
CONGRATULATIONS

GARTH
on a 

HISTORY-MAKING YEAR!
#1 COUNTRY SONG
Ask Me How I Know

#1 COUNTRY ALBUM
Anthology | Part 1 | The First Five Years

#1 BEST-SELLING NONFICTION BOOK
Anthology | Part 1 | The First Five Years

#1 NORTH AMERICAN TOUR
Garth Brooks World Tour Featuring Trisha Yearwood

(over 6.4 Million Tickets sold)

2017 CMA ENTERTAINER OF THE YEAR
(6X winner)

WE’VE ONLY JUST BEGUN!
Love, your Pearl Records Family
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GARTH BROOKS

THE INTERVIEW

Needs No Introduction

Returning to the airplay pinnacle for the fi rst time in more than a 
decade earlier this month, Garth Brooks has it all. The top album, the 

top tour and the top single with “Ask Me How I Know”– not to mention 
consecutive CMA Entertainer of the Year honors, bringing his career total 
to six. He’s not just the best-selling solo artist of all time, he’s also one of 
the sharpest business people in the history of entertainment.

CA: Welcome back to No. 1.
GB: Thank you. This is more than cool. It’s like Entertainer 
of the Year. People ask if it ever gets old, but the older you 
get, the more rare it gets, so it actually becomes even cooler.

Who’s happier about a No. 1, the artist or the guy that owns a 
record label?
I’m happier for [the promotion staff] more than anything 

because you’ve got six souls out there, that this record is 
their life. One of those souls started this whole journey by 
saying, “This song is my life.” And man, when I heard him say 
that, all of a sudden this song became more than something 
you were pushing with numbers behind it. And that’s kind of 
how they’ve taken it.

You’re looking at a band of people who have been in this 
industry for a while. They all took this song personally – that 
this was going to be our way of showing that the music still 
matters, music’s still the forefront. That’s how they sold this 
for so many weeks now. It’s just, “Listen to the song and lis-
ten to how the people are reacting to it.” And that’s a breath 
of fresh air for me.

Was there ever a question in your mind if music does matter, 
but also whether your music would matter again?
Let’s answer the fi rst one fi rst. Music’s always going to matter. 
It’s just who is in control of that music that’s going to paint 
the picture of how valuable music is. You can’t put a price tag 
on something that changes your life, and that’s what music 
does. Where we’re heading in the business is toward building 
a catalog to lease to streaming, and it’s probably the worst 
thing we can do to music. So you say your prayers at night 
that something’s going to happen, that someone is going to 
see the true heartbeat of music, and treat it more like a soul 
than a piece of product. That’s down the line.

For our stuff, we were at CRS last year talking in front 
of some people, and I don’t know where it came from, but 
there was just a simple statement of, “Look, I don’t think 
Garth Brooks music has changed at all.” My suggestion to 
[radio] was if you’ll just have faith and play it, watch what 
happens. “Ask Me How I Know” would be the next single 
and it couldn’t have been better timing. I can’t thank radio 
enough for making the leap to play stuff from a guy who’s 
been a round for a while. I cannot thank them enough be-
cause they’ve not only changed my life, they’ve changed the 
songwriter Mitch Rossell’s life. They’ve changed the future of 
this record label, actually.

Why start Pearl? Why not continue the way you had before 
with projects worked by Big Machine, Sony or someone else?
The Pearl Records label was created in the early ‘90s when 
we took over ownership of our masters with Capitol. It was 
a place to house the masters, [which were then] leased to 
Capitol Records, like they were leased to Big Machine, like 
they were leased to Sony. What we found out recently on the 
comeback tour is the things that are driving [record com-
panies] right now are moneys from streaming services like 
YouTube and Spotify, and digital downloading from Apple. 
Well, guess what three things we don’t do? That was it. 

