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Bruce
Beasley

Family, First,
Together

J

ust 16 when he started working at the Goldsboro, NC AM daytime Country station owned by his father George, Bruce Beasley
did “anything that needed to be done around the station.” After
college, he added sales during the week, plus airshifts on the
weekends and in the summer when the station extended its broadcast day to local sunset. In 1985, he became Sales Manager for Country
WRNS/Kinston, NC and moved to his first GM post in 1987 at a Beasley
Broadcast Group station in Ft. Myers, FL. He was promoted to VP/Operations in 1989 and maintained that post when he added GM duties at
new acquisition WXTU/Philadelphia in 1991. It was back to Ft. Myers
in 1995 to concentrate on his corporate post. And in 1997 he was promoted to President/COO, a title he holds today.
CA: At what point in your life did you fall in love
with radio?
BB: That came at a very early age, and I guess it was
because I was around it so much. When we took family vacations, we’d always spend at least
one day hanging around a radio station
where George would go in and talk to
the staff. I also worked on a farm when I
was young and loved animals. I actually
went to college and studied to be a veterinarian.
Somewhere along the way I decided I didn’t love that
as much as radio, so I switched to a business major.
When I graduated in 1980, I went to work for George
at his AM daytime station in Goldsboro, NC.

THE INTERVIEW

“

We want to
be together
in our
communities,
we want
to be
together
with our
families,
we want
to be first
in the
business
we’re in,
whether it’s
ratings or
cash flow.

”

Not all kids share their father’s love for whatever business
they’re in. What is it about radio that you grew to love?
It’s something new every day. Early on I liked the freedom of radio. I started out in sales and quickly learned
I was my own boss. I also learned that if I didn’t get out
and make the calls, and make the sales, I didn’t make any
money. I liked the fact that I could help a person expand
their business or buy a boat or a second home through the
success they achieved by advertising on the radio. I also
loved live and local, and the thought that the closest many
people in a community might ever get to a star or a celebrity are the people on the air. That’s one of the reasons
we still carry the banner for live and local today.
Is there a mission statement for the Beasley Broadcast Group?
We say it simply to our employees, we want to be “first,
together. “We want to be together in our communities, we
want to be together with our families, we want to be first in the
business we’re in, whether it’s ratings or cash flow. It’s a pretty
simple little mantra that we developed 14 or 15 years ago.
A lot has changed since you got in this business, let alone since
when your dad bought his first station in 1961. What’s your sense of
where radio is today in the lives of listeners, especially given all the
choices they have?
Radio has always had its challenges and challengers, but it still reaches 93% of the population weekly. There are a lot more choices for consumers and for advertisers. But people are still interested in knowing
how the high school football team did last night, or what’s happening
on the local roads, or being friends with the disc jockey who has been
on the air in their community for 15 years and they grew up with him.
As long as you’re live and local, which is something we pride ourselves in
being, you can be relevant in people’s lives and their lifestyles.
You’ve mentioned live and local a few times. Why is BBG able to do so
much of it?
Some companies have a lot higher leverage than we do, but even during the
tough times we went through a few years ago, we kept our people in place.
We have a strategy that we feel strongly about and won’t deter from it. Radio
is in our blood. If we have anything to do with it, we’ll be in the radio business another 50 years.
There seems to be very little turnover within BBG, whether it’s top-level
management at the local level or the people on the air. I take it that’s
also part of the Beasley culture.
That’s very important to us. We’re also very interested to promote
from within, which may be one of the reasons people stay with us.
They know we can and are willing to help them reach their goals as
far as what they want to do with their professional lives, being a manager, sales manager, program director, so forth and so on.
When employees ask me what I think is important, I tell them family is the
most important thing you have and your job comes after that. I strongly believe if a person has a happy home life, he’ll have a productive business life.
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How do you execute this philosophy of trying to help
people better their lives?
We hire managers who understand the culture we’re
trying to create, from George’s chair to my chair on
down, which is a culture of appreciating what people
do every day and caring about the people they work
with. Part of that is realizing people will have some
issues at home that we don’t go bonkers on. If people
need to do things, we’re more than happy to support
them. And our managers have that same culture.
I do it and have practiced it every day for the past 30
some years. We were brought up to treat people the way

THE INTERVIEW
you’d like to be treated. If you do that and give people
a fair opportunity to be successful, most will be.
You’ve referred to your dad, BBG Chairman/CEO
George Beasley, as “George” a few times.
My dad has been part of my life outside of family since
I was in the first grade and he was the principal of my
grade school. When we were doing business together
early on, it just felt kind of funny calling him “dad” in
front of clients and business associates, so I called him
George. Which is something my whole family does
outside of family settings.

