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FEELING 

NEW?   Gators & Eagles  
& Blakes, Oh My

KUPL/Portland Dir./Programming Scott 
Mahalick, who recently re-launched the station 
as “98.7 The Bull,” believes new measurement 
may change some branding mechanics, but the 
fundamentals are unaffected. “There is literally 
zero difference in branding in a diary market or a 
metered market,” he says. However ... “I think we 
got lazy in diary markets. There was a lot 
more forgiveness because it wasn’t about 
what a station was actually doing, but 
what it was perceived as doing. So, if you 
had a strong brand, you could get away 
with a lot of sins. [And] there is more 
forgiveness in a PPM market if you don’t 
hammer the brand 22 times an hour.

“What the meter has done is held you 
to a higher level of accountability,” he 
continues. “If you’re doing great, enter-
taining radio, you’re going to win no matter how it’s 
measured. I would challenge anybody to sit down side-
by-side, diary or PPM, and identify what great radio is. 

If a jock does a lackluster break that isn’t interesting, 
engaging or compelling, it’s not going to work under 
either methodology.”

Do You Feel Like I Do?
Mahalick’s comments spotlight the idea that the sta-

tion brand is greater than a name, slogan or graphic, 
though each is a useful tool for defining 
the broader entity – the brand. Some say 
a brand is an experience, even an aura or 
feeling. “If you think about it as you would 
a person,” Glasco says, “it’s their personality 
and what they stand for and are famous for.” 

Brand Like A Rock Star author Steve Jones 
explains, “Your brand is the emotional 
reaction that your radio station has on the 
listener. It’s not the logo, it’s not the posi-
tioning statement, the color scheme, your 

station voice or anything else. It’s a combination of all 
those things and everything else that happens around 
your radio station. It’s a big cumulative effect, but ulti-

Bob Glasco

If Country radio were a petting zoo, 
it would probably be a pretty  
dangerous place – frogs and rabbits 
aside. Recent high-profile,  

major market re-branding projects 
have highlighted the decades-old 
naming phenomenon as it enters a 
new era of electron-fast consumer  
interaction and real-time audience 
measurement. As consultant Bob 
Glasco asserts, “All the names we 
give radio stations are really for the 
purpose of recall and are driven by 
Arbitron [diary methodology].” But 
do those branding strategies apply 
in a PPM world? Country Aircheck 
examined that question and more 
for this in-depth look at radio branding.
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We put so much emphasis on music 
quantity that it makes us very one 

dimensional and replicable. It’s like 
Starbucks touting, ‘Coffee, Non-Stop Coffee, 
More Coffee Than Any Other Coffee Shop.’

—Steve Jones

“

mately, it’s an emotional connection.
“For example,” Jones continues, “if I were in Boston 

during game seven of the Bruins series, I’d make sure 
that my logo is black and yellow even if my logo is nor-
mally blue and red. It’s like the Google lesson. When 
you go to the Google homepage, they’ve 
tweaked it for whatever day it might be, 
whether it’s Mother’s Day, St. Patrick’s Day 
or some unknown birthday that we didn’t 
even think about. The point is, they’re not 
afraid to mess with their logo to better re-
flect how you’re feeling on the day you use 
their product. So, while some may think 
the brand is the logo, it’s actually just an 
aspect of the brand that can be used to 
reinforce the bigger emotional impact of 
how your radio station makes them feel.”

Mahalick lets his Bull do the explaining. “You’ve 
got to give it some soul and some meaning,” he says. 
“A lot of stations that call themselves The Bull are very 
basic. But this is ‘4,000 pounds of hoof-pounding, 
ground-rounding, hot-shouting Bull!’ It has a feeling 
of excitement to it, and that comes through in the 

creative and writing process. Are the talent on your 
station real and are they connected to and reflective 
of the target? And are you maximizing all the attri-
butes of your brand?”

He points to the writing process being emotionally 
focused. “It needs to make you smile and it needs to 
make you feel. I’ve been working on copy 
for our ‘At-Work Connection.’ The first 
line I have on my page is, ‘Your job is 
what you do, but we know who you are.’ 
That’s  powerful creative and if you hear 
that on the radio, yeah, you feel good. 
You feel proud of what you’re doing as 
an individual and as a country fan, and 
for being part of the radio station. Our 
brand reflects every element and every 
aspect of that, and on a lot of levels. We need a spec-
trum of emotions to continuously touch people and 
make the brand come alive and connect.”

Matt Fischer, President/CEO of Cincinnati-based 
marketing and advertising firm Curiosity Advertis-
ing, says radio isn’t all that different from other 
products. “It’s an entity that wants to be attractive 
to another group – an audience,” he says. “So what 
are the qualities that make them attractive? Certain 
things have high functional benefits – Tide gets your 
laundry clean better. In the case of a radio station, 
it’s the emotional benefits that are really powerful 
to their audiences. But, if you’re really not sure what 
the emotional benefits that you’re providing are, 
how can you elevate that to a level that engages the 
audience? And how do you do it in a way that the 
audience is able to both recognize and appreciate?”

Calling Dr. Love
Identifying the most effective emotional connec-

tions is a primary step. “If you have the ability to do 
research, that’s great,” Glasco says. “If not, at least get 
some listener panels going. Get out to events and talk 
to your listeners. Have your finger on the pulse of the 
life group as much as possible so that you can know 
their language and what their hot-buttons are. There’s 
no such thing as too much information, though there 
is such a thing as too much analysis of that informa-
tion. And you’ve got to be constant with gathering it. 
You can’t just say, ‘Well, we’ve done our listener panels 
and we’re okay for another year.’ No. Sorry. That does 
not work. Things are moving too fast right now.”

Erasing frayed connections may be the most valu-

able part of re-branding. “When we purchased KUPL, 
there was perceptual research dating back to 2005 
that showed the audience was getting older. The 
perception was of an older station,” Mahalick admits. 
“We were up against a competitor that had a more 

fun, youthful, hipper image. The brand, 
‘Couple’ as they called it, was not sexy 
or appealing to anyone under the age of 
45. So, we could’ve spent lots of money 
and a long time reinvigorating the old 
brand and trying to make it cool, or we 
could rebrand and instantly get a look or 
listen from the younger audience that had 
long since checked out. Once somebody 
has an opinion on a brand, it’s tough to 
change it. We did our own research when 

we bought [in 2009] and it just reinforced the same 
thing. We had a hole right in the middle of our 25-54 
demo, so we made a move. And we got a look from 
those people the minute we rebranded.”

Boldness is rewarded, even if it turns some away. 
“We’re very afraid of truly differentiating ourselves and 
stating clearly what we’re all about, and we seem to crave 

everyone’s affections,” Jones explains. “In most markets, 
you don’t need more than a 10 share to be a runaway No. 
1. That means that 90% of the audience can hate you pas-
sionately − even to the point where they never ever listen 
to you − and you’d still be No. 1. One thing we can do 
better is try to understand who our listeners are, what they 

expect from us and what they don’t. We also 
need to tell them who we are and who we’re 
not, and quit trying to get everyone’s approval. 

“Kiss is a great example of this because no 
matter what format you’re into, you know 
them,” he adds. “And that’s a lesson. Before 
they became Kiss, they were called Wicked Les-
ter and they weren’t very successful. The only 
thing that changed between Wicked Lester 
and Kiss, besides the name, was their look, the 

make-up and their stage presence. They started blowing 
stuff up on stage and the next thing you know, they were 
on a world tour. They didn’t get exponentially better as 
musicians, but they did show the world something it had 
never seen before and that forced people to pay atten-
tion. And attention is really a huge currency.”

“Rebranding as ‘The Bull’ brought the imagery and 
feel of what a bull represents in the country life group 
to the radio,” Mahalick says. “This is rodeo country. 
There’s the [100-year-old] Pendleton Round-Up out 
here and there’s just a powerful, long history of being 
associated with the west and cowboys. And we knew we 
wouldn’t have to explain it. When most people see our 
logo with the bull and nose-ring and horns, they know 
it’s a Country station.”

How Many More Times
Messaging can be overdone. “If you 

absolutely have to have a slogan, ‘Today’s 
New Country’ is a pretty good one right now 
because that’s what’s driving the format, isn’t 
it?” Glasco says. “But don’t get hung up on a 
slogan, because that’s not it! If you feel the 
need to do it − and I’m over simplifying here 
to make a point − pick something that says 
what you do and play and say it in as much listener-
speak as you possibly can. Then let’s move on to the 
things that are really going to bring them to your table 
and keep them there. And that is attempts to define 
the proposition, ‘This is who I am, this is what I do for 
you and this is me touching emotions in you.’”

Jones elaborates, “I don’t think there’s anything 
wrong with having listeners believe you play a lot of mu-

sic. [But] whether it’s what PPM has done to us or our 
perpetual need to to be better or more like our competi-
tion, we put so much emphasis on music quantity that 
it makes us very one-dimensional and replicable. If some-
one can play the same 40 songs you play, then it’s really 
not much of an advantage. You can have a strong music 
image and be a radio station that connects with listeners 
on a very human and emotional level, but we also need 
to create content that really matters to people where 
they live and on the day they’re listening.”

He addresses “10-in-a-row” slogans and artist mon-
tage visuals, calling them “descriptive and what we do, 
but that’s like Starbucks calling their store ‘Coffee, 
Non-Stop Coffee, More Coffee, More Coffee Than Any 
Other Coffee Shop.’ The context seems so ludicrous, 
but that’s sort of what radio does. Starbucks is about an 
experience. You go into Starbucks because it feels warm 
and human and there’s an inviting atmosphere that 
makes you want to come back and spend $5 on some-
thing Dunkin’ Donuts can sell you for $1.50.”

Branding success and failure are highly visible and 
moving at a faster pace than ever. “You’re held account-
able for your brand in a different way today,” Jones says. 

“But that doesn’t mean you need to change anything. 
If your brand is human and real and truly about an ex-
perience, then people holding you accountable for that 
is not necessarily a bad thing. Those sorts of conversa-
tions were always happening. They were just happening 
unbeknownst to you. It was among two friends walking 
down the street saying, ‘You know, that brand isn’t what 
I thought it was.’ It was a very private conversation. 
Now the conversation is more public. The upside to 
that is you can take part in it. Brands have a winning 
social media strategy when the engagement isn’t about 
selling, but it’s about interacting, explaining and some-
times about apologizing.”

Learn how to do social media correctly, urges 
Glasco. “I see a lot of radio stations use Facebook to 
promote a contest or ticket giveaway in 15 minutes. 
I don’t see many radio stations or their personalities 
just engaging. Social media is the greatest way in the 
world for you to meet your listeners and have them 
get familiar with you. Familiarity is a wonderful thing. 
It breeds habits, and those are what we’re after; we 
want to be their radio habit. The way you get there 
is to first be what they’re looking for. The other is 
to have them get familiar with you and feel like they 
know you. After that, they’re going to listen. They’re 
going to be a P1 for your radio station.”

Above all, tell good stories. “It’s how we remember 
and how we process things,” Fischer says. “The vocab-
ulary might be a little different among different audi-
ences, but the narratives have the same components.” 

And it starts with the connection to 
the audience. “Sometimes I think ra-
dio is so used to broadcasting, they’re 
not as good at listening,” Fischer adds. 
“The best brands in the world are the 
ones that really listen well.”

“At the end of the day, my goal is to 
put a love-mark on our brand so that peo-
ple don’t just like the radio station, they 
love it,” Mahalick concludes. “In order to 
love it, you have to have a lot of great at-

tributes and a lot of that comes from the talent. We’re 
ready to step into our next phase now, putting some 
real legs on with our morning show. As we evolve the 
brand, hopefully we’ll get to the point where people 
love us. I think that’s the ultimate goal for any great 
brand. People that own Macs are good examples. I love 
my iPhone. And that’s how I want people to love my 
radio station.”                                                             CAC

”

Steve Jones

Scott Mahalick

Matt Fischer
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 Few radio stations have a legacy comparable to WUSY/Chattanooga, TN. PD Gator 
Harrison, Styckman and Cowboy Kyle are making their contribution to that winning 
tradition in evenings.
GH: I grew up with two brothers. We fought, shared faith and always had 
each other’s back. It seems only natural that now, professionally, I have two 
brothers who fight, share faith and always have each other’s back! We all 
come from very country “growin’-ups,” but are complete opposites when it 
comes to most things. When those kind of different perspectives collide on 
topics, it can only be compelling; not always good, but compelling! We just 
do what we love, the best way we know how, and if God wants to bless us with 
backslaps and butt-slaps, then we’ll give all the glory to Him.

S: We were nonstop from the minute we landed in Vegas. I’m just a guy who 
feels lucky to do a job that I love every single day, so just being at the ACMs 
was huge. My poor family have heard the same stories over and over since I 
got home.
CK: As someone who’d never been west of the Mississippi River, pretty much 
all of it was an experience for me! Everything from a four-hour plane ride to 
sitting 11 rows back at the show was amazing.
S: Oh, and we ran into some listeners while we were out there. When we 
found out they were in town [via Twitter], we walked nearly a mile to the 
IHOP to surprise them. It was priceless. And there were a couple of times 
during the awards show where I hollered out loud because of something 
happening on stage. I got the swift elbow from Cowboy Kyle. 
GH: Obviously Gary Allan handing [us] the award and catching up with 
friends and family at the ACM Radio Remotes were highlights. But the thing 
I’ll always remember is seeing Luke Bryan win Entertainer Of The Year. I was 
in Cookeville when he made his first-ever radio visit. He had a huge smile and 
infectious personality. Before he even sang a note, you found yourself just 
wanting him to be great. It was just a beautiful moment for country music.

Brothers In Arbs
Small Market Personality: Gator Harrison, 
Styckman & Cowboy Kyle, WUSY/Chattanooga

Where’s Your Other Hand? Gator Harrison (bottom), Styckman 
(middle), Cowboy Kyle and their ACM trophy sleep in.

Where’s Your Other Hand? Gator Harrison (bottom), Styckman (middle), Cowboy Kyle and their ACM trophy sleep in.
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 Four years after launching the show, Cody Alan picked up his second ACM in the category, 
and says the sequel is even sweeter. 
 CMT Radio Live is a great brand, thanks to CMT’s involvement. That helps 
us with whatever we do, and country fans respond to that. Our show has a lot of 
energy and is a lot of fun, and artists have a great time because they know they’ll 
have a great experience when they show up to CMT.
 That shows through in the submission and the demos. Part of the entry is 
demonstrating leadership – it’s a breakdown of what kind of ambassador you 
are for the format. And there are so many things I’ve been able to do with 
CMT, including hosting the Hot 20 Countdown show and providing morning 
news updates. All these are included in that leadership category and you do 
feel like a conduit for news and information for the fans. In a broad sense, 
that’s how I see my role.
 I was here at CMT when I got the email telling us we’d won and had to read it 
twice. I was thinking, “What? Huh? Is this right?” So we had a huge session of high-
fives. I have a really great group here; I always say these are such great characters 
and would make a good sitcom. I’ve even proposed the idea to [CMT President] 
Brian Philips. It would be a good reality show. 
 We won in 2010, but winning again is even more special. You realize the first 
time wasn’t a fluke and there was no mistake. It’s nice validation for what we’ve 
built here, and I wake up every day so thankful for all of this. I never imagined in 
my wildest dreams I would be doing this for a living. I thought if I could have one 
show at night on one radio station, I’d be fine. So to be at the ACMs in Las Vegas 
and to have the stars come up and say congratulations to me, that’s just crazy.
 Every time we go to the ACMs, we try and think of something unique. This 
year we had a “Boot Box” on the red carpet. We had the stars put their feet in 

a box that had a “foot cam” in it. Because of CMT, we do a lot of video, so we 
were able to capture a lot of artists within a 24-hour period. I actually sat next 
to Dog The Bounty Hunter and his wife Beth during the show. I didn’t know 
him going into the show, but he was a nice guy, although I was frightened and 
had to be on my best behavior. He read me my Miranda Lambert rights.

