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A Brand New Start Of It
 “The station right now is sitting around a 2 share,” 

says Cumulus Co-COO John Dickey. “And that’s about 
what we expected. I always thought this radio station 
would be somewhere around a 1.5 and a 2.5, so a 2 is 
a good midpoint.” 

WNSH had its share of milestones in 2013. The 
station reached its highest 6+ share in June when it 
posted a 2.1 (19th), delivering a cume of 988,200. It 
held on to a 2.0 (18th) in July, breaking the million 
mark for the first time with a cume of 1,042,000.

By the time it reached it’s cume peak in September, 
WNSH was attracting 1,060,700 New Yorkers.

Perhaps expectedly, the station’s leading demo 
for the year was Persons 18-34, where it posted a 2.0 
(15th) in March. June brought a 2.4 (13th) in the 
demo, and young people remained the station’s most 
loyal audience for the remainder of the year. “Any-
time you put a new product out, the younger people 
are going to sample first,” says Dickey. “When you’re 
40 or 45 years old − and the median age for Country 
is about 40 in the United States − you’re  not waking 
up on Monday morning and saying, ‘I want to go find 
a new radio station.’ You’re more apt to be aware of 
trends and trend-setting when you’re 19, 20 and 25. 
So what we’re seeing there makes perfect sense. Over 
time, you’ve obviously got to make your case to people 
35 and up, and that’s what we’re doing.”

The music makeup of the station reflects the effort. 
WNSH launched conservatively in that regard, and 
has very gradually opened the spicket on currents and 
recurrents. In February 2013, the playlist was 39% 
current/recurrent and 61% gold. At its 2.1 share-peak 
in June, the playlist sat at an even at 50-50. And by No-

vember, its original music proportion had been turned 
exactly upside down. “We wanted to bring the audi-
ence to the format in a familiar way before we started 
stepping on the gas and making it more current and 
recurrent-based,” says Dickey. A look at a recent week 
showed WNSH at 33% current, 35% recurrent and 
32% gold. By comparison, KKGO/Los Angeles came in 
at 39-20-41, and WUSN/Chicago at 47-28-25.

“Stepping on the gas” is also attracting listeners 
outside of New York. Dickey specifically points to Mor-
ristown, NJ (119). “There’s 600 to 650,000 people in 
that metro alone,” he notes. “Inside of a year, we’ve 
become number two in that market [Persons] 12+, 

and top five [Persons] 25-54. And when you aggregate 
the cume from not just New York, but Long Island and 
elsewhere, the station is cuming north of a million-and-
a-half people and is the largest cuming Country radio 
station in America. We obviously don’t get credit for all 
of that cume, but it’s significant. In New York alone the 
station is among the top three or four largest-cuming 
Country stations in America. It’s an unbelievable story 
to have a radio station that’s come on that strong in 
a market as noisy and as large as New York in a short 
amount of time.”

I Want To Wakeup
Nash FM’s on-air lineup has been coming together 

over the course of the year. After going jockless for 
its first month, Cumulus tapped former KYGO/
Denver morning personality Kelly Ford and Hot AC 
WDVD/Detroit PM driver Jesse Addy for middays and 
afternoons, respectively. Four months later, mornings 
launched with hosts Blair Garner, Terri Clark, Chuck 
Wicks and, for a time, Sunny Sweeney and Lee Ann 

Womack. Dickey says the morning competition is 
especially steep, but that’s okay. “Morning shows that 
are one and two years old are brand new,” he says. “So 
they’re just getting their sea legs underneath them. 

“You’ve got some well-established morning shows 
in New York like [Top 40 WHTZ’s] Elvis Duran, [Hot 
AC WPLJ’s] Scott Shannon and Todd [Pettengill], 
Don Imus and others. But Blair and company are 
brand new and getting better every day. We’ve got 
a great cast and I expect that show to continue to 
improve and ratings will follow.” Not surprisingly, the 
addition of a personality-driven morning show had 
an effect on the new station’s song count. Prior to the 
show’sarrival, WNSH was averaging 14 songs an hour 
in morning drive; now it’s averaging six. The station’s 
daily average fell from 335 to just under 300.

For now, afternoons and nights lead the station, and 
weekends fare better than weekdays. “Quite frankly 
it always starts at nights and on weekends in current-
based formats and works backwards,” says Dickey. “And 
we operated the station for a long time − the last 10 or 
11 months − without a night show. We added Shawn 
Parr and his co-host Elaina Smith January 6 [2014], 
and we feel like that’s going to make a big difference.” 

Be A Part Of It
Cumulus isn’t the only company with its eyes on 

WNSH. The music industry is practically staring. “I 
grew up up there, it’s my hometown, so there’s a bit 
of an emotional excitement as well as a professional 
excitement,” says RCA SVP/Promotion Keith Gale. 
“From the RCA professional perspective, it’s been 
extremely exciting because New York has always been 
a sales key, if not the biggest sales market for every art-
ist we have. And that’s when there hasn’t been a radio 
station. So when you insert a radio station into such 
a fertile sales market, you can only assume the results 
are going to improve.” 

That said, before and after WNSH Country sales 
comparisons aren’t easy to make. “You’re talking 
about a couple of completely different market-
places,” Gale continues. “CD sales − sales of the 
plastic disc − continue to erode. So how do you 
measure that against the insertion of a New York 
radio station?”

