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Meet The Audience

For the first time, Arbitron has merged the contemporary music formats of 
Country and “New Country” stations into one, and that’s good news: Country 
is now America’s most popular programming, delivering 13.4% of all radio 

listening in Fall 2009, up from 12.9% in Fall ‘08, according to the ratings firm’s new 
Radio Today 2010 study. This annual report, combining PPM and 
diary information from all stations in measured markets, is the 
most recent comprehensive national data available.

 That 13.4% total (6.4% in PPM markets and 14.1% in diary metros) is the highest combined 
share Country has generated in these annual studies since Spring 2002. With 2,626 terres-
trial, HD and online stations, Country broadcasters reach 64 million consumers each 
week, more than any other format except Adult Contemporary, and that’s not even 
including the nearly audience from 405 Classic Country stations.

Ratings Powerhouse
 During the Fall ‘09 PPM ratings, Country stations ranked in total audience share 
among the top three outlets in Atlanta, Baltimore, Cincinnati, Cleveland, Dallas, Den-
ver, Detroit, Minneapolis,  Pittsburgh, Salt Lake City, San Antonio and Tampa. Four 
stations –WUSN/Chicago, KPLX/Dallas, KKBQ/Houston and KKGO/Los Angeles 
– regularly attract more than 1 million weekly cume. Meanwhile, 89 stations were 
No. 1 in their diary markets in Fall ‘09, and many others would have been, too, 
if the stations in their subscriber-only metros were ranked. (In Spring ‘10, 84 sta-
tions in 186 diary markets were No. 1 – a whopping 45% winner’s ratio.)
	 Where	is	Country	radio	strongest?	During	Fall	‘09,	five	states	delivered	more	
than twice the format’s national average share: Kentucky (index 238), West 
Virginia (235), Montana (232), Wyoming (220) and South Dakota (219). Country 
generated more than a 20 share in 16 states.

Across-The-Board Leader 
 Leaning female and for years the least ethnic of all major formats, a majority of Country’s 
audience is between ages 25-54, 35-64 and also 45+. Country is No. 1 with adults 25-34, 35-44 
and 45-54. It’s No. 2 with adults 18-24, 55-65 and 65+ (with whom it is the top music format), 
and also ranks third among teens. The growth demographic is among 18-24s, up steadily each 
year since Spring ’02 from less than 9% in composition to more than 11% in Fall ’09, while its 
proportion of those 35-44 is down from 20% to 16% over that time frame. Country is strong in 
all dayparts: It ranks No. 1 in afternoons and evenings, and in is No. 2 in mornings and middays 
(but is the leader among music formats). 

Latest Arbitron Data Puts Country On Top

No.1 in 
increasing 
affluence

Nearly 2:1 of 
listening is away 

from home

Most popular 
in America’s 

heartland

53% 
female

50% 
college

experience

National

Country



4 09
10

Meet The Audience
Education And Affluence
 The percentage of Country consumers 18+ who have attended college or hold a degree has 
risen at a nearly 9% rate since Spring ’02, more than any other major format. The proportion 
of adult Country listeners with a degree has risen annually since then to 16% – a 22% rate of 
increase over that time  – also leading all primary formats. Nearly half of adult Country listeners 
live in households earning $50,000 or more annually, up from 40% in Spring ’02 – a 20% rate of 
increase, more than any other format.

Tops In TSL
 Country earns longer listening patterns than most other formats. Overall, it ranks tied for No. 
1 12+ with Urban Adult Contemporary among music formats, at seven hours per week. It has 
the longest time-spent-listening not only with adults 18-24, but also among English-language 
formats with adults 18-34. It ranks No. 2 in TSL among English-language programming with 
adults 25-54 and 35-64. Away-from-home-tune-in accounts for two-thirds of all Country listen-
ing	(66%),	which	is	relatively	unchanged	for	the	past	five	years.
 The least ethnic of all music formats for several years, Country’s combined African-American 
and	Hispanic	composition	is	less	than	9%	–	a	figure	that	has	remained	relatively	steady	since	
Spring ’03. Country attracts the lowest proportion of Blacks among English-language formats, 
and is fourth-lowest with Hispanic consumers among 22 leading formats.

All percentages are rounded



Country’s Marconi Nominees

The National Association of Broadcasters’ prestigious Marconi Awards recognize  
stations in all formats based on ratings success, awards won, community involvement 
and promotions. And as in years past, Country stations are well represented.

Citadel’s KUBL/Salt Lake City takes fun very seriously, but PD Ed Hill says the station also 
knows what hits home for staff and listeners alike.

“Anytime we do an event, we believe in putting on a K-Bull 93 carnival,” he says. “When 
there’s a concert in town, we’ll have 50 to 80 yards of activities going on. We really take over and 
entertain the crowds by creating a scene. It’s the age of the Internet, but even though we’ve all 
gone digital, you have to go out and shake hands. And people are thrilled when you do. 

“We create experiences, we don’t just create listening. And we’re proud of our ability to 
capture a certain energy on-air you don’t get on most stations. Our job is to make people feel 
good, and we do really good job of it.”

Sometimes feeling good is about more than entertainment. “The Huntsman Cancer Foundation 
work we’ve done here is probably what we’re most proud of,” Hill explains. “We feel so lucky to 
be a part of what that organization, John Huntsman and the people of Salt Lake have put together 
in giving this community a highly-ranked and cutting-edge cancer center. 

“Being in Country radio and seeing the success of St. Jude makes me appreciate having a 
similar situation here. We’ve really modeled our radiothons after that. Glenn Beck has put John 

Huntsman on his show and brought national attention to the work done here in Utah. Huntsman 
is a billionaire, a huge country fan and a conservative politician who was connected to President 
Reagan. Then you’ve got a talk show host who is globally influential. And you’ve got these 
people from different backgrounds and walks of life who come together on a Country station to 
make a difference. People come before 
business for these guys. It’s special.

“Cancer has touched everyone. My 
dad has had it, my mom has had it. 
Our afternoon guy’s mother died from 
it. One year I interviewed a father and 
son, 29 and four, who both had it and 
both eventually passed away. But we 
can look back on our careers here and 
honestly say we helped a lot of people.”

Acknowledgement of the station’s 
efforts is a boost for his crew, Hill says. 
“The name of the award speaks for 
itself. For us to be considered not just 
as Country station but overall, we take 
that extremely seriously and are very 
appreciative of the honor.”

CBS Radio’s Northwest cornerstone earns 
its Marconi nod with a deeply rooted sense 
of its place in Seattle, according to KMPS 
PD Becky Brenner.

“Part of it is the heritage and longevity 
we have in serving the market,” she says. 
“We do so much charity work and are so 
involved in the community. We really make 
an effort to super-serve all of the counties 
in the metro area, and when you do that 
and have done that for 35 years, it becomes 
ingrained in you. 

“We have a really passionate group of 
people who are always involved in our three- 
day breast cancer campaign, in our bike 
drive for the Forgotten Children’s Fund and 
in our St. Jude radiothon. KMPS has been 
supporting St. Jude from the very beginning. 
We also participate in a March of Dimes 
walk. Like so many Country stations, we 
have continued to help everywhere we can. 

“The other aspect is doing as much as we 
can to promote country music, particularly 
newer artists. You can’t expose as many 
artists as you’d like, but we try to pick 
two or three every year to do a number of 
events with. We want to help them build a 
following here, and Dierks Bentley is a good 
example of one of those artists who, to this 
day, still does very well in Northwest.” 

The station is also highly involved with 
local service members. “We have the third-

highest concentration of military installations 
in the country, and we do a lot with the 
local USO supporting events and activities 
including homecomings and deployments,” 
Brenner says. “We have Army, Navy and 
Marines all within earshot, plus, so many 
settle here when they retire.” 

Working hard for the broader community 
sometimes gives way to reaching out to just 
one family. “At our George and Reba show 
in the Tacoma Dome in March, I went all 
the way to the back at the very top to find 
deserving fans,” Brenner says. “I sat down 
behind a young family – a mom, dad and 
two young daughters who were holding 
binoculars. I leaned down and asked, 
‘What’s your favorite radio station?’ The 
mom turned around and said, ‘I love KMPS, 
the morning show Candy & Potter.’ She 
went on and on. So I said, ‘How would you 
like to see the show from the floor?’ She 
almost started crying and told me that I had 
no idea how much this meant to them. She’d 
been in a car accident that week, her car was 
totaled and they had spent their last bit of 
money buying tickets to the show because 
her daughters love Reba. Her husband 
hadn’t slept in 24 hours because he worked 
graveyard and had stayed up to drive them 
two hours from up north so they could see 
the show. Then she gave me a big hug. One 
of the many reasons I love this job.”

When a station has been successful and 
service-minded as long as Cox’s WKHK/
Richmond has, the benefits are beyond 
measure.

“We thought we’d be lucky to be 
nominated for one Marconi, but when we 
were up for two, we were thrilled,” says 
PD Buddy Van Arsdale. “K95 has been 
a consistent performer in the ratings since 
long before I got here. We’re the Country 
station in this market and have always done 
a tremendous amount of community service. 
This was one of the first stations to work with 
St. Jude, and over the last 20 years we’ve 
collected more than $3 million. 

“We recently found out local food banks 
were having shortages, and started the Feed 
Richmond campaign. Some other things we 
do include pulling together music for the 
military. Our troops go through some intense 
periods in harm’s way, but long stretches of 
boredom, too. Somebody said it would be 
nice if they had CDs, so we had people bring 
us new and used albums to send overseas. It 
ended up being more than 10,000.”

Van Arsdale points to his long-tenured 
airstaff as a terrific asset. “A lot of stations 
have heritage morning teams, and our Catfish 
& Lori have been on the air together for 10 
years. Catfish goes back to 1987. Middayer 
Bill Drake has been here for nine years, and 

PM driver Tara Hunter has been in the market 
a long time.

He also credits ownership. “You know 
how Cox is,” he says. “We’re very listener 
focused, play the right music and represent 
ourselves well in the community. And we 
wouldn’t have it any other way. It works.”

And then there are those heart-stopping 
moments of clarity. “It was the end of our 
annual two-day St. Jude radiothon,” says 
morning co-host Lori Kelly. “A young lady 
who was a new K95 listener stopped by 
our remote broadcast location. She had just 
become a University of Richmond graduate 
school student, and was moved by all of 
the stories and asked if she could show us 
something. 

“This was our 20th year of raising 
funds for St. Jude and we had seen a few 
things along the way, from piggy banks 
to construction workers with money in a 
hard hat. But we were not ready for what 
she was about to show us. It was a picture 
of her at the age of three in the arms of 
a loving nurse in Memphis at St. Jude 
Research Hospital. She was a walking 
testament to the amazing work being 
done every day at the hospital. And K95’s 
involvement with Country Cares provides 
us and our listeners an opportunity to make 
a difference. That’s what radio is about.”

Contributing Energy
Country Station of the Year and 
Large Market Station: KUBL/Salt Lake City

Check Yes Or Know: Station staffers with the Richmond area’s latest contribution to St. 
Jude Children’s Research Hospital.

It All Goes In Cycles: Show Dog-Universal’s Joe Nichols helps Seattle area 
service members assemble bikes for the Forgotten Children’s Fund.

You Can Take A Ride On My: A K-Bull listener, 
with an assist from Kenny Chesney, shows the 
station some love at a local concert.

Nabbed For
Excellence

Ingrained In The Community
Country Station of the Year: KMPS/Seattle

A Heritage Of Caring
Country Station of the Year and 
Medium Market Station: WKHK/Richmond
 

709
10



Where There’s A Need, 
There’s A Way
Medium Market Personality
Scott Innes, WYNK/Baton Rouge

A 1999 Marconi winner, WYNK/Baton Rouge’s Scott Innes may be known as the voice of 
Scooby Doo (among other famous cartoon characters), but it is his local and global service that 
earned NAB recognition.  

“I have a lot of respect for what the Marconi stands for,” Innes says. “I believe radio is 
a means of public service. My motto has always been to touch the lives of the listeners and 
through them the area.”

And the listeners, with a little help from Nashville, return the service. “There are Miracle 
Leagues all over the country, and I saw they were going to build a park here,” Innes says. 
“Then it was just sitting there for months with a sign that said, “Coming Soon,” but nothing 
was being done, so I met with the people who ran it. They were losing money and thinking 
about just turning it into a T-ball field. I happen to know this little kid who sits in his wheelchair 
throwing his baseball up and down in the air. He loves to play but there’s nowhere for him to do 
it. That picture came to my mind and I said, ‘No, we’re gonna build this field.’ So, I got Richie 
McDonald, John Conlee, Marty Raybon and Larry Stewart to donate time. We hosted a concert, 
had a VIP dinner and had silent-auction items from everyone you can possibly imagine. We 
raised more than $100,000. That got the ball rolling on the park. This year they still need about 
$75,000 to finish it, so we’re doing another concert with Sammy Kershaw, Aaron Tippin and 
Doug Stone, with Richie and Larry coming back, too. It’s already soldout.”

Local causes are only part of Innes’ efforts. “I overheard people say, ‘I’ve been hearing all 
about this Haiti earthquake, but I’ve called all over and nobody is taking donations,’” Innes 
recalls. “I decided to take up the charge and call it Hugs For Haiti. Congressman Bill Cassidy 
is in our building, so I walked into his office and told him that I wanted to fill a semi-truck with 
donations and that I needed him to make sure it got to Haiti. He made a couple of calls and said 
he could get it done. At the same time, the New Orleans Saints were at the Super Bowl, so we 
had limited edition t-shirts made that had a picture of crawfish with a Saints jersey on it riding a 
beat up Colt. We sold a ton and raised more than $10,000 for Haiti.”

Serving Foul Weather Fans
Small Market Station
WCNL-AM/Newport, NH

WCNL-AM/Newport, NH’s GM/PD/AM driver Steven Smith uses the power of radio 
to give back to the community and celebrate Newport culture, a feat that earned him a 
Marconi nod for Small Market Station of the Year.

“Our job is to serve and be a voice for the community we’re a part of, while still 
sticking to our musical format,” Smith explains. “Everything about the station is trying 
to be a nice mirror of the community around us.

“I like to think of the radio station as like a weekly newspaper that reports about 
church functions, local sports and more. We do a feature every week with the Newport 
Recreation Department, and people love it. They find out when baseball signup is going 
on and when flag football starts up. I’ve done big radio before, and I intentionally have it 
set up this way so it’s very [down home].” 

Smith says the station isn’t just a voice for the town, it’s also a voice from the town. 
“Having gone to high school here gives me an advantage in so many different aspects,” 
he says. “I know the town like the back of my hand. I know the history. I know what 
used to happen and how things used to be. My folks are from here and so are my 
grandparents. My wife does middays and my afternoon drive guy is from a few towns 
over.”

A wide view of country works well in Newport. “We play anything from Patsy Cline 
to Johnny Cash to new Toby Keith, as well as country crossover artists like the Eagles 
and Jimmy Buffett. We target late-Generation X to retired baby boomers. I had a woman 
call the other day who said, ‘I like your station because I can’t set my clock to it.’”

Getting out of the studio is just as important for small-town radio, according to Smith. 
“Toys For Tots is my favorite event we do,” he says. “This year it was something like 
six degrees on Main Street, but I think the cold weather helped the cause. I actually 
sat outside for three days with a wireless mic, working on the air from 5am to 6pm. 
Around day three, people were really feeling sorry for me and just kept walking up 
with presents. There’s a bakery across the street and people kept bringing food. Others 
brought hand-warming packets. Seeing the listeners step up in those circumstances was 
pretty awesome.”