National Comes Natural
National Personality: Cody Alan, CMT Radio Live

Lady’s Man: Members of Lady Antebellum are all ears as Cody Alan 
grills them on the ACM red carpet. Pictured (l-r) are Charles Kelley, 
Hillary Scott, Alan and Dave Haywood.

 A self-described radio baby, a station mainstay and a newbie to the format make for a very 
good morning show, according to Country listeners in Tulsa. The only thing more surprising 
than how well this motley crew works together might just be how well it wins together.
RY: First and foremost, I believe we are all “in it to win it.” The main reason I think 
it works is that all of our lives are so different. They’ll hate me for saying this, but 
we are all a little weird. I am a radio baby and geek. Sunny is the most rabid fan, 
bordering on the level of a groupie, but with far better access and reputation. And 
Carly is the Johnny-come-lately who is just figuring out all the fun she has missed by 
just now going Country.
CR: Seriously, I’ve spent 23 years in other formats and less than a year in 
Country. It has been very, very good to me. I’ve fallen in love with the music, the 
performers and the comfortable lifestyle. Having lived in the South and Midwest 
my whole life, it just feels right. 
RY: And Sunny freaked – and I mean freaked – at news of our nomination. We 
were watching the video streams on the ACM Facebook page as they were posted 
and were still on the air, so the reaction is well documented. And there were tears 
from her, and there should have been. She’s been here nine years and has worked 
with about five different variations of the morning show. She’s had her cheese 
moved a lot, but has been the constant in a sea of co-hosts. The KVOO audience 
really has empathized with her, so they shared the accolade right along with her. 
CR: The experience [of the awards show] was definitely cool; being 11 rows from 
the stage and so close to the stars. The closest brush with fame I had was sitting in 
front of Luke Bryan’s mama. She was friendly and even took a picture with us. And 
she kept helping Sunny keep her dress from drooping in the back. Her reaction 

when Luke won Entertainer Of The Year was wild. We thought she might collapse 
and the yelling was deafening!
RY: The funniest moment of the week, though, had to be the cross-promotion with 
us and the Tulsa CBS-TV affiliate and our company’s Las Vegas TV station. We had 
arranged to provide [remote breaks] back home and it took weeks to coordinate. 
Unfortunately, a wind/sand storm set in during our remote window and my very 
attractive co-hosts were pelted by wind, rain and sand during the shots. I guess it 
just proves that the best-laid plans can still unravel from unexpected circumstances. 
But it certainly made for a more memorable experience.

An Odd Couple-Three
Medium Market Personality: Rowdy Yates, Sunny 
Leigh & Carly Rush, KVOO/Tulsa

Call Me The Breeze: Sunny Leigh (l) and Carly Rush speak into the wind.
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 Despite this being Chris Carr, Maverick and Statt’s second ACM Award, the trio continues 
to be humbled by the industry’s appreciation for what they do. Respect for early trailblazers 
becomes apparent in almost any conversation, as does their gratitude for their home audience 
and each other.
CC: Our show is driven by the audience and this award is as much theirs as it is 
ours. And the country community in Cinci is proud to take ownership of it. The 
mayor actually came in and proclaimed April 7, 2013 Chris Carr & Company Day in 
Cincinnati and dedicated it to the audience.
M: To me, it means that Chris is brilliant in his ability to be relevant, PPM 
friendly, and to be able to carry on a conversation that will make you want to 
listen and take part.
S: I just felt like we were doing our job. Cincinnati wanted this and winning it
was surreal.
CC: Big Kenny came out of nowhere and surprised me with a hug and a big kiss 
at the show. I don’t really know what to think about the kiss part of that deal, but 
I can say that I’ll never forget it. And we brought our children with us. It was our 
youngest son’s seventh birthday on Sunday and watching their faces when they 
looked up at all the lights on the Vegas strip was priceless.
M: To stand face to face in a conversation with some big-time record people was 
surreal! To think that an average guy like me could be a part of a conversation 
with someone in our industry who’s that successful is amazing. I still get star struck 
sitting on the floor of the MGM Grand with country stars, past and present, all 
around us.
CC: My first boss in radio was a friend of Dick Clark. Sadly, they both died last 
spring, and Dick was a guy that I always wanted to meet after hearing so many cool 
stories. When Garth and George performed on stage after renaming the Artist Of 
The Decade Award for him, I had goose bumps. Maybe I never got to meet him, 
but in my own little way I got to be a part of a very special night to honor him.

Honoring A Team, City
& Legend
Large Market Personality: Chris Carr &
Company, WUBE/Cincinnati 

Jacknot: Carr (l) and Maverick (r) find Statt at the mercy of a one-
armed bandit.









PD Travis Moon credits his staff for the award, calling them “difference-
makers.” It was the first ACM honor for the Clear Channel station, which has had 
an incredible ratings run during the past 15 months. On another positive note, Moon 
came back from Las Vegas $60 richer.

 

I actually got the news that we’d won during CRS. My phone started blowing up with 
texts, emails and calls. Obviously, you’re shocked. I’ve worked at stations before that 
were nominated, like KEEY/Minneapolis, WUBE/Cincinnati and here, but to actually win 
is just awesome.
 I called our market manager and said, “Are you sitting down?” She screamed. Here’s the 
thing: It’s really just so cool to be nominated, because you’re one of only five stations. But 
winning is totally different. It reminded me of how proud I am of the staff we have. When 
you tell them, they’re smiling; they’re pumped. It’s a cool way of letting the staff know, 
“You’re legit, you’re doing a great job and the rest of the country believes this, too.”
 Our building has an amazing energy. [Morning man] Randy Carroll has been in the 
market going on 30 years and is flat-out one of the best guys I’ve ever worked with 
in radio. His mind is open and he’s forward-thinking. His co-host Jamie Martin is a 
superstar; Bree Wagner is a rock star MD. I’m not saying with different people we’d be 
losing, but the people we have are all difference-makers.
 During our first St. Jude radiothon last year, there were fears because some of these 
people had never done it before, but they just got it. That was the first time I realized 
how special they are. We put up good numbers last year, but this time we just crushed it. 
Taking that to a new level is special and means we’re touching new listeners. To me, that’s 
our Super Bowl.
 Here’s what I love about our format: While in Las Vegas, I was walking around the 
MGM Grand and there’s Keifer of Thompson Square just hanging around like a normal 
guy. I ask, “Where’s Shawna?” He says, “Oh, she’s playing the slots.” And there she was. 
The next night they win the ACM Award for Duo Of The Year! Your average listener 
would think they’re hanging backstage, but they’re just regular people and running into 
them casually was very cool.
 I’ve been to the ACMs before, but never had better seats than that. On a funny note, 
when Kenny Chesney was doing “Pirate Flag” and we were waving the little flags, stupid 
me, I’m waving mine and apparently it was upside down. Then the flag just flew off and 
may have hit somebody in the head. So there I am, just waving this stick. 
 We’re upgrading our trophy case, so we’ll put the award next to our 2010 CMA trophy. 
I’ve never held an ACM Award before and those things are heavy! It’s KJ Country’s 
Award. When good things happen to our station, listeners are there and should feel a 
part of it. We may bring it to events and let people see it. I’ll take it around the building 
because everybody likes to have a picture with it.

Rock Stars, Superstars
& Stick-Wavers
Large Market Station: KAJA/San Antonio

From being able to spot genuine country or reality television personalities to connecting 
with listeners, the WIL morning team suffers no imitators. And that commitment to 
honesty extends to listener interaction, as Cornbread and Judi Diamond explain.
Cornbread: Listeners can cut through crap and they know when somebody cares. When 
we put them on to help each other or just talk about a topic, there are genuine feelings 
on both ends. You can’t fake that. Don’t get me wrong, we laugh 90% of the time, but 
it’s the other 10% when we’re really connecting. That’s the magic. You can do that 
with radio, and that’s a highlight when you make a difference, a smile, a cry. Today we 
talked to a lady who was having a bad day. She works with kids that have cancer and she 
decided something we did made her laugh. It’s great when someone takes time out of 
his or her day, especially in a Facebook and Twitter world where people don’t have 15 
seconds because they’re moving so fast. She was a young, hip sounding girl and for her 
to give the love back makes you feel you’re on-point with the content you’re doing.
Judi Diamond: To me, Cornbread is one of the best interviewers I’ve ever heard 
because he always asks the non-traditional questions. Nailing them on real-life 
stuff gets them to open up. The artists feel very comfortable with him.
C: I was at my house when Judi called to tell me we’d won. I had to say, “Calm 
down, speak English!” I was very excited because we’ve won a couple of CMAs 
before, but the ACM has been the elusive one. It felt good. I’m an old fat guy so it’s 
hard to get enthusiastic, but I was. Plus, a free trip to Vegas. Who doesn’t love that?
 At the show, I was four rows behind Dog The Bounty Hunter. That dude has 
the mullet that belongs in the mullet Hall of Fame. And that wife of his sits 
there and fixes his hair; she loves him. He was a rock star! We also ran into the 
fake Toby Keith. I knew he wasn’t real. Judi thought it was him but I said he 
walked too swishy to be Toby. I know Toby Keith and he walks like a man.
JD: Then why was everybody screaming at him?
C: Because they were all gullible like you! He was walking in with the regular, 
common peasants, like us. Like Toby Keith would be walking into the ACMs 
with us mere mortals. This guy was working it.

 Here’s the thing: The ACM says, “we’ll send you the award.” We don’t 
know if they’ll really send this thing or they think we’re old and will forget 
about it or if there even is an actual award. It’s a heavy award. I want to 
know what it’s made of. Truth be told, it will sit on a $99 Wal-Mart shelf in 
my bathroom, right next to the Charmin and a plunger. What about you Judi, 
where will yours go?
JD: What, I get one, too? Actually, I’ll put it in the kitchen because I don’t cook 
at all and it will stay clean.

No Fakery Allowed
Major Market Personality: Cornbread, Judi 
Diamond & Cap’n Mac, WIL/St. Louis

Where There’s A WIL: Cap’n Mac, Cornbread and Judi Diamond (l-r) 
hoist their ACM hardware in Las Vegas.
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 The ACM win brings an abrupt end to WYCD staff feeling like Susan Lucci – often 
nominated but never a winner. But don’t feel too bad for them, as the award is another in a 
string of recent industry honors for the CBS Radio station, which consistently ranks top-three 
in the Motor City. PD Tim Roberts describes the feeling of getting the news.
 It’s humbling. We’ve had a good run and won some awards, but I never take 
this for granted. It’s the highest achievement you can get in our business. I 
really credit my airstaff, who are phenomenal in every way. Two of our shows 
were nominated as well (morning man Dr. Don Carpenter and afternoon team 
Edwards & Lee). The station win means everybody gets the acknowledgement, 
and that’s a real honor.
 I was at CRS, sitting in one of the sessions and my phone was blowing up with text 
messages. When I saw the letters “ACM” on one of them I thought, “Oh my God, we 
won!” I stepped outside, called the station and everybody there was going crazy.
 It was a really surreal week, with Dr. Don being inducted to the Country Radio 
Hall of Fame Tuesday night prior to CRS. That was a great start and the ACM 
notification made us feel like the kings of the world.
 In past years, I thought we had secret weapons that would take us over the top, but 
it didn’t work out that way. One year we did live broadcasts from Iraq. We did crazy 
things like sending [morning show staffer] Steve Grunwald to Africa. But this year, 
I think it was just a great composite aircheck that was entertaining from head-to-toe. 
Terry Phillips is our Production Director and he deserves giant kudos for that. 
 It was a great week in Las Vegas. I did all kinds of fun things, including drive 
a Ferrari 360 Scudari with Hunter Hayes. That started the week. The first day we 
started broadcasting live, I somehow got into the dress rehearsals for the ACMs. 
It was cool to see the behind-the-scenes stuff. Lady A were onstage practicing 
“Downtown.” I ended up seeing Luke Bryan and Blake Shelton later that day. 
 The ACM trophy will go in the case by the lobby. There are some Marconis in 
there and some other awards, and we love when the listeners come to the station. 

They get to see it and some request to have their picture taken with it.
 When we were doing the live broadcasts, surprisingly, a lot of artists absolutely 
knew we had won the ACM Station Of The Year. Edwards & Lee were broadcasting 
live and so many artists came up to congratulate us. Normally, it’s the other way 
around. We have so many artist friends who have played our Hoedown – Luke 
Bryan, Carrie Underwood, Taylor Swift. All the big stars knew we’d won. It was 
like being in a great moment for a sustained period of time. It was like skydiving 
nonstop; an endless head rush.

Trophy Time: Pictured (l-r) are ACM President Butch Waugh, WYCD’s 
Suzanne Belanger, Chuck Evans, Linda Lee and Tim Roberts, and 
MCA’s Gary Allan.

Bridesmaid No More
Major Market Station: WYCD/Detroit

Listener Stand-Ins: Pictured (l-r) are ACM President Butch Waugh, 
KAJA’s Travis Moon and Bree Wagner, and Gary Allan.
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Many Country radio stations are special, but few can claim to have come from the heart 
of country music. With the purchase of KUZZ/Bakersfield in 1966, Buck Owens created a 
second kind of “Bakersfield Sound.” It, too, has become a force within the industry and PD 
Tom Jordan says Owens’ fingerprints are still all over it.
 I’ve been here just a little over a year and it truly is a very special place. I still 
walk in the employee entrance every morning, let the door close, and just stand and 
look down the hall and shake my head not believing that I’m here – where Buck 
actually walked the halls. I don’t know how to explain it. The aura of the whole 
building just emits country and pride, and Mel [Owens] has done such a wonderful 
job with the staff. Everybody, even sales people, seem like they’ve been here forever. 
It’s so strange to me coming from the bigger corporations because I always saw 
people come and go. It’s just not that way here. It’s a different level of closeness 
and I just hope someday they let me in! I’m still on the outside looking through the 
windows going, “Guys, can I come in and play?”
 Forty years in radio and it’s the first time I’ve ever been to an awards show, so 
getting to watch how everything worked behind-the-scenes was like being a little kid 
a Christmas. I couldn’t keep my eyes off the dang teleprompter. My wife is next to 
me going, “Will you watch the stage?!” The lighting, the floor directors; I was more 
mesmerized by that than the performances. The best moment, though, was hearing 
our name called. And we did a staff dinner on Saturday night with everyone, even 
clients, and it was one of the most awesome dinners I’ve experienced.
 Toni-Marie and Brent Michaels went out and did the remotes for us. Toni’s been 
in radio six or seven years now full-time, and she’s still a true fan. She’s still mesmerized 
when you set her next to Darius Rucker, Lady Antebellum, Eric Church or someone like 
that.  You don’t see that a lot in radio anymore. She really had a blast. We all did.

