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A

s President/Content & Affiliate Services for Clear Channel’s National Media Groups, Julie Talbott
works across formats at Premiere and across platforms including Premiere, Katz Media Group and
Total Traffic Network. But she is and has been a strong advocate and supporter of country music
and Country radio.
A Kentucky native whose career started in advertising in the New York offices of BBDO, Talbott’s interest
in radio led her to MJI Broadcasting, where she spent 19 years and counted securing radio
rights to the CMA Awards and CMA Music Festival among her biggest successes. With Premiere’s 1999
purchase of MJI, Talbott began a rise through the ranks of Premiere that ultimately led her to a 2009
appointment as President/Content & Affiliate Relations. Named to her current position in 2012, Talbott
continues her content work with Premiere, while adding affiliate leadership with iHeartRadio and TTN.
How did you make the jump to radio?
When I came to New York in the early ’80s, I worked for one of the big advertising agencies and we were primarily focused on television. A big advertiser brought in a new
brand focused on the young male and I wanted to put together some radio. The
creative people went, “What? We don’t have any radio.” So that was a challenge that
focused me on radio, and I realized
how great it was.
In trying to find programming that was appropriate for
the brand, I heard a vignette
show called Rock Quiz on
WNEW. I didn’t realize it was syndicated, but eventually found MJI and Josh
Feigenbaum. Every time we met I would say, “You know what I really want to
do?” And as creative as we could get, radio could make it happen. After all the
time I spent in television, I realized radio was much more fun. We could really
tackle the needs of brands in radio. So I left BBDO and joined the small syndicator MJI ... and the rest is history.

THE INTERVIEW

“

I’ve worked
for companies
large and
small, and
both are fun
in different
ways. The big
difference is
that when I
worked for
MJI, I could get
through, but it
took me 9,000
phone calls.
Working for
Clear Channel
saves a lot of
that time.

”

The press release announcing your promotion described your new position as
“a newly created role designed to provide affiliates with a streamlined point of
contact across Clear Channel subsidiaries.” What does that mean? What’s different
about the job you do now?
Well, there’s a lot of content at each of Clear Channel’s divisions, and this allows us
to work with our major clients, group owners and individual radio stations and
ask, what can we do to make their stations better? What can we do to make
their lives easier? What benefit can we provide to stations and their
listeners? Whether that is looking at offerings from being a participant
with iHeartRadio or Total Traffic or a Premiere music show service,
it gives a point of contact that we can really super-serve one of our
important clients, radio stations and group owners.
Do you focus on any particular shows or parts of the content offerings?
Within Premiere, everything. I don’t produce the news, traffic
or weather for Total Traffic Network, nor do I produce all of
the content on iHeart. I was giving you the common denominator between how we cross over between divisions for my
role on affiliates, but within Premiere, I still am president
of all content and affiliate relations.
What is your view of the state of the overall syndication
business today?
It’s an incredibly exciting time. What our world focuses on is great content and we are seeing the world
open up in terms of most people worrying about
what medium you’re in. We’re worried about great
content and anything that’s classified as that is an
opportunity for us.
The landscape of syndication has never changed
in trying to find the best content that connects with consumers of either listening or advertising. What’s changed
is distribution opportunities. Now, our distribution is
anywhere there’s a pair of ears or eyes for our content.
How is syndication different from pre-consolidation days?
Is there less work with individual stations?
That is a common myth. Premiere deals on a daily basis with
over 5,000 radio stations. That hasn’t changed. In fact, it just
continues to grow. So, I never have agreed with that. It’s
something people want to make blanket statements about,
but there are plenty of terrestrial outlets for our talent and
for our services. Great content wins. And I’ll use Rush
Limbaugh as an example. We have 600 radio stations and
I don’t think there is anybody that owns more than 10 stations that we don’t participate with.
Digital delivery may not alter the dynamic in terms of
content, but metrics change. Is there an education process
with advertisers?
That’s going to change all the time. Nielsen buys Arbitron
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– that’s a big change, you know. We have to go with
the flexibility of metrics but, most importantly, we
have to show that the registers are ringing for our
advertisers. That’s the critical thing – that we are in
touch with our advertisers’ needs and that we know
when we’re winning. It’s important to be able to follow trends and PPMs. I’m not suggesting it’s not. But,
ultimately, if those PPMs are going down for some
inexplicable reason, are the registers ringing at our
clients? That’s really an important piece of the puzzle.
What are some of the opportunities and challenges
that come with being owned by the largest owner and
operator of radio stations?
I really see it from an opportunistic standpoint
because great content is what our game is all about.
We have the ability to meet with any talent from the
most well known to obscurity. Working with such
a large group of people, we have the ability to see
trends are being set – hey, keep your eye on this with
the aim of being the first to recognize a new minigenre. At the same time, we have the opportunity to
talk to the biggest stars in the business, no matter
what medium they’re in. I’ve worked for companies
large and small, and both are fun in different ways.
The big difference is that when I worked for MJI, I
could get through, but it took me 9,000 phone calls.
Working for Clear Channel saves a lot of that time.