Exceeding Expectations
Small Market Station
WFRE/Frederick, MD 

PD Jess Wright uses WFRE/Frederick, MD’s Music City connections to break fundraising 
records and give back to the community. 

“Knowing it’s a bad economy, we went into the 2010 St. Jude radiothon just hoping that we 
didn’t go down from our 2009 total of $174,000,” Wright says. “We tried to find creative ways to 
get people excited about what we were doing. When we had incentive prizes, we tried to make them 
a bigger deal and tie-in the artists we play who also support St. Jude. If we had Toby Keith tickets, 
I said, ‘I just checked my voicemail, and Toby Keith just called and wants to help. He’s donated 
tickets to his concert.’ When we had match hours, I said for one it was an anonymous donor from 
Nashville, who didn’t want to be identified. It really made it seem that Nashville and the country 
music community were talking about what we were doing here.

“At 3pm on the second day of our radiothon, the request line rang and it was actually Randy 
Owen,” Wright continues. “It validated everything we said on the air for the past two days about 
people trying to help out. He talked for about 10 minutes and told us it was his goal to raise a 
billion dollars for St. Jude in his lifetime. We took that as our mission to help him. We asked for 99 
Partners In Hope in the following hour-and-a-half and we got them. The phone call energized the 
staff and the listeners. In the end, we raised just over $312,000.

May’s Nashville flood offered WFRE and its listeners another chance to reach out. “Nashville is, 
indirectly, a place that helps me make my living,” Wright says. “I followed the coverage just feeling 
helpless. I knew I couldn’t just collect money, because we had just raised so much for St. Jude a 
month earlier. That Monday morning, we went on the air and said, ‘Nashville is always there for us 
and nobody else is coming forward. We need to help with this situation.’ By Tuesday morning we 
had a place to collect items, a truck to drive them to Nashville and a driver. At the end of the day 
Wednesday, we knew we needed a second truck. Then 24 hours later, we needed a third. It was 22.5 
tons of donations. We just can’t say enough about the heart people have in this area.”

Two Cold At Home: WCNL-AM’s Steven Smith (l) and two volunteers 
rally for presents during their annual Toys For Tots event. 

Dough Nation: WFRE/Frederick, MD staffers proudly display the oversized fruit of their 
fundraising labor for St. Jude. Pictured (l-r) PM traffic driver Dave Conrad, MD/middayer Will 
Robinson, PD/PM driver Jess Wright and AM drive personality Tom Whalen.

Building Characters: Scott Innes (front) gives one enthusiastic thumb-up while 
raising more than $100,000 to build a Miracle League ballpark. Pictured (l-r, 
back) are Brandi Polito, “Rhinestone Al,” “Hollywood Hal,” & LSU baseball 
coach Paul Mainairi. Pictured (l-r, middle) are Jimi Jamison, Richie McDonald, 
John Conlee, Larry Stewart, Marty Raybon and Jim Hogg.
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Too Much Information? 
Too Much Heart? No 
Such Thing
Medium Market Personality
Tony Lynn and Myles, KBQI/Albuquerque

Community service, honesty and the power of self-deprecation  helped KBQI/
Albuquerque’s Tony Lynn and Myles Copeland land their Medium Market Personality nod. 

“I feel like one of [our] chief rules is that the more embarrassing something is for us 
personally, the more urgent it is to be shared on the air,” Copeland says. “So long as you’re 
being honest and real, especially about things that people aren’t necessarily honest or real 
about, that’s going to make for [an interesting show].”

“Funny that you mention it,” Lynn adds. “We talked to Jimmy Wayne a couple times [on 
his Meet Me Halfway walk], and then one day I said to Myles, ‘Hey, how about when we 
get off the air, we drive to meet him?’ Because he was tweeting from Socorro, NM, which 
is about an hour away from the station. So Myles and I jump in the car, pick up some water 
and something for him to eat. We’re driving and driving and we’re not seeing Jimmy – just 
desolate desert. So finally, we stop and I call Jimmy’s cell phone. I say, ‘Jimmy, it’s Tony and 
Myles. We’re looking for you out here on Highway 60.’ 
He goes, ‘Oh, man, I’m at the airport in Albuquerque. I’m 
flying out to do some weekend shows!’”

“This was a bit of a role-reversal because I’m usually 
the one who comes up with the hair-brained ideas that 
don’t work out,” Copeland says. But the important thing, 
Lynn adds, is that “our listeners were laughing with us.”

The scary but ultimately uplifting leap of faith that 
is their annual food drive testifies to their connection 
with their listeners. “It always feels like the end of It’s 
A Wonderful Life,” Copeland says of the event, which 
provides free groceries to the working poor. “You start 
off looking at how empty this semi-truck is. When you’re 
sitting there for six days, which is a long time, you realize 
that were it not for the folks dropping off this food we’d 
just be two idiots sitting in a supermarket parking lot.”

“It’s something that we really believe in,” Lynn 
agrees. “This really holds a special place for us, and I 
think it really translates on the air. That’s why I think it’s 
been successful. I’m getting goose bumps, and it’s not 
even November.”

Big Picture In A Small Town
Small Market Personality
Cyril “Bub” McCullough, WMCI/Mattoon, IL

WMCI/Mattoon, IL’s Cyril “Bub” McCullough may be a native son, but he thinks globally and 
acts locally to draw attention to causes that are important to his community.

“First and foremost, you don’t do it for the glory,” McCullough says. “The goal is to make a 
difference, and that’s what I feel we’re doing every day. You never know what you can do when 
you open that microphone. It’s just like a songwriter or a song. The power of the human voice is 
incredible. And it’s hard to never have a bad day, but you just can’t because there’s someone out 
there who’s having it rough, so you have to be a beacon. It could always be worse.”

The power of broadcasting is very real in Mattoon. “When you can relate to people you don’t 
even know, that’s an amazing ability,” McCullough continues. “It’s incredible what our listeners do 
for us. They give and they keep on giving, and we’re probably averaging about $25,000 a year for 
St. Jude in our annual radiothon. When you get a community of 17,000-18,000 people and average 
about $25,000 in 12 hours, that really stands out. It’s an emotional ride because I’ve never not done 
all 12 hours. We get here at 5am, then we go on at 6am and we’re on until 6pm. So I’m on the air 
every three to five minutes. I’m pretty passionate about that one. When you see someone face-to-
face at Relay For Life and what you’ve done has saved their life, that matters.”

The Marconi nod coincides with McCullough’s 21st anniversary at the station. “Maybe at one 
point, I longed to be Gerry House,” he admits. “But there’s only one Gerry House and he takes care 
of his business in Nashville, and he’s as good as there is. If I went there, I’d be lost in a big sea. I 
guess I’d rather be a big fish in a small pond and make a difference every day.”

Ultimately, listeners become family. “I’ve become a part of their life,” he says. “There are kids 
whom I’ve announced the day they were born and who are now in college. I still keep track of them 
and their moms and dads. We’re still good friends, so I guess that means I’m doing a good job.”

KBHP/Bemidji, MN’s Todd Haugen and Mardy Karger build a foundation to support various 
causes by celebrating one another’s differences and through honest broadcasting.

“We don’t really consider ourselves personalities in the community,” Karger says. “We just 
want to do something for others, and I think the people on staff here would do this without having 
their name on the air. They’re just wonderful people to work with.”

Haugen agrees. “We’re honored not only by this nomination, but also each day by the fact 
that so many people do regularly listen to our show and that they participate in these causes 
we support,” he says. “If we can turn whatever friendship we’ve made with our listeners into 
something that helps, we’re happy. And I’m really glad the importance of public service is so well 
established within our company.”

Of course, there are fun and games involved, as well. “We really enjoy what we do on the air, 
and I think our listeners must be having an okay time, too. If we can turn that into getting people 
involved with the United Way or ending child abuse or helping out MS or cancer research and all 
the other things that we work on, then that’s really satisfying.”

Their personal dynamic fuels the show. “We’re sort of like an old odd couple,” Haugen says. 
“We don’t agree on everything, but we understand where each of us stands and respect each 
other’s opinions. We’re willing to listen to each other, which is, after all, the key element of being 
a decent team in broadcasting or anywhere else. You have to slow down a few moments, close 
your mouth so that the other person can talk, and listen and consider each other’s position. We’ve 
been doing this a long time, and I hope that it goes on for a long time.”

“Todd and I are very honest with each other, and we’re very honest on the air,” Karger 
elaborates. “We love the loyalty of our listeners. We have youngsters, preschoolers listening to 
us as well as older [folks]. And we are basking in that light – we’re down-home and don’t fake 
anything.”

Haugen sums, “We’re just ourselves. Homegrown folks in north-central Minnesota.” 

Country Station of the Year
KSON/San Diego, WFMS/Indianapolis

Large Market Station
KYGO/Denver 

Small Market Station
KOFM/Enid, OK

Medium Market Personality
Brian Gary and Todd Harding, KUAD/Ft. Collins, CO

Small Market Personality
Will Payne and Barry Diamond, KITX/Hugo, OK

Great Listeners In The 
Community & The Studio
Small Market Personality
Todd Haugen and Mardy Karger, KBHP/Bemidji, MN

Kid Friendly: Mardy Karger (l) and Todd Haugen (r) 
close their 24-hour 2009 Radiothon To End Child 
Abuse, which benefited local charities. 

Encore
The following 

repeat Marconi 
nominees have 
been profiled in 
previous issues 

of Country 
Aircheck, but are, 

of course, no 
less deserving 
of praise for an 
incredible year. 

Congrats!

April Showers: Tony Lynn (l) and Myles 
Copeland (r) kick off their six-day 
Thanksgiving On The Mayflower, which 
yields up to 40,000 pounds of food annually 
for the local food pantry Storehouse.

Spare Time: Cyril “Bub” McCullough (second from r) takes a break during the 2010 Bowl 
For Kids’ Sake, which had WMCI/Mattoon, IL facing off against WAND-TV to raise funds for 
Big Brothers Big Sisters. Pictured (l-r) state Representative Chapin Rose, WMCI middayer 
Lane Blickem, WAND-TV’s Greg Trumbold, Senator Dale Righter, WMCI GM Carol Floyd, 
McCullough and WAND-TV’s Adam Watts.
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f you’ve paid any attention to Country radio over 
the last 20 years, you know the names. Hudson 
& Harrigan. Ichabod & Scallops. Lee Rogers. 
Rick “Bubba” Taylor. And in the markets where 
these and many other personalities have built 

their careers, the listeners know them as well. But 
radio’s difficult economics, the advent of PPM with 
its attendant emphasis on music over talk and many 
other factors have resulted in a parade of prominent 
departures. So how does the audience react when an 
established air talent moves on?
 Country Aircheck’s analysis of PPM data in 
markets where such changes have occurred shows 
an undeniable impact. At the same time, ratings 
swings in either direction require an understanding 
of many factors – more, likely, than can be covered in 
this report. Among the considerations: Were these 
airshift changes part of an overall overhaul? How 
loyal were the listeners to the exiting personality? 
How did listeners react to the new show? Was there 
an investment in marketing to promote the change? 
Did the music mix also shift? Did competitors make 
changes? Did one or more P1 household drop off the 
panel?
 With PPM monthly data, access to Mediabase music 
logs and Arbitron PD Advantage/Music Monitors tools, 
one can study in some detail how listeners respond 
to these kinds of programming changes. The purpose 
here is not to pass judgment on the motives that led 
to these decisions, but to illustrate the kinds of ratings 
shifts that can occur.

Do 25-54 Adult Ratings 
Go Up Or Down After 
A Major Change In 
Personalities?

 The statistics in the yellow box (above, right) indicate 
that the PPM ratings impact resulting from key daypart 
changes is a toss-up. Looking at 10  (nine in mornings, one in 
middays), the immediate one-month impact can go either way 
depending on whether one considers the prior month or prior 
average.
 Long-term, the ratings for new shows vs. the prior shows 
are collectively pretty much a dead heat: We see several more 
individual months of lower ratings than the previous shows’ 
averages, but the actual net score of all 61 monthly shares 
since their respective changes (that is, either up, down or 
unchanged) is, remarkably just +0.2 shares. And if you add 
up all the differences between the new show averages vs. old 
show averages, the net is just -0.9 shares across all 10 shows 
combined.
 Several stations in this study made their changes fairly 
recently, so it’s still a bit early to draw any durable conclusions 
except that each station situation is unique. Here’s how it looks 
market by market:

Seattle: Rattle, Then Hum
 Average Before: Mid-3s. When 23-year station veteran 

Ichabod and his wife/sidekick/producer Scallops left KMPS 
last December, they’d been averaging a mid-3 share with adults 
25-54 and 46 minutes of daily P1 TSL over the nine PPM 
monthlies between May and Holiday ‘09. KMPS’ overall 25-54 
share was about 0.4 above mornings 25-54.
 Average After: 0.5 share higher. Area natives Candy + 
Potter saw their 25-54 share immediately drop from nearly 
a 4 share to the low 3s in January, even as the station’s 25-
54 overall share increased two-tenths to close to a 4 share. 
However, they began to gain share steadily, peaking around a 5 
share in May. Since their arrival, C+P have averaged a bit less 
than a 4 share, with P1 TSL up more than three minutes. Their 
12% share gain appears to be partially attributable to a 6% bump 
in P1 panelists and a 13% P1 cume increase. KMPS’ overall 25-
54 share is averaging about 0.5 above mornings 25-54.
 Interestingly, competitor KKWF has done well in 2010, too, 
with its 25-54 morning share up 15% and daily P1 TSL up 14%, 
helped by a 7% uptick in P1 panelists.

Portland #1
New Kid In Town
 Average Before: Mid-3s. Fifteen-year KUPL morning 
personality Lee Rogers – a 41-year broadcaster – had been 
delivering share and P1 TSL increases among adults 25-54 shortly 
before exiting December 18, 2009, and averaged in the mid-3s 
in the station’s first four months of PPM prior to his departure. 
Although trailing competitor KWJJ by about a share, his P1 TSL 
was notably better than his rival’s three of those four months.
 Average After: Mid-3s. Call it a trial period, call it a good start, but 
either way, the first month of Scott Simon and Amy “Sam” Bishop’s 
Simon & Sam was impressive, with January well above a 4 share with 
adults 25-54 and P1 TSL up 12% to a record 85 minutes per day from 
the Holiday period. After that, shares and TSL softened to around a 4 
share and then fell sharply in March, with P1 cume plummeting 41%. 
Bishop left in May after four months as morning cohost.

 Average After: 2.5.  Mornings in May and June settled at a 
mid-2 share each month, rising two-tenths in July, but still well 
below the two previous lineups, with 17% fewer P1 panelists 
and lower TSL figures. Overall, in the eight months since 
Rogers’ departure, the morning show has averaged slightly 
above a 3 share between Holiday ‘09 and July ‘10 (down 30%), 
but despite a low cume, TSL was up in June and July, so things 
may be turning around.
 Meanwhile, format leader KWJJ has seen its morning drive 
25-54 share rise 22% this year, with P1 TSL up 23% and its lead 
on KUPL increasing from 1.2 shares during Holiday ‘09 to 3.4 
shares through July ‘10.