Loves Him Like Jesus Does: Tonie-Marie gets starstruck over Eric Church (r) 
as Brent Michaels looks on.

The Buck ... Never Stops
Medium Market Station: KUZZ/Bakersfield

 
 
 

     PD Teresa Davis is proud of her extremely close staff made up of great friends. Each with 
an endless appreciation for the industry and an affinity for staff retreats like the one that took 
them to Vegas to accept their ACM. After all, despite all the pomp and circumstance, it was 
mostly another great opportunity to hang out and have fun. 
 We not only work together, but we are all friends outside of work. It’s something 
our company strives for. We all love country music and love serving our listeners 
and the community and we just don’t think it gets any better than that! When we 
heard the news, we found an old bottle of Bud Light in the fridge and drank it out 
of wine glasses. We still plan to get together for a nice dinner when time allows.
 We definitely made it down to Freemont Street together while we were in Vegas. 
I still can’t get the picture out of my head of the man who looked like he was about 
60 and dressed like Cupid with nothing on but a diaper and little red hearts on 
each of his nipples. People were actually drunk enough to take pictures with him! 
That was a little bizarre, but the whole award experience was very nice. 
 The awards show was phenomenal; I couldn’t believe where we were sitting 
in the eleventh row. We tried to act like we belonged there, but it was hard not 
to star gaze. 
 It was nice of Gary Allan to be there for the Saturday reception to present each 
winner with their awards. I talked a lot with [Big Machine’s] Scott Borchetta and I 
appreciate his time because I admire him so much.
 We also rented a limo and took a trip out to the Pioneer Saloon in Goodsprings, NV 
about 30 miles outside of town. That’s the bar where Clark Gable hung out waiting to see 
if his wife Carol Lombard was alive or dead after her plane crashed in 1942. We partied a 
lot on the way there and the way back. We had a 6am flight the next day, so we just kept 
partying and somewhere in there decided to put a [Mike Tyson] tattoo on Jamie Mac’s 
face and post it to Facebook to let our listeners know we’d gone crazy. It just so happened 
that one of the guys with us was our graphic designer, so he was able to draw it out for us. 
It was a lot of fun! It was definitely like Country had taken over Vegas.
 As far as the secrets of winning, just remember its not about you; the listener is 
always the star! You have to be real and take the time to listen to the needs of the 
community. But most of all, always have fun.                                                        CAC

Fun With No Hangover
Small Market Station: KCLR/Columbia, MO

The Champ: Jamie Mac has a Hangover experience.











PAGE 23 • JUNE 2013

Ratings & Revenue 
Companies

C o u n t r y ’ s  t o P

 Country Aircheck’s annual overview of America’s top radio companies shows that 
18 groups each generated at least $10 million in revenues from their Country stations 
in 2012. Collectively, the 368 stations owned by these 18 operators entertained almost 
44 million people weekly and generated almost $935 million in 2012. 
 In August 2012, 12 Cumulus Country stations officially became part of 
Townsquare Media while two of its Country outlets shifted to Cumulus. Also, Ann 
Arbor, MI; Columbus, MS; Dubuque, IA; Mason City, IA; Saginaw, MI; Sebring, FL; 

and Wilmington, NC were deleted from Arbitron’s 2012 schedule. Country outlets 
in those markets are now part of the unrated markets accounting.
 An asterisk (*) indicates share and cume figures are based on Arbitron 
November 2012 PPM data, persons 6+, for stations measured by PPM that year. 
This report provides year-to-year trends in both categories and stations owned by 
each operator, plus ratings comparisons from Fall 2011 and 2012. If your company 
or station has inadvertently been omitted, please let us know.

CoUNtry ComPANiEs rEVENUE rANKEr
Here’s how the companies listed on these pages rank by 2012 Country revenue (in 
millions of dollars). The data is compiled from individual station revenues for each year 
as provided by BIA. For comparison purposes, previous years’ total company revenues 
and revenue rankings follow, with each company’s rank for that year following the 
revenue figure.

Owner 2012 2011 2010 2009 2008 2007 2005 2003
1 Clear Channel $309.8  $299.1/1 $295.0/1 $287.7/1 $376.8/1 $365.6/1 $440.6/1 $412.3/1
2 Cumulus $172.9 $180.3/2 $85.8/4 $84.2/4 $107.0/4 $112.6/4 $66.9/5 $62.3/5
3 CBS Radio $122.5 $117.5/3 $118.2/2 $114.6/2 $151.8/2 $172.0/2 $218.7/2 $225.0/2
4 Townsquare Media $58.9 $49.1/5 $45.9/6 … … … … …
5 Cox $53.8 $53.2/4 $64.1/5 $56.4/5 $71.3/5 $71.6/5 $70.1/4 $68.4/4
6 Beasley $30.3 $26.2/7 $26.5/8 $25.3/8 $35.0/7 $40.1/7 $37.6/8 $28.6/10
7 Entercom $27.8 $27.5/6 $32.6/7 $30.3/6 $37.7/6 $39.9/8 $22.5/12 $20.7/12
8 Hubbard $20.4 $19.4/8 … … … … … …
9 Lincoln Financial Media $18.9 $18.8/9 $20.9/9 $19.7/9 $27.8/9 $30.7/10 $33.1/10 $35.3/8

10 Wilks $17.1 $17.6/10 $16.2/12 $14.7/12 $15.61 $18.1/13 … …
11 Forever Keymarket $17.0 $16.1/11 $16.9/11 … … … … …
12 Journal $15.1 $14.6/13 $15.0/13 $13.4/13 $15.0/13 $16.2/14 $16.4/13 $16.0/14
13 Saga $14.8 $15.6/12 $14.4/14 $11.7/15 $14.1/15 $14.2/17 $13.1/15 $9.9/17
14 Hall $13.6 $12.3/14 $12.3/15 $11.6/16 $14.4/14 $15.9/15 $14.4/14 $11.2/15
15 Curtis Media $11.4 $10.5/15 … … … … … …
16 Mt. Wilson $10.7 $10.5/15 na na $12.5/17 $13.5/18 … …
17 Three Eagles $10.0 $10.0/18 $11.0/16 $11.8/14 $13.8/16 … … …
18 Max Media $9.9 $10.4/17 $10.5/17 $10.9/17 $13.1/17 $14.3/16 $12.9/16 …

LEGEnD:  Following each station’s call letters and market are its Arbitron 12+ shares 
from Fall 2012 and Fall 2011. Next comes the station’s Fall ‘12 Arbitron metro cume, followed 
by its Fall ‘11 figures. After that are the station’s 2012 and 2011 revenues, listed in millions, 
except in “Totals,” where actual figures for cume and revenue are shown.
 BIA is the source of all revenue and ownership data; all ratings information comes from 
Arbitron. The first set of figures under “Totals” show the number of Country stations owned by 
the operator at the end of 2012. All totals for previous years also came from BIA and repre-
sent the totals for the stations owned that year.

CoUNtry ComPANiEs AUdiENCE rANKEr
Here’s how the companies listed on these pages rank by 2012 metro weekly Country cume 
audience, according to Arbitron. Previous years’ cume and cume rankings follow, with the 
company’s rank for that year following the cume figure. 

Owner 2012 2011 2010 2009 2008 2007 2005 2003
1 Clear Channel 13,757,700 13,908,600/1 14,380,900/1 13,083,700/1 11,078,700/1 9,258,500/1 10,917,900/1 10,156,500/1
2 Cumulus 7,326,000 7,658,000/2 3,323,000/5 2,989,700/5 3,196,700/4 2,397,400/5 1,565,800/6 1,660,800/5
3 CBS Radio 6,953,900 6,444,600/3 6,619,700/2 6,373,100/2 5,044,100/2 4,213,400/2 5,035,900/2 4,976,300/2
4 Cox 3,852,600 3,408,900/4 3,400,300/4 3,466,200/4 2,924,700/5 2,871,100/4 1,854,900/4 1,798,400/4
5 Entercom 1,928,300 2,000,500/5 2,298,500/6 2,104,500/6 1,642,600/6 1,444,100/7 733,400/10 697,300/10
6 Beasley 1,584,000 1,519,800/6 1,535,600/7 1,539,600/7 1,255,900/7 1,384,100/8 1,039,300/8 791,800/8
7 Townsquare Media 1,448,900 1,347,700/7 1,252,600/8 … … … … …
8 Hubbard 1,214,900 1,274,100/9 … … … … … …
9 Mt. Wilson 1,208,100 1,190,600/10 na na 1,037,200/8 444,700/14

10 Wilks 952,600 1,266,600/8 1,236,400/9 1,151,200/9 536,900/12 635,700/11 … …
11 Lincoln Financial 951,500 915,900/11 966,300/11 924,400/10 564,300/11 545,500/12 625,300/11 631,800/12
12 Hall 527,200 579,300/12 559,900/12 414,600/14 448,300/14 424,400/16 414,300/14 382,800/16
13 Journal 482,600 513,700/13 470,300/14 467,200/13 415,100/15 429,900/15 470,100/13 391,800/15
14 Forever Keymarket 364,000 497,100/14 473,000/13 … … … … …
15 Curtis Media 325,700 349,300/15 … … … … … …
16 Max Media 236,700 264,900/16 274,900/15 236,900/15 243,100/17 260,200/18 259,400/15 …
17 Saga 180,700 251,100/17 238,900/16 156,100/16 159,100/18 151,100/19 163,400/17 133,800/18
18 Three Eagles 59,200 74,900/18 72,600/17 87,900/17 66,500/na … … …

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

CBS RADIO  Fa ‘12 Fa ‘11 Fa ‘12 Fa ‘11  2012  2011
WsoC/Charlotte* 6.6 7.2 4,243 5,033 $5.6 $6.0
Wusn/Chicago* 4.0 3.7 12,507 13,514 $23.1 $22.0
WyCD/Detroit* 6.6 6.3 8,987 8,123 $11.6 $10.5
KILt/Houston* 3.2 4.1 8,467 7,542 $19.2 $21.9
KMnB/Minneapolis* 4.3 na 6,373 na $9.0 na
KMLE/Phoenix* 4.6 3.9 6,579 5,896 $11.7 $11.5
WDsy/Pittsburgh* 7.3 5.3 5,075 4,784 $7.3 $6.6
KFrG/riverside* 4.2 4.5 3,543 3,214 $8.8 $9.0
KnCI/sacramento* 5.2 5.7 3,603 4,135 $5.8 $5.6
KMPs/seattle* 3.8 3.9 5,427 5,804 $9.9 $9.6
WQyK/tampa* 5.7 4.4 4,735 4,230 $10.5 $9.6

totaLs: year no. stations Fall shares Cume    revenue
 2012 12 55.5 6,953,900 $122,500,000
 2011 13 54.5 6,444,600 $117,500,000
 2010 12 54.4 6,619,700 $118,150,000
 2009 13 56.3 6,373,100 $114,575,000
 2008 15 52.8 5,044,100 $151,825,000
 2007 15 55.5 4,213,400 $172,025,000
In addition to the stations listed above, CBS also operated one Country station in a 
non-rated market, according to BIA. It contributes to station and revenue totals, but not 
to rating totals.
CBS also operated 10 HD stations which do not contribute to any of the totals.

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

BEASLEY Fa ‘12 Fa ‘11   Fa ‘12    Fa ‘11     2012    2011
WKXC/augusta, Ga 11.0 11.8 1,138 970 $3.2 $2.7
WKML/Fayetteville, nC 7.7 12.1 712 791 $3.6 $3.6
KCyE/Las Vegas* 4.5 3.3 2,100 1,987 $2.7 $1.8
WKIs/Miami* 2.7 2.6 4,412 3,782 $8.7 $7.0
WXtu/Philadelphia* 5.4 4.4 7,482 7,668 $12.1 $11.1

totaLs: year no. stations Fall shares Cume revenue
 2012 5 31.3  1,584,400  $30,300,000
 2011 5 34.2  1,519,800  $26,175,000
 2010 5 29.2  1,535,600  $26,500,000
 2009 5 29.4  1,539,600  $25,300,000
 2008 6 25.1  1,255,600  $35,000,000
 2007 5 30.0  1,384,100  $40,100,000
In addition to the stations listed above, Beasley also operated one HD station in a rated market, according to BIA. It is 
not included in station, ratings or revenue totals.

WoBB/albany, Ga 5.4 4.5 173 142 $0.5 $0.5
KBQI/albuquerque 2.5 4.3 697 1,090 $1.2 $1.1
KasH/anchorage, aK 4.2 2.8 300 165 $0.9 $0.8
WKsF/asheville, nC 18.9 18.8 834 903 $4.8 $4.8
WuBL/atlanta* 3.4 3.7 6,834 6,744 $9.8 $10.0
KasE/austin* 7.1 7.1 3,730 3,520 $6.2 $6.7
KVEt-FM/austin* 3.1 4.6 2,779 3,209 $5.1 $5.5
WPoC/Baltimore* 7.0 5.9 4,732 4,423 $12.0 $12.3
WynK/Baton rouge 5.4 7.6 831 944 $2.8 $2.8
KyKr/Beaumont, tX 5.2 8.6 443 592 $1.2 $1.4
WKnn/Biloxi, Ms 5.0 5.9 504 527 $1.1 $1.0
WDXB/Birmingham 6.5 5.8 1,326 1,426 $1.5 $1.5
KBMr-aM/Bismarck, nD 12.4 12.8 134 130 $0.4 $0.4
KQDy/Bismarck, nD 10.9 11.2 227 235 $0.9 $0.9
KaGG/Bryan, tX 4.9 3.7 279 233 $0.5 $0.6
KMJM-aM/Cedar rapids, Ia 0.9 1.0 33 42 $0.1 $0.2
KKsy/Cedar rapids, Ia 3.5 na 224 na $0.9 na
WEZL/Charleston, sC 6.1 5.9 742 812 $2.0 $2.1
WKKt/Charlotte* 7.4 7.7 5,112 5,088 $6.8 $6.5
Wusy/Chattanooga, tn 13.1 12.3 1,100 1,065 $5.0 $4.5
KoLZ/Cheyenne, Wy 9.7 6.7 133 108 $0.4 $0.5
WGar/Cleveland* 6.3 6.8 3,940 4,225 $8.2 $6.9
KCCy/Colorado springs 5.5 6.6 868 868 $2.1 $2.2
WCos/Columbia, sC 8.3 7.9 989 954 $4.1 $4.2
WstH/Columbus, Ga 3.9 3.0 264 193 $0.7 $0.6
WCoL/Columbus, oH* 9.4 9.5 4,036 3,899 $9.1 $7.3
Krys/Corpus Christi, tX 6.0 8.4 797 889 $1.2 $1.2
WIZE-aM/Dayton 0.6 0.0 83 0 $0.0 $0.0
WQrB/Eau Claire, WI 10.0 10.4 313 296 $1.8 $1.7
WatQ/Eau Claire, WI 7.6 7.5 192 221 $0.5 $0.4
KHEy/El Paso 5.5 3.9 989 727 $1.3 $1.0
KKIX/Fayetteville, ar 13.7 14.4 890 839 $3.1 $3.3
KHGE/Fresno 2.1 2.7 564 490 $1.1 $1.0
KXBG/Ft. Collins, Co 2.2 2.4 297 272 $0.6 $0.5
WCKt/Ft. Myers 2.7 3.6 787 694 $1.0 $0.7
WaVW/Ft. Pierce 7.1 6.1 714 706 $1.7 $1.7
KMaG/Ft. smith, ar 9.7 8.8 662 557 $0.9 $1.0
Ksnr/Grand Forks, nD-Mn 7.8 7.5 154 149 $0.6 $0.6
WBCt/Grand rapids 6.8 7.8 1,226 1,402 $4.5 $4.4
WPCK/Green Bay, WI 1.5 3.0 124 277 $0.2 $0.2
WtQr/Greensboro* 7.9 6.0 3,696 2,885 $3.0 $2.9
WssL/Greenville, sC 7.8 8.0 1,808 1,178 $3.8 $3.7
WEsC/Greenville, sC 7.4 6.8 1,464 1,277 $3.5 $3.4
WrBt/Harrisburg 6.3 7.0 760 887 $3.4 $3.4
WKCy/Harrisonburg, Va 11.2 12.3 247 290 $1.9 $1.9

