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BOB PITTMAN 
Clear Channel CEO 
December 2011

Radio is the most nimble 
business. It’s the most creative 
and the most competitive 
business I’ve ever been in, 
and that turns me on. Dur-
ing the time I’ve spent in 
TV, theme parks, real estate, 
Internet, etc., I’ve always said 
radio is the best training I’ve 
ever had. 

MIKE DUNGAN 
UMG/Nashville Chairman 
December 2014

There are too many artists, managers and label 
people in the world who think of radio as the enemy. 

I preach, and this company 
preaches, the exact opposite. 
Radio is not the enemy. They 
have jobs to do and we need 
to work together to help them 
accomplish their job and help 
them help you accomplish 
your goals at the same time. 
And the best way to do that is 
to give them killer music. But 
artists also have to show them 
that they’re a star. When you 
go to dinner, you can’t just 
become a wallfl ower and fall 

away. I’m not looking for the world’s most gregarious 
people, but you’re on from the minute you wake up in 
that hotel room in Des Moines until you lay your head 
back down on the pillow. 

SCOTT BORCHETTA
Big Machine President
December 2007
We broke even our fi rst year and we’re very black. 
We’re beautifully black ... Putting this together I 
did three projections – a disaster plan, a survival 
plan and an aggressive plan. Taylor has hit the ag-
gressive plan – touchdown. We absolutely planned 
for success. But did I write down that we’d be 
double-platinum? No. It hasn’t totally sunk in that 
she just won the CMA Horizon Award, the record’s 
double-platinum, she has a major tour for next year 
and her next 18 months are done. I’m just happy 
we were able to deliver for the artists and label staff-
ers who trusted we could do this. That’s the most 
gratifying thing. 

JOHN ESPOSITO 
Warner Music Nashville President 
CRS 2010

I hope the A&R and promotion departments 
have the deepest of relationships. I’ve said this to 
my A&R department and I’ve said it in front of 
the entire staff: If everybody is picking the single, 
I don’t know who to shoot. At the end of the day, 
your A&R department’s job is to be masterful at 
finding that artist and the song. I would hope 
they are partners and bring the promotion person 
down to say, “Hey, what do you think?” But what 
I’ve noticed is people can get wobbly and inde-
cisive if they’re starting to ask everybody to have 
input. When I talk about un-cluttering, I have a 
sense that’s not a unique trait that had been going 
on here, that single selection by committee had 
been an impediment in other places. I’m one who 
believes in conviction, and it starts there. That’s 
what A&R’s job is. 

SPOKEN     
WORD

A Decade 
Of Industry 
Leaders

From our fi rst, Toby Keith, 
to this issue’s discussion 
with Caroline Beasley,
The Interview has been 
Country Aircheck’s sig-
nature showcase for the 
top business operat ors in 
country music and Country 
radio. Here’s a look back 
at a handful of the most 
notable moments.
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JOE GALANTE & GERRY HOUSE
Sony Chairman, WSIX/Nashville Morning Man
December 2010
GH: I don’t want to be judgmental about the chang-
es going on. I get it; it’s a business. I don’t think 
there’s a fertile learning ground left for people who 
do what I do, but there may be some different thing. 
The PPM technology apparently stands for Persecu-
tion Per Minute (laughs). I’ve been told content has 
to be dynamic, brilliant, beautiful and funny every 
minute. And I think, “Well, I’m always trying to do 
that.” But it’s almost like there’s no room for error 
anymore; you don’t get the chance to bomb a few 
times. You get an EKG of your activity that day, and if 
it wasn’t good, they pronounce the patient dead, and 
I think that’s dangerous.
JG: As Gerry says, there’s a magnifying glass on 
shorter-term. I’ve always told the staff that you do 
what’s right for the artist, build the brand, and 
we’re all going to be fi ne. And I still believe that, 
if you have an artist you can build into a brand. 
But people are quicker to pull the trigger and say, 
“Well, there’s nobody there.” I look at the artists 
I’ve worked with and wish I could tell you that, 
regardless of whether it was Dolly Parton or Kenny 
Chesney, they all broke on their fi rst record. Didn’t 
happen. It’s development. And I think the same is 
true of air personalities.

CLAY HUNNICUTT 
iHeartMedia EVP/GM 
National Programming 
Platforms 
CRS 2015 
There is that fear-baiting notion 
that we’re in a headlong rush 
toward robot dayparts...

The best wins, whether 
that’s live, syndicated, a week-
end countdown or anything 
else. The best show wins 
and that’s what it should be 

about. The listeners tell you, and I really like that.

