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"Warm. Inviting. Handsome. That SMILE! And then...he SINGS! Dug Jordan's brand of country & can’t   
wait for the Bull Nation to hear "Singles You Up!”      – Lois Lewis/KWNR

"Jordan Davis' 'Singles You Up' is three minutes of happy you'll want to play on your station!"
- Shelly Easton/WXTU

"One of the leaders of the new fresh Nashville sound. So excited about this crop of new artists."
– Nate Deaton/KRTY
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Whose Airplay Is It?
Chart Game Tension Reaches Breaking Point

STOP THE MADNESS
 The aforementioned major market 
PD says, "I haven't gotten one negative 
response. The credible record people 
retain that credibility, and even some of 
those who gave me problems are saying, 
'Thank you. We need this because the pres-
sure is on us to deliver and if we don't, the 
next company does and we lose.' This is 
only part of it though. The system itself 
is crazy. I'm not blaming the labels, 
because radio plays its part, too.
 "Reps are always welcome to call and 
promote their singles," he continues. 
"Where I have a problem is when I'm 
getting calls saying, 'We need fi ve more 
spins. Can you help us get to here? We 
need the bullet. Or, this is our push 
week.' On radio's side, I use the chart as 
a barometer for stuff I'm not on, or as an indicator for 
songs where my research is inconsistent. But drop-
ping a record because it loses its bullet is a crime. And 
when we as programmers get caught up in the game, 
how can the record industry or the trades trust what 
we're doing? It's the responsibility of Country radio to 
not let outside pressure dictate what we do."
 Like the programmer who requested off the panel, 
this PD considered dropping reporting status. "All 
these frustrations seemed to build at the same mo-
ment and I don't need this BS. I'll still get the music 
and still play it, I just won't have this hassle. Then I 
decided it's more important to communicate and try 
to make things better from within."

 

A large market reporting PD whose name has been 
withheld asks his fellow programmers to acknowledge 
"how absurd this is becoming." He adds, "At this point, 
communication between the two industries is for all the 
wrong reasons. We need each other desperately, so it 
would be a real shame to limit the interaction.
 "It is absolutely ridiculous for anyone to suggest 
this is 'their week at No. 1.' And once it gets there, it's 
right back off. This makes no sense in terms of what 
a radio station is supposed to be. The two industries 
need to work together to fi x this."
 A top 5 market MD raises another concern. "I can't 
believe the heat I get when I drop a record. When you 

add a single, the label expects you to spin all the way 
through its chart life regardless of what your research 
shows. Along that line, I can't say enough about the sup-
port MDs need from their PDs. As navigating the label 
relationship becomes more challenging, it would be 
tough to do my job without that."
 This MD expresses grave concerns about the 
dynamic's long-term effects. "If we continue to 
cave and let music decisions be made for business 
reasons, we're going to kill the record business and 
the radio business. If songs reach power because 
of promotion rather than on their merits, we will 
distort the perception of what's working. We're talk-
ing about the ultimate quality of what we put on the 
air, but also the creative and production aspects of 

music. Hype results in people thinking they 
have what it takes when, in fact, they 

may have fallen short. I love country 
music and Country radio, but if we 
keep playing games they're not going 
to be around much longer."

BAD COMPANY?
 A long-tenured promotion execu-

tive points to the mission creep that has 
pushed regionals into a micromanagement 
role. "I don't know who in the ranks of 
promotion started policing spins, but it 
didn't take long to see we had to play that 
game, too, to keep records alive as they 
work their way up the chart. It's a matter 
of survival. We have to ask programmers 
to help us or we risk losing records."

 Where a programmer quoted 
earlier didn't blame labels, this record exec doesn't 

blame radio. "While broadcasters didn't start this, I 
think it has to be on them to stop it. If they refuse 
to participate in some of these manipulations, labels 
will have to accept it. I've been waiting a long time 
for someone in radio to really speak up, and that 
note (see sidebar) is long overdue. That's the type of 
stance from radio it's going to take to make a posi-
tive change.
 "This doesn't exist at every station," our label VP 
continues. "At the same time, many PDs will tell you 
they program based on what's working in their local 
market, but you can look at their playlist and see this 
isn't true. For instance, it's not uncommon to see 

O
ver the past six months, the promotional pressure applied to radio stations seems to 
have increased dramatically. The pressure to get a song to No. 1 has never been more 
intense and is manifesting itself within radio stations in a number of ways. Recently, a 
major market station requested removal from the reporting panel citing undue and un-

necessary pressure for the sake of chart position alone. One PD reached a point of utter frustration 
and cut off communication with label reps (see sidebar).
 By no means is this a one-sided issue. People in the record industry are just as frustrated. 
Promotion remains a top expense and how much sense it makes to pour effort and resources into 
a record for a few more chart positions is highly debatable. And if competitors are playing a game 
your company won’t, will artists and managers complain? We spoke to a number of leaders on 
both sides of the issue in a wide-ranging and at times familiar debate that reaches an eye-open-
ing conclusion. Read on.
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To all label reps:
 This past week has been awful. The pressure put on this 
radio station by the record industry has gotten out of hand. Eff ec-
tive immediately, discussion of our playlist will be discontinued 
with record promoters. I’m sorry to have to say that to the mostly 
credible promotion reps, but there is simply no way the radio 
industry can maintain any credibility with its listeners if it allows 
the record industry to infl uence our airplay. The songs we put on 
the air should be an accurate refl ection of our listeners’ tastes, 
rather than a refl ection of the persuasiveness of promotion eff orts.
 Thank you for your cooperation.
    Sincerely, Major market PD 
          (name withheld)
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dozens of stations move a song out of power the week 
after it goes to No. 1. What the hell is that? One day 
it's the strongest song in the market and the next it's 
not? Or was its move up in the fi rst place not a true re-
fl ection of its appeal, but of promotion pressure? Push 
week. But if we don't play that game, too, our records 
get hurt."
 Another highly respected major label VP/Pro-
motion suggests, with tongue fi rmly planted in 
cheek, "It's a fair system, because it's going to screw 
everybody sooner or later." Later he adds, "The 
three most maddening numbers in the music busi-
ness are two, six and 11. It's nice for the ego to be 
able to say Top 10, Top 5 and No. 1. Nobody wants 
to stop at No. 2 when you're that close, especially 
when it seems like everyone gets their shot at the 
top. We're going to back off as a company. We want 
our records to go No. 1, but if they don't and don't 
deserve to, that's fi ne.
 "If we think we have the best record, we'll make the 
push. If we're up against a company that's giving away 
trips, we'll tell radio we believe we have the better 
record and they should do what they think is right. 
That's it. In most cases, you're dealing with a legit 
station and they're very honest with you. Where we get 
nuts is when we get the sense something else is going 
on and we're not getting a fair shake."
 Radio playing the push week game is mostly about 
placating labels, this promo VP says. "It's easy. They 
want the freebies, the trips, the attention they get as 
reporters, but maybe they shouldn't be. That mental-
ity isn't doing any of us any good."
 "As long as a label or indie can manipulate radio 
and as long as radio allows it to happen, this will con-
tinue," one of the label execs adds.

COOKS FILL THE KITCHEN
 Speaking of independent promoters, a few were 
tapped for their thoughts, too. "Part of what we're 
trying to do is beat the system," one says. "But beating 
the system can create misleading information. You see 
artists with chart success who may have trouble fi lling 
a club with 300 people. If chart success doesn't trans-
late into successful appearances and consumption 
numbers, then what we have really seen is a masterful 
mirror game go down."
 Early airplay efforts don't strike this promoter 
as problematic. "Nothing is a game as it starts out, 
but just a good honest promotional effort by all 
concerned to get the record exposed. At a certain 
point, if exposure has happened and the feedback is 
negative, and the label continues to push the record, 
we enter stage two. Now you have a song with no legs 
getting pushed and the mirror game is underway."
 This indie sees nothing new under this sun. "These 
games have been played in the past. I don't mean to 
sound like Moses coming down with the tablets, but 
it behooves the industry to take a careful look at this. 
We have enough history between these two industries 
to do a real assessment of the hollow victories. I don't 
see us sliding toward more foolishness. I expect this to 
happen to a much lesser degree soon."
 Another independent notes just how many people 
are involved. "It's promotional overkill," this indie says. 
"You can't blame radio for being upset when they're 
getting fi ve, six or more calls on a record. You'll be 
in panic mode on a record and the regional is call-
ing. The VP is calling. There's an independent. The 
publisher has somebody. Management has a promotion 
staff. We need better coordination. Without it, there's 
too much overlap and PDs get fed up pretty quickly."
 Fed up also extends to the sheer volume of labels, 
artists and singles. "On a yearly basis, there's more 
product out than ever before," an indie says. "The 
competitive pressure for the few open slots on any 
given playlist is magnifi ed tremendously. The level 
of diffi culty in all areas of the business is higher than 
ever before. The product is better. Promotion is bet-
ter. Marketing is better. It's a lot."

SURVEY SAYS
 For a more complete view of attitudes regarding 
the ongoing chart tension, here's a quick roundup of 
thoughts from many of the folks at the intersection of 
these two industries:
 Major Market MD: "My biggest concern is I can't 
handle the volume of promotion communication 
coming in. I don't want to ignore anyone, but if we 
could cut back on the number of people calling about 
the same record, that would help."
 Large Market MD: "I hate to make a blanket state-
ment, but more often than not it seems the promo-
tion people are only concerned whether or not you're 
going to make the add. Promoters who understand 
each radio station's policies save us all time and effort. 
Our station isn't even going to listen to a song until it's 
at a certain point on the chart. Right or wrong, that's 
how we work. There's no point wasting time calling us 
before then."
 Small Market PD: "I would really like to see the 
relationship between the two industries get back to a 
reasonable exchange of information. It has gotten to 

the point where the airplay game gets adversarial. Lis-
tening to people torpedo other records is ridiculous." 
 Major Market PD: "This goes back to station 
ownership. If a company's fi nancial situation prevents 
investing in the product, PDs are forced to do it with 
smoke and mirrors. Record companies provide the 
materials stations build their promotions around, and 
then you're in a situation where they have a hold on 
you. This is how you get radio people bending over 
backward to accommodate labels."
 Small Market MD: "My responsibility is to my radio 
station, which happens to be No. 1. And we keep it 

No. 1 by playing what this area wants. This should not 
be an 'us vs. them' situation. All records are not going 
to be hits everywhere. And that's okay."
 Major Label Head: "Part of the pressure radio is 
feeling stems from the economic pressure on Nash-
ville. If the pie isn't growing, you can't increase your 
share unless you take some away from someone else. 
Right now, everyone is scrambling over whatever pie 
they can get. But I really believe it will work out. Coun-
try has always been a strong format and the industry 
itself has always been a strong family. I have no doubt 
it will pull itself together."

FINAL BREAKTHROUGH
 Finding a way through the current confl ict be-
tween record companies and radio is recognizing 
that while problems between the two may seem to 
be greater than ever, that may not be the case. In 

fact, while the names, faces and details may change, 
a certain amount of tension may simply be a natural 
state. Perhaps the two industries can take heart in ac-
cepting what is and what will be is pretty much what 
always was.
 To that end, it may help to understand that this 
entire article is adapted from four columns written 
by Country Editor Lon Helton for Radio & Records in, 
wait for it, November 1983. That's right. Language was 
updated and quotes were condensed, but the debate 
on these two pages that sounds so similar to one un-
derway today, is actually well more than 30 years old. 
 Take this quote, for instance: "These games have 
been played in the past ... I don't see us sliding toward 
more foolishness. I expect this to happen to a much 
lesser degree soon." That was said by then-indepen-
dent record promoter Bruce Hinton, who many know 
as the now-retired Chairman Emeritus of MCA/Nash-
ville. He actually closed the quote saying, "I expect 
this to happen to a much lesser degree in 1984." Here 
are some of the other folks quoted above:
 KLZ-AM/Denver PD Bill Bradley
 KVET & KASE/Austin PD Bill Mayne
 WMAQ/Chicago MD Jay Phillips
 CBS Records VP/Promotion Joe Casey
 MCA/Nashville VP/Promotion Erv Woolsey
 Warner Bros./Nashville VP/Promotion Nick Hunter 
 Independent Promoter Gene Hughes
 Independent Promoter John Curb
 WPKX/Washington, DC MD Doug McGuire
 KYGO/Denver MD Rick Jackson
 WCAW/Charleston PD Alan Furst
 WMAQ/Chicago PD Ted Cramer
 RCA/Nashville Division VP Joe Galante
 WLWI/Montgomery MD Rhubarb Jones
 The struggle and pressure to perform in com-
petitive circumstances is very real today, as it was 33 
years ago, at points in between and as it will be in the 
future. Constant reevaluation of systems and business 
dynamics are good and necessary business practices. 
If done with an understanding of the intrinsic tension 
between the two businesses, however, maybe dialogue 
can be constructively and cooperatively focused. 
 Things are worse than they've ever been?
Not helpful. Not true.                                              CAC

Country has 
always been a 

strong format and 
the industry itself 
has always been a 

strong family. 
I have no doubt it 

will pull itself 
together.

–Major Label Head

Chart Game Tension
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Tim 
Closson
Making Hay 
In Radio
From a farm in Minnesota to accept-
ing a CMA award on a Nashville 
stage, Tim Closson carved a path 
of radio excellence that almost took 
a hard left turn. Instead, he pro-
gressed steadily from small Midwest 
stations to WAXX/Eau Claire, WI, 
then KHAK/Cedar Rapids, IA and 
on to a 14-year award-winning and 
ratings-dominating run at WUBE/
Cincinnati. A decade-long depar-
ture from the business ended three 
years ago when he joined Westwood 
One in affi liate relations. And it all 
started, much to his mother’s sur-
prise, at Minneapolis’ Brown Insti-
tute School of Broadcasting.
My mom attended Brown in the ‘40s. She wanted to 
be a broadcaster, but got pregnant with my older sister 
and never wound up doing it. She always loved radio 
and talked about it, though. I graduated early from 
high school and left the dairy farm. I wasn’t interested 
in milking cows; that’s a hard life. So I was 17, living 
on my own and bouncing around to different jobs. I 
had every intention of going to college when it hit me 
to attend Brown. My mom didn’t really think I would 
amount to anything, so I walked into the bank where 
she worked and said,  “Guess what, mom? I need a stu-
dent loan. I just enrolled in Brown Institute.” I never 
saw a bigger smile on her face.

We had a local station in Fairborne, MN, KDHL. The 
farm director, Dean Curtis, used to love to interview 
my mom because she was so well spoken. She had that 
gift. She passed away in 1987 and missed a lot of the 
run. She didn’t get to see me win my fi rst CMA award, 
but I know she was proud. Funny enough, the station 
is one of my affi liates at Westwood One. In fact, I had 
a conversation with current PD John Anderson, asking 
him about all the local businesses. I told him about 
the “Happy Hustlers” 4H Club and my grand cham-
pion pure-bred calf. I said, “There still has to be a 
picture of Dean Curtis up in the station.” And there is.

Eau Claire was a small market station operating like a 
big market station. The mentors there were tremen-
dous. When I worked for Post in Ottumwa, WAXX was 
co-owned and a company newsletter came out about 
Tim Wilson winning a CMA. I remember thinking, 
“How cool is that? That would be cool to do some 
day.” Less than a year later, he hired me for over-
nights. I sucked when I got there, but Tim taught me 
a lot. He airchecked and developed me as a talent. He 
also taught me a lot about programming.

I became the main host for bus trips to Nashville with 
WAXX listeners three times a year. I basically went 
to school on country music, learned some really cool 
things and became an absolute afi cionado. We always 
took the buses to the Grand Ole Opry. Through some 
record connections, I got backstage. I happened 
to walk by Roy Acuff’s dressing room. He was the 
only one in there and waved me in like I was an old 
friend. I sat down and had a one-on-one conversa-
tion with Roy Acuff for about 20 minutes. There’s no 
photo, no recording – and I’ve gotten to do some 
cool things in my career, but that ranks right up 
there. The other was when I was sports director in 
Eau Claire and got to interview Walter Payton one-
on-one after his last regular season football game at 
the Metrodome. I have tape of that. 

What I miss about programming is being involved in 
the music. Discovering and being able to share it with 
friends, family, listeners, people at the station – who-
ever would listen. I remember meeting a kid named 
Randy Traywick. “On The Other Hand” was a hit for 

WAXX the fi rst time around, not the second. It was 
almost in gold for us by the time they came back out 
with it.

The fi rst time a Lee Ann Womack record was ever 
played was on WUBE and [Decca’s] Shelia Shipley 
Biddy was in the station, listening and bawling her 
eyes out. Another memory is running into Garth 
Brooks over and over again during his fi rst CRS. I 
was playing his song in Cedar Rapids, so I started 
introducing him to people and helping him hand out 
buttons that said, “Much too young to feel this damn 
old.” He’s never forgotten that. 

There was a point in Eau Claire when the company 
wanted me to program an AC in Kirksville, MO. I was 
considering the offer during one of our bus trips to 
Nashville, where I ran into Lon Helton. He said, “Tim, 
you’re crazy. Don’t you dare. You’re too far down the 
road in Country.” I slept on it overnight and called 
the station the next day to back out. I don’t think 
the owner of the company has ever forgiven me, and 
about a year later I wound up in Cedar Rapids. So Lon 
was instrumental in me not making a wrong turn. I 
don’t even know if he realizes that.

I learned how a team comes together and the kind of 
things you need to do in the community during my 
time in Eau Claire. And I learned a lot about Country 
listeners and how to best reach them. That was the 
terrifi c training I put into play at KHAK. Add in Mary 
Quass and her magic potion – she still might be the 
best there is. Her leadership is second to none. I would 
have been perfectly happy working for her for the rest 
of my life, but I took a chance by leaving. The opportu-
nity in Cincinnati was just too great to pass up.

I just had the ear for hit music. Joel Raab once said, “I 
love following your playlist because I know what you 
don’t play is not going to be a hit.” The other thing 
was, I was very driven. I grew up on a dairy farm so 
I understood the value of hard work. You got out of 
it what you put into it and I wasn’t afraid to put in 
the tireless hours – start early and work late. My dad 
always said, “Make hay while the sun shines.” I always 

did and I still do with Westwood One. Yesterday, I 
started at 7am and got up from my desk at 6:30pm. I’d 
hardly moved.

Consolidation was the Wild West, and I was having a 
ball. I lived on an airplane and was away from my family 
way too much, but I got to do more in those six years 
than most people get to do in a lifetime. It afforded 
some great things for me and my family. I was on the 
front line and if we acquired Country stations, I was 
one of the people who went in and ascertained what we 
had. A diffi cult task indeed, but very interesting. 
I was involved in a lot of things that had never been 
done before: The fi rst same-format FMs in the same 
market. The fi rst guy to lead group meetings with 
labels in Nashville. I was going to Nashville herding a 
bunch of cats that included Mac Daniels, Tim Roberts, 
Jeff Garrison, Dene Hallam, John Sebastian, Mick An-
selmo, Gregg Swedberg and Patty Marshall. I learned 
a lot from that group of guys and gals and became an 
expert in diplomacy.

And I was fortunate enough to work with the largest 
group of Country radio stations ever assembled to that 
point. I’ve been involved with legendary call letters 
including WMZQ/Washington, KZLA/Los Angeles, 
KSON/San Diego, KEEY/Minneapolis, WUBE & 
WYGY/Cincinnati, WWWW/Detroit, KMLE/Phoenix, 
KKBQ/Houston. That’s pretty special and very hum-
bling, when I look back at it. 

My time away was a break, but I think it also gave me 
some unique perspective as a listener or even as a 
non-listener. I knew I still loved it, so when my kids 
were out of the house I started nosing around to get 
back in. I kind of stumbled onto the Westwood One 
thing. I knew Dennis Green from the AM/FM days. 
We talked and fi ve days later I was working for West-
wood One. 

One of the most gratifying aspects is the people I’ve 
been connected with that I’m joining in the Hall of 
Fame. Duke Hamilton was part of the dream team at 
WUBE. There’s Bill White and Dr. Don Carpenter. I 
currently represent Lon Helton and Country Count-
down USA. He’s in the Hall. Bob Kingsley. Blair Gar-
ner. And Mary Quass should be in that group. Mean-
while, I’m going in with Charlie Ochs, who I worked 
with at WMZQ. You’re only as good as the people 
around you, in every aspect, and I’ve had great people 
around me and above me. And I’ll never say below me 
because I looked at everyone as my colleague.

I’m very humbled some good folks recognized I got to 
do some pretty unique things, but I was pretty lucky 
and have a lot of people to thank. It’s a long road 
from being a dairy farmer’s kid in Minnesota to be-
ing in the Country Radio Hall of Fame. I never quite 
imagined it would be a road I would travel, but I’ve 
been very fortunate. Great memories, but the book’s 
not done. There’s still a lot to be written and lot to do 
with Westwood One.        CAC

Hand It To Him: Interviewing Randy Travis.
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I grew up in Detroit, which has great, great radio and 
I had a little transistor radio as a kid. In 10th grade, 
I went to the Motor City Open golf tournament. My 
best friend’s older brother was the captain of the 
University of Michigan golf team. He said, “You two 
clowns want to come?” So we’re watching golf, and 
I see this DJ in a trailer. I stared at that guy for three 
hours. What a cool job! I never forgot that. 

