 300
markets with a marginal show. Not anymore. When we began Hitline, there were
five or six key programmers everyone looked to for direction. Now there are
many bright, innovative programmers
in secondary markets who are highly
informed about their communities.
They want to know what syndication
will do for them in their market. They
don’t buy a show just because major

markets do. Each format requires a spe-

Dana with Lou Diamond Phillips

cialized sales approach and strategy.”
Dana also works for Westwood One as producer of Pirate Radio USA, hosted by
Shadow Steel, and Rockin® America, hosted by Pirate Radio KQLZ’s Scott Shannon.

Beverly Rubin

During his days as Rick Springfield’s manager, Miller worked on promotions with
Shannon when he was at Z-100. “I developed a relationship with Shannon when I
was a manager trying to get records on the air.”” Remarks Dana, “To me, he is the
most influential programmer in the past decade, an amazing person to work with.”
Miller and Shannon co-produce a nationally syndicated video countdown TV show
called Smash Hits, now in its second year.

His own company, Endless Summer Entertainment, is a management firm
handling Corey Hart and actor William Katt. “I met Corey when he opened for
Rick Springfield in 85. He’s a hard
worker, very charismatic and talented.
When he asked me to manage him, I
couldn’t pass it up. I’ve managed him
for one and a half years. I've worked
with William Katt for 11 years. |

learned a lot about management when

Dana with Cher

I was at Brother Records from my
mentor, Tom Hulett. He manages Warrant, The Beach Boys, and the Moody
Blues. Whether it’s actors or musicians, managing requires good interaction with
the performers. With actors, you deal with TV and motion picture producers,
with musicians, it’s record companies. It’s just a different Rolodex.”

Miller’s amicable relationships with others is a key factor in his many suc-
cesses. “Solid interpersonal skills are crucial no maiter who you work with. The
people you ran into ten years ago, you run into today. And you'll deal with them
again in another ten years. Even if they move from state to state, chances are if
you worked with them once, you will again.”

Dana has a seven day work week. “I love what I do. Each time we create a new
show and someone else gets enthusiastic about it, it’s exciting. I(’s important that we
have fun at this. I don’t want to be rich and miserable. Jim and [ run the syndication
company on weekdays. On Saturday mornings, I produce Smash Hits, then Pirate
Radio USA on Saturday night and Hitline on Sunday night.” When The Network
Forty asked Dana how he winds down, he said, “I'm an avid surfer. If | can get in the
ocean once a day, I'm happy.” Dana still hasn’t done everything. “I'd like to have a
weekend off. It’s one thing I’ ve never pulled off.”

Dana Miller is a human dynamo. He’s also a nice guy. And that’s a winning
combination. By the way, if you need to know what “winner” means, look it up

in the dictionary. You just might see Dana Miller’s name there!
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