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TFM’s People to Watch in 2013 
show how to exceed expectations and 

provide a solid underpinning 
for some very fast-paced companies.

Amazing Acts
On the Media Stage

Also InsIde: detect Job Candidate lies N Avoid opportunity slip-Ups 
Upend newspaper strategies N Tame Those ornery Clients

the fInancIal manager



When TFM’s Editorial Advisory Board selects 
the magazine’s People to Watch for each 
coming year, the conversations between 

members make it clear why candidates could signifi-
cantly alter the fate of their companies, if not impact the 
media industry as a whole. But something else emerg-
es when the executives in the limelight (and those that 
know them well) are actually interviewed.

As the operating style and accomplishments of each 
Person to Watch is discussed, certain common character 
traits begin to emerge. This year, the words “tireless” and 
“passionate” became unifying themes, as is a striving to 
maintain a balance between work and family interests. 

As in past years, it also became clear that many have 

consciously learned about areas of the business that go 
well beyond their area of expertise. That’s played a part 
in their personal success, and redounded to the advan-
tage of the companies that have hired them.

The TFM Advisory Board always strives to identify 
executives in all industry sectors served by MFM and 
BCCA. But this year, there are no People to Watch re-
lated to the newspaper category. That’s not because 
the board didn’t find some very interesting candidates, 
but because the turmoil and pressures experienced by 
that sector has apparently made its financial manag-
ers reluctant to stand in the spotlight. It’s our hope that 
we’ll be able to fill that void with the 2014 selections 
later this year.
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Sometimes it takes a crisis to fully 
reveal the strengths of others. and to 
hear people talk, that’s the case with 
Stacey Benson, who is senior vice 
president of finance at CBS Radio. 

How she dealt with a certain problem a 
few years ago really struck her boss, anton 
Guitano, COO of CBS Local Media. “We 
had to go through a restructuring of the orga-
nization, especially the financial organization. 
Stacey dealt with the stations, giving them 
advice and council,” explains Guitano. 

“She pushed back on decisions that people 
wanted to make that weren’t the best ideas. 
She won them over and got them to agree 
with her point of view. That’s what she does 
best of all, being an arbiter of those situa-
tions,” he adds. Little wonder that Guitano 
promoted Benson about a year ago to her 
present post. Previously she was vice presi-
dent and controller at the company. 

Benson has spent 10 years at CBS Radio 
– more than half her entire career. and she 
seems to have a personality that a lot of her 
co-workers gravitate toward. “Stacey is very 
inclusive. She has a never-ending stream of 
people at her office door. She’s a people per-
son, someone whom people will call to get 
involved in a process,” says Scott 
Herman, executive vice president 
of operations at CBS Radio.

Getting involved above and 
beyond her own responsibilities is 
clearly a part of Benson’s m.o., and 
one that will serve CBS Radio well 
as it bounces back from a soft econ-
omy, and a relatively small influx of 
political advertising last year. it was 
the luck of the draw, as its stations 
didn’t have much exposure in the 
major election battleground states, 
Benson explains.

She considers her biggest chal-
lenge to be free cash flow and hitting 
the target financial numbers. “Even 
though i don’t sell, i sit up every night, 
because i work very closely with the 
head of sales and think: ‘What can we 
do differently?’” she says.

“When i bring my car in to my car dealer 
to get serviced, i try to speak with the general 
manager to see if i can get him on the radio. 

i live and breathe finance every day, and i’m 
responsible for the numbers that walk out 
this door,” she adds. 

it’s not like Benson doesn’t have enough 

to keep her busy. as part of her oversight of 
CBS Radio’s financial operations, her duties 
involve budgeting and forecasting; account-

ing and the monthly close process; policies 
and procedures; internal controls, as well as 
keeping the company on the straight-and-
narrow with Sarbanes-Oxley regulations.

She also works closely with senior execu-
tive management, the CBS corporate staff 
and both internal and external auditors.

“in a tough economy, it’s always hard to 
manage the balance sheet and collect the 
money. She does that better than anybody. 
She uses relationships and works with the 
[local] markets to help them,” says Herman. 
“We’re in 26 markets, and each one has a 
controller. and i think her biggest accom-
plishment is we have the best group of con-
trollers we’ve ever had.”

Benson is clearly proud of another success: 
“i have a great team here in New York. They 
work really, really hard, and there hasn’t been 
a lot of turnover. Over the 10 years i’ve been 
here, i’ve retained 80% of my staff.”

She’s also pleased with how well CBS 
Radio has been able to manage its costs at 
the same time that it built a digital busi-
ness from the ground up, with Web sites 
in markets that serve the interests of both 
CBS’s radio and TV stations. and it’s also 
excelled with special events, like Cold Play’s 

special performance for KROQ-
FM listeners in the greater Los 
angeles area. 

