February 20, 2020
M. Claude Doucet,
Secretary General
CRTC
Ottawa, Ontario
Re: Broadcasting Notice of Consultation CRTC 2019-379 - CBC Licence Renewals
We are filing this intervention on behalf of the member stations of the Ontario
Association of Broadcasters (OAB).
The OAB is concerned that a number of the proposals contained in the CBC’s business
plan could have a detrimental effect upon private-sector broadcasters, and in particular
upon Independent broadcasters.
1. The impact that expanded CBC local digital services will have upon emerging
private-sector initiatives.
2. The potential impact upon the private-sector of CBC music, an unregulated
digital service that is tightly integrated with CBC’s regulated broadcast services.
3. The possibility that, due to the CBC’s shift in focus towards local service, the
CBC may convert regional network rebroadcasters into full-service, local
competition for private-sector broadcasters.
4. In this submission, we will also review how the current direction of the CBC
duplicates many services already provided by the private sector. Additionally, due
to their government funding the CBC can “crowd-out” existing operators, thereby
stifling innovation. The end result could be the demise of local radio stations and
an overall decrease in independent news voices.
5. Finally, in lieu of competing with private-sector broadcasters, we would ask that
the Corporation consider working cooperatively with the private sector, thus
increasing the strength of the entire broadcasting system.
We appreciate the opportunity to provide comment on this matter. Our comments are
attached. We wish to appear at the public hearing.
For the Board,
Ron Dann
President, Ontario Association of Broadcasters
5762 Hwy. #7 East, PO Box 54040, Markham, ON L3P 7Y4 ▪ 905-554-2730 ▪ memberservices@oab.ca
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Introduction
1.

The Ontario Association of Broadcasters recognizes the many contributions the CBC
provides to the Canadian broadcasting system. Independent private broadcasters in
Ontario, many in small and medium markets, have also worked diligently to fulfill the
objectives of the Broadcasting Act. Our stations are not only a source for
entertainment, but also for community engagement, advocacy, news and information
and we serve the public in times of emergency. The challenges faced by many
operators are numerous including; a continual erosion of revenues over the last five
years, increased competition for audience retention from unregulated audio streams
and from other digital media.

2.

The CRTC’s 2018 Harnessing Change Report noted the decline in revenues that
radio has seen since 2014. In 2019 that trend continued. In January of 2020 the OAB
conducted a survey of independent radio operators and the results of that survey
indicate that the decline in revenue continued into 2019 and may be accelerating
faster than predicted. Seventeen independent broadcasters were asked their
thoughts, their economic outlook, and the challenges they are facing. Of the
seventeen respondents, eleven (65%) experienced declines in revenues over the
past 2 years. Three (18%) had experienced steep declines of more than 10% and
only 2 (12%) had seen a revenue increase over the past 2 years.

3.

OAB Member stations are challenged on many fronts by digital services like
Facebook, Twitter, YouTube, Spotify and Apple Music. We are concerned that the
CBC could become a major threat, a threat that could impact the ongoing viability of
existing stations.

4.

The Ontario Association of Broadcasters supports the recommendations of
the Broadcasting and Telecommunications Legislative Review Panel: Canada's
Communication Future: Time to Act that the CBC be “animated by a public purpose
not a commercial one” and to not focus on “lucrative mainstream audiences”.

How the CBC impacts the private-sector
5.

Regardless of whether or not CBC charges for advertising, any new radio or digital
service that directly competes for listeners or viewers will impact the revenue of
existing broadcasters and other Canadian content creators.

6.

Advertising revenue by any media outlet directly correlates with the size of the
audience. For example, a high circulation newspaper will have greater revenue than a
lower circulation competitor. A radio station with more listeners out bills a lower rated
one, and a web site with higher traffic will generate more revenue than its less visited
competitor.

7.

Foreign streaming Services impact radio revenue through an erosion of tuning. By
syphoning off listeners, radio’s total hours decline. This decline in listeners results in
fewer advertising impressions for each commercial announcement, and reduced
effectiveness, compared to other media. Thus, revenues for private-broadcasters
have declined.
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8.

In the digital realm, revenue is based upon “eyeballs reached,” also known as user
impressions. Whether a competitor charges for content or not, if they compete for
impressions, they deprive other competitors of revenue.

9.

Aside from the competition for impressions, CBC accepts advertising on its news,
music, entertainment and sports pages, putting the broadcaster in direct competition
with private broadcasters and traditional Canadian news organizations.