WWyZ/Hartford* 10.1 9.3 2,675 2,759 $7.3 $7.4

WtCr/Huntington, WV-Ky 13.1 12.2 664 615 $1.9 $1.7

WDrM/Huntsville, aL 11.4 13.4 1,034 1,181 $4.5 $4.5

WMsI/Jackson, Ms 6.1 4.7 591 614 $2.6 $2.6

WQIK/Jacksonville* 7.0 7.5 2,501 2,881 $4.3 $4.0

KWnr/Las Vegas* 2.9 3.5 1,934 2,265 $4.3 $4.1

WBuL/Lexington 11.6 8.2  1,263  1,095 $3.3 $2.8

WIMt/Lima, oH 18.7 16.4  479  385 $1.6 $1.4

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

CLEAR CHANNEL Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011
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totaLs: year no. stations Fall shares Cume revenue
 2012 12 61.5 3,852,600 $53,800,000
 2011 13 61.8 3,408,900 $53,200,000*
 2010 13 62.2 3,400,300 $64,125,000
 2009 13 63.6 3,466,200 $56,375,000
 2008 13 60.0 2,924,700 $71,300,000
 2007 13 53.4 2,871,100 $71,575,000
In addition to the stations listed above, Cox also owned one Country station in an unrated market, 
according to BIA. That station contributes to station and revenue totals, but not to ratings totals. 
Cox also owned two Country HD stations, which are not included in any totals.
**Cox closed on its sale of these stations to SummitMedia in April 2013.
*2011 revenue totals updated in BIA’s 2012 report.

totaLs: year no. stations Fall shares Cume revenue
 2012 80 405.9 7,326,000 $172,900,000
 2011 91 492.4 7,658,000 $180,279,000
 2010 52 300.2 3,323,000 $85,752,000
 2009 52 294.8 2,989,700 $84,225,000
 2008 52 297.7 3,196,700 $107,000,000
 2007 52 308.5 2,397,400 $112,600,000
Cumulus acquired Citadel in 2011.
In addition to the stations listed above, Cumulus also owned 15 Country stations in non-rated markets, 
according to BIA. They contribute to station and revenue totals, but not to ratings totals. 
Cumulus also owned five Country HD stations. The stations are separate from station totals, and do not 
contribute to ratings or revenue totals.
**WNNF switched from AC to Country Jan. 2012
***Classic Hits WMHX became Country WZCY Jan. 2012
****WKOS/Johnson City, TN flipped from Top 40 to Country Feb. 2012
*****WNSH/New York City debuted Country in Feb. 2013, but is not included since these results are for 2012.

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

COX Fa ‘12 Fa ‘11 Fa ‘12 Fa ‘11 2012 2011

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

CUMULUS Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

WZZK/Birmingham** 6.9 6.8  1,655  1,792 $6.3 $6.7
WHKo/Dayton 12.2 11.5  1,960  1,987 $3.4 $4.7
KKBQ/Houston* 4.1 3.7  10,563  9,632 $14.6 $14.4
KtHt/Houston*+ 2.3 2.0  5,429  4,716 $0.4 $0.5
WQnu/Louisville** 5.4 5.4  4,976  1,332 $2.6 $2.3
WrKa/Louisville+** 3.9 4.0  880  1,028 $0.2 $0.2
WWKa/orlando* 4.8 5.6  3,128  3,136 $7.1 $6.6
WKHK/richmond** 8.5 7.7  1,657  1,692 $7.1 $6.4
KCyy/san antonio* 4.9 6.6  6,083  6,413 $6.4 $6.0
KKyX-aM/san antonio*+ 0.9 0.9  667  641 $0.4 $0.4
KWEn/tulsa 7.6 7.8  1,528  1,627 $5.3 $5.0

KBCy/abilene, tX 8.5 11.8  225  276 $1.0 $1.2

WKaK/albany, Ga 4.3 5.7  130  158 $0.4 $0.4

Krst/albuquerque 5.4 5.7  1,056  1,098 $3.4 $2.5

WCto/allentown 10.4 10.3  1,398  1,447 $4.8 $4.9

KPur/amarillo, tX 1.3 1.0  97  97 $0.2 $0.2

WPKr/appleton, WI 2.3 2.0  35  273 $1.1 $1.1

WKHX/atlanta* 3.8 3.9  6,599  7,504 $11.2 $13.3

KayD/Beaumont, tX 3.2 4.9  243  334 $0.8 $0.7

WBWn/Bloomington, IL*** 10.3 11.0  277  310 $2.0 $1.4

KQFC/Boise 5.3 4.8  550  561 $1.1 $1.1

KIZn/Boise 4.5 3.8  540  561 $2.0 $1.8

KHaK/Cedar rapids, Ia 11.0 13.9  401  475 $4.0 $3.8

WIWF/Charleston, sC 3.1 4.5  506  684 $0.7 $0.7

totaLs: year no. stations Fall shares Cume revenue
 2012 122 706.6 13,757,700 $309,800,000
 2011 122 674.1 13,908,600 $299,109,000
 2010 122 692.7 14,380,900 $294,980,000
 2009 122 679.4 13,083,700 $287,670,000
 2008 125 657.2 11,078,700 $376,670,000
 2007 111 571.2 9,258,500 $365,595,000
In addition to the stations listed above, Clear Channel also owned 21 Country stations in non-rated 
markets, according to BIA. They contribute to station and revenue totals, but not to ratings totals.
Clear Channel also owned 52 Country HD stations. They do not contribute to ratings or revenue totals.
**WOKY flipped to Sports Talk Jan. 2013.
***KPTQ switched to Sports April 2013.
****KTGX changed to Country July 2012.

1 WUSN/Chicago (CBS Radio) $23,100,000
2 KILT/Houston (CBS Radio) $19,200,000
3 KPLX/Dallas (Cumulus) $16,600,000
4 KEEY/Minneapolis (Clear Channel)  $16,500,000
5 KKBQ/Houston (Cox) $14,600,000
6 WXTU/Philadelphia (Beasley) $12,100,000
7 WPOC/Baltimore (Clear Channel) $11,975,000
8 KMLE/Phoenix (CBS Radio) $11,650,000
9-tie WYCD/Detroit (CBS Radio) $11,600,000
9-tie KSCS/Dallas (Cumulus) $11,600,000
11 WQDR/Raleigh (Curtis) $11,350,000
12 WMZQ/Washington (Clear Channel) $11,300,000
13 KNIX/Phoenix (Clear Channel) $11,200,000
14 WKHX/Atlanta (Cumulus) $11,150,000
15 WUBE/Cincinnati (Hubbard) $11,100,000
16 KKGO/Los Angeles (Mt. Wilson) $10,700,000
17-tie WQYK/Tampa (CBS Radio) $10,500,000
17-tie KYGO/Denver (Lincoln Financial) $10,500,000

In 2012, 18 Country stations 
generated at least $10 million in 
revenues, up from 17 in 2011, 
according to BIA. As it did last year, 
WUSN/Chicago earned the title 
of America’s top-billing Country 
broadcaster.  Here’s how they rank:

Kssn/Little rock 10.0 9.6  1,155  1,089 $4.8 $5.1
KMJX/Little rock+ 7.5 7.4  718  669 $2.0 $2.1
WaMZ/Louisville 8.5 9.2  1,997  2,116 $6.3 $5.5
WMaD/Madison 3.5 4.2  470  546 $1.9 $1.8
KtEX/Mcallen 10.2 7.0  1,649  1,486 $2.7 $2.6

WMIL/Milwaukee* 10.4 7.9  4,355  4,703 $7.5 $6.8

WoKy-aM/Milwaukee*+** 0.8 1.2  529  395 $0.4 $0.5

KEEy/Minneapolis* 6.4 8.3  7,160  8,169 $16.5 $16.8

WKsJ/Mobile 10.0 8.8  1,103  1,087 $4.5 $4.2

KtoM/Monterey 3.6 4.0  516  426 $0.9 $1.0

WMus/Muskegon, MI 9.3 10.5  298  301 $1.1 $1.0

WsIX/nashville* 4.8 5.0  2,561  2,798 $3.7 $3.7
WnoE/new orleans 6.8 5.7  1,905  1,754 $4.8 $4.4
Ktst/oklahoma City 5.6 5.3  1,603  1,584 $2.6 $2.5
KXXy/oklahoma City+ 4.4 4.1  1,161  1,078 $3.8 $3.8
KXKt/omaha 8.6 7.8  1,274  1,067 $5.1 $4.8
KFFF (prev. KtWI)/omaha 2.8 1.8  498  420 $0.8 $0.7
WPaP/Panama City, FL 15.2 12.4  372  351 $1.2 $1.1
Wnus/Parkersburg, WV-oH 11.2 12.8  306  331 $0.6 $0.5

WHnK-aM/Parkersburg, WV-oH 1.3 1.3  41  37 $0.1 $0.1

KnIX/Phoenix* 4.2 2.9  6,191  4,911 $11.2 $11.4
WrWD/Poughkeepsie, ny 6.1 5.2  311  247 $2.4 $2.6
WLLr/Quad Cities, Ia-IL 20.9 15.8  933  865 $3.5 $3.3
KtDD-aM/riverside*+ 0.3 0.3  275  238 $0.4 $0.4
WyyD/roanoke, Va 5.8 5.9  568  608 $1.6 $1.7
KMFX/rochester, Mn 7.4 7.4  259  277 $1.1 $1.1
WWFG/salisbury, MD 9.1 8.1  724  575 $1.6 $1.6
KaJa/san antonio* 8.9 7.2  6,472  5,624 $7.4 $7.1
WCtQ/sarasota 4.9 3.3  720  578 $1.5 $1.5
KIXZ/spokane 1.5 3.2  376  504 $1.0 $1.1
KPtQ-aM/spokane*** 0.0 1.0 0 0 $0.4 $0.4
WrnX/springfield, Ma 5.0 1.7  605  699 $0.9 $0.8
KsWF/springfield, Mo 4.7 4.8  473  552 $1.1 $1.0
KsD/st. Louis* 6.5 5.3  5,275  6,237 $5.2 $4.4
WBBs/syracuse 11.4 13.4  1,310  1,412 $5.4 $5.2
Wtnt/tallahassee, FL 3.6 3.8  382  408 $1.6 $1.6
WFus/tampa* 4.9 4.8  5,293  5,328 $6.0 $5.6
WCKy/toledo 1.3 1.1  240  256 $1.0 $0.9
KtGX/tulsa**** 3.6 na  836  na $1.4 na
WWZD/tupelo, Ms 12.3 11.4  533  518 $0.8 $0.7
WtXt/tuscaloosa, aL 6.1 7.3  303  278 $0.9 $0.9
WaCo/Waco, tX 11.3 15.9  449  523 $1.7 $1.9
WMZQ/Washington, DC* 3.0 5.1  5,265  6,455 $11.3 $11.3
WoVK/Wheeling, WV 15.1 21.6  391  495 $1.1 $1.1
KZsn/Wichita 3.4 4.1  495  634 $1.9 $1.8
WByL/Williamsport, Pa 3.8 3.0  111  96 $0.3 $0.3
WDsD/Wilmington, DE 2.3 2.4  395  574 $2.2 $2.3
WusQ/Winchester, Va 17.5 15.9  549  515 $2.4 $2.4

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

CLEAR CHANNEL (continued) Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011
WnnF/Cincinnati** 2.6 na  2,760  na $0.7 na