“Where an event is working in a 
market, we look to monopolize that 
in other markets, and we are very 
successful with that,” Benson says. 
“We do something in detroit called 
the ‘downtown Hoedown’ [at 
WYCd-FM] and a ‘Weenie Roast’ 
and an ‘almost acoustic Christmas’ 
[concert] in L.a.”

When she isn’t immersed in CBS 
Radio, Benson is busy raising a son 
and daughter, aged eight and five, 
with her husband. “Personally, i’m 
not the sort of person who could 
stay home every day. i’m forever 
challenged [at CBS Radio], and i 
believe i’m a better mom because 
i do enjoy so much of what i’m 

doing on a daily basis. 
“i feel very fortunate with my career. i know 

it’s not easy, but it just works,” she adds.
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stacey benson: 

The People Person

one of the stations benson watches over is WVee-fm atlanta. 
When entrepreneur and rapper diddy drops by, audiences and 

advertisers take big note.

“stacey Is Very 
InclusIVe. she has  

a neVer-endIng stream 
of people at  

her offIce door.”
— SCOTT HERMAN, 

cbs radIo



Tim Busch is the sort of person 
that makes the phrase “larger 
than life” spring to mind. Not 
only is he “a bear of a man” 
who stands well past the six-

foot mark, but he has a “personality just as 
big as his physical stature,” says Tom Carter, 
executive vice president and CFO of Nexstar 
Broadcasting Group, adding that sometimes 
Busch doesn’t even need to open his mouth; 
the humor on his face just makes others 
smile.

While Busch’s official title at Nexstar is 
executive vice president and COO, his asso-
ciates at the company view him as the “chief 
revenue officer,” Carter adds. “He does all 
our revenue reports, and he holds the appro-
priate people’s feet to the fire that are respon-
sible for the revenue.” 

Busch and Carter are part of a gang of four 
C-suite executives who sit atop Nexstar. The 
company started out with one TV outlet in 
1996 and now includes some 64 mid-sized 
TV stations and related multicast signals, 
with the recent acquisition of Newport Tele-
vision’s assets. Nexstar also has 37 commu-
nity portals and reaches 38 U.S. markets 
in 16 states, or just over 11% of the whole 
country. 

Nexstar is about two-thirds of the 
way to a goal of $1 billion in annual 
revenue, and somewhat behind the 
two-thirds check point as it aims 
for a second milestone: a $1 billion 
equity market capitalization. That’s 
according to Perry Sook, the com-
pany’s founder, chairman, president 
and CEO.

Busch oversees the company’s assets 
East of the Mississippi River. (Brian 
Jones, also an exec vice president and 
COO, has purview of the Western 
half.) and Busch also does all the 
modeling and rollup of revenue for 
the Nexstar mother ship.

His duties keep him in a state of 
perpetual motion, and away from his 
family about 200 days a year, but he 
gives a big tip of the hat to his “very support-
ive wife” who gives him the freedom of mind 
to do the job he needs to do. 

“i’m on the road every week, somewhere – 

whether it involves our operational structure 
and working with Rick [Rogala], our senior 
vice president of sales, and being actively 

involved in major client presentations,” he 
says. “Then there’s also diligence activity and 
looking at potential future operations.” 

Busch also spends a good deal of time 

helping personnel at newly acquired sta-
tions assimilate into the Nexstar corporate 
culture. 

“Tim has an unmatched work ethic and 
unbridled passion for this business. He loves 
what he does and throws himself into it full 
tilt,” says Sook. “Usually when i’m driving 
home from the office at night i call him to 
compare notes on the day, and he’s almost 
always still in the office when he isn’t on the 
road.” 

“My first day at the company was Sept. 11, 
2000.  and every year has been a continued 
expansion of the definition of why i came 
here,” Busch says, who left Gannett Broad-
casting to join Nexstar, initially as general 
manager of WROC-TV Rochester. 

“i left Gannett because i saw a vision in 
our CEO’s eyes,” Busch says of Sook. “i 
heard how he would like to create a dynamic 
for our business where the broadcast industry 
is viable long-term, and to handle that goes 
beyond just spot advertising or just dealing 
with the activities of the day. and secondarily 
he would like to be one of the largest mid-
market operators in the country, and he’s get-
ting there fast.”

Nexstar led the broadcast industry’s charge 
a few years back, negotiating a new revenue 

stream, in the form of retransmission 
consent fees from multiple system 
operators. it was also on the forefront 
of management service agreements, 
whereby it operates stations on behalf 
of other station companies.

in addition to new acquisitions, 
“we want to expand our base of local-
ism and create more content,” Busch 
says, noting the troubles of both radio 
and newspaper businesses. 

