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CBS Radio/Houston VP/Programming & KILT PD 
Bruce Logan: Back in the day Josh Easler – then a 
promo rep for RCA – showed up in my office and laid 
on my couch while wearing a black dress trying to get 
me to add Chris Young’s “Gettin’ You Home (The 
Black Dress Song).” It was not a pretty sight, but we did 
add the record. Josh’s mistake was posing for pictures!

 A few months later all the brass from Sony/
Nashville came to town for a visit and the station 
hosted a cocktail party for everyone. The pass for 
admittance featured the photo. It was great seeing 
Joe Galante, Tom Baldrica and Keith Gale, among 
others, with the picture hanging around their necks. 
Thanks, by the way, to Triple 8’s Mark Gray for 
hanging on to it! He was the promotions director in 
charge of the event.
Arista VP/Promotion Josh Easler: Zero chance the 
dress would still fit. I haven’t aged well.

Cumulus Dir./Nash Programming John Shomby: 
In my Top 40 days I had a rep show up in our lobby 
once with a mattress, blanket and wearing pajamas. 
He told the receptionist he was staying there, even 
if it took days, until I added his song. It was a single 
by an artist at the time named Greg Kihn. His stay 
didn’t last a day, though. I had the GM in my office 
early that afternoon asking me to do something, and 
then the receptionist calling to tell me that the lobby 
was beginning to smell. Needless to say, I added Greg 
Kihn that day.

 But the most creative record guy I have ever 
worked with is John Fagot and he’s still in the 
business. He was my Columbia rep when I was in 
Dallas and showed up once dressed as a masked pro 
wrestler using the name “Fantastic Johnny Wham.” 
And yes, he wanted airplay for the new song by 
Wham!. There was another time he showed up 
dressed as a woman with the idea of creating a scandal 
so we would consider playing the song by – you 
guessed it – Scandal. He showed up yet another time 
carrying around a mirror so we were always looking 
at two of him. He said he wanted us to think “double” 
and add two of his records that week. It was fun! I 
haven’t seen that type of creative promotion in years.

Valory Dir./Northeast Promotion Don Gosselin:  
I flat out refused to play “Red Solo Cup” when I was 
programming WNOE/New Orleans. Just refused! 

Until I watched one of the marching bands in a Mardi 
Gras parade roll down the street playing – you guessed 
it  – “Red Solo Cup!” I’m fairly sure Toby did not 
arrange for the band, but when I watched the crowd 
having so much fun, I added the song the next day. 
We actually sent a video of the Mardi Gras band to 
Toby and he posted it on his website.

WLHK/Indianapolis PD Fritz Moser: I was working 
at a Top 40 station in Billings, MT in the early 
‘90s. Before voicemail, our receptionist would take 
messages and this guy I hadn’t talked with yet was 
getting a little frustrated. Off the cuff I told our 
receptionist, “If he had something that stood out I’d 
call him back right away.” The next day there was a 
whole roll of fax paper all over the floor and written 
on it repeatedly was “How’s this for standing out?! Call 

me!” So I did. He told me he’d made a loop of the 
same message on his fax machine and let it transmit 
until we were out of paper. Then he sent us a $50 roll 
of fax paper and said it was worth every penny. Very 
well played.

Reviver’s Paul Williams: When I was PD at KPLX/
Dallas and Enzo DeVincenzo was with MCA, he 
delivered a brand new toilet full of his CDs with 
a note that said, “All My Songs Can’t Be Crap.” 
That “crapper” and most of the CDs lived in our 
production room for years to come. And Enzo ... went 
into management. Just saying.

Curb Dir./National Promotion Mike Rogers: So it was 
1995 or something, I was in Dallas, still kind of new 
and having a hard time getting [KPLX/Dallas PD] 
Brad Chambers to believe in Ken Mellons. “Jukebox 
Junkie” was the single and Brad just wasn’t sure. For 
some reason I was down at the farmer’s market one 
weekend with my wife when I came across a produce 
vendor. I asked the guy how much it’d cost to buy his 
whole flatbed truck full of watermelons. He told me 
$200, I agreed and told him I’d be back. Brad’s music 
director, Teresa Whitney, was helping me out and 
told me when he was going to be out of the office. So 
I called the guys back a few days later, gave them the 
station’s address and had them drive the watermelons 
over. The offices were near the top of a high rise 
downtown and it took about an hour to get them up 
to Brad’s office, where they stacked them all on top of 
one another. There must have been 200.

So Brad showed up a day or two later, the whole 
thing was a success and he couldn’t figure out what 
to do with all the watermelons. We laughed about it 
and I got the add. But it doesn’t end there. I got a 
call right after that from Teresa, who told me station 
GM Dan Halyburton was furious! Apparently they’d 
just put new carpet down – like the day before the 
watermelons got there – and the dollies the guys had 
used were really dirty and had left tracks all over the 
place. We thought we were going to have to buy new 
carpet, but I think we got away with having it cleaned.
Falls Media Group’s Dan Halyburton: I don’t have 
anything to add to that except that I love watermelon.

Warner Bros./WEA Dir./National Promotion Adrian 
Michaels: I was at Curb and working KILT/Houston 
PD Mark Adams, who had a rule that he did not go 
to dinner with artists or reps. He also didn’t like you 
to play singles for him. You could wave at him as you 
passed his office – that was about it.

 But I convinced him one time to break his rule and 
go to dinner with Lee Brice and myself. He’d only do 
it if we went to a very inexpensive Mexican restaurant 
near his house, so that’s where we went. As we were 
getting dessert, the mariachi band came by to play 
for us. Nobody at the table knew it, but I’d called the 
restaurant the week before and paid the band to learn 
“Woman Like You.” So as they served us, they started 
playing an amazing mariachi version of the single! 
Everybody at the table laughed and Mark added the 
song then and there.

For 
An

The early bird gets the worm, but the 
relentless rep gets the add. From dressing 
in drag to smuggling sand from the tropics, 
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music world go ‘round.
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iHeartMedia EVP/Programming & KNIX/Phoenix 
PD Steve Geofferies: It was years ago and I was 
sitting at my desk in Greenville, SC when I heard a 
song start playing in the hallway. Next thing I know 
[then-BNA rep] Chris Waters is running around my 
office in a chicken costume holding a speaker and 
playing Craig Morgan’s “Still A Little Chicken Left 
On That Bone.” That’s going above and beyond, but 
memorable! (Ed. note: Search YouTube for “Chris Waters 
Got Chicken?”)

Promo vet Chris Waters: We were having a hard time 
with that single and I’d talked to people until I was 
blue in the face about it. And when people stopped 
taking my calls, I just decided to buy a chicken suit 
and be stupid. If they weren’t going to pay attention to 
polite requests, I was going to make ‘em pay attention! 
I went all over the Southeast with it and even 
surprised Craig onstage one night. I would get into 
the station with help from the promotions director or 
somebody, then walk in on the PD. And I got adds! 

But my favorite stunt was sending a hearse to 
WWGR/Ft. Myers to pick up all the records on “life 
support” to add the Lost Trailers single I was working 
at BNA. Justin Tyler was the PD and he kept telling 

me he had all these records on life support, and as 
soon as one died, he was gonna add mine. I finally 
called some funeral homes and the first thing I’d 
say was, “How’s business?” Most of ‘em hung up on 
me, but one guy who answered laughed, and I knew 
I had the right place. He put me on the phone with 
his dad, who ran things, and it just so happened 
the guy was a country fan. He had a Kenny Chesney 
record sitting on his desk as we talked. Since Kenny 
was on the label, I offered him tickets and backstage 
passes to a Tampa show in return for a favor. He had 
to drive his hearse to the station, ask for Justin, tell 
him to pull the plug on all those records and that he 
was there to pick ‘em up. He told him to add my Lost 
Trailers single, too. All I needed was a picture of him 
and Justin out by the hearse and less than two hours 
later I got it. And the add.

WUSN/Chicago APD/MD Marci Braun: Mercury 
was working Jamey Johnson’s “In Color.” This was 
pre-Stapleton, of course, and because Jamey was 
super traditional, it sounded a lot different than 
everything else on the radio. We just weren’t sure it 
was a good fit. So without us knowing, Royce Risser 
and Van Haze flew up for a day, went to Millennium 
Park with a camera and started playing it for people 
and recording their reactions. And of course they 
prompted everyone to say that US99 was their 
favorite radio station. It was hilarious! One lady 
completely screwed up our name and they didn’t fix 
it. Another guy called us ‘USN99. But it was great! 

It was like a not-so-legit field study. Afterward they 
burned it to a DVD and sent it to us, but we didn’t 
have a DVD player anywhere at the station. They’d 
put so much work into it, so Royce got on the phone 
and was like, “Find a DVD player and play this!” They 
finally put it on YouTube and it’s still there. And yes, 
we added the song. (Ed note: Search YouTube for “Jamey 
Johnson In Color Field Study.”)

KWNR/Las Vegas APD/MD Lois Lewis: When I was 
a regional, I think I became known as the “Queen 
of Mailers.” The mailer I made for The Band Perry’s 
“All Your Life,” which turned into a two-week No. 
1, featured sand that I gathered from the beach in 
Cabo San Lucas. I took a custom picture for each 
of my PDs of me standing on the beach with “their” 
sand so they’d know where it came from. “Would 
you walk to the end of the ocean just to fill my jar 
with sand” is a lyric in the song, and well, I did! And 
I carried 30 pounds of it back to the U.S. They even 
searched it at the airport! But it turned into my 
biggest add day ever.

I’ve made lip gloss for Florida Georgia Line’s “Get 
Your Shine On,” grave stones for The Band Perry’s 
“Better Dig Two” and even a children’s book for Eli 
Young Band’s “Say Goodnight.” My favorite part about 
creating mailers was seeing them on programmers’ 
desks when I’d go visit.

KRTY/San Jose GM Nate Deaton: It was the late ‘90s 
and Arista’s Lori Hartigan hated raw oysters and all 
things sushi. We agreed one time to add Jim Collins’ 
“The Next Step” if she would swallow an oyster. She 
did it, but apparently threw up all night afterwards. 
Jim, of course, went on to write hit after hit.
     But sometimes you just need moratoriums! Warner’s 
Rick Young is relentless on all his records. So when there 
was one we really weren’t interested in, we might agree 
to play it when it got to a certain point if he agreed not 
call us for a certain period of time. So we’d say, “Okay, 
we’ll add this record, but you go on moratorium. No 
calls, no emails, no texts. Total blackout!” Usually it was 
for two weeks, but it could be as much as a month. Very 
effective in eliminating the badgering and both parties 
got what they wanted. Win-win!                                   CAC

Caught Dead: Shikany Funeral 
Home’s Bill Shikany (l) makes a 
pick up at WWGR/Ft. Myers to 
the surprise of PD Justin Tyler.

Whine In The Sand: A little piece of Cabo 
San Lucas preps for its trip to the U.S. on 
behalf of The Band Perry.
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For current Broadcasters Foundation Chair 
Dan Mason, the question really hit home several 
years ago. “I’d seen it in the trade press, I saw 
the foundation’s magazine and I was aware of 
the golf tournament, but I was so busy it never 
really registered,” he says. Formerly 
President/CEO for CBS Radio 
and currently a Senior Advisor to 
iHeartMedia, Mason was well aware 
of the 65-year-old organization, but 
awareness was as far as it went.

“I wasn’t a giver and I don’t know 
why,” he says. “The foundation was just 
there. One day BFOA’s President Jim 
Thompson called on me and laid out what 
the organization does. I was stunned. 
It hit me like a ton of bricks. I’ve done 
really well by this industry, but some of 
my colleagues haven’t. They’ve been 
stricken by health issues when they were 
on their way to having good careers. Some of them 
aren’t with us anymore. How did I miss this? I wrote 
Jim a check that instant.”

Mason wasn’t done. “The next day, I called him 
back over and gave him another check,” he says. “The 
first one I’d given him wasn’t enough.” From there, 
Mason joined the board, learned even more about the 
foundation’s work and became more involved. Asked to 
chair the organization, Mason declined at first. “Even 
after retiring from CBS Radio I was still doing a lot,” 
he says. “Then I thought, if I – from my generation 
of broadcasters – won’t do this, who will? It’s been 
almost a year now and I’m so pleased and proud of the 
work we’ve done. Every dollar anyone gives is used 
extraordinarily well to support our colleagues who can’t 
help themselves.”

Grant’s Bloom
The organization started when a group of broadcasters 

got together to help a comrade who’d fallen on hard 
times. To date, the foundation has helped more than 1,000 
broadcasters with monthly or emergency grants. A staff of 

six is supported by a board comprised of 
some of the biggest names in broadcasting 
– Bill Hoffman (Cox), Caroline Beasley 
(Beasley), Erica Farber (RAB), Joseph 
Field (Entercom), Scott Herman (CBS 
Radio), Jeff Smulyan (Emmis) and George 
Stephanopolous (Good Morning America), 
to name a few.

Monthly grants have been at the core 
of the foundation’s work. “A lot of the 
grants we give out go to those who are 
post-retirement age, have run into health 
issues and have no family,” Mason says. 
“Some are younger and have been hit with 
unforeseen circumstances.”

Examples include Dusty Street, who was downsized 
out of the business after more than four decades as 
a primarily Rock radio personality. Beset by health 
problems, a monthly grant from the foundation allowed 
her to meet her rent and other financial obligations. 
Television photojournalist Jimmy Moore’s station 
vehicle was struck by a wheel dislodged in another 
crash. Newly married, Moore was paralyzed and unable 
to work. Grants have helped him and his wife work 
through his health issues – the couple even recently 
welcomed a newborn daughter. Their stories can be 
viewed at broadcastersfoundation.org.

