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"WTN Has Nashville Talking

O Gaylord's FM Talker is riding high in country music’s capital

S

But the fact is, Talk ra-
dio is more than just alive
and well in Music City at
Gavlord-owned WWTN-
FM. Program Director
Doug Kellett enthusiasti-
cally reports that, in the
capital of country music,
*“*WTN is No. | men 25-34
and No. 2 persons 25-54,
Plus, our listenership is up
84% in our target demo and
92% overall for spring
2001

Kellett arrived at "WTN just a
vear ago this month, following a
14-year run at WRCG & WCGQ/
Columbus. GA, where he was both
PD and morning talk-show host.
The Nashville native began his ca-
reer at Urban WMAK-FM/Nash-
ville in 1982, then made the move
to News, Talk in ’83 at WHBB &
WTUN/Selma. AL, where he was
News Director. talk host and play-
bv-play sportscaster, before moving
to Georgia,

Following the ratings spike ex-
perienced by "WTN and many oth-
er Talk stations after 9/11, Kellen
and his crew managed to hold on to
much of the increased listenership.
As a result. the station just posted
its best book in vears in the spring

Doug Kellett

ay the word “Nashville” to almost anyone in America, and it’s a pretty safe bet that no one
will respond by saying, “Hey, great Talk radio town.”

Every show’s producer did their
own bumpers and liners. so there
was no overall stationality, which is
something | believed was necessary
if we wanted to grow our audience
and TSL. Evervone here caught on
right away to what | meant. and it’s -
obviousiy had an effect on our per-
formance.
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2002 Arbitron.

I recently spoke with
Kellert about the challeng-
es of programming Talk in
a town where Country ra-
dio posts a whopping 18.1
AQH share and what he
really thinks is behind the
successful numbers of the
station.

R&R: Whar did '"WTN
sound like when you ar-
rived a year ago?

DK: There was a great founda-
tion here when I arrived. But. basi-
cally, the station is a lot better
focused now and has much more
consistent formatics than it did
when [ first heard it. The first thing
that [ noticed is that the station
didn’t have, to my ear, a big on-air
sound. | didn’t feel that the posi-
tioning of the station was where it
needed to be, from that standpoint.
1 felt like it needed more entertain-
ment elements and some unpredict-
abiliry.

It was obviouslv a News/Talk/
Sports station. but it was made up of
a collection of individual shows
with nothing really connecting
them. The talent was here, but the
station needed some packaging.

“By virtue of us being
on the FM band, our
biggest competitors are
really the music
stations, especially the
Rock stations, when it
comes to our target
audience of 25-54
men.”
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R&R: Whar if anyvthing, does
"WTN do to reflect the fact that. at
it’s heart, Nashville is a Country
town?






