
Across Billboard & Mediabase in Country, Pop, Active Rock, Classic Rock, Hot AC & AC, AAA

BMLG EARNED 102 #1 AIRPLAY SINGLES

 66   BILLION AUDIO STREAMS             156  MILLION ALBUMS

308  MILLION DIGITAL SINGLES     23   BILLION VIDEO STREAMS

THE ONLY RECORD LABEL IN THE WORLD
to have one artist sell more than 

1 MILLION UNITS FIRST WEEK IN THE U.S.
FOUR CONSECUTIVE TIMES  

• 2010 Taylor Swift  Speak Now  1.047 Million 
• 2012 Taylor Swift  RED 1.208 Million 
• 2014 Taylor Swift  1989 1.287 Million 
• 2017 Taylor Swift  Reputation 1.216 Million

THE INDEPENDENT RECORD COMPANY

OF THE DECADE

#1 SINGLES BY
A Thousand Horses
Badflower
Brantley Gilbert
Brett Young
Carly Pearce
Cassadee Pope
Cheap Trick

Eli Young Band 
Florida Georgia Line
Justin Moore
Maddie & Tae
Midland
Rascal Flatts
Reba McEntire

Riley Green
Taylor Swift
The Band Perry
The Mavericks
Thomas Rhett
Tim McGraw
Zac Brown Band



For A�liate Relations, contact Jenny Shields: 615.664.2420

JOIN US IN THE
EQUAL PLAY
REVOLUTION

WE’RE PLAYING 50% WOMEN.
50% MEN. 100% COUNTRY.

WEEKNIGHTS 7PM-MIDNIGHTCODY ALAN
RADIO LIVE

W
IT
H

WHATCHA DRINKIN ‘BOUT
IMPACTING NOW

EARLY
BELIEVERS

KATM
KCCY
KHGE
KJKE
KNUC
KPLM
KRTY
KSOP
KTEX
KTOM
KUPL
KWBL
KXLY
KZSN
WAMZ
WCOL
WCTQ
WDAF
W1HC
WGH

WGNE
WJVC
WKLB
WNOE
WOGI
WPAW
WPOR
WSOC
WTHT
WTQR

RANKS TOP 10 IN CURRENT FEMALE AIRPLAY IN LAST TWO YEARS

OVER 18.5 MILLION AUDIENCE IMPRESSIONS WITH CURRENT SINGLE

OVER 45 MILLION AUDIENCE IMPRESSIONS WITH LAST THREE SINGLES
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Programming Issues
I have complete personal authority over the 
music I add or the spins I assign.
Strongly agree  57.1%
Somewhat agree  25.7%
Neither agree nor disagree    7.1%
Somewhat disagree    7.1%
Strongly disagree    2.9%

Respondents who have corporate mandates were 
considerably less likely to agree strongly (43%) than 
were total respondents (57%). About 87% of those 
working for the largest radio groups were very likely 
to add new music based on corporate mandates, 
compared to 71% of PDs/MDs of all stations that have 
mandates.
_______________________________________________

I have no problem playing singles by pop or hip-
hop artists with country artists as their duet or 
“featuring” partners.
Strongly agree  20.0%
Somewhat agree  20.0%
Neither agree nor disagree  17.1%
Somewhat disagree  24.3%
Strongly disagree  18.6%

Although nearly equally divided on this issue, PDs/
MDs are perhaps more open-minded than one 
might expect.
_______________________________________________

I will play a single I know is not a hit to help 
achieve the label/artist goal or to maintain that 
relationship.
Strongly agree    0.0%
Somewhat agree  28.6%
Neither agree nor disagree  21.4%
Somewhat disagree  34.3%
Strongly disagree  15.7%

Of those who generally agree with this statement, 
75% are positively infl uenced by their artist/label 
relationship. Among the 61% of respondents who said 
they are “very or somewhat likely” to be infl uenced by 
their artist/label relationships, their degree of support 
was a bit higher (35%) on singles not believed to have 
hit potential. 

I envision increasing the ratio of gold and 
recurrents singles on my station in 2020.
Strongly agree  10.0%
Somewhat disagree  30.0%
Neither agree nor disagree  44.3%
Somewhat disagree    7.1%
Strongly disagree    8.6%

The responses don’t overtly indicate concern 
about the quality of new music, but achieving 
spins on new music is likely to be more 
competitive this year.
_______________________________________________

I believe an album track getting millions of 
spins will be a hit for my audience but am 
inclined to wait until the offi cial push begins 
before adding it.
Strongly agree  10.0%
Somewhat agree  18.6%
Neither agree nor disagree  31.4%
Somewhat disagree  24.3%
Strongly disagree  15.7%

PDs/MDs are clearly not all entirely in lock step with 
label timing, but nearly 30% are fairly collaborative.