An emerging aspect of the foundation’s work is found 
in emergency grants following natural disasters. “In Baton 
Rouge we supported about 85 families with $1,000 grants 
during those floods,” Mason says. One of the best aspects 

of the foundation’s efforts stems from the close-knit world 
of broadcasting. Mason and the foundation team reached 
out to executives with Cumulus, Guaranty, Raycom and 
others with employees in the area to determine who might 
need help. 

Mason explains, “You’re asking, ‘Is everybody okay? 
Who lost what?’ The market managers are contacting their 
employees and we’re letting the managers know that the 
Broadcaster’s Foundation is here.” An application and 
speedy vetting process results in approval of funding in 
95% of cases. Following Hurricane Katrina, the foundation 
awarded $250,000 in emergency grants.

“Affected broadcasters had money in two or three 
days,” Mason says. “We acted a lot faster than FEMA 
and we’re very proud of that. While we’re not an 
insurance company by any means, when you’ve lost 
everything, getting $1,000 in your hand quickly sure 
comes in handy.”

The organization takes its mission seriously, making 
sure grants are made for the right reasons. “We’re not 
an employment agency, so just because someone has 
struggled to make it in the business doesn’t mean we can 

help,” Mason explains. “For those who have been in the 
business and are stricken with health and other problems 
beyond their control, we can help them live in a more 
dignified manner. 

“We also want to use our bullhorn to motivate those 
to whom broadcasting has been good to support our 
mission. Go to the website, read about what we do. We 
have lots of people who just donate $25, and we have lots 
who donate significantly more. It’s not about how much 
you donate, it’s about giving back out of what you’ve 
been given.”

What It Has To Do
The BFoA’s appeal to current and former broadcasters is 

twofold. First, the organization is “actively, aggressively” 
seeking those who need help. Longtime board member 
and television host Deborah Norville spearheaded recent 
efforts of the digital committee. “I’ve got to give her credit, 
she really drove the process of rebranding, redesigning 
logos, redoing the website and making us very visible on 
Facebook, LinkedIn and other social media,” Mason says.

Awareness, especially among younger broadcasters, 
is a top priority. Beyond finding colleagues in need, the 
foundation continues to raise funds. “The organization has 
been around 65 years and has been very well managed,” 
Mason says. “But we still need to keep funding going.”

For Mason, that need continues to be more personal. “I 
can’t disclose confidences, but what has hit me hardest is the 
names,” he says. “When I first started with the board, I didn’t 
know that many people who we were helping. As I’ve gotten 
older, I’m beginning to know the names of grant recipients. 
These are my generation of broadcasters. It’s stunning, takes 
me back and makes me even more passionate to find more 
of us who’ve been treated very well by this industry – people 
who can and want to give back. And I’m equally passionate 
to reach those who need help through no fault of their own.” 
Learn more, donate and find application information at 
broadcastersfoundation.org.               CAC

Mike Rise: Performer Cam (Arista) and Golden Mike Award recipient Bob Pittman and friends 
at the Broadcasters Foundation’s 2016 Golden Mike dinner and fundraiser. Pictured (l-r) are 
CBS Sunday Morning’s Mo Rocca, iHeartMedia’s John Sykes, Cam, Pittman, BF President Jim 
Thompson, NPR’s Jarl Mohn and former foundation chair Phil Lombardo.
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Moore

Dan 
Mason

What does this have to do with me? Sure, the mission of the 
Broadcasters Foundation of America sounds worthy: “To improve 
the quality of life and maintain the personal dignity of men and 

women in the radio and television broadcast profession who find themselves 
in acute financial need due to a critical illness, accident, advanced age or 
other serious misfortune.” Great. Good for them. But the question remains.
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"Giving you an ADD on Shane Owens "All the 
Beer In Alabama" this week....great COUNTRY 
song! My GM said, "Keep sending us country 
songs like this!" - Austin Daniels, KFTX

– 1 –
Major Market Station 

KUPL/Portland
WEBG/Chicago
WKLB/Boston
WQYK/Tampa

WSOC/Charlotte

– 2 – 
Large Market Station

KCYY/San Antonio
KWNR/Las Vegas
WKDF/Nashville
WSIX/Nashville

WSM-FM/Nashville

– 3 –
Medium Market Station 

KUZZ/Bakersfi eld
WAMZ/Louisville

WBCT/Grand Rapids
WIVK/Knoxville

WRNS/Greenville, NC

– 4 –
Small Market Station 

KFDI/Wichita
KUAD/Ft. Collins, CO
WBUL/Lexington, KY

WDRM/Huntsville
WKXC/Augusta, GA

– 5 –
Platinum Label 

Arista
Big Machine
Broken Bow

EMI Nashville
WMN

– 6 –
Gold Label 

Big Loud
Black River

Curb
Red Bow

Stoney Creek

– 7 – 
Major Market OM/PD 

Shelly Easton, WXTU/Philadelphia
Lance Houston, WBWL/Boston

Kenny Jay, KMPS/Seattle
Meg Stevens, WMZQ/Washington, DC

Steve Stewart, WEBG/Chicago

– 8 –
Large Market OM/PD 

Drew Bland, WWKA/Orlando
Charlie Cook, WKDF & WSM-FM/Nashville

Mike Kennedy, KBEQ/Kansas City
Travis Moon, KAJA/San Antonio

JoJo Turnbeaugh, KWNR/Las Vegas

– 9 – 
Medium Market OM/PD 

Brad Austin, WXCY/Wilmington, DE
Carletta Blake, WRNS/Greenville, NC

Kix Layton, WSSL/Greenville, SC
Brent Michaels, KUZZ/Bakersfi eld

Sue Wilson, WQMX/Akron

– 10 – 
Small Market OM/PD 

Justin Cole, WUSY/Chattanooga
Jesse Garcia, WBYT/South Bend, IN

Ashley Greninger, KRWQ/Medford, OR
Justin Tyler, KUAD/Ft. Collins, CO

Kris Valentine, KZPK/St. Cloud, MN

– 11 –
Major Market MD 

Casey Carter, WKKT/Charlotte
Danny Dwyer, KUPL/Portland
Ginny Rogers, WKLB/Boston
Angie Ward, WUBL/Atlanta

Bryan “B-Dub” Washington, 
KMLE/Phoenix

– 12 –
Large Market MD 

JD Cannon, WLHK/Indianapolis
Kris Daniels, KCYE/Las Vegas
Lois Lewis, KWNR/Las Vegas

Bree Wagner, KAJA/San Antonio
Ashley Wilson, WGNE/Jacksonville

– 13 – 
Medium Market MD 

Tim Cotter, KXLY/Spokane
Crystal Legends, WRNS/Greenville, NC

Kay Manley, WGKX/Memphis
Hoss Michaels, KXKT/Omaha
Newman, WRBT/Harrisburg

– 14 – 
Small Market MD

Brian Gary, KUAD/Ft. Collins, CO
Carol Hughes, KFDI/Wichita, KS
Brad King, WBYT/South Bend, IN
Roger McCoy, WKSF/Asheville, NC

Brook Stephens, KZPK/St. Cloud, MN

– 15 – 
SVP-VP/National Promotion 

George Briner, Valory
Katie Dean, MCA

Chris Palmer, WAR
Jack Purcell, Big Machine
Kristen Williams, WMN

– 16 –
Director/National Promotion 

Stacy Blythe, Big Loud
Katie Bright, WMN

Donna Hughes, UMG/Nashville
Adrian Michaels, WEA
Lauren Thomas, Sony

– 17 –
Major Market 

Market Manager/GM 
Dave Carwile, WKKT/Charlotte

Lisa Decker, KUPL/Portland
Kent Dunn, WQYK/Tampa

Sarah Frazier, KILT/Houston
Matt Scarano, WEBG/Chicago

– 18 –
Large Market 

Market Manager/GM 
Nate Deaton, KRTY/San Jose
Dan Endom, WSIX/Nashville

Breanna Malik, KAJA/San Antonio
Charlie Morgan, WLHK/Indianapolis

Allison Warren, WKDF & WSM-FM/Nashville

– 19 –
Medium Market 

Market Manager/GM 
Bob Bloom, WXCY/Wilmington

Tony Denton, WRNS/Greenville, NC
Ron Hill, WCOS/Columbia, SC
Mel Owens, KUZZ/Bakersfi eld
Ray Quinn, WDXB/Birmingham

– 20 –
Small Market Market Manager/GM 

Jim Allgeier, WQHK/Ft. Wayne, IN
Erika Beasley, WKML/Fayetteville, NC

Mark Haddon, WKXC/Augusta, GA
Carla Leible, KCLR/Columbia, MO
Leonard Wheeler, WSLC/Roanoke

– 21 –
Major Market 

Personality/Show 
Cadillac Jack & Dallas, WKHX/Atlanta

Chris Carr & Company, KEEY/Minneapolis
Danny Dwyer, KUPL/Portland
Dave McKay, WQYK/Tampa

Mason, Remy & Alabama, WEBG/Chicago

– 22 –
Large Market 

Personality/Show 
Amy Paige, WSIX/Nashville

Bree Wagner, KAJA/San Antonio
Lois Lewis, KWNR/Las Vegas

Marty McFly, WSM-FM/Nashville
Travis Moon, KAJA/San Antonio

– 23 –
Medium Market 

Personality/Show 
Buzz Jackson, KIIM/Tucson

Dan & Shelby, WKSJ/Mobile
Electric Barnyard, WWYZ/Hartford

Mantel In The Morning, WRNS/Greenville, SC
WXCY Morning Show, WXCY/Wilmington, DE

– 24 –
Small Market 

Personality/Show 
Carol Hughes, KFDI/Wichita

Dex & Mo, WUSY/Chattanooga
Jeff Hunt, WFGE/State College, PA

Q Crew, KRWQ/Medford, OR
Toby Tucker, WDZQ/Decatur, IL

– 25 –
National/Syndicated 

Personality/Show 
AfterMidNite with Cody Alan

American Country Countdown with
Kix Brooks

Big D & Bubba
Bob Kingsley’s Country Top 40

Country Countdown USA

– 26 –
Regional Promotion 
Raffaella Braun, WAR

Miranda McDonald, MCA
Jane O’Malia Staszak, Black River

Shari Roth, WEA
Alex Valentine, Big Machine

– 27 –
Independent Promotional 

Team or Executive 
Jerry Duncan
GrassRoots

In2une
Nine North
Jeff Solima

YOU DROPPED 
THE NOM ON ME
As chosen by their radio and music business peers, here 

are the nominees for the 2017 Country Radio Seminar/
Country Aircheck Awards. Winners are honored annually 
during the CRS New Faces Dinner & Performance.
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By Jeff Green

Around 1990, prior to the Sound-
Scan era and long before Spotify, 
Shazam, spin counts and social 

media were household terms, Country 
PDs relied chiefly on their own gut feel-
ings, the reputations of the artists and 
their own interpretations as to whether 
new singles had the right “fit” for their 
stations’ playlists. A quarter-century later, 
programmers continue to turn primarily 
to these “intangible” considerations for 
music decisions on new adds, despite the 
cascading tsunami of consumer and air-
play data that floods their inboxes every 
week. Generally speaking, this tendency 
is also true for increasing spins, as well.

Among several findings, a new two-part survey 
conducted by Country Aircheck and the Stone Door 
Media Lab illustrates the significant power of such “in-
ternal influences” in Country music decision making. 
Sent to all main panel Country Aircheck/Mediabase 
reporting PDs in December, the survey asked pro-
grammers to anonymously rate the value of 38 factors 
for adding a record and, separately, for bumping up 
airplay on a single already in rotation. Nearly half 
the reporting field responded, scoring each factor as 
“very likely,” “somewhat likely,” “neutral,” “somewhat 
unlikely” or “very unlikely” to inform their decisions.

Beyond the survey, an analysis of metrics including 
sales, Shazam, Pandora and Most Added data draws 
comparisons between programmers’ self-assessment (the 
survey) and the real-world efficacy of certain data. While 
the overall results make a lot of sense, in some cases the 
consensus opinion, curiously, seems to contradict PDs’ 
actual behavior. And according to the numbers, certain 
low-scoring factors deserve a closer look.

The Importance Of Intangibles
If all music add decisions could be based purely on 

data, the method of selecting and rotating new music 
for PDs and MDs would be pretty straightforward. La-
bel representatives could furnish a variety of hard evi-
dence on their latest single, and, based on a threshold 
for that rationale, the song would earn a playlist slot. 

But as we can see from the survey (see adjacent 
sidebar rankings), the three leading factors and 
nearly half of the top 13 – all registering a majority 
of respondent support – were considerations that 
can’t be readily measured: Artist stature/reputa-
tion, gut feeling, the station’s (and/or PD’s) artist 
relationship and word-of-mouth from other PDs col-
lectively far outweighed any particular research or 
airplay activity. Not surprisingly, marketing opportu-
nities such as a free show or local concert appear-
ance were also important. But just two audience ele-
ments – sales and local callout/research mattered 
to even half of the respondents. An artist’s success 
or failure on the previous single and national air-
play growth carried significant weight, too. 

Streaming data overall earned its place for new 
adds, but no individual source – whether online, 
satellite, television or video – indicates itself to be a 
force, at least not yet. This could be because con-
sumption data on streaming services hasn’t been 

publicly available for most programmers to slice and 
dice in order to glean meaningful, reliable insights 
over time. The February 24 CRS panel titled Embrac-
ing the Data to Predict the Hits is intended to address 
fan behavior worth examining.

