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WSLC/Roanoke has more Facebook fans than any 
Country radio station in the U.S. – more than 28,000 

– nearly triple the following of any other Country station. 
WSLC PD Brett Sharp talks about the station’s social 
networking success. 

What is the secret of your huge Facebook growth?
 First of all, isn’t it amazing that country people have computers? 
It all got started when my morning co-host Robynn James called me 
out for not having a Facebook page. Then a car dealer friend of ours 
called and challenged me to build a page. In one day, we got over 
1,000 fans.
 I had no idea what Facebook was about. To keep it pretty organic, 
I intentionally didn’t learn anything about it before we started. I let 
the listeners teach me, and they really did. We talked briefly about 
stunting, but the short version is that our growth came from giving 
away a car. (Note: Before running a similar contest on your page, 
it’s important to know that Facebook changed its terms of service in 
mid-November, which eliminates or severely restricts the ability to run 
contests on the platform. For example, you cannot predicate entry to 
a contest on making a comment or becoming a fan. Running afoul 
of the new rules means risking having your page shut down. See the 
promotions rules page on Facebook for terms.)

WSLC’s Facebook page gets more than 100 responses a day. 
Today, when we don’t have the time to talk with listeners as we 
once did, that has to be a great source of information for you.
 It’s fantastic. We read the comments on the air and call people by 
name. A couple of comments from Facebook, and bang! The phone 
lights up. Your listeners are fun; they’ll do the punch line for you. It 
makes it easy.

Who is in charge of your Facebook page?
 No one person is responsible. We’ve learned it has to be real. 
We used to send out slick-looking e-mails, but we found that 
if we have the personality write and post their own words, the 
response is a lot higher. We still work our Gold Star Club and set 
appointments for listeners to come to the station for audience-
building, but we’ve found that text works better for us than the 
fancy, high-gloss efforts. We’ve seen an increase in our website 
traffic as a result of our Facebook activity. During our Facebook 
promotion, visits to 949starcountry.com increased 37.6%, pulling 
in 10,000 new unique visitors during the one-month period. Our 
Facebook page has almost become another website for our radio 
station.

Has the initiative to attract that many followers resulted in 
ratings gains?
 We’ve only had one book since the targeted effort to get Facebook 
followers. But the Fall 2009 book showed both our Metro and TSA 
cumes were up significantly. Our TSA cume of 232,200 was an all-
time high. Our Fall 2009 Metro cume was up 15,000 over Spring 
2009, and ahead of Fall 2008 by more that 13,000. While we really 
can’t attribute all of that to our Facebook promotion, it’s safe to say it 
definitely moved the needle. 

Have you found a way to make money from the page?
 We’ve been working with sales to try to find a way, and right now 
the work on these pages is like product placement. But we haven’t 
broken through that yet.

Social media give listeners a chance to have their say about 
your station and staffers, and to say it very publicly. How 
do you handle the inevitable issues such as posts that say, 
“You suck”?
 I meet the problem head-on. We never pull a post off the page 
because it’s negative. We thank them for their interest and concern, 
and share our point of view. We are very protective of our fans and 
listeners. 

If you were giving advice on starting a Facebook page to 
those Country stations that aren’t in the space yet, what 
would you say?
 Launch it and talk about real things. The more real you are, the 
better. We don’t do additional contacts with WSLC’s Facebook fans, 
like e-mail blasts, outside the Facebook environment and posts. A 
few posts a day is about the proper amount of contact to have with 
listeners. Working in social media is worth it. Facebook is a grass-
roots cume-building effort.

[Editor’s note: You can hear Ray Massie’s complete interview with 
WSLC PD Brett Sharp at http://socialradiopros.wordpress.com.]

Country’s Facebook King

Social
Engineering
How Good Is Your Network?

M
oving radio brands to the Internet has 
been a huge focus of late. And it’s 
understandable – web ad revenue has 
grown exponentially while the spot 

business has been in steady decline. Station-level 
conversation and activity aimed toward building 
websites, VIP clubs, e-mail databases, Twitter, 
Facebook, and MySpace accounts has been intense. 
All that effort going in so many directions takes time, 
money and people. The question to ask now is, “How 
social are you?”
 One of Country radio’s strengths through the 
years has been its close relationship with its fans. 
But as radio stations have moved increasingly to 
syndicated programming and imported voice tracking, 
conversations between stations and listeners have 
diminished; engagement has fallen away. Concurrently, 
PPM has driven many stations to crank up the 
jukebox, a move that has caused communication and 
companionship with fans to change dramatically or 
even disappear. 
 Radio seems stuck between two worlds. Are we 
simply a carrier of content, like the Internet? Or do 
we produce stellar content for digital and over-the-air 
distribution? The good news is, radio stations have 
been given new tools to communicate with and get 
closer to listeners than ever before: Facebook, Twitter 
and MySpace social networks.

Where They Already Are
	 Facebook	is	the	second-highest-traffic	website	in	the	
world, second only to Google. Latest research shows 
nearly one-third of people who use Facebook fall into 
the segment called “conversationalists.” They like to 
talk. These are the fans who will post a few times a 
day. And did I mention that most of these are smack in 
Country’s target audience of women? More than 350 
million people worldwide use Facebook. In Seattle, 
there are more than 260,000 women between the ages 

of 25-44 who have Facebook accounts. That’s close to 
half the weekly cume of either Seattle Country station. 
Women, conversations and Facebook – Country radio 
must have a seat at that table.
 Unlike Google, you can completely control what 
happens on your Facebook page and how you rank. It 
should be obvious that your listeners go to Facebook 
long before they come to your station’s website. So, 
the easy answer to growing your website is go to where 
the listeners are. With that in mind, it’s interesting to 
note that many Country stations in Top 50 markets are 
not even using Facebook. And other stations which are 
using	Facebook	make	it	difficult	or	impossible	to	find	
their FB page from the station’s website.
 There are 31 Country stations with 2,000 or more 
Facebook fans. The surprising leader is WSLC/
Roanoke, VA with more than 28,000 fans (see story 
at right).