KatC/Colorado springs 5.0 4.4  717  711 $1.5 $1.5

WPKQ/Concord, nH 1.3 1.1  93  106 $0.7 $0.7

KPLX/Dallas* 5.2 5.1  11,790  11,435 $16.6 $19.5

KsCs/Dallas* 3.7 3.4  8,960  9,201 $11.6 $10.4

WDBy/Danbury, Ct 4.6 4.1  212  185 $1.1 $0.7

KHKI/Des Moines 4.2 5.4  846  954 $1.9 $1.4

KJJy/Des Moines 4.9 4.6  767  835 $1.6 $1.4

WXta/Erie, Pa 7.1 5.9  357  336 $0.8 $0.7

KaMo/Fayetteville, ar 1.8 1.5  193  204 $0.3 $0.3

WFBE/Flint, MI 3.7 4.9  409  477 $1.2 $1.2

KoMs/Ft. smith, ar+ 9.7 8.8  458  374 $0.4 $0.3

WyZB/Ft. Walton Beach-Destin, FL 5.8 4.8  252  259 $0.6 $0.7

Wtnr/Grand rapids 4.5 3.6  822  790 $1.0 $0.9

WZCy/Harrisburg*** 3.1 na  380  na $0.8 na

WZaD/Hudson Valley 0.0 0.0 0 0 $0.1 $0.2

WFMs/Indianapolis* 9.9 8.2  3,293  3,668 $6.2 $8.2

WKos/Johnson City, tn**** 0.8 na  190  na $0.1 na

WIVK/Knoxville 19.3 17.7  2,382  2,431 $7.8 $8.7

KXKC/Lafayette, La 5.0 4.7  634  719 $1.3 $1.5

KyKZ/Lake Charles, La 13.0 13.5  407  405 $2.1 $2.0

WIoV-FM/Lancaster, Pa 8.2 10.6  766  804 $3.8 $2.9

WItL/Lansing, MI 12.3 12.4  814  815 $3.4 $3.1

WLXX/Lexington 4.2 4.2  715  568 $0.7 $1.0

WDEn/Macon, Ga 8.7 8.7  755  567 $2.1 $2.2

WHKr/Melbourne, FL 3.7 4.5  470  596 $0.9 $1.0

WGKX/Memphis* 6.3 5.7  2,358  2,152 $3.4 $3.7

KatM/Modesto, Ca 8.4 9.7  878  798 $5.2 $4.8

WLWI-FM/Montgomery, aL 6.7 8.3  602  656 $1.8 $1.6

WMDH/Muncie, In 10.3 10.4  393  356 $1.4 $1.3

WLaW/Muskegon, MI 4.9 4.7  147  114 $0.2 $0.1

WLFF/Myrtle Beach, sC 3.0 2.6  262  232 $0.2 $0.2

WKDF/nashville* 4.8 4.6  2,656  2,953 $2.5 $2.9

WsM-FM/nashville* 4.5 3.6  2,444  2,702 $3.1 $2.5

KHay/oxnard, Ca 4.4 3.8  404  367 $2.8 $2.6

WXBM/Pensacola, FL 7.0 6.9  664  na $1.1 $2.1

WFyr/Peoria, IL*** 5.3 4.7  456  463 $1.0 $0.9

WoKQ/Portsmouth, nH 11.9 9.1  881  898 $5.0 $4.1

WKXP/Pougkeepsie, ny 1.3 1.2  145  127 $0.6 $0.7

KBuL-FM/reno, nV 6.9 7.0  644  623 $2.1 $1.8

KWWK/rochester,  Mn 9.7 9.6  274  314 $1.6 $1.4

WXXQ/rockford, IL 10.2 12.6  581  634 $2.5 $2.3

KuBL/salt Lake City* 3.6 6.1  2,657  4,057 $4.7 $4.9

WJCL/savannah, Ga 5.1 4.4  412  359 $1.7 $2.1

KrMD/shreveport, La 9.5 7.5  629  596 $2.0 $2.1

WKKo/toledo, oH 12.1 9.1  1,059  1,097 $4.2 $4.3

KtoP/topeka, Ks 5.2 4.7  253  240 $0.2 $0.2

KIIM/tucson 9.0 9.6  1,438  1,454 $5.8 $6.1

KLur/Wichita Falls, tX 12.4 12.1  272  282 $1.0 $1.1

KoLI/Wichita Falls, tX 4.4 2.4  82  65 $0.2 $0.2

WsJr/Wilkes Barre 1.7 2.0  351  477 $0.2 $0.3

WQXK/youngstown, oH 11.6 11.0  820  930 $3.2 $2.5

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

CUMULUS (continued) Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

Country raDIo’s 

MILLIon MastErs

totaLs: year no. stations Fall shares Cume revenue

 2012 2 7.0 325,700 $11,400,000
 2011 3 8.4 349,300 $10,500,000
In addition to WQDR, Curtis Media also owned a Country station in an unrated market, according to 
BIA. It contributes to station and revenue totals, but not to ratings totals.

Calls/City 6+* Share Cume (00) Revenue (in millions)

CURTIS MEDIA Fa ‘12 Fa ‘11 Fa ‘12 Fa ‘11 2012 2011
WQDr/raleigh* 7.0 8.4  3,257  3,493 $11.4 $10.5
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totaLs: year no. stations Fall shares Cume revenue
 2012 7 45.3 482,600 $15,100,000
 2011 7 46.8 513,700 $14,600,000
 2010 7 41.2 470,300 $14,975,000
 2009 7 39.3 467,200 $13,375,000
 2008 6 39.1 415,100 $15,000,000
 2007 6 43.7 429,900 $16,155,000
**WKTI-AM was sold to WMCH Radio in Dec. 2012.

totaLs: year no. stations Fall shares Cume revenue

 2012 3 10.1 951,500 $18,900,000
 2011 3 8.7 915,900 $18,900,000
 2010 3 8.2 966,300 $20,925,000
 2009 3 9.5 924,400 $19,675,000
 2008 3 9.3 564,300 $27,800,000
 2007 3 10.6 545,500 $30,675,000

totaLs: year no. stations Fall shares Cume revenue
 2012 10 4.6 236,700 $9,879,000
 2011 10 6.0 264,900 $10,366,000
 2010 11 6.0 274,900 $10,510,000
 2009 11 28.4 236,900 $10,925,000
 2008 11 27.3 243,100 $13,060,000
 2007 12 29.4 260,200 $14,250,000
In addition to the stations listed above, Max Media also owned eight stations in non-rated markets, 
according to BIA. They contribute to station and revenue totals, but not to ratings totals.

totaLs: year no. stations Fall shares Cume revenue
 2012 12 37.1 180,700 $14,810,000
 2011 12 38.1 251,100 $15,600,000
 2010 12 40.8 238,900 $14,350,000
 2009 10 61.8 156,100 $11,700,000
 2008 10 56.5 159,100 $14,100,000
 2007 10 65.4 151,100 $14,175,000
In addition to the stations listed above, Saga also owns six stations in non-rated markets, according to 
BIA. They contribute to station and revenue totals, but not to ratings totals.
**WZBK flipped to Rhythmic Top 40 in Sept. 2012

totaLs: year no. stations Fall shares Cume revenue

 2012 16 16.1 59,200 $10,001,000 
 2011 15 24.6 74,900 $10,001,000
 2010 15 26.6 72,600 $10,970,000
 2009 14 31.3 87,900 $11,845,000
 2008 14 23.0 66,500 $13,830,000
In addition to the stations listed above, Three Eagles also owns 14 Country stations in unrated markets, 
according to BIA. They contribute to station and revenue totals, but not to ratings totals.

totaLs: year no. stations Fall shares Cume revenue
 2012 51 312.6 1,448,900 $58,879,000
 2011 45 309.6 1,347,700 $49,144,000
 2010 35 247.3 1,252,600 $45,865,000
In addition to the stations listed above, Townsquare also owns 13 Country stations in unrated markets, 
according to BIA. They contribute to station and revenue totals, but not to ratings totals. 

totaLs: year no. stations Fall shares Cume revenue

 2012 1 3.0  1,208,100  $10,700,000
 2011 1 2.8  1,190,600  $10,500,000
In addition to the station listed above, Mt. Wilson also owns one HD station, according to BIA. It does 
not contribute to any totals.

Calls/City 12+ Share Cume (00) Revenue (in millions)

JOURNAL Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

Calls/City 6+* Share Cume (00) Revenue (in millions)

LINCOLN FINANCIAL Fa ‘12 Fa ‘11  Fa ‘12   Fa ‘11  2012 2011

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

MAX MEDIA Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

SAGA Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

Calls/City 12+ Share Cume (00) Revenue (in millions)

THREE EAGLES Fa ‘12 Fa ‘11 Fa ‘12 Fa ‘11 2012 2011

Calls/City 6+* Share Cume (00) Revenue (in millions)

MT. WILSON Fa ‘12 Fa ‘11 Fa ‘12   Fa ‘11  2012 2011

WCyQ/Knoxville 3.9 3.3  698  761  $1.2 $1.1
WKtI-aM/Knoxville** 0.0 0.0 0 0  $0.1 $0.1
Ktts/springfield, Mo 17.8 17.2  1,026  1,007  $4.0 $4.1
KVoo/tulsa 5.7 8.6  1,097  1,440  $3.5 $3.4
KXBL/tulsa+ 3.8 4.4  732  673  $1.8 $1.7
KFDI/Wichita 10.4 10.6  953  954  $4.0 $3.9
KFtI/Wichita+ 3.7 2.7  320  302  $0.5 $0.3

KyGo/Denver* 4.2 4.3 4,444 4,549 $10.5 11.3
Kson/san Diego* 5.9 4.4 5,071 4,610 $8.4 7.6
KsoQ/san Diego* 0.0 0.0 0 0 $0.0 $0.0

WGH-FM/norfolk* 4.6 6.0 2,367 2,649 $3.4 $5.6

WyGL/Harrisburg 0.0 0.0 0 0 $0.0 $0.0

WIXy/Champaign, IL 10.5 9.4 353 353 $2.2 $2.3
WyXy/Champaign, IL+ 5.0 3.9 198 136 $1.0 $1.0
KDXy/Jonesboro, ar 14.2 15.8 410 344 $1.5 $1.6
WZBK/Milwaukee*+** na 1.2 na 936 na $0.5
WPor/Portland, ME 5.7 6.2 779 682 $2.1 $2.4
WnaX/sioux City, Ia 1.7 1.6 67 60 $0.6 $0.6

KZKX/Lincoln, nE 5.5 7.1 366 435 $1.5 $1.4
KysM-FM/Mankato, Mn 10.6 8.1 226 190 $1.1 $1.0

KKGo/Los angeles* 3.0 2.8 12,081  11,906 $10.7 $10.5

totaLs: year no. stations Fall shares Cume revenue

 2012 7 41.9  1,928,300  $27,800,000
 2011 8 41.2  2,000,500  $27,450,000
 2010 9 38.5  2,298,500  $32,575,000
 2009 9 35.7  2,104,500  $30,250,000
 2008 9 34.6  1,642,600  $37,700,000
 2007 8 37.3  1,444,170  $39,900,000
In addition to the stations listed above, Entercom also owned three Country HD stations, according to BIA. 
They do not contribute to any totals. Classic Country WMC-AM switched to Sports Oct. 2011.

totaLs: year no. stations Fall shares Cume revenue

 2012 14 28.2 432,200 $16,965,000
 2011 16 30.9 497,100 $16,125,000
 2010 16 29.6 473,000 $16,925,000
In addition to the stations listed above, Forever Keymarket owned seven stations in unrated markets, 
according to BIA. They contribute to station and revenue totals, but not to ratings totals.

totaLs: year no. stations Fall shares Cume revenue
 2012 4 47.1  527,200  $13,600,000
 2011 4 47.5  579,300  $12,300,000
 2010 4 45.4  559,900  $12,325,000
 2009 4 45.9  414,600  $11,625,000
 2008 4 46.9  448,300  $14,400,000
 2007 4 49.1  424,400  $15,925,000

totaLs: year no. stations Fall shares Cume revenue
 2012 4 15.2  1,214,900  $20,400,000
 2011 4 16.2  1,274,100  $19,400,000

In addition to the stations listed above, Hubbard also operated two HD stations, according to BIA. They 
are not included in station, ratings and revenue totals.
**WIXK-AM was sold to Zoe Communications in Dec. 2012.

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

ENTERCOM Fa ‘12 Fa ‘11 Fa ‘12 Fa ‘11 2012 2011

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

FOREVER KEYMARKET Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

HALL Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

HUBBARD Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011

WPaW/Greensboro* 10.1 8.1  3,411  2,882 $3.2 $3.0
WDaF/Kansas City* 4.6 3.4  3,051  3,822 $3.8 $3.6
KWJJ/Portland* 4.9 5.2  4,010  4,518 $6.1 $5.6
WBEE/rochester, ny 10.1 10.7  1,873  1,751 $6.0 $6.1
KKWF/seattle* 3.4 4.3  5,726  5,828 $5.7 $5.5
WGGy/Wilkes Barre 8.8 9.5  1,212  1,204 $3.0 $3.0
WGGI/Wilkes Barre 0.0 0.0 0 0 $0.0 $0.0

WFGy/altoona, Pa 14.8 17.7  342  332 $2.5 $2.6
WFGE/altoona, Pa 0.8 1.4  24  35 $0.8 $0.7
WoGy/Jackson, tn 8.4 6.3  147  153 $1.4 $1.3
WoGG/Pittsburgh* 1.5 2.0 1,31  1,447 $1.4 $1.3
WoGH/Pittsburgh* 0.6 0.5 548  625 $1.3 $1.4
WoGI/Pittsburgh* 1.6 2.3 1,714  1,667 $1.3 $1.3
WBGI/Wheeling, WV 0.5 na  216  na $0.2 na

WoKo/Burlington, Vt 14.0 13.9  695  828 $2.8 $2.9
WPCV/Lakeland 15.9 12.0  1,119  1,180 $4.4 $3.9
WCty/new London, Ct 10.5 13.1  517  509 $2.1 $2.1
WCtK/Providence* 6.7 8.5  2,946  3,276 $4.3 $3.4

WuBE/Cincinnati* 8.7 8.7 4880 4796 $11.1 $10.7
WyGy/Cincinnati* 1.2 1.2 1707 1512 $1.3 $1.3
WIXK/Minneapolis** 0.0 0.0 0 0 $0.0 $0.0
WIL/st. Louis* 5.3 6.3 5562 6433 $8.0 $7.4 Calls/City 12+ Share Cume (00) Revenue (in millions)

TOWNSQUARE MEDIA Fa ‘12 Fa ‘11 Fa ‘12  Fa ‘11  2012 2011
KEan/abilene, tX 10.4 9.9 318 276 $0.9 $0.8
KsLI-aM/abilene, tX 1.2 1.2 30 67 $0.8 $0.8
WGna/albany, ny 7.0 9.0 1,215 1,671 $5.9 $5.7
KatP/amarillo, tX 6.0 2.4 321 184 $0.4 $0.2
WPur/atlantic City, nJ 7.1 7.8 423 393 $1.6 $1.5
WEBB/augusta, ME** 11.6 11.6 233 221 $0.9 $0.9
WQCB/Bangor, ME** 15.2 15.8 428 458 $1.7 $1.7
KCtr/Billings, Mt 13.5 11.4 294 268 $1.4 $1.5
WHWK/Binghamton, ny** 12.7 13.2 486 576 $2.1 $1.9
KusB/Bismarck, nD** 5.4 4.8 149 139 $0.6 $0.6
WyrK/Buffalo 11.8 9.1 2,011 1,867 $8.1 $8.0
KWyy/Casper, Wy 16.9 16.7 192 197 $0.6 $0.7
KLEn/Cheyenne, Wy 5.4 4.4 65 65 $0.1 $0.1
KKCB/Duluth, Mn 10.0 10.3 396 397 $0.8 $0.8
WKDQ/Evansville, In 10.2 11.3 538 510 $2.3 $2.2
WLCo-aM/Flint, MI 0.0 0.0 0 0 $0.1 $0.1
KuaD/Ft. Collins, Co 7.1 7.9 615 631 $3.5 $3.3
KEKB/Grand Junction, Co** 8.5 5.7 208 204 $0.6 $0.7
KusJ/Killeen-temple, tX** 6.9 6.0 448 419 $1.6 $1.6
KMDL/Lafayette, La 8.2 7.9 944 922 $2.2 $2.2
KnGt/Lake Charles, La 7.0 7.6 288 265 $1.2 $1.2
KLaW/Lawton, oK 15.7 15.2 255 248 $0.9 $0.9
KQBr/Lubbock, tX 4.0 4.0 290 312 $0.6 $0.8
KyKs/Lufkin, tX 14.0 14.6 363 382 $1.5 $1.5
KnFM/odessa-Midland, tX** 6.8 6.5 340 532 $1.3 $1.1
KrIL-aM/odessa-Midland, tX** 0.0 0.0 0 0 $0.0 $0.0
KGKL/san angelo, tX 9.4 9.9 147 170 $0.6 $0.6
KKCn/san angelo, tX 2.8 2.7 46 64 $0.5 $0.4
KXKs/shreveport, La 5.9 3.2 398 366 $1.2 $1.3
WWJo/st. Cloud, Mn 9.2 8.6 372 388 $1.7 $1.6
KKyr/texarkana, tX-ar 12.8 16.9 312 344 $1.5 $1.6
KorD/tri-Cities, Wa 9.1 5.8 356 270 $1.2 $1.3
WFFn/tuscaloosa, aL** 4.2 4.7 296 229 $0.8 $0.8
KEZJ/twin Falls, ID 9.7 10.1 294 252 $0.7 $0.6
KnuE/tyler-Longview, tX 6.0 9.0 441 552 $1.7 $1.7
WFrG/utica, ny 12.3 13.5 601 658 $1.7 $1.9
KWFs/Wichita Falls, tX 5.1 7.3 160 167 $0.4 $0.5

KDBL/yakima, Wa 3.5 3.6 216 na $0.5 $0.4

totaLs: year no. stations Fall shares Cume revenue
 2012 7 26.5 952,600 $17,100,000
 2011 7 28.9 1,266,600 $17,900,000
 2010 7 26.0 1,236,400 $16,200,000
 2009 6 27.0 1,151,200 $14,725,000
 2008 5 21.4 536,900 $15,600,000
 2007 5 23.9 635,700 $18,100,000
Wilks also owns two Country HD stations, according to BIA. They are not included in station, ratings or 
revenue totals.
**WHOK flipped to Sports in April 2013.

