
 

         i 

 

 

 

 

Public Radio in the 
 New Network Age 

Wider Use, Deeper Value, Compelling Change  

 
 

Conversations  
on Draft Recommendations  

 

 

 
 

grow the audience  
                    for public radio  

 



grow the audience  

                  Conversations with Public Media Leaders 
 

 

 

 

GROW THE AUDIENCE is a broad-based effort to shape shared strategies, compelling goals, 

and results-oriented plans that will widen the use and deepen the value of public radio. 

The project has published research reports, essays, and Public Radio in the New Network 

Age, a draft of recommendations for local and national action.  

Reports, essays, and other project materials can be found at the GROW THE AUDIENCE 

website: 

www.srg.org/GTA 

GROW THE AUDIENCE was initiated and funded by the Corporation for Public Broadcasting. 

The Station Resource Group, a membership organization of leading public radio stations 

that focuses on strategy, analysis, policy, and innovation, provides leadership for the 

GROW THE AUDIENCE initiative. 

For additional information: 

 STATION RESOURCE GROUP 301.270.2617 
 

Tom Thomas, co-CEO  tthomas@srg.org 
Terry Clifford, co-CEO  tclifford@srg.org 

 

PO Box 5807, Takoma Park, Maryland 20913-5807 
 

 

 

 

 

 

 

Copyright © 2010 Corporation for Public Broadcasting.  

http://www.srg.org/GTA
mailto:tthomas@srg.org
mailto:tclifford@srg.org


grow the audience  

                  Conversations with Public Media Leaders 
 

i 

 

 

Introduction  
 

 

In spring 2009 GROW THE AUDIENCE published findings and draft recommendations of the Public 

Radio Audience Growth Task Force. The report, Public Radio in the New Network Age, 

challenged public radio to adopt ambitious goals ǘƻ ƛƴŎǊŜŀǎŜ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǳǎŜΣ ǾŀƭǳŜΣ ŀƴŘ 

diversity and mapped strategic and tactical recommendations across broad areas of content, 

delivery platforms, and station operations. The Task Force invited comments and critiques on its 

draft from organizations and individuals throughout public radio, presenting findings and 

encouraging feedback at meetings and conferences, in sessions with network executives and 

board members, and through postings on web sites and discussion lists. 

 

To probe deeper for reactions and suggestions, GROW THE AUDIENCE organized in-depth, one-to-

one conversations with a score of local public media leaders, mostly top station executives and 

program directors. Many of these local leaders have also been tapped for national and regional 

service as board members of National Public Radio, Public Radio international, Public Radio 

Program Directors, DEI, and regional membership organizations.  

 

The results of these conversations, summarized and presented in this report, are energizing and 

thought-provoking for those who are invested in the success and significance of the public radio 

enterprise. Comments include both high praise and helpful criticisms of GROW THE AUDIENCE work 

to date, with calls for further work, exploration, and action.  

 

TakŜƴ ǘƻƎŜǘƘŜǊΣ ǘƘŜǎŜ ƛƴŘƛǾƛŘǳŀƭ ŎƻƴǾŜǊǎŀǘƛƻƴǎ ƳŜǊƎŜ ƛƴǘƻ ŀ ǾƛǊǘǳŀƭ άŜȄŜŎǳǘƛǾŜ ŦƻǊǳƳέ ƻƴ ǘƘŜ 

current state and future directions for public radio. It is an intense read ς and very much worth 

the effort, especially for those who now enjoy or aspire to leadership of the field. 

 

Quentin Hope, Great Plains Strategies, Denver, conducted these conversations. He has 

previously worked as an organizational change consultant with McKinsey & Co. and was 

founder, Executive Director, and currently serves on the board of High Plains Public Radio.    

 

Terry Clifford 

Tom Thomas 
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Key Points  
 

 

Each conversation about the draft Public Radio Audience Task Force report was thoughtful and 

nuanced. The full summaries and extended quotes, which follow this section, deserve to be read 

in their entirety. Here we review key points with refŜǊŜƴŎŜ ǘƻ ǘƘŜ ǊŜǇƻǊǘΩǎ ƳŀƧƻǊ 

recommendations. 

 

Ambitious goals 

aƻǎǘ ŜǾŜǊȅƻƴŜ ǎŜŜǎ ǘƘŜ ¢ŀǎƪ CƻǊŎŜΩǎ ǇǊƻǇƻǎŜŘ Ǝƻŀƭǎ ŦƻǊ ǎƛƎƴƛŦƛŎŀƴǘ ƎǊƻǿǘƘ ƛƴ ǘƘŜ ǳǎŜΣ ǊŜŀŎƘΣ ŀƴŘ 

ŘƛǾŜǊǎƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ǎŜǊǾƛŎŜ ŀǎ άŎƘŀƭƭŜƴƎƛƴƎέ ŀƴŘ άŀ ǎǘǊŜǘŎƘΦέ  bƻōƻŘȅ ǎǳƎƎŜǎǘŜŘ 

they are too modest and a few question whether they are achievable. 

 

{ŜǾŜǊŀƭ ǇŜƻǇƭŜ ŎŀƭƭŜŘ ŦƻǊ ƳƻǊŜ άŀƴŀƭȅǘƛŎ ǊƛƎƻǊέ regarding audience service targets. Some would 

like to see the growth goals for public radio placed in a larger framework of media use and 

demographic change. Others would like to see more explicit links between the action 

recommendations and audience growth. 

 

άLǘ ǿƻǳƭŘ ōŜ ƎƻƻŘ ŦƻǊ ŜǾŜǊȅ ǎŜŎǘƛƻƴ ǘƻ ǊŜŀƭƭȅ ŘǊƻǇ ōŀŎƪ ǘƻ ǘƘŜ ǇǊƛƴŎƛǇƭŜ Ǝƻŀƭ ŀƴŘ ŜȄǇƭŀƛƴ 

how is this recommendation going to achieve growing the audience to 50 million by 

2020?  How is it going to achieve increased AQH?  How is this going to attract more 

ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊΚέ 

 

Others urged GROW THE AUDIENCE TO complement the focus on quantitative goals with a much 

stronger and more explicit focus on growing the value of the service to the communities we 

serve and building deeper relationships with the audiences we already have. 

 

ά¢ƘŜ ōƛƎƎŜǎǘ ƎǊŀƴǘǎ ǘƘŀǘ ǿŜ ŀǊŜ ƎŜǘǘƛƴƎ ǘƘŜǎŜ Řŀȅǎ ŀǊŜ Φ Φ Φ ŀǊƻǳƴŘ ŎƻƳƳǳƴƛǘȅ 

engagement and the content that we are making that is specifically addressing the issues 

that are unique to our community and the roles we can play as a public information 

ǇŀǊǘƴŜǊΦέ   

 

ά¢ƘŜǊŜΩǎ ŀ ƘǳƎŜ ƻǇǇƻǊǘǳƴƛǘȅ ƛƴ ŘŜŜǇŜƴƛƴƎ ƻǳǊ ŜȄƛǎǘƛƴƎ ŀǳŘƛŜƴŎŜ ǊŜƭŀǘƛƻƴǎƘƛǇǎ -- while 

broadening the audience is way more problematic and much more challenging, expensive 

ŀƴŘ ǊƛǎƪȅΦέ 

 

ά¢ƘŜǊŜ Ƙŀǎ ǘƻ ōŜ ŀ ǎǘǊƻƴƎ Ǿƛǎƛƻƴ ŀƴŘ L ǘƘƛƴƪ ǘƘŜ Ǿƛǎƛƻƴ ƛǎ ǘƘŜ ǇƛŜŎŜ ǘƘŀǘ ǿŜΩǊŜ ƳƛǎǎƛƴƎ 

ƘŜǊŜΦέ 
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Journalism 

άbŜǿǎ ƛǎ ǿƘŜǊŜ ǇǳōƭƛŎ ǊŀŘƛƻ Ƙŀǎ ƳŀŘŜ ƛǘǎ ƎǊŜŀǘŜǎǘ Ǉŀǎǘ Ǝŀƛƴǎ ŀƴŘ Ƙŀǎ ƛǘǎ largest future 

ƻǇǇƻǊǘǳƴƛǘȅΦέ  

 

Journalism is universally acknowledged to be ŀǘ ǘƘŜ ŎŜƴǘŜǊ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎǳǊǊŜƴǘ ǎǳŎŎŜǎǎ ŀƴŘ 

future prospects and there was greater consensus around recommendations for journalism than 

any other area of the draft Task Force report.  Strengthening core national programs gets both a 

broad nod ς άƴƻōƻŘȅ Ŏŀƴ ōŜ ŀƎŀƛƴǎǘ ǘƘŀǘέ ς and some pointed emphasis: 

 

ά9ǾŜƴ ŀƳƻƴƎ ƻǳǊ ŜȄƛǎǘƛƴƎ ŎƻǊŜ ǇǊƻƎǊŀƳǎ ǘƘŜǊŜ ŀǊŜ ǿŜŀƪƴŜǎǎŜǎ. We have really got to get 

a grip with the quality of some of oǳǊ ƴŀǘƛƻƴŀƭ ǇǊƻƎǊŀƳǎΦέ   

 

But it was the prospect of stepping up local journalism that especially inspired these station 

leaders. 

 

ά[ƻŎŀƭ ǊŜǇƻǊǘƛƴƎ ŀƴŘ ǘƘŜ ǇǊŜǎŜƴŎŜ ƻŦ ƭƻŎŀƭ ǊŜǇƻǊǘǎ ƛǎ ǘƘŜ ƪŜȅ ǘƻ ŜƴŘŜŀǊƛƴƎ ƭƻŎŀƭ ŀǳŘƛŜƴŎŜǎ 

and increasing their listening and ǎǳǇǇƻǊǘΦέ  

 

ά.ƻƻǘǎ ƻƴ ǘƘŜ ƎǊƻǳƴŘ ƛǎ ǘƘŜ ǿŀȅ ǘƻ ƎƻΦέ 

 

Proposals for an integrated online news presence for public media attracted favorable comment 

from many: 

 

ά! ōŀŎƪōƻƴŜ ƛǎ ƴŜŜŘŜŘ ǘƘŀǘ ŀƭƭƻǿǎ ǳǎ ǘƻ ōŜ ƛƴǘŜƎǊŀǘŜŘΣ ǎŜŀǊŎƘŀōƭŜ ŀƴŘ Ŝŀǎƛƭȅ ŀŎŎŜǎǎƛōƭŜΦέ 

 

άώ¢Ƙƛs is] essential for owning the journalistic landscape and the way that all of the 

ǎȅǎǘŜƳΩǎ ǊŜǎƻǳǊŎŜǎ Ŏŀƴ ƳŜŜǘ ǘƻƎŜǘƘŜǊ ς large and small markets, radio and TV, state and 

ƴŀǘƛƻƴŀƭ ƴŜǘǿƻǊƪǎΦέ 

 

άLǘΩǎ ŀƴ ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ ŀǊŜŀ ǿƘŜǊŜ ǇǳōƭƛŎ ǊŀŘƛƻ Ƙŀǎ ŀ ŎƻƳǇŜǘƛǘƛǾe advantage that it 

should exercise . . . I think we could be un-ƳŀǘŎƘŜŘ ōȅ ŀƴȅ ƻǘƘŜǊ ǎƻǳǊŎŜΦέ 

 

But others were cautious ς about the potentially high cost of a major effort, the uncertainty of 

revenue, the changing dynamics between national producers and stations, and the difficulties of 

achieving needed partnerships: 

 

ά!ƴ ǳƴŘŜǊŎǳǊǊŜƴǘ ƻŦ ǿƻǊǊȅ ǊŜƳŀƛƴǎ ŀƳƻƴƎ ǎǘŀǘƛƻƴǎ ǘƘŀǘ ǘƘŜȅ ǿƛƭƭ ōŜ ƭŜŦǘ ōŜƘƛƴŘ ƛƴ ǘƘŜ 

dust as program producers and networks use more and more ways to by-pass them. This 

dynamic of suspicion will complicate and could potentially impede audience growth 

ŜŦŦƻǊǘǎ ǘƘŀǘ ǊŜǉǳƛǊŜ ǎǘŀǘƛƻƴ ŀƴŘ ƴŜǘǿƻǊƪ ŎƻƻǇŜǊŀǘƛƻƴΦέ 
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Diversity 

The importance of increasing the inclusiveness of public radio ς within our organizations and in 

our programming ς is broadly supported and many hailed the prominence of this issue among 

the recommendations. There is wide agreement about the critical step of making our own 

organizations and workforce more diverse. 