_______________________________________________

I know some artists don’t generate a lot of 
streams and therefore discount that factor.
Strongly agree    5.7%
Somewhat disagree  21.4%
Neither agree nor disagree  40.0%
Somewhat disagree  27.1%
Strongly disagree    5.7%

An even split within the margin of error. To 
illustrate the large streaming differences among 
certain Country artists, Country singles reaching 
No. 1 in 2019 varied widely from 1.8 million 
to 12.4 million streams per week. And Country 
airplay singles ranking at No. 50 in 2019 
ranged from 18,600 streams per week to 4.9 
million ... just two weeks apart! Age matters, as 
from mid-2015 to November 2019, established 
No. 1 artists between 26-30 years old generated 
an average 2,410 streams per spin compared to 
just 668 for artists aged 36 or older.

In the past year, I have added or increased spins 
by a female artist in response to criticism of 
Country radio.
Strongly agree    4.3%
Somewhat agree    8.6%
Neither agree nor disagree 14.3%
Somewhat disagree  21.4%
Strongly disagree  51.4%

Fewer than one in eight PDs/MDs responded 
affi rmatively, making this the most lopsided of all 
18 questions in the survey. Country programmers 
defi nitively did not see the need to adjust playlists in 
response to negative media reports on this subject.
_______________________________________________

Chart Issues
I believe an “add” should require a set number 
of spins per week.
Strongly agree  51.4%
Somewhat agree  15.7%
Neither agree nor disagree    5.7%
Somewhat disagree  11.4%
Strongly disagree  15.7%

A higher proportion of PDs/MDs strongly agree 
with this statement than on most other issues 
asked. Of the two-thirds who generally agree, 
79% strongly/somewhat agree the chart should 
be weighted in all dayparts. And 55% strongly/
somewhat agree the chart should include only 
daytime spins. Billboard’s methodology, powered 
by BDS, gives an auto-add to singles receiving 
seven or more spins per week, regardless of 
daypart. At Mediabase, stations have discretion to 
declare an add at any spin level.
_______________________________________________

A national airplay chart should be weighted by 
audience in all dayparts.
Strongly agree  35.7%
Somewhat agree  30.0%
Neither agree nor disagree  18.6%
Somewhat disagree  10.0%
Strongly disagree     5.7%

Nearly two-thirds of respondents agree with this 
qualifi cation, with “agree strongly” outweighing 
“disagree strongly” by a margin of more than 6:1. 
Of the 66% who generally agree, 78% strongly/
somewhat agree an add should require a set number 
of spins per week. And 48% strongly/somewhat 
agree the chart should include only daytime spins. 
Mediabase weights reporter spins by overall station 
AQHP, but not by daypart. Billboard weights reporter 
spins by AQHP in all dayparts.
_______________________________________________

A national airplay chart should only include 
daytime spins.
Strongly agree  21.4%
Somewhat agree  24.3%
Neither agree nor disagree  14.3%
Somewhat disagree  24.3%
Strongly disagree  15.7%

Country radio audiences in overnight hours average 
only 17% of daytime average quarter-hour persons, 
so it’s not surprising that close to half of survey 
respondents support this position. But we can see this 
debate is far from conclusive one way or the other. 
Of the 46% who generally agree, 69% strongly/
somewhat agree the chart should be weighted in all 
dayparts. And 81% strongly/somewhat agree an add 
should require a set number of spins per week. The 
Mediabase chart and Billboard charts (powered by 
BDS) both count spins from all dayparts.

_______________________________________________

Technology Issues
I have a good understanding of the differences 
between global streams, on-demand streams and 
programmed streams.
Strongly agree  38.6%
Somewhat agree  37.1%
Neither agree nor disagree  10.0%
Somewhat disagree  11.4%
Strongly disagree    2.9%

These response figures indicate label personnel 
have made a good start at educating 
programmers on the nuances of streaming 
performance metrics. However, there’s still work 
to be done to create common benchmarks, as six 
in 10 PDs/MDs surveyed don’t yet strongly agree. 
Perhaps this is one reason why only 45% said they 
are “very or somewhat likely” to be influenced by 
consumption-per-spin data for making new adds 
and just 59% were positively influenced for spin 
increases.

For the fi rst time, the Country Aircheck/Stone 
Door Media Lab survey asked PDs and MDs 
perceptual questions about their employment, music 
matters, new technologies and chart methodology.SENTIMENTAL JOURNEY 

1. An upcoming or recent concert: Aside from the corporate mandate, this was the largest-
gaining factor (whether a free show or not), noted by 70% as “very likely or somewhat likely” to 
infl uence new adds (up from 58% in 2018) and by 58% for spin increases. Not only does a local 
concert bring the artist “home” to a station’s audience, the data gleaned from an upcoming or 
recent show (in terms of ticket sales and audience engagement) can provide valuable local insights 
to shape programming decisions.