lie Conner), I flew to Philadelphia, brought in pizza
and sat in the conference room with the entire staff
and just talked about it.
We give our managers a lot of leeway; a lot of freedom to make decisions. They know what their goals
are. They know what we expect of them. Number one
is protect the license and number two is to make sure
they have a really good business going. We’re there to
help them all the time. Brian and I visit markets almost
every other week. People new to our company often
tell me how surprised they are to meet the president. I
always tell them I’m there to help them be successful.
Justin Chase is your VP/Programming. What’s his role
with the local PDs – again, looking at that corporate to
local level relationship? And, where is the local Market
Manager in the mix when it comes to making programming decisions?
Justin works directly with the PDs and our consultants
on the over-the-air product, as well as our digital products. Our Market Managers also work with Justin. We
also have consultants who help us and the managers
with various decisions. I’m involved in these things, as
well. When it comes to any large scale programming
decision, we all talk about it together before we make
that decision. We just like working the old fashioned
way – getting out and visiting our markets.

Was it just understood or was there a formal chat that
if you were going to be in this business, you were going to have to learn it from the ground up?
I knew going in that I wasn’t going to be given any
kind of special treatment. I probably had to work 25%
harder than the person next to me because of my last
name. I was driven by being successful and making
my parents proud of me – especially inside a business
started by your parents.

BBG owns 44 stations in 11 markets. It’s grown
slowly through the years; it doesn’t appear you participated in the frenzy that took place after the Telecom
Bill of ’96 was passed. What has been your plan for
growing the company?
Our growth strategy from the beginning was to buy
stations that under-performed, turn them around and
sell them. We did that in many markets, mainly very
small markets. The first large market we got into (in
1976) was Cleveland. We went in, bought an underperforming signal, increased the power and sold it
and made some money. In 1988 we bought KRTH/
Los Angeles, selling it in 1994 for the highest price
ever paid for a stand-alone FM.
Our current strategy is to look for opportunities to
get full clusters in markets that we don’t have them. If
there are markets that we’re interested in and it makes
sense for us, we’ll look at them as well. We’ve been
through three recessions and they’re all different. But
you get to a point where you feel really good about
your leverage and have a good stable of radio stations,
and you go a little slower.
You prefer to have large clusters of the markets you’re
in as opposed to being in a lot of different markets?
Are you constantly looking for deals?
We prefer to do that. But we would entertain anything
out there. Finding stations to buy is George’s job. Yeah,
at 82 years old that’s still what he does. He talks to brokers two or three times a week.
Conversely, lots of companies your size, especially
those with properties in desirable markets and those
with the balance your stations enjoy, have been
bought. Is selling BBG an option you’ve considered?
We’ve had many companies want to purchase us. We
love the radio business and that’s our business. Right
now, along with me, my brother Brian is VP/Operations, my sister Caroline is the CFO, my brother Brad is
the Market Manager here in Ft. Myers. I’m also proud
to say we have six third-generation Beasleys in the radio
business. So, selling is not of interest to us. Unless,
of course, somebody offered us a stupid amount of
money. But even that would have to be stupid, stupid
money. And I don’t think people are paying the kinds
of high multiples for stations it would take for us to sell.
What is the relationship between corporate and
the stations?
We allow our managers a lot of flexibility because
they’ve earned it. But we still like to go in and talk to
everyone in the building. People seem to enjoy having
Brian and me visit them at their radio stations. It lets
them know that we do care. When we announced
Natalie’s retirement (WXTU/Philadelphia MM Nata-
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Speaking of being everywhere, where does BBG stand
on getting FM chips into smart phones? Are you actively involved in the push to get that to happen?
We’re all for it and are part of [Emmis Chairman/
President/CEO] Jeff Smulyan’s efforts. My sister was
President of the NAB for a few terms and has been
instrumental in the effort. We all believe it’s important
to have radio available everywhere. We live in an area
where there are hurricanes. When you lose power, the
only way to get information is from the radio. If you’ve
got a smart phone, it’s easier to do that. It just makes
total sense for radio to be on these things.
The battle for ears is more intense than ever. How do
you see the marketplace with SiriusXM, Pandora, Spotify
and all the other entities trying to eat part of your lunch?
They’re obviously competitors. But one thing that separates us from all of them is being live and local. They
can play music, but they can’t tell you what the football
score was at Ft. Myers High School on Friday night.
They can’t go out and do a remote or do community
service. We’re out supporting charities, doing whatever
we need to do. We’re helping people in any way we can,
whether it’s collecting diapers for tornado victims in
Oklahoma or helping local Ronald McDonald Houses
raise money. Those other guys can’t do that.
What is the company’s stance on performance royalties?
We’re solidly against it. We think the current model
works well. Radio still exposes listeners to new music
more than any other source. We work well with performers and record companies to get their music in front of
people, so they can sell their records, concert tickets, etc.
We’ve always worked in tandem to benefit one another.
BBG owns five Country stations: WKXC/Augusta,
GA, WKML/Fayetteville, NC, KCYE/Las Vegas and a
couple in those hotbeds of Country music – WXTU/
Philadelphia and WKIS/Miami. What is Country’s role
within Beasley’s overall business?
Personally, and as a company, we’ve always been fans
of country music. The first station I worked was Country and I’ve worked for two other Country stations in
our company. When we had stations in Goldsboro,
NC, we brought in George Jones and Tammy Wynette
for concerts. So Country has always been in our blood.
We really don’t choose one format over another in the
company, but I can’t remember us not ever having a
Country station in our company.