 

ά.ŜŎƻƳƛƴƎ ǘǊǳƭȅ ƛƴŎƭǳǎƛǾŜ ǊŜǉǳƛǊŜǎ ŘŜǾŜƭƻǇƛƴƎ ƻǾŜǊŀƭƭ ƻǊƎŀƴƛȊŀǘƛƻƴŀl competencies for 

ƛƴŎƭǳǎƛǾŜƴŜǎǎΦέ 

 

ά9ȄǇŜŎǘŀǘƛƻƴǎ ŦƻǊ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ƛƴ ƻǳǊ ǎǘŀǘƛƻƴ ƻǊƎŀƴƛȊŀǘƛƻƴǎ ƴŜŜŘ ǘƻ ōŜ ƳŀŘŜ ŀǎ ŎƭŜŀǊ ŀƴŘ 

ŎƻǊŜ ŀǎ ƻǳǊ ǎǘŀƴŘŀǊŘǎ ŦƻǊ ƧƻǳǊƴŀƭƛǎƳΦέ 

 

ά!ŘŘƛƴƎ ŘƛǾŜǊǎƛǘȅ ǘƻ ŜŘƛǘƻǊƛŀƭ ŀƴŘ ǇǊƻŘǳŎǘƛƻƴ ǎǘŀŦŦ ƛǎ ŎǊƛǘƛŎŀƭΦέ   

 

ά²Ŝ Ŏŀƴ ŎƻƳŜ ǳǇ ǿƛǘƘ ŘŜsigns and formulas and the whole nine yards [for inclusiveness]. 

But, what we are really looking for is the authentic voice, the authentic sound, and you 

are not going to find that with formulas. You are going to find that from the people that 

live it and come in and present their voice. So you are going to need it within the 

ƻǊƎŀƴƛȊŀǘƛƻƴ ƛƴ ƻǊŘŜǊ ǘƻ ǊŜŦƭŜŎǘ ƛǘ ƻǳǘΦέ 

 

Several people believe the recommendations for inclusiveness narrow too quickly to race and 

ethnicity, and that an audience growth plan should take a broader view, in which other 

dimensions of diversity also play a role ς perhaps an even more important role in some 

communities. 

 

άLŦ ȅƻǳ ƭƛƳƛǘ ƛǘ ǘƻ Ƨǳǎǘ ǘƘƛǎ ƻǊ ǘƘŀǘΣ ȅƻǳΩǾŜ ŎƘƻǇǇŜŘ ƻŦŦ ŀ ƭƻǘ ǘƘŀǘ Ƴŀȅ ōŜ ƳƻǊŜ ǾŀƭƛŘ ƻǊ 

troublesome in some communiǘƛŜǎΦέ 

 

ά²Ƙƻ ǘƻ ǎŜǊǾŜ ŀƴŘ Ƙƻǿ ǘƻ ǇǊƛƻǊƛǘƛȊŜ ǿƘƻ ǘƻ ǎŜǊǾŜ ǘƻ ŘƛǾŜǊǎƛŦȅ ǘƘŜ ŀǳŘƛŜƴŎŜ ǎƘƻǳƭŘ ōŜ 

based on solid marketing approaches that identify unserved segments, develop 

understandings of the needs of each segment, assess what public radio might be able to 

offer each, prioritize which can best be served by public radio ς and then develop formats 

ǘƻ ǎŜǊǾŜ ǘƘŜƳΦέ 

 

There are important differences of view on the most effective programming strategies to 

achieve a more diverse and inclusive audience. One approach centers on an evolution in the 

mainstream service that will be driven in part by greater diversity among producers and editors 

and in part by greater diversity in the educated and professional segments of the population to 

which public radio most strongly appeals. 
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άL ǘƘƛƴƪ ǿŜ ŀǊŜ ŀƭƭ ƛƴǘŜǊŜǎǘŜŘΣ ǿƘŜǘƘŜǊ L ŀƳ ŦǊƻƳ ǘƘƛǎ ŎǳƭǘǳǊŜΣ ŀƴŘ ȅƻǳ ŀǊŜ ŦǊƻƳ ǘƘŀǘ 

culture, whatever. We are all curious people. That is why we go to public radio. We want 

to be exposed to the thinking of other cultures, story-telling, ideas.έ 

 

Many believe major strides in inclusiveness will require new formats and services, perhaps also 

ǊŜǉǳƛǊƛƴƎ ŀ ŦǊŀƳƛƴƎ ƻŦ ƴŜǿ άŎƻǊŜ ǾŀƭǳŜǎέ ǘƻ ǊŜŀŎƘ ƴŜǿ ŀǳŘƛŜƴŎŜǎΦ 

 

άwŜŀŎƘƛƴƎ ǎƛƎƴƛŦƛŎŀƴǘ ŀǳŘƛŜƴŎŜǎ ƻŦ ŎƻƭƻǊ ǿƛǘƘ ǘƘŜ ǎŀƳŜ ƭŜǾŜƭ ƻŦ ŎƻƴƴŜŎǘŜŘƴŜǎǎ ŀǎ ǇǳōƭƛŎ 

radio has with its current audiences will require developing new services on new 

ǇƭŀǘŦƻǊƳǎ ŀƭƻƴƎ ǿƛǘƘ ŀ ǿƘƻƭŜ ƴŜǿ ƎŜƴŜǊŀǘƛƻƴ ƻŦ ǇǊƻŘǳŎŜǊǎΦέ 

 

ά/ŀƴ ǎƛƎƴƛŦƛŎŀƴǘ ƴŜǿ ŀǳŘƛŜƴŎŜǎ ƻŦ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ ōŜ ǊŜŀŎƘŜŘ ǘƘǊƻǳƎƘ ǇǊƻƎǊŀƳƳƛƴƎ ǘƘŀǘ 

Ŧŀƭƭǎ ǿƛǘƘƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŜȄƛǎting core values?  Conversely, is public radio willing to 

program to a different set of core values that do attract significant new audiences of 

ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊΚέ   

 

ά¢ƘŜ ŎƻǊŜ ǾŀƭǳŜǎ ŀǊŜ ŀ ŎǳƭǘǳǊŀƭ ŜȄǇǊŜǎǎƛƻƴ ƻŦ ŀ ǾŜǊȅ ǇŀǊǘƛŎǳƭŀǊ ǎǳōǎŜǘ ƻŦ !ƳŜǊƛŎŀƴ ŎǳƭǘǳǊŜ 

and I think the core values right now are highly suspect. I just think that whole paradigm 

ƛǎ ǾŜǊȅ ǎǳǎǇŜŎǘΦέ 

 

Marketing 

Marketing ς in the broadest and most strategic sense ς is seen as fundamental to growing public 

ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ. A number of comments suggested that marketing should have more emphasis 

and prominence among the many recommendations. 

 

ά¢ƘŜ ŜƳǇƘŀǎƛǎ ƻƴ ǎǘǊŀǘŜƎƛŎΣ ŀǳŘƛŜƴŎŜ-ŦƻŎǳǎŜŘ ƳŀǊƪŜǘƛƴƎ ƛǎ ǊƛƎƘǘ ŀƴŘ ŜǎǎŜƴǘƛŀƭΦέ 

 

ά²Ŝ ǊŜǎƛǎǘ ǊŜŀƭ ƳŀǊƪŜǘƛƴƎ ōŜŎŀǳǎŜ ƛǘ ǎǳƎƎŜǎǘǎ ǿŜ ŀǊŜ ƴƻǘ ōǊƛƭƭƛŀƴǘ ƛƴǾŜƴǘƻǊǎ and creative 

people. ¢Ƙƛǎ ŘƻŜǎƴΩǘ ƳŜŀƴ ǿŜ ǎƘƻǳƭŘ ōŜ ŎƻƳǇƭŜǘŜƭȅ ƭŜŘ ōȅ ƳŀǊƪŜǘƛƴƎ ƎǳǊǳǎ. But it does 

mean we should develop the art and science of targeting audiences and developing 

ŎƻƴǘŜƴǘ ŦƻǊ ǘƘŜƳ ǘƘŀǘ ƳŜŜǘǎ ǘƘŜ ǎǘŀƴŘŀǊŘ ƻŦ ǿƘŀǘΩǎ ōŜŜƴ ŀŎŎƻƳǇƭƛǎƘŜŘ ƛƴ ƴŜǿs ς a 

ǳƴƛǉǳŜ ƻŦŦŜǊƛƴƎ ǿƛǘƘ ƘƛƎƘ ǇǳōƭƛŎ ǎŜǊǾƛŎŜ ǾŀƭǳŜ ŀƴŘ ǎƛƎƴƛŦƛŎŀƴǘ ŀǳŘƛŜƴŎŜ ŀǇǇŜŀƭΦ ά 

 

ά!ƴ ƛƳǇƻǊǘŀƴǘ ŀǊŜŀ ŀƴŘ ǿŜ ƘŀǾŜ ǘƻ ǇǳǎƘ ƛǘ ǎƻ ƳǳŎƘ ŦǳǊǘƘŜǊ ǘƘŀƴ ǿƘŀǘ ƛǎ ŀǊǘƛŎǳƭŀǘŜŘ 

here.έ 

 

There is also strong support for more nuts-and-bolts marketing tactics centered on awareness 

building.  

 

ά¢Ƙƛǎ ƛǎ ŀ ǘƻǳƎƘ ƛǎǎǳŜ. ¢ƘŜ ƭŀŎƪ ƻŦ ŀǿŀǊŜƴŜǎǎ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻ ŎƻƴǘƛƴǳŜǎ ǘƻ ŀƳŀȊŜ ƳŜΦέ   
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The Network 

This group of station leaders sees delivery of content online, on mobile devices, and on other 

platforms as natural extensions of their broadcasting work. 

 

ά²Ŝ ŀǊŜ ŎƻƳƳƛǘǘŜŘ ǘƻ ōŜƛƴƎ ƻƴ ŀƭƭ ǇƭŀǘŦƻǊƳǎ ŀǎ ŀ ƳŀǘǘŜǊ ƻŦ ƻŦŦŜǊƛƴƎ ŎƘƻƛŎŜǎ ǘƻ 

ŎǳǎǘƻƳŜǊǎΦέ 

 

But, like local reporting in the journalism area, it is the prospect of using the evolving networked 

environment to create new roles, services, and relationships that stimulates the most comment. 

Some believe the recommendations, especially with respect to community engagement and 

social media, did not go far enough. 

 

ά.ǳƛƭŘƛƴƎ ǘƘŜ ǊƻƭŜ ƻŦ ǎǘŀǘƛƻƴǎ ŀǎ Ƙǳōǎ ƛƴ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘƛŜǎ ƛǎ ǿƘŀǘ ΨƴŜǘǿƻǊƪΩ ƛǎ ŀōƻǳǘΦέ 

 

ά²Ŝ ƴŜŜŘ ǘƻ ŎǊŜŀǘŜ ǘƘŜ Řŀȅ ǿƘŜƴ ǿŜō ǘǊŀŦŦƛŎ ƛǎƴΩǘ ŘǊƛǾŜƴ ōȅ ǿƘŀǘ ǇŜƻǇƭŜ ƘŜŀǊ ƻƴ ǘƘŜ ŀƛǊΣ 

but by web-ōŀǎŜŘ ŎƻƴǘŜƴǘ ŀƴŘ ǎŜǊǾƛŎŜǎ ǘƘŜƳǎŜƭǾŜǎΦέ 

 

άDǊƻǿƛƴƎ ŀǳŘƛŜƴŎŜ ƛǎ ŀōƻǳǘ ƎǊƻǿƛƴƎ ǘƘŜ ŘƻƴƻǊ ōŀǎŜΣ ǿƘƛŎƘ ƳŜŀƴǎ ōŜƛƴƎ ƛƳǇƻǊǘŀƴǘ ƛƴ 

ǇŜƻǇƭŜΩǎ ƭƛǾŜǎ and engaging them more. The recommendations related to the community-

ōǳƛƭŘƛƴƎ ŀǎǇŜŎǘǎ ƻŦ ¢ƘŜ bŜǘǿƻǊƪ ŀǊŜ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƳǇƻǊǘŀƴǘ ƛƴ ǘƘƛǎ ǊŜƎŀǊŘΦέ 

 

ά{ƻŎƛŀƭ ƳŜŘƛŀ ƛǎ ǳƴŘŜǊ-addressed. In the future we are all, like it or not, going to be 

dealing with social media and social networking . . . L ǘƘƛƴƪ ǘƘŜȅ ƳƛǎǎŜŘ ƛǘΦέ 

 

Music 

The role of public radio music stations and programming divided these station leaders. Some 

were pleased to see the inclusion of recommendations for increasing the availability of public 

radiƻΩǎ ǇǊƛƴŎƛǇŀƭ ƳǳǎƛŎ ŦƻǊƳŀǘǎΦ 

 

ά²Ŝ ƻŦǘŜƴ ƭƻǎŜ ǎƛƎƘǘ ƻŦ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ŀ ƭŀǊƎŜ ǇƻǊǘƛƻƴ ƻŦ ƻǳǊ ŀǳŘƛŜƴŎŜ ƛǎ ŎƻƳƛƴƎ ǘƻ ǳǎ 

because of our music and cultural programming ς ƛǘ ƛǎ ƴƻǘ ŀƭǿŀȅǎ ǘƘŜ ƴŜǿǎΦέ 

 

But others see a limited future for public radio music broadcasting and point instead to other 

delivery channels. 