But investment in traditional road trips to station conference rooms may be offering diminishing 
returns, as the artist visit declined in positive infl uence from 35% in 2018 to a new low of 20%. In 
fact, the proportion of survey respondents who said a visit was “very unlikely” to motivate an add 
soared from 5% to 21% – a bigger leap than any other “unlikely.”

2. Artist/label relationships: Unquestionably more intertwined than in any other format, 
Country radio’s close ties to the artists and labels rebounded in infl uence in 2019, up from about 
55% to nearly 61%. It was the only signifi cant “intangible” factor to increase year-to-year. 

3. Consumption per spin: Asked about this increasingly promoted statistic for the fi rst time, 
almost 45% of PDs/MDs surveyed regard consumption-per-spin data as “very likely” or “somewhat 
likely” to be infl uential on adds, while a solid majority – nearly 60% – favor it for spin increases. 
Consumption-related statistics immediately moved ahead in ranking compared to national 
streaming data. And new research shows that early consumption-per-spin is correlated to chart 
outcomes. More on that predictive characteristic will be presented at the February 20 CRS panel, 
“Do Metrics Prove the Music?”

4. Specifi c non-local radio airplay: Keeping tabs on a particular station or two (or more) 
around the country is meaningful for many PDs, as this factor saw a resurgence in positive 
infl uence on new adds from 32% to 40%, well above the margin of error. Interest in programming 
activity taking place out of town ranked considerably higher than what was happening across the 
street, which dipped below 30% as a positive add factor.

5. YouTube streaming data: YouTube’s combination of music and visual elements, or perhaps 
the sheer ease of using the service, gained more attention from programmers in 2019. It was the 
only streaming service to rise notably in infl uence on both new adds and spin increases, compared 
to Spotify, Apple and Pandora.

MAY THE 

FORCES
BE WITH YOU





I am worried that streaming services are increasing 
their “share of ear” at my station’s expense.
Strongly agree   17.1%
Somewhat agree  45.7%
Neither agree nor disagree  17.1%
Somewhat disagree  14.3%
Strongly disagree    5.7%

Even excluding monster streaming pop crossovers (Dan 
+ Shay w/Justin Bieber, Blanco Brown), the average 
top 10 single at Country radio in 2019 earned 4.7 
million streams per week, up 15% from 2018. With 
a solid majority showing concern about streaming, 
it’s not surprising that an even higher percentage are 
reporting the importance of building station “skills” for 
smart speakers to compete with digital music providers. 
Among the 17% who agree strongly that they worry 
about streaming, 67% strongly agree smart speakers 
should be a priority (see more below).
_______________________________________________

Building station “skills” for smart speakers is a 
priority at our station.  
Strongly agree  54.3%
Somewhat agree  25.7%
Neither agree nor disagree  11.4%
Somewhat disagree    2.9%
Strongly disagree    5.7%

Introduced in 2014, the leading virtual assistant, 
Amazon’s Alexa, is now in more than 100 million 
devices, supporting iHeartRadio, Pandora, Spotify 
Premium, Amazon Music, Apple Music, Google Play 
and others. Of all radio listening hours in January 
2019, smart speakers’ share more than doubled to 19% 
in one year. Good to see survey respondents agree their 
stations are taking steps to capitalize on the “new home 
radio.”
_______________________________________________

Podcasts are playing an increasingly important 
part of our station’s brand and offerings.
Strongly agree  15.7%
Somewhat agree  27.1%
Neither agree nor disagree  27.1%
Somewhat disagree  18.6%
Strongly disagree  11.4%

There are more than 800,000 regular podcasts, and 
music is the most-listened-to podcast genre among 
those interested in podcasts, according to Nielsen. 
Once music licensing becomes easier to obtain, the 
proliferation of and interest in podcasts will certainly 
grow. Until then, this hurdle could be a big reason 
why fewer than half of respondents agreed with this 
statement. The fact that the average PD/MD is already 
busy with 3.6 jobs at their station/cluster may be 
another (see below). 
_______________________________________________

Job-Related Issues
I would be comfortable investing in radio 
stocks.
Strongly agree    7.1%
Somewhat agree  14.3%
Neither agree nor disagree  30.0%
Somewhat disagree  25.7%
Strongly disagree  22.9%

While about half of U.S. adults own shares of stock 
directly or indirectly, only one in fi ve PDs/MDs surveyed 

agree that radio stocks are a good fi nancial fi t for 
them. This is a remarkably telling fi gure, especially 
when one considers how much programmers know 
about their own business. For the record, from Jan. 8, 
2019 to Jan. 8, 2020, the average stock price of the 
six leading publicly traded radio companies grew just 
1.4% to $13.62. Meanwhile, the stocks of six of radio’s 
streaming and satellite competitors (Liberty Media, 
which holds stakes in iHeart and Sirius XM [which 
owns Pandora], Spotify, Apple, Alphabet and Amazon) 
skyrocketed by an average of 35% to $635.
_______________________________________________