Some may be cheered by the notion that the music 
add decision process at Country radio is still a people 
business. The “relationship with label” factor, encom-
passing contacts with regional and national staff, was 
regarded as important by nearly six in 10. “Persuasion 
of the regional rep” itself came in among the top half 
of factors as “very” or “somewhat likely” to be influen-
tial (42%), ahead of social media data.

Aspiration As Inspiration?
One notable factor is the aforementioned “local 

callout/research.” More than two-thirds of respon-
dents said local information – callout in particular 
– was “very” or “somewhat likely” to influence their 
opinion on new adds, good enough to rank among 
the top 10. That seems high considering that call-
out is generally viewed askance prior to established 
airplay. Absent a station’s own exposure, measur-
ing familiarity/popularity/burn would require 
either a competitor’s spins or other media (e.g., 
streaming services).

    “Very likely/more likely” 
    Influence on Adding a Single

 1. Artist stature/reputation  95.9% intangibles
 2. Gut feeling  90.5% intangibles
 3. Playlist fit (tempo, sound, etc.) 75.4% intangibles
 4. Sales data  73.7%  research
 5. Artist free show for station  71.7% promotion opportunity
 6. Prior single’s success/lack of 70.7% airplay
 7. Local concert appearance 70.3% promotion opportunity
 8. Relationship with artist  68.9% intangibles
 9. Local callout/research  68.5% research
 10. Word-of-mouth from programmers 64.0% intangibles
 11. Relationship with label  58.6% intangibles
 12. National airplay chart growth 54.0% airplay
 13. Streaming data (overall)  52.1% other media
 14. Airplay at specific stations 49.3% airplay
 15. National airplay chart position 48.7% airplay
 16. Corporate mandate  48.6% internal guidance
 17. National callout/research 48.0% research
 18. Persuasion of regional rep 41.9% intangibles
 19. Label reputation  37.9% intangibles
 20. National media exposure/performance 34.3% other media
 21. Listener requests  34.1% research 
 22. Artist visit to station  33.8% promotion opportunity
 23. Other monitored airplay data 33.8% airplay
 24. Persuasion of label executive 32.0% intangibles
 25. Shazam  32.0% research
 26. Social media data  32.0%  research
 27. MScore data  31.6% research
 28. Streaming data – Spotify  31.1% other media
 29. Input from corporate programmer 24.0% internal guidance
 30. Streaming data – YouTube 20.3% other media
 31. Most added data/ranking 20.0% airplay
 32. Streaming data – Apple  19.5% other media
 33. Concert tickets/meet-and-greet passes 17.6% promotion opportunity
 34. Streaming data – Pandora 13.6% other media
 35. Input from consultant  13.4% internal guidance
 36. SiriusXM airplay/data  9.3% other media
 37. Compelling video  6.7% other media
 38. Songwriter’s reputation  5.3% intangibles

 

Intangibles Research Promotion 
Opportunity

Internal 
Guidance

Other 
Media

Airplay

Data? 
We Don’t neeD no Stinking Data 

(OR DO We?)



history-making • grammy-nominated • multi-platinum selling 
chart-topping • acm new female vocalist of the year

kelsea
ballerini

SINGER • SONGWRITER • ENTERTAINER

NEW SINGLE 
“WHAT I WANNA BE” 

ON YOUR DESK SOON!

COMING TO YOUR STATION SOON!

SINGER • SONGWRITER • ENTERTAINER

i n t r o d uc i ng

Black River Entertainment Welcomes You To CRS
®
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But with the survey indi-
cating streaming services 
don’t yet carry much weight 
with PDs, and considering many (arguably most) 
Country stations haven’t the resources for conducting 
local callout, this high ranking is, perhaps, somewhat 
“aspirational.” That is, if PDs actually had callout 
available to them, they’d certainly use it. Indeed, 
when only the “very likely” scores were ranked, local 
callout/research soared to No. 1. This suggests that 
where stations do have callout, they highly value it. 

Similarly, the “corporate mandate” also delivered an 
intriguing score. If the boss says, “You gotta play it,” one 
would think the level of infl uence would, logically, be 
100%. However, it ranked only No. 16, with about half 
saying a mandate was “very” or “somewhat likely” to in-
fl uence adds. Because this survey was anonymous, our 
interpretation is that only a minority of the responding 
stations utilize mandates; that can be verifi ed via a fu-
ture study. But among only the “very likely” responses, 
“corporate mandate” jumped to No. 3 in importance. 
As with callout, one can surmise that where mandates 
exist, their power is real. That begets the big ques-
tion for labels and artists, “How do I get my single to 
become a corporate mandate?”

May The Forces Not Be With You
Surprisingly, less than a third of respondents 

viewed MScore as a guiding force for either adding 
singles or increasing spins. One possible reason is 
because, compared to pop releases, most Country 
singles score well in MScore. And fewer than one in 
four reported input from a consultant or corporate 
PD as consequential. As with callout or mandates, 
these relatively low scores also may underscore how 
small a proportion of respondents either have a con-
sultant or corporate PD, or the degree to which they 
rely on them for music decisions.

Twelve factors came in as “very” or “somewhat 
likely” infl uences on increasing spins for at least half 
of the respondents. But four factors gained signifi -
cantly in consideration when it comes to upping spins 
vs. committing to a new add. The most notable was 
local callout/research, soaring from No. 9 for new 
adds to fi rst for increasing spins. National media 
exposure/performance, such as a network TV appear-
ance, leaped from No. 20 (for new adds) to fourth for 
spin increases. As you’d expect, national airplay chart 
growth and listener requests also grew in value for 
spin increases vs. shaping new add decisions.

Wind In The Sales
Along with airplay, big sales numbers are a universal de-

fi ning gauge of a true hit, and sales ranked highly on both 
of the “38 factors” lists. But how predictive are sales fi gures 
early on in a single’s life? Using “second airplay chart week” 
as a benchmark, consider sales per spin – a statistic that 
began being marketed to Country radio several years ago. 

Of the 23 singles peaking between October 2015 
and January 2017 that delivered 12 or more sales per 
Mediabase spin in their second chart week, 70% of them 
reached No. 1, compared to an average of 39% for all 
singles. The average chart peak of these “12 sales per 
spin” singles was 6.5, compared to No. 18 overall – an 
impressive deviation from the norm.

To be fair, many hits have had very low sales per spin 
in their second chart week. That’s because, owing to 
streaming services and TV exposure, signifi cant sales can 
materialize (and level off) several weeks or many months 
before a single is brought to radio. So an early low sales-
per-spin ratio should not be interpreted as a negative. 
Although research is ongoing, a high ratio such as 12 or 
greater looks to be a very good sign.

Shazam’s Predictive Potential
Social media has redefi ned the importance of 

“activating” listeners, but how does one discriminate 
degrees of “engagement” when even developing art-
ists can (and do) rack up millions of “likes,” retweets 
and followers? Although Shazam may demonstrate 

consumer interest (why else would someone Shazam a 
song?), it didn’t rank highly in this survey. However, as 
fi rst presented at CRS in 2014, Shazam activity when 
measured early in a single’s chart life and its eventual 
airplay outcome appear to be correlated.

Of 105 recent charting singles, the average median 
Shazams per Mediabase spin for a single in its second chart 
week was about 5.6; with the song peaking at No. 18. But 
singles receiving 7.0 or more Shazams per spin were far 
more likely to break the top 10. As this chart shows, the 
more Shazams per spin they received in chart week two, 
the better they typically performed, and vice-versa.

Opening A Box Of Data
Pandora data is now included in some national “con-

sumption” charts, and its statistics on “artist station starts,” 
“song station starts” and “thumbs up” designations all 
are potentially important “engagement” indicators. Still, 
among streaming services, Pandora ranked dead last in 
this survey as an infl uence on adds and spins. But did you 
know that Pandora’s Top Spins chart and the Country Air-
check/Mediabase chart appear to be highly correlated?

Looking at 15 recent Pandora “top 5” Country singles 
from September ’15 through January ’16, all but one 
also reached top 5 on the CA/Mediabase chart. And 23 
of 26 Pandora top 10s (88%) also reached Mediabase’s 
top 10. As of this writing, two more may still get there. 
Rarely has a Pandora hit underperformed at Country 
radio, and vice-versa. But beyond agreement, Pandora 
identifi es top 10 hits four to fi ve weeks ahead of Media-
base. And newer Country singles reach top 25 on Pan-
dora faster than on Mediabase, too. While not the very 
early success indicator that Shazam can offer, Pandora 
nonetheless offers reliable insight on where developing 
singles between chart positions 30 and 10 are headed.

Most Added: Hot Or Not?
Despite being documented and advertised regularly, a 

single’s ranking among a week’s “most added new singles” 
wasn’t among even the top 30 factors for infl uencing 
adds or spins. That designation is regarded by some with 
a certain skepticism as a contrived accomplishment. So a 
certain level of inherent survey bias could be expected. 

And, after all, “survey says” PDs rely to a great degree 
on intangible factors for new music. But however they 
decide, when PDs collectively agree on new music in 
signifi cant numbers simultaneously in the early stages of 
a single’s life, the outcome for that single – some 15-30 
weeks later – is almost always very successful. Consider, 
bearing in mind these various historical time frames:

• 86% of the past 66 No. 1s were No. 1 or No. 2 Most Added.¹

• 81% of No. 1 Most Added singles reached top 15    
     (a recognized hit)²

• 79% of singles ranking top 10 Most Added fi ve 
      straight weeks reached No. 1³

• 73% of singles added by half the reporter fi eld in 
      one week reached No. 1

• 55% of No. 1 Most Added singles reached No. 1²

• 55% of the past 66 No. 1s were No. 1 Most Added¹

• 0% of singles ranking No. 5 Most Added or lower reached No. 1¹

¹Aug. 3, 2015-Jan. 30, 2017; ²Aug. 21, 2006-through Jan. 30, 
2017; ³April 20, 2015-Jan. 17, 2017; Aug. 2006-Dec. 2016.

Final Observations
One risk of even discussing and digging into these 

decision-making factors is what physics researchers 
call the “observer effect” – the changes that the act of 
observation itself will make on a phenomenon being 
observed. In an effort to mitigate that possibility, remem-
ber that this is not a formal, defi nitive study; it’s a survey 
intended to spark discussion by comparing and contrast-
ing PD responses with actual data. Just as we see with 
meticulously researched NFL draft picks, Moneyball-style 
analyses and stock market “technical” charts, no one can 
predict for certain who or what will be a hit. It all comes 
down to the intersection of art, business, gut, passion 
and skill. There are singles that “beat the odds” on a 
regular basis. Some defy nearly all historical precedence. 
But in the end, as many have said, “That’s why we play 
the game.”                                CAC

Author Jeff Green is a 
partner with the Monterey, 
California-based Stone 
Door Media Lab. He is 
a former VP/Operations 
for Country Aircheck, 
and previously held 
executive posts with Radio 
& Records, the CMA, 
Americana Music Associa-
tion, Music & Media in 
Amsterdam and Film 
House. Reach him at jeff@
stonedoormedialab.com; 
615-406-4567.

“Very likely/more likely” 
Infl uence On Spin Increases (compared to Adds)

Add - Spins
 9 1 Local callout/research 90.8% research
 2 2  Gut feeling 79.7% intangibles
 3 3  Playlist fi t (tempo, sound, etc.) 78.7% intangibles
 20 4 National media exposure/performance 75.7% other media
 1 5 Artist stature/reputation 74.7% intangibles
 4 6  Sales data 72.0%  research
 7 7  Local concert appearance 65.8% promotion opportunity
 5 8  Artist free show for station 61.3% promotion opportunity
 12 9 National airplay chart growth 60.0% airplay
 10 10  Word of mouth from PDs/MDs 54.7% intangibles
 17 11  National callout/research 53.3% research
 6 12  Prior single’s success/lack of 50.0% airplay
 15 13  National airplay chart position 48.7% airplay
 8 13  Relationship with artist 48.7% intangibles
 13 15  Streaming data (overall) 45.8% other media
 21 16 Listener requests 44.4% research
 14 17  Airplay at specifi c stations 44.0% airplay
 11 17  Relationship with label 44.0% intangibles
 16 19  Corporate mandate 43.2% internal guidance
 18 20  Persuasion of regional rep 32.9% intangibles
 23 21  Other monitored airplay data 31.9% airplay
 27 22  MScore data 30.7% research
 25 23  Shazam 27.4% research
 28 24  Streaming data – Spotify 27.0% other media
 24 25 Persuasion of label executive 25.3% intangibles
 26 25  Social media data 25.3%  research
 19 27  Label reputation 24.0% intangibles
 29 28  Input from corporate programmer 21.3% internal guidance
 22 29  Artist visit to station 20.6% promotion opportunity
 33 30  Concert tickets/meet-and-greet  18.9% promotion opportunity
 30 31  Streaming data – YouTube 17.6% other media
 32 32  Streaming data – Apple 16.7% other media
 35 33  Input from consultant 14.9% internal guidance
 34 34  Streaming data – Pandora 12.2% other media
 31 35  Most added data/ranking 9.3% airplay
 37 36  Compelling video 5.3% other media
 38 37  Songwriter’s reputation 2.7% intangibles
 36 38  SiriusXM airplay/data 1.4% other media

Shazams per spin Average Pct. Reaching
2nd chart week Peak  No. 1

12.0+ 6.3   86%
9.0+ 8.9   68%
7.0+ 8.5   63%
5.52-6.99 13.4   63%
4.0-5.51 19.8   18%
3.0-3.99 27.0     9%
2.00-2.99 32.6     8%
0.0-1.99 41.6     0%

Country Aircheck/Mediabase, Aug. 3, 2015-Jan. 23, 2017

Of 42 recent No. 1s, the more Shazams per spin 
an eventual No. 1 single earned in its second chart 
week also appears to be correlated to how long it 
takes for that single to reach the top. 