Portland #2 
Midday Movement
 Average Before: Low 3s. Prior to leaving his midday post at 
KUPL April 6, 2010 after 25 years with the station, personality 
Rick “Bubba Taylor had been averaging a low 3 share with 
adults 25-54 from PPM’s start in October ‘09 through March 
2010; he met or beat that average four of the five months before 
exiting. Taylor had a solid 74 minutes of P1 TSL per day, far 

higher than his average midday TSL of 51 minutes. However, 
KWJJ had during those seven periods maintained a 1.9-share 
lead 25-54 in mornings, well above its 0.2 edge overall 6+.
 Average After: 0.4 share lower. Former KKWF/Seattle 
midday personality Lola Montgomery, who had worked as MD 
at KWJJ in the early ‘90s, took over for Taylor, and in her first 
month raised middays from a March PPM low in the mid-2s 
to a low 3 in April. In her first four months, Montgomery was 
averaging just below a 3, despite a soft July. That decrease is 
matched by a similar loss of daily P1 panelists. KUPL’s daily 
and P1 TSL figures have held essentially stable since before the 
transition, while midday P1 cume is down 4%.
 Since the change, KWJJ has extended its average midday 
lead over KUPL by about 1.1 shares to nearly three shares 
25-54, thanks in part to a huge daily P1 TSL increase in July 

Shake Up The
eSTabliShmenT
PPM Analysis: Long-Tenured Personality Departures

MY JN JL AU SE OC NO DE Hol JA FE MR AP MY JN JL

KMPS Mornings

Candy + potterichabod & Scallops both

OC NO DE Hol JA FE MR AP MY JN JL

KUPL Middays

lola montgomeryRick “bubba” Taylor

OC NO DE Hol JA FE MR AP MY JN JL

KUPL Mornings

Simon & Samlee Rogers both Simon

immediate impact after Change Up Down no change
Share in first month compared to prior month 4 6 0
Share in first month compared to prior show’s avg. 5 4 1

long-term impact after Change
New show average vs. prior show’s average. 2 4 4

month-by-month
New show above/below prior show’s average. 21 27 9

Ratings are adults 25-54

Ratings are adults 25-54

Ratings are adults 25-54

Ratings are adults 25-54
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to nearly two hours – the best in station PPM history for that 
daypart – despite losing an average of 20% of its daily P1 
panelists over that four-month span.
 And as for Bubba Taylor? On April 26, he started in 
mornings at crosstown Classic Hits KLTH, which had averaged 
around a 4 share 25-54 from October ‘09 through April. 
Bubba’s first three months have averaged in the mid-4 range 
among 25-54s. So far, so good.

Houston: End Of An Era
 Average Before: Low 3s. The duo of Hudson & 
Harrigan (Fred Olson & Randy Hames were the most 
recent pairing) were an institution on KILT-FM for 28 
years, and they averaged in the low 3s among adults 25-54, 
consistently outperforming the station 6+ and edging out 
rival KKBQ until their final two months, when ‘KBQ pulled 
ahead by a fraction.
 Average After: 0.1 share lower. In the first month of 
Rowdy Yates and Erin Austin’s morning show following 
Hudson & Harrigan’s exit March 24, the station bumped up 
two-tenths in April – its highest share in nine months. But that 
was followed by declines in May and  June. 
 Leading the decrease was a 20% loss of P1 cume compared 
to the prior show; daily TSL and P1 TSL remained relatively 
steady. KKBQ looked like the beneficiary because its morning 
numbers improved 35% between April and May. However, 
it appears that growth was due largely to a big jump in the 
number of P1 panelists, which contributed to a 37% cume 
increase; its TSL figures were basically steady. 
 Then in June, KKBQ suddenly lost half of its 25-54 morning 
P1 panelists (and 43% of its May P1 cume) and returned to its 
P1 panelist average it had from May ‘09-March ‘10. And even 
with its own May-June ratings decline, KILT-FM pulled back 
in front of KKBQ in June for the first time in five months. July 
was a breakthrough, as KILT-FM jumped in mornings from 
below a 3 share to a mid-3 figure 25-54, adding to its lead and 
outperforming the station 6+ for the first time since January 
(before the changeover).
 Averaging less than 0.1 below her predecessors, Yates and 
Austin now have equivalent TSL figures despite 10% fewer 
P1 panelists and 19% less cume. And if you average the four-
month span of April-July since they took over, KILT-FM and 
KKBQ are tied 25-54 with identical shares.

Denver: Does Ford Have
A Better Idea?
 Average Before: Close to a five share. Steve “Mudflap” 
McGrew had been the morning sidekick to Kelly Ford for 
eight years, and for good reason: The morning show, which 
also has included other personalities over that time span, was 
honored with several CMA Awards, as well as a Marconi in 
2008 with JoJo Turnbeaugh (who was part of the show 
between February 2007 and October 2008). Ford and 
McGrew were anchoring mornings when PPM debuted in the 
Mile High City in July 2009. In the first four months of PPM 
(and Mudflap’s last four with the station), KYGO’s morning 
drive ratings with adults 25-54 were steadily growing, from 
almost a 4 share in July ‘09 to a nearly a 6 in October, which 
even topped the station’s overall 6+ share. P1 panelists were 
increasing, as were daily TSL and P1 TSL. The show’s lead 
over competitor KWOF nearly doubled to almost four shares 
during that time.                                                                                        
 Average After: 0.1 share higher.  McGrew departed in mid-
October, 2009, as that month’s PPM ended, and KYGO paired 
Ford with former WFYV/Jacksonville morning personality 
Mark Newman as Kelly Ford & Rider. The morning show 
took a bit of a hit for a few months, but has since recovered 
and is now outperforming Holiday-January with 10% more P1 
panelists and 16% more P1 cume, even with 8% less P1 TSL. 

 KYGO’s lead over KWOF is also averageing a half-share 
larger than before, and this summer the station set PPM 
records for cume and share, ranking No. 1 in the metro for the 
first time.

Miami: Changing Partners
 Average Before: About a 3 share. At WKIS/Miami, 
the seven-year shift of Terry & Staci Coffey had only been 
in PPM for a couple of months before leaving at the end of 
May 2009, but both of those two months scored much higher 
25-54 than the low 2-share range their final five diary books 
had averaged.
 Average After: Mid-3s. In June ‘09, Scott Simon moved 
from afternoon drive to mornings, and was joined by WKFR/
Kalamazoo, MI morning cohost Matt Walker. They were 
successful immediately between June and September. However, 
despite the presence of more P1 panelists, the show’s ratings 
began sliding in the autumn, dropping to below a 3 in December 
before rebounding to a mid-3 over the Holiday period. In all, the 
eight-month run matched the station’s 25-54 share overall (mid-
3, with a 12% increase in both daily TSL and P1 TSL from Terry 
& Staci Coffey’s first two months in PPM).
 But Simon exited in December 2009 for KUPL/Portland. 
He was quickly replaced by former AC WFLC afternoon 
personality (and current Miami Dolphins stadium announcer) 
Kenny Walker, who joined Matt Walker to create the Walker 
& Walker Morning Show, which debuted Jan. 6, 2010.
 Average After: Low 3s. Could WKIS keep up the 
momentum despite the changes? In terms of TSL, definitely. 
With 4% fewer average P1 panelists, P1 TSL grew an 
additional 10%. As for WKIS’s share of adults 25-54, Walker 
& Walker’s first month was a low 3, and has averaged that 
since, which is about 0.3 below the previous team and 0.2 
shy of the station’s overall 25-54 ratings, while improving 
cume more than 4%. In short, not bad considering all that’s 
happened here in the past 15 months.

San Diego: And Then 
There Were Two
 Average Before: Mid-3s. After a soft start between May-
July 2009, the KSON morning team of Cliff Dumas, Bill 
Tanner and Morgan Thomas seemed to be mastering the PPM 
game, rising from almost a 2 share with adults 25-54 to the 
high mid-4s in February 2010, averaging a 4.3 the last five 
months together and 53 minutes of P1 TSL, compared to 
45 minutes for the total 12 months in PPM together. Not 
only that, the trio had increased their average lead over 
competitor KUSS to 2.3 shares the final five months, up 
from 0.4 in the market’s first five sessions in PPM.
 Average After: About 0.1 share higher. When Tanner 
and Thomas departed from KSON March 15 (mid-month for 
that session’s PPM), they were promptly succeeded by MD/
midday personality Brooks O’Brian. The 25-54 average of 
these first five months is above the former lineup, helped 
by 6% more 25-54 P1 cume and 25% better P1 TSL. The 
lead over KUSS is averaging a half-share higher, while 
KUSS’s own 25-54 shares are an average 0.4 lower since the 
transition at KSON.

Philly: Too Close To Call
 Average Before: About a 3. In April 2009, Kris Stevens 
moved up from afternoons on WXTU to join Andie Summers, 
replacing 10-year station veteran Scott Evans. Evans & Andie 
had scored a high 2 share among adults 25-54 in February ‘09.
 In the first five months of their 10-month run, Stevens and 
Summers averaged a bit better – in the low 3s – with adults 
25-54. A steep drop-off in October-November preceded three 
solid ratings gains between December ‘09 and January 2010 
before Stevens left the show, with the final month up to a mid-3, 
resulting in a total 10-month average of around a 3 share.
 Average After: About the same. In early February ‘10, Ken 
“Doc” Medek took over as cohost, creating Doc & Andie, and 
the show’s 25-54 ratings also have averaged around a 3 share, 
while their show’s 25-54 P1 cume has risen 17% , compared to 
‘XTU’s overall 25-54 P1 reach, which is up 13%. With an extra 
19% in P1 panelists each week, their P1 TSL has improved 8% 
on the prior lineup. But the morning show is averaging about 
0.9 share 25-54 below WXTU overall 25-54, compared to a 
half-share shortfall during the last nine months of Stevens and 
Summers. So it’s too early to determine a storyline here, as thus 
far the overall the ratings averages are almost identical.

Shake Up The
eSTabliShmenT
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Changing Of The Guard
Power 31
T

here’s very little science in our 
annual Power 31 ranking – now 
in it’s fourth year – and that’s 
completely intentional. Country 

Aircheck readers are simply asked to 
rank individuals who they believe have 
the greatest influence over airplay 
decisions – people who directly control 
airplay or influence airplay on behalf of 
artists. Rather than a hard, statistical 
study of charts and airplay, what you 
get instead is a late-August snapshot of 
perception. Perception, however, can be 
a powerful thing. And the perception of 
power, in and of itself, has power. 

If this year’s reader response is any 
indication, then, the centers of influence are 
shifting. Ten never-before-ranked label and 
radio pros (above) make the list, including 
label heads, radio execs and promo veeps. 
As in years past, we asked a close associate 
of each ranked executive to describe or 
illustrate what makes them so effective.

Scott Borchetta 
  Big Machine Label Group President/CEO

“The best story I can tell you about Scott is how I met him,” says entrepreneur and Big Machine 
partner Ray Pronto. “I had sold my business a year prior and was basically retired when I ran into an 
artist named Dusty Drake. I was very impressed with his music and started 
a little label from Pittsburgh with Dusty as my artist. After a few hundred 
thousand dollars spent and still not able to get any meaningful radio play, 
[Keymarket VP/Programming PA-OH] Frank Bell suggested that I meet with 
a guy named Scott Borchetta to see if he’d be willing to help me get more 
radio play for Dusty. 

“The meeting was scheduled for 20 minutes. I played one of Dusty’s 
songs for Scott named ‘Love You.’ Scott reached into his desk and grabbed a 
version of the same song recently recorded by his initial artist, Jack Ingram. 
We laughed, the meeting extended itself to about three hours and I was so 
impressed with Scott’s knowledge and aggressiveness towards building his 
own label that, on the spot, I agreed to ‘close out’ the angel investment he was 
still seeking and become his partner. During that same meeting,  he played a couple of songs from an 
unknown artist named Taylor Swift and asked me what I thought. I said I’d probably wait a year or so 
until her voice matured. Wow, was I wrong, and was he ever right! He’s been right ever since, and I 
simply stay out of his way and enjoy the ride.”

Mike Dungan
Capitol/Nashville President/CEO

“Mike has been involved with all of my albums since 2002, and I feel, as an 
artist, that I’ve been incredibly lucky to have him at the helm,” says Capitol/
Nashville artist Keith Urban. “He’s a passionate music lover, has enormous 
respect for the artists that make it and has such a unique way of rallying behind 
literally anyone he truly believes in. But he’s more than just a record label 
president. Mike has this ability to make you want to try harder. He’s hard to 
impress and so, early on in our relationship, I took to calling him  ‘Coach,’ and 

that’s what I still call him today. ‘Hey Coach, what’s happenin’?’ He’s never asked me to not do that, so 
I’m guessin’ he’s cool with it and maybe even sees some of that in himself. It’s a compliment, and I think 
Capitol Records is also pretty darn lucky to have someone like him overseeing this crazy game every day. 
It’s certainly way more fun. And I just wanna add my congratulations to Dungan on this extraordinary 
feat. Here’s lookin’ at you, Coach!”

1

2
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3 
Jaye Albright
Albright & O’Malley Consulting Partner

“I would be hard-pressed to name 
another person who has helped me more 
in my career,” notes WYCT/Pensacola, 
FL PD Kevin King. “I’ve worked with 
Jaye in several markets and situations, 
each with unique challenges. Every 
time, her expertise, advice and direction 
have been one of the strongest weapons 
in our arsenal. I first met and started 
working with Jaye in the beginnings of 
WKXC/Augusta, GA where we were up 

against a heritage station with a 30-year head start. Countless 
times as a first-time programmer I would want to stray in 
directions that would be far from beneficial for the station or 
my career. During those times, Jaye would start the correctional 
sentence the same way, ‘Kev, you’re not wrong, but...’  Following 
that would be the explanation of just how I was screwing up. Jaye’s 
guidance has been just as important with our independent operation now in 
Pensacola at Cat Country 98.7. The difference between then and now is that Jaye 
no longer suggests I’m ‘not wrong’ when delivering the correctional.”

4 
Luke Lewis
Universal Music Group/Nashville 

Chairman

“The success of our Nashville company and the creative talent 
of Luke are inseparable,” states Universal Music Group Chairman 
& Co-CEO Doug Morris. “Besides being an enormously gifted 
record executive, Luke is a visionary and leader who tackles 
challenges with intelligence, passion, craft and dignity. With Luke 

in charge, we know that we have many years of extraordinary, impassioned and insightful 
music-making ahead of us.”

5 
Doug Montgomery
Clear Channel Premium Choice PD

CC/Grand Rapids Dir./Prog. Operations

“Doug is one of our very best at knowing the Country format 
beautifully, and for having the ability to multi-task, lending his 
considerable expertise to multiple programming situations across 
the company,” says Clear Channel SVP/Programming Ops Center 
& Premium Choice Darren Davis. “I’ve had the pleasure of 
working with Doug for many years in several different capacities, 
and I’m always impressed with his intensity and strong desire to 
win – and win big. He’s proven to be the perfect choice to run our Mainstream Country 
Premium Choice channel. Doug brings real value to the Premium Choice affiliates. A 
former boss of Doug’s once said to me, “Darren, I get to my desk every morning by 8am, 
and I know that no later than 8:10am, I’m gonna see the shadow of Doug Montgomery 
lurking at my door, eager to share a new idea he dreamt up overnight. He never stops 
plotting and improving things.” 

6 Skip Bishop
Sony Music/Nashville VP/Promotion

Arista/Nashville VP/Promotion 

“Skip is the most self-motivated, creative person I have ever 
worked with,” asserts former Sony/Nashville EVP Butch Waugh. 
“I tell everyone Skip is a pioneer: he explores places in his own 
mind that don’t even exist in others. He knows no boundaries 

when it comes to ideas. It is a testament to his staff, since to work with Skip you must 
possess a faster internal motor than others, must be on the cutting-edge, be able to 
change direction on a dime without losing ground and be willing to throw caution to the 
wind in the name of accomplishing goals. 