Sony came into the picture with good intention, but I think 
they had their hands cuffed. They were in the middle of an 
upheaval themselves trying to fi gure out who was running the 
company. Sweet people, not the greatest timing in the world. 
So we decided to step out on our own [with] radio promotion. 
What you found was there are a lot of people who love music 
and radio promotion, but didn’t like the current system. You 
give them the reins to chase music for music’s sake and you 
watch them all get a lot younger right in front of your eyes. It 
was a beautiful thing. Now this team is exactly that – a team, a 
family. And they’re running full-steam right now.

How involved with them are you?
I’m involved with them as people. I’ve instructed them that 
if anybody makes you feel like less of a human being, you 
tell me. Me and you will go right to them. Life’s too short 
for that. Do I tell them how to work a record? No, because I 
wouldn’t know. Do they send me numbers? Used to. When 
I didn’t respond anymore, they just stopped. I don’t like 
getting involved with that because I don’t want to make deci-
sions for that reason. You just hope the music you’ve created 
is strong enough to get through the red tape. Knowing how 
to work that red tape? That’s what these guys do.

As an artist, you’ve probably done more for your relation-
ship with radio now than you ever did as a younger artist. 
Again, it’s the relationships. We had a showdown with 
Cumulus where someone was hell-bent and deter-
mined to show me how to do my business. And it 
was just, “Hey, I love you guys to death, but the 
world’s big enough. You stay in your corner, 
we’ll stay in ours.” They were locked out of the 
tour for more than a year. Today, that relation-
ship is beautiful because we fi nally looked and 
realized we need each other. That’s how we do 
business. The promotion staff has the ability 
at any time with anyone who isn’t treat-
ing them or the music with respect to say, 
“Thank you. The world’s big enough. You 
go your way, we’ll go ours.”

You’ve changed your stance on the idea of 
streaming and digital, but there are some 
things you haven’t changed on, like the 
three you mentioned earlier.
Right now, YouTube’s good for whoever 
the up-loader is. If that’s the record label 
that owns the masters, then that’s their 
call. Who’s getting beat to death are the 
songwriters. So to partake in anything where 
the songwriter’s not guaranteed something 
upfront, where they don’t have the call to take 
the deal or not, I just don’t know how you get 
into it. But I understand that record labels that 
are publicly held have to create that annual 
income. I understand why they’re doing it, but 
if I’m a record label and not publicly held, then I 
don’t know why we would.

So what you do is sit down with YouTube, explain 
your situation and hope they’ll go, “Okay, we love 
music enough to try to fi gure out how to take care of 
your unique situation.” Which hopefully takes care of 
the songwriters.

Have you had that conversation?
In the middle of it right now. All you have to do is 
fi nd one person within the structure that seems to 
have empathy with the songwriters. As long as they’re 
honestly trying to fi gure it out, whether you get there 
or not isn’t as important as the fact that the journey 
has started. All it is at this point is a conversation. 
You get to say anything you want, dream anything 
you want, but in that process, they’re getting to the 
point of realizing if music is going to continue to 
be good or even better than good, then we’ve got 
to start at the source. If that message gets across, 
then hopefully everything will start to swing in a 
direction that’s favorable for songwriters. They’ll 
move back to this town and get back to doing what 
they do.

And those other two elements you mentioned?
We partnered with Amazon on digital downloads. 
They came out of the blue at the very last minute. 
Amazon guarantees you’re going to move so 
many units so these songwriters can get paid. Not 
on streaming, but actual units that you’re moving 
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– physical and digital. They’ve been a great partner that way, and the songwriters 
who are with us, you would have to ask them.

There is no Pearl project that doesn’t have the songwriter’s blessing before it 
goes out. They’re offered guarantees and rates, and they look at the numbers ver-
sus what they would be selling, and they’ll take the deal or go, “I’ll sit this deal out. 
Let me know if there’s another one coming up.” It’s always a songwriter’s call when 
you talk about any kind of reduced rate versus guarantee.