 

άaŀȅ ƴƻǘ ōŜ ǘƘŜ Ƴƻǎǘ ŜƴŘǳǊƛƴƎ ǿŀȅ ǘƻ ōǳƛƭŘ ŀǳŘƛŜƴŎŜΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ƳƛƴƻǊƛǘȅ ŀǳŘƛŜƴŎŜǎΦέ   

 

άwŀǘƘŜǊ ǘƘŀƴ ŦƻŎǳǎƛƴƎ ƻƴ ŘŜǾŜƭƻǇƛƴƎ ƳƻǊŜ ƳǳǎƛŎ ōǊƻŀŘŎŀǎǘ ǎǘŀǘƛƻƴǎΣ ƳƻǊŜ ŀǘǘŜƴǘƛƻƴ 

should be given to the robust deǾŜƭƻǇƳŜƴǘ ƻŦ ƛƴǘŜǊƴŜǘ ǊŀŘƛƻΦέ 
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ά¢ƘŜǊŜΩǎ ŀƭǎƻ ŀ ǇǳōƭƛŎ ǎŜǊǾƛŎŜ ǉǳŜǎǘƛƻƴ ŀǎ ǘƻ ǘƘŜ ƴŜŜŘ ǘƻ ōŜ ΨǘƘŜ ǎŀǾƛƻǊ ƻŦ !!! ƳǳǎƛŎ ƛƴ 

!ƳŜǊƛŎŀΣΩ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴ ƭƛƎƘǘ ƻŦ ƻǘƘŜǊ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴ ŀǊŜŀǎ ǎǳŎƘ ŀǎ ƛƴǾŜǎǘƛƎŀǘƛǾŜ 

journalisms. LǘΩǎ ŀ ƳŀǘǘŜǊ ƻŦ ǇǊƛƻǊƛǘƛȊŀǘƛƻƴΦέ 

 

Another suggestion is to rethink the role of station personnel in music formats. 

 

ά{ǘŀǘƛƻƴǎ ǎƘƻǳƭŘ ƳƻǾŜ ŀǿŀȅ ŦǊƻƳ ǎƛƳǇƭȅ ǇǊŜǎŜƴǘƛƴƎ ƳǳǎƛŎ όǎǇƛƴƴƛƴƎ /5ǎύ ŀƴŘ ŦƻŎǳǎ ǘƘŜƛǊ 

staff on reporting on music, arts and cultural life in their communities. This local content 

can then be integrated into the format. National program services (e.g. C-24) can handle 

the music presentation, freeing local staff to do the reporting. ¢ƘŜǊŜΩǎ ƭƛǘǘƭŜ ǾŀƭǳŜ ƛƴ 

replicating music announcing all over the country. There is value in having local music, 

ŀǊǘǎ ŀƴŘ ŎǳƭǘǳǊŀƭ ǊŜǇƻǊǘƛƴƎ ŀŎǊƻǎǎ ǘƘŜ ŎƻǳƴǘǊȅΦέ 

 

And at least one observer thought GROW THE AUDIENCE simply did not give the subject enough 

thought. 

 

άLǘ ŦŜƭǘ ŀǎ ǘƘƻǳƎƘ ƛǘ ǿŀǎ ǘƘŜǊŜ ōŜŎŀǳǎŜ ǎƻƳŜƻƴŜ ǎŀƛŘΣ ΨhƘ ȅƻǳ ŦƻǊƎƻǘ ƳǳǎƛŎΩΦέ 

 

Market strategies, station solutions  

¢ƘŜ ¢ŀǎƪ CƻǊŎŜ ǊŜŎƻƳƳŜƴŘŜŘ ǿƻǊƪ ƛƴ ǘƘŜ ǘƻǇ рл ƳŀǊƪŜǘǎ ǘƻ ƛƳǇǊƻǾŜ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƻǾŜǊŀƭƭ 

performance  and foster new services through such steps as realigning the way formats are 

organized and presented across different stations, developing new services on existing stations, 

and creating opportunities for new services through acquisitions, operating agreements, and 

upgrading underperforming signals.  

 

{ƻƳŜ ŎƻƴǾŜǊǎŀǘƛƻƴǎ ƻƴ ǘƘƛǎ Ǉƻƛƴǘ ŜǎǎŜƴǘƛŀƭƭȅ ǳǊƎŜŘ άŦǳƭƭ ǎǇŜŜŘ ŀƘŜŀŘΦέ  .ǳǘ ǘƘŜǊŜ ǿere also 

multiple notes of caution: 

 

άwŀƛǎŜǎ Ƴŀƴȅ ǉǳŜǎǘƛƻƴǎ ŀōƻǳǘ  Φ Φ Φ ƛƴǾŜǎǘƳŜƴǘ ŎƘƻƛŎŜǎ ŀƴŘ ǊŜǘǳǊƴǎ ŀƴŘ ǿƘƻ ŘŜŎƛŘŜǎΦέ   

 

άaƻǊŜ ƻǇǇƻǊǘǳƴƛǘȅ ŀƴŘ ǊŜǘǳǊƴ ƻƴ ƛƴǾŜǎǘƳŜƴǘ Ƴŀȅ ŜȄƛǎǘ ƛƴ ǿŜō ŀƴŘ ǿƛǊŜƭŜǎǎ ŀŎŎŜǎǎ 

ǎǘǊŜŀƳǎ ǘƘŀƴ ƛƴ ōǊƻŀŘŎŀǎǘ ǇǊƻǇŜǊǘȅ ƛƴǾŜǎǘƳŜƴǘǎΦέ   

 

ά/ƻƳƳǳƴƛǘȅ ŀǎŎŜǊǘŀƛƴƳŜƴǘ ŀƴŘ ŎƻƳƳǳƴƛǘȅ ƭŜŀŘŜǊǎƘƛǇ ŀǊŜ ǇŀǊǘƛŎǳƭŀǊƭȅ ŎŜƴǘǊŀƭ ǘƻ ǘƘƛǎ 

ǊŜŎƻƳƳŜƴŘŀǘƛƻƴΣ ōƻǘƘ ŀǎ ŀ ƳŀǘǘŜǊ ƻŦ ǇǊƻǇŜǊ ŎƻǳǊǎŜ ŀƴŘ ŀǎ ǘƘŜ ƪŜȅ ǘƻ ŦǳƴŘƛƴƎΦέ 

 

ά[ǳǊƪƛƴƎ ƛƴ ǘƘŜ ōŀŎƪƎǊƻǳƴŘ ƛǎ ǘƘŜ ƛǎǎǳŜ ƻŦ ŎƻƴǎƻƭƛŘŀǘƛƻƴΦέ 

 

άLǘΩǎ ƴƻǘ ŎƭŜŀǊ ǿƘƻ Ŏŀƴ ǘŀƪŜ ǘƘŜ ƭŜŀŘŜǊǎƘƛǇ ǊƻƭŜ ƛƴ ǳƴŘŜǊǇŜǊŦƻǊƳƛƴƎ ƳŀǊƪŜǘǎΦέ 
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Support for stronger service 

Task force recommendations for organizational and professional development and research 

elicited mixed reactions. Most people think this is a good thing. 

 

άwŜƴŜǿŜŘ ǎǳǇǇƻǊǘ ŦƻǊ ƻǊƎŀƴizational and individual professional development particularly 

ǊŜǎƻƴŀǘŜǎΦέ 

 

ά/ƻƴǎƛŘŜǊŀōƭŜ ƻǊƎŀƴƛȊŀǘƛƻƴŀƭ ŘŜǾŜƭƻǇƳŜƴǘ ƛǎ ƴŜŜŘŜŘ ŀǘ ǎǘŀǘƛƻƴǎΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴ ōǳǎƛƴŜǎǎ 

sensibilities and decision-making, and our overall on-ŀƛǊ ŦǳƴŘǊŀƛǎƛƴƎ ƳƻŘŜƭΦέ 

 

Some thought we should have gone further in highlighting opportunities and the need for 

change. 

 

άLƴŀŘŜǉǳŀǘŜ ŜƳǇƘŀǎƛǎ ƎƛǾŜƴ ǘƻ ǎŜǾŜǊŀƭ ƻŦ ǘƘŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ƛƴ ǘƘƛǎ ŀǊŜŀ.έ   

 

ά¢ƘŜ ƎƻǾŜǊƴŀƴŎŜ ƛǎǎǳŜǎ ƳŜƴǘƛƻƴŜŘ ǇƻǎŜ ŀ ǎƛƎƴƛŦƛŎŀƴǘ ŎƘŀƭƭŜƴƎŜ ŦƻǊ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ 

ς ƛǘΩǎ ŀ ƘǳƎŜ ƛǎǎǳŜ ŦƻǊ ǘƘŜ ǎȅǎǘŜƳ ŀƴŘ ōƛƎƎŜǊ ǘƘŀƴ ǊŜŦŜǊŜƴŎŜŘ ƻǊ ŀŘŘǊŜǎǎŜŘ ƛƴ ǘƘŜ ǊŜǇƻǊǘΦέ 

 

Several conversations raised concerns about a bias against university licensees in the 

prescriptions for organizational development. 

 

άIn places an Ψanti-universityΩ bias or tone appears. It should be recognized that some 

universities are very good homes for stations and their values and missions are very well 

aligned with those of public radio. There may be specific exceptions and situations where 

a university is susceptible to selling its station, but the baby should not go out with the 

bath water. ά 

 

άLǘ ŘƻŜǎƴΩǘ ƳŀǘǘŜǊ ǿƘŀǘ ǘƘŜ ǘȅǇŜ ƻŦ ƭƛŎŜƴǎŜŜ ƛǎ ƛƴ ǘŜǊƳǎ ƻŦ ǇŜǊŦƻǊƳŀƴŎŜΦέ 

 

Missing elements in the plan 

Many of the conversations called out areas that GROW THE AUDIENCE appeared to have missed. 

One common complaint was the absence of a financial plan or business model to go with the 

recommendations. 

 

άIŀƴƎƛƴƎ ŀǊƻǳƴŘ ǘƘŜ ŦǊƛƴƎŜǎ ƻŦ ǘƘŜ ŜƴǘƛǊŜ ǊŜǇƻǊǘ ƛǎ ǘƘŜ ǉǳŜǎǘƛƻƴ ƻŦ Ƙƻǿ ǿŜ ǿƛƭƭ ƎŀǊƴŜǊ ǘƘŜ 

ǊŜǎƻǳǊŎŜǎ ǘƻ Řƻ ƛǘΦέ   

 

άLŦ ǘƘŜ ǊŜport is intended to be a strategic plan, it is missing the financial section you 

ǿƻǳƭŘ ŜȄǇŜŎǘ ǘƻ ǎŜŜΦέ 
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ά²ƘŜǊŜ ƛǎ ŀ ǿƻǊƪŀōƭŜ ŜŎƻƴƻƳȅ ŦƻǊ ƴŀǘƛƻƴŀƭ ǇǊƻƎǊŀƳ ǇǊƻŘǳŎǘƛƻƴΚέ 

 

All the conversations with leaders form joint radio/tv licensees (and a few from other stations) 

raised questions about the intersection of public radio and public television. 

 

ά²ƘŜǊŜΩǎ ǘŜƭŜǾƛǎƛƻƴΚ  ¢ƘŜ ǊŜƭŀǘƛƻƴǎƘƛǇ ǿƛǘƘ ǇǳōƭƛŎ ǘŜƭŜǾƛǎƛƻƴ ŦƻǊ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ 

ǎŜŜƳǎ ǳƴŘŜǊǇƭŀȅŜŘΣ ǳƴŘŜŦƛƴŜŘ ƻǊ ŎƻƴŦƛƴŜŘΦέ 

 

άhƴŜ ƻŦ ǘƘŜ Ƴƻǎǘ ǾŀƭǳŀōƭŜ ǇŀǊǘƴŜǊǎƘƛps for public radio is with their public TV station, 

whether a joint-ƭƛŎŜƴǎŜŜ ƻǊ ƴƻǘΦέ 

 

ά{ƘƻǳƭŘ ǿŜ ōŜ ǊǳƴƴƛƴƎ ŀǿŀȅ ǎŎǊŜŀƳƛƴƎ ŦǊƻƳ ǇǳōƭƛŎ ǘŜƭŜǾƛǎƛƻƴ ƻǊ ǎƘƻǳƭŘ ǿŜ ōŜ ǘƘƛƴƪƛƴƎ 

ŀōƻǳǘ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƘŜǊŜΚέ 

 

Some other missing issues: 

 

ά²ƘŜǊŜ ŘƻŜǎ ŀ ŦƻŎǳǎ ƻƴ ƎǊƻwth leave rural stations and the vital service they provide to 

ǊǳǊŀƭ !ƳŜǊƛŎŀΚέ  

 

ά²Ŝ ƴŜŜŘ ƳŜǘǊƛŎǎ ǘƘŀǘ ŀǎǎŜǎǎ ǎƻŎƛŀƭ ƛƳǇŀŎǘΣ ƴƻǘ Ƨǳǎǘ ŀǳŘƛŜƴŎŜ ǎƛȊŜ ŀƴŘ ǊŜŀŎƘΦέ 

 

άaŜǘǊƛŎǎ ǘƘŀǘ ǘǊŀŎƪ ǾŀƭǳŜΣ ƴƻǘ Ƨǳǎǘ ǘƛƳŜ ǎǇŜƴǘ ǿƛǘƘ ǘƘŜ ǎŜǊǾƛŎŜǎΦέ 

 

ά¢ƘŜǊŜΩǎ ƎǊŜŀǘ ƻǇǇƻǊǘǳƴƛǘȅ ƛƴ ǘŜǊƳǎ ƻŦ ǇǊƻŘǳŎƛƴƎ ŜƴǘŜǊǘŀƛƴƳŜƴǘ ŦƻǊ ǎƳŀǊǘ ǇŜƻǇƭŜΦέ 