“One story: Following an exhausting long night’s effort promoting records, Skip returned to 
his hotel room. Knowing he had to be back at it early the next day, he called the hotel’s front 
desk to set his wake-up call. He told the receptionist to please ring him at 6am. Her reply was, 
‘You just missed it.’ True story.”

7 
Royce Risser
UMG/Nashville SVP/Promotion

“Royce is not a typical boss,” understates MCA/Nashville VP/
Promotion Van Haze, hastening to add, “and I mean that in the 
best way possible. Promotion can be a giant, stress-filled balloon 
and absolutely aggravating at times. He keeps us all focused on 
the big things and at the same time makes sure we have the most 
fun possible. In this year alone, he jumped out of a box and scared the crap out of me, shot 
me in the back with a blow-gun dart in the office and told an elevator full of ladies I have 
horrible hemorrhoids – all while talking to radio. He is a true multi-tasker and one heck of 
a great guy to work for.”

8 
Becky Brenner
KMPS/Seattle PD

“Becky has always led by example,” 
says longtime KMPS MD/personality 
Tony Thomas. “She’s ready and available 
to our staff and callers throughout the day, 
and her door is open way more than it’s 
closed. She makes it to practically every 
live country show that comes to the Seattle 
area and is always present to support our 

crew at big station events. Becky’s always 
among the first to arrive at our St. Jude 
radiothon and the last to leave. She’ll take 
on any role that needs to be filled, from on-air pitches to answering 
the phone. And when it comes to passion for the music, no one in the 
building cranks a great song up louder than Beckyy does on her office 

stereo.”

9 
Gregg Swedberg
Clear Channel/Minneapolis OM

KEEY/Minneapolis PD

“Gregg’s passion for music is well known, but what should 
really be known is that Country music’s future has always 
been in good hands with Gregg,” relates KAJA/San Antonio 
PD Travis Moon, who was Swedberg’s MD at KEEY. “Saying 
I learned a lot from Gregg is really an understatement. He’s 
blunt, to the point and I always felt I knew exactly what he 
expected. I worked with Gregg for 11 years.  I always found 
it funny that lots of folks would ask, What’s it like to work 
for Gregg?’ My response was, depending on the year, ‘Well, 
I’ve worked with him for over seven-eight-nine-10-11 years. 
That should pretty much answer your question.’ 

“Gregg always made me feel challenged, and his integrity for the music and Country 
radio is off the charts. It is proven every week when someone in the industry says, ‘That 
must be a pretty good song if KEEY added it.’ We need more of that in Country radio, 
but we also need to celebrate a guy like Gregg, who brings the best to our industry every 
day. I’m pretty proud to have worked for him, and when he gets recognized, it is very 
much deserved.”

10 Steve Hodges
Capitol/Nashville & 

EMI Nashville SVP/Promotion
Capitol/Nashville VP/Promotion Shane Allen recalls the words 

of a former president in describing his boss. “There’s a great Ronald 
Reagan quote that really summarizes Steve’s leadership style,” he 
says. “’There is no limit to what you can accomplish if you don’t care 
who gets the credit.’ I’ve heard Steve say over and over, ‘There are 
no egos here,’ and that really is the truth. And it starts with him.  He’s 
the first one to pull the entire staff into a No. 1 photo or send an e-mail to the rest of the 
office, praising a job well done by someone else.  He’ll be right there with us sending e-mails, 
watching spins and making calls at 11pm on a Saturday when we’re in the middle of a No. 1 
battle. But when it comes to celebrating the battles won or assessing the battles lost, he stands 
with his staff just like he expects us to do with each other. There’s no time for being territorial 
or pounding chests, because we’re all invested equally in our artists and each other.”

11 
Gary Overton
Sony Music 

Nashville Chairman/CEO
“In my eight years working alongside Gary O, I found him 

to be a tremendous businessman who cared greatly for the 
songwriters and artists he supported,” says EMI Music Publishing 
EVP/GM Ben Vaughn. “He’s very much a leader by example. 
And he is a leader when the spotlight is on and also when no 
one is watching. I was always impressed with his consistency, 
whether he was dealing with someone brand new to the Row 

struggling to get their career started, or counseling an artist at the top of the charts.”

 

12  Clay Hunnicutt
Clear Channel SVP/Programming 

VP/Country
“Clay uses his calm, confident manner to inspire his employees and 

keep them focused on the right things,” says WUBL/Atlanta APD/
MD/afternoon personality Lance Houston. “I learned so much in my 
early tenure here at the Bull watching Clay keep his cool in some very 
frustrating situations that always come up when a company decides to 
take on a heritage radio station in any market. I was so impressed by 
the way he never threatened any record rep or artist when we’d run into 
a roadblock early on. Clay shows his passion for and dedication to our format every day. It’s an 
honor and pleasure to have worked for Clay over the last few years.”
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13 Rusty Walker
Rusty Walker & Assoc. 

Programming Consultant
Wooden Media Services 

principal Joel Burke worked 
with Walker during Burke’s 
decade-long tenure as the 
PD of KYGO/Denver. He 
remembers, “We had just 
wrapped up a long day of 
sitting through a research 
study, and the results weren’t 
very positive. However, 
leave it to Rusty to get us 
all laughing. He plugged in 

his laptop and we began watching a number of very 
funny videos. We were like a bunch of middle-school kids 
laughing ‘til we were crying. The results of the study didn’t 
change, but we all left that day with a positive attitude ready to 
take the challenges head-on!”

14  
Jeff Garrison
CBS Radio VP/Country

CBS Radio/Phoenix OM, KMLE/Phoenix PD
 
“Jeff is one of those guys who just seems to make good 

things happen,” says KILT-FM/Houston APD/MD Greg Frey. 
“I felt we got a lot of breaks at KILT because of Jeff. Artists, 
label heads and managers all love being around the guy 
because he’s so full of life and full of great stories. Just before 
Jeff left for Phoenix, we had a 6pm listener event at the station 

with Jerrod Niemann. The same day, Warner Music Nashville brought John Rich by 
at 4:30pm for an interview. Jeff, John Rich and the Warner guys went to dinner and I 
stayed to handle the Jerrod event. When I was done, Jerrod and Arista’s Diane Monk 
and I decided to grab a bite at the Armadillo Palace. We get there and find out George 
Ducas is playing that night. Just as he begins his set, in through the front door walk 
Jeff and John Rich, along with WMN’s Chris Stacey, Chris Palmer and Ray Vaughn. 
They had no idea we were there! We put a couple of tables together and both Jerrod 
and John wound up onstage with George. Folks in the Palace were freaking out. Jeff 
and I looked at each other with big smiles on our faces. I know it’s never lost on Jeff 
how cool it is be in Country radio.”

15 
Mike Curb
Curb Records Chairman

“Mike has an undying belief that no matter what changes, that 
thing we call a hit will always be something people want to hear 
and own,” says Curb VP/A&R Doug Johnson. “He has retained a 
belief that he is in the business of magic. Look at ‘Indian Outlaw,’ 
‘Blue’ or ‘Three Wooden Crosses,’ which I wrote: He will 
champion music he thinks is special even if it isn’t right down the 
middle.” Adds Stroudavarious CEO and producer James Stroud, 
“Mike is a student and historian of every kind of music and he applies that knowledge to 
his label and music. He’s not only a dear friend, but he’s been an amazingly successful 
partner with me on a lot of artists.”

16 
Joe Galante
Sony Music/Nashville 

Consultant
“Working with Joe Galante is an experience,” says Arista/

Nashville artist Brad Paisley. “He’s tireless in his enthusiasm, 
competitive in the best sense of the word, supportive of each 
artist’s idiosyncrasies, loyal and flexible (although I’ve never 
once gotten him to go to lunch anywhere other than Midtown 
Cafe. He won’t do it.) There has never been a more unique 

blend of ‘Northern city boy Italian partial-redneck country lovin’ class act in Hugo Boss 
shoes.’ He is the benchmark, the gold standard by which all future record men will be 
judged. I’ve truly loved every minute of working with him.”

17 Mike Moore
Entercom VP/Country

KWJJ/Portland PD
“Sarge (I called him Sarge almost from the start) is just 

fabulous,” says WSIX/Nashville morning personality Gerry 
House of the man who programmed WSIX from 2000-2003. “He 
made me feel good. He was always there, and I knew he was 
someone you could count on. He worried and prodded and poked 
and wondered and changed and fixed and won. I still love the thought of him charging 
out of his office laughing and charging me up. He is one of the good guys, and I miss 
him all the time. We still talk. I turn to him for opinions about my future and my current 
stuff. He doesn’t even work for the same company as I do. That I still don’t understand, 
nor will I ever get over. He made me better.”

18 
Joel Raab
Joel Raab Associates 

Country Programming Consulting
“I’ve known Joel for over 25 years, but just recently 

have been working with him as our consultant,” says KFKF/
Kansas City PD Dale Carter. “Before Joel came to us, he 
was consulting WDAF-AM across town. They were just 
getting ready to launch WDAF-FM, and he came after the only 
jock I didn’t have under contract. I, of course, tried to bluff 
him when I heard about it, and he, of course, was a very cool 

customer. They got my jock and we eventually got Joel. From 
my perspective, it was a good trade!”

19 John Esposito
Warner Music Nashville President
“My favorite thing about John is his love for music,” WMN artist 

Blake Shelton says. “The first time I sat down to have a beer with him, 
an hour later he was onstage singing karaoke. He came out on the road 
with me for awhile, and I figured we’d spend the time talking about 
business, but all we did was play old songs on the iPod and talk music. 
He couldn’t wait for soundcheck each day because he’d get up there after 
it was over and play drums for half an hour. Then he’d move over to one 
of the guitars.

“He’s fascinated by music, and that’s what drives him. He doesn’t 
know the word ‘no,’ so he’s not afraid to look you in the face, smile and 
tell you he won’t accept anything less than a No. 1 single. And he’ll stop 
at nothing to get it done. He’s completely changed the mindset of Warner 

Music Nashville in not quite a year, and by doing that has also changed the outcome.”

20   Michael Powers
Bigger Picture Group Co-President/Promotion

“I met Michael for the first time when I joined the Mercury team in the 
early ‘90s” begins long-time Powers associate and friend John Ettinger, 
who recently opened Ettinger Talent Associates. “The funniest man I’ve 
every met, which is not a distinction I give lightly. Wit and intelligence. 
He was so fun to be around that we all pretty much fought over who got 
to play golf with him. Even Luke Lewis was in the fight. We were just 
hoping to be in his cart as he made up dirty lyrics to Shania or Toby or 
Sammy Kershaw songs.

“Michael is very much a music guy, passionate about country and all 
forms of music. He has written songs and can make up the funniest songs 
on a piano you’ve ever heard. When he gets on the keys, it’s gotta be like 
hanging with Burt Bacharach in 1967. Magic. He’s written at least one smash country song. He’s too 
shy to bring it out around the industry, but if a publisher is reading this, you should give him a call.

“Michael never had a pretense or concern about the normal or the polished way to tackle 
promotion. He wakes up each day and jumps at it. His mind says, ‘Should that person be playing 
this record? Well, then, let’s get it played.’ He has a terrific quality with his teams and is never 
afraid to be raw and real, sometimes dramatically real. He instills a feeling in the younger staff that 
he’s with them and feeling the struggle for the music out in the field. There is a long list of terrific 
promotion people who’ve learned from him, including Damon Moberly, Joe Putnam, Jeff Solima 
and John Zarling. I mention Solima because I guarantee he’s had a great time the past few years 
with Michael. Of that, I have no doubt.”

21 
Kerry Wolfe
CC/Milwaukee Dir./Programming 

WMIL/Milwaukee PD
“Kerry is the smartest programmer I’ve ever worked with,” says 

WMIL MD Mitch Morgan, who’s worked with Wolfe for 21 of the 
last 27 years Morgan has been with WMIL. “He is also the hardest-
working. He works all day at the station and then another couple of 
hours at home in the evening. Consultants are always telling us we 
have the best music flow of any Country station they’ve heard. That 

is because of Kerry.  He is also a devoted family man to wife Jessica and daughter Macie. In 
his free time (not a lot of that), you can find him on his boat on Pewaukee Lake. And, one other 
thing you may not know about Kerry: If he’s relaxed enough, he will sing karaoke!”

22  Jimmy Harnen
Republic Nashville President

“One of the things that makes Jimmy so successful is his ability to 
still have fun and laugh about life,” says KBWF/San Francisco PD Mike 
Krinik, who did regional promotion for Harnen at Capitol/Nashville. “I 
don’t know of many label presidents who still are willing to put on a nun 
costume or prisoner outfit to get the right ‘photo op.’ Not only does Jimmy 
enjoy life, but he loves the fruit of hard work just as much. Jimmy is one 
of the power company’s best customers (always working late with the 
lights on), but that work, as I learned from him, is ‘finding a way through.’ 
His job is to convince someone to play a song that they may not ‘hear’ 
at the moment, and I don’t know a more persuasive individual in town. 
Coming from such innocent beginnings, picking up a mic or playing a piano as he did as teenager, 
Jimmy did it because he loved the sound of music and it moved him. Decades later, as a label head, 
Jimmy continues his passion for music by seeking out young talented people who have a dream, 
just as he once did. He takes their talent and helps them make their dreams become a reality.”
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23  
Jack Purcell
Big Machine VP/Promotion

 
“One of the best kept secrets in 

Nashville is finally out,” says veteran 
record exec Nick Hunter, who worked 
with Purcell at Warner Bros. and 
Audium. “Jack is getting some of the 
credit he deserves for being someone 
who follows through on what he’s 
asked to do, not being afraid to say 
‘no’ and telling the truth. At the end 
of the day, that’s what means the 
most. He started in the mailroom at 
Warner Bros., worked his way up to VP/

Promotion, got his head chopped off there, joined me at our little 
label Audium and he and his dog Lucky took a David Lee Murphy single 
top 5. I think we sold 200 copies. Scott Borchetta was firing up his Big 
Machine, asked Jack to come on board and they haven’t done too bad. He has to 
be good if for nothing else than the fact he doesn’t like baseball or auto racing.”

 

24  Jan Jeffries
Cumulus SVP/Programming

“After 25 years in the business I thought I knew a lot about 
radio, but Jan has truly opened my ears to a whole new level of 
understanding programming,” admits KPLX (The Wolf)/Dallas 
PD/afternoon personality Mark Phillips. “I’ve never known 
anyone so committed to winning and so attentive to detail. His 
leadership and guidance are large parts of the reason why 99.5 the 
Wolf is the top Country station in Dallas-Ft. Worth and the most-
listened-to Country station in America!”

“

27 
Meg Stevens
WMZQ/Washington PD

WPOC/Baltimore PD
“I still remember the first time that I had 

a conversation with Meg,” recalls WXTU/
Philadelphia PD Shelly Easton. “We bumped 
into one another at a Clear Channel programmers’ 

meeting. She had just moved from Syracuse to 
Cleveland to program WGAR. I had just landed my 
very first PD position and admired her promotion to 
Cleveland. I noticed that ‘GAR had taken a nice bump 
in the ratings, so to break the ice I asked her how she 
did it.  She was wearing glasses and looked very smart, 

and as a new PD, I was ready to be enlightened. ‘I sucked less than the book 
before,’ she said as she grinned and made her way past the Continental breakfast 

line to blend in with the rest of the programmers taking their seats. I smiled and 
immediately liked her. It was an insightful moment. Meg Stevens is no bullshit. She looks 
at business and programming with a level head, and consistently gets the job done without 
patting herself on the back. Best of all, Meg has a unique, dry sense of humor that makes 
her one of my favorite people.”