We had a speech class in high school. They put a 
microphone out in the hall and gave us a newscast 
to read. I went out in the hall, did it, came back in 
and sat down. And the girl sitting in front of me was 
named Ann – a nice looking lady. She was in 11th 
grade, I was 10th grade. She turned around and 
said, “By the way, I just want to tell you, you were 
the best one.” I said, “Oh really? Thank you.” It’s 
the only thing she ever said to me.

I was in college and working for my dad, driving a 
truck. I’d go to school during the day, work for my 
dad on the weekends, and go to the Specs Howard 
Broadcast School in the evening. And I really liked 
it. So that started me on this road, 47 years ago.

My parents weren’t sure. My dad was in the wholesale 
meat business. They never really understood it. “You 
work for three or four hours and that’s it?” I’d say, 
“Well, I don’t leave the station then ...” Years later, 
I’m doing mornings in Detroit, my hometown [at 
WWWW]. The billboards are all over town, I’m the 
CMA guy, I’m on TV, and my parents said, “Wait a 
minute. That’s our son!” That was kind of cool.

There’s nothing better than being on the air in your 
hometown. Ken Warzybok was my producer and I also 
worked with [co-host] Dina Harding. We had a great 
show. And W4 was king of the hill. We were the No. 1 
Country station in America for almost fi ve years. Barry 
Mardit was the PD. We rode the wave to the top.

Local Radio Networks is where I’m working now. I’m 
all over the country with them. They’ve been a great 
group to be with, and they’ve really taken good care 
of me.

I’ve been fi red six times, and I can’t tell you any rea-
son why. That’s pretty depressing when you’re trying 
to raise a family and you get fi red for no reason. It’s a 
tough business, and I’ve always loved it. This business 
is a weird marriage. Sometimes you love it more than 
it loves you. But I had a lot of fun.

My fi rst break was at WPHM/Port Huron, MI. I did 
weekends. When I got out of broadcast school, I was 
doing some free stuff in Sandusky just to learn, and 
then they hired me part-time in Port Huron. I stayed 
there two years and then went to WFDF/Flint. I ended 
up being the PD and won a Billboard award in ‘76. 
Flint was a big career move for me. That got me the 
big job at KENR/Houston as a young PD and I started 
my Country career in ‘79. 

I really fell in love with country music. Every Saturday 
night we’d broadcast the late show live from Gilley’s. We 
had a little booth onstage, and me and Jeff Mack, the 
music director, would go down there and introduce the 
band. “Ladies and gentlemen, Willie Nelson!” Whoever 
was playing, they did 45 to 50 minutes live on the radio 
on Saturday night. Nobody does that anymore. I was 
there before, during and after Urban Cowboy.

Eddie Weiss hired me at WKIX/Raleigh from Hous-
ton. He was a big supporter. You just need one person 
to believe in you and I had several “one persons.” 
Thank goodness, or I would have never gotten an-
other job.

I got a letter one time from a young girl from Detroit 
who was graduating from college. She listened to me 

on her drive to school. And she said, “It just dawned 
on me. I’ve been listening to you every morning for 
four years. You went to school with me. And I want 
to thank you very much for being there.” There are 
so many stories of people that care. This record has 
been broken since, but way back when I was at W4, my 
morning show raised more than $350,000 for St. Jude 
in four hours. The listeners were terrifi c.

J.P. McCarthy [WJR/Detroit] was at the auto show in 
Detroit one time when I was a high school kid. I said, 
“How do you get in this business?” He said, “Kid, just 
keep turning on that mic.” You get it right when you 
keep doing it. I stunk in the beginning, just terrible. 
It’s practice and getting the feel for it. And I’ll tell you 
another thing. You want to be great in radio? Work at 
great radio stations. In Detroit, I was surrounded by the 
best. In Houston, I was the young PD surrounded by 
guys like Bill Bailey, who is in the Hall of Fame. I was 
their boss – and I didn’t know anything. These guys all 
made me great. You have to rise to the level: W4 was 
full of talent. Westwood One, when I was out in Denver. 
Local Radio Networks. When you’re surrounded by 
talent, you either rise to the occasion or you’re done. If 
you can’t hit in the clutch, you’re not on the team long. 
That’s the advice. Never quit. If you ever get a chance 
to work at a great radio station with great talent, all you 
have to do is watch them. Feel them. Be around them. 

Country’s a lot of fun. First of all, it’s an adult new 
music format. It’s a lot of social commentary. We are 
real people caring about real people. We’re Ameri-
cans. We care.

Here’s a little trick. Ken Warzybok has been my pro-
ducer for a million years. When we worked together in 
Detroit we had a couple of rules. No. 1: when we inter-
viewed artists, we always got the drop before the inter-
view and Kenny saved every one of them. I’ve got stuff 
that nobody’s got – Betty White, Dick Van Dyke, Garth 
Brooks, Reba McEntire, Toby Keith. We did fun bits 
with these artists and I got a million of them. And we 
never had them mention the call letters because Kenny 
and I fi gured, who knows how long we’ll be here? 

I’ve got to thank my wife, Ellen, and my family for 
putting up with me. It’s not an easy job on marriages. 
Things are going well, and I’ve got to tell her we’re 
moving because I got fi red? How many times do you 
want to tell your wife that? So she deserves a lot of 
credit. The kids have benefi tted in some ways, and 
it’s been tough on them in others. I want to thank 
Local Radio Network because I had been out of work 
for three years. And Beau  Phillips at Westwood One 
saved me, too. Keith Hill is a consultant buddy of 
mine. Barry Mardit is my best friend and the former 
PD from W4. Charlie Cook is an old buddy from De-
troit. We go way back. Great guy. Always supportive.

I have a grandson now. Maybe one day he’ll take his 
family to Nashville and say, “Hey, see that guy? That’s my 
grandfather.” This is quite an honor. It’s humbling. CAC

Joe Wade 
Formicola

Got It Right

Golden Boy: Formicola (r) celebrating his 1988 
CMA Personality of the Year win with W4’s Ken 
Warner (Warzybok) and co-host Dina Harding (c); 
below left, with Betty White; below right, with 
Garth Brooks.

Local Radio Networks’ Joe 
Wade Formicola spoke to 
Country Aircheck only two 
weeks before his unexpected 
passing May 30. The Detroit 
radio legend hosted mornings on 
WWWW from 1987-1995 and 
was named CMA Personality of 
the Year in 1988. He also spent 
time at WYCD with fellow 2017 
inductee, the late Linda Lee. 
Formicola refl ected on his 47-
year career and explained why 
he loved Country radio.



FLORIDA GEORGIA LINE - GOD, YOUR MAMA, AND ME  |  THOMAS RHETT - CRAVING YOU
RASCAL FLATTS - YOURS IF YOU WANT IT  |  BRANTLEY GILBERT - THE ONES THAT LIKE ME

REBA MCENTIRE - BACK TO GOD  |  JUSTIN MOORE - SOMEBODY ELSE WILL
ELI YOUNG BAND - NEVER LAND  |  BRETT YOUNG - LIKE I LOVED YOU

MIDLAND - DRINKIN’ PROBLEM  |  A THOUSAND HORSES - PREACHIN’ TO THE CHOIR
RONNIE DUNN - I WORSHIP THE WOMAN YOU WALKED ON  |  CARLY PEARCE - EVERY LITTLE THING

DRAKE WHITE - MAKIN’ ME LOOK GOOD AGAIN  |  CHEAP TRICK - LONG TIME COMING
DELTA RAE - A LONG AND HAPPY LIFE  |  RYAN FOLLESE - LOSE A LITTLE SLEEP

THE CADILLAC THREE - DANG IF WE DIDN’T  |  TUCKER BEATHARD - MOMMA AND JESUS
DANIELLE BRADBERY - SWAY  |  NASHVILLE - SANCTUARY  |  TODD O’NEILL - LOVE AGAIN
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BG: I often have dreams of a phone call from Lon, 
so it was kind of cool to have it happen in reality. Our 
jaws dropped and we started to well up a bit. It was an 
unbelievable feeling. I’ve saved the tape of the phone 
call so I can play it forever and know it wasn’t a dream.

TH: I’ll take the Hall of Fame over everything. This
is phenomenal.

SM: It’s been a roller coaster ride of fun. Brian, Todd, 
their wives, and my husband and I celebrated all weekend.

BG: Todd and I had started a really nice career for 
those fi rst 12 years, but when Susan came in, it took 
us to another level. The three of us are bonded like 
nobody other than blood can be bonded. We are the 
best of friends. Our families take vacations together.

SM: Brian and Todd are the funniest, smartest, kindest, 
most generous guys to work with. We have the opportu-
nity to have this great big radio to promote what we feel 
is important with our listeners and our communities.

TH: I guess I can blame my mom for my career, 
because she used to make me get up in front of the 
church, sing and be in the plays. And I always liked 
that attention. But the real reason I got into radio is, I 
thought I would get girls. I ended up with Brian.

BG: I lived my life by the radio, listening to music. I 
used to pretend I was Howard Cosell doing sports inter-
views. I was destined to either be behind a microphone 
or have something to do with entertainment because 
I’ve always thought I was kind of cool and entertaining. 
Not everybody else did, but I thought it right away.

SM: My two sisters and I 
would go to sleep every night 
with the radio on. We’d listen 
to WLS and KOMA. Grow-
ing up in North Dakota, we 
had AM radio. I ended up 
working at a TV station as the 
weather girl. And they turned 
on the fi rst FM signal in the 
market in Minot. I went to 
check my weather teletype, 
fl ipped the headphones on, 
and it was Diana Ross singing 
“Ain’t No Mountain High 
Enough” in stereo. I’d never 
heard that before. I said, 
“That’s it. I’m doing this.” 
And I’ve never looked back. 
It’s been great.

BG: I got out of Brown Institute For Broadcasting in 
Minneapolis and got a job at my hometown radio sta-
tion, KYYY/Bismarck, ND. Bob Beck is a guy I’ll never 
forget and we still keep in touch to this day. He was 
my fi rst radio guru. He was the morning man and he 
hired me part-time to run the Casey Kasem show and 
to do weekends. Then I moved here and this is the 
only other gig I’ve had.

TH: My fi rst job was at KMXX/Sterling, CO, and I got 
the job unconventionally. I took a class at Northeastern 
Junior College in Sterling, and my instructor was Keith 
Bowers. He gave us the assignment of coming up with 
a radio commercial. So I did it, and got an A. He said, 
“Will you help me do a radio commercial for the Univer-
sity?” I went down to the radio station, cut the ad, and 
the owner says, “Where have you worked before?” I said, 
“Well, I haven’t.” And he goes, “Would you like to?”

BG: Tim Dunbar and Dan Conway were a couple of 

my mentors. Tim hired me here, and made us realize 
what a fun job we have. Dan was my GM for about a 
decade. He taught me about being a family in a radio 
station and all of us fi ghting together on the same 
team. But the guy who was my biggest infl uence was 
Bob Moody. He was my consultant, but more than 
that, he was the fi rst one who made me believe we 
were good enough to be nationally recognized. I 
never dreamed as big as I dream now until I met Bob. 
He taught me the importance of country music and 
community radio.

TH: I, too, was infl uenced by Tim. He was one of 
my fi rst bosses and one of my best friends. He was in 
my wedding. He was the fi rst person who taught me, 
when I’m on the radio I’m talking to one person –in 
the car, in the shower, getting ready for work, at work. 
The other most infl uential person is Brian Gary. He 
knows everything about me, I know everything about 

him. We’re closer than brothers, and I owe my entire 
career to him, without a doubt.

SM: My mentor was KPXR/Anchorage, AK GM Don 
Nordin, who I actually married. He taught me every-
thing, starting with the most basic, most important: 
“Say the call letters like you love ‘em, and mean it.” 
He passed away last year. And the Ingstads were four 
big Norwegian brothers in North Dakota who were 
wonderful broadcasters. I got to work with people in 
the industry who had the soul of a teacher and wanted 
to share everything with me.

I started working with Brian and Todd in the 
summer of 2001. Then 9/11 happened, and that, 
of course, doesn’t have any rulebook on how you 
handle it. That particular day, on the air, we devel-
oped such a trust in one another. We cried together, 
we prayed together, and we have a bond that will 
never be broken. But we do so many other things. 
The 28 Hours of Hope where Brian and Todd are on 

the air for 28 hours is just a cry-fest when we’re done 
because it feels so good. 

TH: We’re raising money and awareness for child abuse 
prevention. When the little kids come in and say, “I 
want to give you the money from my piggy bank so 
other kids don’t hurt anymore,” it’s moments like that 
that stick with you. And to know that they’re creating a 
spirit of giving in their generation and our community, 
and that we had a hand in fostering that, is the greatest 
accomplishment you could ever have in any career. 
We’ve also had people tell us they were v sappeared.” 
And he always called me “Big’n.” He said, “Big’n, there 
comes a time in everyone’s career where they need to 
become who they looked up to.” That helped propel 
me and put my career on the right path. I’m one who, 
in 30 years that I’ve been here, never had an offi ce or 
a desk. I have a bag that is packed right beside me with 
all my stuff, and I’ve been prepared for 30 years to be 
fi red. I’m ready for when the day comes and they say, 
“We just realized you suck, and you’re going to have 
to leave. I don’t know how you fooled us for all these 
years.” But I have been packed for 30 years, kind of as 
a reminder of how you need to appreciate what you’ve 
got and work hard at it.”

TH: I couldn’t do half of the stuff I’ve done without 
my wife Jenny. She’s been my photographer for 20 
years, she’s been my biggest fan. 

SM: My sisters nurtured and loved me and put me on 
a pedestal my whole life. I thank my husband, Bob. He 
is a doctor and saves lives and makes lots of money so 
I can have lots of horses. I thank Mary Tyler Moore 
for blazing the trail for us women in broadcasting and 
showing us how to play with the big boys. I thank the 
Miss America Pageant for my education. I thank the 
Ingstads for being so kind and so wonderful in a busi-
ness that isn’t always kind and wonderful. And I thank 
Brian and Todd. They are just a day-to-day joy.

BG: I thank my wife Kyla, who’s been with me for 
more than 30 years. We’ve been married and gone 
through hell and back together with our kids our 
grandkids. My parents are my biggest fans in the 
world, and are actually going to drive from North 
Dakota to Nashville to be there for the induction. 
And I need to thank the people I work for right 
now – our GM Pat Kelly and PD Justin Tyler. These 
are the two best people I’ve worked for in my entire 
career. To be at this point in your career and feel 
like you’re just now fi nding your comfort zone is a 
beautiful thing.

Todd, Susan and I are three people who have been 
very fortunate to fi nd each other. We were smart enough 
to know when we were happy and not have to pursue any 
other big market, big dollar number. We pursued hap-
piness and found it together and never wanted anything 
more. It’s a very unique situation.                              CAC

Good Morning Guys
KUAD/Ft. Collins, CO’s Good Morning 
Guys – Brian Gary, Todd Harding and 
Susan Moore – have won multiple CMA 
and NAB personality awards. Gary 
and Harding have anchored the show 
since 1988 with Moore joining in 2001. 
Their 28 Hours of Hope fundraiser 
has collected more than $1 million for 
local charities. And their Hall of Fame 
honor all started with a lie from Country 
Aircheck’s Lon Helton, who called about 
a fake charity event, only to later reveal 
their induction news.

No Choice 
But Radio Brian Gary, Susan Moore

& Todd Harding

Reindeer 2.0: Moore’s horse Tess helps the trio and Santa deliver 
toys at their One Extra Gift Toy Drive.
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“I called her ‘Sunshine On A 
Cloudy Day,’” remembers CBS 
Radio/Detroit VP/Music 
Programming Tim Roberts. 
“That’s just who she was.” 
Long tenured WYCD personal-
ity Linda Lee knew she was 
going to be inducted into the 
Country Radio Hall of Fame, 
but passed away in March. Rob-
erts, Lee’s longtime on-air part-
ner Chuck Edwards, and Rob 
Stone, her last on-air co-host, 
share their memories.
Lee lost her seven-month battle with cancer in March. 
She is survived by her husband Jeff Young, daughter 
Gina and stepdaughter Alexa. She spent 20 years on 
the air at WYCD, fi rst on the morning show and then 
in afternoons. She was diagnosed two weeks before 
her daughter’s wedding.

She was a true Detroiter, with Chippewa American 
Indian heritage. “We called her ‘The Indian Prin-
cess,’” says Roberts. Lee worked on the assembly line 
at the Ford Motor Company until she sustained an 
at-work injury. She shifted gears and went to broad-
cast school. “She won a Bob Seger record on the 
radio and loved to tell that story,” recalls Edwards. 
Her blue-collar background gave her the ability to 
relate to the audience and fans like no other. It also 
drove her to help others.

In her fi rst year raising money for Country Cares for 
St. Jude Kids, she guided the station to raising $1 
million in their inaugural radiothon. Her passion and 
knack for getting listeners to respond led to a record-
setting mark. “She and Chuck raised $300,000 in one 
hour,” says Roberts. “And there were no incentives or 
large donors. It was all Partners in Hope.” And there 
were light-hearted moments too. “One year in the 
middle of the fundraiser, she fell off a stage into a 
fountain,” chuckles Roberts. “And she hopped right 
up and went back to work, soaking wet.”

She had visions of success. “We’re going to be No. 
1,” she would tell Roberts. And it would happen. 
Even in the throes of cancer. “I don’t know how 
she did it,” says Edwards. “But when she was getting 
transferred from the hospital downtown to Royal 
Oak, she talked the ambulance driver into stopping 
at a casino. She won $8,300.” She loved radio and she 
loved to gamble. And she won. “I’d be at the next 
slot machine losing, and there’s Linda winning,” re-
calls Roberts. Also an avid angler, she had good luck 
fi shing. Stories of her husband catching one fi sh, 
and Lee pulling in 30 were numerous.

The 2006 best-selling book The Secret was one of her 
favorites and contributed to her overall philosophy. 
“Whether it was a new sales person or a young pro-
mo kid, Linda was the fi rst to tell them they were 
going to be great,” tell Roberts. “She was everyone’s 
No. 1 cheerleader.”

That goes for Country artists, too. “We would do bits 
and she would act mad at me on the air,” remembers 
Edwards, who adds, off the air Lee would be crack-
ing up. One of their running gags was based on the 
premise that artists coming to the station may not be lis-
tening ahead of time. “We’d tell them our names were 
Lance and Loopy,” tells Edwards. If they didn’t fl inch, 
the team would know the act hadn’t been listening. 
One of their “victims” was Little Big Town, when they 

visited on their very fi rst radio tour. “We let them know 
at the end of the interview,” admits Edwards. “But after 
all this time, they still call us Lance and Loopy.”

Lee’s family life was lived on the radio too. Her 
daughter Gina tended to lose keys, or get locked out 
of the house or her car. That led to the creation of the 
continuing saga of “What Did Gina Do” on the radio. 

“She wasn’t always willing,” remembers Edwards. Lee’s 
second husband and his daughter were also a big part 
of her life and the show. “They were together a while 
before they got married,” shares Edwards. “So we re-
ferred to him as her ‘Common Law Husband’ on the 
air.” And for 10 years they would call him and assure 
him he was not on the air (while being recorded) to 
try to get him to propose. It never worked.
     She could also convince Roberts that “crazy ideas” 
would be successful events. She and Edwards decided 
to have their dogs get married.  Not only was it suc-
cessful for the sales department selling sponsors, a 
couple thousand people showed up for the wedding.

Her willingness to help sometimes went to extremes. 
When Edwards handled P.A. for the Detroit Lions, he 

was out for a week at the start of the season. Lee told 
him, “I’ll do it for you. Who do I call?” He assured 
her he would rally and be able to make the game. 
He knew better than to give her the contact name. A 
couple days later, the team’s Director of Communica-
tions called. “Are you crazy?” he asked Edwards. It 
seems Lee took the initiative to call Ford Field and 
tell them she was going to fi ll in. “Nothings out of my 
realm,” she told Edwards.

After spending 16 years in afternoon drive, Edwards 
moved to mornings when Don Carpenter retired. 
Rob Stone became Lee’s new co-host. “I listened to 
Linda growing up in Detroit,” says Stone. They met 
for the fi rst time when he interviewed with Roberts 
for the night job. “I watched them through the glass 
– it was nerve-wracking,” he says. Lee was wearing a 
Kid Rock t-shirt and Stone is a big fan. When he went 
into the studio, all nerves disappeared. Lee asked, 
“Who is this young hottie?” remembers Stone. Even 
with a 25-year age difference, they got along right 
away on the air. “Our relationship was like a mom 
and son,” says Stone. “We’re both from Detroit. We 
both love boating.” Stone surprised her on her 20th 
anniversary at WYCD with congratulations calls on 
the air from Keith Urban, Justin Moore, Frankie 
Ballard and others. He remembers fondly going to 
parties at her house on the lake and how much fun 
they had. “She lived every day like it was her last.” 
They had been on the air for a year together – just 
long enough to submit for an Academy of Country 
Music award.