Calls/City 6+*/12+ Share Cume (00) Revenue (in millions)

WILKS Fa ‘12 Fa ‘11 Fa ‘12 Fa ‘11 2012 2011
WHoK/Columbus, oH*** 1.8 2.9  1,691  1,800 $1.5 $1.6
WnKK/Columbus, oH* 1.0  1,068 $0.4 $0.4
KWoF/Denver* 2.1 2.0  2,717  2,438 $2.0 $2.4
KBEQ/Kansas City* 4.2 5.2  3,033  3,169 $4.8 $5.2
KFKF/Kansas City* 5.2 5.6  3,019  3,438 $6.2 $6.1
KLLL/Lubbock, tX 9.4 10.3  465  461 $1.7 $1.7
KWFP/reno, nV 3.8 1.9  292  292 $0.5 $0.5

FLusH WItHTo put the revenue generated by 

Country radio for their respective 

parent companies into perspec-

tive, we calculated the income that 

a few mainstream music formats 

generated for the Top 5 companies on this year’s 

Country list. Individual station revenue totals (in mil-

lions) and format designations are from BIA.
 

Editor’s Notes:
>Top 40 totals include revenues from BIA format 
designations Top 40, CHR, Top 40/CHR, CHR/Top 
40, CHR/Rhythmic and Rhythmic CHR.
>AC totals include revenues from BIA format 
designations AC, Hot AC, Jack, Lite AC, Mix AC, 
Modern AC, Soft AC, Soft Hits and Rhythmic AC.
>Rock totals include revenues from BIA format  

designations Rock, AOR, AAA, Alternative, Adult 
Rock, Soft Rock, Lite Rock and Classic Rock. 
>Urban totals include revenues from BIA format 
designations Urban, Urban AC, Urban Contempo-
rary and Urban CHR.
 >Gold totals include revenues from BIA format 
designations Oldies, Classic Hits and Adult Hits.

Top 40 AC Rock Urban Gold
CBS Radio $177.0 $219.1 $95.9 $53.4 $136.2
Clear Channel $513.9 $394.8 $431.2 $279.2 $141.3
Cox $22.3 $33.5 $28.5 $38.9 $35.9
Cumulus $99.1 $121.0 $170.1 $52.9 $53.5
Townsquare $17.9 $38.9 $29.9 $10.1 $9.3
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Las Vegas and a chance at ACM New Artist 
Of The Year is in their sights as Florida 
Georgia Line’s Tyler Hubbard and Brian 

Kelley board a Southwest flight in Nashville 
on Thursday of ACM week. They run into a 
previous New Artist winner, Lady Antebel-
lum’s Charles Kelley (no relation), who asks if 
they’re playing on the show. He’s incredulous 
to learn their performance will last a little 
more than a minute. “You’ve got the biggest 
song of the year! What do you have to do to 
get three minutes?’’ he asks. Brian replies, 
“Yeah, but last year we were sitting on the 
couch eating Jet’s Pizza. So...”

The answer is indicative of the Republic 
Nashville duo’s attitude, and the approach they 
will take throughout their five-day run in Sin 
City. Yes, they’ll have fun and enjoy the eventu-
al win, but they won’t get carried away by it all. 
And they never let the fun get in the way of the 
job. As Hubbard explains, “We just like to keep 
our heads down and do our thing.”

Gaining Speed: Arriving Thursday, they’re committed to 
about an hour of rehearsal with Nelly for their performance 
of “Cruise” on the Tim McGraw special taping set for Mon-
day, but otherwise have a low-key evening. “We kind of had 
the night to ourselves,” Hubbard says. “We did a little gam-
bling, had something to eat and took it easy in the room.”

Friday is all about Big Machine Label Group’s Out-
number Hunger concert at The Orleans. In the VIP tent, 
BMLG SVP/Sales, Marketing & Interactive Kelly Rich 
says the just-released Nelly remix of “Cruise” has sold 
more than 100,000 downloads with three days to go 
in the chart week. And the original version is already 

topping 50,000 for the week. (They’ll finish with a 
combined 248,000, according to Nielsen SoundScan.) 
Momentum seems to be on their side.

“It’s been flying, man,” Hubbard says of their rapid 
rise. “We didn’t know what to expect, but looking back 
it’s definitely been surreal how fast everything hap-
pened.” Kelley adds, “We started this thing years ago just 
kind of grinding it out, then we hit a point this summer 
where things were changing. I remember one show in 
Milwaukee where we realized ‘Cruise’ was starting to hit 
more people. A day or two after that, we got a call with 
some good news and we were like, ‘Alright, better buckle 
up tight because it’s about to be a pretty crazy ride.’”

Shine On
ACM Week With...
Florida Georgia Line

FGL Itinerary Las Vegas, April 4-8THURSDAY (4/4)6:45pm Rehearsal Call with Nelly for McGraw special
  

Onstage, MGM Grand Garden Arena
7-7:45pm Camera Block & Rehearse “Cruise”FRIDAY (4/5)10:30am ACM Party For A Cause

  
BMLG Outnumber Hunger Concert

  
Orleans Hotel & Casino

4:40pm FGL 45-minute set time
6pm  

All Artists – Red Carpet Ready
6:50pm All Artists – Red Carpet Photo
7:55pm FGL VIP Tent HangSATURDAY (4/6)9am  

FGL & Band Talent Check-in
  

Orleans Hotel & Casino 
9:30-10am ACMA Perf. Rehearsal/Camera Block
  

Orleans Hotel & Casino
10:30am Radio Remotes  

Tropicana Hotel & Casino
11:30am Lunch Break1pm  

Radio Remotes  
MGM Grand2:30-5:30pm People Country “Hot Guys” Photo Shoot

  
Sunset Park, Basketball Court No. 4 

8:30-9pm Dr. Pepper show with Luke Bryan
  

FGL to perform 1 song  
MGM Grand

SUNDAY (4/7)
9:30am-2:30pm ACMA Dress Rehearsal
  

Orleans Hotel & Casino
10:40am FGL Onstage Performance (approx.)
3:15pm ACM Red Carpet Arrival
  

MGM Grand3:30pm Live GAC Interview on the Carpet
4pm  

Wrap carpet and depart to the Orleans
5-8pm  

48th Annual ACM Awards 
8:30pm	 All	Star	Fan	Jam	–	FGL	to	perform	first
  

MGM Grand Marquee BallroomMONDAY (4/8)6:30pm FGL & Nelly Camera Ready Call Time
  

MGM Garden Arena7:30-10:30pm ACM Presents: Tim McGraw Superstar Summer Night

  
Performance ~9:42pm

Crews: Backstage 
with prior ACM 
New Artist winners 
and label mates 
The Band Perry. 
Pictured (l-r) 
are Neil Perry, 
Tyler Hubbard, 
Kimberly Perry, 
Brian Kelley, the 
label’s Jimmy 
Harnen and
Reid Perry.

Ask Not: 
Brian and 
Tyler ask 
their fans 
what they 
can do for 
Florida 
Georgia 
Line.
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So crazy that they never managed to make all the 
new artist stops. “We haven’t done a full radio tour,” 
Kelley says. “But we got to meet some people in the VIP 
tent after we played. It’s always good to see our friends 
at Country radio. They’ve been so supportive of us.”

Get Ready: Radio is at the center of Saturday’s sched-
ule, but the morning starts off a bit rocky. “It was a bit 

of a rough night,” Tyler says. “For some reason, we 
have two or three shirts that are the exact same, and 
we try not to wear them on the same day, obviously. 
But when I was getting dressed, I had the thought, ‘I 
guarantee you BK is putting on this same shirt.’ Sure 
enough, he shows up in the lobby wearing it.” Their 
manager, Big Loud Shirt’s Seth England, quips, “What 
are you, The Temptations?”

“I had my sunglasses on because my eyes were just 
swollen,” Kelley says. “I walked out and he said that 
and I was like, ‘Shit. Going back to the room.’” Hub-
bard adds, “I called dibs on it.” Kelley laughs about it 
later. “We also have the same underwear on, but we 
decided to keep those since nobody can see them.”

The duo and their band head to The Orleans to 
rehearse their abbreviated ACM version of “Cruise.” By 

the third run-through, adrena-
line seems to have erased any 
early morning fatigue. Back-
stage, Kelley says Friday was a bit 
of a late night. “I’m down a lot,” 
he deadpans. “A couple hun-
dred. Times two. Last night hurt 
me a little bit emotionally, finan-
cially, spiritually.” He’s a black-
jack guy, but both say they’re 
warming to roulette. When it 
comes to their fan-voted award 
category, however, they’re doing 
everything they can to tip the 
odds in their favor.

They’re off to two sets of 
remotes at different hotels. First 
stop is the Tropicana, where a few 
minutes downtime in a lobby has 
them mugging for pictures and 
capturing video to post on social 
networks and propel their New 
Artist vote. “Let’s be honest,” they 
say while posing with an Abra-
ham Lincoln image, “You know 
you want to go to voteACM.com 
and vote for your boys.”

From the Tropicana, the entourage takes a pedes-
trian bridge over to the MGM, where the afternoon 
will be devoted to more radio interviews. During 
lunch at a mostly deserted restaurant, a woman stops 
on her way out. “After you win tomorrow you’re not 
going to be able to have nice quiet lunches like this,” 
she says. The table laughs and Kelley urges her to 
vote. “I just did,” she says. “Good luck.”

Saturday is their busiest day, with a photo shoot for 
People and performance at a Dr. Pepper event still to 
come. But their eyes are already on the big show, and 
they are cautiously optimistic about the award. “I’m 
starting to get chills thinking about Sunday night,” 
Brian says. “You get so pumped up, and I honestly 
think before they announce the winner, it’s going to 
be the biggest rush. Hopefully they call our name.” 
Tyler adds, “We’ve been working hard to get as many 
votes as possible. We’ll see what happens.”

Tale Of The Tape: Awards day is a bit of a blur, at least 
when it comes to their televised performance at The 
Orleans. “They don’t all go by really quick, but certain 
nights seem to be more crazy than others – like when 
we played the Opry,” Brian says. “We played a minute 
and 20 seconds of ‘Cruise,’ and it went by so quick. 
You try to soak up as much as you can, so we’ll prob-
ably watch it a couple times and try to relive it because 
it happened so fast.”

“I was actually pretty nervous,” Tyler says. “I usu-
ally don’t get nervous for performing, but I was less 
nervous when we won the award and hit the stage, 
which is not what I expected. But I think we did good. 
Overall, it was a success.”

Walking away with ACM New Artist Of The Year 
trophies is, in fact, unqualified success. “We had just 
gotten back to our seats three or four minutes be-
fore,” Hubbard says of the moment. “Our adrenaline 
was still rushing from performing when they called 
our name. We were just jacked up through the roof – 
a crazy rush for sure. We worked hard to get there, so 
it was a good feeling to hear our name called out.”

Kelley may have to re-watch that tape, as well. “I 
remember being up there for a second, but that walk 
up those steps – I watched a video someone sent with 
congrats, and I don’t remember walking up there. At 
all. Freaks me out.”

A quick stop to pick up their things in the dressing 
room, and then it’s off to the MGM Grand Garden 
Arena, where the show is still in progress. “The coolest 
thing about this award is that it is fan-voted,” Brian says 
once they reach the press room. “It’s not just Tyler, 
Brian and Florida Georgia Line’s award, it’s everybody’s 
award. We’re bringing one of these out on the road to 
let people touch it, see it, take it to meet-and-greets and 
bring it out on stage. Our fans mean everything to us.”

Good Day, No Sunshine: After the show there’s the 
label’s party, a gathering at the hotel they’re staying at 
– Mandalay Bay – and some gaming. “We kicked it and 
pretty much shut the Mandalay Foundation Room 
down,” Brian says. “And a few of us ended up playing 
some late night blackjack. We ended up doing really 
well, so it was a good way to end the night. Of course, 
I lost all that the next morning.”

Monday’s schedule is easy leading up to their per-
formance with Nelly for the McGraw taping. “We were 
supposed to have a pool hang, but that got cancelled 
because of the weather,” Hubbard says, noting no dis-
appointment. “We woke up, went and ate, went back 
to sleep for a little bit. That’s a good day, man.”

They’ll fly back early Tuesday, encouraged but fo-
cused. “From day one, and especially the last year-and-a-
half, every bit of success has been amazing and a lot has 
been unexpected and fast, but it makes us want to work 
that much harder,” Kelley sums. “We said in December 
that our goal for 2013 was to outwork 2012. And we 
worked really hard last year. We’ve done well so far, and 
we want to keep our heads down and stay focused on 
our music and the fans. We’ll just try to write the best 
songs we can and stay busy.”                 CAC

That Just Happened: Brian Kelley (l) 
and Tyler Hubbard take the New Artist 
honor at the 48th Annual ACM Awards.

Parental Guy Dance: Backstage with the family. Pictured (l-r) are 
Tyler Hubbard and his mother Amy Clotfelter, Ed Kelley, Brian 
Kelley and Mary Margaret Kelley. “It couldn’t have been a more 
perfect first award experience having our families, management, 
publishing and label here together,” Brian says.

Remix: Performing with Nelly (c) for the taping 
of Tim McGraw’s Superstar Summer Night.

Phat Boys: Hanging with WJVC/Nassau’s 
Phathead at a radio remote.
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If country’s strength on the 
radio is rivaled anywhere, it 
might just be television. Not 
only are established artists 

enjoying high profile success 
across the major networks, 
but newcomers with coun-
try leanings are regularly 
finalists and winners on 
top competition shows. 
And that phenomenon 
is changing the artist 
discovery process in 
ways that might have 
been unimaginable a 
few years ago.
 Record label Artists 
& Repertoire execs are 
charged with finding 
talent, developing it and 
securing material (reper-
toire) for artists to record. 
The first part, finding artists, 
is arguably undergoing the 
most rapid transformation as 
YouTube, television shows or, in at 
least one case, television hosts offer 
up an entire generation of artists who 
have enjoyed a shortcut to notoriety. 
Country Aircheck spoke to a number 
of professionals on the leading edge 
of artist discovery to find out what the 
new A&R really looks like.