BLAKE SHELTON
December 2012

More than anything I worry 
about losing my spot in coun-
try music because that is easily 
the most important thing 
in the world to me when it 
comes to my career. And 
when it comes to my personal 
life, even. God-dang-it, coun-
try music is my heart. That’s 
always the thing that has been 
in the back of my mind. Am I 
spending too much time with 
television? But the CMAs this year shook me up a little 
bit with the Entertainer award. 

JEFF SMULYAN 
Emmis Chairman 
CRS 2013

Clearly the industry is 
worse off [post-consolida-
tion]. What’s interesting is 
the radio industry has not 
fragmented nearly as much 
as TV or the cable channel 
industry, but the percep-
tion of our industry is that 
it is fragmented like crazy. I 
can’t give a speech to college 
students without them want-

ing to talk about SiriusXM or Pandora or Spotify. Yet 
if you really look at the impact of those industries on 
our actual business, it’s negligible. But the perception 
out there is that we’re a dinosaur and we have to do 
something to change that.

STEVEN PRICE 
Townsquare Chairman/
CEO 
CRS 2011

In early 2009, our manage-
ment group got together at 
the peak of the economic 
meltdown and decided to be 
contrarian: When everyone 
was afraid to invest, we decided 
to make a relatively big invest-
ment somewhere. We looked 
at 15 different areas including 
cable, newspaper, television, 
movie theaters, summer camps, cable networks, and we 
ultimately decided radio was by far and arguably the best 
position for the future. 

First, it’s a local business, close to the consumer and 
proven to be effective. A phenomenal 92% of Americans 
still listen to the radio on average of 20 hours a week. 
Research says it’s still the most cost-effective and reliable 
mechanism for advertisers. Second, [consumers] love 
their radio brand. Third, it’s an ideal medium in a digital 
and multi-platform world. 

BOBBY BONES
September 2015
How do you think you were seen 
in Country at the outset?
They all hate me.
Was that a fair shake?
No. But I don’t deserve a
fair shake.
Why not?
There’s no such a thing as a 
fair shake. It looks like I was 
anointed king of the world 
to a lot of people, but I spent 
years grinding and slowly 
fi guring this thing out. We started with 30 stations 

and we wouldn’t be at 90 if we weren’t doing the little 
things. I know what it looks like. I get the perception. 
I just try not to be an asshole [to make it] hard for 
them to resent me. But I can’t control what other 
people feel or think about me. In the past year and a 
half, I’ve come to terms with that. 

LUKE LEWIS
UMG/Nashville Chairman
June 2008

I don’t know if [performance royalties] ever 
would have come to the forefront if record labels 
weren’t having such a rough time. We’ve kept our 
mouths shut for a long time about that. We’re not 
making enough money to keep our doors open or 
to thrive. What used to be unbelievably offensive to 
me was when broadcasters suggested we pay them 
to play our records. That’s so fucking backwards it 
makes my blood boil. Anybody with any brains ought 
to know better than that. People could say to me all 
day long, “You make money because we’re promot-
ing your product.” Bullshit. Radio makes way more 
money than us, using our free content. Radio pays its 
talent and everyone else who creates content. I know 
radio is paying songwriters, and God bless ’em. They 
should probably pay them more. But radio needs to 
pay the artists, the record labels and the people who 
own the content. I come down 
harshly on the side of that. I 
have no tolerance.
harshly on the side of that. I 
have no tolerance.

SPOKEN WORD

Luke 
Lewis
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JEFF KAPUGI
CBS Radio VP/Country 
December 2015

There’s probably more 
music in this format than any 
other in which I’ve worked. 
Radio stations can only 
realistically expose so much 
music, which varies based on 
what type of a programmer 
you are. There could be 70-75 
records out, maybe more, at 
any particular time – and a 
lot of them are really good, 
so that’s the great part. A lot 

of really good stuff is being left on the table, plus it can 
take a while to develop.

CBS Country stations have a hot AC mentality with 
60-75 spins a week. Pop stations have evolved from 
that to 110-125 times a week. Pop songs get through 
the cycle, research comes back and the Litmus test 
just happens faster. I wish there was a way to fi gure 
that out with Country.

DAN MASON 
CBS Radio
President/CEO
June 2013

I pushed the button to 
play the fi rst country song 
on WUSN/Chicago. I’ll 
never forget that moment. 
WUSN was playing the 
Beautiful Music format 
back then – one of the 
Schulte- type formats. I let 
a Barbra Streisand song 
run out completely, and stood at this stand-up control 
board with MD Nikki Courtney. We counted to 10, 
there was all that dead air, and then I pressed the 
green button on the cart machine to play Don Wil-
liam’s “Lord, I Hope This Day is Good.” And WUSN 
was born. That was 1982, I believe.

