375,000+ SONGS W/SES ON-DEMAND
CONVERT NOW

200,000+ SONGS WITH SES ON-DEMAND
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“Half the instruments, twice the sound.” - Bil board
“...builds brick by brick into a strutting indie-pop jam.” - Rolling Stone
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“A steely banjo and heavy thump hold down a heart attack arrangement that Michelson proves more than capable of keeping up with.” - Taste of Country
“...it’s called playing music, and if you’re not playing, you’re doing it wrong.” - The Boot

N

O W

MIKE MOORE
Locally National

E

ntercom’s November closing on its acquisition of CBS Radio
rewrote the radio landscape. For the expanded company’s
format captain Mike Moore, getting 18 stations on the same
page isn’t quite as daunting as might be expected. Pointing to
“shared values” between the two companies, Moore sees
national resources being applied to a locally focused operational
structure as a blueprint for success. As a 14-year company
veteran and seasoned radio pro with prior stops including
WSIX/Nashville, WWYZ/Hartford and WWKA/Orlando, Moore
has more than proven his ability to ably apply his experience.
With an expanded roster of stations and influx of
programming talent, he’s also excited for the chance to
keep learning.

CA: How did you hear about the merger and what
was your initial reaction?
MM: This is a business of rumors and there have
certainly been rumors of mergers or acquisitions
regarding Entercom in the past. I chose not to
react or overreact to any of that. The first official
confirmation that a deal was happening came from
[Entercom President/CEO] David Field. They do a
pretty good job of keeping us abreast of those things
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and, before it was made known to the press, he
sent out a note telling everybody what was about to
happen. Not paying attention to rumors and being
inclined to hear things from the source, I appreciated the job they did keeping us informed.
At any point did you get the two companies’ lists
of Country stations, line them up and think,
“Could be cool!”?
Yeah. I mean, with CBS Radio and Entercom there
are a lot of shared values. I thought it made a lot of
sense without an incredible amount of overlap. And
you’re talking about some great radio stations and
some great programmers, so I was pretty excited to
hear and think about the merger.
Having been in the business and worked for a
number of companies, you’ve either been through
or seen a lot of mergers. What have you observed or
experienced in terms of the challenges and opportunities they present for programmers and managers?
I mentioned shared values, and CBS Radio as a
company offered a lot of autonomy to their people.
Likewise, Entercom certainly does and has. That’s
certainly been my experience over the 14 years I’ve
been here. The company has a national footprint,
but there’s still a tremendous amount of local
control and effort. That’s the difference between us
and some of our competitors in being national but
curating and hosting local content in our marketplaces. We’re very connected to that as far as our
audiences, advertisers and everything else. Some
folks have chosen a different model where they rely
on more national sorts of programming and content
piped in from various places. So it was a good match
for CBS, because that seemed to be their primary
strategy as well.
The biggest thing is just trying to get to know
everybody and meld the cultures. That comes with
time. I’m fortunate in that there are tremendous
programmers at these stations, many I’ve known
and even worked with over the years. [KILT/Houston’s] Bruce Logan and I worked together at Clear
Channel. Same with [WXTU/Philadelphia’s] Shelly
Easton. Country radio and country music are closeknit families and I’m fortunate to know a lot of great
folks. I hope that helps the process, and beyond that
it’s a matter of getting to know each other, adopting
best practices and getting everyone marching in the
same direction so we can do the best for our local
markets and our companies will hold.