Her drive and dedication lasted right up to her death. 
Lee’s husband Jeff had the RV loaded to drive to Las 
Vegas so Lee could accept the ACM award. “They 
checked her out of the ICU and started the drive,” 
says Edwards. “She had a setback and had to get an 
ambulance to return to Detroit.” Her death left the 
WYCD staff in Las Vegas stunned. Stone accepted the 
award on their behalf.

Lee even planned for her death. At a Celebration 
of Life at her house with about 300 people, she had 
asked Edwards for a “roast.” Edwards was coy on shar-
ing those stories. “Most are defi nitely not fi t for print,” 
he warns. She didn’t want long faces and sadness. 
She wanted laughter. Only appropriate for ‘Sunshine 
On A Cloudy Day.’ Says Roberts wistfully, “You can’t 
replace that.”                                                         CAC

Whether it was a new sales person or 
a young promo kid, Linda was the first to 

tell them they were going to be great. She 
was everyone’s No. 1 cheerleader. 

–Tim Roberts 

“
”

No Long Faces 
Just Laughter

Linda 
Lee

I wanna Talk About Lee:
Backstage with Toby Keith
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My dad was a salesman. He listened to the radio all 
the time at his car lot and it always fascinated me. 
When I was little kid I thought there were actually 
people inside the radio and that the bands and 
orchestras were actually in there. They tell me I used 
to make a microphone out of Tinker Toys and talk 
into it. As I started doing other jobs I kept thinking, 
“Those guys are having a lot of fun.”

One of my great regrets is that my father passed away 
before I got into radio. He used to say to me, “One of 
these days that mouth is going to get you in trouble.” 
And the fact that I was able to pay the bills and do a 
little bit more than that, and achieve a few things along 
the way – it would’ve been funny for him to see that. 
My mom was very supportive. In fact, she helped me 
get the money to go to broadcasting school.

I’ve been so lucky to work with so many great people, 
starting with Ted Stecker and Rusty Walker, Bob 
Moody, Clay Hunnicutt, Meg Stevens, Jaye Albright, 
Kevin Matheny, Keith Abrams, Brian Jennings, Dene 
Hallam and Joel Raab. And [2016 CRHoF inductee] 
Dana Carole was my very fi rst morning show partner. 
I’ve learned something from every one of them. I 
thank them all and they’re all responsible, be that 
good or bad, for what I am. And they all had differ-
ent ways of coaching and teaching. 
Denny Nugent hired me in Cleveland and I learned 
an awful lot from him, too. The people who made 
me want to be on the radio were Jeff Kinzbach and 
Ed Ferenc at WMMS back in the glory days of The 
Buzzard. Those were the people that made me think, 
“I can do this job.” Ed Richards was my news guy in 
Cleveland and I’m not sure he ever used a script in 
a newscast in the years that I worked with him. He 
was just so brilliant at being able to tell a story rather 
than read a story. Lucy Grant, who was my partner 
when we won the CMA Award, is another immensely 
talented person who made me a whole lot better. 

I want to thank my wife Melinda most of all. She’s 
put up with this for 35 years, and her life was on the 
radio whether she liked it or not. The kids’ lives were 
on the radio – and that’s not easy for somebody in 
their early teens to have every stupid thing they do 
[on the air], but that’s the stuff that’s relatable to ev-
erybody. My wife is the one who kept things normal 
in a very abnormal life. When you go to bed before 
your kids and get up in the middle of the night and 
leave the house, that’s not normal. But she made our 
household and our family very normal and relatable.

My daughter Liz is in radio [as part of WYRK/Buf-
falo’s Clay, Dale & Liz morning show] and she is the 
same as I was growing up. We were both mouthy 
and we both thought we were funny when nobody 
else did. I helped her get an internship with Clear 
Channel in western Ohio when she was in college, 

and she’s done everything else on her own. But I’m 
learning more about the digital aspect from her be-
cause she’s just so good at it. It’s second nature.

One of the craziest things we ever did was at KNFM/
Odessa-Midland, where we were the fi rst station to 
offer a free funeral to the fi rst drunk driver killed 
on New Years Eve. The backstory: The station owner, 
George Bakke, came up with this brilliant idea to 

offer a 24/7, year-round free ride 
service for people who’d had too 
much to drink. It started in April 
and was called Tipsy Taxi. We 
worked out a deal with the participating bars 
in the area. If somebody was over served, they would 
call the radio station, we would call a taxi. At the end 
of the month, we would divide the taxi bill among 
all the participating bars. I don’t think it cost any bar 
more than like 10 or 12 bucks a month. By Novem-
ber, George said we needed to spiff this thing up for 
the holidays. Our morning guy, JJ McClain, offhand-
edly said, “You ought to give away a free funeral 
to the fi rst drunk driver killed on New Year’s Eve.” 
Everybody was horrifi ed, except for me. 

There was no way we ever wanted to have a win-
ner. We wanted to call attention to the problem and 
our solution through typical radio contesting. We 
actually did put $3,500 in escrow, enough to pay for 
someone’s funeral, but in order to win you had to pre-
register. We actually had forms saying, “I am stupid 
enough to drive drunk on New Year’s Eve.” Then the 
lawyers got involved and they were unhappy, to say 
the least. Our point was, “We’ve done everything we 
can to stop you from driving drunk. We’ll pick you up 
and take you home. If you’re still stupid enough to 
drive drunk after we’ve done all this for you, there’s 
only one thing left to do, and that’s plant you.” As 
tasteless as it was, it was very effective. We scared the 
crap out of people. We won a Bum Steer Award from 
Texas Monthly for that – which I’m still proud of, even 
though you’re not supposed to be.

Very early in my KNFM days, Max Howard was part 
owner of the station. Then George Bakke bought 
it and I ended up being in charge of Max, who had 
been doing radio forever. Max and I shared an offi ce, 
and there was no way on God’s green earth I, who 
had been in radio for two and a half years, was going 
to tell Max how to do anything. We were just talking 
one day and Max says, “Let me give you one piece of 
advice. If you stick with this, you’re going to have a 
lot of people tell you how great you are, and it can go 
to your head. But remember, if morning radio went 
away tomorrow, they’d still fi gure out how to get up, 

get themselves out the door, get their 
kids to school and get to work. If 
that guy who comes around once a 
week and picks up our garbage stops 
coming around, we’re all screwed. 
You’re nowhere near as important as 
the garbage man.” I’ve never forgot-
ten that, and I’ve never taken myself 
so seriously that I thought what I was 
doing was more important than what 
other people are doing.

When my contract wasn’t renewed in 
Cleveland in 2010, I realized I was ab-
solutely, completely unqualifi ed to do 
anything else. I have no other market-
able skills. And radio is just fun. I love 
the Seinfeld quote, that people’s num-
ber one fear is public speaking, number 

two is death, so if you’re at a funeral you’d rather be 
in the coffi n than doing the eulogy. And to me, it’s 
the opposite. Put me in front of 15,000 people, give 
me a microphone, I’m good. I used to emcee our 
three-day music festival in Cleveland off of two index 
cards. To be able to be creative and funny and think 
about things in a different way, to entertain while at 
the same time helping people through various chari-
ties, community involvement, food banks, St. Jude 
and other hospitals – what’s not to love?           CAC

Jim 
 Mantel
Unqualifi ed For 
Anything Else
Beginning in the Lone Star 
State at KNFM/Odessa, Jim 
Mantel’s Country radio career 
continued to KRYS/Corpus 
Christi and KKBQ/Houston. 
He spent nearly two decades 
at WGAR/Cleveland (1992-
2010), earning CMA Person-
ality of the Year in 1993. Now 
doing mornings at WNRS/
Greenville, NC, Mantel looks 
back on his 35 years in radio 
and says, “What’s not to love?”

worked out a deal with the participating bars 

away tomorrow, they’d still fi gure out how to get up, 
get themselves out the door, get their 
kids to school and get to work. If 
that guy who comes around once a 
week and picks up our garbage stops 
coming around, we’re all screwed. 
You’re nowhere near as important as 
the garbage man.” I’ve never forgot-
ten that, and I’ve never taken myself 
so seriously that I thought what I was 
doing was more important than what 
other people are doing.

When my contract wasn’t renewed
Cleveland in 2010, I realized I was ab-
solutely, completely unqualifi ed to do 
anything else. I have no other market-
able skills. And radio is just fun. I love 
the Seinfeld quote, that people’s num-
ber one fear is public speaking, number 

By George: Above with his 
fi rst morning show partner, 
2016 CRHoF inductee Dana 
Carole and George Strait.

Cover Boy: WGAR morning team 
Mantel and Lucy Grant (right).
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My brother was on the air in Oregon, auditioning for 
a job in Yakima, WA until he got drafted and left for 
Germany. He left me an old RCA reel-to-reel recorder 
with tapes from his radio show. That’s when the bug 
bit. It will be 55 years in the radio business in July. I 
feel very fortunate.
 
I would listen to my brother’s tapes, then stop the 
tape and mimic what he did and start the tape again. 
I copied the way he said the call letters over and over. 
I’d play the intro of songs on the family “hi-fi ” and 
record myself talking over the intros. I made a tape 
and took copies to the three stations in Klamath Falls 
[Oregon] and one of them hired me at 17. From that 
beginning, it was 15 years of radio jobs helping to put 
me through college, a year teaching broadcasting in 
the Army, and a year as a sergeant and U.S. Army cor-
respondent in Vietnam. That’s where I got the nick-
name “Sarge.” After getting out of the Army in 1969, 
my commercial radio career was off and running.
 
I was in Houston doing mornings and programming 
KIKK, where I worked with Country Radio Hall of Famer 
Joe Ladd. He was and is one of the most unique people 
I have ever known. I grew to love him with his big heart 
and gruff demeanor. He gave me some of my most fun 
memories. I was very organized and let’s just say Joe was 
not. I would pull all four hours of music and commercials 
for the morning show. I would even put pieces of paper in 
the stack if commercials repeated. So every day when Joe 
would come in, usually after a late night on the town, to 
follow me with the midday shift, he would grouchily close 
the drapes that I had opened to let the morning sun in. 
I would always have Ladd’s fi rst hour of music and com-
mercials ready to go. “Stop doing that,” he fi nally told me, 
while grumbling, “happy morning people.”
 
When KILT signed on playing “three in a row,” they 
killed us. To go against them, I asked permission to play 
four songs in a row. With some tricks, we pulled it off. 
Some hours we would just play one or two songs in a 
row, but it worked. Then we started doing it all the time 
– four in a row every time the music started. We called 
them “four plays.” We added a $25,000 guarantee. After 
two or three weeks I was sitting in my offi ce and I heard 
a spot start on Joe’s show before four songs had played. 
I’ll never forget what aired, “Hello and welcome to 
Mossy Oldsmobile.” The plan was to drag the promo-
tion out for a much longer period. The GM, Nick 
Trigony, came running into my offi ce saying he hadn’t 
gotten approval for the $25,000 yet. That was in 1980 
and we were still in court fi ghting the person trying to 
get the money when I left in 1984. They fi nally did a 
settlement three or four years later.
 
The station went off the air. I ran to the control room 
to see Joe with a can of root beer nearby. Once we 
opened up the board and saw the pool of root beer, 
we knew what happened. We had to go live from a 
production studio until our new board arrived.

 Our overnight host Pam Ivey used to bring her dog 
to work. I came in often to fi nd that Aysha did not get 
let outside in time and left “surprises.” And then there 
was the time Aysha ran away. Pam talked about her 
all the time and listeners were familiar. So when the 
dog ran away, we went on the air for listener help. We 
found her an hour later.
 
I wanted to get into station management and out of 
programming. I went to my GM Nick Trigony, a great 
mentor, and told him I needed something more. 

After relocating to Phoenix for another company and 
a quick stint in consulting full time, Mel Karmazin 
called me to help out with KCBQ in San Diego. The 
station was losing $1 million a year. I went in to take 
a look at the operation and was ready to move when I 
found out the station had been put up for sale. Back 
to Phoenix I went. Then they took it off the market. 
“How fast can you be in San Diego?” asked Karmazin. 
I drove to San Diego from Arizona that week. After 

18 months, the station was actually breaking even, was 
sold and I transferred to Tampa.
 
While in Tampa, my PD Jay Miller walked into my 
offi ce one night at six o’clock. “Hey do you have a 
couple minutes to talk to this guy?” asked Miller. I re-
minded him there weren’t any jobs open at the time. 
So in walks this lanky kid in a suit. We talked for about 
20 minutes. “Don’t let him leave here without hiring 
him, we’ll fi nd the money,” I told Miller. The kid had 
a natural magnetism, more charisma than JFK, and 
a big heart. That’s when I met Tom Rivers. If you are 
into classic cars, Tom was like a barn fi nd.

After three years at WQYK, off we went to Washing-
ton, DC for Bill Figenshu and Viacom at WMZQ, and 
a Classic Rock station that would become WJZW, a 
very successful Smooth Jazz station. My son had been 
running with the wrong crowd in Florida, so it made 
sense to move. I am happy to report that after 10 
years in the area, my son had turned around. He got 
a Masters degree in forensic psychology and still lives 
in the DC area helping families. It’s also where I was 
diagnosed with a benign brain tumor. After life-chang-
ing surgery, the station being sold, my son was on the 
right track, my daughter was in college, and I got a 
call about a cluster job back in Florida.
 
Back to Tampa we went. Tom Rivers was running half 
of the Infi nity stations and I ran the other half until 
Tommy transferred to Chicago. I started overseeing 
them all until I retired in 2008 at the age of 64.
 
If I could just go golf... If I’d said it once, I’d said it 
a million times. I lived in a gated golf course com-
munity. And golfed. A lot. And complained. We would 
get into long discussions and disagreements about the 
rules. And then I thought, “Oh my God, what am I 
doing?” I was jealous of the construction workers I saw 
hanging drywall in the neighborhood. I got tired of 
fl ushing the unused toilets in the house just to make 
sure the water wasn’t getting rancid. I would ride my 
bike every day, and I knew I couldn’t just count the 
number of times I pedaled anymore. So through a 
strange set of circumstances, I went to work as a fi nan-
cial consultant for Prudential.
 
When Beasley bought my old cluster of stations, I drove 
down to Naples to the corporate offi ce for a meeting. 
I told them I’m not a sales guy, I’m a manager and a 
product guy so I was named Station Manager of our 
AM station. We fl ipped from CBS Sports to “Money 
Talk 1010.” In addition to being the Station Manager, I 
am back on the air as “Sarge” with Mason Dixon, who is 
a local radio icon, an old friend, and the morning host 
on Classic Hits WRBQ “Q105”. We host the 11am hour. 
It’s just a couple of opinionated guys who know each 
other and talk about what’s happening in the world. It’s 
the most fun I have every day. This is what retirement 
should be all about...not retiring!                            CAC

Sarge In Charge

 Charlie 
Ochs

I was jealous of 
the construction 

workers I saw hanging 
drywall in the neigh-
borhood. I would ride 

my bike every day, and 
I knew I couldn’t just 

count the number 
of times I pedaled 

anymore. 

“

”

Growing up in Klamath Falls, OR, Charlie Ochs 
started his radio career in 1962 at his hometown 
station. A decorated U.S. Army sergeant and 
combat correspondent in Vietnam, Ochs put 
himself through college with radio jobs, working 
his way up with stops in Medford, OR and Beau-
mont, TX. He was the morning show host at 
KNIX/Phoenix, PD/mornings at KIKK/Hous-
ton and VP/GM at Country KCBQ/San Diego. 
From 1987-1990 he was VP/GM for WQYK AM 
& FM/Tampa, then VP/GM for WMZQ/Wash-
ington, DC for 10 years. He returned to Tampa 
in 2000 and rose to SVP/MM for WQYK AM 
& FM, Urban WLLD, Classic Hits WRBQ, Jazz 
WSJT and Tropical WYUU.

In Country: Sarge
at an ammo dump
in Vietnam.
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Must Be In 
The Genes

Buck was a great businessman. KUZZ was a just 
a daytime AM station and he bought the fi rst FM 
against his attorney’s advice, moved it from down 
south. But it was Dorothy Owens, the youngest of the 
four kids, that asked me if I want to get into radio 
sales. She gave Michael [Owens] and I our starts, but 
more importantly included us in the meetings in her 
offi ce. After everyone left the meeting, she would 
ask us if we understood why she made the decisions 
she made, and why she said what she said. It wasn’t 
just rate card decisions. She would include us in the 
music too.  I remember when Kenny Rogers “Lady” 
came out. Buck said, “That’s not a country song.” 
Buck was right – it was a pop song. We waited to play 
it until we knew it was a hit in Bakersfi eld.

When I turned 16, I became the station janitor. 
Before that, back in the ‘60s, every single that 
went out was in a padded envelope. We would stuff 
Buck’s new 45s in the envelopes and put them in 
big bins. We’d take them across the street to the 
post offi ce. We didn’t get paid, but we got to come 
to the radio station and listen to the music and stay 
up late. And we wouldn’t have to go to school the 
next day since we were up late. So technically, that 
was my fi rst job at the station.

We have great disc jockeys. I was never a deejay. 
Our listeners didn’t want a young snot-nosed kid 
like me on the air. I grew up listening to Chris 
Conner on KAFY-AM. He was a rock and roll radio 
star. I remember at one point he had a 52 share in 
the ratings. In 1977 he came over to KUZZ to do 
afternoons, and is still here. He sounds even better 
on a Country station. Casey McBride has been here 
more than 30 years.

We don’t believe in voice tracking. We are live and 
local. People ask, “Where do you fi nd new tal-
ent?” We started recruiting listeners. Our 7pm to 
midnight host Kendra started out as a listener. She 
spent a week coming in with Toni Marie, when Toni 
was on at night, and watching her. She is a young 
mom so it works well with her schedule. She started 

on the weekends. That’s what we do, recruit listen-
ers for weekend shifts. We still have a news staff for 
morning and afternoons, three full-time people and 
one part-time. And we have a research department. 
We have to get creative with fewer and fewer people 
having home phones, so online helps.

Years ago, right after we bought KUZZ, wrestlers 
and roller derby folks would come to the station to 
promote that night’s match. They would do their 
act and actually push and shove each other in the 
studio. One day it knocked us off the air. Right in 
the middle of afternoon drive. Buck went through 
the roof. We stopped having them in after that.

Joe Thompson would come in from Phoenix to help 
us with sales training. I learned a great deal from 
him and Joe Martin too. I went from sales man-
ager to station manager. When Buck and Dorothy 
promoted me to GM after a little more than a year, 
I asked, “What’s the difference between the two 
titles?” Buck told me the duties “were the same 
and I’m not paying you any more.” That’s when I 
learned the national business. I had always done 
local, so I went to L.A. a lot after that. And that was 
before “value added” was a thing.

I don’t know of any other station that has the 
synergy we do with The Crystal Palace. The Palace 
could never afford to buy the advertising they get, 
and the station could never afford to co-sponsor 
the concerts the Palace brings in. We’ve had Dwight 
Yoakam, Merle Haggard, George Jones all the way 
to Lady Antebellum play there. I remember when 
Garth proposed to Trisha at the [Buck Owens] 
statue unveiling.

When we sold KNIX in 1999, Michael retired. We 
had to either get bigger or sell. Spend $100 million 
or make it. Buck asked me if I wanted to retire too. 
I told him no, I love it. My daughter Melanie is our 
controller. Her son is Ryan Joseph, my grandson. 
So we have another generation of the family to con-
tinue. She tells me, “I want to be here if you want to 
be here.”                                                             CAC

Mel 
Owens
It all started with Country Music 
Hall of Famer Buck Owens, a 
pioneer of the “Bakersfi eld Sound.” 
While Buck was touring and record-
ing, his sister Dorothy Owens ran 
their television and radio stations 
along with The Crystal Palace. 
Buck’s son Michael Owens over-
saw their Phoenix radio operation 
and was inducted into the Country 
Radio Hall of Fame in 2008. Now 
it’s time for Buck’s nephew, Buck 
Owens Productions’ CEO/GM Mel 
Owens, to be honored. He started 
at KUZZ in 1971 in sales, became 
station manager in 1980, GM in 
1982, VP and Secretary/Treasurer 
in 1988 and CEO in 1995. The 
company owns Country KUZZ AM/
FM, Classic Country 
KCWR and Country KRJK.

We didn’t get 
paid, but we got 
to come to the 

radio station and 
listen to the music 
and stay up late. 
And we wouldn’t 

have to go to school 
the next day. ”

“

Ghost Riders: Owens, his wife 
Diana, and Garth Brooks.
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Unfi ltered 
Champion
A 17-year member of the 
Country Radio Seminar board 
of directors, UMG/Nashville 
Chairman/CEO Mike Dungan 
has been an outspoken 
advocate for the event, Country 
radio and the unique relation-
ships found in this format. To 
wit, the quote he gave for the 
offi cial release announcing his 
latest honor: “The seminar is 
the premiere thing that 
bonds all country 
music sharehold-
ers, and keeps us 
from getting lost 
in the corporate 
wallpaper.”
My earliest memory of CRS 
is 1991 at the Opryland Hotel. 
I had been head of marketing and 
sales at Arista/Nashville for maybe four 
months and CRS was one big, wild party. I 
was stunned at how many people were there and how 
much was going on. [Then-Arista VP/Promotion] Allen 
Butler put together an event at which all of the Arista 
artists performed one song they would never do anywhere 
else. People were doing old soul songs, gospel songs – it 
was really fun.