In terms of components of this deal that have been
alluded to but not detailed, are there any TV opportunities for Premiere, maybe even for Bobby Bones?
Is that something that’s even been discussed?
There are many things being discussed and a lot of
exciting elements we are going to share in 2014, but
we’re just not ready for that right now.
Has the rollout of The Bobby Bones Show gone according to the original plan? It seems like maybe it’s on
fewer stations at this point than originally planned.
That’s funny that you perceive that. The Bobby Bones
Show is one of the most exciting and successful
rollouts we’ve ever had. When you’ve got 55-plus
great radio stations, we could not be more pleased.
I’m not sure what some folks’ perception was, but
we are very, very excited about that. We have many
morning shows that have been around for more
than five years that have that number of affiliates.
I’ve been through a lot of rollouts and this is one of
the best I’ve ever seen.
In terms of ratings, are you guys pleased across
the board?
Completely pleased. And the advertising community
has whole heartedly embraced Bobby as well. So not
only have the ratings been great, but the advertising
community has latched right on.

is a huge step for us. We are really feeling very
confident that we’re making tremendous strides in
that area.
Can you give us any indication of where the Bones
show is going, in terms of plans for more stations?
Our biggest growth in syndication really takes place
between years three and five. The reason that happens is that other stations want to ensure that those
ratings are solid, that they’re continuing to occur.
Even in his short time in the format, Bobby has
proven that and, over the next 18 months, we anticipate tremendous growth.
You’re now able to quantify the story.
I’ve got the facts and figures down. It’s not, “Trust me.”
So what are the facts and figures you look at for
defining success for the show? Is it ratings? Is it
revenue surpassing what would have been done otherwise with a local show, or a combination? What are
the key metrics?
First of all, everybody wants to ensure that listening to the show is exactly what we had in mind, that
the content is there and that everything that we
envisioned is being translated over the air. Secondly,
there’s no question that ratings have to be there and
there’s no question that advertising revenue has to
be there. The combination of those three things
ensures that you’ve got a hit.
Premiere has hosted the CMA Awards remotes for a
number of years...
Twenty-two years, I can’t believe it! Yes, we started
at MJI.
How is that model changing and what’s the future
for remotes?
It changes every year. When we took over the CMA
Awards 22 years ago, it was basically a simulcast of
the TV show – and that has certainly evolved. Our
path was to make sure as many people as possible
know that there is this amazing award show, so we
started out by bringing 20 radio stations into Nashville. Then we got up to 50 radio stations. Next was
taking advantage of technology so those radio stations had the ability to get content on their websites
quickly. Now we have more than 150 radio stations
that are receiving content directly to the websites.
So it’s all immediate.

Content Rules:
With SVP Peter Tripi.

“

I’ve been through a lot of rollouts and
The Bobby Bones Show launch is one of
the best I’ve ever seen. Not only have the
ratings been great, but the advertising
community has latched right on.

”

Aren’t there challenges in a group-centric world where
someone says, “That’s a Clear Channel show, we don’t
want to put money in a competitor’s pocket”?
People love to say that. The reality is, if you have two
equally good options, you’re probably going to go
with the one your company owns. But if we’re doing
our job properly, we’re finding those niches where
nobody else has a product.

There’s never really been a rollout of a national
morning show like a Bob and Tom or Steve Harvey in
this format, so it does raise the question about that
advertising support.
They love it. He’s funny, they love to be around him
and they love for their product to be in the show.
The entire advertising sales community has really
embraced this.