CBC’s Corporate Plan
10. The

CBC’s Corporate Plan for 2019 through 2024 clearly outlines the corporation’s
strategy and direction for its digital presence. That strategy places it on a collision
course with private broadcasters. By expanding its footprint, the CBC will increasingly
compete with private broadcasting. 1

11. The

CBC website is expansive and all-encompassing. CBC music pages include a
tab where music stories can be read, video of performances can be seen, an event
listing, a listen live section, streaming all 4 CBC radio channels and a mind boggling
152 curated music streams from Classical, to Active Rock, and every genre in
between.

12. The

CBC describes their strategy as “More Local • More engagement • More
information • More often • On more screens” This is extremely concerning to small
and medium market broadcasters, many of whom have filled the void left when
traditional newspapers closed down or moved out of smaller markets. Many of these
broadcasters are small businesses that will suffer under what we would describe as
an overreach by the CBC.

Direct Impact upon OAB Members
Impact upon local news and content
13. The

CBC’s commitment to expand and strengthen its local digital news service will
have a serious impact on private-sector broadcasters as well as on-line print and
independent digital news providers.

14. The

suggestion the CBC is “filling a void” in those communities that have experienced
a loss of local print publications, assumes that local independent broadcasters are not

11.

The CBC may argue that they are not acting in a competitive fashion. That is clearly not the case: As part of their
current application, in a letter dated Aug 23, 2019, the CBC replied to a Commission request for financial data
related to digital activities in this manner “The public disclosure of this data would also place CBC/Radio-Canada at
a competitive disadvantage by giving other broadcasters enhanced insight into the Corporation’s digital activities.
The disclosure of either revenue or expenditure data would provide other broadcasters insight into both the
magnitude of investment by CBC/Radio-Canada into its digital activities, as well as the degree of revenue success
achieved, including trends in both areas. This insight could permit these third parties to anticipate CBC/RadioCanada’s planned activities and thereby grant them a competitive advantage.
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and cannot continue to be a local source of news information. This overlooks the
level of innovation that is occurring at the local level. 2
15. Private

broadcasters, many of who are independent, have developed local news
digital platforms to complement terrestrial services. Broadcasters trying to monetize
their on-line services will experience significant impact should the CBC implement
their plans to develop local digital news services. CBC expansion will crowd out page
views and directly compete with independent broadcaster’s ability to develop a solid
and sustainable revenue stream.

16. By

duplicating service, the CBC directly competes with private-sector broadcasters
and other, local online publications. However, the CBC is subsidized through public
funding, augmented with advertising revenue, giving them the resources to eliminate
competition and to dominate the marketplace.

17. By

allowing the CBC to redirect funds from parliamentary appropriations set up for
unique broadcast services, towards digital services which duplicate private sector
initiatives, the CRTC would inadvertently be contributing to the demise of
independent news voices. Clearly, this would not be in the public interest. 3

Recommendations
1. That direction be given to the CBC that they must consider the potential impact
upon private broadcasters before deploying new digital services into small and
medium markets. Also, when developing strategic, and annual plans, the CBC
should take into the account the impact that their operations will have on the
private sector.
2. That wherever possible, new CBC digital services should not duplicate content
that is already being provided by the private sector. The CBC should focus on indepth stories and content of a regional and national nature that are beyond the
financial capabilities of commercial services.
CBC Music Streaming Services
18. Many

of the audio streams available through CBC Music provide access to
programming that are already offered across many radio formats in Canada. This
includes such streams as Hot Country, Adult Alternative, Rock, 90’s Rock, Pop 40,
Adult Pop, the 70’s, the, 80’s, the 90’s and Motown. All are made available free
through CBC Music, in some cases with little to no Canadian Content.

2

Please refer to appendix one for examples of private-sector initiatives.

The most challenging phase for any media organization is the start-up. Content must be produced
before an audience is developed. Thus, there are large up-front fixed costs, which result in significant
operating losses. The CBC is able to use public funds to cover initial losses, giving them an immense
competitive advantage. This public funding provides CBC with the opportunity to drive out competition,
and once established, garner the majority of market revenues.
3
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Example
19. The

CBC ROCK playlist describes itself in the following manner:
“The rock tracks that will move you now, and forever. As timeless as the day they came
out. Hear: Alice Cooper, Bruce Springsteen, Heart, AC/DC, Jimi Hendrix, Janis Joplin,
Led Zeppelin”
None of the above-mentioned artists are Canadian.