It’s a good question and there’s no easy answer. 
To Gale’s point, all-genre album sales, both digital 
and hard copy, were down 5.8% in New York 

New York’s Minute

Throw a pebble in a pond and the ripples it creates will eventually 
make it to every bank. Put a Country radio station on the air in New 
York City and, well, the ripples it creates will reach clear across the 
U.S. At least, that’s what Cumulus expects. The company has been 

pumping country music into the world’s biggest media market with WNSH 
(Nash FM)/New York for just over a year now, and Country Aircheck wanted 
to know where and to what degree the station’s presence was being felt. From 
ratings to music sales to concert tickets and, yes, to people who will never so 
much as hear the radio station, we think Ol’ Blue Eyes would be proud as, 
here, we get to the very heart of it ... New York, New York.

January 21 
WNSH/New York
launches as
Nash FM.

February 18-20 
Debut Nash Bash 
concert takes place.

February 25 
Kelly Ford joins 
middays, Jesse Addy 
takes afternoons.

April 12 
John Foxx adds 
WNSH PD duties.

June 20 
America’s Morning 
Show debuts.

W N S H  T I M E L I N E

The Big Apple’s Year Of CountryThe Big Apple’s Year Of Country



(-8.4% nationally) from 2012 to 2013, according to 
Nielsen SoundScan data. The same goes for country, 
with album sales down 12% in the market (-10.7% 
nationally). But albums aren’t the only measure. 

“It seems like the story is in country track sales,” 
says UMG/Nashville SVP/Marketing Cindy Mabe. 
Track purchases increased 0.1% from 2012 to 2013. 
“It doesn’t look like much until you compare this 
increase with the performance of the other top 10 
country DMAs,” Mabe explains. 

From 2012 to 2013, New York was one of only two 
to see an increase in country track sales. (Atlanta 
grew .02%.) New York also moved from No. 2 to No. 
1, unseating Dallas-Ft. Worth as the country track 
sales leader. More simply, while most other top 10 
markets saw country track sales decline in the last 
year, New York indeed saw an increase and moved 
up a rank. “This is significant considering the over-
all market is trending towards increased track sales 
[over] album sales,” Mabe adds.

Labels are buoyed by more than just the macro-
view. For instance, Gale points more anecdotally at 
success stories he’s been able to craft with the station. 
“WNSH, Cumulus and [PD] John Foxx were a huge 
part of the launch of our Jake Owen album,” he says. 
“We’re in discussion now on some things that we’ll 

do when we launch Miranda Lambert’s new album. 
In terms of promotion opportunity, there’s a willing 
partner and a thirsty audience. And that’s a really 
good combination.”
 
Come On, Come On Through

If increased country track sales and good promo-
tion relationships are evidence of WNSH’s impact, 
what do 2013’s record-fast concert sellouts by Jason 
Aldean and Luke Bryan say about things? “A few years 
ago that probably wouldn’t have been the case,” says 
William Morris Endeavor/Nashville VP Rob Beckham. 
“Before WNSH, you had to really think carefully about 
what you could do in the market. If the artist was 
selling-out arenas all around America, you would most 
likely under-play Manhattan, or skip it altogether, be-
cause you were never really sure of what the business 
would be. You had to be very strategic.”

Live Nation Nashville President Brian O’Connell 
explains why. “New York City is notoriously expen-
sive, so the costs of putting on a show are expensive. 
Before you had a radio station there, there were 
ticket-price issues and things like that. That’s why you 
wanted to go into New York City proper with white-
hot, gigantic arena sellout acts. If you didn’t, you 
diverted to the Meadowlands, the amphitheaters or 
Long Island. Now all kinds of venues in Manhattan 
are open because you’re getting airplay inside the 

city. Radio City Music Hall becomes a player with art-
ists that can sell 4,000 tickets, for example. You don’t 
have to do 15,000. Now we have another great tool in 
our toolbox to get our message out, to get our artists’ 
music out and to give country fans in New York a 
place to go to gather information.”

Beckham has also seen smaller venues come into 
play. “Chris Young sold-out the Best Buy Theater 
in Times Square in advance,” he says. “Country has 
always had fans in Manhattan, but there was no way 
to hear what Nashville was putting out all around 
America. Now they can hear current hits by the big-
gest stars and the next wave of rising artists. 

I’ll Make It Anywhere
Of course, Cumulus execs are determined to see 

Nash’s influence extend well beyond market No. 1. 
“We’ve got almost two dozen radio stations in our 
company that are now fully branded Nash,” Dickey 
sums. “There will be twice that many in two or 
three months. And starting next month, Blair will 
be heard in more markets. As we build out Nash in 
our company, obviously New York will benefit from 
it as the flagship Nash brand, but so will the other 
Nash stations within our company or outside our 
company. We’re excited about what all this means 
for the future, not only for New York, but for Nash 
the brand.”                                  .                           CAC
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2012 Track Sales Marketshare (%)
 CounTry overall

DAllAS 3.33 2.65

NeW YOrK 3.32 7.63

lOS ANgeleS 2.83 5.28

HOuSTON 2.67 2.17

CHICAgO 2.63 3.37

BOSTON 2.39 2.93

ATlANTA 2.17 2.07

WASHINgTON, DC 2.12 2.82

PHIlADelPHIA 1.96 2.87

MINNeAPOlIS 1.95 1.64

2013 Track Sales Marketshare (%)
 CounTry overall

NeW YOrK 3.42 7.54

DAllAS 3.13 2.61

lOS ANgeleS 2.66 5.24

HOuSTON 2.63 2.22

CHICAgO 2.52 3.25

BOSTON 2.32 2.83

ATlANTA 2.19 2.14

WASHINgTON, DC 2.07 2.75

PHIlADelPHIA 1.93 2.79

MINNeAPOlIS 1.89 1.63
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