The next year I was on a panel, looked out into a dark 
room and saw [KEEY/Minneapolis’] Gregg Swedberg. I 
knew he was doing Country, but he and I had a relation-
ship going back to the ‘80s when he was programming 
a Top 40 station and I worked in pop record promotion. 
Foolishly, as I’m onstage with fi ve other people, I start 
waving my hand on the table trying to get Gregg’s atten-
tion. He’s about in the tenth row, but not paying atten-
tion to me. He’s scribbling hard and fast with a pen and 
eventually I look up and he’s holding a sign that says, “I 
played Taco for you, asshole.”

One year I made the point that while I thought the 
whole thing was very educational and the music events 
were really great, CRS lacked a certain amount of fun. 
There should be something or a series of things people 
could laugh at through the programming. Along with 
[then-WQYK/Tampa’s] Mike Culotta, I agreed to take 
on the task, which ended up as a complete disaster if still 
kind of fun.
    We put together a costumed relay race. You lined up in 
teams and had a theme – some dressed as witches, there 
was a team of monks. We had crazy stuff you had to do 
like run with an egg on a spoon one lap, then pull a person 
on a broom. I was totally into planning this event, getting 
up early in the morning to come down to the Renaissance, 
then staying up late drinking. I was under the impression 
Culotta was putting together all the accessories, and he 
thought I was doing it. He showed up with the day before 
with a backdrop and a bunch of other stuff from Florida 
that fi t his pirate theme, but none of the stuff we needed to 
actually put on the relay.
    What that meant was I was up until about two o’clock 
in the morning on the eve of the race, pretty inebri-

ated and stopping at Walmart in 
Cool Springs, pulling two carts 

through the store and buying 10 
or 12 of everything we needed, 

including tricycles. The only people in 
Walmart at 3am are complete lunatics, but 

I was so drunk I could barely walk. After three 
hours of sleep I had to drag it back to the hotel for the 

day’s sessions and later the race. That was as bizarre as it 
got for me. 

I’m very close to [longtime Minneapolis radio exec] 
Mick Anselmo and to see him get the Tom Rivers Hu-
manitarian Award during CRS was one of my favorite 
moments. He so much deserved it after all the service 
he’s done for our soldiers in Afghanistan and Iraq. He 

and [KEEY’s] John Hines did so much to keep those 
people entertained and to lighten their load a little bit. 
It was really touching to watch him get that. I literally 
stood in the audience and cried. 

Not long after I took over Capitol Records in July 2000, 
I got a call from Bill Mayne. “We’ve never had a label 
president on our board. We would very much love to 
have you.” I didn’t think fi ve seconds before I said, “Of 
course.” First of all, it sounded like a fun group of people. 
More importantly, I was taking over a label that had zero 
visibility in the marketplace and relations with radio were 
not great. Capitol hadn’t been known for doing shows or 
entertaining people – it was really a faceless, old company. 

I knew that I could start to change that at least from 
radio’s perspective if I jumped into the board and radio-
from a more direct standpoint. At the time, I thought I’d do 
this for a couple of years and that would be the end of it. [But] 
every time my turn comes up I always want to stay. Honestly, 
it’s a board where I really feel like we accomplish things and 
it’s a fun group. That’s changed over time, both from what we 
choose to accomplish as well as the people, but I truly enjoy 
it. I feel like I’m doing something that matters.

Connection will continue to be the most important thing. 
Radio is and will usually be the fi rst place a consumer gets 
the most music. It makes me crazy when I have conversa-
tions with radio people who say, “I don’t want to hear about 
streaming numbers. It’s a completely different audience. 
Those are not my listeners.” All you have to do is look at 
the two charts and to realize people seek out and stream this 
music because it’s been played repetitively, they’ve heard it 
and it has been designated a hit by radio. Radio makes them 
hits and then people go listen to them on streaming. I don’t 
think the two are mutually exclusive at all. 

Bill Mayne had been trying to reach me for a few days. I 
was running insane and fi nally he left a message that it was 
important and I would be happy about it. When I got the 
call, the fi rst thing I said was, “Well, I’m not sure I deserve 
this.” I’d never felt that I contributed enough to CRS or to 
this board. It’s very diffi cult for me to serve on all of the 
committees that some other people do just because of the 
job I have. I’m thrilled, honored and humbled.  

If you go back to any interview I’ve done for the past 
15 or 20 years, I am quick to point out that CRS is the 
singular event that keeps country music and Country 
radio from falling into the corporate traps. We maintain 
a very special place in the media world because we get 
together and share ideas and a common spirit. It’s unlike 
anything you could fi nd in any other genre of music, 
perhaps in any other business. I’m really proud of that.

I was having lunch with Clive Davis many, many years 
ago, discussing both CRS and Leadership Music. He 
said, “Mike, I don’t understand. I pay you a lot of money 
to have access to your particular expertise. I don’t know 
that I understand or approve of your sharing all this with 
other people.” I said, “Well, it’s just kind of the way we 
do it here.” He just looked at me like, “What are you 
talking about?”                                                            CAC

Mike 
Dungan

The seminar is 
the premiere thing that 
bonds all country 
music sharehold-
ers, and keeps us 
from getting lost 

I had been head of marketing and 
sales at Arista/Nashville for maybe four 
months and CRS was one big, wild party. I 
was stunned at how many people were there and how 
much was going on. [Then-Arista VP/Promotion] Allen 

ated and stopping at Walmart in 
Cool Springs, pulling two carts 

through the store and buying 10 
or 12 of everything we needed, 

including tricycles. The only people in 
Walmart at 3am are complete lunatics, but 

I was so drunk I could barely walk. After three 
hours of sleep I had to drag it back to the hotel for the 

day’s sessions and later the race. That was as bizarre as it 

ated and stopping at Walmart in 

Sportsmanlike Conduct: With Darius Rucker, 
Charlie Monk and Little Big Town’s Kimberly 
Schlapman at the CRS 2009 Capitol lunch.
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For me, this award represents a long relationship with 
Country radio. Whether it was naive or not, I always 
felt that my relationships at radio were important – it 
wasn’t just a transaction. If I’m going to put in the 
time to go to dinner and visit and keep up, this is 
not about airplay. It’s about real relationships. This 
award is a nice recognition of all the time we’ve put in 
together, and a long career, lots of singles and a lot of 
work. A good partnership.

We always had the radio playing in the car – KFDI/
Wichita. I was in a cover band when I was a kid [Mc-
Bride’s father Daryl Schiff’s family band, The Schiff-
ters], so I was listening with an ear for what I wanted 
to sing. I covered “Can’t Even Get The Blues” by Reba, 
“The Sweetest Thing” by Juice Newton, Janie Fricke 
songs, Patty Loveless’ “Chains” and “Timber, I’m Fall-
ing In Love.” And I listened to Waylon, Hank Jr. and 
all the great outlaws as well. It was a cool time.

I learned a work ethic from my family band. When I 
was a teenager in high school, we would play dances at 
these big community events. We’d just rent a building 
and people would come from miles around because it 
was a very rural community with little tiny towns dot-
ted all over the place. All my friends would be at the 
dance hanging out, and I’d be onstage singing, some-
times wishing I was hanging out with them. So it was 
a good lesson in work ethic. I remember feeling like 
it was what I was meant to do. That’s just what I did. I 
sang and played music. I learned songs and practiced. 
All my friends were doing sports and other things.

John and I met and married in Kansas [McBride’s 
husband is now owner of Nashville’s Blackbird Studio 
and The Blackbird Academy]. I was singing, bartending 
and waiting tables and John had a sound company that 
did sound for local concerts and traveled a little bit. We 
got married in 1988. I sang all different kinds of music 
on the way to fi guring out what I wanted to do. When 
I went back to sing country in my dad’s band, that was 
it. I was like, “This is what I want to do, and I want to 
move to Nashville.” It was very sudden. And John said, 
“Okay.” He moved his whole sound company, and we 
moved down here not knowing anybody – and not 
knowing a thing about the music business. There was 
nobody we knew from our area who’d done it before 
us. We tackled it together. He’s always been such a huge 
supporter of me in so many ways. He just really be-
lieved. Having that kind of support is super important. 

Also important is the fact that we’ve been able to 
share it together. When you’re in this business and 
traveling all over the world and you’re the center of 
attention, it takes a strong person to handle that. It’s 
also sweeter for both of us that we get to have those 
experiences and build that life together. I’m just lucky 
he’s a talented sound engineer (laughs). And also, his 
dream of having a studio – which he’s had since he 
was very young – has now come true. We’ve also start-
ed the recording school. Luckily, our interests and our 
careers compliment each other and we’re involved in 
the same business. It’s fate, really.

Being a part of Garth’s organization and watching 
how he was with his fans and the energy he put out 

onstage ... it was a family out there. [The McBrides 
both worked for Brooks. John ran sound; Martina 
fi rst sold t-shirts and later opened for Brooks after 
being signed to RCA.] That defi nitely made an im-
pression on me as a young artist. Overall, it was just 
a great introduction to touring. I didn’t know how it 
was supposed to be. I was the most green artist. I had 
no idea what it was like to be on a bus and be on the 
road. John and I traveled on different buses. He trav-
eled with the sound crew and I was on the other bus. 
It was kind of like dating. I would wake up and go see 
him in the morning. That was kind of fun.

The advice that Garth gave me was to take time and 
soak it all in. Live in the moment. Don’t wish it away; 
don’t want it to go faster. Just really enjoy it and relish 
it. That was an important piece of advice.

With my fi rst record I had to make a decision really 
quickly about what kind of country artist I wanted 
to be. So my fi rst instinct was, “I want to be a tradi-
tional country artist, like the female Alan Jackson.” 

I loved that fi rst record and it’s a huge part of who I 
am. But with the second record, we took a step back 
and started fi nding songs that were not quite as 
one-dimensional. We had “My Baby Loves Me” and 
“Independence Day” and some real country stuff on 
there, too. It felt like a step forward and embraced 
all the sides of me as an artist. The Time Has Come 
was very on-the-money of what I wanted to do. So I 
don’t look back and say, “What was I doing?” I knew 
exactly what I was doing. But I felt like I grew and 
evolved – and that’s what you’re supposed to do as 
an artist. And luckily I had people around me that 
got that, and encouraged it.

I can remember my husband saying, “You know, you’re 
in charge.” That was a huge realization for me. When you’re 
young and you come into this world that you know nothing 

about – all you can do is sing and choose songs – and you 
really don’t know anything about the business. All these 
people have more experience. They have all kinds of ideas 
and opinions. You have to really know yourself, which 
is hard to do at 24. It takes a lot of strength to stand up to 
people. And John saying, “You’re in charge. This is a busi-
ness” – it was a revelation. I started thinking, “Yeah. I want 
to work with people, but I have to stand up for who I am.”

There was a time when my record label wanted me 
to go for more of a pop audience, to cross over. I said, 
“What makes you think I want to cross over?” They were 
like, “Uh ... because that’s what everybody wants to do.” 
(laughs) I said, “Well I don’t really want to do that. I want 
to be like Reba [and] be at the top of this game.” Looking 
back, I think I was afraid of losing control of my career. 
I’d just had my daughter Delaney, and it just wasn’t right. 
That decision probably changed the trajectory of my career 
– and I don’t regret it, because I don’t know if I’d still be 
here otherwise. Everything works out like it’s supposed to, 
but it defi nitely surprised the label, for me to say no.

I’ve had long relationships with a lot of people in Coun-
try radio. Jeff Garrison was always a supporter. Gregg 
Swedberg was always really honest with me. And that’s 
important. I can remember playing Kerry Wolfe “Wild 
Angels” on my bus before we’d even mastered it. 

I want to thank my promo team at RCA for all those 
years. I’m still close with all of them, going all the way 
back to Mike Wilson up to Keith Gale and his team. They 

worked very hard. We traveled all 
over the country and put in a lot of 
hours together. I really appreciate the 
work they did. And I need to thank Joe 
Galante. If I’d had a different record 
label head I would’ve had to fi ght 
harder to get songs like “Concrete 
Angel” and “Independence Day” re-
leased. But he was always supportive. 
He let me have my vision and believed 
in what I did. And he fought for those 
songs. He was really open to the idea 
of putting out something that might be 
risky, or might not be easy at radio. He 
believed in my passion for those songs. 
He’s a big reason why I have the cata-
log I have. I couldn’t have asked for a 

better partner at the record label than Joe.

One of the most special moments for me was the fi rst 
time I won CMA Female Vocalist of the Year in 1999. That 
was such an “arrival” moment. I was seven years into my 
career, so at that point it was like, “Is this ever going to 
happen?” (laughs) So when it did, it was really gratifying 
– a nice pat on the back from the industry. I’d watched that 
show since I was a kid and dreamed of walking up those 
stairs. So many people had worked so hard to make it hap-
pen, so I felt like I was sharing it with a lot of people. 
 
To my friends in Country radio – thank you for believing 
in me and for giving me not only a chance at the beginning, 
but for all of the support over the years. It really means a lot 
to me. I wouldn’t be here if I didn’t have that support and 
belief from Country radio. I’m very grateful.                CAC

Martina 
McBride
Artist Career Achievement

To quote Martina McBride’s debut 
single and album title, the time has 
come. McBride recalls the early 
days of her 25-year career, lessons 
learned and why she’s thankful to 
be on Country radio.

In My Daughter’s Eyes: Above,
McBride and father Daryl Schiff 
in his band, The Schiffters.

My Baby Loves Me: With
husband John in Kansas be-
fore their move to Music City. 
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All I Do Is 
Win Win Win

Radio Celebrates In Las Vegas

She’s only been with the station since August, but PD 
Nikki Thomas knows what this win means to the 
WIVK/Knoxville team.

This is a huge deal here. The last ACM for 
the station was in 2010. If you’ve ever been in 
our lobby, there are a crazy-million awards. Just 
everything. And every one is important. Having a 
lot doesn’t mean each one isn’t amazing.

The last time I went to Vegas was when we 
won with KATM/Modesto in 2012 and it was 
awesome – I won money. This time, not so 
much. Really special, though, because Kelsea 
Ballerini’s dad used to be Sales Manager at 
WIVK, and she was presenting the radio awards 
Saturday night. She grew up running up and 

down the station hallways and having Wivk The 
Frog at her birthday parties, and now she’s 
handing us a trophy onstage at The Joint. And 
of course her family was there. That’s our girl, so 
it was a really cool full-circle moment.

You see so many people when you’re out 
there. Luke Combs might have won some 
money. He was everywhere! And I had a great 
time at the Big Machine after-party with Midland 
and Thomas Rhett. His wife Lauren is a big UT 
fan and expecting. She looked super cute carry-
ing a future Vol. 

What really got me was the Broken Bow 
brunch where Benny Brown explained the deci-
sion he made to sell. It’s just so moving the way 
he loves his company and the people there. He 
had every person in the room in tears. I was so 
happy I could be there to see that. 

PD Grover Collins has made the trip to Las Vegas before, 
but this year’s was the sweetest. In the past he had ac-
companied on-air hosts Big Dave and Chris Carr when 
they picked up their trophies. This time, the hardware goes 
to the station, and it’s WUBE’s fi rst Station of the Year 
ACM since Collins took over as PD in August of 2009.

“We’d been nominated a lot,” he says. “Just 
hadn’t won it all.” What made it even better was 
that his wife, cluster Top 40 WKRQ midday host 
Holly and Dir./Promotions Ron James were able 
to attend. “I really wanted Ron to go,” Collins 
says. “He did the writing portion of our submis-
sion for the award.” Plus, James has been with 
the station for 25 years.

“I know labels expend a ton of time and 
effort to plan events in Vegas,” Collins says, 
noting the phenomenon of being pulled in 
too many directions. “I remember going to 
Conclave in Minnesota when I was in a small 
market and seeing all the major market folks 
go to big boy dinners. It makes me appreciate 
being invited even more now.” Nevertheless, he 
admits sneaking away to escape the “lightning 
and thunder.”

It’s been a pretty big year for the station. 
Not only with the ACM win, but also a CMA 
and the NAB Crystal Award for public service. 
Fortunately, there’s one more celebration in the 
works. “Yeah, when we fi nally get the hardware 
delivered we’ll do a staff party with pictures for 
everyone,” Collins says.

One might think winning awards becomes old hat 
for stations like KKBQ/Houston, which may be the 
fi rst station to ever win an ACM, CMA and Marconi 
in the same year. That’s real excitement, says PD 
Johnny Chiang.

We’re very, very fortunate. The last fi ve years 
have been pretty incredible with three Marconis 
and three CMAs, but this is our fi rst ACM, so 
in that sense it truly is special. We’ve won a few 
in the pre-Cox days, but winning the fi rst CMA 
for us and now this, it lets us know, okay, we can 
really do this. People are really noticing all the 
hard work.

Vegas was great. It’s only natural to compare 
the ACMs to the CMAs, and I loved the con-

trast. ACM weekend was very laid back, very fan 
driven and I love that aspect of it. The ACMs 
are also full of history and tradition, but they 
aren’t beating you over the head with it.

I grew up in L.A., so I’ve spent a lot of time 
in Vegas. And I’m not much of a gambler, but I 
do like to walk around to the high roller tables 
and see how crazy people get. My fi ancée and 
I had never seen the Aria, so we did go check 
that out.

It was neat going from venue to venue, casino 
to casino and constantly bumping into someone 
you know. The artists are in an environment 
that’s truly not controlled where they’re always 
in the presence of fans. It’s nice to see them all 
act appropriately and that they weren’t con-
stantly surrounded by handlers, though I would 
have understood. It’s not like Nashville. 

East Side: 
Thomas with Kelsea (l) and 
Ed and Tammie Ballerini.

Getting there wasn’t easy, but well worth it. PD Jim Davis
says that’s true on a couple of levels.

We have a morning show that’s garnered several 
CMAs and ACMs, but as a station we entered many 
times and just weren’t able to crack through. Ev-
eryone here was just ecstatic. I’d have been doing 
cartwheels if I wasn’t too old. It’s a remarkable feat 
considering how many other fi ne Country stations 
there are. 

Our trip was a complete fi asco. I booked through 
one of the online agencies and I didn’t look closely 
enough at the airline, which wasn’t the biggest or 
the best. Because of high winds in Las Vegas, our 

fl ight got canceled. No big deal, put us on the next 
one. The next fl ight was on Tuesday.

We fi nally found one late that night out of Port-
land, but it cost more than the whole rest of the trip. 
We were a day late, but everything else was just great. 
The beach bash parties at Mandalay Bay were fun. 
The awards presentation at The Joint was one of the 
most well-done events they’ve done. An awesome 
night.

The telecast was one of the best shows they’ve ever 
produced. I was blown away by the Chuck Berry trib-
ute with Joe Walsh. Even though like a lot of people, 
I’m not generally thrilled with forced musical events, 
the FGL Backstreet Boys performance was very en-
tertaining. And it’s really kind of exciting fi nding out 
early. It makes the whole trip that much more fun. 
You anticipated it a lot more.

LONG ROAD TO WINNING
Small Market Station
KKNU/Eugene, OR

FULL CIRCLE MOMENT
Medium Market Station
WIVK/Knoxville

VEGAS SWEET
Large Market Station
WUBE/Cincinnati

HAT TRICK
Major Market Station
KKBQ/Houston

Hardware Haulers: KKBQ/Houston’s Johnny 
Chiang and Mark Krieschen, KKNU/Eugene, 
OR’s Jim Davis, WIVK/Knoxville’s Nikki Thomas 
and WUBE/Cincinnati’s Grover Collins. 

Stage, Right? 
Chiang and Cherolyn 
Johnson at the awards.
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Country Countdown USA’s Lon Helton has won his 
share of awards and then some, but it’s always a thrill 
and often a surprise.

EMI Nashville artist Jon Pardi was in the studio 
co-hosting the countdown with me when I noticed 
through the control room glass a fl urry of activity 
and excitement among the studio and label people 
on hand. While still talking with Jon, out of the cor-
ner of my eye, I watched UMG/Nashville’s Donna 
Hughes hurriedly scribble something on a piece of 
paper, then uncharacteristically enter the studio, in-
terrupting the interview. She handed the slip to Jon 
and after a whispered exchange with him, she left, 
without so much as an explanation or glance at me. 

A few minutes later, Jon broke the news that I had 
been honored as the ACM’s 2017 National On-Air 
Personality. Talk about a shock totally from left fi eld! 
Unbeknownst to me, Country Aircheck had just 
sent out a Breaking News bulletin listing the 2017 
ACM Broadcast Awards winners. Donna saw it and 
realized it was a perfect opportunity to create some 
very special radio – and a very special moment for 
me. Hearing the news from Jon – himself already an 
ACM nominee for New Male (which he would later 
in) – “live” on air was a goose bump moment. What 
I loved most about it was it gave CCUSA listeners a 
great moment as well, a real “peek behind the cur-
tain” that we try to create for them every week.
As always, huge thanks to Writer/Producer George 
Achaves and Talent Coordinator Jo Hunt. We’ve 
been together for 25 years doing CCUSA, and a 
fourth ACM award is truly an honor.