4

20. Mainstream

playlists target lucrative mainstream audiences. They drive traffic to the
CBC Music website. This not only impacts the tuning to conventional radio, but
advertising is presented before access to the stream, thus the CBC has a financial
incentive to compete directly with private-sector broadcasters.

21. It

has been documented that executives within the CBC have made their intention to
“support advertisers” with advertiser friendly offerings, putting them on what was
referred to in the Broadcasting and Telecommunications Legislative Review Panel:
Canada's Communication Future: Time to Act on a “collision course” with private
broadcasters.

22. It

could be argued that these mainstream foreign playlists only form a part of the
many playlists that are featured on CBC music, thus diversity is maintained. However,
the Corporation cannot argue the need to provide such content. Mainstream music is
already available through commercial outlets. We cannot think of any justification that
the public broadcaster could use for continuing with 100% foreign musical content.

23. The

Broadcasting Act states that the Corporation should provide programming that is
predominantly and distinctively Canadian. Although unregulated, much of the content
on CBC music does not meet the spirit of the Act. Moreover, the CBC promotes these
digital services through their regulated, over the air signals.

Recommendations
1. The OAB questions the need for free music streaming services that duplicate the
programming provided by private broadcasters and provides little to no Canadian
content or cultural reflection.
2. We would recommend that, given the cross-promotion and complementary
relationship between CBC music and their on-air products, the CBC should be
ordered to desist from programming music of a nature that competes directly with
private-sector broadcasters.
24. Note:

Our recommendations directly relate to question 9 of PN CRTC 2019-379 How
would the Corporation ensure that the programming provided across all of its
platforms and services remains predominantly and distinctively Canadian?

4

Please refer to Appendix 2 for further examples
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Potential Conversion of Rebroadcasters
25. The

OAB would like to comment upon the possibility that CBC regional
rebroadcasters will be converted to local originating stations. Such conversions would
produce the following negative results:
1. Content aired on new, local CBC stations would largely duplicate content already
provided by existing private-sector stations.
2. New originating CBC stations would directly compete with existing private-sector
stations, impacting their revenues and driving up expenses. In combination with
other market forces, increased competition could result in the closure of local
stations and the loss of editorial voices.

26. The

report Canada’s Communications Future: Time to Act recommends that the CBC
expand local services. However, it also recommends that Canadians should have
access to a wide range of media content choices. There is an obvious need to
achieve a balance between those two objectives – it is our position that should the
CBC expand its radio broadcasting services, it should do so in markets that are not
currently served by a private broadcaster. Duplicating content between CBC and
existing private broadcasters is not additive to the system, and is not in the public
interest.

Additional CBC stations would impact private-sector broadcasting
27. In

their application, the CBC has presented a growing commitment towards local
content. While on the surface, this may appear to have a public benefit, expansion of
local service into markets that are already served by private-sector media will largely
duplicate existing content.

28. The

conversion of a rebroadcaster into a local station effectively introduces a new
radio station into a market. In addition to competing for local audience, the new
station, which enjoys public subsidies, competes for local talent and drives up local
payroll costs, further impacting the viability of the incumbents. 5

29. Stations

in smaller markets operate with razor thin budgets and are already struggling
with increased competition from digital services. Further competition from a
government subsidized CBC outlet would further erode the audience to private-sector
stations and directly impact those stations’ revenues. In turn, this would limit the funds
available for the incumbents to invest in their own digital services, which provide a
sizeable revenue opportunity for those broadcasters. The net effect will be a reduction
in private-sector tuning levels and revenue, worsening the position of broadcasters
who already must compete with streaming services.

The level of staﬃng and compensation at the CBC is typically significantly higher than in the
private sector at the local level. It is very diﬃcult for local broadcasters to retain or attract
competent well-trained staﬀ. The aggressive labour market infers the local stations often have
to match wages with that oﬀered by the CBC just to maintain continuity and competitiveness.
5
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Recommendations
1. Our primary recommendation is that by condition of license, the CBC be
restricted from converting existing network and regional rebroadcasters to
become locally programmed stations.
2. Should the Commission decide that such an approach is not appropriate, in order
to maintain the integrity of the licensing process, we request that any conversion
of a CBC station to a locally programmed station should follow the regular public
process as would be required of any other new private or public applicant. The
Commission should require an application, allow for public input, and base their
decision after a full analysis of the economic impact upon existing stations in the
market.
Other Comments
CBC Expansion has occurred with little Public Scrutiny
30. The

Broadcasting and Telecommunications panel did consider the role of the CBC.
But the CBC’s current role has evolved through eighty plus years of public scrutiny
and debate. Comparatively speaking, there has been little public discussion regarding
CBC’s role in the digital era. Specifically, there has been little to no consideration of
the potential impact that a publicly funded CBC might have on other market players.
The CBC has proceeded into the digital realm largely on an ad-hoc basis.