28 
Damon Moberly
Mercury VP/Promotion

“Damon is the consummate team player,” asserts Mercury VP/West 
Coast Promotion Pat Surnegie. “We’ve both been on the Mercury 
team for double-digit years, and he’s always been, as the NE regional 
previously and now as our team leader, completely focused on the goals 
and successes of the team. He’s also one of the most passionate music 
guys I know. He’s a great leader and a great friend.”

29 
Mike Kennedy
Wilks/Kansas City VP/

Programming, KBEQ/Kansas City PD
“Mike has always amazed me with his ability to identify artists and 

songs that may not work across America, but will work well on Q104,” 
says KVOO/Tulsa PD Luke Jensen, who spent 11 years in a variety 
of capacities working with Kennedy at KBEQ, KMXV & KCKC/
Kansas City. “I remember doing nights and him asking us to give the 
song “Mrs. Steven Rudy” a spin. I know Mike well and wondered to 

myself if he’d spent the day at Baja 600 enjoying the Margarita Especial, or if he was serious. He 
was serious, and so was the reaction we got from the listeners. There have been many of these 
instances over the years when Mike was able to create Kansas City superstars by believing in the 
music and sharing it with the Q104 audience. That is a special gift, and he is certainly deserving 
of a slot on the Power 31 list.”

30 
Adrian Michaels
Curb Records VP/Promotion

“It was 16 years ago when I first met Adrian Michaels,” recalls Curb Dir./National Promotion 
Mike Rogers. “One of our earliest experiences together was working a Tim McGraw show, 
ironically enough. He had Martina on the bill with RCA and I had Sons of the Desert with Epic. 
After work was done for the evening, we went out and celebrated 
‘Adrian Style’ with some tequila of the day that I swear made me blind. 
We struck up a close friendship from that point on, and although we 
worked separate labels over the years, I always admired his passion 
for his work. It is no secret that his passion for the game rubs off 
on everyone around him. It’s that ‘take no prisoners’ attitude that’s 
translated in to a very successful promotions career. In the meantime, 
Adrian is constantly bringing people into his circle and making them 
feel like family. I am grateful that, back in the day, he did so with me. 
He shows up every day ready to make a difference and expects his 
troops to do the same. Here’s to my favorite Pittsburgh Steelers fan. 
Congratulations, my friend, on an honor certainly deserved. Cheers!”

31 Marci Braun
WUSN/Chicago APD/MD

 
“Marci was ready for the challenge from day one,” says former WUSN and current Hot 

AC KRSK/Portland, OR PD Mike Peterson. “Her first interview for the position went very 
smooth, but I found out many months later her trip to and from the interview were loaded with 

challenges that she concealed very well for a Green Bay girl going 
after a Chicago job.

 “Prior to the interview, she purchased what turned out to be the most 
uncomfortable shoes to match her business suit. Unable to hail a cab, she 
had to walk several blocks from the train station to the radio station. Soon, 
those uncomfortable shoes dug in deep and started rapidly making some 
annoying and painful blisters on both feet. Within seconds, the cloudy 
skies opened up a classic Midwest thundershower, forcing her to juggle the 
umbrella, hop puddles, sprint through ‘don’t walk’ signs and duck under 
overhangs as the biting pain of fresh, raw blisters grew worse.

“But Marci showed up on-time, professionally dressed, appeared 
relaxed and spoke with confidence about how she would develop the 

position and contribute to the team. She was perfectly composed and showed no evidence of pain, 
discomfort or that she’d even been hit with one drop of rain. From blisters and an interview day 
downpour to the Power 31 ... congrats, Marci!”      CAC

25  Jeff Solima
Bigger Picture Group  

Co-President/Promotion, New Revolution Partner
“I’ve worked with Jeff for more than 15 years,” says his New 

Revolution partner Rob Dalton. “He’s the best promotion man 
in this business. I’m proud to know him and work with him, but 
I can’t decide which story best demonstrates his leadership and 
professionalism: It’s either the time he jumped up onstage, surprising 
Wynonna, to sing a song he didn’t know the words to at a showcase.  Or 
maybe it’s the time he tried to resuscitate [New Revolution rep] Maurisa 
Pasick during a medical emergency while wearing a Gumby costume. 
Gumby has no hands. So it’s hard to say; the list is pretty long. I do 
know that Jeff has fought for and earned his place in this industry and 
has a passion to get things done. Congrats, bro!” 

26 
Blair Garner
After MidNite  

and Blair Garner Show Host
“It takes leadership and effectiveness to sustain a nationally 

syndicated radio program for nearly 17 years,” notes Premiere 
Radio Networks VP/Integrated Marketing & Promotions Rick 
Murray. “Two primary reasons behind Blair’s success are passion 
and a desire to step up to the plate and do what is right. The future 

of any industry is dependent upon supplying it with new ‘product.’ Blair has always taken 
a leadership role in giving new artists an opportunity. As the story goes, when Victoria 
Shaw called him during the ACMs a few years ago and asked if she could bring a new act 
up to his room so he could meet them and take a listen, he said ‘Sure.’ He thought he had 
a few minutes, so he thought he would jump in the shower. There was a knock at the door 
(housekeeping, Blair assumed), and as he opened the door wrapped only in a towel to ask 
the attendant to come back later, there stood Victoria and her new friends – an unsigned act 
now known as Lady Antebellum! Being from Texas, Blair had to be hospitable, so he invited 
them in, where they all visited and Lady A performed a few songs for Blair. Luckily for all of 
them, there was no wardrobe malfunction.”

”
There is no limit 
to what you can 

accomplish if you  
don’t care who gets 

the credit.
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The Way We Were
 To be sure, that old “Pleasantville” image of mom-and-pop radio already seems quaint. 
Ask Clint Marsh, a 28-year radio veteran who’s spent most of his career in smaller markets. 
Marsh manages Federated Media’s three-station cluster in Warsaw, IN, which includes Country 
WAWC (Willie 103.5). In last year’s tight economy, the stations let go four or five fulltime sales 

and programming staff and began voice-tracking evenings and 
overnights; weekends are a mix of live and voice-tracked shifts. 
In all, the roster is down about 15%, but the cluster still has 26 
employees – more than some stations in much larger markets.
     “We were never given a mandate to reduce costs by a particular 
percentage,” Marsh says. “It’s been more like, ‘Do what you need 
to do to run your business.’ But cutting staff was the hardest thing 
I had to do. We were able to help some find positions; for others, 
I gave the best references I could. The layoffs didn’t hurt morale 
as much as I thought. The key was being honest and upfront with 
everyone. We immediately explained what was going on, and 
those who were still there afterwards were told we wanted to keep 
them. The salespeople already knew what was happening because 
they were the ones being told ‘no’ more often than ‘yes.’”

     Large markets are just as affected, if not more so. Emmis Indianapolis Market Manager 
Charlie Morgan, who’s worked his entire career in the metro, recalls, “ When I left the station I 
was at [Cumulus’ WFMS] in 2006, there were 85 fulltime employees; today there are fewer than 
45. Here, there’s been a 20-25% reduction from the high point in 2006-2007.”

Hat Tricks
 For nearly everyone, individualized station duties have increasingly given way to cluster 
multi-tasking. WKIS/Miami GSM Carole Bowen says, “Vastly fewer people are responsible 
for the overall running and product of a station. And with that comes increased pressure and job 
responsibilities. The money is just not nearly the same: This year, our market is improving, up 
13%. But last year it was a complete train wreck, down 20%. Our organization has never had a lot 
of fat; I’ve always felt we’ve operated smartly. However, the economic realities have necessitated 
that we figure out ways to do things with lower associated costs.”
      Most in radio understand the economic pressures. Marsh explains, “People here have really 
stepped up, coming to me with a commitment and a plan when people were let go. All but a 
part-timer has other duties besides their airshift and production. My morning guy on Classic Hits 

WRSW-FM also sells. My afternoon guy is also our Asst. PD, does our music, imaging, logs, 
production and remotes. Our WAWC PD/morning guy is also OM for the rest of the cluster. Our 
midday guy is assistant production director and also does a sports talk show. Our afternoon guy 
on Willie is also promotions director for all three stations and does a lot of production. A few 
years ago, when things were really good, there was some promotion budget, but we’ve lost that. 
We haven’t lost promotions themselves, we’ve just had to be more creative in how we do them.”
 Former Regent SVP/Operations John King says it’s like a throwback to his early days. “I 
started as a DJ in a small radio station. I read the news, was the production guy, did an airshift – 
sometimes two a day – and when we signed the station off, I’d take all the AP wire copy out back 
and burn it. I’d spend 12 hours a day in a radio station until they’d finally say, “Go home. You’re 
getting on our nerves.” 

Identity Left
 More seriously, King maintains that the risk to radio is not so much the workload as it is the 
blurring of differentiation across brands. “Some guy who’s worked his whole life in Country has 
to be able to put on his Classic Rock hat in the middle of the day and deal with some morning 
person with a different set of values from your core format,” he says. “That becomes difficult. 
When I first came to Nashville, I was the VP/Programming for the company that owned WSIX. 
I could listen to the station and, even if I wasn’t the guy who did 
the music logs, I knew if somebody was playing records out of 
place. But if you’re doing three formats, and a lot of PDs do, you 
can’t even listen to it enough to be truly focused on your brand. 
And while stations have certainly been hurt by the economics of 
the business, the economics of time has really creamed a lot of 
cool brands. All of a sudden, why did that Classic Rocker remind 
me of the hillbilly station down the hall? Didn’t I just hear that 
sweeper on the Oldies station? Is that the same voice doing Mix?”
 The client-side compromises also are more evident, King says. 
“Before consolidation, you might have had an AM and FM, and 
that client base didn’t overlap a lot. Now, stations are tuned, for 
the most part, to a couple of specific demos. So when you go out 
and pitch to Home Depot, “I’ve got five stations with these ratings 
that in the aggregate reach this percentage of that demo,” they start wanting value-added. Now 
you’ve got some promotion teed up that makes sense for one or two of the stations and bullshit 
for two others. But you’re taking it because you’ve got to have the dough.”

My Wish
 In recent years, managers have been forced to make cuts in every department. Research and 
marketing frequently came first. Then it was support staff: fewer sales assistants, and delegating 
more work to contractors and part-time help. Personalities took on a second shift. A sales manager 
was let go, next a PD, then more air talent, as well as, perhaps, the production/creative services 
person dedicated to the station branding and imaging. As revenues begin to improve and debt 
burden is reduced, where will these executives spend first?  
 Bowen sees several opportunities, noting, “There’s one person we had to let go in our 
marketing department that was a tough loss. Our commission structure has been fairly 
dramatically reduced, and that’s also been hard; I’d love to see that a little healthier. In 
programming, we’ve had people who are extraordinarily talented, but they’re wearing a lot of hats 
and are spread mighty thin. Our PD has had to add a number of responsibilities, all of which he’s 
very capable of doing, but there’s only 24 hours in a day. We have three stations, and my sales 

Managers Respond In Radio’s New Economy

D eregulation, consolidation, an explosion of debt 
and ad revenue freefall continue to shape radio, but 
discussions of a battered and embattled industry 

only tell part of the story. Yes, what was a $22 billion business 
in 2006 fell a whopping 26% to $16 billion by 2009. And the 
debt associated with stations consolidated at big multiples 

forces a reduced workforce to do more with far less. But 
guess what? They’re doing it. Across all market sizes and 
in every corner of the country, radio managers operate with 
fewer people in all departments and smaller to non-existent 
budgets. They still make it all work through new technology, 
hard work and more than a little asset alchemy. 

Clint Marsh

It’s easy to villain-ize 
corporate, but they are 
the ones trying to keep 
the companies afloat. 

– Carole Bowen

John King
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team at one time had a designated assistant who was a specialist on WKIS. She attended every 
sales meeting and was so integrally involved. She knew it inside and out, better than anyone and 
was incredibly valuable.”
 Marsh says, simply, “Staff. The first person I’d hire back is a news director. We didn’t 
completely cut local news, but it’d be nice to have someone dedicated to news for our three 
stations. And more salespeople as the economy gets better.”
 Morgan offers, “If I had money to spend today, it would be on research and marketing before 
I would add more people back in. The Emmis culture always was to save as many people as 
possible and cut other things. But the first person I’d add would be a sales manager.”
 Adds King, “If radio’s stated goal is to just get north of five percent of the gross revenue 
coming from digital media, they’re going to have to have some specialized sellers.”

Blame Game
 Pointing to company headquarters and Wall Street for painting managers into these corners 
is a little too convenient. Bowen explains, “It’s easy to villain-ize corporate because they’re not 
in the trenches. But they also are the ones trying to keep companies afloat, first and foremost, 
as unpopular as the repercussions of that are. Has product suffered some? Yes. But have new 
tools and technology enabled us to do things we never thought were possible with the level of 

personnel that we now have? And more are coming. They have 
enabled us to weather these cuts far better than we would’ve been 
able to do 10 years ago.”
     The fact is, during the heyday of deregulation, it was either 
get in or get out. Morgan comments, “Do I think there’s been a 
lot of bungling in consolidation? Some of it’s been done very 
poorly, and some of it, I might even argue, has been done with 
poor intent or misinformed direction. But are we stronger in 
many ways than we were when we were mom-and-pops with no 
best practices and without the value of having sister stations in 
other markets where we could trade, learn and have better talent 
attracted to our company? I’ve got to think that we are. It’s just 
that a lot of pain has occurred to get us to that point.”
     Continues Morgan, “[Chairman] Jeff Smulyan made a point 

to me how a public company and its value were penalized by Wall Street for not having leverage 
that now suddenly seems irresponsible. You had a choice: Either accept that the value of your 
company was going to be artificially depressed because you weren’t meeting an outsider’s 
expectation of what multiple at which you should be leveraging your assets, or to leverage them 
such that when the musical chairs game stops (just as it did with home mortgages) you look 
back and say, ‘Well, that was so irresponsible. How could we ever have done that?’ Because now 
you can’t pay the debt at the rates and values at which they were done. You can’t tell me that 
somewhere in that process almost all parties involved knew this somehow was likely going to 
happen, yet we allowed ourselves to live in denial because the system was rewarding us for it.”

Ladder Go-Round
 Does having fewer staff mean a shift away from a purely hierarchical organization structure 
to one that is more team-oriented? Depends whom you ask. Bowen says, “My PD Ken Boesen 
and I work very closely together, certainly closer than I’ve ever worked with a PD. Sales and 
programming look at situations and try to conquer them together, whatever they are. It’s a good 
thing. We’re all each other has.”
 Speaking for Emmis, Morgan notes, “This organization still has a great deal of individual 
market autonomy, and therefore there’s a lot of team-based decision-making and collaboration at 
a local cluster level. Some other companies are much more hierarchical and basically implement 
at a local level a more unified corporate vision.”
 King participated in a a group-think atmosphere in the former Regent (now Townsquare 
Media). “One of the attractions of working for [former CEO] Bill Stakelin is that he viewed each 
of these clusters as their own entrepreneurial local business. We were desperately trying not to do 
top-down stuff. We weren’t always successful, but we would build consensus on most issues that 
we had control over before we would say, ‘Here’s our new rule.’ As a corporation, we were there 
to aid in their success, not to hinder them.”
 Marsh sees it both ways. “There are still companies that are very hierarchical, with silos. And 
others that are more team-oriented in how they use their assets. Our culture is more team-based, 
but someone’s got to have the ultimate responsibility in our building, and that’s me.”