 

ά²ƘƛƭŜ ǘƘŜ ǊŜǇƻǊǘ ŘƻŜǎ ƳŀƪŜ ǊŜŦŜǊŜƴŎŜǎ ǘƻ ŎƻƳƳǳƴƛǘȅ ŜƴƎŀƎŜƳŜƴǘΣ ƛǘΩǎ ǊŜŀƭƭȅ Ƨǳǎǘ ƭƛǇ 

ǎŜǊǾƛŎŜ ŎƻƳǇŀǊŜŘ ǘƻ ǘƘŜ ǇƻǿŜǊ ŀƴŘ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ǘƘŜ ǎǳōƧŜŎǘΦέ 

 

ά¢ƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ƴŜǘǿƻǊƪǎ ǘƻ ōŜ ōǳƛƭǘ ŀǊŜ ǘƘŜ ΨǎƘƻŜ ƭŜŀǘƘŜǊΩ ŎƛǾƛŎ ƴŜǘǿƻǊƪǎ ǊŀǘƘŜǊ 

than electronic-based networks.έ 

 

ά¢ƘŜ ǊŜƭŀǘƛƻƴǎƘƛǇ ōŜǘǿŜŜƴ ǎǘŀǘƛƻƴǎ ŀƴŘ ƴŀǘƛƻƴŀƭ ǇǊƻŘǳŎŜǊǎ Ƙŀǎ ŎƘŀƴƎŜŘ. We need to 

address it. National and local are stronger if each is respectively stronger in terms of 

ƻǾŜǊŀƭƭ ΨōǊŀƴŘΩΣ ōǳǘ Ƙƻǿ ǘƘŜ ǇƛŜŎŜǎ ǿƻǊƪ ƻǳǘ ƛǎ ƴƻǘ ǊŜǎƻƭǾŜŘΦέ 

 

tǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜŜŘ ς and capacity ς to change   

CƛƴŀƭƭȅΣ ŀ ƴǳƳōŜǊ ƻŦ ǘƘŜ ŎƻƴǾŜǊǎŀǘƛƻƴ ǊŜŦƭŜŎǘŜŘ ƻƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀōƛƭƛǘȅ ǘƻ ƳŀƪŜ ǘƘŜ ŎƘŀƴƎŜǎ 

needed to realize the goals and recommendations presented for audience growth. 

 



grow the audience  

                  Conversations with Public Media Leaders 
 

  9 

 

ά¢ƘŜ ŜƴǘƛǊŜ ǊŜǇƻǊǘ ƛǎ ŀōƻǳǘ Φ Φ Φ ΨǘƘŜ ƛƴƴƻǾŀǘƻǊΩǎ ŘƛƭŜƳƳŀΦΩ  How do we move into these 

new areas while sustaining and growing our existing service?  I think that the innovation is 

really going to be a challenge for us. To what degree are we going to feel free to innovate 

ŀǎ ǿŜ ŎƻƴǘƛƴǳŜ ǘƻ ǎƻƭƛŘƛŦȅ ƻǳǊ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘƛǎ ƳŀǊƪŜǘΚέ 

 

ά²ŜΣ ƻǳǊǎŜƭǾŜǎΣ Ŏŀƴ ƪŜŜǇ ƛǘ ŦǊƻƳ ƘŀǇǇŜƴƛƴƎ ōŜŎŀǳǎŜ ƻŦ ƭƛƳƛǘŜŘ ǾƛŜǿǇƻƛƴǘǎΣ ƭƛƳƛǘŜŘ ǾƛǎƛƻƴΣ 

history and attitudes, and inability to create effective compromises that will still 

ŀŎŎƻƳǇƭƛǎƘ ǘƘŜ ǘŀǎƪΦέ 

 

ά¢ƘŜ ōƛƎƎŜǎǘ ƘǳǊŘƭŜκŎƘŀƭƭŜƴƎŜ ς ǎǘƛƭƭ ǘƘƛƴƪƛƴƎ ǘƘŀǘ ƳŜŘƛŀ Ŏŀƴ ōŜ ŎƻƴǘǊƻƭƭŜŘΦέ 

 

άL ōŜƭƛŜǾŜ ǘƘŀǘ ǿŜǊŜ ǇǳōƭƛŎ ǊŀŘƛƻΣ ǿƛǘƘ ƛǘǎ ƛƴǘŜƴǎŜ ŀƴŘ ǾŜǊȅ ǊŜŀƭ ōŜƭƛŜŦ ƛƴ ǘƘŜ ǇƻǿŜǊ ƻŦ 

mission, to swing around and get serious, get tangible and measureable about the change 

in our culture . . . ǿŜ ŎƻǳƭŘ ǊŜŀƭƭȅ ōŜ ǘƘŜ ǾŀƴƎǳŀǊŘ ŦƻǊ ǿƘŀǘ ǘƘŜ ŎƻǳƴǘǊȅ ǎŀȅǎ ƛǘ ǿŀƴǘǎΦέ



grow the audience  

                  Conversations with Public Media Leaders 
 

         10 

 

 

DON BOSWELL 
President and CEO, WNED, TV-Radio, Buffalo, New York 

Key points 

¤ The cycle for getting new programming on the air to attract new audiences needs to start 

ǿƛǘƘ ǎǘŀǘƛƻƴǎ ƻǇŜƴƛƴƎ ǳǇ ǘƘŜƛǊ ǎŎƘŜŘǳƭŜǎ ōȅ ŎƻƳƳƛǘǘƛƴƎ ǘƻ ǘƘŜ ŜǉǳƛǾŀƭŜƴǘ ƻŦ ŀ άƳǳǎǘ ŎŀǊǊȅέ 

schedule block. 

¤ The opportunities for public radio and TV to jointly build local audiences and serve their 

communities are significant but unaddressed in the report. 

¤ /ƻƳǇƭŀŎŜƴŎȅ ŀƴŘ Ǌƛǎƪ ŀǾŜǊǎƛƻƴ Ƴŀȅ ōŜ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ōƛƎƎŜǎǘ ōŀǊǊƛŜǊǎ ǘƻ ǘŀƪƛƴƎ ǘƘŜ ŀŎǘƛƻƴǎ 

needed to grow its audience. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ LΩƳ άǾŜǊȅΣ ǾŜǊȅ ƛƳǇǊŜǎǎŜŘέ ŀƴŘ άappreciate the incredible work that went into the 

report.έ 

1. Recommendations resonating most strongly for public radio as a whole 

Note: Don responded to this question in terms of WNED and his market (see below).  

2. Recommendations resonating most strongly for their station and market 

¤ 2 Journalism ς Local/Regional Reporting:  Local reporting and the presence of local 

reporters are ƪŜȅ ǘƻ άŜƴŘŜŀǊƛƴƎέ ƭƻŎŀƭ ŀǳŘƛŜƴŎŜǎ ŀƴŘ ƛƴŎǊŜŀǎƛƴƎ ǘƘŜƛǊ ƭƛǎǘening and 

support.  

Á For WNED this means adding reporters in Toronto and increasing their Toronto area 

reporting. Seventy percent of their membership base already comes from Canada on 

the strength of their carriage of U.S. network news programs. Local coverage is the 

ƴŜȄǘ ǎǘŜǇ ƴŜŜŘŜŘ ǘƻ ŦǳǊǘƘŜǊ άŜƴŘŜŀǊέ ŀƴŘ ƎǊƻǿ ǘƘŜƛǊ /ŀnadian audience. 

Á It would make sense to develop this coverage in partnership with other border 

stations (e.g. MPR) to share the staff costs.  

¤ 5 Market Strategies, Station Solutions:  A major issue in dealing with licensees with 

limited commitment to public radio and underperforming stations is helping them 
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ƻǾŜǊŎƻƳŜ ǘƘŜ άŦŜŀǊ ŦŀŎǘƻǊέ ƻǾŜǊ ǘƘŜ ƛƴǎǘƛǘǳǘƛƻƴŀƭ ŀƴŘ ŎƻƳƳǳƴƛǘȅ ǇƻƭƛǘƛŎǎ ŀƴŘ ōŀŎƪƭŀǎƘ 

involved in making changes. What is ƴŜŜŘŜŘ ƛǎ άŀ ǘŜŀƳέ ǘƘŀǘ ŎƻǳƭŘ ŎƻƳŜ ƛƴ ŀƴŘ ƘŜƭǇ 

them work through their anxieties and craft a win-win situation.  

Á Such a team would give the licensees someone to consult with on a confidential basis 

ǘƘŀǘ ƛǎƴΩǘ ǎŜŜƴ ŀǎ ǊŜǇǊŜǎŜƴǘƛƴƎ ǘƘŜ ƛƴǘŜǊŜǎǘǎ ƻŦ ŀƴƻǘƘŜǊ ǇƭŀȅŜǊ ƛƴ ǘƘŜ ƳŀǊƪŜǘ.  

Á The team could also provide the licensee with the endorsement or sanctioning it 

needs to feel confident in taking action, particularly if the team operated under the 

sponsorship of a credible national organization (CPB?). 

¤ 5 Market Strategies, Station Solutions:  Stations should think in terms of all the 

bandwidth they have available themselves or could access in their market in order to 

provide multiple formats through multiple platforms to their markets.  

Á WNED has extended this idea across the border to Canada where they are already 

using bandwidth on the Toronto cable system of Rogers Communications to carry 

their signals. This is in anticipation of also being ŀōƭŜ ǘƻ ǳǎŜ ōŀƴŘǿƛŘǘƘ ƻƴ wƻƎŜǊǎΩ 

commercial broadcast stations once they go digital.  

Á WNED is already using its own FM HD bandwidth to extend the coverage of its AM 

news station and is considering other HD programming. 

3. Important recommendations or perspectives missing from the report 

¤ Opening schedules for new programming. The stumbling block for getting new 

programming on the air that could attract new audiŜƴŎŜǎ ƛǎ ǎǘŀǘƛƻƴǎΩ ǳƴǿƛƭƭƛƴƎƴŜǎǎ ǘƻ 

open up their schedules.  

Á tǊƻŘǳŎŜǊǎ ƴŜŜŘ ōǳǘ ŎŀƴΩǘ ƎŜǘ ǘƘŜ ŎŀǊǊƛŀƎŜ ƎǳŀǊŀƴǘŜŜǎ ƴŜŜŘŜŘ ǘƻ ŎƻƴǾƛƴŎŜ ŦǳƴŘŜǊǎ ǘƻ 

make large financial commitments to program production and marketing. Don has 

personally experienced and been highly frustrated by this in developing national 

production ideas at WNED. Funders of award-winning local productions are very 

excited about supporting a national version of the program but when they ask if he 

can guarantee carriage and time slots he can onƭȅ ǎŀȅΣ άL ŎŀƴΩǘΦέ  

Á ²ƘŀǘΩǎ ƴŜŜŘŜŘ ƛǎ ŀ ǊŀŘƛƻ ŜǉǳƛǾŀƭŜƴǘ ƻŦ t.{Ωǎ άƳǳǎǘ ŎŀǊǊȅέ ŀǊǊŀƴƎŜƳŜƴǘ όǘƘƻǳƎƘ 

voluntary) where stations would agree to set aside a block of their schedule to 

provide the needed carriage guarantee for perhaps a half-dozen new high-profile 

programs. 

- The time block might be evenings after drive time and before 10 pm or periods 

on the weekend. 

- The commitment might initially be for a period of time -- six months or a year (?). 

The commitment would also involve an expectation that the programs might 
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change after six months and not become an ongoing part of the schedule. The 

programs might also take a topical or thematic focus with shifts in topics after 

three or six months. 

Á This carriage commitment would make major funding by corporations and 

foundations much more likely ς and that sort of major funding will be required to 

produce the quality of programs needed to attract new audiences. The carriage 

guarantee is also needed to plan and coordinate national marketing efforts. 

¤ Don recognizes that rŀŘƛƻ ŀƴŘ ¢± ŀǊŜ ŘƛŦŦŜǊŜƴǘ ōǳǘ ōŜƭƛŜǾŜǎ ǘƘŜ άǘƘŜƻǊȅ ƻŦ Ƴǳǎǘ-ŎŀǊǊȅέ 

ǎƘƻǳƭŘ ōŜ ŜȄǇƭƻǊŜŘ ŀƴŘ ǎƻƳŜ ŜȄǇŜǊƛƳŜƴǘǎ ƳŀŘŜΣ ŜǾŜƴ ƛŦ ƛǘΩǎ ƻƴƭȅ ŀ ǎƛȄ ƳƻƴǘƘ ƻǊ ƻƴŜ ȅŜŀǊ 

trial. Growing the audience will require taking some risks and making some new types of 

investments (e.g. schedule time) to which the public radio system is unaccustomed.    

¤ Joint radio-TV opportunities. The opportunities to grow the radio audience through joint 

radio-TV action are not explored or developed, particularly in how the two media can 

work together in serving the community and reaching new audiences.  