Their second ACM personality award 
in three years is a welcome addition to a 
straining mantle for KXKT, as well as 
Steve Lundy and Gina Melton.
SL: Prior to two years ago, we’d never 
received an ACM as a station or morn-
ing show. We won a CMA as a station, 
which is great as well because we obvi-
ously consider ourselves part of the 
station. But for me, this is tops. With 
the fi rst one you wonder if we were 
lucky. With a second you start to think, 
“Wow, maybe this is something we can 
hold our heads up about.”
GM: This also honors our listeners 
for the community service they do. 
Without them, we wouldn’t be able to 
serve the way we do, not to mention 

all the other things we do with our 
programming.
SL: The fi rst year we won the ACMs 
were in Dallas, so this was our fi rst trip 
to Vegas for the show. I’ve been for 
concerts and Gina’s been numerous 
times, but this was really exciting and 
had a very different feel. The town 
had a great buzz. Even the cab drivers 
knew ACM was going on.
GM: We got to go to a lot of fun 
events and showcases. My dad got to 
meet Darius Rucker at Topgolf, and 
we saw FGL pulling up to the awards 
in a pink Cadillac driven by an Elvis 
impersonator. 
SL: Kelsea Ballerini gave us the award, 
but getting to meet Crook and Chase 
was pretty close to the best for me. 
I’ve been a fan for decades. Then I 
saw Tracy Lawrence, who is one of 
my favorites. I got to chat with him. 
Eric Paslay gave Gina a hug and she 
wouldn’t let go.

WQDR/Raleigh’s Janie Carothers doesn’t want to 
speak for her fellow morning teamers Mike Wheless 
and Marty Young in calling them bridesmaids – okay, 
maybe she does.

This is like our 900th nomination, but our fi rst 
ACM for personality. We were really starting to 
feel like we were never going to win. Of course it’s 
nice to be nominated. We’ve won a CMA, so now 
we have one of each.

I was taking a nap when a friend texted. I 
woke up and was like, good grief, what are all 
these text messages? Then Mike called because 
we got texts around the same time.

This was our second time in Vegas for the 
awards. The station won in 2010 and PD Lisa 
McKay took all of us then. I was pregnant at the 

time so it wasn’t quite the full Vegas experience. 
I maneuvered a little better this time.

Vegas is very different from Nashville and 
the awards show was so fun. Of course, it was a 
whirlwind trip for me as I’d just come back from 
a Disney cruise, drove 12 hours from Florida, 
unpacked, did laundry and jumped on a plane.

It’s such a girl thing, but I splurged on hav-
ing my makeup professionally done for the 
show. Dry House salon was there to service the 
stars. And me. Not a star. But I’d rather spend 
my money on that so I can feel like Cinderella.

Some of my girlfriends threw me a celebra-
tion party back home and when I told them I 
didn’t have the trophy yet they printed one out 
and taped it to a hockey trophy. We had our 
own little ACMs in old formals and brides-
maids dresses. 

Maybe that fi ts since we used to joke we were 
the Susan Lucci of the ACMs. We just never 
won. Can we please have a turn?

Swing Music: At Topgolf 
with Darius Rucker (c).

STAR GAZING
Medium Market Personality
Steve & Gina In The 
Morning, 
KXKT/Omaha

 PEEK BEHIND THE CURTAIN
National Personality
Lon Helton, Country Countdown USA

Though his co-host Cara Denis has since 
moved on to WFMS/Indianapolis, Scotty 
Cox is beyond thrilled to share in their 
collective accomplishment.

This is way up there. The station 
has won and the morning show 
has won, but this is the fi rst time 
I’ve won with Cara. She and I were 
nominated together for ACMs and 
CMAs fi ve years in a row. I fi rst 
started entering 10 years ago, and 
ACM was my fi rst nomination. 

The highlight for me was get-
ting to meet Lorianne Crook and 
Charlie Chase during the show 
Saturday night where they honored 
the radio winners. I’ve been play-
ing their countdown for years. I’ve 
been lucky enough to meet a lot of 

singers, but for an old radio guy, I 
was like a little kid walking up and 
poking Charlie on the shoulder. 
“Excuse me, would you mind if I got 
a picture with you?”

We didn’t go crazy. For me it’s 
as much fun to walk around and 
look at everything going on. Cara 
and I thought about trying to get 
in some zip lining, but ran out of 
time. I’m a big fan of old Vegas, 
Sinatra and all that, so I did hike 
down to the “Welcome To Las 
Vegas” sign. And I got out of town 
without laying a single bet. 

Being an early riser, it’s fun to 
walk downstairs at fi ve or six and 
see who’s been playing all night. 
There’s bachelor and bachelorette 
groups still partying. I saw a guy who 
looked like he’d just bet two house 
payments and lost. And in the lobby 
bar you see guys and girls still trying 
to close the deal even at that hour. 

ONLY IN VEGAS
Small Market Personality
Scotty Cox, Cara Denis, 
KCLR/Columbia, MO

FINALLY THE BRIDE
Large Market Personality
Mike, Marty & Janie
WQDR/Raleigh

Star Struck: Cox, Lorianne Crook, 
Charlie Chase and Denis (l-r).

ACM WINNERS

Cap: Lights, Camera: 
Carothers with Wheless.



 
STEADY GOING
Major Market Personality (tie)
George, Mo & Cowboy Dave, KILT/Houston

Only together since 2015, George Lindsey, Monica “Mo” Lunsford and Cowboy Dave Bayless won in 
their fi rst year of eligibility. They admit being a bit shocked.
GL: I cried. No joke. Sitting in traffi c.
ML: He cried, I cussed. That explains our whole relationship. 
GL: It explains our whole show. 
ML: Usually when I go to Vegas it’s for a weekend and done. This was a solid fi ve days. It was a 
lot. People don’t understand. They think it’s all partying and celebrating, but the broadcast is 
hours and hours of interviews. We love the artists, but it is exhausting going out at night.
CD: During the awards, Lady A were doing “You Look Good” with the UNLV band onstage. I 
look over to see Ryan Hurd rocking out. He wrote the song and this was the fi rst time he was 
seeing it performed live. I was 30 feet away, but I feel like I shared in that moment on national 
television.
GL: Being on the fl oor and that close, I don’t know how I’ll ever go to an awards show again 
and have it measure up. We were right next to the satellite stage. Dierks Bentley was running up 
and down the aisle next to us. It was pretty special.
CD: Nick Carter looked right at me.
ML: I fi gured out the key to Vegas is to just not stop drinking. Keep it steady the whole time so 
you don’t get on that roller coaster of feelings and emotions. 
CD: Also, somebody ended up eating Pringles off the fl oor.
ML: One of the label reps brought pizza to the remotes and I’m sitting there eating when Brett 
Young walks up all smoke show hot, sits down right next to me and does an interview on the 
fl oor. 
GL: Gary LeVox from Rascal Flatts gave me a big hug, then just kept right on hugging me. The 
whole interview his head was on my shoulder. We were talking about how tired we were and we 
just held each other.
CD: He looked like a newborn who just fi nished breastfeeding and can’t take anymore.
GL: I cashed out Monday – 23 cents. So I actually left with some money.
ML: I forgot to cash out. Goes back to that steady drunk thing.              CAC

Floor Ridas: 
Brett & Mo.

WON FOR HER
Major Market Personality (tie)
Linda Lee & Rob Stone, WYCD/Detroit

CBS Radio WYCD/Detroit afternoon co-host Rob Stone had never been 
to the ACM Awards in Las Vegas. The trip to collect the award with his 
co-host was already bittersweet, as Linda Lee hadn’t been on the air with 
him as she underwent cancer treatments. She refused to miss her big Vegas 
moment, however. Lee and her husband Jeff planned to meet Stone and his 
wife Katie there. She checked herself out of the ICU so her husband could 
drive them cross-country in an RV.

Stone and his wife were at the Detroit airport Friday night when 
they got the call. Lee had passed. “Our excitement turned to sad-
ness,” says Stone. The station’s morning show was already in Vegas 
for the ACM broadcasts, so when they all gathered, the question 
was, “What do we do?”

The WYCD crew continued with their plan to participate in 
the Saturday radio remotes, though the focus certainly changed. 
Many of the artists they interviewed paid tribute to Lee. After the 
remotes, the morning show fl ew home to put together an on-air 
tribute for Lee that took over Monday morning’s broadcast. Stone 
called in from his hotel room.

Saturday night, he accepted the ACM trophy at The Joint. Sun-
day, he took the stage during the telecast to present an award. He 
had received a draft script from awards producers, but wanted to 
make it all about Lee. “This one is for her,” Stone says. “I know she 
was there with me, just in another way.”
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K
nowing you’re a winner before 
you get to Las Vegas is a neat trick 
Maren Morris shares with ACM 

radio winners (see page 27) and a few 
others. “The fi rst people I reached out to 
were my friends Brothers Osborne and 
Jon Pardi, because we all got to win our 
fi rst ACMs together on the same day,” 
the Academy’s New Female Vocalist says 
of her Male and Duo/Group cohorts. 

“I’ve known the brothers since I 
moved to town,” she says. “They had 
just gotten a record deal. I’ve only 
known Jon for the last two years, but 
there’s this new class mentality where 
you root for each other. You’re the young 
guns, the newbies. It bonds you forever, 
because you always remember those 
people you came up with. It’s a really 
cool thing to see your friends rise up 
with you.”

Also cool? Returning to the site of your 
fi rst awards show for not one but two 
nationally televised performances, and 
a bit of fun, too. Having learned a few 
lessons the hard way, however, there 
was also a fair bit of caution in her 
schedule. Morris shares the story of her 
big Vegas weekend with Country Air-
check below.

KEEP THE WHEELS ROLLING
Even with the three-week advance notice on her big 

win, Morris is up for fi ve more. A week before the show, 
she’s not counting any chickens. “This is the fi rst time 
I’ve gone into an awards show being a winner, so that 
pressure’s taken off a little bit,” she explains. 

“Plus, I’m defi nitely a low-key awards goer. You don’t 
do this, necessarily, for awards. It’s very cool when you 
feel that validation from your community, but I always 
go into every award show thinking I’m not going to win 
because I’m not entitled to or expectant of anything. I 
released my album less than a year ago and I’m a new 
artist. I’m very confi dent and proud of it, but I also know 
there’s a timing and a deservedness to a lot of these 
things. I’m always the fi rst shocked person when I win.”

For its 52nd shindig, the Academy has moved to the 
relatively new T-Mobile Arena. Morris is familiar with the 
venue, having performed there as part of Keith Urban’s 
tour. “It was one of the fi rst weekends they were open, so 
it was cool to break it in,” she says.

The show itself is familiar ground, on some level. “The 
ACMs were my fi rst-ever awards show and my fi rst time get-
ting to dress up and do a major red carpet,” she says. “’My 
Church’ had just gone to radio and I even got seats kind of 
close to the stage. So it’s really full-circle getting to go back.”

She’ll be performing “I Could Use A Love Song” in a 
bit of a fi rst, despite her multiple major awards perfor-
mances including the Grammys and ACM Honors. Morris 
performed “My Church” on the 2016 CMA Awards, 
though “80s Mercedes” was her single at the time. “This 
is the fi rst time I’ve performed on an awards show to 
promote my single, so it feels really fresh and exciting.”

Also exciting is the approach she’s taking. Where her 
CMA performance was backed by the McCrary Sisters 
and the Preservation Hall Jazz Band, the ACM plan is the 
other end of the spectrum. “CMA was really gigantic, but 
because this song is really vulnerable, we’re going to strip 
it back to something very subdued. I’m excited to show 
fans and viewers a different, softer side.”

The production is simpler, as well. “A lot of it is just 
trying to match visually what we’re doing sonically. We 
didn’t want to have crazy pyro – that wouldn’t make 
sense. We’re sort of doing a throwback to the vibe of the 
Ed Sullivan Show.”

HOARSE GIRLS DON’T SING
Given a platform like being tied for most-nominated, 

many new artists would cram their schedules full to take 
advantage of every opportunity. The Maren Morris team 
is coming out of an extremely busy Q4 2016 that may 
have pushed the limits of what she could do. “Once you 
sort of get an understanding of what your body and voice 
can handle, you learn how to rein it in,” she says.

“It took a long time last year to recover from Vegas. 
This year we had Country To Country in London and came 
back jet lagged going into awards week. So we’re tak-
ing extra precautions, being a little extra paranoid and 
carving out some time between all those hectic, chaotic 
moments. We didn’t want to blow out my voice.”

Factoring in is the unrelated-to-ACMs performance as 
part of Chris Stapleton’s tour stop in Las Vegas Thursday 
night (3/30), following awards rehearsals that afternoon. 
Friday is devoted primarily to radio remotes, then some 
downtime. “I had a couple hours after the remotes to en-
joy the spa at the hotel, then had dinner reservations with 
my parents and boyfriend,” she says, speaking of RCA’s 

Ryan Hurd. “I was so beat. I’m still adjusting. It’s weird. 
It’s only two hours time difference, but when you get to 
the desert, it’s dry and you’re thinking it’s later than it is. 
I was an old lady and went to bed at 10 o’clock.”

The rest makes even more sense in light of the late 
announcement about the ACM performance lineup. “I’m 
pulling double duty on Sunday,” she says once the news 
breaks that her duet with Thomas Rhett “Craving You” is 
his fi rst single from a new album and has been added to 
the show. “It’s cool because I get to perform my single, 
which is very vulnerable, while Thomas’ single that just 
came out today is very energetic, sexy and soulful. It’s 
great to be able to show two sides.

“When he reached out to me to sing on the song a 
couple months ago it was a no brainer because I’d been a 
fan of his for a really long time,” she says. “It just seemed 
natural for us to do a song together, because musically 
and sonically he and I both push the genre boundaries. 
It’s cool to come together fi nally and do a song like this.”

Sunday’s show will be their fi rst time performing the 

doubling up
ACM Week With 
Maren Morris

Label Mates: With Sony’s Randy Goodman (l) 
and RCA’s Ryan Hurd at the birthday celebration.

Bond Girl: Fellow New Artist winner TJ Osborne 
(r) joins the party.

Dime Piece: Birthday party drink menu.
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song together in public. “The rehearsals went well,” she 
says. “It sounds great. It looks great. He’s just such an 
amazing performer to work off of that it’s really fun and 
easy to be onstage with him. He’s such a natural up there. 
Plus, I just found out from my manager that ‘Craving 
You’ is No. 1 country on iTunes and No. 2 overall, which 

puts another fi re under both of us to get excited and 
amp up the performance even more.”

HEAD TO TOE PRADA
A full day off Saturday led up to an awards-eve cel-

ebration. “My birthday isn’t until April 10, but the idea 
is maybe doing it in Vegas every year and making it a 
thing,” Morris says. “My song ‘Rich’ has some extravagant 
metaphors – ‘Vegas at the Mandarin,’ so we had the party 
there. I wasn’t into raging the night before the awards, 
though. It was really relaxed and low key, but we defi nite-
ly had a good time.”

Awards Sunday was all business, up until the end. 
As she found at the radio remotes, a hairstyle change 

threatened to overshadow six nominations and 
two performances – at least in some corners. 
“There’s more excitement on the red carpet with 
so much going on,” she says, comparing the expe-
rience to last year’s. “It was also really quick with 
my performance at the top of the show. We got in 
and got out. Everyone is excited about my single 
and I got 50 questions about my haircut. It doesn’t 
matter as long as you love it and I do, but I was not 
expecting the response and excitement to cutting 
my hair off.”

Onstage, the outcome was more in line with 
expectations. “It felt good,” she says. “Pretty crazy I 
got to perform twice in the same awards show. It was 
my biggest undertaking ever and moved so fast once 
show time happened with outfi t changes and getting 
in the zone for two performances.”

Though her sole win was the one she walked in 
with, Morris was grateful to have advance notice she 
didn’t get for her Grammy win two months earlier. “I 
defi nitely got to think more about it on the front end,” 
she says. “It still gives me chills even though I knew it 
was happening. What hits you, even though you’re try-
ing to keep it together on TV, is really refl ecting on my 
year of wonder. Last year’s ACMs was the fi rst awards 
show I ever attended. One year later I’m performing 
twice, nominated in all these categories and already a 
winner. I really just wanted to thank all the people who 
believed in me early on.”

 
PEEKED BEHIND THE CURTAIN

After the show, Morris was able to relax. She wasn’t the 
only one. “I went to the label party and Dierks had his 
post-ACM bash outdoors at Mandalay Bay,” she says. “I 

danced in my heels until I couldn’t feel my feet and got 
to bed about 2am. I got to celebrate my win and two great 
performances that went off without a hitch. And I don’t 
think I’ve ever seen Nashville that lit. I looked around 
and damn, everybody was having fun. Thomas Rhett and 
Luke Bryan were in the pool. Luke was taking over the DJ 
booth. The whole community let loose and was having a 
good time.”

Refl ecting a few days after the show, she’s looking 
forward to some time away from the stage. “I had to get 
a steroid shot last night so I could sing,” Morris says. “I’m 
just trying to get through the next two shows. Lots of 
water and hot tea. Vegas was so much fun, but I’m trying 
to get my body back in order. I hate canceling things so I 
try to do everything I can to perform well, then I’ve got a 
month-long break to write.”               CAC

doubling up
so much going on,” she says, comparing the expe-
rience to last year’s. “It was also really quick with 
my performance at the top of the show. We got in 
and got out. Everyone is excited about my single 
and I got 50 questions about my haircut. It doesn’t 
matter as long as you love it and I do, but I was not 
expecting the response and excitement to cutting 
my hair off.”

expectations. “It felt good,” she says. “Pretty crazy I 
got to perform twice in the same awards show. It was 
my biggest undertaking ever and moved so fast once 
show time happened with outfi t changes and getting 
in the zone for two performances.”

Though her sole win was the one she walked in 
with, Morris was grateful to have advance notice she 
didn’t get for her Grammy win two months earlier. “I 
defi nitely got to think more about it on the front end,” 
she says. “It still gives me chills even though I knew it 
was happening. What hits you, even though you’re try-
ing to keep it together on TV, is really refl ecting on my 
year of wonder. Last year’s 
show I ever attended. One year later I’m performing 
twice, nominated in all these categories and already a 
winner. I really just wanted to thank all the people who 
believed in me early on.”

Awards Week Schedule
Thursday

• Rehearsals 3:30-6:15pm
• Tour date, with Chris 
    Stapleton, The Pearl 7pm

 
Friday

• Radio remotes/interview 
   12-2:15pm

 
Saturday

Off 
 

Sunday
• Awards dress rehearsal 
    T-Mobile 11am-2:30pm
• Red carpet 
    arrival 3:30pm
• Awards 5pm

Family Matters: Posing with parents Scott and 
Kellie in her red carpet dress.

Huddle: Prior to the “I Could Use A Love Song” 
performance.

Purple Reign: 
Onstage with Thomas Rhett for “Craving You.”

Curtain Call: 
Onstage before “Love Song.”
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Calls/City                                  12+ Shares       12+ Cume (00)   Revenue (in millions) 
  ALPHA MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 

KGNC/Amarillo, TX 6.5 8.2 404 406 $1.0 $1.0  

KBRJ/Anchorage, AK 4.0 4.7 268 276 $1.7 $1.7  

WGBL/Biloxi, MS 1  -- 1.1 -- 121 -- $0.3 

WHKX/Bluefi eld, WV 12.0 10.1 198 181 $0.7 $0.7  

WHQX/Bluefi eld, WV 0.0 0.0 0 0 $0.0 $0.0  

WKEZ-AM/Bluefi eld, WV 2   -- 0.0  -- 0   --  $0.0  

RATINGS & REVENUE 
C O M P A N I E S

C O U N T R Y ’ S  T O P

COUNTRY COMPANIES REVENUE RANKER
Here’s how the companies listed on these pages rank by 2016 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 fol-
low, with each company’s rank for that year following the revenue fi gure.