A Little Positive Mental Attitude
 “There are a few incredibly courageous operators finding themselves in a much better place today,” 
Morgan says of those who’ve thrived in a depressed economy. “The non-operators are moving on 
to some other industry, and we’ve all lived through this painful correction. There is great hope that 
we can, from all that rubble, build back what is a pretty solid business if we don’t have to pay 35% 
interest on our loan. If we can pay 6%, then suddenly the business 
is still a very good one. And those who have been able to maintain 
relationships with their employees, listeners and advertisers are set 
up for a pretty cool run. Many other organizations talk about best 
practices, when what should be talked about is best thinking because 
it’s our thinking that drives our actions.”
 King concurs. “I still think radio’s an incredibly viable 
medium. It can sell somebody’s goods and services, and amasses 
an audience significant and targeted enough – and from a price 
perspective – as to be a fabulous marketing tool for whatever 
business there is. And it has some flexibilities and features that 
are unique for talking directly to consumers.”
 Bowen is equally bullish about local radio’s return to strength. 
“Any business that survives in the long term, and radio has 

A ZeRo SuM GAMe
Radio stations make money … or do they? It’s not unusual to see 20-
30%, or even more, fall to the bottom line, but that’s just the operating 
profit after expenses. Then comes the killer – the debt payment to the 
bank or investors, at least for a large percentage of stations. Former 
Regent executive John King explains, “After debt service (and all the 
other stuff below the line), there’s nothing left. That’s why everybody’s 
defaulting their asses off. They don’t have the money.” Looking at the 
slumping stock values of most radio companies from a few years ago, 
it’s clear that Wall Street agrees.
 No wonder the NAB is now seeking to reach a reasonable deal on 
a performance royalty with MusicFirst soon, just in case Congress 
might have a more label/artist-friendly scale in mind. But for a station 
like WKIS/Miami, which BIA reported generating $7.9 million in 2009, 
the 1% figure NAB is contemplating would mean a $79,000 bill each 
year. GSM Carole Bowen observes, “If we were on the hook for 
another $50,000-$100,000, all things being the same as they are 
now, there’s no doubt that more people would lose jobs.”
 In a cluster situation, it’s common for shared costs to be 
apportioned in accordance with the proportion of revenue that a 
particular station generates, rather than by what each one actually 
spends. As a result, financial statements don’t necessarily represent 
that station’s true profitability … if there is any.

TyPIcAL STATIon
oPeRATInG exPenSeS
Salaries (excl. commissions) 30%
Sales commissions 15%
Administrative overhead* 15%
Ratings service   8%
Performing rights fees   7%
Marketing, promotion   0%
Research   0%
Operating Profit 25%
   Less debt payment   -25%
Net Profit   0%
*Includes rent, utilities, equipment/maintenance, vehicles, insurance, music/production/
traffic software, programming/engineering consultants, legal, subscriptions and fees, 
web hosting and related operating expenses. All figures are average estimates from 
interviews with GMs across various market sizes and companies.

proven to be very resilient over many decades, has to be able to operate in different climates … 
to reinvent its business model to some degree. I’m very optimistic because I believe the basic 
product of radio is still very viable. It’s something people want and will continue to utilize. 
Every piece of research I see indicates that people are using radio as they always have, to 
a very high degree of reach in the marketplace. I’m often asked, ‘Well, what about this or 
that competing audio product?’ None of them has been responsible for reducing the time 
people are spending with local radio. The bottom line is that radio still is a great product that 
consumers want.”
 Marsh affirms that Federated’s attitude is forward-thinking. “Our company is committed 
to radio, and I’m as excited and optimistic about this industry today as I was 28 years ago, 
given that there’s going to be a lot of change. I’m excited about that; I’m not afraid of it.
 “I still could not imagine anything else I’d rather be doing,” he says. “I am so blessed 
to have made a living at this. I came from a very small town in southern Indiana, and my 
parents and brother did piecework in a shoe factory. Not to knock them, of course, but when 
I think I could be doing that … and we complain about this? Come on!
 “Things have changed, but by and large we’ve held up all right. We’ve made some 
missteps, but personally I think consolidation was a positive thing. To me what screwed 
up everything was when everybody decided to go public and had to start answering to 
shareholders. We’ve had challenges for years, and will through my last day in this business 
before I retire. But if you understand and roll with it, and embrace change, it’s an exciting 
time to be in this business if you’re not the one hiding under your desk. Some guys are. Step 
up and figure out how this is going to work.”                                                                CAC

We would build consensus on 
most issues we had control 

over before we’d say, ‘Here’s 
our new rule.’ We were there 
to aid in their success, not to 

hinder them. – John King

Charlie Morgan

Carole Bowen



Arista
Brad Paisley leads the Arista charge with 

“Anything Like Me” from his Nov. 2 Hits Alive 
project. VP/Promotion Skip Bishop points out 
that the song is moving faster than all previous 
Paisley releases and “is destined to be his 14th 
No. 1 in a row.” More than a typical best-of 
collection, Hits Alive promises what Bishop 
calls “a three-tiered experience of onstage, in-
studio and online interactive elements that only 
Brad Paisley could have imagined.”

Australian import Adam Brand is 
introducing himself with “Ready For Love” 
after already proving himself Down Under. 
Bishop notes that Brand is the recipient of 
11 Golden Guitar Awards, which equate to 
Entertainer of the Year.

Carrie Underwood’s “Mama’s Song”  
is already underway on the charts, and 
will be a priority for the Arista team 

going forward. “Destined to be one of her 
classics,” Bishop says. 

And then there’s Jerrod Niemann’s 
second single, “What Do You Want From 
Me,” which hopes to follow “Lover, Lover” to 
No. 1 and gold certification while propelling 
sales of album Judge Jerrod & The Hung 
Jury. That release debuted at No. 1 in July. 
Bishop suggests Niemann is “the format’s next 
superstar artist.”

Late-breaking: Alan Jackson will have a 
hits project out Nov. 23, title TBA.

BBR/Stoney Creek
SSSS member Jason Aldean is doing his 

part Nov. 2 with the release of My Kinda 
Party. SVP Carson James says the BBR 
crew has been designated to drive the title 
track single to the top of the chart. Over on 
Stoney Creek, James heralds the return of 
Crossin Dixon and their single “Lovin’ In 

Q  
 The Spring meeting was 

held in total darkness 
in a crumbling old barn 

on the outskirts of Nashville ... 
and the collective fortunes of 
the country music industry and Country radio hung in the 
balance. As the Super Secret Superstar Society (SSSS) 
convened, there could be only one topic: who would be 
releasing fourth-quarter albums and their accompanying 
singles. One by one, Music City’s biggest stars stood and 
made their pledges. “I’m in.” “I’ll do one.” “Make mine a 
double.” “Me, too.” The rest is about to be history.  
(Ed. Note: We could be making some of this up.)

The
Music
Fourth Quarter Music Preview

The Country.” “They feel like this is their 
sound,” James says. “Big-time three-part 
harmonies and in-your-face attitude.” At 
radio now. James Wesley and Thompson 
Square remain priorities, and the label is 
equally excited about Blake Wise and his 
upcoming new single. “He’s got a great 
voice, GQ looks and is just a really good 
dude,” James says. Look for music in 
November.

Big Machine
Even with more than a dozen major album 

releases on the books, surely Taylor Swift’s 
Speak Now is one of the top few. Her label is 
celebrating its fifth year in business with its 
biggest album yet, out Oct. 25. “Country radio 
will have numerous ways to get involved with 
the release, with a larger-than-life contesting 
element in play, as well as many on-air album 
release tools in the works,” says Sr. Dir./Bunch 

Of Stuff John Zarling. A follow-up to the 
chart-climbing “Mine” is expected late fall.

Also in the barn that night raising three-
part hands were Rascal Flatts. Their first Big 
Machine album Nothing Like This arrives Nov. 
16. Coincidentally, the Big Machine promotion 
team is eyeing street week for maximum 
airplay on lead single “Why Wait.” Again, look 
for multiple tie-ins with Country radio.
Steel Magnolia’s “Just By Being You (Halo 
And Wings)” will continue to build a buzz for 
the Jan. 11 release of their self-titled debut. In 
addition to the current single, the top 5 “Keep 
On Lovin’ You” will anchor the album. And 
finally, Big Machine is working with sister 
label Republic Nashville on “That’s Beautiful 
To Me,” Jaron And The Long Road To 
Love’s successor to the top-selling single 
“Pray For You.”

BPG 
With five straight No. 1 singles and a 

double-platinum debut album, the Zac Brown 
Band’s admission to the club isn’t so secret 
anymore. And their second act, You Get What 
You Give, lands Sept. 21. First single “As 
She’s Walking Away” features fellow Georgian 
Alan Jackson, and the BPG team is probably 
invested in scoring nothing less than chart-
topper No. 6.

Newcomer Craig Campbell, like ZBB, is 
produced by Bigger Picture’s Keith Stegall. 
His debut album is due Oct. 19, title TBA. 
Also a Georgia boy, Campbell has “spent most 
of the summer visiting radio stations and will 
be finishing his promo tour and playing on the 
road through the end of the year to support 
his fast-rising debut single ‘Family Man,’” 
according to promo domo Michael Powers.

“If you’ve ever read Country Aircheck, this 

song’s for you,” is not one of the lines from 
Joey+Rory’s new single “This Song’s For 
You,” but it would be a nice addition. “After 
spending time this summer on the road with 
the Zac Brown Band, they wrote the song 
with him, and the whole band is playing on 
the track,” Powers says. Album Number Two 
(we’re not making that up) landed Sept. 14.

Singer/songwriter/actor/busy dude 
Christian Kane is back with “House Rules” 
and a yet-to-be-titled album out Oct. 24. He 
just finished filming season three of TNT’s 
Leverage and is embarking on a radio tour 
through year’s end.

Finally, Uncle Kracker says it’s “Good To 
Be Me” in the follow up to his multi-format 
hit “Smile.” Look for him on tour and at radio 
this fall.

Black River 
“As a kid growing up in Tennessee and 

Georgia, my father had an Indian belt folded 
and placed in the second drawer of his 
dresser,” VP/GM Rick Baumgartner says. 
“For those who aren’t familiar with an Indian 
belt, it is a leather belt with a design made 
out of little beadwork. The belt never had a 
buckle attached and was used for one reason 
– to impact my backside when I disobeyed. 
The fear of it was almost as bad as the pain 
it caused. And my mom took her seat in 
the choir loft every Sunday morning at our 
Baptist church.”

Nice story. But what does that have to do 
with ... oh, right. Due West’s new single “The 
Bible And The Belt.” Baumgartner explains, 
“Written by lead singer Tim Gates along with 

Blake Wise

Craig Campbell

Adam Brand
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Billy Austin and Marc Beeson, this is a song 
that will resonate with everyone who ever grew 
up like I did.” As will a crushing fear of beads, 
Indians, choir lofts and second dresser drawers.

In less traumatic news, Sarah Darling 
co-wrote her single “Wrapped in Moonlight” 
with David Malloy. Jeff Bates returns with an 
EP titled One Step Closer, led by single “The 
Rapture.” Both will be out in October.

BNA
Though unconvincingly asserting he knows 

nothing about a late-night barn meeting, Veep 
Bryan Frasher will admit, “Kenny Chesney’s 
record is, in my humble opinion, one of the 
best albums of new material from any act in 
years.” Hemingway’s Whiskey pours Sept. 28. 
“’Boys Of Fall’ will probably hang around 
until February,” Frasher says, “but we will 
be coming with a new single from this record 
sometime after September. You’ll hear the 
ground break around you when it hits radio.”

Frasher describes new material recently 
turned in by Craig Morgan as “right in his 
wheelhouse: tempo, country, fun and exciting.” 
Kellie Pickler is working on a new album with 
Frank Liddell; expect a single this fall. BNA 
also recently signed Casey James, who will 
soon be underway recording an album. “He’s a 
real artist, real musician and has been playing 
in bands in and around his home state of Texas 
for years,” Frasher says.

Capitol 
Breaking out the major musical capital, 

Capitol will be delivering Darius Rucker’s 
Charleston, S.C., 1966 Oct. 12 and Keith 
Urban’s still-untitled new release Nov. 16. 
Urban’s first single was expected at radio early 
in September. “New singles will also include 
‘Kiss Goodbye,’ the second single from Little 
Big Town’s August album The Reason Why,” 
says SVP/Promotion Steve Hodges. 

Lady Antebellum’s next single, “Hello 
World,” the fourth release from Need You Now, 
is also due Q4. A successor to Rucker’s “Come 
Back Song” is also slated, while the debut from 
Walker Hayes, “Pants,” is still being pressed 
at radio. Hayes’ first album Reason To Rhyme 
will arrive early next year.

Cold River
Katie Armiger’s third album Confessions 

Of A Nice Girl strikes Oct. 5. “Thousands 
of fans voted for the title on gactv.com,” 
the label’s Pete O’Heeron says. “Katie has 
worked with co-writers Sarah Buxton, Blair 
Daly, Joe West, Rebecca Lynn Howard, 
Amanda Flynn and Bruce Wallace for the 
project.”

Columbia
Vice Cop Jimmy Rector sets the stage for 

Big Red’s big lineup: “Joanna Smith is a 
modern-day Patty Loveless with Dolly Parton 
personality,” he says. “No worries of crossover 
here: this girl is country with the writing to 
back it up. First single ‘Gettin’ Married’ will 
relate to every female listener you have, single 
or not.”

Elsewhere, Miranda Lambert’s DVD 
Revolution: Live By Candelight hits retail Oct. 
12. And Vocal Event is already in the label’s 
sights when it comes to the Nov. 9 release of 
Coal Miner’s Daughter: A Tribute to Loretta 

Lynn. “Loretta, Miranda and Sheryl Crow put 
a modern-day spin on the classic song, as the 
30th anniversary of the movie is this year,” 
Rector says. “I can’t wait to get to work with 

Q The Music

one of the greats in our format. Hell, she 
invented the radio tour.”

Curb
Clay Walker’s “Where Do I Go From 

You” opens the season for VP Adrian 
Michaels and his charges. Early October 
will find them ramping up Lee Brice’s 
“Beautiful Everytime,” which they’d love to 
be as big a hit as “Love Like Crazy,” though 
maybe more quickly. There will be an as-
yet-undetermined Rodney Atkins single in 
November, and the last chart of the year will 
bring Star Deazlan’s “I Want A Man That 
Can Dance.” 

E1 
Chuck Rhodes runs out a big agenda that 

starts with Cody McCarver’s Q1 album, 
advanced by the current single “I’m America.” 
The video features a guest appearance by 
Charlie Daniels. Also next year will be new 
music from singer/songwriter Deborah Allen.

“One of the stories we’ll be telling over 
the next six months is that next to Disney, we 
are the largest independent film, television 
and music company out there,” Rhodes says. 
“With our television division producing hits 
like Rookie Blue on ABC and Hung on HBO, 
as well as distribution of the mega-hit film 

Eclipse: The Twilight Saga, eOne is poised 
to make major strides in all areas of the 
entertainment business in 2011.”

EdgeHill
Prez/dispenser of info David Haley has the 

floor. “I’m happy to be teamed with my friend 
Keith Burns from Trick Pony again, and I am 
happier that he introduced me to Michelle Poe. 
Burns & Poe are on the air with ‘How Long Is 
Long Enough.’ Look for the self-titled album 
around Nov. 1 on Blue Steel Records. 