2nd chart week
Shazams per spin  Weeks to No. 1

10.01+    17.8
7.51-10.0     21.4
6.0-7.5    23.2
0.0-5.99    27.1

Country Aircheck/Mediabase, Aug. 3, 2015-Jan. 23, 2017

ABOUT THE SURVEY: 
Country Aircheck sent the programming survey 
to PDs of Mediabase Country reporting stations. 
There were 76 completed surveys returned from 62 
markets, including six of the top 10 metros; 17 of the 
top 25; 33 of the top 50; and 59 of the top 110. The 
response rate provides an 80% confi dence level with 
a 5% margin of error, or a 90% confi dence level with 
a 7% margin of error. Some of the music data varies 
in its chronology owing to the brief research time 
available for this report.

Research Promotion 
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This year’s CRS New Faces Show includes a Grammy nominee and multiple 
chart toppers. We spoke to the artists in the 2017 class to fi nd out what it 

means to be in the lineup of one of Country radio’s most coveted gigs.

FACE RECOGNITION
William Michael Morgan
Warner Bros./WMN’s Morgan came out of the gate 
strong with fi rst single “I Met A Girl” topping the chart 
and his album Vinyl debuting Top 5. With 49 weeks on 
the chart, “Girl” boasted the longest chart run to the top 
in Mediabase history.

When my managers told me I was in the New Faces Show, I freaked 
out. That’s one of the biggest honors you could receive. It’s unbe-
lievable that I’m right next to those other four.

Last year at CRS I sang the national anthem. We also ended 
up going to Espo’s offi ce [WMN Chairman John Esposito] with 
Michael Ray. We played all night – Haggard songs, Keith Whitley, 
Waylon Jennings and Mark Chesnutt. I remember John coming by 
and saying, “Keep playing boys! Everybody’s loving it.” So we just 
kept on playing. This year I’m looking forward to thanking all the 
people for nominating and voting for me. There were so many 
other artists out there that could’ve had this spot I’ve been given.

To remember names and call letters, I’ve written everything down 
in a notebook. A lot of these people I’ve also made friendships 
with, so it’s not that hard to remember their names. Some of 
these guys, I text every other day. But if you ask anybody, I am so 
horrible with names. Unless you’re my mama, it’s a given that I’m 
probably going to forget it once or twice. But I’ve been blessed 
with the gift of remembering faces. And I just keep a little note-
book with names of the people that I may not be the closest with. 

When I’m packing, I just throw stuff in my bag and pack it on up, 
baby. I make sure my guitar’s good and I’m hitting the road. Usu-
ally there’s Crown Royal on the bus, so I don’t have to pack that 
(laughs). Just my clothes, my toiletry bag with my colognes, and 
toothbrush and toothpaste. I usually carry on a bag with all my 
shirts and pants that I get starched and dry-cleaned. 

I’m a picky guy at dinner. Just give me a steak and some broccoli, 
or some French fries, and I’m good to go. What I don’t want to 
eat again is tofu. And oh my goodness, I cannot stand sushi. It’s 
gotta be fried or grilled. 

The best lesson I’ve ever learned in life is just be yourself. Go 
in with a big smile on your face, look them straight in the eye 
and say, “Hey, how are you doing,” like you would treat any hu-
man being.

Last year was huge. A personal highlight was when my baby girl 
Presley was born March 23. I had my fi rst No. 1 single and my fi rst 
album debuted in the top fi ve, which is just unbelievable to me. 
I played the Grand Ole Opry a bunch more times and I kicked off 
2017 by doing Today. That was unreal. 

My favorite places in Nashville are Winners and Losers in Mid-
town. But obviously if you’ve never been to Nashville, you have to 
do the lower Broadway thing – Tootsie’s, Legends. 

My engagement to Jennifer Wayne was one of my favorite social 
media moments. We just posted a picture of us holding hands. 
Her ring was showing and we didn’t quite say, “Hey, we’re en-
gaged,” but we let everybody fi gure it out. 

I would love for people in radio to get to be onstage. Feeling that 
love from the crowd is unbeatable. On the fl ip side, I love getting 
on the mic and talking. I love doing liners. I think it would be fun 
to be a DJ.
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Maren Morris
Columbia’s Morris is the reigning 
CMA New Artist of the Year. Her 
fi rst single “My Church” and follow-
up “80s Mercedes” from her debut 
album Hero propelled her to four 
Grammy nominations.

I was so excited when I found out I was on 
the New Faces Show. I remember last year’s 
being so powerful because a lot of them are 
my friends and you’ve seen what they’ve done 
this year after doing that showcase. It’s an 
honor to be on the bill.

My video will be documenting my year, which 
has been the craziest year of my life. We’ll be 
paying tribute too, because all of this really 
wouldn’t have happened without Country 
radio and the fans. 

I’m trying to be better at [remembering 
names]. I’m great with faces. I’ve had some 
amazing moments with radio in the last 
year, and especially everything post-radio 
tour. I’ve had great relationships with the 
PDs and the MDs. I’m excited to see them 
on my tour. 

I’m really not good at packing. You’d think 
after two years of constantly being gone, I 
would’ve learned a system by now. But there’s 
always something essential I’ve forgotten that 
I have to ask the hotel to send up, like tooth-
paste. I mean, that should be the fi rst thing I 
put in there. 

At radio station dinners, I’m a Rosé gal. I 
feel like I always order a calamari. But the 
thing I hope to never eat again is steak. 
People love steak at those things – and 
steak’s great, but I think I’ve had more 
than enough.

The lesson I’ve learned this year is just be 
yourself. When you walk into a room, don’t 

go in and lay it on so thick. They can see 
right through that. They just want to have a 
real conversation with someone.
 
Winning CMA New Artist of the Year was 
a gigantic moment. It’s still sinking in. 
CMA Music Festival was so fun. I had never 
played a stadium before, so getting to sing 
“My Church” in front of 60,000 people was 
insane.
 
I’ve had a few “breakthrough moments.” Off 
the bat, everyone’s holding their breath for 
add week when it comes to the fi rst single. 
When we found out I broke the record for a 
new artist and got 107 adds, that was the day 
we all could exhale and realize, “I think we’ve 
got something on our hands here.” 

When you come to Nashville, there’s a new 
place in east Nashville called Public House. 
It’s in the back of a B&B called Urban 
Cowboy. It’s open-air with a gigantic fi re pit, 
with really great food, craft cocktails and 
beers. I’ve gone a couple times and I’m 
obsessed with it. There’s no host so you go 
in, and if there’s a seat open, you take it 
and order at the bar for everything. 

One of my favorite social media moments 
was when I won the CMA award and posted 
a picture of me with my award. Another one 
was the night I played Saturday Night Live. I 
got a picture with Bryan Cranston. It’s cool 
to share my life in pictures, and recommend 
music to fans that maybe they wouldn’t come 
across on their own.

If I switched places with someone at radio, 
I’d like to be a DJ. I grew up listening to all 
my favorite radio personalities, and they’re 
celebrities in their own right. If the roles were 
reversed for them, I think the writing process 
would be interesting. If we put three program 
directors in a room and asked them to write 
a country song, I’d be really eager to see what 
came out of the room. We should do that as a 
team building exercise.

, there’s a new 
place in east Nashville called Public House. 

Cowboy. It’s open-air with a gigantic fi re pit, 

obsessed with it. There’s no host so you go 
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Jon Pardi
Capitol’s Pardi broke through 
with the No. 1 debut album 
California Sunrise, contain-
ing his fi rst No. 1 “Head Over 
Boots” and current single “Dirt 
On My Boots.”

I love when my manager tells me 
he’s got great news, because it’s gone 
the other way, too. He said, “We’re 
playing the New Faces Show. It’s a big 
deal.” And it’s a big deal for the Capi-
tol promotion team, for Program 
Directors and Music Directors. It’s 
their night, and I’m really excited. 

One of my favorite CRS memories 
was when I got to see Eric Church 
at the Ryman. That was a lot of fun. 
Then we ended up at John Rich’s 
house and it was crazy.

We played outside at a high school in 
Oklahoma when they were giving out 
$500. Nobody cared about us, they 
wanted that $500. They were like, 
“Jon Pardi’s coming up next after the 
winner of the cash giveaway!” And I 
sh*t you not, nobody stuck around 
after the raffl e.

When I pack, I weigh in at about 50 
lbs. on the dot. It’s almost like it’s an 
achievement, when the airlines can’t 
get mad at you because you’re not 
overweight. I’ve got it by feel now. If I 
had a scale, that wouldn’t be fun. 

When you’re at a radio dinner, ap-
petizers are good because they’re 
always an ice-breaker: “What’s your 
favorite appetizer?” I love calamari. 
I love pizza, but for a while at radio 
shows they’d say, “Come see Jon Pardi 
at lunchtime for free and you get free 
pizza.” That’s defi nitely the one food 
I could live without on the road.

I always say a radio tour never stops, 
it just gets lighter. I love going to din-

ner with people in Country radio and 
just hanging out. They want to be 
personal with you. When I was a baby 
act, [UMG/Nashville Chairman/
CEO] Mike Dungan said, “Don’t 
forget the people who say your name 
every day – ‘Here’s Jon Pardi’s new 
single.’” Mike’s always shocked that 
I remember things he said. (laughs) 
That’s why phone calls, Christmas 
cards, or even taking a picture means 
a lot. I never want to forget that. 

My fi rst No. 1 was a career achieve-
ment, especially after four years of 
being on the radio. I’m thankful for 
all the guys who stuck with me. An-
other highlight was at the Watershed 
Festival outside of Seattle when the 
whole place was singing “Head Over 
Boots” at the top of their lungs. 
And it wasn’t even a No. 1 yet. I was 
like, “We’re doing something! We 
doing it now!”

If you’re coming to Nashville, you 
have to go to Losers to soak up that 
“dive bar” vibe. Jeff Ruby’s steak-
house is really good. I would say go 
there, but it’s expensive. Make sure 
you’ve got the label guy with you.

It was cool to see on social media 
how much “Head Over Boots” 
impacted couples. So many people 
posted “Head Over Boots” as their 
fi rst [wedding] song. That was re-
ally sweet. What would I never post? 
You will never see me naked on 
social media.

I think running a radio station 
would be very hard and fun at the 
same time. Getting all the record 
rep calls, that’d be tough, with all 
the new artists trying to get played 
on the radio. That’s a hard aspect 
of being a Program Director too, 
and I get it. I defi nitely would like 
to put some Program Directors on 
a radio tour. (laughs) That would 
be a true test, like, “You go on radio 
tour, and I’ll run the radio station.” 
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Granger Smith
Wheelhouse’s Smith celebrated his fi rst major label No. 1 with “Back 
Road” and followed up with current top 5 single “If The Boot Fits.” 

Everybody knows about the New Faces Show. If we could gather the respect of radio 
and the appreciation from fans, we’re going to have a long and happy career. To 
know all of those years came to fruition and all those relationships mattered, really 
means the world to me. 

Last year was my fi rst CRS. I was coming in at the peak of my fi rst single. Now we’re 
coming into this CRS at the peak of my second single. This time around is going 

to be fun reconnecting. You see your friends in Sacramento in the same room with 
your friends from Florida, and that makes it easy for me to hug everybody and say 
thank you. 

Packing is an ongoing battle because we all live in Austin. So when we’re out on a 
Midwest run that then connects to a Northeast run, the buses stay out. I’ll bounce 
back home on the airplane with a small backpack. My big bag, which I call my moth-
ership bag, is always on the bus. Then when the buses do get home I wash every-
thing and restart the mother bag. It’s always a huge math problem to fi gure out. 

If I’m out with radio, I’m going to take advantage of a nice fi let steak, no butter, with 
some kind of light vegetable like a broccoli or green beans, and then a baked potato dry.

Being a new artist, it’s very much like school. What’s helped me is reaching out to 
my classmates. We’re going through the highs and lows together. We’re brothers 
and sisters of the road. When I broke these ribs, everyone was reaching out saying, 
“Hey, we’re there for you if you need anything.” And I’ll do the same for them. And 
if one of us gets a No. 1 song, we’re all reaching out to congratulate.

There’ve been so many highlights in this last year. I had a baby boy in May. I had my 
fi rst No. 1 in February. We played some amazing shows, like Today and Jimmy Kimmel 
Live, and the Luke Bryan Farm Tour and a Florida Georgia Line Canadian tour. It’s 
been a year I’ll never forget. 

Getting that No. 1 was a huge breakthrough. If you’re mowing the grass, you look 
back and see the work you’ve put in. But music, it’s not like that. You look back and 
sometimes wonder, “Have I done anything at all in 10 years? I can’t tell.” But when 
I got that No. 1, I thought, “Wow, forever on this day I had the No. 1 song in the 
country.” That’s something I could talk about to my grandkids.

If you’re coming to Nashville, go to Loveless Cafe out on Highway 100. It’s one of 
my favorite restaurants in the world. It has the best fried chicken and biscuits. 

Social media has been a big part of my career. These days I’m cutting back. And I’m 
not going to push my politics on social media. I’m in the spotlight because I sing 
country music. It doesn’t make me know more about politics.