Á WNED has been very successful with two radio and two TV stations not just in cross 

promotion but in using them in combination for joint productions to address issues 

in the community (e.g. wellness) ŀƴŘ ǇǊƻǾƛŘŜ άƳƻǊŜ ǊƛŎƘ ŜȄǇŜǊƛŜƴŎŜǎέ ŦƻǊ ƭƛǎǘŜƴŜǊǎ 

and viewers. {ǳŎƘ ǘƻǇƛŎŀƭ ǇǊƻƎǊŀƳƳƛƴƎ Ƙŀǎ ƘŜƭǇŜŘ ²b95 άreach deeper into the 

ŎƻƳƳǳƴƛǘȅ ǿƘŜǊŜ ǿŜ ŘƛŘƴΩǘ ƘŀǾŜ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ƻƴ ŀƴ ƻƴƎƻƛƴƎ ōŀǎƛǎΦέ  LǘΩǎ ŀƭǎƻ ōŜŜƴ 

very effective in attracting the interest of funders and the revenue growth has been 

άǇƘŜƴƻƳŜƴŀƭ.έ  ¢ƘŜ ǎŀƳŜ ǘƘƛƴƎ Ŏŀƴ ōŜ ŘƻƴŜ ŜǾŜƴ ƛƴ ƳŀǊƪŜǘǎ ǿƛǘƘ ŘƛŦŦŜǊŜƴǘ 

licensees.  

Á The same sort of market-wide service thinking reflected in the recommendations of 

ǘƘŜ άaŀǊƪŜǘ {ǘǊŀǘŜƎƛŜǎΣ {ǘŀǘƛƻƴ {ƻƭǳǘƛƻƴǎέ ǎŜŎǘƛƻn should be extended to include the 

public TV stations in the market as well. In this case the focus would not be of 

format availability but on collaborative efforts to identify and address community 

issues and needs.  

Á Research of the same sort the report provides in other areas should be done on 

public radio and TV collaboration in regard to audiences, strategies and 

collaboration models. 

Á Joint efforts in local markets could also benefit from national radio-TV 

collaborations on topics that could then be explored from the local perspective as 

follow-on to the national coverage.  

¤ More on the HD potential. Don sees more potential in utilizing the FM bandwidth and 

ǿƻƴŘŜǊǎ ǿƘȅ ǘƘŀǘ ƛǎƴΩǘ ŘƛǎŎǳǎǎŜŘ ƳƻǊŜ.  

Á As mentioned, WNED has already extended the service area of their AM news station 

by putting it on their FM HD2 and is considering adding other services. 
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Á Models need to be developed for creating a selection of HD program formats that 

can serve more diverse interests and reach new audiences and can be cross-

promoted on the main channel as new listening opportunities (much as PTV has done 

with creating identities for its HD channels around audiences such as children).  

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Complacency and risk aversion. Stations may be over complacent and unwilling to take 

risks with their schedules to try anything new. 5ƻƴ ƴƻǘŜǎΥ άI get a feeling sometimes that 

ǎǘŀǘƛƻƴǎ ŀǊŜ ǘƘƛƴƪƛƴƎΣ Ψ²ŜƭƭΣ ǘƘƛƴƎǎ ŀǊŜ ŦƛƴŜ ǊƛƎƘǘ ƴƻǿ. L ƳŜŀƴΣ ƻƪŀȅΣ ǿŜΩǊŜ ƘŀǾƛƴƎ ŀ ƭƛǘǘƭŜ 

bit of a slippage, but do I really want go out on a limb and take a risk on something new?  

Can I trust this sort of investment that will pay dividends down the road?Ω έ 

Á ²ƛǘƘƻǳǘ ǊŜŀƭ ŎƻƳƳƛǘƳŜƴǘǎ άǿŜΩƭƭ ōŜ ǎŜƭƭƛƴƎ ƻǳǊǎŜƭǾŜǎ ǎƘƻǊǘέ ƻƴ ƻǳǊ ŀōƛƭƛǘȅ ǘƻ ƎǊƻǿ 

audiences.  LǘΩǎ ŀ Ƴŀtter of enough stations taking a stand on new programming, on 

ǘƘŜƛǊ ŀƎǊŜŜƛƴƎ ǘƘŀǘΣ ΨhƪŀȅΣ ŦƻǊ ǘƘŜ ǊƛƎƘǘ ǘƘƛƴƎΣ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ǘŀƪŜ ŀ ŎƘŀƴŎŜ ŀŎǊƻǎǎ ǘƘŜ 

system, or across a percentage of the markets, to give it the airtime it needs.Ω ά 

άThe trust needed to make such investments requires confidence that the system (national 

producers and stations collectively) will make long term commitments and be effective in 

ŘŜǾŜƭƻǇƛƴƎ ƴŜǿ ǇǊƻƎǊŀƳƳƛƴƎ ŀƴŘ ǘƘŀǘ ŀ ǎǘŀǘƛƻƴ ǿƻƴΩǘ ōŜ άƭŜŦǘ ŀƭƻƴŜέ ŀŦǘŜǊ ŀ ǇŜǊƛƻŘ ƻŦ ǘƛƳŜΦ 
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CEPHAS BOWLES 
General Manager, WBGO, Newark, New Jersey 

Key points 

¤ 5ƛǾŜǊǎƛŦȅƛƴƎ ǎǘŀŦŦǎ ŀǘ ǎǘŀǘƛƻƴǎ ƛǎ ŜǎǎŜƴǘƛŀƭ ǘƻ ƛƴŎǊŜŀǎƛƴƎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ōǳǘ 

ǎƛƎƴƛŦƛŎŀƴǘ ŘƛǊŜŎǘ ŦƛƴŀƴŎƛŀƭ ƛƴŎŜƴǘƛǾŜǎ ǿƛƭƭ ōŜ ǊŜǉǳƛǊŜŘ ǘƻ ƎŜǘ ǎǘŀǘƛƻƴǎΩ ŀǘǘŜƴǘƛƻƴ ŀƴŘ 

commitment. 

¤ Supporting jazz stations is essential to increasing Afro-American audiences -- and there is 

ƳǳŎƘ ƳƻǊŜ ƧŀȊȊ ǎǘŀǘƛƻƴǎ Ŏŀƴ Řƻ ŀǎ έƧŀȊȊ ǇǊŜǎŜƴǘŜǊǎέ ƛƴ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘȅ ǘƻ ǊŜŀŎƘ ŀƴŘ ǎŜǊǾŜ 

larger audiences.  

¤ Resources and skill development are greatly needed for both station awareness marketing 

through community outreach and strategic marketing for service development. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ ¢ƘŜ Ǝƻŀƭ ƻŦ ŀ рл Ƴƛƭƭƛƻƴ ǇŜǊǎƻƴ ŀǳŘƛŜƴŎŜ ōȅ нлнл ƛǎ ǾŜǊȅ ŀƳōƛǘƛƻǳǎ ōǳǘ άǎƻƳŜthing we 

should shoot for.έ 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness: tǊƻƎǊŀƳƳƛƴƎ ǿƻƴΩǘ ŘƛǾŜǊǎƛŦȅ ǳƴǘƛƭ ǘƘŜǊŜ ŀǊŜ ƳƻǊŜ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ ƛƴ 

Ǉƻǎƛǘƛƻƴǎ ƻŦ ŘŜŎƛǎƛƻƴ ƳŀƪƛƴƎ ŀǳǘƘƻǊƛǘȅ ŀƴŘ ǘƘŀǘ ǿƻƴΩǘ ƘŀǇǇŜƴ ǳƴǘƛƭ /t. provides direct 

financial incentives for their hiring.  

Á Lƴ ǘƘŜ ну ȅŜŀǊǎ ƘŜΩǎ ōŜŜƴ ƛƴ ǘƘŜ ǎȅǎǘŜƳ άǿŜΩǾŜ Ǝƻǘ ǿƘŀǘ ǿŜΩǾŜ Ǝƻǘέ ŀƴŘ ƛǘ ƛǎƴΩǘ ƎƻƛƴƎ 

to get better until governing bodies have strong financial incentives to seriously 

pursue minority hiring. Trust me, there would be a discussion at stations if there 

were cash incentives of 50% of salary for 3 years to a maximum of $50,000 per year 

ǘƻǘŀƭΦέ 

Á The focus must be on positions with decision-making authority. 

Á An opportunity to attract college-aged listeners of color is being lost by the notable 

lack of diversity on the staffs of university licensees. ά{ǘǳŘŜƴǘǎ ƻŦ ŎƻƭƻǊ ǿƘƻ ŀǊŜ 

ƎƻƛƴƎ ǘƻ ǎŎƘƻƻƭ ƭƻƻƪ ŀǘ ǘƘŜ ǎǘŀǘƛƻƴ ŀƴŘ ƛǘΩǎ ƭƛƪŜ ǘƘŜǊŜΩǎ ƴƻōƻŘȅ ƘŜǊŜ ǿƘƻ ƭƻƻƪǎ ƭƛƪŜ 
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ƳŜΣ ǘƘŜǊŜΩǎ ƴƻ ŎƻƴǘŜƴǘ ǘƘŀǘ L Ŏŀƴ ǊŜƭŀǘŜ ǘƻΣ ǎƻ ǿƘy should I support public radio?  

¢ƘƻǎŜ ŀǊŜ ǎŀŘ ǎǘŀǘŜƳŜƴǘǎΦέ 

¤ 4 The Network:  Significant training is needed across staff on using web capabilities and 

producing for multiple platforms. 

Á Training in general at stations is being cut-back given budget problems. 

Á Existing staff that is web-versed is stretched very thin by the demands of their job 

plus the expectations that they will provide the web-training to others. 

Á The needed training extends to producing across multiple platforms (broadcast, 

syndication, streaming, podcast, live performance. 

Á The training needs to come from those who are well-versed in the technology and 

platforms ς new dogs for new tricks. 

¤ 3 Music: Nourishment of jazz stations is essential for growing Afro-American audiences. 

Á The research supports the importance of jazz stations in bringing in Afro-American 

audiences and makes the case for increased support. 

Á While news is paramount for public radio, African-!ƳŜǊƛŎŀƴ ŀǳŘƛŜƴŎŜǎ ŀǊŜƴΩǘ ƎƻƛƴƎ 

to be attracted by the national news hosts. They will be attracted by jazz because 

άǘƘŜǊŜΩǎ ŎƻƴǘŜƴǘ ŀƴŘ Ŝǉǳŀƭƛǘȅ ǇǊŜǎŜƴǘŀǘƛƻƴ ǘƘŀǘ ƛǎ ŀǇǇŜŀƭƛƴƎ ǘƻ ǘƘŜƳΦέ 

¤ 6 Marketing:  Station staff needs to be taught how to become more engaged in the 

community and participate in non-station activities as a way of increasing awareness of 

the station in the community, with an emphasis on station awareness marketing 

through community involvement. 

¤ 2 Journalism:  More collaboration and resource sharing is needed among stations for 

local/state news coverage. 

Á WBGO has had good experience with this in sharing a state capital reporter. LǘΩǎ ŀ 

way of adding content more efficiently, with each party contributing what they can 

best provide (dollars, facilities, or management). 

Note: In addition to the recommendations discussed in the interview, Cephas sent an email 

prior to the call with a longer list of recommendations that resonated from a national 

perspective. 

 

Á Invest money in public radio (including local station) activities ($350mm) including 

music-dominant stations  
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Á Strengthen the audƛŜƴŎŜ ŘƛǾŜǊǎƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƴŜǿǎ 

Á Increase the number of stations controlled by people of color 

Á Continue financial and programmatic investments in stations of color 

Á Create multiple stations with different formats in same market 

Á Continue and expand greater system development of journalistic content both 

online and on air remembering, however, that on-air is the lead dog 

Á Strengthen existing and develop new program content that will serve current and 

future audiences 

Á Maintain a baseline level of new media capacity and fluency 

Á Develop and/or enhance current system and individual station investments in 

marketing 

Á Incentivize stations to develop new formats and services for current and prospective 

audiences; develop strategic partnerships with organizations external to the station 

2. Recommendations resonating most strongly for their station and market 

Note: Cephas responded to this question in terms of what WBGO is doing and is planning on 

doing to grow its audience ς ƛǘΩǎ ŦŀƛǊ ǘƻ ǎŀȅ ǘƘŜǎŜ ŀǊŜ ǘƘŜ ǊŜŎƻƳƳŜƴŘŀǘion areas he sees as 

most important to WBGO (along with those he listed by email which are included below). 

  

Cephas sees significant audience growth opportunity for WBGO (~50%) and believes it must 

commit itself to stretch targets in this regard. He emphasized action in three areas to realize 

the potential: 

¤ !ǿŀǊŜƴŜǎǎ ƳŀǊƪŜǘƛƴƎΥ [ŀŎƪ ƻŦ ŀƴȅ ŀǿŀǊŜƴŜǎǎ ƻŦ ².Dh ƛǎ άǘƘŜ ǘƘƛƴƎ ǘƘŀǘ ŘǊƛǾŜǎ ƳŜ ƴǳǘǎ 

the mostΦέ  aŀǊƪŜǘƛƴƎ ƛǎ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ ŀƴŘ ².Dh ŘƻŜǎƴΩǘ Řƻ ƛǘ ǿŜƭƭΣ ǘƘƻǳƎƘ ǘƘŜ ǎǘŀǘƛƻƴ 

recently hired a new marketing person charged with getting the WBGO name in front of 

likely listeners wherever they are. WBGO is also investing in marketing research and 

consultation to be more strategic in their service development. 

¤ Signal improvement: WBGO is working to move its transmitter to Manhattan to 

significantly improve NYC reception while not significantly impairing existing NJ coverage. 