“Recently we’ve expanded across 
a dozen of our markets with more 
news and lifestyle programming,” 
Busch says. For example, WFRV-
TV in Green Bay, Wi, launched The 
Locker Room, which is all about the 
Green Bay Packers. 

Beyond that, Busch is striving to 
be a better resource to younger staff mem-
bers. “i want them to be as passionate as i am 
about the business. i am more excited about 
it than i ever have been.” 

“tIm has an unmatched 
WorK ethIc and 

unbrIdled passIon for 
thIs busIness. he loVes 

What he does and 
throWs hImself Into 

It full tIlt.”
— PERRY SOOK,  

nexstar broadcastIng group
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tIm busch: 

The Passionate Road Warrior

one example of nexstar’s focus on localism is The Locker 
room on WfrV-tV green bay, WI. It’s hosted by sports 

director burke griffin (left) and former green bay packer 
running back ahman greene.
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Jean clIfton: 

The Tireless Hard Charger

it’s difficult to come up with the name 
of a financial executive that works 
longer hours than Jean Clifton, who 
joined dial Global as executive vice 
president and CFO about six months 

ago. “i’ve never seen such a hard-working 
executive in my life,” exclaims a source at a 
private equity firm that has invested in dial.  
He says that it’s not uncommon for Clifton 
to jump on a train at 6 aM in Bucks County, 
Pa and head to the company’s headquarters 
in New York and then get back home at 2 
or 3 aM.

“Whatever it takes, she doesn’t seem 
to fatigue,” says another executive, Ster-
ling Baker, president and CEO of Jones & 
Frank, which specializes in energy infrastruc-
ture, and where Clifton served as an interim 
CFO last year. “i’ve never seen anybody with 
a work ethic like she has.”

Her dedication to the job couldn’t come 
at a more crucial, and opportune, time for 
dial Global, which syndicates over 200 radio 
programs, ranging from talk shows featur-
ing the likes of dennis Miller and Herman 
Cain to coverage of National Football League 
games. it distributes content it owns. and it 
has forged alliances with other programmers, 
creating offerings like CBS Radio 
News and the NBC Sports Radio 
Network. all told, it serves some 
8,500 radio stations in the U.S. 

For the last six years, dial Glob-
al has been in quite a growth spurt 
as it snapped up some radio net-
works and merged with others. 
Most notably, it acquired the por-
tion of Westwood One it didn’t 
already own in 2011. “This has 
been a year of integration and also 
development of new products in 
the sports arena with baseball,” 
says Clifton.

“i came in to reorganize the 
finance team and build a world class 
finance organization, with all the 
characteristics of a public compa-
ny,” she adds, noting that dial was 
previously private. “another goal is 
to provide visibility into new revenue streams 
and identify the most profitable aspects of 
our business.”

 “We’ve never had granular visibility to 
profitability for each show,” says the dial 
Global source. “She did that during a very 
short period of time, which has helped us 

with our operational decision making.”
dial Global’s growth phase is clearly not 

over. Clifton says she is helping the company 

identify “new areas of investment where there 
is a differentiated return.” 

it’s not just the long hours that make Clif-
ton unique among those who hold similar 
positions. “She’s very high energy, and very 
positive during times or processes that aren’t 
fun,” Baker says. He adds that Clifton made 
changes to Frank & Jones “in a manner that 
built trust” within a short time span. 

Clifton says that one of her greatest accom-
plishments occurred at another media com-
pany, the Journal Register Co., where she was 
named CFO at the ripe old age of 28. “We 
took a company that was substantially lever-
aged in 1990 and reorganized it, and turned 
it into a less-levered organization and then 
positioned it for acquisitions and growth. 
after a few years we took the company pub-
lic and really created value.”

Clifton has been fortunate to work for a 
number of people that didn’t put a ceiling 
on what she could accomplish. and she also 
counts her own father as an important role 
model. When he was alive, they spoke almost 
every night.

She learned the importance of staying out 
of politics, working hard and treating peo-
ple fairly – “not just sitting in your office, 

but really learning from the team on 
the ground and understanding what 
helps them do their job better.”

another lesson that endures was 
absorbed when Clifton was a young 
executive. “i worked my team hard-
er than i should have,” she confesses, 
adding that she has a much deeper 
appreciation today for work/life bal-
ance, “not only for yourself but for 
your team.”