Overall, what do you think radio does right
these days?
When there is an issue in a community, radio is there
first and foremost to support it. Radio also understands our listeners’ needs and lifestyles and delivers
what they need in an entertaining way. Radio can’t
be beat when it comes to some weather tragedy or an
event. Radio always jumps in and does a brilliant job.
What does it need to do better?
As involved as we already are in our communities, we
need to step up even more in understanding needs.
That is what separates us from our competitors. Our
responsibility to the FCC for our license is taking care
of the community. We can always do a better job at that.

guys an opportunity while they’re over there to listen to
what’s going on in the cities where they were stationed.

“

People new to our
company often tell
me how surprised
they are to meet
the president.
I always tell them I’m
there to help them
be successful.

”

You mentioned digital. What role does streaming play
in Beasley’s radio business model?
Digital is currently about 5% of our revenue. Streaming
represents about 50%-60% of that, and the rest is from
websites. We’re getting into selling digital products like
search engine optimization, geo-targeting and those
sorts of things that we just started working on this year.
Do you see streaming as an important part of what
radio stations deliver to both local audiences and
local businesses?
Absolutely. We want to reach our listeners anywhere
they are, whether it’s in front of a computer at work or
on a mobile device. We have our own app, iRadioNow.
Plus we’re on TuneIn and iHeartRadio, so we’re on mobile. You can reach us anywhere you go, as long as you
have a device that can pick up a stream. And we think
that’s very important. Only our stations in Fayetteville,
NC, Augusta, GA and eastern North Carolina stream
outside of the United States. Those markets reach a lot
of soldiers who go overseas, so we extend the stream
purely because we think it’s important to offer these

As an owner of radio stations, what do you like most about
having Country-formatted stations in your company?
The best thing right now is Country is one of the hottest formats in America, so we like it because it attracts
a lot of listeners. Of course, it always hasn’t been that
way. When I was managing WXTU, everybody I saw
called it “Country and Western” and believed the listeners were all rednecks. Back in the diary days, we felt
like people weren’t writing us down, even though they
were listening to ‘XTU, because they were embarrassed
to admit they listened to Country. But we’ve always enjoyed the format. We particularly like the way the artists
interact not only with the radio stations but with our listeners. They’re very friendly and they’re genuine. They
actually care about what listeners think. I enjoy this
format personally purely because of how entertaining it
is and how easy it is to entertain our audience through
guest appearances and things like that.
Even as hot as the format is today, do you face still
any sales challenges in Philadelphia and Miami for
people who just don’t want to buy Country?
Not as much as we used to, but there’s a little bit of a
stigma. But when you look at Philadelphia now and see
how strong our young numbers are, I think advertisers
understand that it is not a niche market anymore. It’s
a general market radio station that has a lot of people
listening to it. So there’s not as much bias as we’ve
experienced in the past, just a bit here and there.
You mentioned you’re a Country fan. What is your
sense of what Country is today, musically, and what
are some of your favorite artists and songs these days?
George Strait has a song that I love right now and he’s,
what, 61? And I love the Luke Bryan song out now – and
he’s in his 30s. Others are in their 20s. Country artists have
a wide age range, which appeals to a wide group of listeners and helps keep the format healthy. I don’t have one
favorite artist. I just enjoy the music and enjoy the new
songs that come out. I love to listen to Country music.
Many of the major operators have airplay programs in
place with the labels. Does BBG have anything like?
No, we don’t have those types of airplay initiatives.
Our agreements with record labels are mainly for our
web and digital components.
Is BBG bullish on the future of both radio and Country?
Absolutely. We’re certainly bullish on radio. As for
Country, look at the gigantic 18-34 ratings it’s getting
across the nation. That means people are growing up
with the format on a larger scale than ever before,
which should make for a long and bright future for the
format. All current music-based formats go through cycles. But I think Country is going to have higher highs
and higher lows in ratings as time goes on. How can
you not be extremely bullish on Country?
CAC