Funding remains an issue. 

¤ tǊŜǎŜƴǘŀǘƛƻƴ ƛƳǇǊƻǾŜƳŜƴǘΥ  ²ƻǊƪ ƛǎ ōŜƛƴƎ ŘƻƴŜ ǘƻ άǘƛƎƘǘŜƴ ǳǇ ǘƘŜ ŦƻǊƳŀǘέ ŀƴŘ ǘƘŜ t5 ƛǎ 

providing training to hostǎ ŀƴŘ ǇǊƻŘǳŎŜǊǎ ƻƴ άǘƘŜ ǘȅǇŜǎ ƻŦ ǇŜǊŦƻǊƳŀƴŎŜ ǿŜ ŜȄǇŜŎǘ ŦǊƻƳ 

themΦέ 

hǘƘŜǊ ƛƴƛǘƛŀǘƛǾŜǎ ǿŜǊŜ ŀƭǎƻ ŎƛǘŜŘ ǊŜƭŀǘŜŘ ǘƻ ².DhΩǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ƎǊƻǿƛƴƎ ƛǘǎ ŀǳŘƛŜƴŎŜ ŀƴŘ 

its approaches for doing so: 

¤ New content development and distribution forms. WBGO is developing new programs 

ŦƻŎǳǎŜŘ ƻƴ ƧŀȊȊ ŀǊǘƛǎǘǎ ŀƴŘ ŎƻƳǇƻǎƛǘƛƻƴǎ ǘƘŀǘ Ǝƻ ōŜȅƻƴŘ ǘƘŜƛǊ άǘǊŀŘƛǘƛƻƴŀƭέ ƻǊ άŎƭŀǎǎƛŎέ 



grow the audience  

                  Conversations with Public Media Leaders 
 

 
CEPHAS BOWLES          17 

 

broadcast programming. The programs cross platforms, including broadcast, syndication, 

streaming, podcasts and live, non-broadcast concert series. 

¤ A larger public service vision: On multiple fronts WBGO is working to position itself as the 

άƧŀȊȊ ǇǊŜǎŜƴǘŜǊέ ǘƻ Ƴŀƴȅ ŀǳŘƛŜƴŎŜǎΣ ǘƘǊƻǳƎƘ Ƴŀƴȅ ŦƻǊǳƳǎ ƛƴ ǘƘŜ ŎƻƳƳǳƴƛǘȅ -- rather 

than being just a jazz broadcaster on the dial. 

¤ Board commitment to diversity:  Though WBGO is already diverse in its staff and trustee 

membership, the board recently formally affirmed its commitment to diversity and 

ŎƻƳƳǳƴƛŎŀǘŜŘ ƛǘΩǎ ŜȄǇŜŎǘŀǘƛƻƴ ǘƻ ƳŀƴŀƎŜƳŜƴǘ ŦƻǊ ŀ ŘƛǾŜǊǎŜ ƻǇŜǊŀǘƛƻƴΦ  

 

Note: By earlier email, Cephas listed these recommendations as resonating for WBGO. 

 

Á The entire music section 

Á WBGO must break out of the box of modest audience expectations and set 

measurable, stretch goals for itself 

Á Create a stronger, strategically-derived presence online 

Á Continue to develop new content for both current and prospective audiences 

Á Develop strategic partnerships with organizations external to WBGO 

Á Enhance marketing goals and practices 

Á Continue diversity efforts relative to content, staffing and governance 

Á Develop higher quality in news content 

Á ά.Ŝǎǘ ǇǊŀŎǘƛŎŜǎέ ŦƻǊ ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ ǇǊƻƎǊŀƳ ŀƴŘ ǘƘŜ ƭƛǎǘŜƴƛƴƎ ŎƻƭƭŀōƻǊŀǘƛƻƴǎ 

(WBGO would want to work with those with jazz music experience to do this) 

3. Important recommendations or perspectives missing from the report 

¤ Direct financial incentives need to be provided to stations to diversify their staff.  

bƻǘŜΥ  Lƴ /ŜǇƘŀǎΩ ŀŘǾŀƴŎŜ ŜƳŀƛƭ ƘŜ ƛƴŎƭǳŘŜŘ ǘƘŜǎŜ ƛǘŜƳǎ ǳƴŘŜǊ ǘƘƛǎ ǉǳŜǎǘƛƻƴΣ ǎƻƳŜ ƻŦ ǿƘƛŎƘ 

are covered by recommendations, others of which are questions related to implementation 

issues. 

 

Á CPB must invest in music stations and incent stations to increase diversity.  

Á We must bring new, diverse management and skill-position people into public radio.  

Á We must enhance skill levels of current managers of color and incent large market 

stations to add senior managers and key decision-makers of color.  

Á Public broadcasters must reach out to platform holders of color (e.g. magazines, 

radio networks, newspapers) to tell its story.
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Á How do we determine system-wide and individually which audiences to serve? 

Á How does the local station provide unique online content in a digital world where all 

public radio stations (that are easily accessed by surfers worldwide) will feature 

(more or less) the same content? 

Á Iƻǿ Řƻ ǿŜ Ǉŀȅ ŦƻǊ ƻǳǊ ŜȄǇŀƴǎƛƻƴ ŀƴŘ ŘŜǾŜƭƻǇƳŜƴǘ ǇƭŀƴǎΚ  ²ƘŀǘΩǎ ǘƘŜ ƴŜw model? 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ The needed new talent has higher salary expectations than public radio can currently 

afford. bŜǿ ŦǳƴŘƛƴƎ ǿƛƭƭ ōŜ ƴŜŜŘŜŘ ǘƻ άtake advantage of the availability of better 

ǇƭŀȅŜǊǎέ ǿƘo can build the audience. 

Á Recent experience at WBGO shows that talent that is interested in them and that 

they would like to hire will walk away when their salary expectations are not met. 

WBGO Ƨǳǎǘ ŘƻŜǎƴΩǘ ƘŀǾŜ ǘƘŜ ƻǇŜǊŀǘƛƴƎ ƳŀǊƎƛƴ ǘƻ ƎŜǘ ŎƭƻǎŜ ŜƴƻǳƎƘ ǘƻ an acceptable 

figure. 

¤ ¢ƘŜ ƴŜǿ ǘŀƭŜƴǘ ŎƻƳƛƴƎ ƛƴǘƻ ǇǳōƭƛŎ ǊŀŘƛƻ Ƴŀȅ ōǊƛƴƎ άŎƻƳƳŜǊŎƛŀƭέ ŀǘǘƛǘǳŘŜǎΣ ŜȄǇŜŎǘŀǘƛƻƴǎ 

and ideas that may not match the idealism, vision and vitality that created and built-up 

the existing service. 
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LYNNE CLENDENIN 
Vice President for Radio Programming, Oregon Public Broadcasting, Portland, Oregon 

Board of Directors, Public Radio Program Directors Association  

Key points 

 Adding diversity to editorial and production staff is critical. 

¤ Greater audience inclusiveness should be achieved by integrating new content, perspectives 

and sensibilities into both existing and new programs and services.  Inclusiveness is critical. 

¤ Experimentation is a core capability needed to grow audience but the system is highly 

averse to it; training and leadership are needed to quell fears and develop the capability. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ άLǘ ƛǎ ŀƴ ŜȄŎŜƭƭŜƴǘ ǊŜǇƻǊǘ ŀƴŘ ǾŜǊȅ ƳǳŎƘ ƴŜŜŘŜŘΦέ 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness:  5ƛǾŜǊǎƛǘȅ ǿƛǘƘƛƴ ŜŘƛǘƻǊƛŀƭ ŀƴŘ ǇǊƻŘǳŎǘƛƻƴ ǎǘŀŦŦ ƛǎ ŀ άŎǊƛǘƛŎŀƭΣ ŎǊƛǘƛŎŀƭΣ ŎǊƛǘƛŎŀƭ 

factorΦέ 

Á ά²Ŝ Ŏŀƴ ŎƻƳŜ ǳǇ ǿƛǘƘ ŘŜǎƛƎƴǎ ŀƴŘ ŦƻǊƳǳƭŀǎ ŀƴŘ ǘƘŜ ǿƘƻƭŜ ƴƛƴŜ ȅŀǊŘǎ όŦƻǊ 

inclusiveness). But, what we are really looking for is the authentic voice, the 

authentic sound, and we are not going to find that with formulas. We are going to 

find that from the producers, the talent that are a part of the cultures we are so 

anxious to reflect.  Organizations have to place the formulas aside and welcome in 

the breadth of talent  not heard widely in public radio.  We need the authentic voice  

ǿƛǘƘƛƴ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ƛƴ ƻǊŘŜǊ ǘƻ ǊŜŦƭŜŎǘ ƛǘ ƻǳǘΦέ 

¤ 2.2 Journalism ς Local ReportingΥ  ¢ƘŜǊŜ ƛǎ άǉǳƛǘŜ ŀ ƭŀǊƎŜ ƻǇǇƻǊǘǳƴƛǘȅέ ƛƴ ƴŜǿǎ ŦƻǊ 

stations given the decline of newspapers and other commercial news media in their 

markets. Investment and action are needed now across the system to realize this 

opportunity. 

Á Lynne absolutely supports the idea of creating a group of high-profile reporting 

centers across the country for both broadcast and online reporting. She also believes 

there are stations around the country that could do it without too much difficulty. 
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Á !ǘ ǘƘŜ ǎŀƳŜ ǘƛƳŜΣ ƛǘΩǎ Ǿƛǘŀƭƭȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ŘŜǾŜƭƻǇ ŀǇǇǊƻŀŎƘŜǎ ǘƘŀǘ ǿƻǊƪ ŦƻǊ ǎƳŀƭƭ 

stations and for reporting and distributing news on a regional basis to reflect the full 

diversity of the nation. LǘΩǎ ŀƭƭ ǇŀǊǘ ƻŦ ŦǳǊǘƘŜǊ ŘŜǾŜƭƻǇƛƴƎ ǘƘŜ ǎȅƴŜǊƎƛŜǎ ǘƘŀǘ ƎƛǾŜ 

strength and uniqueness to the public radio system.  

- ά¸ŜǎΣ ǿŜ ƴŜŜŘ ǘƻ ƘȅǇŜǊ-serve our local communities.  We also need to think 

about the regions and support our communities with what is going on regionally. 

We also need to support them with what is going on nationally.  And the nation 

needs to know what is going on in the different communities/regions throughout 

the countryΦ  LǘΩǎ ŀ ǎȅƳōƛƻǘƛŎ ǊŜƭŀǘƛƻƴǎƘƛǇ.  One we can support by working 

together.έ 

¤ 7 Support for Stronger Service:  Training is lacking overall in public radio.  So much so that 

there is the impression άǿŜ ŘƻƴΩǘ recognize the needΦέ  Lynne highlights two areas in 

particular: 

Á Experimentation. Experimentation is a component of innovation which is a necessary 

part in growing the audience. But it appears that we in public radio are averse to 

innovation and unskilled in its practice (see further discussion under Section 4 on 

barriers). 

Á Training is needed from those practiced in experimentation on a variety of subjects: 

risk identification and assessment, investment setting and modeling, evaluation, 

course correction, etc.  

Á On-air hosting and announcing. This is a good example of a core area for building 

audience that is overlooked and underdeveloped due to a lack of training and 

training resources. 

- ά²Ŝ ǿƻǊƪ ƻƴ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ƻǳǊ craft really well in most areas, but where do we 

work on the quality of the host or the announcer?  Program directors are very 

busy people, they want to air check the staff, but, number one, ǘƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ŀ 

lot of time and number two, the PDs need to have the training themselves so 

ǘƘŜȅ Ŏŀƴ άǎƳŀǊǘƭȅέ ǇǊƻǾƛŘŜ ƎǳƛŘŀƴŎŜ ŀƴŘ ŘƛǊŜŎǘƛƻƴΦέ  

- The need is both for training staff that support and inform the content and for 

training the trainers.  Public radio currently has too few trainers.  As an example 

ǎƘŜ ŎƛǘŜǎ 5ŀǾƛŘ /ŀƴŘƻǿ ǿƘƻΩǎ ŜŀǊƴŜŘ ŀ ǊŜǇǳǘŀǘƛƻƴ ŀǎ ǘƘŜ άƘƻǎǘ ǿƘƛǎǇŜǊŜǊΦέ  IŜΩǎ 

ǿƻƴŘŜǊŦǳƭ ōǳǘ ǘƘŜǊŜΩǎ ƻnly one Candow.  Imagine the impact on the quality of 

ǎǘŀǘƛƻƴǎΩ ŀƛǊ ǎƻǳƴŘ ƛŦ ǘƘŜǊŜ ǿŜǊŜ more.  