Now we’re in a place where people rent music, in effect. What are your 
thoughts on streaming?
We have our catalog, like Universal and Sony have theirs. Not near the size, but 
Garth Brooks as an artist is going to be fi ne. Where I can’t sleep at night is what 

are new artists doing? I 
don’t know how they’re 
making a living because 
with the 360 deals, the 

labels are also in on ticket sales, which is why concert [prices] have doubled in 
the last decade. I was asking [a newer artist] this question at the CMAs. “How are 
you making a living?” They said if it wasn’t for their  sponsors .... Well, that’s crazy. 
How long can that last? We need to make sure we still have a format that builds 
artists, not just catalogs. Otherwise you’re going to have a bunch of one-hit artists 
that nobody knows.

Where is Pearl going as a label? Are you going to sign artists? If you did, what 
would you do to help that artist make a living?
Whether Pearl Records becomes a full-blown record label with other artists on it, 
would mean having a number of conversations about how we build artists. As far 
as the overhead on a record label, we’re kind 
of there whether we have other artists or not. 
With that paid, the thought is we’ll step right 
into the label. The problem is you’re not go-
ing to become what you’re fi ghting against. 
You have to address these artists with some 
kind of long-term involvement, and one of the 
ways to do that is future shares in their own 
masters. You become partners with them after 
a time. The main thing, though, is fi guring 
out how streaming money gets to the songwrit-
ers more than it is now. If that happens, then 
you will see music fl ourish again. 

And yet it seems like music is consumed more 
now than ever.
Let’s don’t confuse consumption with absorption, 
okay? My girls can go through 30 songs in fi ve min-
utes because they want to hear 10 seconds then 
pop it to the next one. What are they absorbing? 
This is where I’m going to sound like the old guy. 
Back in the day there was an investment made in 
the artist. There was a time taken. There was a new 
record coming out, you’d get your buddies, you’d 
sit around and listen to it. It’s a little different now. 

The movies do the big movie theaters. And 
then they go to the streaming services, right? 
How sweet would it be if [music] could live 
on terrestrial radio for four, six, eight weeks 
before it ever goes to streaming? So everything’s back to terrestrial radio. Every-
thing’s back to discovery. The problem with discovery for me on streaming is there 
is none. Let’s say you never liked artist X. Now, when their song you’ve never heard 
comes on you can immediately click “next.” What did you just do? 

What used to happen is you’d say, “I don’t like this guy at all, but he’s got this 
one song.” That’s what gave music a chance. It’s what gave artists a chance to build 
catalogs to win fans. That is disappearing for us. The [major labels] are making 
better money than they ever have because there’s no manufacturing, no shipping, 
no returns. I can see how this might be the best time for them ever, but when it’s 
the best time for a record label and not the best time for creators, something’s 
screwed up and it will not last.

The other industry that changed a lot during your time away was radio. You’ve now 
been all over the country. What’s your sense of radio? What changes have you noticed?
For me it’s conglomeration – just how many stations are owned by the same 
people. The greatest tool that music ever used was competition. If one station was 
doing this, the station across town had to fi gure out how to do it better. They go 
back and forth. The second they’re owned by the same person, the competition 
goes away, there’s maybe a little bit more 
mandating. There’s a little bit more power 
in radio going, “It’s our way or the highway.” 
When you get into that, communication 
seems to get tougher and the whole machine 
doesn’t run as fl uid.

The thing you keep counting on, because 
you see them in every city, are these souls 
that spin the records. Those people who 
are hard-headed, buck the system and they 
continue to do it. I don’t care how old we get 
as a human race, there will always be people who buck the system for the love of 
the music. In my head right now I’m seeing 12 faces across this nation who I know 
are going to play that record because they like it, no matter what else is going on. 
Those are the people you love seeing and hugging because they’re the ones who 
got you to whatever level you’re at. Those are sweet relationships.

During your time off the road you must have spent a lot of time thinking about 
what things might look like when you started back up. How has the reality mea-
sured up?
When I left this business, Walmart was the king. They had 68% of overall music 
sales and 84% of country music. Then here comes a thing called an iPod. I had to 
fi nd out how in the hell this happened, so I found a guy named Eddy Cue [from 
Apple] and went for a walk with him. We’ve done three of those. As nice of a man 
as he is, his vision of the future doesn’t match what I would love to see. You didn’t 
think it could get any worse, but it did. You have to develop an NFLPA to go with 
the NFL. The [creators] have to have the ability to turn the music off if music’s be-
ing taken down the wrong path.