If I could work in radio, what an incredible feeling to speak to listeners on a morning 
or afternoon drive, to control the songs that are essentially the emotions of the city at 
the time. If a radio person could be in my shoes, they’d get to see that emotion I’m 
describing in a concert. Either way, music is not ours. We’re just the conduit. 

Drake White
Dot’s White is having a great year, thanks to the success of his debut 
album Spark and being named the 2017 Grammy “Artist of Tomorrow.” 

I was at home when I heard the news. We’ve been doing this a long time, and I’ve 
loved the whole relationship-building process. So when my manager called me, I 
was ecstatic. 

I’ve been to CRS for the last four years. The fi rst year, I did that UMG show at the 
Ryman. I walked out onstage just solo acoustic. On the last chorus I stepped out 
from behind the mic and sang a cappella. This was a check off my bucket list.

CRS is a marathon, not a race. Keep the drinks to a minimum. For every libation you 
have, have a glass of water. And make sure you’re eating and sleeping. I’ve got rela-
tionships with all these folks at radio now. I just love the opportunity to make music.

To remember names, I’ve got an association thing I do. Like if it’s Ginny from ‘KLB 
in Boston, I’ll say, “Ginny Wenny Bo Benny Banana ... .” The same way I studied for 
a sixth grade history test, I just made a song out of it and rhymed it. 

I’m a pretty diverse eater. The only thing I don’t like are olives. My go-to, as lame as it 
sounds, is just a soup and salad for lunch. I have to keep my fi gure.

I am the fastest packer in the world. I’ve got two pairs of jeans, fi ve pairs each of 
underwear, socks and t-shirts, two shirts, a blue jean jacket, a hat, Ray-Bans, neck-
laces and bracelets, and my toiletry bag. I’ve got a backpack, a roller and my guitar. I 
got a pair of workout shorts and my sneakers in my backpack and I wear my boots. I 
don’t check a bag unless it’s Southwest ¬– and in that case, I check both my bags so I 
can have my hands free to drink coffee. 

On a radio tour you’re meeting real people with real families, real problems. At the 
end of the day, they need great music and you need them to play your songs. I just 
want to have a good time and eat good food and maybe you’ll play my song. 

The highlight of the past year was in early December 2016. We played this place 
called the 40 Watt Club in Athens, GA and sold it out. From the fi rst note to the last, 
they were in it with us. It was one of those spiritual moments. It just made us very 
hungry for more in 2017.                               

When you get to Nashville, you’ve got to go to Robert’s Western World downtown. 
And there’s a little place called The Old School in west Nashville. Come out to The 
Old School and see some old-timey music. To have dinner or a Sunday brunch at 
The Old School is to go to heaven.

My favorite social media moment has been our Freestyle Fridays. I’ve been doing 
that since I was a kid, rhyming off the top of my head, just making stuff up. Fans 
want to know that you have a beer and pet your dog. 

I’d like to trade places with someone in radio on the day when they have these 
meetings with all the big heavy players who are dictating what’s on the radio. I’d 
love to get that education. And then I would want them to feel the way I feel when 
I walk out onstage in their markets and they’ve been playing our song, and the fans 
sing that song back to you. I’d love for them to feel that unbelievable joy.           CAC
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LABEL
A Assistant
AD Artist Development
AIP Activator & Indicator Promotion
AP Audio Production
AR A&R
B Business
CD Client Development
CO Coordinator
CS Chart Strategy
CSI Content Strategy & Innovation
CT Central
D Director
DI Digital Initiatives
DM Digital Marketing
DMS Digital Media Strategist
DS Digital Streaming
DSM Digital Sales & Marketing

EA Exec. Asst.
EC East Coast
LR Label Resources
M Marketing
MAS Marketing & Artist Strategy
MG Manager
MP Managing Partner
MR Music Row Promotion
MW Midwest
ND National Director
NE Northeast
O Owner
OC Original Content
P President
PD Production
PR Promotion
PRM Promotion & Marketing
PRS Promotion Strategy

RD Regional Director
RI Radio Initiatives
RM Radio Marketing
RP Regional Promotion
RS Radio & Streaming
RSGS Radio Syndication 
 & Group Strategy
RT Radio Tour
S Secondary
SC Senior Coord.
SD Senior Dir.
SND Sr. National Dir.
SE Southeast
SM Social Media
SR Streaming
ST Specialist
SW Southwest
TX Texas
WC  West Coast

ABBREVIATION KEY:

P Larry Pareigis 615-332-5511 larry@ninenorthmail.com
EVP/GM Kevin Mason 615-974-1999 kevin@edgehillmusic.com
D/PRM/WC Greg Stevens 214-287-6606 greg@ninenorthmail.com
D/PRM/EC Chris Borchetta 323-744-1753 chris@ninenorthmail.com

D/PRM (Edgehill) Angel Jennings 864-423-0803 angel@edgehillmusic.com   

CEO Shannon Houchins 615-733-9983 shannon@averagejoesent.com

VP Wix Wichmann 615-972-2326 wix@averagejoesent.com

D/DSM Nathan Thompson 615-733-9983 nathan@averagejoesent.com

   
GM Tom Carey  1.800.227.7765 Info@bigbigentertainment.com

PR  Russ Ruhnke     1.800.227.7766 Info@bigbigentertainment.com

RP/MW Clay Hennenan 1.800.227.7767 Info@bigbigentertainment.com

RP/WC Jomae Stephens 1.800.227.7768 Info@bigbigentertainment.com

RP/NE Luis Rivera   1.800.227.7769 Info@bigbigentertainment.com

SVP/PR Carson James 615-351-7751 carson@bbrmusicgroup.com
VP/M JoJamie Hahr 615-610-2126 jojamie@bbrmusicgroup.com
VP/RSGS Renee Leymon 615-610-2118 renee@bbrmusicgroup.com
PRSC James Wesley 615-823-0771 james@bbrmusicgroup.com

VP/PR Lee Adams 615-500-2961 ladams@brokenbowrecords.com
ND Jim Malito 480-203-4808 jmalito@brokenbowrecords.com
RP/SW Dawn Ferris 214-924-1020 dawn@brokenbowrecords.com
RP/WC Layna Bunt 615-473-9010 layna@brokenbowrecords.com
RP/SE Scotty O’Brien 615-610-2124 scotty@brokenbowrecords.com

CO Jessica Crans 615-610-2134 jess@bbrmusicgroup.com   

VP/PR Shelley Hargis Gaines 615-610-2112 shelley@redbowrecords.com
ND Neda Tobin 615-610-2137 neda@redbowrecords.com
RP/WC Kendra Whitehead 408-316-2534  Kendra@redbowrecords.com
RP/SE Cait Gordon 615-610-2128 Caitlyn@redbowrecords.com
RP/NE Jeff Davis 615-260-4975 jeff@redbowrecords.com

CO Lexi Willson 615-610-2127 lexi@bbrmusicgroup.com   

VP/PR Chris Loss 615-610-2117 chris@stoneycreekrecords.com
ND Heather Propper 615-610-2116 heather@stoneycreekrecords.com
RP/MW Stan Marczewski 615-610-2122 stan@stoneycreekrecords.com
RP/WC Matt Vieira 916-844-7821 matt@stoneycreekrecords.com 
RP/NE Allyson Gelnett 615.610.2120 Allyson@stoneycreekrecords.com
CO Jessica Crans 615-610-2134 Jess@BBRMusicGroup.com

VP/PR Teddi Bonadies 615-496-6352 teddi@wheelhousebbrmg.com
ND Jennifer Shaffer 904-386-5050 jennifer@wheelhousebbrmg.com
RP/NE Brittany Pellegrino 248-420-1125  brittanyp@wheelhousebbrmg.com
RP/SE Kimmie Trosdahl 615-598-0175 kimmie@wheelhousebbrmg.com
RP/WC Byron Kennedy 916-798-1025 byron@wheelhousebbrmg.com
CO Lexi Willson 615-610-2127 lexi@bbrmusicgroup.com 

   

P Clay Hunnicutt 615-329-2729 clay@bigloudrecords.com
ND Stacy Blythe 615-329-2729 stacy@bigloudrecords.com
D/WC Dave Kirth 615-329-2729 dave@bigloudrecords.com
D/SE Tyler Waugh 615-329-2729  Tyler@bigloudrecords.com
D/NE Nikki Jimenez 615-329-2729 nikki@bigloudrecords.com
D/MW Roger Fregoso 615-329-2729 roger@bigloudrecords.com
CO Maggie Abrams 615-329-2729 maggie@bigloudrecords.com

Bryan Mayer, Fabian, Lauren Lizabeth, 
Lavendine, Linde LaChance, MICKS, 
Sarah Dunn Band

Jason Aldean, Dustin Lynch, Jackie Lee, Jordan 
Rager, Kristy Lee Cook

Joe Nichols, Chase Bryant, Craig Campbell, 
Brooke Eden, Restless Road

Randy Houser, Parmalee, Thompson Square, 
Lindsay Ell, Adam Craig

Trace Adkins, Granger Smith, 
Runaway June,  Walker McGuire, 
Kristian Bush

Colt Ford, The Lacs, Moonshine Bandits, Charlie Farley, 
Lenny Cooper, Sarah Ross, Demun Jones, Cypress 
Spring, Bingx, Rizzi Myers, The Cleverlys, J Rosevelt

Eric Chesser, Johnny Rogers,  TJ Shaw 

MG/PRS Katherine Susemichel 317-362-2211 katherine.susemichel@bmlg.net  

 

SVP/PR Jack Purcell 615-324-7773 jack.purcell@bmlg.net

ND Erik Powell 615-324-7774 erik.powell@bmlg.net

D/PRM/SE Jeff Davis 615-324-7776 jeff.davis@bmlg.net

D/PRM/WC Brooke Diaz 615-324-6074 brooke.diaz@bmlg.net

D/PRM/SW, CT Alex Valentine 615-324-7785 alex.valentine@bmlg.net

CO Justin Newell 615-345-4528 justin.newell@bmlg.net 

  

P Jimmy Harnen 615-324-7790 jimmy.harnen@bmlg.net

VP/PR Matthew Hargis 615-324-7902 matthew.hargis@bmlg.net

D/PR/NE Angie Coonrod 615-324.7904 angie.coonrod@bmlg.net

D/PR/SE  Liz Santana 772-473-8116 liz.santana@bmlg.net

D/PR/SW Lauren Longbine 615-324-7906 lauren.longbine@bmlg.net

D/PR/WC Stella Prado 818-854-0283 stella.prado@bmlg.net

CO Leah Fischer  615-345-4531 leah.fi scher@bmlg.net

EA Andrew Thoen 615.324.7913 andrew.thoen@bmlg.net

GM Chris Stacey 615-498-7548 chris.stacey@bmlg.net

VP/PR Kris Lamb 615-418-0580 kris.lamb@bmlg.net

ND Michelle Tigard Kammerer 615-846-7751 mtk@bmlg.net

D/PR/SW James Marsh 713-927-6302 james.marsh@bmlg.net

D/PR/SE AJ Calvin 615-846-7749 aj.calvin@bmlg.net

D/PR/WC Bill Lubitz 702-580-6886 bill.lubitz@bmlg.net

CO Nicole Hunt 615-846-7753 nicole.hunt@bmlg.net

CO/LR Mallory Allgood 615-846-7748 mallory.allgood@bmlg.net 

  

GM Jim Weatherson 615-324-7777 jim.weatherson@bmlg.net

   

   

 

SVP/PR George Briner 615-324-7782 george.briner@valorymail.com

D/PR/WC Ashley Sidoti 615-574-7827 ashley.sidoti@valorymail.com

D/PR/SW Brad Howell 615-324-7793 brad.howell@valorymail.com

D/PR/MW Adam Burnes 615.324.7901 adam.burnes@valorymail.com

D/PR/SE Brooke Nixon 615.651.8709  brooke.nixon@valorymail.com

CO Lauren Simon 615.846.7679     lauren.simon@valorymail.com

 

VP Dennis Kurtz 615-283-7484 dk@bigsparkmusic.com

ND Jim Dorman 615-601-6436  jdorman@bigsparkmusic.com 

SVP/PR Mike Wilson 615-557-8884 mwilson@blackriverent.com

SND Bill Macky 615-202-8135 bmacky@blackriverent.com

D/PR/WC Steve Pleshe 559-307-8148 spleshe@blackriverent.com

D/PR/NE Jane O’Malia  412-480-4871 jomalia@blackriverent.com

D/PR/MW Joe Carroll 615-779-8382 jcarroll@blackriverent.com

D/PR/SE Megan Boardman 615-579-4355 mboardman@blackriverent.com

CO Bailey White 623-693-3656 bwhite@blackriverent.com

Taylor Swift, Tim McGraw, Rascal Flatts, Jennifer 
Nettles, Trent Harmon, Midland, The Cadillac 
Three, Danielle Bradbery

Chris Lane, Morgan Wallen, Jillian Jacqueline

Maddie & Tae, Drake White, Tucker Beathard, 
Carly Pearce, Aaron Lewis, Steven Tyler

Florida Georgia Line, Cassadee Pope, A 
Thousand Horses, Brett Young, Ryan Follese

Reba, Martina McBride, Ronnie Dunn, 
Hank Williams, Jr

Brantley Gilbert, Delta Rae, Eli Young Band, Justin 
Moore, Tara Thompson, Thomas Rhett, Tyler Rich

Olivia Lane

   

  