¤ 7 Support for Stronger Service: As our audience spends more time with a greater range of 

media we wiƭƭ άŀōǎƻƭǳǘŜƭȅέ ƴŜŜŘ ǘƻ ƳŜŀǎǳǊŜ things differently. But the issues go beyond 

tracking usage across public radio platforms and services. Measures are needed that 

track the value of the services used, not just the time spent with the services. 
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Á άwƛƎƘǘ ƴƻǿΣ ǿŜ ŀǊŜ ƭƻƻƪƛƴƎ ŀǘ ǘƛƳŜ ǎǇŜƴǘ ƭƛǎǘŜƴƛƴƎ. We assume when our listeners 

spend time elsewhere, we are failing our mission.  But does that mean we are failing 

our listeners?  It may not.  Listener loyalty is critical, but as we move forward we 

need to base our analysis on what is pertinent to today and how our listeners use our 

ǎŜǊǾƛŎŜǎΦ  ²Ƙŀǘ LΩƳ ǎŀȅƛƴƎ ƛǎ ǿŜ ƴŜŜŘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ  ǘƘŜ άƴŜǿ  ƭƻȅŀƭǘȅέ ǘƻ ƪƴƻǿ Ƙƻǿ 

ǘƻ ǎŜǊǾŜ ǘƻŘŀȅΩǎ ƭƛǎǘŜƴŜǊǎ Φέ 

Not resonating: 

¤ 1 Inclusiveness: Though it may be a misinterpretation, Lynne is concerned that the report 

at least infers that distinct programming on separate channels is needed to reach 

expanded audiences of color. She believes content of interest to such audiences should 

remain integrated into existing programs and services. 

Á άaŀȅōŜ ƛǘ ǿŀǎ ǘƘŜ ǿŀȅ ƛǘ ǿŀǎ ǿǊƛǘǘŜƴ ƻǊ ƳŀȅōŜ ƛǘΩǎ ǘƘŜ ǿŀȅ L ƛnterpreted the report, 

ōǳǘ L Ǝƻǘ ǘƘŜ ƛŘŜŀ ƛǘ ǿŀǎ ǎŀȅƛƴƎΣ Ψ[ŜǘΩǎ ōǊƛƴƎ ƛƴ ƴŜǿ ŀǳŘƛŜƴŎŜǎ ōǳǘ ƭŜǘΩǎ Ǉǳǘ ǘƘŜƳ ƻƴ 

separate channelsΩ.έ 

Lynne looks at it differently. άL ǘƘƛƴƪ ǿŜ ŀǊŜ ƛƴǘŜǊŜǎǘŜŘ in one another.  We are 

curious people. This is why we go to public radio. We want to be exposed to other 

cultures, their perspectives, story-telling and ideas.έ  CƻǊ ƘŜǊ ƛǘ ƛǎ ŀ ƳŀǘǘŜǊ ƻŦ ŦƛƎǳǊƛƴƎ 

out how to blend it in, not segregating it by channel by audience. ά¢Ƙŀǘ ǊŜƳƻǾŜǎ ǳǎΣ 

the collective us, from what we are living today Φέ 

¤ She also does not believe in segregating programming related to people of color within 

the schedule of existing services. άAs example, fƻǊ ǎƻ Ƴŀƴȅ ȅŜŀǊǎ LΩǾŜ ƘŜŀǊŘ ǇŜƻǇƭŜ ǎŀȅΣ 

ΨhƘΣ ƛǘΩǎ ōƭŀŎƪ ƘƛǎǘƻǊȅ ƳƻƴǘƘ.  Put all your African American programs in CŜōǊǳŀǊȅΦΩ  But 

African Americans exist in our nation every day of the year. We can add programming 

ŘǳǊƛƴƎ ōƭŀŎƪ ƘƛǎǘƻǊȅ ƳƻƴǘƘ ōǳǘ ǿƘȅ ǿƻǳƭŘƴΩǘ ǿŜ ǿŀƴǘ ǘƻ have this hue in our 

programming every day of the year?   The current discomfort in public radio creates a 

sound that borders on contrived.  There is an awkwardness I believe a lot of us feel and 

some of us sense. We need to move beyond this discomfort and move toward the 

authentic and present voice.  tǳōƭƛŎ ǊŀŘƛƻ ǎƘƻǳƭŘƴΩǘ ōŜ ƻƴ ǘƘŜ ǘŀƛƭ ŜƴŘ ƻŦ ǊŜŦƭecting 

change.έ 

2. Recommendations resonating most strongly for their station and market 

¤ Community. [ȅƴƴŜΩǎ ǇŜǊǎǇŜŎǘƛǾŜǎ ŀƴŘ ǇǊƛƻǊƛǘƛŜǎ ŀƭƭ ŎŜƴǘŜǊ ƻƴ ƪƴƻǿƛƴƎΣ ǎŜǊǾƛƴƎ ŀƴŘ ŎŀǊƛƴƎ 

ŦƻǊ ǘƘŜ ƘŜŀƭǘƘ ƻŦ ht.Ωǎ community. This perspective, in turn, drives content and platform 

development priorities. 

¤ 1 InclusivenessΥ  !ǎ ǿƛǘƘ ǘƘŜ ǎȅǎǘŜƳΣ ŘƛǾŜǊǎƛǘȅ ƛǎ ŀ άōƛƎ ƻƴŜέ ŦƻǊ ht.. While Oregon is not 

highly diverse it does have different populations that it recognizes are underserved. 
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Á OPB is already well on its way to providing multiple formats to its market to reach 

more diverse audiences.  In addition to ht.Ωǎ news and information service, it has 

just acquired a jazz service.  There is also a classical station in the market. To Lynne, 

this combination will provide Portland with ǘƘŜ άǘǊƛǇƭŜ-ŀƘƘƘέ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻ. And, on 

the AAA side, OPB is continuing to experiment with online based services to support 

the local alternative music community and scene. 

Á The issue now is developing and cross-promoting these services so they not only 

build audience in themselves but also build audience through increased cross-service 

listening . 

¤ 2.2 Journalism ς Local Reporting:  As discussed in Section 2, increased high-quality, local 

and regional news coverage is essential for OPB to remain and continue to grow as a vital 

entity in its communities.   

¤ 6 Marketing:  This is the third leg of service for OPB. After creating content and providing 

delivery channels,  we Ƴǳǎǘ ǘŜƭƭ ƭƛǎǘŜƴŜǊǎ ƻŦ ǘƘŜƛǊ ŀǾŀƛƭŀōƛƭƛǘȅΦ LǘΩǎ ŀƭǎƻ ŀƴ ŀǊŜŀ ƻŦ ƪƴƻǿƴ 

weakness in public radio.  In order to grow the audience we need to reach out to our 

listeners, but also to those not yet listening.  LΩƳ ŀƭǿŀȅǎ ǎǳǊǇǊƛǎŜŘ ǘƻ ƘŜŀǊ ƻŦ ƛƴǾƻƭǾŜŘ 

ƛƴŘƛǾƛŘǳŀƭ ǎ ǿƘƻ ƘŀǾŜƴΩǘ ƘŜŀǊŘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΦ   

4. Biggest challenge or hurdle to reaching the reǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Aversion to experimentation.  

Á Different areas of the report kept surfacing the need for innovation. When Lynne 

thinks of innovation she thinks of experimentation, which is very difficult for the 

system ς άǘƘŜ ǎƛƴƎƭŜ ōƛƎƎŜǎǘ ǎǘǳƳōƭƛƴƎ ōƭƻŎk for those in public raŘƛƻ ǘƻŘŀȅΦέ  {ƘŜ 

believes iǘΩǎ ŀǾŜǊǎƛƻƴ ǘƻ ǘƘŜ Ǌƛǎƪ ƻŦ ǳǇǎŜǘǘƛƴƎ ǿƘŀǘΩǎ ōŜŜƴ ǎǳŎŎŜǎǎŦǳƭ ǘƻ ŘŀǘŜ. But, 

άƭŜŀǊƴƛƴƎ Ƙƻǿ ǘƻ ŜȄǇŜǊƛƳŜƴǘ ǿƛǘƘƻǳǘ ƧŜƻǇŀǊŘƛȊƛƴƎ ƻƴŜΩǎ Ƴŀƛƴ ǎŜǊǾƛŎŜ ƛǎ ŎǊƛǘƛŎŀƭ 

because if we cannot feel comfortable experimenting, then we will not move 

forward. ¢Ƙƛǎ ŎƻǳƭŘ ǇǊƻǾŜ ŘŀƴƎŜǊƻǳǎΦ  hǳǊ ƛƴŀŎǘƛƻƴ ŎƻǳƭŘ ƳŀƪŜ ǳǎ ƻōǎƻƭŜǘŜΦέ   

Á This risk aversion to experimentation is particularly real for public radio because of 

ǘƘŜ άƻōƭƛƎŀǘƛƻƴ ƻŦ ǘƘŜ ǘǊǳǎǘέ ǘƘŀǘΩǎ ōŜŜƴ ŜǎǘŀōƭƛǎƘŜŘ ǿƛǘƘ ƭƛǎǘŜƴŜrs. It leads stations to 

believe they cannot make changes for fear of breaking audience trust. To counter 

this, station management must learn how to communicate change with its audience 

(and its staff). άLǘ ƛǎ ǾŜǊȅΣ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ. We must dispel the fears (through 

communication). Then we can embrace the new ideas and the new ŀǳŘƛŜƴŎŜǎΦέ 

Á The ability of an organization to experiment begins with its top leadership. ά¢ƘŜ 

ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ƘŜŀŘ Ƙŀǎ ǘƻ ŦŜŜƭ ŎƻƳŦƻǊǘŀōƭŜ ǿƛǘƘ ŜȄǇŜǊƛƳŜƴǘŀǘƛƻƴ, with stepping out 

on something that may not have a firm foundation. Organizations need those leaders 

ǘƘŀǘ ǎŀȅ ƛǘΩs okay to test new groundΦέ 
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Á !ŎǊƻǎǎ ǘƘŜ ǎȅǎǘŜƳΣ ƛǘ Ƴŀȅ ōŜ ǘƘŀǘ ǎƻƳŜ ǎǘŀǘƛƻƴǎ ǿƻƴΩǘ ƘŀǾŜ ŀǇǇǊƻǇǊƛŀǘŜ ǊŜǎƻǳǊŎŜǎ ǘƻ 

experiment. Inevitably this places a spotlight on those who can.    

 

¤ Over-reliance on national entities.  

Á {ǘŀǘƛƻƴǎ ŎŀƴΩǘ ǊŜƭȅ Ƨǳǎǘ ƻƴ ƴŀǘƛƻƴŀƭ ǇǊƻƎǊŀƳ ǇǊƻŘǳŎŜǊǎ ǘƻ ƎŜƴŜǊŀǘŜ ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ 

through new and improved programs and services. Increasing use of by-pass 

technologies and services by listeners will strip away much if not all of the gains a 

local station might have expected to see. Stations must generate their own audience 

growth based on their service to their communities. 

¤ Cumbersome ways.  

Á Current system processes are too cumbersome for the work required to grow the 

ŀǳŘƛŜƴŎŜ ƛƴ ǘƻŘŀȅΩǎ ƳŜŘƛŀ ŎƭƛƳŀǘŜΦ  ά.ŀǎƛŎŀƭƭȅ ǘƘŜ ƛŘŜŀ ƛǎ ŦƻƭƭƻǿŜŘ ōȅ ŀ ƭŜƴƎǘƘȅ 

process, a process that may be several years old before  a show emerges.  I come 

ŦǊƻƳ ǘƘƛǎ ǿƻǊƭŘΣ ƛǘΩǎ ǿƘŀǘ L ƪƴƻǿΣ ōǳǘ ƛǘΩǎ ǘƻƻ ŎǳƳōŜǊǎƻƳŜ ŦƻǊ ǘƻŘŀȅΦέ   ά²Ŝ Ŏŀƴnot 

ŀŦŦƻǊŘ ǘƻ Řƻ ƛǘ ǘƘŀǘ ǿŀȅ ŀƴȅ ƭƻƴƎŜǊΦ ²ŜΩǾŜ Ǝƻǘ ǘƻ ŦƛƴŘ ǿŀȅǎ ǘƻ ƳƻǾŜ ŦƻǊǿŀǊŘ ŀƴŘ 

ǿŜΩǾŜ Ǝƻǘ ǘƻ ŦƛƴŘ ǎǿƛŦǘΣ Ŏƻǎǘ ŜŦŦŜŎǘƛǾŜ ǎǘǊǳŎǘǳǊŜǎ ǘƘŀǘ Ŏŀƴ ŀƭƭƻǿ ǳǎ ǘƻ Řƻ ǎƻΦέ 
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REGINA DEAN 
Executive Director, WUOT-FM, Knoxville, Tennessee 

Chair, Board of Directors, University:Station Alliance  

Key points 

¤ The report has an unfounded and unsupported bias against institutional licensees. 

¤ Sections 5 Market Strategies, Stations Solutions and 7 Support for Stronger Stations raise 

many troubling issues. 

¤ Priorities for growing the audience should be set at the local level. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ Much of the report is very positive and easy to support but it raises hairs in places. 