31. As

the CBC expands, it could harm existing operators, reducing diversity. The
outcome in many markets could be a government owned service dominating news
and information. There are few who would consider that to be a desirable outcome.

The CBC is working at cross purposes to the Heritage Ministry’s policy of
supporting local, independent news services.
Fall Economic Statement, 2018 - Chapter 2
32.In

November 2018, the Prime Minister, together with other world leaders, committed
to take action to support a strong and independent news sector in the digital age. The
Government recognizes the vital role that local journalism plays in communities all
across the country, and is committed to finding ways to help keep people, and
communities, connected through local news providers…..

33.Budget

2018 further announced that the Government would explore new models to
provide financial support for journalism in Canada. In determining its approach, the
Government considered two key principles, which stipulate that any mechanism to
support the news sector:
•

Be arms-length and independent of the Government.* To this end, an
independent panel of journalists will be established to define and promote core
journalism standards, define professional journalism, and determine eligibility.
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•

Be focused on the creation of original news content.

* Emphasis added
Example
34. The

CBC has implemented plans to add on-line services, independent of their
existing radio service. These services directly compete with local media. For example,
their Hamilton news service is stand-alone, with no local radio station and no local
television outlet:

35. There

is no true need for a local CBC presence; the CBC site duplicates content
already provided by the private sector. The corporation competes directly with seven
over-the-air commercial radio services in the community and the stand-alone
Television service. The majority of these stations have developed online news
products.

36. The

CBC competes for Hamilton advertising impressions and programmatic on-line
advertising revenue which otherwise would flow to private-sector web-sites. CBC
Hamilton also competes with the local newspaper, the Hamilton Spectator, which is
struggling to make the transition from physical paper to online content.

37. The

CBC uses taxpayer funding (which otherwise would be utilized for regional and
national content) to compete directly with private sector publishers and broadcasters.
By doing so, the CBC increases financial pressures on these entities, thus
threatening their existence. This is at cross-purpose to government plans to
financially support independent news outlets.

38. In

the fullness of time, based upon subsidies provided by government funding, the
CBC could become the dominant media player in the Hamilton market. Clearly, that is
at odds with the goal to ensure a news sector that is at arms-length, and independent
from the government.

Impact Upon Core Programs
39. As

outlined in their application, the CBC has a very ambitious program of creating
content to serve a wide variety of constituencies across Canada, including Indigenous
services, French language and English language services, content that is relevant to
Multicultural communities, as well as service to persons with disabilities. CBC also
provides content of a cultural nature that is not otherwise available. This includes
radio and podcast dramas, coverage of the arts, and investigative news programs. All
of these initiatives need to be adequately funded. The diversion of funds to duplicate
private-sector initiatives will be subtractive. It will impact the ability of the CBC to
provide its existing, unique services.

40. In

their submission, it is the CBC’s contention that regulation of their digital properties
is beyond the mandate of the CRTC. However, the Corporation has redirected
parliamentary appropriations away from their regulated services, which are within the
regulatory scope of the Commission. It clearly is within the power of the Commission
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to ensure that the CBC maintains their investment into unique, in depth broadcast
content, thereby reflecting and supporting Canadian Culture and our diverse
communities.
An Opportunity for Cooperation
41. In

this document, we have outlined the many ways in which we feel the CBC
competes with and duplicates private sector broadcasting. That was not always the
case:

42. For

many years the CBC paid local television broadcasters for carriage of network
programming. That arrangement made local television possible in many markets. The
private-sector partner provided local news, information and other programming. The
CBC provided national news and prime time programming that otherwise would not
have been affordable.

43. PN

CRTC 2019-379 Q10 asks: How does the Corporation provide support to
independent content creators? Emerging content creators? Q13 Is the Corporation
effectively leveraging international partnerships for the creation of high-quality
content?