P Pete O’Heeron 281-961-0481 pete@coldriverrecords.com

SVP/PR/AD John Ettinger 615-438-7667 john@coldriverrecords.com

VP/PR Jim Dandy 615-483-4250 jim@coldriverrecords.com

ND Mary Lynne O’Neal 903-926-0625 marylynne@coldriverrecords.com

D/RP Bill Heltemes 859-653-1345 bill@coldriverrecords.com

D/RP Taylor Eschbach 757-374-9705 taylor@coldriverrecords.com

D/RP Kellie Longworth 937-232-0574 kellie@Coldriverrecords.com

MG Marie Wapelhorst 402-719-8942 Marie@coldriverrecords.com 

  

   

P Pamela Newman 615-356-0535 pamelajillnewman@aol.com

     

 

   

   

VP/PR Ryan Dokke 615-690-4207 rdokke@curb.com

ND Mike Rogers 615-690-4217 mrogers@curb.com

D/SW Samantha DePrez 615-690-4218 sdeprez@curb.com

SD/PR/CS RJ Meacham 615-715-2764 rmeacham@curb.com

SD/PR/RI Andy Elliot 615-585-4101 aelliott@curb.com

D/PR/WC Lori Hartigan 760-929-1019 lhartigan@curb.com

CO Jessie Lowe 615-963-9349 jlowe@curb.com

   

O/DS/PRS Nancy Tunick 615-403-6121 nancy@grassrootspromotion.com

O/AIP Teresa Johnston 615-456-0187 teresa2@grassrootspromotion.com

VP/PR Renee McClure 615-646-3912 renee@grassrootspromotion.com

MG/MR RJ Jordan 615-335-0718 rj@grassrootspromotion.com

VP/M Jim Alderdice 615-268-9876 jim@grassrootspromotion.com

MG/DM Joe Fensler 330-260-0659 joe@grassrootspromotion.com

MG/S Lauren Mason 615-307-9494 lauren@grassrootspromotion.com

CO Kellie Yano (615) 490-4731 kellie@grassrootspromotion.com

MG/B/AP Scott Whitehead 615-429-7476 scott@grassrootspromotion.com

D/TX Dawn Gardin (817) 964-0955 dawn@grassrootspromotion.com

MG/MR Rebekah Clements 615-415-7210 rebekah@grapevinepromotion.com

MG/RT Shawna Chatfi eld 615-243-0119 shawna@grassrootspromotion.com

VP/CD Mandy West 615-226-3355 mandy@grassrootspromotion.com

DMS John Griffi n  615-500-3676 john@grassrootspromotion.com

AIP Chris Taylor 865-448-8039 chris@grassrootspromotion.com

P Dale Connone 212-991-5110 dale@in2unenashville.com
GM Cat Collins 770-682-0318 cat@in2unenashville.com
VP Jamice Jennings 615-243-6779 jamice@in2unenashville.com
MG Nathan Cruise 615-496-6356   nathan@in2unenashville.com

MG Blake Nixon  615-498-0988 blake@in2unenashville.com 

CEO Jaime O’Neal  eimajon@aol.com

MP Jimmy Murphy 615-406-6650 jimmy@momentumlabelgroup.com

SVP Alicia Wurm 360-319-6049 itsaliciaw@comcast.net

O Rob Dalton 615-331-9631 rob.dalton@newrevolution.us.com

O Jeff Solima 615-294-4787 hitsquadmn@aol.com

RD Maurisa Pasick 615-428-9708 maurisa.pasick@newrevolution.us.com

RD Joe Schuld 913 579-9385 joe@newvisionent.net

RD Joe Putnam 615 491-7688 joeputnam@newvisionent.net

RD Rocco Cosco 615 438-8030 roccocosco@newvisionent.net

RD Jon Conlin 818 399-1885 jon.conlon@newrevolution.us.com

DS Taylor Watson 303 453-9130 taylor.watson@newrevolution.us.com

Drew Baldridge,
Rae Solomon

Lee Brice, Rodney Atkins, Mo Pitney, American Young, 
Rachel Holder, Sweetwater Rain, Dylan Scott, Ruthie 
Collins, Tim Dugger, Jackson Michelson, Little Feather, 
Jerrod Niemann, Love and Theft

Major label and leading 
independent artists

CONTACTS
PROMOTION

Kelsea Ballerini, Craig Morgan, Bobby Bones & 
The Raging Idiots, Jacob Davis, Abby Anderson 

Matt Gary, Caroline Jones, Kaylee 
Rutland, Ashla Taylor 

Rachele Lynae, 
Jamie O’Neal
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 SVP Ryan Barnstead 615-414-4665 ryan@ttamusic.com

RP EJ Bernas 615-496-6963 ej@ttamusic.com

RP Pat Surnegie 818-400-2981 patsurnegie@gmail.com

   

GM Norbert Nix 615-429-6672 norbert@tripletigers.com

SVP/PR Kevin Herring 615-308-1103 kevin@tripletigers.com

WC Annie Brooks 360-903-1348 annie@tripletigers.com

NE Diane Lockner 443-253-9194 diane@tripletigers.com

SE Parker Fowler 256-630-1821 parker@tripletigers.com

CO Laura Hostelley 216-952-2495 laura@tripletigers.com  

O Diane Richey 615-320-7618 diane@richeypromo.com

GM Beth Robinson 615-320-7618 beth@richeypromo.com

D Ben Kann 615-320-7618 ben@richeypromo.com

CO Kiersten Suarez 615-320-7618 kiersten@richeypromo.com 

  

   

DM Heather Cramsie 615-301-1807 heather@silveradorecords.com

CEO/AR Dean Scallon 615-254-2053 dean@ssmnashville.com

P Patti Olsen-Garafols 615-254-2053 patti@ssmnashville.com

VP/M Jennifer McKillop 615-254-2053 jen@ssmnashville.com

ND Siara Sparkman 615-254-2053 siara@ssmnashville.com

P Michael Powers 615-438-6372 mpowers@starfarmnashville.com

EVP/GM Matt Corbin 615-330-2863 mcorbin@starfarmnashville.com

ND Denise Roberts 818-679-5479 droberts@starfarmnashville.com

CEO Mark Steel  940-782-3595 mark@steelmusicgroup.com

VP/PR/AD Dan Hagar 615-430-2560 dan@steelmusicgroup.com

PR/SM/M Nick Parker 940-435-1904 nick@steelmusicgroup.com

ST/AD Sydnie Ridinger 940-782-3595 sydnie@steelmusicgroup.com 

 

GM Lesly Simon -- leslysimon@pearlrecordsinc.com
SVP/PR/MAS Mandy McCormack -- mandymccormack@pearlrecordsinc.com
D/PR Hilary Hoover (317) 695-9971 hilaryhoover@pearlrecordsinc.com

D/PR Glenn Noblit (214) 282-6092 glennnoblit@pearlrecordsinc.com 

P Chris Allums 615-300-5321 allums@quarterbackrecords.com

 -- Bob Mitchell 615-720-7467  bobmitchell@redneckrcords.com

   

   

EVP/GM Gator Michaels 615-400-6957 gator@revivermusic.com

SVP Bob Reeves 615-347-9499 bob@revivermusic.com

RP/MW Suzanne Durham 615-828-9493 suzanne@revivermusic.com

RP/SE Amara Hall 615-854-1185 amara@revivermusic.com

RP/WC Dave Collins 480-223-8337 dc@revivermusic.com

CO Hayley Cowoski 717-802-5419 hayley@revivermusic.com

EVP/GM Gator Michaels 615-400-6957 gator@revivermusic.com

SVP/PR Bob Reeves 615-347-9499 bob@revivermusic.com

MG/SW/SE Clay Henderson 615-429-0262 clay@revivermusic.com

MG/NE/MW Will Robinson 208-919-2073 will@revivermusic.com

D/PR&M Ben Bieri 813-205-3355 ben@revivermusic.com

CO Hayley Cowoski 717-802-5419 hayley@revivermusic.com

VP/PR Rick Moxley 615-324-7766 rick.moxley@showdogmail.com

RP Greg Sax 214-676-7833 greg.sax@showdogmail.com
   

EVP/PR/AD Steve Hodges 615-301-4420 steve.hodges@sonymusic.com
MG/PR/AD Jenny Shearin 615-301-4375 jenny.shearin@sonymusic.com
MG/PR/PD Joe Wills  615-301-4471 joe.wills@sonymusic.com
D/AIP/MR RG Jones 615-301-4412 rg.jones@sonymusic.com

ND Lauren Thomas 615-301-4421 lauren.thomas@sonymusic.com

 VP/PR Josh Easler 615-301-4368 josh.easler@sonymusic.com

RP/SE Ali O’Connell 404-861-5757 ali.oconnell@sonymusic.com

RP/SW Rusty Sherrill 615-301-4461 rusty.sherrill@sonymusic.com

RP/NE Abi Fishbone 615-301-4416 abi.fishbone@sonymusic.com

RP/MW Luke Jensen 615-301-4362 luke.jensen@sonymusic.com

RP/WC Lisa Owen 310-614-2325 lisa.owen@sonymusic.com

ST Olivia Laster 615-301-4423 olivia.laster@sonymusic.com

    

SVP/PR Shane Allen 615-301-4311 shane.allen@sonymusic.com

RP/NE Cliff Blake 603-749-6790 cliff.blake@sonymusic.com

RP/WC Sam Borenstein 615-301-4494 samantha.borenstein@sonymusic.com

RP/SE Lyndsay Church 615-301-4458 lyndsay.church@sonymusic.com

RP/SW Mark Janese 214-763-7816 mark.janese@sonymusic.com

RP/MW Bo Martinovich 615-301-4464 bo.martinovich@sonymusic.com

ST Christy Garbinski 615-301-4426 christy.garbinski@sonymusic.com

     
D/RP Dan Nelson 603-626-9898 dan.nelson@sonymusic.com
D/RP Matt Galvin 615-301-4384 matt.galvin@sonymusic.com
D/RP Elizabeth Sledge 615-301-4465 liz.sledge@sonymusic.com
M/RP Larry Santiago 818-290-3104 larry.santiago@sonymusic.com
M/RP David “Bubba” Berry 214-695-9777 david.berry@sonymusic.com

ST Nicole Walden 615-301-4417 nicole.walden@sonymusic.com

LABEL

Chase Rice, Kenny Chesney, Levon, 
Luke Combs, Maren Morris, Tyler Farr

Chris Young, Dolly Parton, Jake Owen, 
Kane Brown, Miranda Lambert, 
Old Dominion, Ryan Hurd

Brad Paisley, Cam, Carrie Underwood, 
LANco, Seth Ennis

   

SVP/PR Royce Risser 615-524-7588 royce.risser@umusic.com

VP/PR David Friedman 615-524-7539 david.friedman@umusic.com

D/RM Donna Hughes 615-524-7584 donna.hughes@umusic.com

D/PR/RM Chris Schuler 615-524-7517  chris.schuler@umusic.com

A/PR Jason McColl  615-524-7566 Jason.mccoll@umusic.com 

  

  

VP/PR Bobby Young 615-524-7555 bobby,young@umusic.com

RP/NE Annie Sandor 954-529-3380 annie.sandor@umusic.com

RP/MW Brent Jones 615-524-7528 brent.jones@umusic.com

RP/SE Ashley Laws 615-524-7592 ashley.laws@umusic.com

RP/WC Paige Elliott 703-346-5233 paige.elliott@umusic.com

RP/SW Mara Sidweber 469-231-6302 mara.sideweber@umusic.com

CO Sarah Beth Watson 615-524-7541 sarahbeth.watson@umusic.com

VP/PR Jimmy Rector 615-524-7562 jimmy.rector@umusic.com

RP/SE Trudie Daniell 770-253-1784 trudie.daniell@umusic.com

RP/WC Ron Bradley 619-501-5806 ron.bradley@umusic.com

RP/SW John Trapane 281-323-4053 john.trapane@umusic.com

RP/NE Mike Krinik 615-524-7590 mike.krinik@umusic.com

RP/MW Chris Fabiani 615-524-7571 chris.fabiani@umusic.com

CO Jamie Graves 615-524-7538 Jamie.Graves@umusic.com 

  

 

VP/PR Katie Dean 615-524-7553 katie.dean@umusic.com

RP/NE Michelle Tyrrell 810-326-1770 michelle.tyrrell@umusic.com

RP/MW Donna Passuntino 847-531-6164 donna.passuntino@umusic.com

RP/SE Louie Newman 404-449-3376 louie.newman@umusic.com

RP/WC Anna Johnson 615-983-0610 anna.johnson@umusic.com

RP/SW Miranda McDonald 615-524-7537 miranda.mcdonald@umusic.com

CO Julianna Vaughn 615-524-7591 julianna.vaughn@umusic.com 

  

VP/PR Damon Moberly 615-524-7520 damon.moberly@umusic.com

RP/WC Sally Green 615-524-7770 sally.green@umusic.com

RP/SE Jack Christopher 615-524-7720 jack.christopher@umusic.com

RP/SW Jill Brunett 615-351-8273 jill.brunett@umusic.com

RP/MW Charlie Dean 612-824-1220 charlie.dean@umusic.com

RP/NE Summer Harlow 931-638-3954 summer.harlow@umusic.com

CO Nick Kaper 615-524-7514 nick.kaper@umusic.com 

  

Matt Stillwell, Hudson Moore, Arabella 
jones, Tebey, Emerson Drive, Kaitlin 
Kozell, Stereo Specter

Keith Urban, Lady Antebellum, Luke Bryan, Little 
Big Town, Darius Rucker, Dierks Bentley, Jon 
Pardi, Mickey Guyton, Charles Kelley