How quickly and how has this affected
your day-to-day?
Well, I’m included in an awful lot
more emails. (Laughs) I have more
conference calls and things like
that. I feel really good about the
conversations I’ve had with many
of the folks that were formerly
with CBS. Like I said, I know a lot
of them and some I haven’t gotten
to know over the years, but I was
excited to jump in with resources
they haven’t had in a while. I know
we’ve done some things in Philadelphia and Houston that Bruce and Shelly
seemed to appreciate; access to tools they
hadn’t had recently.
It’s been really nice to exchange notes with
people and figure out how I can lend a hand ...
and also how I can learn from them. Someone
who’s been super helpful as the former format
head for CBS Radio is Tim Roberts. I’ve known
him for years, but we’ve never worked together.
So it’s exciting to get to do that and tackle all
these challenges together.
What does your day-to-day look like?
First and foremost, speaking about local, I’m
involved here programming KWJJ on a daily
basis and, thankfully, I’ve got a lot of help with
that. We have a good support staff, a great group
of people I’ve been working with for a while.
I also ser ve as the VP/Programming for this
cluster, which has a Classic Rock station, Hot AC,
Alternative, Adult Hits and Sports stations. So
the plate is pretty full from a local standpoint.
And then where necessary, I jump in to act as an
in-house resource, if you will, for some of these
other Country stations we’ve picked up. We went
from seven great Country radio stations to 18,
so the job has definitely changed. It’s so much
bigger, but I feel really good about the folks we
have in place.
You mentioned providing resources to Houston and
Philadelphia. Can you share examples of the kinds
of things that have opened up for the stations that
have joined Entercom?
I don’t know that I want to get into specifics. There
are things we will be doing as a group where it
makes sense. For instance, I was really proud of the
fact that less than two weeks after the merger, we
launched the Count on Country program to benefit
the victims and families of the tragedy at the Route
91 Harvest festival in Las Vegas.
We produced the hour-long special and ran
it across all of the stations. I leaned on a lot
of the former CBS guys for input on that. We
really worked hard to get it right. What we didn’t
want was an hour-long, maudlin sort of procession.
That would have been disrespectful – and who
would want to listen to it?
We wanted it to be hopeful, inspiring and
focused on the strength of country music. That’s
why we called it Count on Country, because you can
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count on this format to respond to real life situations in a more meaningful way than many other
musical genres do. You can count on country music
for healing and for inspiration. You can count on
country listeners to lend a helping hand to those
in need. That was the spirit in which the program
came together.
I leaned on several people including [KSON/San
Diego’s] Kevin Callahan, who obviously was part of
the legacy Entercom team, as well as [WBEE/Rochester’s] Bob Barnett, Bruce Logan, Tim Roberts and
others. Suddenly, I realized I had all these resources
in them. We wanted to get the playlist and the tone
of the show right. We wanted to have it feel like a
respectful and inspirational effort across our entire
chain. I was really glad to have all of those folks to
tap into to pull that off.
CBS Radio has had a number of platform-wide
initiatives, whether they were efforts like Launch or
an event like Stars & Strings. Have you sorted out yet
what will carry forward and what won’t?
We’re still in that process. There are some things
both from the Entercom and CBS stations I would
imagine we will continue to do. In terms of things
across all the stations, we have a very exciting event
coming up around spring training down in Phoenix.
This is a double-header that will feature artists and
also be about baseball. I mean, who doesn’t want to
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go to Phoenix in March?
We have a lot of exciting plans, and we’re still sorting out which things we’ll continue and which haven’t
turned out how we hoped they might. And I also look
forward to working with this very esteemed group of
program directors on creating some new opportunities. There’s an awful lot of knowledge and a lot of
very, very, smart people in this company.
Is the spring training event new?
It’s an advancement of something I believe was started
by Tim Richards and the team at KMLE/Phoenix. We
have decided to put a national effort behind it and
the details of that will be coming.
Have you put any thought into where this combined
group now puts Entercom in terms of its place within
the broader country industry?
It’s natural to compare the broadcasters in the space,
and we’re now up there with the biggest groups. But
I think our focus will be slightly different than theirs.
We’ve always been like a farm-to-table operation in
that we really look to empower our local markets. We
like to create unique and original content that is relevant for those marketplaces. Both from a programming and a sales standpoint. And that will continue to
be our focus.
That’s not to say we won’t have best practices and
things we’ll do as a group to take advantage of the
scale we now have. But again, Entercom has, in my 14
years here, been a company that relies on the people
in their local markets to run that business. I don’t look
for that to change.
You talked about the shared values, but in merging
cultures, there are inevitably adjustments to be made.
One we’ve heard is that former CBS PDs are experiencing a more active role from their market managers
than they were used to. Is that one of the things Entercom does that might be a shift for the new stations?
I can’t obviously speak intelligently to how CBS
operated in the past. The market managers within
Entercom, I mean, they run their business. They are
involved, but whether or not they’re more involved
than what the previous CBS market managers were, I
don’t know that because I didn’t work there.
Several years ago we interviewed Entercom President/Programming Pat Paxton for this story, and the
thumbnail version of the programming philosophy
he outlined was to be focused on product and deliver
great content. How does that core concept get applied
specifically in Country, and how might it be shifting
with market dynamics?
We spend an awful lot of time researching our
marketplaces, trying to figure out what music the
audience wants. We spend a lot of time coaching
talent. We spend a lot of time trying to tap into the
core values of a local marketplace, by way of charitable efforts or ways we can impact the community
in a positive way. So don’t look for that to change.
What’s changed in the 10 years since you’ve spoken
to Pat is we probably have more resources and tools
to do those things.
There’s also the whole world of digital now with
apps and people connected to us on their smartphones and through social media. All of those
things, in combination with our traditional broadcast signals, are about trying to meet the audience
wherever they want to engage us. Then, provide
them with a unique, compelling and engaging experience. That’s really the mission.
What do you see as the key challenges and opportunities for radio beyond those broadcast towers?
Radio works brilliantly with digital. It’s great to
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amplify digital efforts and drive leads for businesses,
help with recruitment or whatever it may be. We have
a subsidiary entity at Entercom called Smart Reach
Digital in many of our markets and I’m sure that will
be rolling out to the markets where we don’t have it.
That’s a real opportunity for radio to help drive digital efforts, because every bit of research I’ve seen, be
it from Nielsen and other sources, indicates those two
really compliment each other well.