Video Tilled The Radio Star
 Competition shows including American Idol (Inter-
scope), The Voice (Universal) and X Factor (Sony) have 
built-in label relationships, which sounds like a ready 
pipeline to audience-approved talent. 
“We’ve been involved like that, where we’ve 
inherited a winner,” says Warner Music 
Nashville SVP/A&R Scott Hendricks. 
“Sometimes that’s been ... not so good. 
 “One of the winners we inherited from 
CMT’s Nashville Star wasn’t necessarily 
someone we would’ve signed,” Hendricks 
admits. “So we kind of stopped committing 
to those things, for the most part. On the 

other hand, we do happen to have a new artist named 
Michael Ray who was the winner of CW’s The Next, and 
we would’ve signed him whether he won or not.” 
 Ray auditioned for TV producers, performed in front 
of celebrity judges and survived elimination rounds. He 
asked America to vote for him to win a record deal and 
it worked. Along the way, he may have given some folks 
an idea. “I can’t even begin to tell you how many new 
artists we get pitched every day,” Hendricks says. “It’s un-
believable, and gone up dramatically since The Voice and 

American Idol have inspired more and more 
people to be like, ‘You know, I can sing. I 
want a shot at this.’ We’re getting bombarded 
with new artists that want record deals.”
    And sometimes, more than one artist 
comes out of a television partnership. That 
was the case with UMG/Nashville and 
American Idol Season 10’s Scotty McCreery 
and Lauren Alaina. “When they were down 
to the final three, they called and said 

you need to come out here because these two 
kids are performing really well,” says UMGN 

SVP/A&R Brian Wright. “I went out for the 
song meetings with Jimmy Iovine and 

his staff. They wanted me to bring 
hits for them to sing in the finale. 

So I brought radio hits, but they 
didn’t really care much about 

that. They wanted songs for 
that big TV moment, which 
is entirely different.”
    Marrying television’s 
requirements with the 
necessary approach to 
a country career is a 
challenge. “With Scotty 
and Lauren, we had 45 
days to make a record, 
while they were doing 
the Idol tour,” Wright 
says. The artist develop-
ment conundrum is eased 

somewhat by TV’s other 
demands. “The one thing I 

do like about reality shows is 
that there are artists, probably 

some we have on this label, 
that can’t stand up in front of a 

camera and sing in front of nine 
million people,” he admits. “They’d 

be scared to death. And those kids do 
it every Wednesday and Thursday, which 

is huge. I’ve been out there and watched the 
day-to-day and it’s just 

one thing after another. It’s 
unbelievably demanding.”

31 Flavors
  Perhaps the most steadfast 
rule of talent discovery is ... 
there are no rules. “People 
come at us from all angles,” 
says Big Machine Label Group 
VP/A&R Allison Jones. “We 
constantly get submissions from publishers, managers, 
agents, attorneys. Lucky for us, if people want to find 
us, they find a way here.” 
 Sometimes it takes a little help, as in the case of 
Savannah Keyes. “Ellen DeGeneres found her on You-
Tube,” Jones explains. “Ellen called Scott [Borchetta, 
BMLG President/CEO] and said, ‘I just signed this girl 
who is really raw. She does Gershwin covers. She needs 
development. I love her and if you’re interested, I want 
you to be my label partner.’”
 In the case of a YouTube sensation, sometimes 
fundamentals have to be put in place. “We got her 
guitar lessons,” Jones says of Keyes. “We got her a Scott Hendricks

Brian Wright



guitar. We started bringing her to Nashville every 
few months to write with people. Now we’ve brought 
in Jay DeMarcus, who works with a lot 
of Christian acts and is really good at 
developing singers. He spent three days 
writing with her and, of course, she was 
in heaven because Rascal Flatts are, like, 
her end-all. And it just clicked. So they 
went into the studio and cut three songs.” 
 Labels also pass on aspirants who still 
need seasoning. This year’s American Idol 
runner-up, Kree Harrison, shopped around 
for a record deal years before she auditioned 
for the show. “When we looked at her, I think she was 15 
or 16,” says Wright, who could end up with Harrison on 
the roster. “I think everybody in town passed. We all miss, 
whether it’s people or songs. But we can look back and 
say Kree came a long way from the time we were pitched 
her to where she is now.” 
 As costs rise, record companies may be more 
reluctant than ever to engage in lengthy, speculative 

development arcs. “Artists are more often developed 
outside the [label] system than they are developed in 
the system right now,” Hendricks says. Wright agrees, 
noting, “You see executives with artist development 
titles at publishing companies. There are manage-
ment companies that have artist development. Every-
body is involved in the process now.”

Pub Crawl
 Sony ATV Publishing SVP/Creative Terry Wakefield is 
at the forefront of that shift. “We’re approaching things 
in a different way as the industry changes,” he says. “With 
The Voice and all these shows that are driving A&R, we’re 
having to go out and build a ground level buzz for the 
artists we sign.” Sony’s Artist Development Program 
prepares songwriters for record deals. 
 “If we can get one of our writers a Blake Shelton cut, 
that’s fantastic because it validates them,” he explains. 
“Then when they go out on their radio tour as an artist 
they get to say, ‘You know that song you’ve been play-
ing, I wrote that.’” 
 Wakefield has been working with up-and-comer Cole 
Swindell. “He’s been with us as a songwriter for three 
years and we put him in the program. The beauty is, 
he got a great education in the business before he even 

came to us. He started out as Luke Bryan’s merch guy 
so, while they we’re out there on the road together, he 

had lots of opportunities to write.”
    Writing for other artists can be a balanc-
ing act if a label deal is the goal. “He’s had 
a number of cuts with Luke, Scotty Mc-
Creery’s ‘Water Tower Town’ and we feel 
like we’re right about there with him now,” 
Wakefield says. “He has a song called ‘Chill-
ing It’ that Luke was interested in, but Cole 
said, ‘This is really my song. This is me.’ It’s 
tough, but at some point you have to make 
that decision to not get the cut and try for 

the record deal instead.”
 The publishing company is launching Swindell inde-
pendently, in hopes of finding a partner. “We’ve put the 
song on iTunes already to create a little buzz,” Wakefield 
continues. “It became a Sirius/XM The Highway find. 
Hopefully, those and a few other things we’ve been 
working on, like this showcase we put together in his 
hometown of Atlanta, will get the labels to buy-in.” 

Many Splendored Sings
    Getting a record company to the signing table isn’t 
a paint-by-numbers proposition, even for artists who 
may have a following. “Fan base is somewhere down 
the pecking order as far as the reasons we would sign 
someone,” Hendricks says. “We’ve never actually set up 
a chart that says talent is No. 1, are they good looking 
is No. 2, do they play guitar is No. 3, can 
they write songs is No. 4, and do they 
have fans is No. 5. We don’t do that, but 
all of those help.”
 Television exposure, even if it’s not 
on a music show, can’t hurt, either, as 
in the case of Jana Kramer. “We were a 
little wary of that at first,” Hendricks ad-
mits. “But she had such a huge following 
from her work on One Tree Hill, Friday 
Night Lights, Entourage and all those shows. She had the 
goods. And we knew she could actually pull it off, so we 
signed her and it paid off.”
 Fans of Kramer followed her from television the same 
way Jones is hoping they’ll do for Savannah Keyes – “El-
len will be there when we need to pull the trigger” – and 
The Voice season three winner Cassadee Pope, now on 
her first radio tour.

 Hollywood’s influence even runs as deep as 
creating an alternate country universe in ABC-TV’s 
Nashville. BMLG has the soundtrack rights. “Nashville 
has been an interesting twist for us and an amazingly 
refreshing A&R thing for me,” Jones says. “We’ve not 
technically signed the actors, but we work singles from 
Hayden Panettiere and we’re working Lennon & 
Maisy’s ‘Ho Hey.’” 
 Occasionally, television helps labels win artists, as 
opposed to the other way around. When Callie Khouri, 
Nashville’s Creator/Executive Producer, called to ask 
Jones for a band to appear on camera, she used the 
opportunity as part of the courting process to sign an-
other act. “I told Callie, ‘Don’t look any further – Jaron 
Johnston’s band, The Cadillac Three.” 
 Jones had been a fan of Johnston’s songwriting, help-
ing secure cuts on Tim McGraw’s Big Machine debut. 
“Jaron wrote ‘Two Lanes Of Freedom’ and ‘Southern 
Girl,’ so we helped put his band in that scene. That was 
me schmoozing them with, ‘How about I put you in a 
TV show?’ And now they’re signed here.”

 Like label A&R execs, Wakefield is in the role of choos-
ing who to sign. “Each artist is truly an individual case,” 
he says. “We have some that haven’t had any cuts, but we 
believe in their artistry. We look at everything from their 
social media to their stage show. We look at their styling. 
We look at whether or not they’ve recorded music and if 
we’ll need to spend money on that.” 

    As a publisher, he has to consider the song-
writing, but says, “If their performance ability 
outweighs their songs, we can certainly help 
them develop as writers. That’s what publishers 
have done since the beginning.”
    Ultimately, all factors must be considered and 
as polished as possible in order to justify some-
one pushing the “Big Spend” button on radio 
promotion and marketing. “We want them to be 
in the best possible spot they can be so a label 

won’t say no,” Wakefield explains. “And they still might 
say no because they typically want to say no. And I get it 
because, as a publisher, when a writer comes in, I typically 
say no. But if we do a lot of the groundwork for them, and 
the label thinks they can turn it around quicker, it’ll make 
for a much easier decision.” In the end, whether televi-
sion, the internet, a touring base or just a handful of great 
songs are involved, America will decide.                       CAC

I can’t even begin to tell you how many new 
artists we get pitched every day. It’s gone up 
dramatically since The Voice and American 
Idol have inspired more and more people.

–WMN’s Scott Hendricks
“ ”

Terry Wakefield

Allison Jones



You’ll want to check out the following Arbitron 
Training videos that will help you use and 
understand your Arbitron software and data.

•	PD Advantage® Web in 10 Minutes

•	PD Advantage® Diary in 10 Minutes

•	Pulling Scarborough Data for Programmers

In addition, the following videos will give you 
new insights into the audiences that tune into 
the following formats:

•	Country

•	Spanish Language

•	Classic Rock

•	Black Radio

•	News Talk

You’ll find convenient links to all of these 
and other helpful training videos at    
arbitrontraining.com.

If you don’t know what to look for, you 
may be missing all that your Arbitron 
data can tell you about your audience 
and your competition. 

Learn to put your ratings data to 
work for you with these free training 
programs developed specifically for 
Program Directors in Diary and PPM 
markets.

Start with: 
•	Programming—How to Break Out a 

Book (Diary Markets)

•	Programming—How to Break Out a 
Book (PPM Markets)

Along with an introduction to the 
estimates, you’ll learn what key 
concepts to focus on when each book 
releases. 

After completing the 35-minute basic 
course, you’ll want to take:

•	Programming—Analyzing the 
Competition (Diary Markets)

•	Programming—Analyzing the 
Competition (PPM Markets)

Learn to dive into the data and use 
research to look at your competitive 
landscape. We’ll show you which tools 
and reports to use and teach you how 
to profile a station listener based on 
qualitative insights.

To find a course schedule and to 
register, visit: arbitrontraining.com 
and click on the “Programming” link.

Move Into High Gear With 
Arbitron Training Just for PDs

NOT YOUR AVERAGE QUARTER-HOUR

Minding Your Tweets  
and Posts
By Jon Miller

Recently, Arbitron sent an email to all our 
subscribers detailing how it’s possible to run into 
problems with rating bias and distortion when 
you market your station using social media. 

While you may understand the concepts of 
rating bias and distortion, Dave Willinski, Senior 
Principal Policy Analyst at Arbitron, says many 
broadcasters don’t understand the potential 
damage they can do to their station’s ratings by 
violating our guidelines. 

You see, here’s the rub: if panelists or diary 
keepers decide to identify themselves publicly, 
their entire household will be de-installed from 
the panel or their diaries will not be counted. So 
if you engage in some sort of prohibited behavior 
that causes a big fan of your station to talk about 
being a participant in the ratings process, you 
could very easily cause their data, which powers 
your ratings, to be deleted. 

Fighting for ratings is tough enough without 
making it any harder. 
With that in mind, you might want to consider 
revisiting Working With Arbitron’s Copyrighted 
Estimates with your air staff, and I mean your 
entire air staff. Willinski notes that many times, 
problems can stem from part-time talent who 
just aren’t informed about our policies, looking 
to maximize their limited on-air exposure. 

So, when you do review these concepts with 
your staff, here are three main messages he 
suggests you focus on with regards to social media: 

1. If you can’t say it on the air, you can’t say it on 
social media. It’s that simple and yes, we are 
watching. 

2. Personal websites and social media profiles 
are not personal if they are open to the public. 
Even if they are not affiliated with the station 
specifically, but run by a personality, the same 
rules apply when it comes to rating bias or 
distortion. 

3. There is no such thing as joking about the 
ratings process. Think of it like those signs 
near airport security that say they take jokes 
about security seriously. Don’t say something 
and then try to claim you were only kidding. 

If you need another copy of the Social Media 
Dos and Don’ts that we sent out and a refresher 
on the subject of rating bias and distortion, go to  
www.arbitron.com/guidelines.

Jon Miller is the Director of Programming Services at  
Arbitron. Reach him at jon.miller@arbitron.com.  

PPM®, Portable People MeterTM, PD Advantage®, and  
PD Advantage® Web are marks of Arbitron Inc.  PRG-13-09028 © 2013 Arbitron Inc.  All rights reserved. 

You can get your dose of ratings and programming 
insights at arbitrontraining.com/programming

NOT Your Average 
Quarter-Hour

A D V E R T I S E M E N T

Arbitron Training for PDs on YouTube

 

Keep up with Arbitron on our Facebook® and Twitter® accounts listed below.

 facebook.com/ArbitronInc.                    @ArbProgramming

Source: PPM Metro Data, March-April-May 2012, Persons 18-34 

Comparing your station to the flow of market listening helps 
you identify areas of opportunity like in the example below. 
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THE INTERVIEW

Dan
Mason

CA: With a career that spans 40 years from programming to top manage-
ment, what are your broad-stroke thoughts on radio today? 
DM: You have to focus on radio as a whole and not just radio in one city. As a 
whole, you can see the impact radio has on people and their families all over 
the country. When Cedar Rapids went through those terrible floods, you saw the 
impact radio had on the people of that city and how much of a support system 
radio was. You can see that radio stations have been a part of families for three 

generations – people’s parents and  grandparents 
trusted the same radio stations through the years. 
Radio is a medium that still reaches 92 percent of 
the population on a weekly basis. There are lots 
of stories to tell, and they’re not just about the top 
10 markets and not just about New York City or 

Nashville – it’s about this entire country.People use radio in many different ways 
and to fill a variety of needs. But radio is so much more than music, news, weather 
and sports – it’s a companion, it’s a friend. And that’s something that none of the 
music services of the world can ever be. 