        
Calls/City                                  12+ Shares       12+ Cume (00)   Revenue (in millions) 
  ALPHA MEDIA  (continued) Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 

WCCQ/Chicago* 0.4 0.5 1,919 1,736 $1.6 $1.4  

WCLI/Dayton+  2.1 2.6 515 448 $1.1 $1.0   

KCOB/Des Moines 0.0 0.5 0 51 $0.0 $0.0  

WFLS/Fredericksburg, VA 9.7 9.3 557 536 $2.8 $3.1  

WQSL/Greenville-New Bern 2.4 2.2 347 376 $0.4 $0.3  

WQZL/Greenville-New Bern 0.0 0.0 0 0 $0.0 $0.1  

WRNS-AM/Greenville-New Bern 0.0 0.0 0 0 $0.0 $0.0  

WRNS/Greenville-New Bern 8.9 9.0 1,067 1,172 $2.7 $2.7  

WUBB/Hilton Head, SC 8.6 6.8 229 219 $0.9 $0.8   

KZKX/Lincoln  5.8 5.9 336 372 $1.4 $1.6   

KLLL/Lubbock, TX 8.2 6.7 442 402 $1.5 $1.6  

KDES/Palm Springs, CA 2.4 1.9 161 188 $0.6 $0.6   

WXCL/Peoria  7.3 8.3 542 562 $1.5 $1.5  

KUPL/Portland, OR* 5.0 5.0 3,975 4,302 $5.5 $5.3  

WARV/Richmond 3 0.0 0.0 0 0 $0.1 $0.1  

WLFV/Richmond 3 1.5 2.2 585 662 $2.5 $2.7  

WWLB/Richmond+ 2.1 1.3 561 466 $0.5 $0.5  

WCEN/Saginaw, MI 5.0 5.9 456 504 $1.4 $1.7  

KYEZ/Salina, KS 4 4.2 4.1 205 216 $0.6 $0.8  

WGCO/Savannah 3.0 3.6 182 241 $0.9 $0.8  

KLQL/Sioux Falls, SD 2.0 0.0 119 0 $0.5 $0.5  

KTPK/Topeka, KS 9.0 9.1 296 307 $1.1 $1.0  

WIBW/Topeka, KS 8.9 8.6 365 333 $2.1 $2.1  

KYKX/Tyler, TX  2.0 3.2 205 298 $1.1 $1.0   

KKUS/Tyler, TX  4.3 5.8 326 329 $1.0 $0.8   

WIRK/W. Palm Beach* 4.5 5.3 1,470 1,766 $4.8 $5.2 

        
 Calls/City  12+ Shares          12+ Cume (00)    Revenue (in millions)   
 BEASLEY  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015

 WKXC/Augusta, GA 7.1 8.5 700 894 $3.2 $3.4   

 WSOC/Charlotte* 7.4 8.2 4,362 5,136 $8.0 $6.5   

 WKML/Fayetteville, NC 7.9 7.2 652 607 $3.4 $3.6   

 KCYE/Las Vegas* 2.8 2.8 2,169 1,769 $2.7 $2.8   

 WQYK/Tampa* 5.4 5.4 4,461 4,029 $10.0 $9.9   

            
TOTALS Year No. Stations Fall Shares 12+ Cume Revenue  
  2016 5 30.6 1,234,400 $27,325,000 
  2015 5 32.1 1,243,500 $26,175,000 
  2013 5 33.3 1,428,700 $33,700,000 
  2010 5 29.2 1,535,600 $26,500,000 
  2008 6 25.1 1,255,600 $35,000,000 
Beasley closed in its purchase of WKLB in Nov. 2016. See Greater Media below.
Beasley also operated one HD Country station, according to BIA. 

      
 Calls/City 12+ Shares 12+ Cume (00)  Revenue (in millions)    
   CBS RADIO  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015

 WUSN/Chicago* 2.5 2.9 10,310 10,582 $16.5 $17.0  

 WYCD/Detroit* 4.9 4.7 7,758 7,554 $10.6 $10.5  

 KILT/Houston* 3.4 3.9 9,370 9,109 $19.8 $19.4  

 WKIS/Miami*  2.0 2.6 3,905 4,544 $7.9 $8.0  

 KMNB/Minneapolis* 4.0 4.9 5,640 6,596 $8.7 $9.0  

 WXTU/Philadelphia* 4.5 5.2 7,602 8,038 $14.0 $13.8  

 KMLE/Phoenix* 3.7 3.9 5,555 5,996 $9.8 $9.6  

 WDSY/Pittsburgh* 5.9 4.4 3,513 4,039 $6.3 $6.2  

 KFRG/Riverside* 3.6 5.2 2,984 2,953 $9.2 $9.1  

 KXFG/Riverside* 0.1 0.1 171 145 $0.1 $0.1  

 KNCI/Sacramento* 5.5 4.6 3,312 3,163 $5.6 $5.6  

 KMPS/Seattle* 3.5 4.2 4,352 5,275 $9.3 $9.2  
           

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue  
 2016 12 43.6 6,447,200 $117,800,000  
 2015 12 46.6 6,799,400 $117,500,000  
 2013 12 56.4 6,268,700 $122,300,000  
 2010 12 54.4 6,619,700 $118,150,000  
 2008 15 52.8 5,044,100 $151,825,000 
CBS Radio also operated nine HD Country stations, according to BIA.
CBS Radio and Entercom announced a merger in Feb. 2017. The deal has yet to close.   
  

  Owner 2016 2015 2014 2012 2008

 1 iHeartMedia $327.1 $331.6/1 $336.0/1 $309.8/1 $376.8/1
 2 Cumulus $136.3 $152.2/2 $161.9/2 $172.9/2 $107.0/4
 3 CBS Radio $117.8 $117.5/3 $124.2/3 $122.5/3 $151.8/2
 4 Townsquare Media $78.3 $80.4/4 $84.5/4 $58.9/4  --
 5 Cox $49.0 $55.0/5 $56.3/5 $53.8/5 $71.3/5
 6 Alpha Media $47.7 $42.0/6 $21.4/8  --   --
 7 Entercom $37.0 $37.6/7 $28.6/6 $27.8/8 $37.7/6
 8 Beasley $27.3 $26.2/8 $26.0/7 $30.3/7 $35.0/7
 9 Hubbard $19.4 $19.1/12 $20.6/9 $20.4/9  --
 10 Midwest Communications $18.2 $17.6/13 $16.3/14  --   --
 11 Saga $17.5 $20.2/11 $16.9/12 $14.8/13 $14.1/15
 12 EW Scripps $17.2 $20.3/10 $15.5/15 $15.1/12 $15.0/13
 13 Forever Media $16.5 $16.9/14  --  --  --
 14 SummitMedia $15.0 $15.4/15 $16.4/13  --  --
 15 Hall $13.6 $13.1/17 $13.3/16 $13.6/14 $14.4/14
 16 Greater Media $13.5 $14.0/16  --  --  --
 17 MTGF $10.6 $10.6/18 $11.3/17  --  --
 18 Curtis Media $10.1 $10.5/19 $10.8/18 $11.4/15  --

  

  Owner 2016 2015 2014 2012 2008   
       1 iHeartMedia 14,766,100 15,408,000/1 14,593,800/1  13,757,700/1  11,078,700/1  
 2 Cumulus 8,539,700 8,555,270/2 7,959,700/2  7,326,000/2  3,196,700/4  
 3 CBS Radio 6,447,200 6,799,400/3 6,715,000/3  6,953,900/3  5,044,100/2  
 4 Cox 2,792,500 3,021,400/4 2,849,700/4  3,852,600/4  2,924,700/5  
 5 Entercom 2,142,300 2,340,900/5 1,920,500/5  1,928,300/5  1,642,600/6  
 6 Townsquare Media 1,612,200 1,651,400/6 1,812,820/6  1,448,900/7   --   
 7 Alpha Media 1,514,500 1,049,300/9 854,000/11   --    --     
 8 Beasley 1,234,400 1,243,500/8 1,253,200/7  1,584,000/6  1,255,900/7  
 9 Hubbard 1,085,700 1,255,900/7 1,114,800/8  1,214,900/8   --    
 10 Greater Media 737,400 817,900/10  --   --   --    
 11 EW Scripps 649,200 652,900/11 344,100/17  482,600/13  415,100/15  
 12 Hall 577,500 568,500/12 554,500/13  527,200/12  448,300/14  
 13 MTGF 535,600 506,100/15 633,800/12   --    --     
 14 SummitMedia 478,900 511,000/14 523,000/14   --    --    
 15 Midwest Communications 451,600 428,200/16 397,800/16   --    --    
 16 Curtis Media 355,600 352,300/17 327,400/18  325,700/15   --   
 17 Forever Media 354,300 258,100/18  --   --   --   
 18 Saga 139,700 185,500/19 184,300/19  180,700/17  159,100/18 
    

COUNTRY COMPANIES REVENUE RANKER
Here’s how the companies listed on these pages rank by 2016 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 fi gure.

COUNTRY COMPANIES AUDIENCE RANKER
Here’s how the companies listed on these pages rank by 2016 metro weekly 
Country 12+ cume audience, according to Nielsen Audio information 
provided by BIA. Previous years’ cume and cume rankings follow, with the 
company’s rank for that year following the cume fi gure. 

    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 2016. Collectively, the 453 
stations owned by these 18 operators entertained more than 44 million 
people, off from last year’s just over 46 million. Total revenues for these 
groups totals more than $972 million, breaking a streak of three straight 
years that each  generated more than $1 billion.

In PPM markets, the Fall shares and cume represent the Nielsen 
Audio Sept.-Oct.-Nov. 12+ average (6+ fi gures are not available) 
as obtained from BIA/Kelsey, which also supplied revenue fi gures. 
This report provides year-to-year trends in both categories and 
stations-owned by each operator, plus ratings, cume and revenue 
comparisons. If your company or station has inadvertently been 
omitted, please let us know. 

LEGEND: Following each station’s call letters and market are Nielsen Audio 12+ 
shares and cume fi gures from Fall 2016 and 2015. After that are the station’s 2016 and 
2015 revenues, shown in millions, except in “Totals,” where actual fi gures for cume and 
revenue are listed.
     BIA/Kelsey is the source for all ownership, revenue and Nielsen Audio share and cume 
data. The “Number of Stations” column shows stations owned by each operator at the end 
of 2016. Revenues and audience from HD stations and translators are included in the totals. 
“Na” means not available. A “+” indicates a Classic Country outlet; NI designates a Nash 
Icon station. A “*” indicates a PPM market; all others are diary markets.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue  
  2016 54 131.9 1,573,000 $47,743,000 
  2015 47 98.3 1,049,30 $41,955,000
  2014 17 71.4 854,100 $21,400,000
  2013 5 32.4 511,400 $10,255,000
1. WGBL to Classic Hip-Hop Feb. 2016. 2. WKEZ-AM to Classic Hip-Hop Sept. 2016. 3. WARV & WLFV were sold to 
EMF and changed formats in early 2017. 4. KYEZ sale to Rocking M closed April 2017.
Alpha closed on its purchase of Digity Broadcastings’ 30 Country stations in Feb. 2016.
Country outlets opeated by Alpha included 24 Country stations in non-rated markets and three translators, accord-
ing to BIA.
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TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 8 38.3 2,792,500 $49,225,000  
  2015 8 40.6 3,021,400 $53,850,000  
  2013 8 40.3 3,079,100 $49,200,000  
  2010 13 62.2 3,400,300 $64,125,000  
  2008 13 60.0 2,924,700 $71,300,000  
Country outlets operated by Cox included one station in a non-rated market, three HD stations and one trans-
lator, according to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 10 41.5 2,142,300 $36,975,000
  2015 10 44.8 2,340,900 $37,550,000
  2013 7 44.7 1,727,000 $27,700,000
  2010 9 38.5 2,298,500 $32,575,000
  2008 9 34.6 1,642,600 $37,700,000
Country outlets operated by Entercom include four HD stations and one translator, according to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 14 38.5 354,300 $16,475,000
  2015 13 42.2 258,100 $16,925,000
Country stations operated by Forever Media included six Country stations in non-rated markets and two trans-
lators, according to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 4 42.4 577,500 $13,550,000
  2015 4 45.8 568,500 $13,100,000
  2013 4 42.9 523,500 $13,200,000
  2010 4 45.4 559,900 $12,325,000
  2008 4 46.9 448,300 $14,400,000

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 1 4.7 737,400 $13,500,000
  2015 1 5.1 817,900 $14,000,000
1. Beasley closed on its purchase of WKLB Nov. 2016.
Greater Media also operated one Country HD station, according to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 7 36.3 649,200 $17,150,000
  2015 7 36.6 652,900 $18,700,000
  2013 6 42.5 471,100 $15,600,000
  2010 7 41.2 470,300 $14,975,000
  2008 6 39.1 415,100 $15,000,000

1 KILT/Houston (CBS Radio) $19,800,000
2 KKBQ/Houston (Cox) $19,525,000
3 WUSN/Chicago (CBS Radio) $16,500,000
4 KPLX/Dallas (Cumulus) $16,400,000
5 KEEY/Minneapolis (iHeartMedia)  $15,000,000
6 WXTU/Philadelphia (CBS Radio) $14,000,000
7 WKLB/Boston (Beasley) $13,500,000
8 WUBE/Cincinnati (Hubbard) $11,600,000
9 WPOC/Baltimore (iHeartMedia) $10,900,000
10 KSCS/Dallas (Cumulus) $10,725,000
11 WYCD/Detroit (CBS Radio) $10,600,000
12 KNIX/Phoenix (iHeartMedia) $10,500,000
13 WQDR/Raleigh (Curtis) $10,000,000
14 WQYK/Tampa (Beasley) $10,000,000

In 2016, 14 Country 

stations generated at least 

$10 million in revenues, 

according to BIA. 

COUNTRY RADIO’S 

MILLION MASTERS

COUNTRY RADIO’S 

MILLION MASTERSMILLION MASTERS

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

  CUMULUS  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
KBCY/Abilene, TX 6.3 7.4 177 187 $0.6 $0.6
WKAK/Albany, GA 3.0 5.3 132 161 $0.3 $0.3
WNUQ/Albany, GA NI 0.6 0.6 31 68 $0.3 $0.3
KBZU/Albuquerque NI 1.7 2.4 491 462 $0.3 $0.3
KRST/Albuquerque 3.7 3.5 753 721 $1.9 $2.7
WCTO/Allentown 10.5 10.0 1,279 1,311 $4.9 $5.2
KARX/Amarillo, TX NI 1 2.0     -- 152  -- $0.3   --
KPUR/Amarillo, TX 1.7 1.1 93 84 $0.2 $0.2
WWWW/Ann Arbor, MI 4.6 7.7 299 348 $2.4 $2.4
WPKR/Appleton, WI 1.7 2.3 246 222 $0.9 $1.0
WKHX/Atlanta* 4.1 3.9 5,701 6,385 $7.5 $7.6
KAYD/Beaumont, TX 2.7 1.6 231 181 $0.5 $0.6
WZRR/Birmingham NI 2  -- 1.6  -- 513  -- $0.4
WBWN/Bloomington, IL 6.9 7.5 232 257 $1.2 $1.4
KIZN/Boise  2.3 2.6 466 400 $1.2 $1.2
KQFC/Boise  2.1 2.4 321 314 $0.7 $0.6
WIWF/Charleston, SC 3.2 3.7 574 589 $0.5 $0.6
WNNF/Cincinnati 2.4 2.4 2,582 2,635 $1.0 $1.0
KATC/Colorado Springs 4.4 5.0 662 612 $1.6 $1.8
KBBM/Columbia, MO 0.7 1.4 61 82 $0.4 $0.3
WOMG/Columbia, SC NI 3  -- 1.2  -- 314  -- $0.3
KPLX/Dallas*  5.7 5.0 12,282 11,320 $16.4 $17.1
KSCS/Dallas*  3.4 2.9 9,496 8,117 $10.7 $12.9
KHKI/Des Moines 5.4 5.6 976 1,068 $2.8 $2.8
KJJY/Des Moines NI 4.0 3.6 835 764 $1.2 $1.4
WDRQ/Detroit* 3.3 2.6 5,051 4,455 $1.3 $1.2
WMIM/Detroit  0.0 0.1 188 267 $0.5 $0.5
WXTA/Erie, PA  4.5 6.5 284 392 $0.8 $0.8
KAMO/Fayetteville, AR 1.8 0.8 163 110 $0.1 $0.2
WFBE/Flint, MI  4.3 4.3 377 355 $0.9 $1.2
KLSZ/Ft. Smith, AR NI 0.6 0.7 73 68 $0.5 $0.1
KOMS/Ft. Smith, AR+ 9.0 7.8 418 406 $0.6 $0.6
KRMW/Ft. Smith, AR 0.0 0.0 0 0 $0.4 $0.1
WYZB/Ft. Walton Beach, FL 2.1 3.1 139 176 $0.3 $0.3
KSKS/Fresno  3.9 4.5 880 912 $2.7 $3.2
WTNR/Grand Rapids 2.6 3.2 725 779 $1.0 $1.0
WPCK/Green Bay 1.5 1.8 126 130 $0.2 $0.3
WZCY/Harrisburg 2.0 1.9 321 339 $0.7 $0.7
WWFF/Huntsville, AL NI 1.5 1.7 147 na $0.2 $0.2
WFMS/Indianapolis* 6.3 5.1 3,106 3,283 $3.4 $3.6
WKOS/Johnson City, TN NI 0.9 0.6 124 85 $0.1 $0.1
WIVK/Knoxville 12.2 13.8 1,453 2,008 $6.7 $7.5
KXKC/Lafayette, LA 3.2 3.9 571 550 $0.7 $0.8
KQLK/Lake Charles, LA NI 1.6 2.8 135 156 $0.3 $0.3
KYKZ/Lake Charles, LA 7.4 7.8 312 335 $1.8 $2.0
WIOV-FM/Lancaster, PA 6.6 7.6 610 691 $3.4 $3.2
WLXX/Lexington 4.0 3.5 495 534 $1.1 $1.1
WVLK/Lexington NI 0.8 0.8 148 138 $0.1 $0.1
WDEN/Macon, GA 7.6 6.9 637 574 $1.9 $2.0
WHKR/Melbourne, FL 2.8 3.8 435 500 $1.1 $0.8
WGKX/Memphis* 4.4 4.5 1,823 1,767 $2.8 $3.3
KATM/Modesto, CA 9.6 8.4 832 832 $4.1 $4.0
WLWI-FM/Montgomery, AL 4.2 5.2 419 477 $1.5 $1.5
WMDH/Muncie, IN 9.7 10.4 289 326 $0.9 $1.1
WLAW/Muskegon, MI NI 1.9 3.6 95 120 $0.2 $0.2
WLFF/Myrtle Beach, SC 2.3 3.0 253 315 $0.3 $0.3
WKDF/Nashville* 3.5 4.2 2,348 2,594 $2.1 $2.6
WSM-FM/Nashville* NI 5.9 4.0 2,792 2,486 $2.2 $2.1
WRKN/New Orleans 1.5 1.0 626 526 $0.4 $0.4
WNSH/New York 1.8 2.0 10,664 9,580 $5.9 $6.2
KHAY/Oxnard, CA 3.6 5.5 418 411 $2.6 $2.6
KRRF/Oxnard, CA NI  4  -- 0.6  -- 74   -- $0.3
WXBM/Pensacola, FL 4.2 4.6 409 390 $1.1 $1.1
WFYR/Peoria, IL 4.8 3.9 332 334 $0.7 $0.8
KBUL/Reno, NV 4.7 5.3 660 568 $1.5 $1.6
KUBL/Salt Lake City* 4.9 4.2 3,355 3,112 $3.4 $3.2
KSJO/San Jose 5  -- 0.5  -- 1,396  -- $2.9
WJCL/Savannah, GA 3.8 2.8 335 316 $1.4 $1.3
WZAT/Savannah, GA NI 1.4 0.8 149 124 $0.1 $0.1
KRMD/Shreveport, LA 4.0 3.1 356 313 $1.0 $1.2
WKKO/Toledo, OH 9.1 8.3 937 986 $3.4 $3.8
KTOP/Topeka, KS NI 4.3 4.1 192 213 $0.3 $0.4
KIIM/Tucson  8.4 6.9 1,508 1,338 $4.4 $4.7
KLUR/Wichita Falls, TX 11.2 10.8 236 235 $0.8 $0.9
KOLI/Wichita Falls, TX 0.8 1.7 46 38 $0.1 $0.2
WSJR/Wilkes Barre 1.8 2.1 309 367 $0.2 $0.3
WORC/Worcester, MA NI 2.2 1.7 258 186 $0.5 $0.5
WQXK/Youngstown, OH 9.8 10.6 766 747 $3.1 $3.2

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

 ENTERCOM  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WPAW/Greensboro* 5.1 5.4 2,252 2,208 $2.5 $2.8
WDAF/Kansas City* 3.6 4.4 2,661 2,769 $3.8 $3.8
WLFP/Memphis* 2.9 3.0 1,161 1,025 $0.1 $1.0
KWJJ/Portland* 5.2 8.2 4,241 5,117 $6.3 $6.0
WBEE/Rochester, NY 8.3 8.1 1,705 1,665 $5.9 $6.0
KSOQ/San Diego* 0.0 0.0 0 0 $0.0 $0.0
KSON/San Diego* 4.7 5.3 4,074 4,648 $8.7 $9.0
KKWF/Seattle*  3.5 3.6 4,352 4,920 $6.0 $6.2
WGGY/Wilkes Barre 8.2 6.8 977 1,057 $2.8 $2.9
WGGI/Wilkes Barre 0.0 0.0 0 0 $0.0 $0.0

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

 FOREVER MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WFGY/Altoona, PA 16.1 18.8 291 346 $2.6 $2.4
WOGG/Pittsburgh* 1.0 1.6 1,135 952 $1.4 $1.4
WOGH/Pittsburgh-Wheeling* 2.3 3.7 116 117 $0.8 $0.9
WOGI/Pittsburgh* 1.7 1.0 1,135 1095 $1.3 $1.4
WINX/Salisbury, MD 0.0  -- 0  -- $0.8  --
WBGI/Wheeling, WV 5.5 6.0 153 188 $0.6 $0.6
WGTY/York  9.8 9.7 634 718 $3.1 $3.1
WHVR-AM/York+ 2.1 1.4 79 102 $0.2 $0.2

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

 HALL  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WOKO/Burlington, VT 16.2 15.3 856 744 $2.8 $2.8
WPCV/Lakeland 8.4 11.6 1,015 1,066 $4.2 $3.9
WCTY/New London, CT 10.2 11.6 445 475 $2.2 $2.1
WCTK/Providence* 7.6 7.3 3,459 3,400 $4.4 $4.3

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

 GREATER MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WKLB/Boston 1 4.7 5.1 7,374 8,179 $13.5 $14.0

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

 EW SCRIPPS  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WCYQ/Knoxville 3.7 3.8 568 651 $1.8 $2.0
WKTI/Milwaukee* 2.7 2.9 2,325 2,287 $2.8 $3.0
KTTS/Springfi eld, MO 10.9 11.2 812 888 $4.0 $4.3
KVOO/Tulsa  4.1 3.8 989 918 $2.9 $3.1
KXBL/Tulsa+  4.6 4.2 818 733 $2.0 $2.0
KFDI/Wichita  9.1 9.4 870 929 $3.3 $3.9
KFTI-AM/Wichita+  1.2 1.3 110 123 $0.4 $0.5 

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 82 297.4 8,539,700 $136,340,000
  2015 86 316.6 8,555,270 $152,240,000
  2013 70 330.3 7,959,700 $161,904,000
  2010 52 300.2 3,323,000 $85,752,000
  2008 52 297.7 3,196,700 $107,000,000  
1. KARX to Country Feb. 2016. 2. WZRR to Talk May 2016. 3. WOMG to Classic Hits July 2016.
4. KRRF to Classic Hip Hop May 2016. 5. KSJO dropped Country March 2016.
Country outlets operated by Cumulus included eight stations in non-rated markets, four HD stations and one 
translator, according to BIA.