SVP/RS  Kristen Williams 615-214-1563 kristen.williams@wmg.com

VP/RS Chris Palmer 615-214-1424 christian.palmer@wmg.com

VP/OC/RM Chad Schultz 615-214-1423 chad.schultz@wmg.com

SD/SR Tim Foisset 615-726-7861 tim.foisset@wmg.com

SD/CSI Jamie Younger 615-214-1529 jamie.younger@wmg.com

SC/RS Jessica Rouse 615-214-1486 jessica.rouse@wmg.com

CO/RS Branden Bosler 615-214-1525 branden.bosler@wmg.com

EA Kati Salverson 615-214-1430 kati.salverson@wmg.com 

  

   

ND/RS Tom Martens 314-737-7160 tom.martens@wmg.com

MG/RS Anna Cage 317-730-7671 anna.cage@wmg.com

MG/RS Ray Vaughn 214-683-7298 ray.vaughn@wmg.com

MG/RS Raffaella Braun 973-930-9118 raffaella.braun@wmg.com

MG/RS Tom Starr 818-519-7190 tom.starr@wmg.com

   

ND/RS Adrian Michaels 615-477-0545 adrian.michaels@wmg.com

MG/RS Diane Monk 310-663-4151 diane.monk@wmg.com

MG/RS Shari Roth 312-590-3229 shari.roth@wmg.com

MG/RS Ray Mariner 770-298-7365 ray.mariner@wmg.com

MG/RS Stephanie Holzer 610-883-0533 stephanie.holzer@wmg.com

   

ND/RS Katie Bright 615-788-2203 katie.bright@wmg.com

MG/RS Lou Ramirez 210-240-4001 lou.ramirez@wmg.com

MG/RS Mallory Opheim 615-815-5478 mallory.opheim@wmg.com

MG/RS Rick Young 818-926-8189 rick.young@wmg.com

MG/RS Mark Niederhauser 214-914-6550 markn@wmg.com

Eric Church, Alan Jackson, Brandon 
Lay, Eric Paslay, Brothers Osborne, 
Haley Georgia, Gary Allan

Vince Gill, Kip Moore, George 
Strait, Josh Turner, Sam Hunt, 
Clare Dunn, Jordan Davis

Lauren Alaina, The Band Perry, Easton Corbin, 
Billy Currington, Julianne Hough, Kacey 
Musgraves, Canaan Smith, Chris Stapleton, 
Sugarland, Shania Twain

Mark Leach, Anita 
Cochran, SaraBeth

Toby Keith, Krystal Keith,
Waterloo Revival

Kayla Adams, Blackjack Billy, 
LoCash, Michael Tyler

Erica Nicole

Garth Brooks,
Trisha Yearwood

Bailey Bryan, Charlie Worsham, Chris Janson, Dan + Shay, 
Frankie Ballard, Jana Kramer, The Last Bandoleros, Zac 
Brown Band

Aubrie Sellers, Devin Dawson, High Valley, Michael Ray, 
Ryan Kinder

Ashley Monroe, Blake Shelton, Brandy Clark, 
Brett Eldredge, Cole Swindell, Hunter Hayes, 
The Railers, William Michael Morgan

Joe Diffie, Crystal Yates, Ali Morgan, Mandy 
McMillan, HISH, Melissa Mickelson, Zack Dyer

Branch & Dean, Alexandra Demetree, 
Wes Hayden, The Redhead Express

PROMOTION CONTACTS

Tyler Steel 

Russell Dickerson

Richey Promotions

ABBREVIATION KEY:
A Assistant
AD Artist Development
AIP Activator & Indicator Promo.
AP Audio Production
AR A&R
B Business
CD Client Development
CO Coordinator
CS Chart Strategy
CSI Content Strategy & Innov.
CT Central
D Director
DI Digital Initiatives
DM Digital Marketing
DMS Digital Media Strategist
DS Digital Streaming
DSM Digital Sales & Marketing
EA Exec. Asst.
EC East Coast
LR Label Resources
M Marketing
MAS Marketing & Artist Strategy
MG Manager
MP Managing Partner
MR Music Row Promotion
MW Midwest

ND National Director
NE Northeast
O Owner
OC Original Content
P President
PD Production
PR Promotion
PRM Promotion & Mktg.
PRS Promotion Strategy
RD Regional Director
RI Radio Initiatives
RM Radio Marketing
RP Regional Promotion
RS Radio & Streaming
RSGS Radio Syndication 
 & Group Strategy
RT Radio Tour
S Secondary
SC Senior Coord.
SD Senior Dir.
SND Sr. National Dir.
SE Southeast
SM Social Media
SR Streaming
ST Specialist
SW Southwest
TX Texas
WC  West Coast
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Rod PhilliPs

THE INTERVIEW

Sleeplessly 
Optimistic

Named iHeartMedia Country format captain in August 2015, Rod Phillips  
accepted his new role in conjunction with the company’s introduction of the  

iHeartCountry brand. As a Regional SVP/Programming, Phillips worked with  
dozens of Country stations and was the driving force behind the 
decision to move The Bobby Bones Show into the  
format. Now settled in his new role and living in  
Nashville, he’s focused on the still-young iHeartCountry 
brand’s growth, a unique opportunity to drive listeners 
to the company’s new subscription on-demand stream-
ing offerings and finding a way to not lose sleep while 
supporting a lot of Country stations. 

CA: Seventeen months in, what’s a day in the life of Rod Phillips like?
RP: It’s an interesting balance between ultimately overseeing 149 radio stations – the core of our business 
– and helping to manage our partnerships with labels and clients. Because I’m a programmer, it starts 
with having successful radio stations. We’ve also realized, in a great way, that succeeding together 

is our best shot, so being open and 
transparent with our label partners 
and clients is typically our best 
road to success. Managing that 

so we can move products along is a balancing act in an age when the phone’s always on 
and emails keep coming. My daily focus is to improve what we already have. If we have 
stations that are in need of a ratings lift, that’s our focus. Then we also have to maintain 
the brands that are performing great. 

How does it break out between dealing with the flood coming in versus actively 
implementing plans? 
It’s really the stuff that needs an immediate answer versus the bigger picture. And that’s 
a 50-50 balance. You have to attack the things that are in front of you, but also make sure 
our strategy is in play, particularly among radio stations that are in a competitive battle 
or trying to get from a 10 to a 12 share. Do we have the plan and is it being executed?

Obviously you worked with Country in your role as a Regional VP/Programming, but 
what have you learned about the format since you’ve been in the captain’s chair?
This isn’t a surprise, but in a format that truly is 25-54, you have the younger end coming 
to the format and you have to appeal to the older end that’s probably been there for a 
while. You have to be very focused on those two pieces to regenerate audience without 
pushing out the older end to make that happen. That’s the biggest challenge we have, 
especially coming out of a couple years ago when Country was getting a lot of credit for an 
18-34 surge. 

You talk about regenerating audience, but what about regenerating the artist base? 
Country can’t develop stars at other formats as Pop and AC do.
I was well aware [of that dynamic]. Being in a format having such a staple of heritage stars 
who continue to release relevant music is a great benefit. We also try to find a way for the up-
and-comers to become the future of the format. It’s absolutely much harder to manage those two 
worlds as a [Country] programmer. Similar to the 25-54 balance, you don’t want Tim McGraw going 
away – he has plenty of hits still in him. At the same time, Cole Swindell is coming up behind him with 
six No. 1s in a row and that’s terrific for our future. Having both is great right now.

The iHeartCountry brand team beyond yourself includes Steve Geofferies, Gator Harrison, Chad 
Heritage and Gregg Swedberg. How do the five of you work together.
First, they’re a great team for bouncing around thoughts and ideas, and we do that on a regular basis. 
Nothing is decided by one person, I just have the privilege of overseeing it. They all have great history in the 
format, operate in different-sized markets and have different radio stations in terms of morning shows and 
talent. That’s invaluable. From there, we have 149 stations and their many platforms, plus integration with the 
iHeartRadio app. And each of them do have jobs in addition to [iHeartCountry] responsibilities on a weekly 
basis. Gregg handles some lists, Gator handles communication and we all work with different radio stations as a 
resource. If a station has a need or needs a check-up, we can find somebody to come in and provide support. 

How much are you and the brand team, as programmers, integrated into working with clients?
We are involved in the big client partnership opportunities. I personally handle most of those in terms of 
representative for iHeartCountry, but the effort extends beyond the brand team. Jackie Tigue is based in 
Nashville and doing artist relations for national programming – Marissa Morris’s team. Zack Massey is on 
the digital team and we have other folks who are directly attached to the iHeartCountry brand, any of 
whom could be in communication or helping lead progress on client initiatives. Our No. 1 job as 
programmers is growing ratings, and right next to that is growing revenue. We are all in the 
revenue business. 

How well is the brand working as envisioned and how much more is there to do to get to 
where you want it?
We’re in growth mode for sure. I said at [iHeartCountry’s recent label summit] that this brand is 
only 17 months old, very early in terms of launching this under the iHeartRadio umbrella. We’ve grown awareness 
of the brand and grown the team, but we have visions far exceeding where we are now. We have lots of plans to continue to 
make iHeartCountry mean more to the consumer, and when iHeartCountry means more, local radio stations that are attached 
perceptually also get a lift.

What was your message to labels during the summit? What was their message to you? 
Our focus was on how the iHeartMedia ecosystem is growing. We have a lot of assets our partners can pull on, and we’re 
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growing those with iHeartRadio Plus and iHeartRadio All Access. It’s a clear gateway for 
expanded content and a deeper connection to our listeners, giving them access to music 
whenever and however they want it.

The labels’ focus was on their priorities, musically, going into this year. We’ve done 
these for several years and they’re catching their groove in focusing on a couple projects 

they want our programmers 
to know are coming. The 
stable of new artists and 
established artists with big 

projects is terrific. Our programmers are genuinely excited about the music coming in 2017.

With the numbers showing Country listeners are a little later to the 
subscription streaming game, could iHeart be a big player in bringing that 
audience into that marketplace?
This is literally game-changing. iHeartRadio is a massive extension of listener 
attachment to the brands they listen to, and the only digital music service combining 
discovery, music collections and the companionship of live radio. We’re truly making 
radio interactive. And as you point out, we’re bringing digital music services to the 
mass market – including the 84% of iHeartRadio users who don’t have an on-demand 
subscription service. Figure in our terrestrial listening – a quarter-billion listeners a 
month – and we’re in a unique position to drive awareness and usage on a national 
scale. And that’s certainly the case in Country.

We’ve come out of a year and half, maybe more, of soft research for current music. 
Where are we right now as a format with music? 
We had a year where a lot of artists broke out – Chris Lane, Tucker Beathard, Brett 
Young – and it was also steeped with Keith Urban, Carrie Underwood, Blake Shelton, 
Luke Bryan, Tim McGraw, Miranda Lambert. To me, that’s a great recipe for growth. 
When you hear talk about the format being 
soft, we have lots of radio stations that would 
tell you that’s crazy. Stations that have seen 
year-over-year ratings increases and are set 
up to do even better in 2017. I’m an optimist, 
but I’m also here to look at it objectively. I 
firmly believe 2017 is absolutely set up to be a 
growth year.

Across the format, ratings have certainly 
been more down than up. In addition to 
questioning current music, there’s been a reevaluation of gold, as well. Did we 
swing too far away in the rush for 18-34? Are gold titles testing better?
I don’t know that gold scores grew as much as they’ve always been strong. It’s a matter 
of a balance. Some PDs sensing softness will play proven hits and there’s obviously 
some legitimacy to that. Other stations are in more of a new country attack mode and 
may lean toward new music. Too often, we just want the answer, but it’s not one size 
fits all. To the point that some stations would say, “There’s no way Country is down,” 
is it a matter of stations or the format underperforming? Nobody can answer that purely 
because you don’t know. We have a higher number of healthy and growing Country 
stations than stations with soft ratings. We don’t see a speed bump here. We see a flatter 
road, an ability to start going downhill and growing TSL in 2017.

Great point that there may not be global answers, but it is interesting that amidst 
discussion about soft currents and the success of WSM-FM/Nashville with a 
gold hybrid, KNIX/Phoenix has shifted its playlist. PD Steve Geofferies has even 
brought back Tim Hattrick to mornings. When was the last time a station said, 
“We need to get older?” Could that be forerunner of a trend?
I hesitate to call it a trend. It’s just a great example that there isn’t one answer. If 
everyone decided to do what Steve’s doing, we’d be in a ship out in the ocean just 

hoping that we’d get back. Some would make it and some wouldn’t. 
What I would call it is a potential opportunity. What you’re seeing is more 

programmers looking for those. PDs make changes all the time, they just aren’t really 
that evident to the average listener. We think we make major changes, but have you done 
something to change the sound of your station? We felt confident that, because KNIX is 
the heritage Country in Phoenix, its longtime listeners wanted a different music mix. We 
still play plenty of new music, but it’s focused on how you brand the music. 

Someone said to me a station doesn’t give something up to its competitor – like the 
Hot New Country position – unless it thinks that position isn’t valuable anymore.
It’s a great point. What do you have a chance to go get, and what are you willing to give 
up? That could be very different in Phoenix than it is in Cleveland or Jacksonville. 

Lauren Alaina was the most recent On The Verge Artist and Luke Combs was just 
announced as the next. Any changes to On The Verge, World Premieres or other 
platform-wide programs?
By and large operating as we have for years. Each station’s individual, minimum 
commitment was raised for On The Verge, so that we could get a better read on whether 
the song is a hit. We just needed a broader look and extended the length of time we say 
an artist is On The Verge. There’s probably not a better example than Lauren, an artist 
listeners don’t know well yet, and maybe wouldn’t have gone far enough to see if she 
had a hit. She’s testing great, in the top 15 and it will be a lot bigger than that. 