What about you specifi cally? Did you see selling six million tickets and winning 
Entertainer of the Year two more times? No.1 album, tour, single?
Oh, hell no. The vision was, what am I going to do when my kids are gone? Miss 
Yearwood’s having great success in the cooking world. Maybe I’ll be Martha 
Stewart’s husband – sit by the pool with other husbands and take her credit card 
when she goes to work. My mom had a serious problem with empty nest syndrome. 
Alcohol became her answer, and two of the greatest fi ghts I ever saw that woman 

win were with alcohol and cancer. And it made her a hero to me. 
My wife could see it coming in me with the children leaving. And it was her 

that said, “Would you ever think about touring again?” I said, “I would, but would 
the people? Would the industry?” So it was one of those things you were scared to 
death nobody would show up, then you were scared to death when they did be-
cause they showed up in great numbers and with great attitudes. But to think that 
that was the plan, no. 

You’ve set a high bar with your focus on your fans and their experience at your 
shows. From prices to ticket availability, you’ve pushed the envelope in many ways. 
How has your approach with this tour met the challenges of the secondary market? 
Have you solved the problem?
The answer’s easy. Create more supply than there is demand. In the ‘90s, Kelly 
[Brooks] and Ben Farrell were in charge of the tour and their whole thing for my 
sake was sellouts only. If you had enough for another show, but about half a show, you 
wanted to preserve that sellout, which was very sweet. This tour, no. If we get four and a 
half shows and we’re playing to 6,000 people in an 18,000 seat venue, I don’t care. Let’s 
just make sure everybody gets a ticket that wants one. And if it was a city where not 
everybody got a ticket that wanted one, it was because we simply ran out of days. 

Did the business side of that ever push the artist side of it too far?
No, not at all. Tickets used to be what an artist had for themselves, but since nobody’s 
selling records anymore the record label wants their piece. We don’t have a record 
label that takes a piece of it. The great thing now is the deals buildings are making 
are extraordinary since they understand they don’t need to be built for 12 games a 
year, but to stay busy 365 days. So they’re only going to take 10% of merch. They’re 
going to let you have 100% of the ticket. They’re not even going to charge you rental 

because now that you’re in for fi ve nights, their 
food and beverage is going to make over that. For 
us, there’s only one slice. The problem for a new 
artist is when the check comes it’s cut up in so 
many ways.

You’re clearly competitive and with so much of 
what you do, you defy convention. Sometimes 
on the business side, that gets your competitors 
grumbling. Do you ever wonder if you went too 
far or pushed too hard?
Let’s just take Capitol Records and Jimmy 
Bowen. We took our masters and when it was 
happening I told Bowen, “They’re going to put 
[that fi nancial hit] all on you. Come to me and 
we’ll go to Los Angeles together and fi gure out 
how to split this. Don’t let Capitol/Nashville 
[take the brunt].” Well, he didn’t take me up on 
that, the onus came on him and it got ugly for 
Capitol. There are things like that, where I wish 
things would have been different. 

How did the Route 91 shooting hit you 
and, from a business standpoint, does it 
change the way you think about concerts, 
particularly outdoors?
No. First of all, we’re treading on light ground 
here. You don’t want a lot of time spent on this 
because you don’t need to give bad hearts bad 

ideas. But it’s one of those things that hopefully is never ever going to happen 
again in our existence. Still doesn’t make sense and those are the scariest things.

We talk about artist infl uences quite a bit, but as an exceptional marketer and busi-
ness person, who are the people you’ve looked up to from that side of things? 
You already know those people. Reba McEntire runs her ship. That’s an extraordi-
nary human being right there. I got to tour with Kenny Rogers. He runs his ship. 
The Judds, not Wynonna as much as Naomi, runs the ship. But the big secret in 
marketing is, as a customer, how do you want to be treated? That’s it.