“Remember this name ...” Ooh, a memory 
game. We want to play! “DJ Miller. He is 
going to be big. His first single ‘A Little 
Naughty Is Nice’ is making it on playlists as 
he makes his way across the country visiting 
stations.” The label is Evergreen.

Haley is also working the Cody McCarver 
project. “If you have not seen the video, please 
take a moment and go to CMT.com,” Haley 
says. “Cody has a great message.”

“New for us this month is Kolt Barber, 
who lives somewhere between the saddle 
and the stage. He owns a 300-acre ranch 
near Nashville, and when he is not working 
there he is in the studio working on his debut 
album, out later this year. The single is ‘Send 
The Rain.’”

Last but not least, Mark Chesnutt’s Outlaw 
album includes the single “Loving Her Was 
Easier,” which has Haley pumped. “Mark has 
one of the best country voices of all time. I am 
glad he is back on the radio.”

EMI Nashville
Double-duty Hootie Steve Hodges is back 

for a second round with Capitol sister imprint 
EMI. “Watch for EMI Nashville’s second Troy 
Olsen single ‘In Good Hands’ on the heels of 
‘Summer Thing.’” Get Right Tonight, Olsen’s 
debut album, will be a first-quarter release, 
though an EP lands Oct. 5. 

MCA
New kid on MCA’s block Josh Kelley and 

his single “Georgia Clay” are a focus right up 
to and through the early 2011 release of an 
album. “The buzz on Josh feels great, and he’s 
on tour with Miranda Lambert in the fall,” says 
MCA VP “V Is For Van” Haze. “I’m sure he’ll 
make even more fans.”

Gary Allan and Josh Turner are offering 
up third singles from each of their respective 
projects, and George Strait’s blowing through 
with “The Breath You Take.” Likewise for 
David Nail with his current “Turning Home.” 
Both Strait and Nail will release new albums 
in 2011.

Mercury
Sugarland’s current “Stuck Like Glue” 

is being counted on to propel The Incredible 
Machine to a big Oct. 19 launch. Newcomer 
Randy Montana is on the road with the 
duo and setting up the next single from his 
forthcoming debut. 

Billy Currington’s September release 
Enjoy Yourself has already spawned a hit 
in “Pretty Good At Drinkin’ Beer.” The 
second single from the project is still being 
determined, but you’ll see it before the snow 
falls, for sure. Laura Bell Bundy is back with 
a single from the “achin’” side of her album, 
called “Drop On By.” Look for a recurring role 
on How I Met Your Mother when the new TV 
season commences.

Easton Corbin’s “Roll With It” sure is, 
and a third single will be out in time for ka-
chingle bells. And last but not least, Jamey 
Johnson’s “Playing The Part” sets the stage for 
the double-disc The Guitar Song, which landed 
mid-September.

Nine North/
Turnpike

Loquacious Larry Pareigis has much 
to discuss, so we won’t waste a moment: 
“We’ve blown past the 50-station mark on 
the debut Skyville Records/Nine North single 
from Stealing Angels ‘He Better Be Dead,’” 
Pareigis says. “Wally Wilson, Paul Worley, 
the Nine North team and the ladies all want to 
thank you for your early support.

“Speaking of debuts, Emerson Drive 
have created their own label, Amdian Music 
Company, and Nine North is proud to be 
partnered with them on their new single ‘That 
Kind Of Beautiful.’

“Jason Sturgeon’s family used to work oil 

rigs – hence the name of his label, Toolpusher 
Records,” Pareigis says. Has he taken a breath 
yet? “We’re proud to be working with this 
Indiana native on his latest single ‘Rollin’ On.’”

Still going. “BamaJam Records has 
graciously brought the Nine North team aboard 
to bring you Blackberry Smoke and Matt 
Kennon. Smoke’s current single ‘Good One 
Comin’ On’ is going for airplay now. Matt’s 
‘You Can Still Wear White’ impacts Sept. 13.”

“We are also joining forces with Emrose 

Josh Kelley

Margaret Durante

Joanna Smith
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Q The Music
Records and Stroudavarious to present the new 
single from the stunning Margaret Durante, 
‘Mississippi’s Crying.’ Former Sony Music 
head Tommy Mottola brought her to the 
attention of James Stroud. She’s on the road to 
see you now, all leading to a Sept. 27 impact 
date.” So that’s about it for ... oops, we thought 
he was done.

“The Turnpike Music guys are very busy, 
too. Besides representing all the artists listed 
above on the Activator charts, they’ve been 
kicking ass on Root 49’s Bridgette Tatum 
and her current single ‘That’s Love Y’all,’ 
Warehouse Music’s Risa Binder and her 
upcoming single ‘All The While,’ and the latest 
from Average Joes’ Matt Stillwell. His ‘Drunk 
Enough’ goes for Indicator/Activator airplay 
Oct. 11.”

Quarterback
Newly partnered with John Ettinger, QB 

co-principal Chris Allums outlines the label’s 
efforts: “Todd O’Neill and the Adam Craig 
Band have both been back in the studio, and 
we’ll have great new singles from both of them 
shortly,” he says. “Also, we’re excited to be a 
part of Bridgette Tatum’s team now, and look 
forward to continuing growth with ‘That’s Love 
Y’all.’ We’re also looking forward to introducing 
Matt Gary, a new artist we have big plans for in 
the coming quarter and next year.”

RCA
Chuck Wicks’ “Hold That Thought,” 

Danny Gokey’s “I Will Not Say Goodbye,” 
and Chris Young’s “Voices” remain top 
priorities for RCA, with Young and Gokey’s 
tunes supporting current albums. Wicks’ is the 
debut release from his upcoming sophomore 
album.

Also on Nipper’s plate (bowl?) is the debut 
single from Academy Award winner and 
RCA recording artist Gwyneth Paltrow. “It 
is one of three great songs she sings on the 
soundtrack for the film Country Strong,” raves 
VP Keith Gale. “We plan to release all three 
as singles. There is so much going on with this 

project and this film. Please ask your RCA rep 
for more info.” The film stars Paltrow and Tim 
McGraw; look for the soundtrack Oct. 26.

Brand-new music from Sara Evans, “A 
Little Bit Stronger,” is pumping airplay iron 
already. A Tony Brown-produced single is due 
early in 2011. New music from Jake Owen 
will also land before the New Year’s ball drops.

Republic 
Nashville

“If I Die Young” shows no signs of it, as 
The Band Perry’s chart-climber continues to 

build for Republic Nashville and promotion 
honcho Bobby Young. “The band has been 
home in Greenville, TN probably a total of 30 
days since beginning the first leg of their radio 
tour last October, and there doesn’t seem to be 
any chance of the schedule lightening up,” he 
says. The album is due Oct. 12, and a major 
tour slot will materialize in November.

Sunny Sweeney’s “From A Table Away” 
certainly draws on the singer/songwriters 

deep love of country, but Young points out, 
“Her producer Brett Beavers has wrapped her 
music in a production that is definitely today 
and sounds amazing in today’s current mix of 
contemporary country.”

Yep. Looks like Jaron & The Long 
Road To Love still has the format’s longest 
name (take that, Zac Brown Band featuring 
Alan Jackson). Republic Nashville also has 
J&TLRTL’s “That’s Beautiful To Me” with 
which to follow “Pray For You.”

Look for a new single from Eli Young 
Band in the quarter, as well. “They’ve spent 
the last six months recording their first album 
for us,” Young says. “Over the past few years 
they have proven they can find great songs 
with infectious melodies and hooks and create 
signature music.”

Ride
VP David “Rick” Shaw says, “Team Ride 

is pushing forward with ‘Sunshine!’” Which 
beats pushing forward with light drizzle any 
day. “The sun is always shining somewhere, 
and the fans are laying out their hard-earned 
American shekels for this Steve Azar single. 
So, steady-on! Big ole thanks to everyone 
who has supported us getting this hit song 
heard. Look for a new Azar track (yet-to-be-
determined) in the New Year. And be on the 
lookout for a new act next year, as well.” 

Rocky Comfort
The growing Rocky Comfort crew is 

comfortably in a groove working the new 
Zona Jones cut “Prove Me Right.” The song 
was written by Radney Foster and produced by 
James Stroud.

Show Dog- 
Universal

Can’t decide if Toby Keith is an unlikely 
candidate for joining a secret superstar society, 
or is a you’d-never-guess-it ringleader. Either 
way, he’s bringing the Q4 firepower with Oct. 
5’s Bullets In The Gun. Single “Trailerhood” is 
rockin’ radio now.

Promo gunner Rick Moxley says stations 
can expect an Oct. 25 add date on new music 
from trio Carter’s Chord. “Simple Little 
Screwed Up Life” is the title. “They’ve been 
in the studio with Mark Wright and Toby,” 
Mox says. “It’s a catchy, uptempo thing with a 
unique spin on how things sometimes get out 
of control.”

Stroudavarious
“We’re proud to be in partnership with 

Treehouse Records and Dale Morris 
Productions,” Veep Bill Macky says. “First 
up is ‘Leavin,’ our debut single from Blaine 
Larsen. The tune allows Blaine to showcase 
his incredible vocal range on a song that was 
a multiple-week No. 1 for Paul Brandt in 
Canada.

“’Keep In Mind’ is the new single from 
LoCash Cowboys,” Macky continues. 
“Written by Jeffrey Steele and Shane Minor, 
it’s an ‘every parent’s prayer,’ no matter how 
young or old their children may be.”

Stroudavarious is also teamed with Emrose 
for the Margaret Durante launch. James 
Stroud produced the album and debut single 
“Mississippi’s Crying.” Impacting Sept. 27. 
Finally, expect to hear from Dale Morris 
Productions’ Rob Lane. “He’s a talented 
young man with a big, strong voice and a debut 
single called ‘The Best Is Yet To Come.’”

Valory
“On one hand, I feel like Santa Claus on 

Christmas Eve getting ready to deliver a bunch of 
presents,” VP Jon “Loco” Loba says of his crew’s 
on-deck music. “On the other hand, we feel like 
the CIA. We could tell you what is coming in Q4, 
but then we would have to kill you.” As if he’s the 
first promo guy with that thought.

In the not-so-secret category (or is she?), 
Reba’s All The Women I Am splashes down 
Nov. 9. Team Valory will continue working 
her “Turn On The Radio,” as well as Justin 
Moore’s “How I Got To Be This Way.” They’ll 
also be on the road giving radio a preview of 
some new music from Moore.

“Somehow in the midst of an incredibly 
intense touring schedule, Justin has managed to 
write like crazy and has turned in some amazing 
songs,” Loba says. “We can’t wait for everyone 
to hear them!”

Warner Music 
Nashville

Senior Señor Chris Stacey checks in 
with new news from the newly expanded 
double-trouble Warner group. Taking point 
is Blake Shelton’s second single, “Who 
Are You When I’m Not Looking,” from his 
All About Tonight six-pak. Stacey calls it “a 
vocal performance that will take your breath 
away,” adding, “This is why women love 
Blake. This single will also be on Blake’s 
first greatest hits release, due out Nov. 9.” 
What? Another surprise Q4 album? 

James Otto’s self-penned “Soldiers & 
Jesus,” from his Sept. 14 album Shake What 
God Gave Ya is on deck. “There’s no question 
that James is the new proponent of country 
soul,” says VP Bob Reeves. “The breakout 
star’s follow-up to 2010’s quintessential 

summer song will have you doing an about-
face, and bring you to a standstill.”

The JaneDear girls’ “Wildflower” will be 
worked through the quarter. “The reaction to 
this song and video by the fans is really quite 
amazing,” Stacey says. “The video reached 
No. 1 on the GAC countdown after just a few 
short weeks of fan voting.”

Atlantic’s Jesse Lee sings “Like My Mother 
Does,” and debut music from the Dirt Drifters 
and Jason Jones will also surface.

Warner Atlantic 
Reprise

Because the battle analogies are just too 
obvious, we’ll go the opposite direction and 
frame the new label’s write-up with a theme 
of, mmm, bunnies. Up first, the WAR team 
marches straight into ... the carrot patch with 
Reprise’s John Rich and “Country Done 
Come To Town,” the lead single from his 
forthcoming Rich Rocks six-pak.

Fuzzy guitar nibbler Frankie Ballard’s 
debut Reprise single “Tell Me You Get 
Lonely” is locked and ... twitching its little 
pink nose. WAR is also launching Atlantic’s 
Brett Eldredge, whose moving debut single 
“Raymond” will have the label’s regional 
reps hopping out to radio with ears blazing.

For something slightly different, the 
label will also be working a project called 
Original Songwriter Demos featuring 
original demos that artists heard when they 
were pitched what would ultimately become 
hit songs. “All of us industry insiders have 
had the chance to hear stuff like this,” Stacey 
says. “But the fans, the core fans, will really 
love the opportunity to hear it.” 

Tune in next quarter as we continue to 
unravel the mystery of the Great 2010 Album 
Deluge. But for now, that’s all, folks! Well, 
maybe not all. DJ Miller!!! (Haley probably 
thought we weren’t paying attention.) CAC

Gwyneth Paltrow

The Band Perry
Jason Jones

Brett Eldredge
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CA: You spend a lot of time researching 
Country radio listeners and have access to 
additional research. What are some of the 
current trends you’ve identified?
JA: We’re now in a phase that comes along 
every seven to 10 years, when crossovers are 
occurring. When fans hear an Uncle Kracker 
on their Country station, they don’t seem to 
mind that at all. They love Crossroads on 
CMT and the idea of seeing Brad Paisley 
riffing with John Mayer or Peter Frampton. 
Country listeners really get that and appreciate 
it. Most of their friends aren’t country fans, 
so it’s like a secret they want to let them into 
about something that’s really good.
 But now, when we’ve got Lady Antebellum, 
Taylor Swift, Keith Urban and now Jerrod 
Niemann being picked up by multiple formats, 
the core Country listeners have taken note and 
don’t like it. Hank Williams, Sr. dealt with 
the same thing with “Your Cheatin’ Heart”, 
and I know that happened with Dolly Parton 
with “Nine To Five,” Shania Twain and Faith 
Hill. I don’t think the fans have ever liked it 
when they cross over. It’s an ownership thing. 
Listeners really enjoy it when other artists 
like Darius Rucker come into country; they’re 
delighted to have him in the format. At a West 
Palm Beach concert, it was interesting to 
see the young-skewing audience grooving to 
all his country songs, and yet when he does 
Hootie & The Blowfish material, they didn’t 
know it. You watch Jimmy Buffett perform 
for a packed house of Parrotheads, and when 
he does “It’s Five O’Clock Somewhere” with 
Mac McAnally, the whole crowd goes crazy. 
And you think, “These folks must all be 
listening to Country radio.” 
 The Country audience is not that crazy about 
Taylor Swift crossing over; it causes a bit of 
negative polarity. But it’s great for her to go on 

the MTV Awards and basically self-identify 
as country. It’s smart, savvy and I know we all 
appreciate it a lot. On one hand, you welcome 
it because it’s improving the image of country 
outside the core, which has got to be good for us 
long-term. And yet the core’s not comfortable 
with it; they don’t get it and they don’t like it.