The “life” part starts for Clifton 
on the treadmill about 5 aM, and 
she also loves spending time with her 
husband and two hockey-playing 
teenage boys, despite the long hours 
at dial Global and a commute of 
more than an hour each way.

Whether she’s likely to devote 
more time to her non-work activities 
is doubtful any time soon. “Because 

she puts so much passion in her work, i’m 
not sure she’d have it any other way,” says the 
dial Global source.

dial global has expanded its sports offerings,  
represented here by sunday afternoon analyst mark malone 

with the giants at the super bowl.

“WhateVer It taKes,  
she doesn’t seem  

to fatIgue. … I’Ve neVer 
seen anybody WIth a 

WorK ethIc lIKe she has.”
— STERLING BAKER,  

Jones & franK
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To understand John Charlton’s 
life at the Fox Sports Media 
Group, one need only look 
at the News Corp. division’s 
recent agreements.  Last Sep-

tember, Fox Sports and ESPN announced a 
deal for rights to televise Big 12 college bas-
ketball and football games, valued at some 
$2.6 billion. 

in October, Fox Sports and Turner Broad-
casting System scored a home run with 
a Major League Baseball agreement that 
increases their annual rights fees by 100%. 
That same month, Fox also renewed a con-
tract for eight more years with NaSCaR, at 
an increase of 36%. in November, it acquired 
a 49% interest in the Yankees-focused YES 
Network, in a deal that values the company 
at $3 billion.

and up ahead is another potential win to 
chalk up on the score board: a Los angeles 
dodgers deal that would allow Fox Sports to 
create a dodgers cable channel and throw the 
baseball team billions of dollars of revenue.

While the figures just mentioned and that 
potential dodgers agreement are all accord-
ing to press reports, this much is crystal clear: 
Charlton, who is executive vice president of 
finance at Fox Sports Media Group, is kept 
very busy scrutinizing all the num-
bers behind such contracts.

Charlton says that he spends a tre-
mendous amount of time on trans-
actions for content or acquisitions 
ensuring that they meet accounting 
requirements. That’s key to “being a 
good business partner” to the other 
people involved with acquisitions.

But there’s much more to Charl-
ton’s work, according to the person 
that nominated him for a People to 
Watch recognition, François McGil-
licuddy, vice president of finance 
and business operations at one of the 
channels Charlton oversees, Speed.  

“in the sports media industry, there 
aren’t that many people that have the kind of 
visibility that John has,” says McGillicuddy 
in speaking of the sheer breath of properties 
that Charlton watches over.  

Fox Sports Media Group includes 20 
regional sports networks; the sports arm of 

Fox Broadcasting Co., and around eight 
national networks – from Speed to Fox 
deportes to Fox Soccer. Then there’s with 
various digital offspring, along with licens-

ing deals and co-ventures, like the Big Ten 
Network. 

Charlton says his biggest challenge is keep-
ing his finance team aligned with the needs 
of the Fox Sports division as it continues to 
evolve. To do that, he counts on seven direct 

reports and has organized both an opera-
tional finance team and a general accounting 
team. The two-group model is something he 
originally put in place while in an earlier stint 
managing finances for Fox Sport’s regional 
cable properties. 

“What i figured out was that some people 
can excel at one of those skills, like general 
accounting, and then there are people who 
are much more operationally oriented, but 
they’re still financial people,” he says. “Split-
ting the group in two has allowed us to be 
full-service to the clients: the operations peo-
ple – like general managers and presidents 
– and News Corp, where we have financial 
reporting.”

He believes the Fox Sports group is in a 
really good position at present, with the huge 
volume of rights to sports content. Now the 
unit needs to determine how to best mon-
etize and exploit its assets.

While you wouldn’t necessarily notice it 
right away from hearing him speak, Charlton 
is a native of Waco, TX. But he’s lived a large 
share of his life in California.

Other members of his family went to Texas 
schools, but Charlton decided to go off the 
beaten track, making use of a special tuition 
opportunity made possible by his father, who 

was a history professor at Baylor Uni-
versity at the time. That allowed him 
to attend the University of Southern 
California.

While he stated his career at the 
accounting firm arthur andersen, 
Charlton eventually found his way 
into media and never looked back. 
He’s held finance positions at Capi-
tal Cities/aBC, the Walt disney Co. 
and the movie production company 
Largo Entertainment. 

after a stint at an internet startup, 
america Cybercast, he moved to Fox 
in the late 1990s as an assistant con-
troller, eventually working his way up 
to his present role. 

Charlton says that one of the aspects of his 
life he’s “least proud of” is not taking more 
time off when his children were born. “One 
of the things i’m constantly encouraging my 
employees to do is to take every day of vaca-
tion you’re entitled to,” he says.

fox sports’ college football pregame team includes (from 
left) erin andrews, eddie george and Joey harrington.