What’s radio doing right – and what does it need to do better to compete with 
all the other devices and distractions in people’s lives? 
There have been distractions, as you put it, to radio usage ever since 8-tracks 
came out. Then it was cassettes, then CDs, then satellite radio and iPods and now 
it’s smart phones. Every technology has been part of the radio dashboard; radio 
hasn’t owned dashboard exclusivity for almost 40 years. Listeners spent time with 
8-tracks and cassettes, but they didn’t stop listening to the radio. Even Detroit’s 
auto manufacturers understand that. They’re on the record saying that AM and 
FM radio is still going to be part of the automobile. So, radio plays a big part. 

As for what we’re doing right, there are so many great broadcasters that I 
admire, in both big and small markets, who still believe in local content. They 
still believe in looking for a lost dog. They still believe in putting terrific music 
on the air and having disc jockeys be part of the music presentation. There’s still 
a lot of great radio out there.

But in the days of 8-tracks, cassettes, CDs etc., radio was extremely focused on con-
tent and services. Whether it’s for PPM or other reasons, music stations in particu-
lar seem to be more about playing the music and less about other content.
I can understand how you would say that, because there are certainly formats deliv-
ered by satellite and technology that allows morning shows and other programs to 
be syndicated, but it’s not like that everywhere. Here again, just because we see a sec-
tor of the industry doing something, it doesn’t mean the entire industry lives by that. 
And, for every syndicated show, I can find one that is doing great local radio.

Are radio operators making a mistake by not being local?
That’s a business decision, and it’s not appropriate for me to comment on another 
company’s business plan because I don’t live in their shoes. But there’s no doubt 
that as the advertising pot of money gets challenged, each company has to deal with 
the ramifications in a way it sees fit. Advertising has become fragmented, too, so one 
business plan doesn’t fit all anymore.

What is CBS Radio’s mission statement?
We want to be live and local. We care about our community and want to be involved in 
those communities. It’s about love of the product, and CBS Radio is a very product-driv-
en company. When you have people at the top who came from programming, it makes it 
easy to do that. Not one day goes by that I don’t listen to at least five of our stations. This 
morning I listened to a Boston sports station. I came to work and listened to a Houston 
morning show. And I was just listening to Jim Rome on the CBS Sports Network.

Does rising from the programming ranks to upper management affect the way you 
approach your job? Is it any different that rising through the sales side?
I’ve had to walk the line a little bit, and I can’t be as inflexible on certain sales 
things that I may have been in my younger days – I threw many sales people out of 
my office back then. But I’ve learned it’s about balance. There’s a place for great 
leaders from sales in our company and there’s a place for great programmers in our 
company. But I’ve certainly got one foot in each camp – it’s a balancing act to try to 
make it all work.

When push comes to shove, will you still side with your programmers? 
That’s pretty funny, and I suppose it depends on what group I’m in front of. 
But given our mission statement, I’ll answer that, yes, absolutely.

Where this 
game is  

going is that 
everybody 

wants  
exclusive 

content and 
no one  

produces 
more local 
exclusive 

content than  
a radio  
station.

“

”

Live, Local  
& Loving Country

A     s CBS Radio President/CEO, Dan Mason oversees 126 
 stations in 27 markets, including 12 Country outlets. 
 Louisville native Mason graduated with a degree in 

broadcasting from Eastern Kentucky University and began his 
career at Top 40 WKLO/Louisville in 1973. Programming posts 
in Atlanta and Washington DC led to being named VP/GM in San 
Antonio. He became President of Cook Inlet Radio in 1988 and 
joined Westinghouse as President of Group W in 1993, serving at 
the helm of CBS Radio from 1995-2002, integrating CBS, Group W, 
Infinity and Amercian Radio Systems. After a stint as a consultant, 
he returned to CBS Radio’s top post in 2007. He is the NAB’s 2012 
National Radio Award winner and a member of the ACM board.
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How does CBS Radio’s corporate programming team interact locally? Where does 
the local market manager fit into the mix when it comes to programming decisions? 
Our local market managers have the autonomy to run their businesses. There might 
be times when we may not agree with a decision, or believe that a particular market 
isn’t acting fast enough on a decision. We have those issues, as any other business 
would. But for the most part, the local markets are pretty much autonomous. They 

do what they see fit to 
run a business.

We’ve found our most 
successful clusters are 
those where the market 

manager is heavily involved with their PDs in directing the product in their market. 
Does that mean they pick records? Absolutely not. But, they’re involved in the 
planning of research and in overseeing – overseeing, not doing – the implementation 
of formatics within the station. And, they’re really a great sounding board for the 
PDs. When market managers are heavily involved, the clusters do better than the 
ones where they’re not quite as heavily involved.

Almost all of CBS Radio’s stations are in PPM markets. What’s been the impact of 
PPM on radio, and programming, in particular?
With the diary, you can pretty much program a radio station based on people’s 
perceptions, because programming in a diary world is all about perception versus 
programming in a PPM world, which is about reality. There’s a whole other ele-
ment, too, that has come as a little bit of a surprise to me. With PPM, there’s a set 
of different back roads behind the main highway, so to speak. The main highway 
is your ability to put on formats and hope that people listen. But with PPM you 
get a whole set of back roads about the nuances of demographic sales in the 
market, how they’re measured, what time people are listening, etc. So, there’s a 
whole new layer placed over the top that you have to be sensitive to. We spend 
a lot of time watching how people use meters. Then we look at the peak times 
that people listen during the day. And we try to have always our best foot forward 
during that time. We probably didn’t pay that much attention to those types of 
things with diaries, so it’s opening up a whole new set of demands. But that’s 
good for radio, because it helps us put on a better product. But you gotta go to 
school again on these things.

CBS’ announcement that it would spin-off of its billboard division has rekindled 
rumors about the radio division being sold. Where does that stand right now?
I don’t believe there’s any change. Les [CBS President/CEO Leslie Moonves] has been 
very supportive of our division. He’s talked about how much of an integral part radio 
is to the overall company. It’s got a terrific ability to generate cash flow and it’s getting 
the credit it always should have gotten from peers and nationally for being a powerful 
marketing machine. The general advertising community and those involved in the 
advertising community can see that now. We’re making our impact there.

When Mr. Moonves was asked about performance royalties at the NAB last Septem-
ber, he said, “The idea we need to pay them to put music on our radio stations is 
absurd.” I assume that CBS Radio’s stance on that subject hasn’t changed since then?
No. We continue to follow the NAB [position]. We believe that we provide a lot of 
promotion and that we help artists, whether it’s Country, Rock or any other form 
of music. We believe that there shouldn’t be performance royalties, because we 
believe we provide value.

What is CBS Radio’s position on FM chips in smart phones? 
We believe it would help because it would be another distribution point for radio. 
A chip makes it a lot easier to pick up a radio station since you don’t have to go 
through the buffering process of an internet page. We’re all for consumers being 
able to use their telephone as a radio.

What role does streaming play in CBS Radio’s business model?
We haven’t built a business on the back of streaming and most likely won’t. We 
have radio.com, which we view as a promotional tool that augments what our radio 
stations do. From a digital standpoint, our strategy is called “CBS Local.” We have 
apps that combine radio and TV intellectual property, which we use as more of a 
local play. We also have a terrific, free app called “CBS Your Day.”
 
How do you view satellite radio, Pandora, Spotify and their counterparts? 
Pandora is a personalized music service; it’s not radio. It’s just another technology in 
the car. You would never think of an 8-track, cassette, or CD as radio, would you? Pan-
dora is another music service that augments your car or home, or wherever. Radio 
stations are companions, they’re friends. There’s an old saying, which I repeated at 
the NAB in Dallas, “To have a friend, you have to be a friend.” That carries through 
to radio, too. To have a big audience, you have to be a friend to a lot of listeners. And 
you do that through companionship and what comes out of the speakers.

What is Country radio’s role in CBS Radio’s overall strategic radio plan? 
I’m always looking for opportunities to expand the Country format within CBS 
Radio. We’re pretty much at capacity right now, but we really like the format. It’s a 
big part of the company, and, with our ACM involvement, it’s a big part of CBS. 

Cumulus launched a New York City Country station in February with its Nash FM. 
Did CBS Radio ever give any serious considerations to putting on a Country station 
in New York City?
Yes, we just never had the opportunity. It didn’t work out for us because we had 
some other priorities. But Cumulus came in and took advantage of that and it 
appears that they’re off to a decent start. If they do well it really helps the entire 
country music industry. It’s one of those things where all boats rise together. I’m 
kind of happy for them that they’re doing that and wish them well.

With your experience and knowledge of New York, what do you think the ratings 
and revenue potential are for a NYC Country station?
If I had to make a prediction, I’d say it’s a good, solid two share. And, if it’s a two 
share of overall listening, it ought to be a minimum of a two share of the revenue 
in the New York market. Maybe more – most Country stations index a little higher. 

When you woke up the day they went Country, did you just kind of go “dang?”
Yeah, sorta. I’d be lying if I didn’t admit that.

You’ve been involved in a number of formats during your career, but you’ve always 
had a little soft spot for Country. I’ve heard you tell the story about personally 
signing on WUSN in Chicago.
I did. I pushed the button to play the first country song on WUSN. I’ll never forget 
that moment. WUSN was Beautiful Music back then. I let a Barbra Streisand song 
run out completely, and MD Nikki Courtney and I counted to 10 -- there was all 
that dead air -- and then I pressed the green button on the cart machine to play 
Don William’s “Lord, I Hope This Day is Good.” And WUSN was born. That was 
early 1982. And it’s great to have it back as part of CBS Radio.

What are your thoughts on what seems to be a recent trend at CBS Radio of hiring 
Top 40 programmers with little or no Country experience as Country PDs?
Top 40 PDs have a really good command of mechanics on how to deliver a format. 

That’s not to say they are better at it than PDs from other formats. But I do have an 
appreciation for Top 40 PDs and how they mechanically deliver a product. They do 
a good job partly because the competition in that format over the years has been so 
intense, it’s like they’re really battle-scarred. So you can certainly be successful with Top 
40 PD with no Country experience, as long as you have people on the music side in the 
radio station who understand the product, which we do in every one of our stations. 

You and a number of top CBS market managers and programmers came to Nash-
ville a couple months ago, threw a party and met with labels and managers. What 
impressions of both Country and Nashville did you come away with? 

I can answer that two ways: personally and professionally. Personally, I wondered 
why in the world didn’t I do this a long time ago? It’s totally comfortable for me 
because, being from Louisville, I look at myself as part of that culture, too. It’s been 
fun hanging out and being part of it. I saw some old friends down there, like Eddie 
Mascolo, who was at RCA when I was in Atlanta radio 30 years ago.  And I found 
out Clarence Spalding and I grew up near one another, and even frequented some 
of the same watering holes when we were in college. I was asking myself why it took 
me 30 years to find that out. I’ve had long relationships with people on that side of 
the business. All we have in this business is relationships that we make. They go a 
long way in how you do business. And, I’ve met a lot of new people that I’ve never 
gotten to interact with in my career, so it’s been fun. But I also look back and think 
I missed a lot of opportunities to do business with Nashville. Who knows what we 
might have done?

Professionally, I was really excited because I knew we had so much to offer. 
This was the first time that we could gather up our country assets, put them in a 
big basket and offer them up as a platform. Not necessarily that we were going 
to do the old “chain ad” kind of thing – that’s not where we were coming from. 
It is all about being able to come up with a program to take artists and records 
and promote them collectively to the more than eight million cume that we 
have. Labels told us they wanted something turn-key and simple that had a 
lot of quick impact. So that’s what we came back with. Nashville was a great 
experience for us and we’ll continue to nurture those relationships and we’ll 
continue to have those meetings.

What are the elements of the programs you’ve launched in the last couple of months?
The overall program is Amplify, and it includes Impact, Launch and Artist Hook-
Ups. When one of the biggest names in music is ready to unveil their latest project, 
CBS Radio listeners hear about it through our Impact program. Extensive on-air 
promotion starts in the days leading up to the song or album debut, and a dedicated 
section on station websites highlight the artist and offer an array of editorial features.

Launch targets rising stars chosen by CBS Radio’s programming team. On-air 
programming highlights clips from their latest release. We also develop an exten-
sive online companion with artist-specific pages, multi-media content and links to 
purchase music.

 The Artist Hook-Ups aren’t ordinary radio station events. These are once in 
a lifetime, money-can’t-buy experiences. Things like front row access, intimate 
settings, and unusual destinations. So far, we’ve had listeners race a car with Brad 
Paisley and go to ACM rehearsals with Blake Shelton. 

In a very short time we’ve also partnered with labels for projects with The Band 
Perry, Kenny Chesney, Lady Antebellum, George Strait and Thompson Square, 
with another four or five times that number coming. That can make an impact 
when put in front of eight million listeners. That can sell some music.  And none 
of this existed a year ago; it’s still in its infant stage. Imagine what we’ll be able to 
do as we get better at this.

CBS Radio took great pride in its role in helping April’s ACM Awards show make 
huge gains, helping beat the CMA Awards ratings for the first time in 28 years. You 
marshaled CBS Radio, CBS Interactive, the CBS Television Network and CBS-TV 
stations to work together to get that done.
There’s a lot of collaboration at CBS and I give our boss, Les Moonves, credit for 
that. He demands that of the division and has been a master at putting those pieces 
together like that. There are many moving parts at CBS, but he is the catalyst for 
us all to work together, which I think we do much better than any other network. 
When all those things work in sync, it’s a powerful marketing machine.

While CBS has strengthened its ties with the ACM, the relationship between CBS 
and CMA has been strained, to say the least, the last couple of years. Will we see 
any thawing of that Cold War in the near or distant future?
We’ve made a conscious decision to align our company with the ACM.

Is radio’s future similar to the evolution of TV? Will there be thousands of audio 
channels with origins unknown, but it doesn’t matter because it’s all about content?
I don’t think so. Some might believe that, and who knows, there might be a place 
in the universe for that type of a business model. But it’s nothing that interests me.

So, are you bullish on the future of radio?
I’m bullish on radio content. We don’t know exactly which roads technology will 
take us down, but there will always be a place for great local content that is built on 
serving the communities and for companionship with listeners. Where this game 
is going is that everybody wants exclusive content and no one produces more local 
exclusive content than a radio station.                                                                   CAC

“ ”
I pushed the button to play the  

first country song on WUSN.  
I’ll never forget that moment.

Air Product: 
Mason at 

WKLO/Louisville



RADIO • ONLINE • MOBILE
SOCIAL • TV • MAGAZINE • EVENTS

COMING SOON

With 1150 Country format affi liates, Cumulus IS YOUR Country Headquarters.

For more info and affi lilation opportunities, contact
Bryan Switzer | bryan.switzer@cumulus.com | 615.838.0809
Donny Walker | donny.walker@cumulus.com | 623.206.2502




	branding2
	cover
	branding

	acmwinners
	ratings
	fgl
	anr
	theinterview
	interview
	backcover