Wherefore Art Thou, Twitter?
 Twitter is frequented by millions of Americans 
and	ranks	15th	in	U.S.	web	traffic.	But	this	
popular social media service doesn’t get a lot of 
love from Country radio. My study shows that, 
with the exception of a few standouts, Country is 
essentially non-existent there, with the majority of 
stations having well under 1,000 Twitter followers.  
Stations using Twitter often don’t use it to its fullest 
capability; a few only tweet their playlists, resulting 
in low follower numbers. As with Facebook, 
many either do not have Twitter accounts, or those 
accounts	are	impossible	to	find	on	the	station’s	web	
home pages or through Google.
 It’s also interesting to note that many stations with 
a large Twitter presence have little in the way of a 
Facebook presence. The reverse is also true: Five 
stations – KATM/Modesto, CA, KEEY/Minneapolis, 
KMLE/Phoenix, WMIL/Milwaukee and WUBE/
Cincinnati – rank among the Top 20 in both metrics.

by Ray Massie



Listen ... And Respond
 One of the most important aspects of becoming 
involved in social media is simply being in the 
conversation. At its most basic, social media is really 
pretty simple. Listen and respond. Engage and talk. Part 
of radio’s problem today is that we aren’t listening; we are 
broadcasting. Broadcasting in social media is a waste of 
time. Communicating and engaging is what social media 
does. It isn’t broadcasting – it’s a different animal.
 Social media is not and will not work well as 
advertising. Think of it more like audience research. The 
difference is the continuing “free” investment in building 
your audience relationship. The time needed to build 
the relationship and remain part of the conversation is 
extensive and important.
 As important as listening is, it’s equally key to 
respond. Social media gives radio a chance to be old-
school again. Remember when we used to answer the 
phone? Remember when it was fashionable to do live 
broadcast, not table and tent “remotes”? With social 
media, we now have the chance to be “high-touch” once 

again. Only this time, it can be a bit more “one-to-many” 
versus “one-to-one.”
 More than ever before, social media gives us the 
opportunity to interact. Deepening the engagement is the 
end result of time and energy spent in the social space.
 Listening and responding will reinvigorate your 
on-air sound. It will improve your listener focus. Your 
audience engagement levels will improve. Your ability 
to defend your space against those who will take from 
you is enhanced.
 Perhaps the most important key to social networking, 
if you are going to do it, is to commit to it and do it 
right. We know having raving fans is a key to ratings and 
revenue success.  Social media can be a difference maker 
in making that connection with passionate fans.

CAC

 Veteran Country programmer and Gap West/Billings, 
MT OM Ray Massie heads the social networking company 
Social Radio Pros. Contact Ray through his website 
socialmediapros.wordpress.com.

 According to a study done at the end of December by Social 
Radio Pros’ Ray Massie, here are the Top 20 Country stations 
with the most Twitter followers. The “Tweets” column is the 
number of tweets for a week in December.

Mkt. Rank    Station/City                      Followers
44 WSIX/Nashville 5,930 
67 WBCT/Grand Rapids 3,403 
2 KKGO/Los Angeles 2,311 
15 KNIX/Phoenix 2,122 
11 WYCD/Detroit 1,871 
28 WUBE/Cincinnati 1,663 
15 KMLE/Phoenix 1,437 
7 WUBL/Atlanta 1,390 
66 KSKS/Fresno 1,212 
16 KEEY/Minneapolis 1,172 
111 KATM/Modesto, CA 1,133 
26 KFRG/Riverside 1,098 
23 KUPL/Portland, OR 1,036 
46 WQIK/Jacksonville 852 
9 WMZQ/Washington, DC 794 
46 WGNE/Jacksonville 789 
37 WMIL/Milwaukee 786 
39 WFMS/Indianapolis 730 
30 KSOP-FM/Salt Lake City 711 
45 WTQR/Greensboro 698 

Country Twitter Top 20

Country Facebook Top 20
 According to a study done at the end of December by Social 
Radio Pros, here are the Top 20 Country stations with the most 
Facebook fans. The “Posts” column is the number of posts for a 
week in December.

Mkt. Rank Station/City Fans 
 
113 WSLC/Roanoke, VA 26,878
8 WXTU/Philadelphia 9,044 
25 WOGI/Pittsburgh 8,170 
43 WGH-FM/Norfolk 7,917 
20 KYGO/Denver 7,196 
21 WIL/St. Louis 6,784 
16 KEEY/Minneapolis 6,544 
3 WUSN/Chicago 5,805 
53 WYRK/Buffalo 5,509 
15 KMLE/Phoenix 5,074 
28 WUBE/Cincinnati 5,049 
63 WGNA/Albany, NY 4,289 
42 WQDR/Raleigh 4,250 
22 WPOC/Baltimore 4,239 
37 WMIL/Milwaukee 4,113 
36 WCOL/Columbus, OH 3,897 
111 KATM/Modesto, CA 3,761 
103 WBUL/Lexington, KY 3,680 
58 WSSL/Greenville 3,598 
45 WPAW/Greensboro, NC 3,240 