John charlton: 

The Sports Rights Champion

“In the sports medIa 
Industry, there aren’t 
that many people that 

haVe the KInd  
of VIsIbIlIty that  

John has.”
— FRANçOIS MCGILLICUDDY, 

speed 



To the untrained eye, there’s 
nothing about Christine 
dorfler to suggest she was a 
U.S. army intelligence officer 
for four years and supported 

NaTO’s operations in Bosnia and albania. “i 
didn’t know until maybe a year into working 
with her that she had a military background,” 
says Michael Jack, president and general 
manager of WNBC-TV New York, who 
was her boss when she was vice president of 
finance for the station.

and yet dorfler, who has been CFO of 
the NBC Owned TV Stations for about a 
year now, says that the military training has 
helped her do her job as a financial manag-
er better – and that there’s a real similarity 
between the two professions. 

Her team in the army “would try to gather 
various forms of intelligence  – whether it 
was about undercover units that were on the 
ground or collecting intelligence from towns 
about what was going on. and we would try 
to put a picture together for people who were 
making decisions. So in a way, it was very 
analytical in nature,” dorfler explains.

The military training also has helped put 
things in perspective. For example, just after 
joining NBCUniversal as a man-
ager of financial planning and 
analysis in the corporate finance 
department, she was part of a team 
presenting to the CFO.  “There 
was all this hustle and bustle, and 
everyone was panicking. i was able 
to react in a calm way.” 

That kind of grace under pres-
sure has served NBCUniversal well 
over the nearly 10 years dorfler has 
worked there  – including positions 
at the USa and Syfy channels in 
addition to WNBC and Telemun-
do New York. 

The NBC network’s rise in 
primetime ratings this season 
has lifted prospects for all the 
owned stations and affiliates. 
and NBCUni’s new owner has sunk more 
funds into news reporting at the station 
level, improving ratings within her cur-
rent unit as well. But there is still plenty of 
intelligence gathering for her to do, partic-

ularly as it relates to future directions.
“The biggest challenge is anticipating how 

people are going to consume my product 
three, five, 10, 20 years from now,” she says.  
and her current boss, Valeri Staab, concurs: 

“She has to help us figure that out,” says the 
president of NBC’s Owned TV Stations.  

dorfler seems uniquely trained to help 
with that. “She’s not only an expert in her 
own area of the business but she’s one of 

those people who are intellectually curious, 
who will take the time to find out about oth-
er parts of this business,” Jack notes.

Staab notes that dorfler has made a “tre-
mendous” difference at the station group. 
“She’s simplified processes for the stations so 
that their financial reporting burden is les-
soned. She’s streamlined the way the stations 
work with corporate. She’s basically taken a 
lot of obstacles out of people’s way to do a 
better job,” Staab explains.

Her longevity at the company is also a 
big asset. “When Christine finds things that 
aren’t working or aren’t as effective as they 
might be, she knows enough people in the 
organization to get to the right [staff mem-
bers] and restructure the process,” Staab 
adds.

Jack says he was particularly impressed 
with how her department won WNBC’s 
annual Halloween contest by not only deck-
ing out themselves, but their offices with 
an Addams Family motif a few years back. 
But more seriously, she was of tremendous 
help to him as they battled through a huge 
downsizing that took place after the 2008-09 
economic slump – keeping people energized 
around her.

“i don’t know anybody who 
doesn’t like her, or like working 
with her – not that she’s not tough. 
She knows how to draw the line, 
but you don’t walk away feeling 
bad,” Jack explains. 

in addition to her office preoc-
cupations, dorfler is a wife and 
mother of three young children, 
aged 18 months, three and eight. 
She says the key to juggling those 
responsibilities has been her ability 
to work one day a week at home 
in New Jersey. But it also involves 
a certain philosophy: “it’s never 
perfect. There’s been many a day 
when i’ve come to work and some-
one will say, ‘Hey, you’ve got a lit-
tle something on your shoulder.’ i 

always tell women never expect perfection.
“i think you have take things one year at a 

time and ask, ‘is my work/life balance work-
ing this year?’” she says. “To think too far 
ahead can drive women a little bit nuts.”
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chrIstIne dorfler: 

The Intelligence Gatherer

nbc’s tV station news ratings have been on the rise. they’re 
represented here by Wnbc-tV’s 5 pm team: (from left) Janice 

huff, tom llamas and shiba russell.

“she’s one of those 
people … Who WIll taKe 

the tIme to fInd out 
about other parts of 

thIs busIness.”
— MICHAEL JACK, Wnbc-tV