Bringing Bobby Bones into the format was your brainchild, and he’s been a 
polarizing figure in some ways, which is maybe what you want out of a morning 
radio show. Looking back, has that journey met your expectations? 
Four years in some ways seems really fast and in some ways went by really slow. We 
took a personality with unlimited potential and moved him into a different format. I 

don’t know that there’s another great example 
of that. In almost every way, it has exceeded our 
expectations. The show is on 98 radio stations, 
the most-syndicated Country [morning] show 
we’ve ever seen. What we know about listener 
passion for the show is unparalleled. Then you 
see what the Bobby Bones brand is able to 
do outside of radio. He took iHeart’s “we are 
a media company” approach to another level 
and said, “Watch this.” He’s on tour with his 
band, has a book, he’s on TV and great at social 

media. He’s just a great example of taking a brand and extending it beyond a radio 
station because listeners are out there as well. 

And talk about making friends for life – letting listeners see you, touch you, feel you in 
all these ways. That makes the radio show stronger. I can tell you we are truly in a better 
position with those stations with a morning show listeners are attached to. Morning show 
attachment is what is most sticky for the listener, and maybe more important to the format 
than 10 or 15 years ago. Middays are still incredibly important and we are an at-work 
format, but the morning show is as important as we’ve ever experienced.

Bringing in the Bones show could be seen as a nod to the 18-34 demo at a time 
when Country was getting hotter with a younger audience. Is there an evolution for 
the show if the format is refocusing 25-54? Is that discussed or even in progress?
We certainly didn’t start saying, “We are now an 18 to 34 morning show for this 
format.” We knew that was an easier way in because it naturally matched the 
lifestyle of the people on the show. Four years in, the show has Eddie, who is 
married with kids, Lunchbox has gotten married, Amy’s always been married and 
is adopting children, and Bobby has a girlfriend. If we were a little too young for 
someone who is 48 or 52, four years later we’re really not. It’s not the lifestyle of 
being younger and going out all the time. We knew from the beginning we had to be 

I’m an optimist, but I’m also 
here to look at it objectively. I firmly 

believe 2017 is absolutely set 
up to be a growth year.

“
”
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sensitive to listeners with kids or even grandkids. Now, it’s easy to say the show is 
maturing with the audience. We have more storylines than ever and we didn’t have 
to focus it [that direction]. It happened naturally. That just gives us more confidence 
we are in growth mode.

And hopefully cementing relationships with those young listeners who are now 
moving deeper into that 25-54 just like they are...
Yeah, they’re in a great spot. It’s been said 20-somethings want what 30-somethings 
have. So you don’t have to be 20 to appeal to a 20-year-old. And then, quite honestly, 

40-somethings want what 
30-somethings have 
because none of us feel 
like we’re quite getting 

that old. So they’re in a great pocket, right in the center of the demo, and it’s just, again, 
another reason we feel great about this year and what’s coming. 

As you said, there are a lot of places where the Bones show is super solid. There are 
also some markets where the show hasn’t taken off or it’s been a harder recovery 
shifting out of whatever they previously had in mornings. Have you learned 
anything about places where a national morning show works and a national 
morning show doesn’t? 
It’s never our intent to say there is a one-size-fits-all. There are markets where it 
hasn’t succeeded at the same level as others. One market where Bobby has been on 
for a couple of years was just not where we anticipated, the most recent book saw an 
incredible jump. Is that the new reality? That will play itself out.

This is an example of how our company works. We love national scale with 
local execution and local integration. Bobby and the team travel [frequently] to 
be attached to the communities they’re in. That doesn’t mean we need the show in 
every market. We have great morning shows on big radio stations. The morning 
show on WQIK/Jacksonville is a very successful model. They are Jacksonville. All 
of which makes you more dynamic. If we put this show everywhere then we are one 
thing. That one thing has worked incredibly well, but we like to be more diverse 
than that. And we respect that a show or station with a successful model does not 
necessarily have to change. 

In some cases, we did [make changes] 
moving morning shows to afternoon drive, 
and we’re in a better position in [both]. 
Great! There’s also a huge opportunity 
for shows in Cleveland, Columbus 
and Chicago to continue to be part of 
the iHeartCountry platform handling 
everything their communities need and 
entertaining their audience.

Is there a time-out? Would you ever say, 
“We took a good long run and can’t get a 
national show to work here”?
As of the four-year mark, whether it’s an 
iHeart affiliate or another company, nobody 
has said, “Okay, we’re done.” That’s 
primarily because you’ve got most markets 
in growth mode or high ratings. The ones that 
aren’t, they feel the show. We’ve rarely seen a 
show research with this kind of passion from 
listeners. When you have that on your radio 
station, there’s no PD that doesn’t sense it. 
There may not be an answer to this question 
until we’re in year five, six or seven. 

You have to get to the point of recall.
Absolutely. 

What a story Chicago’s been. Did you 
expect it to go as well as it has? What 
have you learned?
Well, we always want it to go that well. Do 
we expect it? We know heritage stations 
are very tough to take on in this format. 
Listeners are very loyal. If our goal was 
to cut a radio station in half immediately, 
we clearly succeeded. We wanted to build another Country option that would grow 
over time, and obviously we want to win every battle. What has to happen now is one 
of them has to win out. I give [PD] Steve Stewart and that team total credit for what 
they’ve been able to do in a very competitive battle.

I lived in Chicago for six years and totally get what [CBS Radio’s WUSN] does. They 
were the Country station and had as much of a local Chicago brand as anybody. For 
listeners to be willing to try something else that quickly was, I have to be honest, a little 
surprising. Now we’re in a position where we have the more heritage morning show, a 
couple of years of history with Country listeners and Steve is highly promotionally active. 
We are very confident we can be the Country leader. 

Does success there give you or the company confidence to look at some other 
markets where a launch might work?
We definitely have those conversations. This is where I have to thank [iHeartMedia 
CEO] Bob Pittman and [President/National Programming Platforms] Tom Poleman for 
being so committed to Country. It’s our biggest format in number of stations and one 
of our biggest audience formats. We always want to grow that. If we see an opportunity 
like Chicago, I’m sure we would jump. Not all of them have been Chicago, so you’ll 
have your wins and your losses, but we have as high a focus on Country as we ever 
have. We didn’t start the iHeartCountry brand by mistake. No other formats have that 
branding within the company. We dominate the country landscape now, but know we 
can grow. 

There’s always the hope that signing on a competitor will grow Country share in a 
market. That doesn’t seem to happen, does it?
It usually grows by some margin, and in Chicago it hasn’t grown at all. That’s more 
surprising than if we’d seen it grow at some level. Is it going to grow from a six share 
to a 10 share market? No. But if a six can go to a seven and we have five, we’re in. That 
doesn’t always work, but that’s the goal, especially within the first couple of years. But 
it doesn’t impede our thought process of expanding into a new market. 

Widening out from iHeart a bit, how do you see Country as a format and genre 
relative to other formats? And how are we doing, in terms of Country’s place in the 
overall media and radio landscape? 
The variety of sound is a good thing and probably brings in more cume as people at 
least try out the format. Where we’ve been limited and surprised is how rarely other 
formats grab Country crossovers. We’ve seen that come and go through the years, but I 
could list any number of artists who are likely playable on adult CHRs or Hot ACs. You 
don’t see a huge attraction or implementation of that. Some Country PDs would tell you 
that’s how they want it. I see it quite the opposite and believe it helps our format when 
others want your product. 

What about Nashville? You feel settled in? 
At the risk of sounding like I work for the Chamber of Commerce, I have lived a lot 
of places and have never felt more comfortable, at home and integrated as quickly 
as I have here. That extends to every member of my family. We’ve found home. And 
that’s with Nashville being one of the fastest-growing towns in the country. I don’t 
like that part because I hate traffic. Despite that, it is truly our favorite place and 
we’re not leaving. 

From a professional side, those who now work with me have been terrific in learning 
our vision and goals, then finding how we get to the end-game together. We may not go 
down the exact same road – and we shouldn’t –  but as long as we meet at home, then 
we’re probably going to be in a better space. 

It really is all sunshine and roses, I have to say, from a professional and personal 
standpoint. The last 18 months couldn’t have gone better if I wrote the book myself. 
And I got a page in Bobby’s book, so there’s that! With iHeartCountry still being a 
young brand, there are some really exciting years ahead.

Being a programmer in Nashville means risking immersion in music business 
priorities and forgetting there’s more to the audience than the folks on a few 
blocks around the station. As a national programmer, I would imagine that pull 
is even stronger. How are you navigating the Music Row bubble?
There’s no doubt you have to manage that, professionally, when you’re attached in 
Nashville. WSIX has had an incredible list of PDs through the years and is now in 

the best position we can be in with Gator 
Harrison. He and I are in lock step about 
this. We are fully motivated to be good 
partners. We are also fully motivated to 
appeal to that listener in Franklin who 
doesn’t drive into the city much, doesn’t 
really understand the record business, 
doesn’t really care and just wants their 
favorite country music. Gator is the perfect 
person to ground the radio station and 
not get caught up in showcases and No. 
1 parties. You can hear that in the change 
he’s made in branding the station to the 
market as well. 

Has it been difficult to find your own 
balance with that? 
I’d probably be lying to some degree if I said 
it’s been no problem. Certainly, it’s fascinating 
and amazing to know folks and build 
relationships, but you do have to occasionally 
check yourself. My No. 1 goal is to help 149 
radio stations be as big as they can in the 
ratings. That really is it. Sometimes that aligns 
perfectly with what Music Row would need, 
and sometimes it doesn’t. And the great thing 
is, we have a lot of really smart executives 
in Nashville who understand that. They have 
a job to do to push as hard as they can and 
they know we have a job to do to protect the 
balance of our product. 

What’s the hardest part of your gig? 
When you have so many stations, they’re 
not all going to succeed at the same time. 
While I’m an eternal optimist, it’s the 
five, or six, or seven projects that aren’t 

going as we intended that drive me crazy. We may have a full roster of stations doing 
incredibly well and we think we are strategic enough to take those best practices and 
use them everywhere. When it doesn’t work, I truly still feel for that PD who isn’t 
getting where they need to go. You take a harder hit on the ones that don’t go the way 
you want than you are able to celebrate the wins. We love to celebrate wins and we 
have more wins than losses, but the losses hurt so bad that the job’s never done. Same 
thing when I used to be on the air. I could have breaks I felt good about, but the one 
that went so bad I got hot and sweaty in the studio, you just don’t get over that.

What’s the best part?
Considering how many PDs, MDs and personalities we work with, this is still a very family 
environment. When I am in touch with a radio station there is no hesitancy for a PD to jump 
in and have a conversation. None. It’s a very collaborative group. In our company there’s 
an assumption that PDs will all talk to each other, but in our format we have just another 
level of communication and interaction. The best part is when we have a summit with 50 
programmers and on their way out of town they’re shooting me a text, calling, sending an 
email – saying thanks or congrats on the event or continuing the discussion. It’s very much a 
community, as Country radio is as a whole. That’s why it feels personal. 

Final thoughts?
I hope we don’t get too caught up in what cycle of ratings we may be in. Hey, I can 
put my big boy pants on and say, “Do we have a softness in the format?” The optimist 
kicks in and tells me if you had [stations with down ratings], that’s your opportunity 
to go the other way. What’s impeding that? Typically it’s as much about the morning 
show or the attention to execution as it is anything else. There’s all kinds of things 
that go into it beyond whether the music is strong enough to the average consumer. 
Personally, I like the music a lot. As much as it’s tempting to focus on what’s down, 
we can also spotlight the positive and point to stations that have far exceeded their 
ratings goals. Somebody should tell [WQIK/Jacksonville PD] Cindy Spicer the 
music’s soft. She’ll smack you.                                                                      CAC

If the Bones Show was a little too 
young  for someone who is 48 or 52, 

four years later we’re really not. 
It happened naturally.

“
”
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Bob Kingsley’s 
Country Top 40 

continues to attract 
and engage loyal 

listeners nationwide. 
Find out what it can 
do for your station.

“CT40 with Bob Kingsley is one reason why 
99-5 The Wolf is The Most Listened to Country 
station in America! Number One in all major 
demographics persons 18-49/persons 25-54”

Mac Daniels, Program Director, KPLX/Dallas, TX

 

“Bob and CT40 have been a consistent 
winner on WCTK for more than 25 years.  If it’s 
Sunday morning in New England, it’s Bob 
Kingsley on Cat Country 98.1”

Bob Walker, VP Programming, WCTK/Providence, RI

 
“Anyone can count down songs, but not 
everyone can paint a picture by the way 
they tell a story about an artist quite the way 
Bob does week in and week out. He’s been 
on B-105/WUBE for decades now and is a 
perfect complement for Sunday mornings.”

Grover Collins, Program Director, WUBE/Cincinnati, OH

 

“Bob Kingsley is the Country Standard, period. 
No one is more admired and respected from 
all sides of Nashville.”

Tom Hanrahan, Area SVPP, WDXB/Birmingham, AL

 

"Bob Kingsley's CT40 is a Sunday morning 
tradition at 106-5 WYRK! Weekends wouldn't be 
the same without Bob counting down the hits."

Wendy Lynn, Brand Manager, WYRK/Buffalo, NY

the bestthe best
When only

the best
will do…

For more information, contact Shawn Studer 

at shawn@ct40.com or 817-599-4099, x2238
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