Do crossovers have any other impact as it 
relates to radio?
The CMA study has shown two years in a row 
how one impediment to fans listening more to 
Country radio is repetition. And when these 
artists are all over the band on other stations, 
they hear that as a lot more repetition.
 A complaint of Country listeners we’ve 
always heard that many of us tend to deny is, 
“You play that same song every hour.” But in 
markets where there are three or more Country 
stations playing much the same list, it is possible 
if you dial around a little bit to hear the same 
song once or even twice in an hour. So to deny 
their reality is to deny what’s going on for them.
 There’s another aspect of the repetition: 
the sameness of sound. I was in a PD’s office 

recently and counted 30 artist pictures on his 
wall. There are more artists touring around 
visiting stations today than I’ve seen in many 
years, and more regionals trooping around 
with independent artists than I’ve ever seen 
before. You look at this group of autographed 
photographs with their “thank you for taking 
time to meet” notes, and, in my humble 
opinion, it’s a bunch of sound-alike artists 
or groups. I asked the PD, “Could you tell 
me what makes this person different?” The 
answer was no. 
 You would think new music would be 
the antidote to the repetition issue, and yet 
there’s a sameness to what’s being pushed at 
radio that I know listeners don’t embrace. It’s 
not that they don’t like it; they can’t tell the 
difference. What you want to do is build a 
star who’s going to be able to tour and draw 
crowds. The smart stations are cherry-picking 
and adopting certain artists and trying to build 
them into stars, and that’s the right thing to do. 
But the trouble with that is that if one station 
adopts someone and another adopts another, 
we don’t have the national penetration that is 
still important to make what you would define 
“a hit” and a superstar. 

What are some of the key programming 
issues that you see for Country radio?
We do an annual consumer road map study 
in which all our clients in the US and Canada 
participate. If you had asked the listeners 20 
years ago, or maybe even 15 or 10, “What 
are the reasons why you choose one Country 
station over another?,” the top two reasons were 
always, “The station plays the best songs for my 
taste” and “The one that plays the most music 
without too much talk and interruptions.”
 We’ve seen a trend over the last few years 
where “the best songs” still wins. People still 

want to hear the best music – the ones they like 
most – a lot. That’s what drives your usage of 
radio today for country fans. But the latter is 
not true anymore. It’s no longer quite so much 
a music quantity [issue]. Instead, it tends to 
be, “DJs who sound like friends, who relate 
to the music and keep me updated on things 
I’m interested in.” And in a way, it’s ironic 
to see this happening at a time when radio is 
becoming more and more voice-tracked.

Isn’t that a problem?
Yes, and it’s a huge one. There are two things 
that are success factors of the over-performing, 
big Country stations – certainly among our 
clients—and in general, as well. One is that 
they still have jocks who relate to the local 
community. Look at stations that do better than 
the national average for Country shares, and a 
commonality is that they’re local and deeply 
involved in the community. They have people 
who personify and bring the brand to life – not 
just in one or two dayparts, but across the 
board. Most Country stations aren’t doing that, 
but the ones that do, do well.

 The other commonality is social 
networking. Look at any Country station 
that’s doing double-digit shares, and then look 
them up on Facebook. They’re going to have 
20,000-35,000 Facebook friends. The average 
Country station maybe has 1,000 or 1,500. 
And maybe they have voice-tracked middays 
and 7-midnight is syndicated. So I would just 
say, “Hey, radio. Something is going on here. 
Listeners want to be engaged, converse and 
have a dialogue and be part of a community.”  
If we don’t do it, we’d better. Luckily, there 
are a lot of Country stations that still do it, and 
they’re doing really well.
 The reason why other Country stations 
aren’t doing it is because this has been a tough 
economy, and it’s not getting better. There are 
people who want to buy 
and sell stations, and, 
to a large degree, 
that will solve this 
problem.
In spite of 
bringing 40% 
to the bottom 
line, a lot of big 
companies can 

barely pay the 
debt service. 
If people could 
get out from under 
the debt they have 
and somebody new 
could buy a station at 
a reasonable multiple, 
we’ll start seeing radio 
get back to a local 
service.  I think most 
people know what we 
should be doing. 

Everybody talks 
about using 
Facebook and 
Twitter. How 
well do you see 
stations integrating social
networking to maximize its value?
I see a lot of folks using it the wrong 
way, as if it’s like a liner card or a 
promo telling people about what 
you’re going to do. I also see stations 

that tweet the title and artist of every 
song they play, so every three minutes they’re 
sending you a tweet. What are they thinking?
 The right way is to communicate with 
listeners and listen to them. They want to 
communicate to us, and if all we do is shout 
at them, we’re sending them away. What we 
should do is listen and converse with them. 
Ask them things, they’ll reply, and then thank 
them for the reply. Give thanks for that reply 
on the air, so what you’re doing is inviting 
them to the dialogue and getting their help in 
creating the compelling content, the sense of 
immediacy of what’s going on.  
 Integrate that social network into what you 
do as a new platform for the entertainment 
that you create; [it’s like] engaging people in 
3-D. So your Facebook, Twitter and MySpace, 
very simply, have to be as entertaining as the 

station if you hope to use them to brand and 
market it. If all you are doing is hyping 

and selling me, I’m not going to be your 
friend; I’m not going to like you. If your 

radio station makes a promise, your 
Facebook presence better deliver. 

What’s your sense of PPM at 
this stage of the game?

It’s an immovable force 
coming our way, and it’s 

good. It’s far better than 
the old system, by 
and large, except, of 
course, the sample 
size is way too small. 
And as a result of the 
sample size being 
small, there are really 
some huge flaws in 
the system in terms 
of reliability. There 

are too many panelists 
per household and not 
enough households, 
so the geographical 
representation for the 
panel is not as good 
as it probably needs 
to be. Arbitron is 
trying to fix it, but 
it’s a process where 
you’ve got a panel that 
[runs] as long as two 
years in the US and 
three years in Canada. 
Fixing problems is 
an evolutionary thing 
because they’re going 
to have about an 8% 
movement within the 
panel month-to-month. 
 But you have to 
say, when you look at 
it under a microscope, 
as I have, by and large, 
that it is [measuring] 
real radio usage. It looks 
believable, it’s people 
living their lives, and the 
great news is that radio 
is so deeply integrated 

in them. Other media talk 
about how younger people 

don’t use radio anymore and 
that radio’s reach is nowhere 

what it used to be because of 

Jaye Albright
What’s In It For The Listeners?
Over the course of a 45-year broadcast career, Jaye Albright has held just about every radio job imagin-

able – major market programmer, personality, manager, researcher and consultant – but her contribu-
tions to the industry are so much deeper than the positions she’s held. It’s hard to imagine anyone has 

been more thoughtful, more insightful or has mentored more programmers and air talent than she. It’s also 
hard to imagine anyone with more passion for this format, and for radio, than Jaye. 

 Spending an hour talking to the 2008 Country Radio Hall of Fame inductee is an education in itself. Country 
Aircheck recently caught up with her on the road – where else? –  during a client visit to WYCT/Pensacola, 
FL. Our thanks to GM Mary Hoxeng and PD Kevin King for sharing Jaye with us.

Always make it about the 
audience, about the listeners, 

their lives and their values.
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new media. The great news about PPM is that 
it proves the lie in all of that. Radio’s reach is 
huge, and young people still use radio a lot. 
Radio and television are the big media dogs. 
What other medium can say, “Our average 
consumer is with us more than three hours 
every day”? The People Meter shows we’re 
still ubiquitous. When it comes down to out-
of-home, there’s just no medium that has 
the impact, power and depth of radio. That’s 
what’s exciting. 

How do you regard PPM’s impact on 
Country radio?
The advent of PPM has been really good to 
Country in markets where there’s only one 
dominant Country station with a low ethnic 
population. But it’s not been so good to 
Country in markets where there’s multiple 
Country stations or where there’s a very high 
ethnic population. That’s a big concern. In 
some markets, where Arbitron is having great 

difficulty getting an ethnic/non-ethnic sample 
balance accurately reflecting the population 
through these small PPM panels, we’re going 
to begin to see Country [or multiple Country 
stations] as not viable anymore.

How much of what you have learned from 
PPM about programming to listener behavior 
translates to your diary market clients?
Everything, actually. There’s really only one 
thing that isn’t transferable, and that’s the way 
PPM credits quarter-hours versus the way 
diaries do. In PPM, you should overlap quarter-
hours with your spots. The right thing to do is to 
minimize the number of commercials in every 
quarter-hour as much as you can in PPM. The 
first three minutes of every quarter-hour aren’t 
critical to have an average-quarter-hour, because 
you need five. So you want to put together five 
minutes of listening, and it doesn’t have to be 
contiguous in PPM; it can be just any five. Other 
than that, to me, everything is the same. 
 The biggest lesson of PPM is that people 
don’t like commercials, and clutter makes 
people change stations. Duh! The truth is that 
the station which plays the fewest commercials  
and is the most entertaining, with a mix of 
personality, music, fun, contesting, information 
and relatability, is going to do well. And the 

station that plays the most minutes of things 
that listeners don’t care about, like promotions, 
hype, hard sell and commercials, is not going 
to do as well.  
 As I’ve consulted over the years, 
managers have said, “Can you prove to 
me 10-12 minutes an hour of commercials 
is about as many as a successful Country 
station can run and still generate good 
time spent listening? Show me.” And, of 
course, in diaries, the data is not down to 
the micro-level enough to be able to really 
believably do that. Look at the TSL of a 
station that runs 15 minutes of commercials, 
and the TSL of another that runs eight. 
You can kind of see it in diaries. But in the 
People Meter, whether it’s a commercial or 
a promo – non-interesting, non-entertaining 
anything – the minute you’re trying to sell 
somebody something, probably 40% of the 
audience is going to go away. And you can 
prove that.

 [Arbitron VP] Gary Marince said, and I 
believe this, “PPM, if folks will pay attention 
to it, is going to make radio better.” And it will. 
But we’re going to be dragged kicking and 
screaming into that because old habits die hard.

There seems to be a much larger emphasis 
on brevity.
You’ve got to keep in mind that the average 
occasion of listening is a lot shorter than we 
ever believed it was in diaries. And yet anyone 
who really thought about it knew that was 
right. The idea that what we see in diaries – six 
or seven quarter-hours as one point of listening 
for people in cars driving to work as the way 
they [really] use radio – the truth is that it’s 
not real. The average length of the [listening] 
occasion is somewhere between 2-11 minutes, 
depending on how heavily the person uses the 
station. If you build everything you do to, say, 
within a 2-11-minute period, you’re going to 
get everything I want to you to know about my 
brand. You’ll do well in diaries and PPMs, too.
 As you think about all that, you begin to 
realize what a genius Bill Drake was. Because 
really, everything he taught his jocks in the 
‘60s is about PPM-friendliness. A lot of us in 
the ‘80s and ‘90s forgot that stuff as morning 
zoos began to proliferate. We tended to think 

that the bigger we make things, the bigger 
impressions they’re going to have. But the 
truth is that the more powerful you can say 
it, in fewer words, and the more you talk like 
a real person rather than talking like a disc 
jockey, the better you’re going to do, whether 
in PPM or in a diary market.

We’re seeing a lot of air talent adjustments 
taking place in PPM markets.
I was a personality for 30 years, and was as 
guilty as anybody of being too corny, too self-
involved. I talked too long and forgot to engage 
the listener. The message I have learned from 
PPM – and if you apply it you can see it works 
in diary markets, too – is that the station we 
all work at is WII-FM. Those call letters stand 
for “What’s in it for me?” If you approach the 
listener with that in mind, if everything you do 
is listener-focused and starts by telling them 
what’s in it for them about what you’re going to 
talk about, it’s all good. It works.

If you’re talking with an air talent, or with a 
programmer about talking to talent, how do 
you convey “What’s in it for me” radio in a 
real-world context?
In some ways, the answer to that is how you do 
Country. Most other formats, other than maybe 
News/Talk, have about a seven-to-10-year age 
target they’re talking to. You can clearly define 
the values of a certain age group and be able 
to tell, whether it’s a Top 40, Classic Rock or 
whatever, exactly who they are. Most of us are 
really good at talking to our own generation. 
Those of us who are 45+ really “get” boomers 
and understand how to engage and relate to 
them; they know what boomers’ lifestyles are 
like, what their priorities are, their worries and 
all that stuff. 
 The challenge with Country is that we’ve 
got three generations within the target audience 
now. Let’s say our target is 18-49 or 25-54. 
We have almost exactly equal proportions 
of the 15-29-year-olds – a large group of the 
population called Millennials, and then we’ve 
got the Gen X’ers, which is a smaller number 
in the population, but they’re right in the center 
of our target – 30-44. And then you’ve got the 
leading-edge boom, which is another large 
group in the population, turning 55 at a fairly 
rapid clip every year. So we’ve got to figure 

out ways to build values-based commonalities 
that unite them all.  
 Look at Brad Paisley as an example of 
how it’s done: Tell stories about your life. 
Sometimes they’re emotional, family-oriented, 
about kids, relationships, sometimes tongue-
in-cheek-funny, poking fun at yourself. Then, 
like he did with “Water,” invite your fans 
in to contribute the pictures and videos of 
themselves doing things in the water, so that 
when they go to the show, they see themselves 
as part of it. That’s what I mean by “What’s in 
it for me.” 
 What you want to do is create a community 
of people who connect and share with one 
another through your station and through 
all the other things your station has today: 
loyal listener clubs, VIP clubs, insider clubs, 
Facebook pages, video blogs – all of that.  
 Utilize everything to bring people together, 
let them tell their stories. Interact with them, 
engage with those stories through every tool 
you’ve got and then put the best of that on 
the radio. Always make it about the audience, 
about the listeners, their lives and their values. 
It sort of gives the feeling, “If you want to 
know what people who like Country music in 
this town are all about and what they’re like, 
this is the only place to connect to that.”

Would it behoove stations, especially 
morning shows, to tier or layer the people 
on the air to span those three different 
life-groups? 
Yes, I think so. Although the good news is 
that there is a lot of similarity in the values of 
all of them. An amazing development is how 
conservative the Generation Y group is – it’s 
very family-oriented. So really, bringing 
people together and thinking of them as a 
listener family works really well for all of 
them. That’s why St. Jude and Children’s 
Miracle Network have always worked well for 
us … helping other people, finding needs and 
standing up for what people care about. That 
works big-time and unites everybody.

What are the key traits of successful PDs 
today?
You need to be a leader, a manager and a 
communicator. And you also need to be a 
terrific time manager – someone good at 
prioritization and who never wastes time 
working on something that isn’t going to 
achieve your goal. Once upon a time, that 
would not have been even in the top five skills 
a PD had to have. But you do today because 
there are so many demands on people’s time. 
You also have to be a delegator and understand 
how to make people accountable once 

you’ve delegated to them to make sure the 
organization is heading in the right direction 
and getting things done. That’s because 
the organizations we’re managing now are 
bigger than they ever were before and we 
have more things under our responsibility. 
 The other things – coach, mentor, 
recognizing talent, rewarding and 
challenging them and helping them to grow 
and to recognize what good content is 
and isn’t, teaching people how to develop 
and create it, and developing and creating 
it yourself – the old skill sets are still 
necessary, too.

Are you excited about radio today as when 
you got in it? 
Oh, my gosh, yes. There’s something 
liberating about hitting what you could be 
called retirement age. I could actually stop 
now, really. But I still want to do it because 
it’s still fun, still great. Then, of course, 
there’s my own personal story of gender 
issues and the industry being so supportive of 
me. I’m the poster child for carpe diem. There 
are a lot of really good things happening 
in our music right now and there are some 
wonderful people. It’s fun to see it and fun to 
be cheering them on as they do it.

The challenge with Country is that we’ve got three generations 
within the target audience now. We’ve got to … build values-

based commonalities that unite them all.

CAC

Changing Stations: Albright (r) with WYCT 
GM Mary Hoxeng and PD Kevin King.
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