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

COX  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015
WHKO/Dayton 11.3 12.0 1,734 2,066 $6.9 $6.9 
KKBQ/Houston* 4.6 5.3 9,782 11,196 $19.5 $22.0
KTHT/Houston*+ 2.9 2.6 5,278 5,294 $0.7 $0.8
WWKA/Orlando* 4.9 4.7 2,514 2,829 $7.1 $9.5
KCYY/San Antonio* 7.4 6.8 6,128 6,325 $8.1 $7.3
KKYX-AM/San Antonio*+ 1.3 2.3 1,313 1,329 $0.3 $0.3 
KWEN/Tulsa 5.9 6.9 1,176 1,175 $4.3 $4.3 

         
         
   
                 

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 4 7.0 355,600 $10,125,000
  2015 4 7.8 352,300 $10,500,000
  2013 2 9.5 305,800 $10,800,000
  2012 2 7.0 325,700 $11,400,000
  2011 3 8.4 349,300 $10,500,000
Country outlets operated by Curtis Media included two stations in non-rated markets and fi ve Country transla-
tors, according to BIA.

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

 CURTIS MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WPCM-AM/Greensboro* 0.2 0.1 135 105 $0.1 $0.1
WQDR/Raleigh* 6.8 7.7 3,421 3,418 $10.0 $10.4

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 9 16.2 1,085,700 $19,400,000
  2015 9 14.8 1,255,900 $19,100,000
  2013 3 15.4 1,074,500 $20,300,000
  2010 3 14.8 1,221,400 $19,150,000
  2008 3 13.5 705,700 $22.050,000
Country outlets operated by Hubbard included six stations in non-rated markets and three HD stations, accord-
ing to BIA. 

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

 HUBBARD  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WUBE/Cincinnati* 9.3 8.4 4,684 5,334 $11.6 $10.8
WYGY/Cincinnati* 1.1 1.7 1,290 2,035 $1.3 $1.3
WIL/St. Louis*  5.8 4.7 4,883 5,190 $6.5 $7.0
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TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 2 8.5 535,600 $10,600,000
  2015 2 8.3 506,100 $10,600,000
  2014 2 11.8 633,800 $11,300,000

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

 MGTF MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
KBEQ/Kansas City* 3.8 3.8 2,504 2,629 $4.8 $4.6
KFKF/Kansas City* 4.7 4.5 2,852 2,432 $5.8 $6.0

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

 MIDWEST COMMUNICATIONS Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WNCY/Appleton, WI 11.8 10.2 775 720 $5.2 $5.6
WGEE/Appleton, WI+  4.4 4.6 282 382 $1.8 $1.6
KDKE/Duluth, MN+ 8.0 7.9 253 317 $0.6 $0.4
KTCO/Duluth  6.0 4.8 225 223 $0.5 $0.4
WLFW/Evansville, IN  5.2 4.0 316 252 $1.0 $1.0
KVOX/Fargo  6.3 5.1 269 312 $1.9 $1.9
WDKF/Green Bay, WI+ 0.0 0.0 0 0 $0.0 $0.0
WNWN/Kalamazoo, MI 2.8 2.2 141 131 $0.7 $0.7
WDKW/Knoxville+ 2.9 2.4 477 385 $1.0 $1.0
WWDK/Lansing, MI+ 3.1 3.3 242 286 $0.9 $0.9
WBFM/Sheboygan, WI 7.8 9.4 159 199 $0.7 $0.7
KTWB/Sioux Falls, SD 11.3 na 440 na $2.2 $1.1
WDKE/Terre Haute, IN+1 4.6 5.9 137 160 $0.4 $0.4
WDWQ/Terre Haute, IN+ 7.6 8.5 253 316 $0.5 $0.4
WDEZ/Wausau, WI 7.8 10.9 547 599 $1.5 $1.5

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

 SAGA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WSIG/Harrisonburg, VA+ 11.0 9.6 152 154 $1.0 $0.9
KDXY/Jonesboro, AR 15.2 14.8 424 416 $1.5 $1.4
WPOR/Portland, ME 5.8 6.8 743 762 $2.4 $2.3
WNAX/Sioux City, IA 3.5 1.8 78 58 $0.7 $0.7

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

 SUMMIT MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WZZK/Birmingham 6.2 6.3 1,403 1,520 $5.9 $5.9
WQNU/Louisville 2.9 3.3 1,133 1,090 $2.5 $2.5
WRKA/Louisville 2.7 2.9 874 845 $0.2 $0.2
WKHK/Richmond 5.5 6.0 1,379 1,655 $6.4 $6.8

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

TOWNSQUARE MEDIA Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
KEAN/Abilene, TX 6.3 10.1 218 265 $0.9 $0.8
KSLI-AM/Abilene, TX 0.7 1.3 16 32 $0.1 $0.1
WGNA/Albany, NY 6.4 6.4 1,148 1,192 $5.5 $5.6
KATP/Amarillo, TX 5.5 5.7 295 332 $0.5 $0.5
WPUR/Atlantic City, NJ 6.9 4.2 414 350 $1.5 $1.7
WEBB/Augusta, ME 7.7 7.3 189 196 $0.9 $0.8
WQCB/Bangor, ME 10.7 15.0 390 414 $2.1 $2.1
KCTR/Billings, MT 8.7 11.8 227 253 $1.6 $1.6
WHWK/Binghamton, NY 11.6 12.2 467 462 $2.2 $2.1
KUSB/Bismarck, ND 4.8 4.8 136 140 $0.7 $0.7
KAWO/Boise, ID 3.6 2.8 537 417 $1.6 $1.6
WYRK/Buffalo  9.6 11.1 1,857 1,955 $7.7 $7.8
KHAK/Cedar Rapids, IA 10.2 12.6 407 364 $3.7 $3.7
KLEN/Cheyenne, WY 3.4 4.0 43 66 $0.1 $0.1
WDBY/Danbury, CT 4.3 4.3 204 211 $1.0 $1.0
KKCB/Duluth, MN 6.0 6.6 265 276 $0.6 $0.8
WKDQ/Evansville, IN 10.5 7.2 583 463 $2.1 $2.1
WLCO-AM/Flint, MI 0.0 0.0 0 0 $0.1 $0.1
KUAD/Ft. Collins, CO 6.2 7.6 459 699 $3.6 $3.6
KEKB/Grand Junction, CO 7.6 7.3 200 217 $0.6 $0.6
KUSJ/Killeen-Temple, TX 5.1 4.6 380 384 $1.1 $1.1
KMDL/Lafayette, LA 7.6 9.8 1,002 1,030 $2.1 $2.1
KNGT/Lake Charles, LA 4.8 6.1 242 220 $0.8 $0.8
WITL/Lansing, MI 6.6 11.8 628 780 $3.1 $3.1
KQBR/Lubbock, TX 4.4 4.6 363 323 $0.6 $0.6
WZAD/Newburgh-Middletown, NY  1.8 0.0 154 0 $0.4 $0.4
KNFM/Odessa-Midland, TX 4.0 4.9 291 251 $1.1 $1.2
WPKQ/Portland, ME 0.8 1.4 146 234 $0.6 $0.6
WOKQ/Portsmouth, NH 7.5 8.9 718 762 $4.1 $4.2
WKXP/Poughkeepsie, NY 3.0 2.3 175 166 $0.8 $0.8
KBOB-AM/Quad Cities, IA-IL 1.2 0.6 38 52 $0.1 $0.2
KQCS/Quad Cities, IA-IL 1  -- 1.9  -- 166  -- $0.8
KWWK/Rochester, MN 5.9 9.7 245 313 $1.6 $1.5
WXXQ/Rockford, IL 5.8 8.0 424 482 $1.9 $2.0
KGKL/San Angelo, TX 7.3 6.3 132 135 $0.6 $0.6
KKCN/San Angelo, TX 1.8 1.8 49 43 $0.4 $0.4
KXKS/Shreveport, LA 3.8 3.1 332 320 $1.3 $1.4
KIKN/Sioux Falls, SD 2 2.8   -- 167   -- $2.0 $2.2
KXRB/Sioux Falls, SD 2 4.4   -- 110   -- $0.9 $0.7
KKYR/Texarkana, TX-AR 10.5 11.4 290 262 $1.4 $1.5
KORD/Tri-Cities, WA 6.3 6.1 282 241 $1.1 $1.1
WFFN/Tuscaloosa, AL 4.1 4.5 203 228 $0.6 $0.7
WTBC/Tucaloosa, AL 3 1.0   -- 42   -- $0.6   --
KEZJ/Twin Falls, ID 11.0 12.1 235 266 $0.9 $0.9
KNUE/Tyler-Longview, TX 6.4 6.7 409 509 $1.7 $1.6
WFRG/Utica, NY 12.6 12.6 597 640 $1.7 $1.7
KWFS/Wichita Falls, TX 8.0 8.3 187 197 $0.4 $0.4
KDBL/Yakima, WA 4.8 2.9 226 206 $0.4 $0.5

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

 IHEARTMEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WOBB/Albany, GA 5.4 7.7 161 219 $0.4 $0.4
KBQI/Albuquerque 4.2 3.2 755 696 $1.2 $1.1
KASH/Anchorage, AK 4.4 4.3 253 281 $1.1 $1.1
WKSF/Asheville, NC 13.6 17.6 657 765 $4.2 $4.2
WUBL/Atlanta* 3.7 3.9 6,091 6,493 $9.0 $9.2
WLUB/Augusta, GA 1 3.7 3.5 386 465 $1.1 $1.2
KASE/Austin*  4.7 5.0 2,977 3,315 $6.4 $6.4
KVET-FM/Austin* 6.2 5.8 3,338 3,151 $5.6 $5.6
WPOC/Baltimore* 7.1 7.1 4,581 4,922 $10.9 $11.6
WYNK/Baton Rouge 4.4 4.4 826 820 $2.2 $2.3
KYKR/Beaumont, TX 6.2 6.1 521 432 $1.1 $1.3
WKNN/Biloxi, MS 5.7 4.9 432 389 $0.9 $0.9
WBBI/Binghamton, NY 1.7 1.7 142 142 $0.1 $0.1
WINR-AM/Binghamton, NY+ 1.3 2.6 74 91 $0.1 $0.1
WDXB/Birmingham 4.6 3.8 995 1,137 $1.4 $1.5
KBMR-AM/Bismarck, ND 7.9 10.4 111 129 $0.5 $0.5
KQDY/Bismarck, ND 7.1 8.8 200 224 $1.2 $1.2
WBWL/Boston  2.5 2.1 4,655 4,922 $4.5 $3.7
WYNR/Brunswick, GA 5.8 10.0 134 159 $0.7 $0.8
KAGG/Bryan, TX 2.8 5.3 194 318 $0.5 $0.5
KMJM-AM/Cedar Rapids, IA 0.5 1.0 27 37 $0.2 $0.2
KKSY/Cedar Rapids, IA 4.8 6.3 201 222 $1.0 $0.9
WEZL/Charleston, SC 4.0 4.4 718 741 $1.8 $2.0
WKKT/Charlotte* 5.2 8.4 3,985 4,796 $7.7 $7.5
WUSY/Chattanooga, TN 12.4 11.2 1,427 1,273 $4.8 $5.0
KOLT/Cheyenne, WY 2 5.7 6.9 92 118 $0.4 $0.4
WEBG/Chicago 2.3 1.9 8,164 7,571 $3.6 $3.2
WGAR/Cleveland* 8.0 6.9 4,304 4,214 $7.6 $7.8
KCCY/Colorado Springs 5.7 4.8 684 697 $2.0 $2.1
WCOS/Columbia, SC 5.6 6.9 906 877 $3.5 $3.3
WHAL-AM/Columbus, GA 1.6 0.0 88 0 $0.2 $0.2
WSTH/Columbus, GA 2.7 4.2 183 179 $0.6 $0.6
WCOL/Columbus, OH* 10.5 9.3 4,126 4,230 $9.4 $9.4
KRYS/Corpus Christi, TX 7.2 8.3 796 826 $1.2 $1.3
WIZE-AM/Dayton 0.0 0.0 0 0 $0.0 $0.0
WATQ/Eau Claire, WI+ 6.0 7.7 189 215 $0.6 $0.5
WQRB/Eau Claire, WI 9.0 7.7 296 267 $1.7 $1.7
KHEY/El Paso  5.4 6.8 1,005 1,089 $1.4 $1.4
KKIX/Fayetteville, AR 10.6 9.5 713 757 $2.3 $2.4
WEGX/Florence, SC 8.0 8.1 297 295 $0.9 $0.9
KHGE/Fresno  3.4 2.6 566 517 $1.1 $1.2
KIIX-AM/Ft. Collins, CO 0.0 0.0 0 0 $0.2 $0.1
KXBG/Ft. Collins, CO 2.7 2.6 327 331 $0.7 $0.7
WCKT/Ft. Myers 2.1 3.6 600 802 $1.2 $1.2
WAVW/Ft. Pierce 4.1 5.9 603 630 $2.0 $2.0
KMAG/Ft. Smith, AR 9.0 8.8 641 563 $0.6 $0.6
KSNR/Grand Forks, ND-MN 7.3 5.3 148 125 $0.4 $0.4
WBCT/Grand Rapids 8.4 7.5 1,313 1,490 $4.4 $4.5
WTQR/Greensboro* 5.8 7.6 2,669 2,923 $3.1 $3.0
WESC/Greenville, SC 5.0 6.1 1,194 1,369 $3.2 $3.3
WSSL/Greenville, SC 6.3 8.0 1,471 1,615 $3.4 $3.5
WRBT/Harrisburg 5.8 5.3 652 818 $3.1 $3.2
WKCY/Harrisonburg, VA 8.3 13.2 225 263 $2.0 $2.0
WWYZ/Hartford* 9.0 7.6 2,590 2,425 $6.7 $6.6
WTCR/Huntington, WV-KY 9.5 10.3 653 556 $2.0 $2.0
WDRM/Huntsville, AL 10.3 10.5 871 964 $4.0 $4.2
WUBG/Indianapolis 3   -- 0.9   -- 921   -- $1.0
WMSI/Jackson, MS 4.0 4.8 424 572 $2.5 $2.5
WQIK/Jacksonville* 7.0 9.1 2,557 2,719 $5.2 $4.7
KWNR/Las Vegas* 4.5 3.9 2,332 1,818 $2.9 $2.5
WBUL/Lexington 9.5 8.6 1,227 1,108 $3.1 $3.3
WIMT/Lima, OH 16.8 15.8 505 495 $1.7 $1.6
KMJX/Little Rock+ 6.0 5.2 716 659 $1.9 $2.0
KSSN/Little Rock 6.7 7.2 768 857 $4.8 $5.0
WAMZ/Louisville 7.4 6.8 1,543 1,755 $6.2 $6.4
WIHB-AM/Macon, GA+ 1.6 0.5 178 na $0.2 $0.0
WIHB/Macon, GA 2.1 1.2 290 215 $0.3 $0.4
WMAD/Madison 3.8 3.2 472 486 $1.7 $1.7
KTEX/McAllen  8.8 9.1 1,857 2,061 $3.2 $3.2
WMIL/Milwaukee* 6.0 6.5 3,398 3,496 $9.1 $9.5
KEEY/Minneapolis* 5.4 7.3 6,236 6,762 $15.0 $15.5
WKSJ/Mobile  7.7 6.5 587 915 $4.3 $4.6
KOSO/Modesto, CA 4 0.6  -- 191  -- $1.3  --
KTOM/Monterey 3.2 3.6 456 472 $0.8 $0.8
WMUS/Muskegon, MI 8.9 8.4 255 257 $1.2 $1.2
WGTR/Myrtle Beach, SC 6.9 6.8 484 503 $1.1 $1.1
WSIX/Nashville* 4.4 5.1 2,483 2,596 $3.5 $3.5
WRWB/Newburgh-Middleton, NY 0.0 0.0 0 0 $0.3 $0.3
WNOE/New Orleans 4.5 5.0 1,513 1,599 $4.3 $4.3
KTST/Oklahoma City 4.3 5.4 1,534 1,560 $4.7 $4.9
KXXY/Oklahoma City+ 3.1 4.4 1,043 1,348 $1.9 $2.0
KXKT/Omaha  7.9 7.5 1,146 992 $5.3 $5.3
KFFF/Omaha  3.5 3.2 554 511 $1.0 $1.0
WPAP/Panama City, FL 8.2 11.0 262 280 $1.0 $1.0
WNUS/Parkersburg, WV 11.9 11.2 305 327 $0.7 $0.6
KNIX/Phoenix* 3.9 4.4 6,397 5,665 $10.5 $11.0
WPGB/Pittsburgh* 4.1 2.6 2,634 2,641 $3.9 $3.9
WMYF-AM/Portsmouth, NH 5   -- 0.0   -- 0   -- $0.0
WTBU/Portsmouth, NH 1.3 1.1 169 125 $0.3 $0.4
WRWD/Poughkeepsie, NY 4.4 5.8 281 285 $2.4 $2.3
WLLR/Quad Cities, IA-IL 17.1 15.5 935 798 $3.4 $3.3
WNCB/Raleigh* 3.3 3.4 2,238 2,014 $3.3 $3.2
WYYD/Roanoke, VA 4.9 4.3 508 472 $1.4 $1.3
KMFX/Rochester, MN 5.9 5.7 228 268 $1.1 $1.1
WNBL/Rochester, NY 0.5 0.5 170 158 $0.2 $0.1
KBEB/Sacramento* 3.3 2.8 2,154 1,919 $3.5 $3.5
WWFG/Salisbury, MD 7.1 7.9 600 631 $1.7 $1.8
KAJA/San Antonio* 5.7 6.5 5,279 5,690 $9.3 $8.5
KRPT/San Antonio*+ 0.4 0.8 733 772 $0.8 $0.8
WCTQ/Sarasota 3.5 3.9 490 683 $1.5 $1.5
KIIX/Spokane  1.0 2.6 437 383 $0.8 $0.8
WRNX/Springfi eld, MA 5.0 4.3 601 544 $1.0 $0.9
KSWF/Springfi eld, MO 5.3 6.1 467 525 $1.5 $1.3
KSD/St. Louis*  3.8 3.8 4,514 5,069 $4.4 $4.7
WBLJ/Sunbury, PA 0.0 0.0 0 0 $0.0 $0.0
WBBS/Syracuse 10.9 9.9 1,229 1,165 $5.4 $5.3
WTNT/Tallahassee, FL 4.7 7.2 315 369 $1.6 $1.5
WFUS/Tampa*  4.6 5.1 4,499 4,774 $5.8 $5.8
WCKY/Toledo  1.5 1.8 268 277 $1.0 $1.1
KYWD/Tucson  1.6 1.0 362 341 $1.3 $1.4
KTGX/Tulsa  2.4 3.1 620 737 $1.5 $1.6
WTXT/Tuscaloosa, AL 5.7 5.0 245 269 $0.7 $0.7
WACO/Waco, TX 12.3 9.6 464 401 $1.8 $1.8
WMZQ/Washington, DC* 3.1 3.6 4,803 6,208 $9.7 $9.6
WOVK/Wheeling, WV 11.7 16.4 345 407 $1.0 $1.0
KZSN/Wichita  6.7 5.4 622 760 $2.5 $2.7
WBYL/Williamsport, PA 3.1 5.0 117 129 $0.4 $0.3
WDSD/Wilmington, DE 3.4 3.8 583 536 $2.2 $2.1
WUSQ/Winchester, VA 15.1 16.6 460 495 $2.5 $2.5
WBBG/Youngstown,OH 6 3.6   -- 371   -- $0.9   --