MARC CHASE
Clear Channel Sr. VP/Programming
September 2007

Do you have any basic laws of programming?
Protect the license! Pay attention!
What do PDs fail to pay attention to the most?
Listening to their radio stations. PDs get busy. They 

have sales departments to deal with, people calling 
them, people standing in their doorway and assholes 
from corporate asking for some report. They get busy 
and forget to pay attention to the things that are im-
portant to the listener. I’d like to wipe out the title of 

program director and rename the person responsible 
for the product a “listener advocate.” That’s what a 
PD’s title should really be. We need people who un-
derstand who their listeners are, why they come to our 
radio stations and how to make sure that while they’re 
there, it’s the best possible experience they can have – 
while still making money, because we are a business. 

BRAD PAISLEY
June 2015

I stopped watching charts 
a while back because it’s like 
watching the stock market. 
You could kill yourself and, 
obviously, people do jump out 
of buildings when they get bad 
news on Wall Street. You want 
to say, “Hey, lighten up. It’ll 
probably go back up.”

Do you stay abreast of the indus-
try? Lettuce and tomatoes?

A friend called and told me about that and I tweeted 
something. [Ed. Note: “When did we become Veggie Tales? 
And can I be the cucumber?”] That blew up in a weird way, 
but I like tomatoes a lot better than lettuce. And it inter-
ests me in multitudes of ways.

I’ve taken a break from a screenplay I was writing, 
but one of the things I learned about is the Bechdel 
test. A fi lm passes if at any point it shows two women 
having a conversation about something other than a 
man. You would not believe how low the percentage 
is for movies passing that test – Oscar nominees and 
winners. Run down a list of your favorite movies. You 
can’t write it off for circumstances, because mov-
ies are full of men having conversations about very 
meaningful things. And you can’t write it off to the 
way life is either because women do not sit around 
just talking about men. 

We’ve come a long way as a society and I’m not so sure 
art has kept up, which is weird because you would think 
art would lead the way. But don’t for a second think it’s 
country music’s fault alone. 

LARRY WILSON
Retired Radio Executive
CRS 2009

If you want to completely 
give up and go the national 
programming route, as it 
looks like some companies 
are going to do judging by the 
number of people they’re lay-
ing off, then you’re going to 
sound just like satellite radio 
.... You can’t fi re your morn-
ing team, pipe in a syndicated 
program for most of the day 

and still be heavily involved in your community. It takes 
a leap of faith to go back to live and local. I know, be-
cause I talked to some potential investors about it .... 

If you can’t do that, then don’t get into the busi-
ness, because the national thing will not 

work. And if I’m wrong, I’m wrong. But 
if I were a gambling man, I’d bet the 
ranch it won’t work. I recognize that 
[private equity companies] have a lot 
of smart people and everything, but 
they don’t have a clue about radio. 
Radio companies used to spend a lot 
of time searching for talent, develop-

ing talent and training salespeople. That stuff got cut 
a long time ago as some owners began to view it as just 
a “frivolous expense.” 

BOB KINGSLEY
June 2014

An ABC executive named John McConnell shows 
up in Weatherford, TX, sits down and, after I asked 
how he was, says, “You know what, we’re in love with 
our new host.” That was the fi rst thing out of his 
mouth. I said, “What did 
you say?” And he said, 
again, “We are in love with 
our new host.”

You didn’t know anything 
about this?

No! There was no reason 
to suspect anything was 
different. As a matter of 
fact, everything was growing 
and going fi ne. Obviously 
at some point they decided 
they wanted to go another 
direction, and I’ve always 
had a suspicion about how it went down, but it was 
a complete shock. I said something really cute like, 
“John, nice talking with you,” and walked him to the 
door. I remember slamming that door pretty hard. It 
took a little while, but within 24 hours I decided that I 
was not done and, particularly, not done this way. 

BOB MOODY
June 2007

Some consultant was critical of the way I went about 
doing some things. I said to him, “Well, you know, 
when you get right down to it, according to research, I 
guess I’m an idiot. But according to my right ring fi n-
ger, I’m in the [Country Radio] Hall of Fame, so I’m 
going with my right ring fi nger. And if that doesn’t 
work, I’ll give you the one in the middle.”      CAC
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portant to the listener. I’d like to wipe out the title of a leap of faith to go back to live and local. I know, be-
cause I talked to some potential investors about it .... 

If you can’t do that, then don’t get into the busi-
ness, because the national thing will not 

work. And if I’m wrong, I’m wrong. But 
if I were a gambling man, I’d bet the 
ranch it won’t work. I recognize that 
[private equity companies] have a lot 
of smart people and everything, but 
they don’t have a clue about radio. 
Radio companies used to spend a lot 
of time searching for talent, develop-

SPOKEN WORD

Marc 
Chase