44. There

can be no doubt that collaboration between the Corporation and independent
producers has been successful, both at home and abroad. We would urge the CBC to
also consider working with private-sector broadcasters to develop unique solutions
which exploit the strengths of both the CBC and existing radio stations.

Appendices
1. Examples of local digital news services provided by member stations.
2. Review of CBC playlists
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Appendix One - Examples of Private-sector Digital news Services
Owen Sound, Ontario – Bayshore Broadcasting https://www.bayshorebroadcasting.ca/
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Oshawa, Pickering Ontario – Durham Communications https://
www.durhamradionews.com/
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Belleville Ontario News

https://www.quintenews.com/
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My Broadcasting Corporation Simcoe Ontario https://www.norfolktoday.ca/
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Rock 95 Broadcasting, Barrie Ontario
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Blackburn Broadcasting, Chatham Ontario https://blackburnnews.com/chatham/
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Byrnes Communications, Woodstock Ontario http://www.heartfm.ca/news/local-news/
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Appendix Two – Analysis of CBC Music Playlists
On Monday Feb. 3, 2020, the OAB conducted a review of CBC playlists – Our findings:
Online organization
The umbrella category is CBC Listen
-

Live Radio (Radio 1 & Radio 2)

-

On-Demand (Radio segments – mainly from Radio 1)

-

Podcasts

-

CBC Music Playlists

CBC Music Playlists:
Playlists are organized by category. Users scroll across to see more playlists. On the test
screen there were five playlists across. The page is responsive, so if the screen is smaller,
fewer would be visible. It appears that the CBC changes the playlist order from time to time.
Below is how they appeared on Monday February 3rd.
We listened to seven of the playlists, some which would appeared to be mainstream in nature,
others which appeared to be more eclectic. We heard 70 songs (7 different genres) -Only 14
songs would likely qualify as CANCON (20% of all music heard). A review of the playlists is
below.
Airplay Exposure:
The vast majority of the titles (77%) captured in this sample see airplay at Canadian radio. The
tables below each Playlist identify the Artist, Title, CanCon (as noted by MRC/ Nielsen Music
BDSradio); the total activity to date (ATD) of Canadian airplay spins (BDSradio search date
starts Mon Dec 31, 2001); and the Audience Impressions generated by the airplay (sourced
from MRC/ Nielsen Music Connect).
These titles have been played at least 915,475 times on Canadian radio stations monitored by
BDSradio. In the past 18 years Canadian radio has generated a total of over 3.7 billion
impressions for these titles.
Conclusion:
Although many of the playlists are eclectic and feature Canadian music, others are mainstream
in nature and many playlists feature very little music from Canadian artists. This music, in the
majority, is played by Canada’s private broadcasters. The CBC streams play music that is
directly in competition with private broadcasters.
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PLAYLIST: The 80s Playlist
The Description:

Artist

Title

CanCon

Airplay
ATD

Audience
ATD

Michael Jackson

Rock With You

No.

52,702

410,387,600

Wham feat. George Michael

Everything She Wants

No.

21,131

160,987,800

Night Ranger

Sentimental Street

No.

863

2,777,800

Mr. Mister

Broken Wings

No.

81,595

416,355,500

David Lee Roth

Just Like Paradise

No.

13,829

64,516,500

Survivor

Is This Love

No.

6,600

880,000

Moody Blues

Sitting at The Wheel

No.

2

44,000

Kenny G

Songbird

No.

4,007

20,432,900

Dwight Twilley

Girls

No.

0

0

Frozen Ghost

Dream Come True

Yes

32,025

234,796,300

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect

Ontario Association of Broadcasters CBC Intervention Page 18

PLAYLIST: Singer-Songwriter
Description:

Artist

Title

CanCon

Airplay
ATD

Audience
ATD

Van Morrison

Dark Night Of the Soul

No.

28

2,800

Shawn Colvin

Get Out of This House

No.

914

91,400

Aimee Mann

Going Through the
Motions

No.

0

0

The Paper Kites

Nothing More Than
That

No.

0

0

Elton John

Levon

No.

29,581

146,541,400

The Watson Twins

Hustle and Shake

No.

1

100

The Beatles

Things We Said Today

No.

1,192

9,593,300

Crowded House

World Where You Live

No.

875

3,003,300

Bruce Springsteen

Sundown

No.

0

0

Paul Simon

Mother and Child
Reunion

No.