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

 ENTERCOM  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WPAW/Greensboro* 5.1 5.4 2,252 2,208 $2.5 $2.8
WDAF/Kansas City* 3.6 4.4 2,661 2,769 $3.8 $3.8
WLFP/Memphis* 2.9 3.0 1,161 1,025 $0.1 $1.0
KWJJ/Portland* 5.2 8.2 4,241 5,117 $6.3 $6.0
WBEE/Rochester, NY 8.3 8.1 1,705 1,665 $5.9 $6.0
KSOQ/San Diego* 0.0 0.0 0 0 $0.0 $0.0
KSON/San Diego* 4.7 5.3 4,074 4,648 $8.7 $9.0
KKWF/Seattle*  3.5 3.6 4,352 4,920 $6.0 $6.2
WGGY/Wilkes Barre 8.2 6.8 977 1,057 $2.8 $2.9
WGGI/Wilkes Barre 0.0 0.0 0 0 $0.0 $0.0

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

 FOREVER MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WFGY/Altoona, PA 16.1 18.8 291 346 $2.6 $2.4
WOGG/Pittsburgh* 1.0 1.6 1,135 952 $1.4 $1.4
WOGH/Pittsburgh-Wheeling* 2.3 3.7 116 117 $0.8 $0.9
WOGI/Pittsburgh* 1.7 1.0 1,135 1095 $1.3 $1.4
WINX/Salisbury, MD 0.0  -- 0  -- $0.8  --
WBGI/Wheeling, WV 5.5 6.0 153 188 $0.6 $0.6
WGTY/York  9.8 9.7 634 718 $3.1 $3.1
WHVR-AM/York+ 2.1 1.4 79 102 $0.2 $0.2

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

 HALL  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WOKO/Burlington, VT 16.2 15.3 856 744 $2.8 $2.8
WPCV/Lakeland 8.4 11.6 1,015 1,066 $4.2 $3.9
WCTY/New London, CT 10.2 11.6 445 475 $2.2 $2.1
WCTK/Providence* 7.6 7.3 3,459 3,400 $4.4 $4.3

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

 GREATER MEDIA  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WKLB/Boston 1 4.7 5.1 7,374 8,179 $13.5 $14.0

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

 EW SCRIPPS  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WCYQ/Knoxville 3.7 3.8 568 651 $1.8 $2.0
WKTI/Milwaukee* 2.7 2.9 2,325 2,287 $2.8 $3.0
KTTS/Springfi eld, MO 10.9 11.2 812 888 $4.0 $4.3
KVOO/Tulsa  4.1 3.8 989 918 $2.9 $3.1
KXBL/Tulsa+  4.6 4.2 818 733 $2.0 $2.0
KFDI/Wichita  9.1 9.4 870 929 $3.3 $3.9
KFTI-AM/Wichita+  1.2 1.3 110 123 $0.4 $0.5 

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 16 89.6 451,600 $18,222,000
  2015 16 79.2 428,200 $17,580,000
  2014 14 69.8 397,800 $16,300,000
  2013 11 57.6 291,700 $12,705,000
1. MWC sold WDKE following the Jan. 2017 purchase of WTHI/Terre Haute, IN.
Counry otulets operated by MWC included one station in a non-rated market and three translators, according 
to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 13 35.5 139,700 $17,500,000
  2015 13 46.7 185,500 $16,400,000
  2013 12 43.7 193,000 $15,010,000
  2010 12 40.8 238,900 $14,350,000
  2008 10 56.5 159,100 $14,100,000
The 2015-2016 share and cume disparities are partly the result of Champaign, IL no longer being a rated market.
Country outlets operated by Saga included nine stations in non-rated markets, four HD stations and nine trans-
lators, according to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 4 17.3 478,900 $14,950,000
  2015 4 18.5 511,000 $15,375,000
  2014 4 22.8 523,400 $16,375,000
  2013 4 23.9 525,200 $16,400,000
SummitMedia also operated one Country translator, according to BIA.

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 68 274.0 1,612,200 $78,315,000
  2015 69 292.7 1,651,400 $80,415,000
  2013 66 313.3 1,498,700 $83,871,000
  2011 45 309.6 1,347,700 $49,144,000
  2010 35 247.3 1,252,600 $45,865,000
1. KQCS to Classic Hits Sept. 2016 2. Sioux Falls is now a rated market. 3. Townsquare bought WTBC in July 2016.
Country stations also owned by Townsquare include 21 stations in non-rated markets, one HD station and four 
translators, according to BIA.

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

 HUBBARD  Fa ‘16 Fa ‘15 Fa ‘16 Fa ‘15 2016 2015 
WUBE/Cincinnati* 9.3 8.4 4,684 5,334 $11.6 $10.8
WYGY/Cincinnati* 1.1 1.7 1,290 2,035 $1.3 $1.3
WIL/St. Louis*  5.8 4.7 4,883 5,190 $6.5 $7.0

TOTALS Year No. Stations Fall Shares 12+ Cume Revenue   
  2016 140 650.8 14,766,100 $327,050,000
  2015 141 696.9 15,408,100 $331,585,000
  2013 123 705.6 13,147,200 $308,285,000
  2010 122 692.7 14,380,900 $294,980,000
  2008 125 657.2 11,078,700 $376,670,000
1. WSCG calls to WLUB, Apr. 2016. 2. KOLZ calls to KOLT, Mar. 2016. 3. WUBG dropped Country Oct. 2016. 4. 
KOSO went Country July 2016. 5. WMYF-AM went dark Dec. 2016. 6. WBBG fl ipped Country Apr. 2016. 
Country outlets operated by iHeartMedia included 22 stations in non-rated markets, 62 HD stations and 16 transla-
tors, according to BIA.
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RANDY GOODMAN

THE INTERVIEW

Opening Up

Two years ago, Randy Goodman went home. After 16 years 
with RCA, 13 with Disney’s Lyric Street and fi ve years 

away from the label world, Goodman joined Sony/Nashville 
as Chairman/CEO in July of 2015. The man who walked 
through the company’s doors is not the same one who left 
all those years ago. As he tells it, he is more experienced, 
more philosophical and more open – on many levels. 
And the team he’s leading is working hard to tell a
story worthy of the company’s legacy.

CA: Where are we with the record label business model? Is streaming saving the day? Where is radio’s 
place as revenue shifts that direction?
RG: There’s no doubt about the importance of radio play, primarily terrestrial, but also very sig-
nifi cantly supported by satellite. When you look at streaming, ticket sales and consumption, this 
business is still about a unique and compelling song delivered to critical mass at Country radio, 
whatever that may mean. That’s driving everything. 
 There was a lot of hope and maybe even expectation that streaming could be introductory or a 
driver. It has those elements, particularly for new artists. But when you’re talking about scale and 
hitting a massive audience over and over again – reach and frequency – the funny thing is the 
model’s pretty much the way it’s always been.

How is that working out?
The problem for record companies is streaming is a part of consumption now, but 
[country] streaming hasn’t scaled. We’ve historically been a 10%-plus part of the over-
all business, but looking at the latest quarter we’re approximating maybe 6%. So we 
haven’t scaled at the level that hip-hop and pop have. That puts enormous pressure 
on revenues because physical and digital continue to decline, though they are still 
substantial. Meanwhile, the cost of doing business hasn’t really declined. You might 
offset it with less account spending than we used to do.
 Other elements include some of the artist deals you have to make when you’re down 
to Universal, Sony, Big Machine and Warner Bros. When the next act comes along, 
everybody’s on it and the situation becomes very competitive. We’re doing the work we’ve 
always done. The costs are still what they are. But the pressure is on revenue as we wait for 
streaming to scale. Ideally the transition from ownership to renting is going to catch up pretty 
soon and relieve some of that. And Sony/Nashville has some challenges in terms of where the label 
has been over the last several years. We’re playing catch-up in a lot of competitive ways, which makes it 
more diffi cult. 

Is dealing with a streaming partner more like dealing with a retail account or is it more like a radio or a 
media partner?
Yes. It’s a mix because you’re dealing with playlisting, which still has an element of gut on the part of 
the editor. When I worked retail accounts they’d ask about radio, marketing and touring. Those answers 
would drive what they might buy. But very rarely would they say, “I don’t like that record. I’m not going 
to rack it.” With the streaming accounts there are individual, subjective calls being made, which has more 
of a radio or media aspect to it. Some of the services in broader businesses look at it in a more classical 
account kind of way. What’s exciting is these platforms understand they’re still trying to build their base 
with the consumer. They’re actually putting consumer-facing marketing dollars into that.

What’s the revenue breakdown for labels in terms of physical sales, digital sales, streaming and 360 revenue?
The 360 model puts us in the same business as the artists we have those deal with, meaning singles aren’t 
chosen solely to drive consumption, but also to build the brand and help sell tickets. With our developing 
artists, we’re talking about the same things more than we do with those who’ve been around for a long time. 
Superstars are thinking, “I need hits and almost don’t care if this is a sticky record or whether it drives con-
sumption. I need a hit so I can sell tickets.” Having those conversations and getting to a win-win is a different 
dynamic. With [360] artists you’re in the same business from day one. 
 I would suspect some of the artists [Universal] is having great success with and maybe Big Machine as well are 
in participation deals. If so, that’s some pretty big money. And until streaming kicks in, ancillary rights could be 
what really drives [profi t]. It’s almost like traditional revenue [sources] and traditional costs offset each other. So 
the net will be what you make from building a brand.
 That puts Sony behind the eight ball because nothing has really broken through in the past several years. Job 
one has been getting the artist development cycle back on. We’ve got to get them started fi rst in the classical 
sense so they can start making money in this new model and we’ll see that revenue. From a competitive 
perspective, we’re still behind, so our batting average has to be at an all-star level. That’s an incredible 
amount of pressure when you see the chart churn every single week.
 Meanwhile, you still have the superstar and established acts who are so much a part of your busi-
ness, so you still have to dig in on that. It’s an interesting dynamic because you’re doing something in 
a bit more classical way with some acts and you’re doing something in a more new way with some of 
the newer artists. But it all goes back to having a unique and compelling artist singing a unique and 
compelling song delivered to critical mass. The metrics will then tell us if we have something. 

Beyond kick-starting the artist development cycle, what are the other challenges you’ve been focused on?
Doing things in a more effective way. I’m always challenging the staff with, “What does the record company of the future look 
like? Are we moving in that direction or are we still mired in doing things as they’ve always been done because it’s easier?” I 
drive everybody crazy asking about what our goals are. Let’s agree with our artist and management partners on clear goals 
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and work toward them. What the strategy? What 
return does each opportunity offer? How does it drive 
consumption? How does it drive brand development? 
We have to lean into the future, which means leaning 
into streaming. Don’t forget the base, but be really 
clear about our goals.

What else?
The word on the street was Sony couldn’t break new 
artists. What that does over time is discourage great 
new artists from wanting to be at Sony. I got that and 
coming in found that to be no refl ection on [SVP/
A&R] Jim Catino and [Sr. Dir./A&R] Taylor Lindsey. 
They’re superstars. I just promoted Jim because on my 
third day here he brought me a CD with four songs 
by Maren Morris. I said, “Hell, yeah. Let’s go get this.” 
Part of that was a conversation with [Sony Music top 
execs] Doug Morris and Rob Stringer about how ag-
gressive we needed to be with our deals. The way you 
change the storyline is you have to have great artists 
who make great music. If that’s what you want, you 
have to go get it with every artillery piece you have. I 
was very clear about that to the folks in New York and 
they said, “Absolutely. Go do it.”

Aggressive means more favorable contract terms?
Yes, in the deal points. But also showing up and not 
being afraid to love something the fi rst time you hear it 
instead of wringing your hands and having interminable 
meetings. Jim and Taylor know that I trust them implic-
itly. Most of the time they’ll take the fi rst meeting, bring 
me in if it’s something that moves them and it’s very rare 
that 24 hours passes before we get the artist back in here 
in front of the rest of my senior leadership.

You were handed an executive structure to consider 
when you started, which you eventually embraced, and 
since then have turned over some of the top manage-
ment. What’s the executive fl owchart like at this point?
The executive team is Catino as head of A&R, Steve 
Hodges heading promotion, John Zarling over mar-
keting and new business, and Ken Robold as COO. 
His workstation is right next to mine and and our 
communication is fl uid and nonstop, as it needs to be. 
They have all areas reporting to them and, day-to-day, 
are really running things. We have an executive team 
meeting every Monday afternoon. Close the door. 
Robust dialogue. Challenge everybody. Challenge me. 
When we walk out, we’re all on the same page.
 Some might say that’s not a very diverse executive 
team, and that’s something we have to work on. At the 
same time, we have Angie Magill in business affairs. Rock 
star. Tracy Fleaner in creative services, Hannah Dudley 
who came over from London, Jen Way who joined from 
Universal and more. It’s a great mix of people.
 What’s also exciting is having Hodges bring Shane 
Allen on and promote Josh Easler and Lauren 
Thomas from within. Keith Gale leaving completely 
blindsided us, but what a gift to have Epic’s head of 
Pop promotion, Dennis Reese, say he wanted to come 
to Nashville and be a part of this. We had all the re-
gionals in recently and it was cool to have that whole 
side of the building fi lled. It was like the fl oor of the 
Stock Exchange.

Looking to the roster, obviously a huge signing with 
Tim McGraw and Faith Hill, but it probably had to 
hurt seeing Carrie Underwood leave.
Huge signing. And had to hurt. Yes. I’ve known Faith 
forever, didn’t really know Tim, but I’ve gotten to 
know him and love him. An exciting opportunity and 
goes back to being aggressive. They’ve got a big tour, a 
big project they’ve never done before, I’m rebuilding 

and I just had to go get it. 
 Carrie? Gosh, you look at the score sheet – four 
No. 1 singles and “Smoke Break” holds the Media-
base one-week adds record, so we did pretty well with 
promotion. She wanted to begin breaking through 
internationally, so we sent her over as the fi rst country 
artist to play the Apple Festival in London. We sent 
her back over several times and have a million-plus in 
consumption. We went to New York, brought people 
in from London to hear her vision. I don’t know what 
other box we could have checked.
 That was a really tough one. She had been through 
so much transition and turnover here and had a really 
strong pre-existing relationship with [Universal’s] 
Cindy Mabe and I get that. Maybe by the time I came 
in it was too little too late. She’s a badass and will con-
tinue to be that. She’s with an incredible organization, 
so I hope everything continues to go well. 
 It’s tough, too, because you start thinking you’re 
making inroads in changing the perception and then 
you take a big hit. “You’re the guy that lost Carrie 
Underwood?” Yeah, that’s me.

The rumor is Kenny Chesney’s deal is up.
It is up. That negotiation is in progress and, as I said 
before, I’m being aggressive. Kenny is a Sony artist 
through and through. He’s been here, his catalog is 
here and I’m confi dent we will continue in business 
with him. But hey, I get it. You’ve been with someone 
a long time and never really dated so, hey...

This new offi ce is a pretty fantastic workspace. How 
involved were you in that and what was the goal? Has 
it met your expectations?
My very fi rst week at Sony I noticed an architect’s 
meeting on my schedule. I was thinking to myself, 
“Please, God, let’s be demolishing [Sony’s former] 
building.” I appreciated the historical aspects to it, but 
it had been so chopped up we were living in cubby-
holes. It wasn’t collaborative at all and had no energy. 
My assistant Donna Duarte said, “Don’t you know? 
We’re moving.” 

 Ken and I sat in on one of the original design meet-
ings. Sony decided to get out of owning property to be 
more in the leasing space, and part of that was moving 
to an 80% open, 20% closed offi ce plan. I remember 
asking them to show me what it looks like with me and 
my [senior] staff in open workstations. New York came 
back with some caution and things they recommended. 
I called in my executive team and said, “In all this talk 
about culture and collaboration, it seems completely 
disingenuous to pull all our people out of offi ces and 
put them in workstations out in the middle of a room, 
but I’m going to have my corner offi ce and my door.”
 From an ego perspective, part of me was going, 
“Randy, don’t do this.” But the alternative destroys every-
thing we’d been talking about. Everybody agreed. When 
our operations head Andrew Stines showed this in a staff 
meeting he said, “As you’ll all see, we’ve gone further 
than what Sony asked us to. That’s Randy’s workstation.” 
It ends up being about 95% open. There’s only two 
people with full-time offi ces – business affairs and the 
CFO – because of the nature of the work they do. 

What was the adjustment like?
 Honestly, I was going, “Oh shit. What have I done?” 
But then we got over here and I don’t have the same 
workstation everyone else has because New York said, 
“Look, you’re the CEO. You’re going to need some 
kind of buffer and you’re going to need a retreat 
space because you’re going to be talking about stuff 
that nobody else needs to be hearing.” It took me 48 
hours before I realized if someone came to me and 
said we’re going back to offi ces, I’d say, “No way. Not 
me. I’m staying.” 
 Ken or I can be on the phone, call the other over 
and put the call on speaker. We can call someone over 
to look at something on the screen and work out in 
minutes what might have taken several hours to get 
a meeting scheduled and completed. It’s that classic 
notion of management by walking around. I see ev-
erybody on the staff three, four, fi ve, six, seven times a 
day. We’ve learned how to be respectful of each other. 
We’ve learned how to listen to music the right way. 
We’ve learned when to go into a phone booth and 
have the conversation or when it’s okay to have the 
conversation in the open. Of course this is the way you 
should work. I love it.

When we did that fi rst interview after you took the 
Sony job, you said something about jumping back on 
the autobahn. Has anything surprised you in making 
that jump?
As I said to Lon then, this was me coming back home 
in a lot of ways. There was a great deal of desire for 
me to add to the company legacy. After we have the 
staff at the Country Music Hall of Fame to hear the 
story of these labels I say to them, “In 20 years when 
someone is giving that presentation, they’ll either 
say, ‘In 2015 a new group of people took over and 
nothing changed.’ Or they’ll says, ‘In 2015, Sony/
Nashville experienced a renaissance.’” I know what I 
want them to say.
 This goes back to goals and aspirations. Leave this 
place better than we found it. Be a part of this legacy 
in a positive way. If that’s the goal then you’re jump-
ing back on the autobahn in the most badass car, in 
the perfect setting and with the best team. It’s a gift. I 
try to think of it that way every day. Being older maybe 
makes me more philosophical and maybe a better 
manager and leader. Maybe I can inspire people in a 
different way.

What’s something you see more philosophically than 
you did when you were starting Lyric Street?
Disney had no music group when I got there. There 
was no corporate record company environment. 
Even though we were breaking acts out of our little 
boutique label, I missed the engagement level with 
a global music company I’d had at RCA and BMG 
where all day long we thought about music. I wasn’t 
a stepchild to lunchboxes for Toy Story or a rounding 
error for all the other big businesses. I appreciated 
Disney, but I was never fully integrated. We were on 
an island.
 Coming back here felt more comfortable. Even 
thought it was the autobahn, I know this. I feel 
good about this. The philosophical part is I don’t 
lose my mind the way I used to about the way things 
work. I want to be more of a nurturing person. I 
want to be someone who’s going to grow and in-
spire people. I tried to do that to a certain degree at 
Lyric Street. But when you are building something 
absolutely from scratch, and Scott Borchetta would 
get it, that’s intense. Yes, we had corporate money, 
but you’re 2,000 miles and two time zones away. 
Great people at Disney, but when you’re in a global 
music company with its array of assets, there’s a 
greater comfort level.
 Being older now, hopefully I’ve got some wisdom 
I can impart. Maybe people look at me in a different 
way because of my experience and I try to honor that. 
Where before was me being more caught up in my 
own ego, now it’s just about, “I want this for all of us – 
our acts, this incredible team we’ve put together, and I 
want this for the Sony legacy.” 

You started at RCA in 1981 as a junior publicist. If you 
could go back and have a conversation with that guy, 
what would you say?
I would say, “To the degree that you can, try to be 
true to who you know you are. If something strikes 
you wrong or disingenuous, don’t do it because 
that’s how you’re seeing it done.” That has nothing 
to do with any particular person, it’s just that it’s 
about choices you make. Be a little more thoughtful. 
It’ll all work out if you’re honest and focused. That’s 
not to say I was lying or unfocused, I just learned 
some thing early on as a manager that never felt 
right. In my current role, perhaps I’m able to be who 
I am for better or worse – hopefully better. Maybe it’s 
just taken me this long to fi nally feel comfortable in 
my own record executive skin.        CAC

I want this for all of
us – our acts, this 

incredible team we’ve 
put together, and
I want this for the

Sony legacy.

“

”



SIZZLING SUMMER HITSSIZZLING SUMMER HITSSIZZLING SUMMER HITSSIZZLING SUMMER HITSSIZZLING SUMMER HITS

IMPACTING RADIO NOW
Over 5 Million Video Views the first week
Debuted #5 on SoundScan Top Country Digital Singles Chart

New Self-Titled album due November 3rd

GOD MADE A
WOMAN

"Seems to reflect an evolution for both the
country singer and the genre itself" - Rolling Stone Country

Over 1 million Spotify plays in first month
Music Video World Premiere – CMT
1 Million Video Views

New Album Due October 6th

Top 10 Single   -   RIAA CERTIFIED GOLD
42 Million STREAMS
Over 16 Million Video Views

Deluxe Album due August 4th

MY GIRL 
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