When you’re working onstage, the only customer you’re thinking about is the one 
second row from the back up top. Because if you take care of him, everybody in between 
him and you is taken care of. The fi rst three concerts I ever went to, that’s where I sat. 

If you’re going to put out a package at Christmas, if I’m getting it, what do I want 
to see in it? What gives me a piece of that artist – James Taylor or George Strait? I just 
love those guys and, as much as it’s hard for me to comprehend and say, there are 
people who feel that way about Garth Brooks. What do you give them? 

And there are two sides to every gift – receiving and giving. If my mom is a Garth 
Brooks fan and I’m not, I see this package she’s going to love. It’s heavy, so it’s going to 

wrap cool. And it doesn’t break my bank account. 
The truth about marketing: What do I want to see? 
Quality. Great package. Doesn’t break my wallet. 
Pretty simple.

Who are the executives who infl uenced you on the 
business side?
[Longtime manager] Bob Doyle is fi rst and 
foremost. He’s the one who put everything on 
the line to go into business with me. I watched 
him as a publisher and as a businessman. 

As artists, we all have these pipe dreams. Well, how do you get that done? I don’t 
know. Kerry O’Neil knows. How do you go to a record label, three years into your 
deal, when you’re already 86% of Nashville’s bottom line and 60-some percent of EMI 
Worldwide, and tell them you want your masters back? Kerry O’Neil fi gured that out.

My book is also fi lled with the gentlemen of Music Row. [Capitol’s] Jim Fogle-
song began it. You watched how he treated people in the business. Jimmy Bowen 
came in and told me what Christmas meant to all of us in retail and music, and 
you got to watch the master. Probably the greatest record label guy this town’s ever 
seen. Then you got to see Pat Quigley come in totally from the left with marketing 
and you just took your notes. 

Same thing when I took my wife for her birthday present to see Bruno Mars. I 
took a lot of notes that night. Hang around people you admire who are successful, 
take what works for you and leave what doesn’t. But you’re always taking notes.

With all the broader business concerns we’ve discussed, are you still optimistic 
about the future of country music and this business?
Yeah. I don’t know who gets credited with this saying, but the one thing that always 
saves country music is country music. For a long time we thought there would 
be another Randy Travis type showing up, and I do think it will take someone 
with that heart and soul in the technology space to turn it around now. Someone 
who knows what buttons to push and loves music with a desire to see the ship get 
righted again. Because right now, the only people making money in this business 
are the labels. That money has to be distributed out to the artists, songwriters, pub-
lishers – everywhere. I’ll bet you any amount of Taco Bell you want, we’ll look back 
in 15 years and realize that’s exactly what we needed.                                         CAC

How sweet would it be if 
music could live on terrestrial radio 
for four, six, eight weeks before it 

ever goes to streaming?

“
”

Their Oyster: Andy Elliott, Lesly Simon, Chris Waters, 
Glenn Noblit, Mandy McCormack and Hilary Hoover 
with Brooks (kneeling).



YOUR COUNTDOWN
IS SUCH AN
IMPORTANT PART
OF THE 
DNA 
OF COUNTRY MUSIC

Reba

ONE OF THE 
BEST
WE’VE EVER 
HAD IN
COUNTRY MUSIC

Tim McGraw

Contact Shawn Studer at shawn@ct40.com or (817) 599-4099 x2238.

OVER FOUR DECADES
1,485 NUMBER ONE HITS

FIND OUT WHAT BOB CAN DO FOR YOUR STATION.

...and counting.

AS AN ARTIST,
TO HEAR YOUR 
NAME,  YOUR SONG,
ON THAT SHOW...
IT NEVER GETS OLD.

Garth Brooks

WISHING YOU A 
MERRY CHRISTMAS

 AND A HAPPY 
AND HEALTHY 2018!

friends at  CT40
and your-