13,888

68,720,900

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect
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PLAYLIST: Drake & Co.
Description:

Artist

Title

CanCon

Airplay
ATD

Audience
ATD

Drake

Trophies

No.

3,156

2,567,800

Mary J. Blige feat. Drake

Mr. Wrong

No.

1,953

485,000

French Montana feat. Drake

No Stylist

No.

5,270

4,469,700

Partynextdoor feat. Drake)

Come and See Me

Yes

5,067

2,809,600

Drake feat. Black Coffee &
Jorja Smith

Get It Together

Yes

383

1,116,000

The Game feat. Drake

100

No.

0

0

Blocboy JB feat. Drake

Look Alive

No.

5,876

6,209,700

I Love Mackonnen feat. Drake

Tuesday

No.

0

0

Nicki Minaj feat. Drake & Lil
Wayne

No Frauds

No.

1,057

295,900

Rihanna feat. Drake

What’s My Name

No.

0

0

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect
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PLAYLIST: Workout Mix
Description:

Artist

Title

CanCon

Airplay
ATD

Audience
ATD

Kendrick Lamar

DNA

No.

2,586

311,000

Fetty Wap (feat. Remy Boyz)

679

No.

13,273

47,383,900

Zara Larsson

Lush Life

No.

2,943

2,429,200

Panic! At the Disco

LA Devotee

No.

2,140

214,000

CHVRCHES

Empty Threat

No.

50

21,800

Ed Sheeran & Justin Bieber

I Don`t Care (Juno
Nominee)

No.

120,956

478,124,500

Far East Movement feat.
Justin Bieber

Live My Life

No.

7,993

71,674,000

Pink

So What

No.

0

0

Nicki Minaj

Megatron

No.

1,610

3,971,500

LCD Soundsystem

Dance Yrself Clean

No.

1,154

115,400

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect
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PLAYLIST: Best of Drive
Description:

Artist

Title

Mo Kenney

Ahead of Myself

Black Eyed Peas

CanCon

Airplay
ATD

Audience
ATD

A only

233

28,200

Weekends

No.

797

1,575,000

Ndidi

How Long

Yes

363

361,300

Gabrielle Shonk

Raindrops

Yes

215

21,500

Feist

My Moon My Man

Yes

121,026

47,124,500

Emily King

Look At Me Now

No.

134

13,400

A Tribe Called Quest

Excursions

No.

0

0

Style Council

Walls Come Tumbling
Down

No.

0

0

Kacey Musgraves

Butterflies

No.

1,194

542,609

Gary Clark Jr

Ain’t Messin ‘round

No.

2,476

4,339,300

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect
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PLAYLIST: Hot Country
The Description:

Artist

Title

CanCon

Airplay
ATD

Audience
ATD

Luke Bryan

What She Wants
Tonight

No.

13,514

38,172,200

Wes Mack

Just Getting Warmed
Up

Yes

174

101,600

Dierks Bentley

Drunk on a Plane

No.

49,848

164,628,600

Aaron Pritchett

Good Thing

Yes

7,879

20,561,700

Jordan Davis

Slow Dance in a Parking
Lot

No.

10,157

23,900,900

Shawn Austin

Paradise Found

Yes

33,040

99,949,100

The Washboard Union

Country Thunder

Yes

8,488

23,233,500

Steven Lee Olsen

Hello Country

Yes

19,340

50,611,400

Brad Paisley

Mud on The Tires

No.

69,179

347,818,500

Blake Shelton feat. Trace
Adkins

Hell Right

No.

10,500

24,200,000

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect

Note: No female artists.
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PLAYLIST: Rich Terfry’s Off-Ramp
Description:

Artist

Title

CanCon

Airplay
ATD

Audience
ATD

Jimi Hendrix Experience

Are You Experienced?

No.

5,431

51,052,900

The Kinks

Lola

No.

62,249

312,866,700

Cutty Ranks

A Who Seh Me Dun

No.

586

9,093,600

Dionne Warwick

You’re Gonna Need Me

No.

0

0

Bored Decor

Syntax

Yes

0

0

Winstons

Amen, Brother

No.

0

0

Canned Heat

Poor Moon

No.

0

0

Bjork

Pagan Poetry

No.

0

0

Guru, Donald Byrd

Loungin’

No.

0

0

Tommy James and The
Shondells

Crimson and Clover

No.

63,946

293,877,900

CanCon/ Airplay/ Audience ATD sourced MRC/ Nielsen Music: BDSradio / Music Connect