“

I’m fortunate in
that there are
tremendous
programmers at these
stations, many I’ve
known and even
worked with
over the years.

”

Do you see the way music decisions are made evolving, and how involved are you or other members of
the team in communicating about the music on the air
at each station?
We don’t have an official “list” that people add records
from. Those decisions are made locally. That’s not to say
we don’t discuss those things. We do conference calls
with PDs and we talk about what may be working in their
individual markets. We see each other’s research, and so I
would imagine some of those things weigh into local decisions. I don’t look for that to change. Our brand managers – our PDs – are really in charge of their radio stations.
We provide them the resources – research and other tools
– to figure out what the audience has an appetite for.

How involved were you in the decision to go to one
Country station in Seattle?
I don’t really want to get into that.
Overall, how do you think we’re doing as a Country
format and in terms of the business of country music?
I want to believe we’re beginning to find our way
again. For a while we had a lot of music that sounded the same. Very pop influenced, guys singing a
love song with a drum machine behind it. We’ve
moved away from that a bit and I applaud those
who have taken a different path. In general, I’m
pretty excited about some of the things out there.
I don’t want to get specific with names, but I am
hopeful the music is on an upswing and I’ve been
encouraged by the upticks in the ratings as of late.
Operationally, how do you see the interaction between
the music and radio businesses?
The countr y business ... it’s funny. You talk to
anybody who has come to this format from the
pop world – I’ll use Todd Cavanah, who has done
a brilliant job for us at WUSN/Chicago. His
background is Pop and now I think you’d be hard
pressed to pr y the guy away from Countr y. He
loves it. It’s a great format and unique in the relationship that exists between radio, the labels and
the artists. We have a greater degree of access.
I heard from some friends of mine who program Pop that Kelly Clarkson recently had an
album preview event at her home in Nashville
for some influential Pop PDs. And she said, “Man,
Country does this all the time. We should do this
more often at Pop.” I think a lot of the Pop guys
felt the same way. Sometimes we take that access
for granted in Country. We meet the artists in conference rooms as they’re coming up, yet years later
when they’re selling out stadiums, we still have access to them. It’s exciting that we can use that access and bring it home to the fans. That is a powerful, powerful tool we have that other formats
just don’t enjoy.
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