I worry about being downsized out of my job or 
having additional work assigned to me.
Strongly agree  22.9%
Somewhat agree  21.4%
Neither agree nor disagree  21.4%
Somewhat disagree  12.9%
Strongly disagree  21.4%

Combine advances in automation, the modest growth 
of radio stocks, radio’s stagnant share of advertising, 
the number of roles PDs/MDs hold and their already-
lengthy workweek (see below), and it’s no wonder 
nearly half of survey respondents say they are 
concerned about their workload, if not their job itself.
_______________________________________________

I am reasonably compensated for the work I do.
Strongly agree  20.0%
Somewhat agree  42.9%
Neither agree nor disagree      14.3%
Somewhat disagree  15.7%
Strongly disagree    7.1%

The good news for radio’s senior management 
executives is that a solid majority of PD/MDs surveyed 
feel generally positive about their salary and benefi ts, 
despite carrying a heavy workload and worries among 
many of them about their job security and/or being 
burdened with further duties (see both above and 
below).
_______________________________________________

Q: “How many daytime spins do you give a new 
single before you regard it to be familiar enough 
to test in callout research?” 
A: The average was 161. A third of survey respondents 
give 200 or more daytime spins, and nearly two-thirds 
give at least 150. By comparison, Nielsen AQHP/
turnover data on Country reporting stations indicate 
familiarity on new music is reached, on average, at 
about 88 daytime spins.

200 or more 33.9%
Between 150-199 30.7%
Between 100-149 17.7%
Between 51-99   4.8%
0 to 50 12.9%
Average..............................................          161
_______________________________________________

Q: How many dayparts do you program locally, 
compared to using syndicated or network shows?
A: The average is 4.2 dayparts, or approximately 84% 
of the day. (Five or more is considered to be “all 
dayparts.”)

All dayparts      (100%)     51.5%
4 to 4.9          (80-99%) 23.5%
3 to 3.9          (60-79%) 22.1%
Fewer than 3    (<60%)    2.9%

Q: How many hours a week do you work at your 
station and at events?
A: Radio PDs/MDs work very hard, as survey 
respondents averaged 54.6 hours, nearly 59% more 
than the American average of 34.4 hours, as measured 
by the Bureau of Labor Statistics (May 2019). Fewer 
than 20% work less than 50 hours per week.

70 hours or more 
60-69 hours 
50-59 hours 
40-49 hours 
Fewer than 40 hours 
Average                             54.6 hours per week
_______________________________________________

I feel pressure to fi nd acts to play station shows 
to generate additional revenue.
Strongly agree  
Somewhat agree  
Neither agree nor disagree  
Somewhat disagree  
Strongly disagree  

About 39% of respondents said a free show was “very 
likely” to infl uence a new add. But among those who 
strongly agreed they feel pressure to get a free show, 
that “very likely” infl uence soars to 62%. This indicates 
how real that pressure can be. And considering that 
radio’s share of advertising revenue has been growing 
only incrementally, one can see why a majority agree 
with this statement. It’s telling that among PD/MD 
survey respondents, a free station show ranked among 
the most “very likely” infl uences for both new adds and 
spin increases.
_____________________________________________

Q: How many jobs do you personally handle 
each day (as PD, MD, air personality, voice-
tracker, station manager, corporate PD, etc.)?
A: One reason Country programmers surveyed work 
so many hours (see above) is because they handle an 
average of 3.6 jobs each day. More than 88% work at 
least three jobs, and more than half manage four or 
more roles. Only 4.3% of respondents hold just one 
job.

Number of jobs:
5 or more 
4 
3 
1-2 

_______________________________________________

ABOUT THE SURVEYS: Conducted in November-
December 2019, the fourth annual Country Aircheck/
Stone Door Media Lab’s Music Decision Survey and 
first Sentiment Survey generated 71 participants from 
CA/Mediabase-reporting stations representing 26 
different group or station owners. The margin of error 
was 5.6% with an 80% confidence level. The sample 
closely matched the overall reporter field in PPM/diary 
proportions, as well as in geographic distribution. CAC

Based in Monterey, California, Jeff Green is Managing 
Partner of the Stone Door Media Lab, which provides 
research and analytics on radio-related ratings, 
consumer data and digital media consumption. SDML 
conducts market analyses, industry white papers and 
related business intelligence. Reach Jeff at 
jeff@stonedoormedialab.com; 615-406-4567.
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