Turning to Country, take us inside the discussions of
replacing Blair Garner at After MidNite and arriving
at the deal you did with CMT.
Blair hosted After MidNite for over 20 years, and
he was terrific. Like any other business, products,
brands and shows evolve and we were very happy
for the opportunities that Blair wanted to pursue.
We had to see this as an opportunity to make an
amazing brand even greater. You’re always looking
to do things differently with every show to make
sure you don’t get stale. And we wanted to make a
statement about ensuring this content is the latest
and greatest. How do we do that? Why don’t we take
two of the biggest names in the industry and work
together to provide the greatest shows that we can?

Even putting Bobby aside to look at Country, the
format seems so hot right now. Is there a sense that
educating advertisers maybe isn’t what it might have
been 10 or 15 years ago? Is that part of it easier than
it used to be?
Yes, very much so. I grew up in Kentucky and country
music has always been in my blood. But when I moved
to New York right out of college to work for BBDO,
I was shocked that so many people knew nothing of
country. I remember karaoke rolling out in the bars
we hung out in and people fighting over the same old
songs, but I could have the entire country genre to
myself. So, yes, I most certainly feel that country has
become very mainstream. We’ve had an amazing run
of great talent like Blake and Taylor who make people
love the genre and bring them into it, and then they
can go deeper even into traditional country. And
they’ll love that, as well. They just didn’t know how to
step into it.

How does the process of talkingto CMT get
underway?
The wonderful thing about Clear Channel and Premiere is that we’ve got great friendships throughout the
industry, including with CMT. So those conversations
are easy to have. Explain what we’re trying to accomplish, find out what they are trying to accomplish and,
when both sides realize we have the same goals, then
we really have some exciting things to put together.

PAGE 38 • December 2013

That’s great to hear, because winning over Madison
Avenue was such an emphasis when the CMA Awards
were held in New York several years back.
We always have a lot of work to do, but I can tell you
that the approachability of folks like Bobby Bones

It does seem that groups and national platforms –
Bobby Bones had a booth – are becoming a bigger
part of the event, maybe supplanting sheer numbers
of stations. Is that a trend you see continuing?
Well, there were a lot of stations in that room. But the
world is changing and radio stations are being run
differently. We need to offer the kind of content that
individual groups and individual radio stations want to
put on their radio stations, and provide that with the
greatest flexibility with the highest level of technology.
What’s the overall sales picture for syndicated programming? Not just Premiere, but in general. How
does it compare with five or 10 years ago.
Everything is supply and demand, and if I could
predict that I would go to Las Vegas tomorrow.
In general, we have become more sophisticated
with our selling methods and have improved the
metrics of what is actually selling products. Over
the last 10 years, then, syndication has evolved into
a much more sophisticated business – one that is
much more focused on the needs and the outcome
of our clients. In essence, that means our business
is growing.
As an industry, what is syndicated radio’s competition? Where do you look, not necessarily in terms
of radio, and see challenges? Is digital advertising a
big challenger?
Gosh, the world. We are in the content business
and whether it’s network television or cable television or digital or social networks, anybody that
uses a financial model where an advertiser invests
in what they’re doing – that’s a competitor. Back
to that sophistication, we try to get ahead of that at
the very highest level. We say to advertisers, “What
are you trying to do? Don’t pin us in a hole here.
We can actually sell product for you, because we
have content that can be used in all kinds of different ways.”
What do you see as you look at the future of radio
and syndicated programming? It sounds like you’re
pretty bullish on both.
Well, I am. And you can see it by what we bring to
the table, because we are very sophisticated and flexible, and are working hard to make sure we’re not
pigeonholed by advertisers. We’re bullish on great
content and, specifically to your readership, continuing to contribute to the growth of country music.
Country was always in my blood, so when we
first signed a deal with Jeff Foxworthy to do the
Jeff Foxworthy Countdown [at MJI], that was so much
fun. And then to actually win the CMA Award, that
was just one of the highlights of my career. To be
able to be involved with country and continue to
grow it alongside our other great content, it’s been
a thrill for me. 			
CAC

dress for the occasion

Christmas in America CT40 Year End Special
with Bob Kingsley The Top 50 Countdown of 2013

The music and the traditions that make the season so special.
Newcomers and superstars share their memories.
Available Monday, 12/16 through Thursday, 12/26 | 6 hrs.
Christmas in America with Bob Kingsley has been heard
all over the world on great radio stations since 1989.

The most anticipated program of 2013. Bob Kingsley reveals
the 50 biggest hits of the entire year. Perfect for New Year’s!
Available Saturday, 12/28 through Wednesday, 1/1.
Celebrate an incoming 2014 by counting down the music
that made 2013 so memorable!

www.ct40.com
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