Á άL ǘƘƛƴƪ ǘƘŀǘ ǘƘŜ ŜŦŦƻǊǘ ǘƻ ƛƴŎǊŜŀǎŜ ŀǳŘƛŜƴŎŜ and service is surely something that we 

all have in mind. LǘΩǎ ƪƛƴŘ ƻŦ ŀ ƴƻ-brainer. ¢ƘŜǊŜΩǎ ŀ ƭƻǘ ƘŜǊŜ ǘƘŀǘ ǊŜŀƭƭȅ ƛǎ ǾŜǊȅ 

positive. And a lot of it is thought-provoking and we probably need to have those 

ŘƛǎŎǳǎǎƛƻƴǎΦέ 

ά¢ƘŜǊŜ ŀǊŜ Ƴŀƴȅ things here that most of us could find general agreement on but I 

think the report does get off-track in places -- ǘƘŀǘΩǎ ǿƘŜǊŜ ǘƘŜ ƘŀƛǊ ŀǘ ǘƘŜ ōŀŎƪ ƻŦ Ƴȅ 

neck started standing up. I think that there are two or three sections that could just 

be put on the back burner or burieŘ ŀƴŘ ƛǘ ǿƻǳƭŘƴΩǘ ƘǳǊǘΦέ   

¤ ¢ƘŜ ǊŜǇƻǊǘ ǎƻƳŜǘƛƳŜǎ ƭƻǎŜǎ ǎƛƎƘǘ ƻŦ ǊŀŘƛƻΩǎ ǎǘǊŜƴƎǘƘ ŀǎ ŀ ƭƻŎŀƭ ƳŜŘƛǳƳΦ 

Á άhƴŜ ǘƘƛƴƎ ǘƘŀǘ ǿŜ ǎƘƻǳƭŘƴΩǘ ƘŀǾŜ ǘƻ ŜȄǇƭŀƛƴ ǘƻ ŜŀŎƘ ƻǘƘŜǊ ŀŦǘŜǊ нлΣ олΣ пл ȅŜŀǊǎ ƛƴ 

the business is that radio is a local medium. One of the reasons the commercial 

people are in as much trouble as they are, and are as irrelevant as they are, is that 

ǘƘŜȅ ŦƻǊƎƻǘ ǘƘŀǘΦέ 

ά¢ƘŜ ǿƘƻƭŜ ŘƛǎŎǳǎǎƛƻƴ ŀōƻǳǘ ǿŀȅǎ ǘƻ ƛƳǇǊƻǾŜ ƻǳǊ ǎŜǊǾƛŎŜ ŀƴŘ ǘƻ ƎǊƻǿ ƻǳǊ ŀǳŘƛŜƴŎŜ 

needs to circle back to the fact that while a lot of the national programs are the 

ŜƴƎƛƴŜ ŘǊƛǾƛƴƎ ǘƘŜ ǘǊŀƛƴΣ ƛǘΩǎ ǘƘŜ ƭƻŎŀƭ ƘƛƎƘ-touch that a lot of our stations have with 

their individual communities that matters. ²ŜΩǊŜ ƻǳǘ ŀƴŘ ŀōƻǳǘ. People recognize us, 

we recognize them, and they feel a strong personal tie to their radio station. I think 

ǘƘŜǊŜ ŀǊŜ ǇƭŀŎŜǎ ƛƴ ǘƘŀǘ ǊŜǇƻǊǘ ǘƘŀǘ ƪƛƴŘ ƻŦ ŦƻǊƎƻǘ ǘƘŀǘΦέ 
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¤ Priorities will need to be set at the local level. 

Á The report covers a multitude of recommendations to which the obvious response is 

άŀōǎƻƭǳǘŜƭȅέ -- grow the audience, do more web based things, make sure that your 

ƭƻŎŀƭ ƧƻǳǊƴŀƭƛǎǘǎΩ ŜƴŘŜŀǾƻǊǎ ƳŜŜǘ ǘƘŜ ŜȄǇŜŎǘŀǘƛƻƴǎ ƻŦ ƻǳǊ ŀǳŘƛŜƴŎŜǎΣ ōŜ ƳƻǊŜ 

interactive, be more inclusive. ά.ǳǘ ǿŜ ƘŀǾŜ ǘƻ ǇƭŀŎŜ ǇǊƛƻǊƛǘƛŜǎ ŀƴŘ L ǘƘƛƴƪ ǘƘŀǘ ǘƘŜ 

only place to really set those priorities, to where we will be serving our local markets, 

ƛǎ ŀǘ ǘƘŜ ƭƻŎŀƭ ƭŜǾŜƭΦέ   

Á This is particularly true in these economic times when stations have to make choices 

about how to protect existing core service, yet still need to figure out where and how 

to invest in future audience service. 

¤ ¢ƘŜ ǊŜǇƻǊǘ Ƴŀȅ ŎŀǘŎƘ ŀ ƭƻǘ ƻŦ ǎǘŀǘƛƻƴǎ άŀǎƭŜŜǇ ŀǘ ǘƘŜ ǎǿƛǘŎƘΦέ 

Á As Regina did initially, stations may gather from the title that the report is just 

programming related and not realize the breadth and depth of its perspective and 

recommendations. IŀǾƛƴƎ ǎƻƳŜ ǎƻǊǘ ƻŦ άōƛƎΣ ōƻƭŘ ƴƻǘƛŎŜέ ŀǘ ǘƘŜ ŦǊƻƴǘ ƻŦ ǘƘŜ ǊŜǇƻǊǘ 

ǎǘŀǘƛƴƎ ǿƘŀǘ ƛǘ ƛǎ ŀƴŘ ƛǎƴΩǘ ǿƻǳƭŘ ōŜ ƘŜƭǇŦǳƭ ƛƴ ǇǊƻǾƛŘƛƴƎ ŎƻƴǘŜȄǘ ǘƘŀǘ wŜƎƛƴŀ ƻƴƭȅ 

picked up through related conversations. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 InclusivenessΥ  ά!ōǎƻƭǳǘŜƭȅέ ōǳǘ ǘƘŜ ǇƻǘŜƴǘƛŀƭ ŘƛƳŜƴǎƛƻƴǎ ƻŦ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ƴŜŜŘ ǘƻ ōŜ 

broadened and the determination made at the local market level. 

Á Beyond ethnicity and age, other dimensions to consider are gender, rural vs. urban, 

and distinct geographic regions and sub-regions. 

Á ¢ƘŜ ǊŜǇƻǊǘ ǎǇŜŀƪǎ ōǊƻŀŘƭȅ ƻŦ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ŀǘ ǘƛƳŜǎ όŜΦƎΦ άŘŜŜǇŜƴ ǘƘŜ ǾŀƭǳŜ ōȅ 

ǎǘǊŜƴƎǘƘŜƴƛƴƎ ǘƘŜ ŘƛǾŜǊǎƛǘȅ ƻŦ ǾƻƛŎŜǎέύ ōǳǘ ǘƘŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ƴŀǊǊƻǿ Řƻǿƴ ǘƻ 

just ethnicity. 

Á Across the system there are many differences across markets and different 

ŘƛƳŜƴǎƛƻƴǎ ƻŦ άƛƴŎƭǳǎƛǾŜƴŜǎǎέ ǘƘŀǘ Ƴŀȅ ƴŜŜŘ ǘƻ ōŜ ŀŘŘǊŜǎǎŜŘ. άLŦ ȅƻǳ ƭƛƳƛǘ ƛǘ ǘƻ Ƨǳǎǘ 

ǘƘƛǎ ƻǊ ǘƘŀǘΣ ȅƻǳΩǾŜ ŎƘƻǇǇŜŘ ƻŦŦ ŀ ƭƻǘ ǘƘŀǘ Ƴŀȅ ōŜ ƳƻǊŜ ǾŀƭƛŘ ƻǊ ǘǊƻǳōƭŜǎƻƳŜ ƛƴ ǎƻƳŜ 

communitiesΦέ 

Á For WUOT and its market, the relevant inclusiveness dimensions to address in its 

news and public affairs programming are generational and big city vs. small 

communities.  

¤ 2 Journalism (overall). Overall, this entire section excites and resonates most with Regina. 

But whatever is done in this space must maintain and extend the existing values. 
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Á The possibilities described in the report are fascinating and the opportunity is clear 

based on where this country and world are right now and the state of the overall 

media environment. 

Á ά.ǳǘ ŀǎ ǿŜ ƳƻǾŜ ŦƻǊǿŀǊŘ ǿŜΩǾŜ Ǝƻǘ ǘƻ ōŜ ǾŜǊȅ ŎŀǊŜŦǳƭ ǘƘŀǘ ǿŜ ŘƻƴΩǘ ƭƻǎŜ ǎƛƎƘǘ ƻŦ 

what has made us as good as we are. {ƻ ǿƘŜƴ ǿŜ ǎǘŀǊǘ ŘƻƛƴƎ ƧƻǳǊƴŀƭƛǎƳ ǘƘŀǘΩǎ ƳƻǊŜ 

web-based or more interactive or includes video, whatever we do has got to hold to 

those core values. If it does not look and sound like us in terms of having that respect 

for our audience then I think we stand to lose more than we stand to gain because 

we will have built up an expectation that is so huge and if we fall flat we risk an awful 

ƭƻǘΦέ 

¤ 2.2 Journalism ς Local Reporting:  Regina takes exception to the implication that large 

local news staffs are necessarily required to provide good local service.   

Á άhƴŜ ƻŦ ǘƘŜ ǘƘƛƴƎǎ ǘƘŀǘ ƪƛƴŘ ƻŦ ƛǊǊƛǘŀǘŜŘ ƳŜ ǿƘŜƴ L ǊŜŀŘ ƛǘ ǿŀǎ ǘŀƭƪƛƴƎ ŀōƻǳǘ ǘƘŜ ŦŀŎǘ 

that only a dozen or more stations in the system had adequate resources in terms of 

the number of people in their news department. We only started doing news in 2003 

ōŜŎŀǳǎŜ ǘƘŀǘΩǎ ǿƘŜƴ ǿŜ ŦƛǊǎǘ Ǝƻǘ ǘƘŜ ǘŀƭŜƴǘ ǘƘŀǘ ŎƻǳƭŘ ŀŎǘǳŀƭƭȅ produce compelling, 

network-quality local news.  This year, our news director won the Edward R. Murrow 

ŀǿŀǊŘ ŦƻǊ ǿǊƛǘƛƴƎΦ   ²¦h¢Ωǎ ǘƘǊŜŜ-staff news department has won dozens of 

regional, state and local awards for journalistic excellence.   Quality public service 

journalism is taking place at the local level, even with a small staff.     

Á ²ƘƛƭŜ ǎƘŜΩŘ ōŜ ǾŜǊȅ ƘŀǇǇȅ ǘƻ ƘŀǾŜ ŀ ƴŜǿǎ ǎǘŀŦŦ ǘǿƻΣ ǘƘǊŜŜΣ ƻǊ ŦƻǳǊ ǘƛƳŜǎ ƛǘǎ ŎǳǊǊŜƴǘ 

ǎƛȊŜΣ ǘƘŜ ƛǎǎǳŜ ƛǎ ǘƘŀǘ ǘƘŜ ǊŜǇƻǊǘ ƛƳǇƭƛŜǎ ǘƘŀǘ ǎƛƎƴƛŦƛŎŀƴǘ ǎŜǊǾƛŎŜ ŎŀƴΩǘ ōŜ ǇǊƻǾƛŘŜŘ ƻƴ ŀ 

smaller scale.  

¤ 2.3 Journalism ς Integrated Online NewsΥ  wŀǘƘŜǊ ǘƘŀƴ ǇǳǊǎǳƛƴƎ άƎǊŀƴŘ ǎŎŀƭŜέ Ǿƛǎƛƻƴǎ ǿŜ 

should work from existing models for creating an integrated user experience. 

Á ά²Ƙŀǘ ǿƻǊƭŘ ŀǊŜ ǘƘŜǎŜ ǇŜƻǇƭŜ ƭƛǾƛƴƎ ƛƴέ ōȅ ŎƻƴǎƛŘŜǊƛƴƎ ŎǊŜŀǘƛƴƎ ŀ ƴŜǿ ǿŜō-first 

journalistic entity with initial staffing of 200 or more. άbƻǿ ȅƻǳ Ŏŀƴ ǘŀƪŜ ŜǾŜǊȅ ŘƛƳŜ 

the system has and come up with this one thing and you may or may not hit it. But I 

think the issue is, you might not have to go for broke with the national, collaborative, 

on-high version to be doing things that are significant and relevant and compelling at 

ǘƘŜ ƭƻŎŀƭ ƭŜǾŜƭΦέ  !ƴŘ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƘŀǘ ǿŜ ŘƻƴΩǘ ŜƴŘ ǳǇ άǊƻōōƛƴƎ tŜǘŜǊ ǘƻ Ǉŀȅ tŀǳƭέ 

in pursuit of such grand ideas. 

Á ²ƘŀǘΩǎ ŀƭǊŜŀŘȅ ōŜŜƴ ŀŎŎƻƳǇƭƛǎƘŜŘ ƻƴ btwΦƻǊƎ ƛǎ άŜȄŎŜƭƭŜƴǘέ ŀƴŘ ǘƘŜƛǊ Ǉƭŀƴǎ ŦƻǊ 

integrating national and local content in the model of Morning Edition are promising. 

!ƴŘ ƛǘΩǎ ǿƻǊǘƘ ǊŜƳŜƳōŜǊƛƴƎ ǘƘŀǘ ǘƘŜ ǇǊƻŎŜǎǎ ƻŦ ŎǊŜŀǘƛƴƎ ŀ ǎŜŀƳƭŜǎǎ ƴŀǘƛƻƴŀƭκƭƻŎŀƭ 

listening experience on Morning Edition has taken time and trials. This was certainly 

WUOTΩǎ ŜȄǇŜǊƛŜƴŎŜ ƛƴ ƳƻǾƛƴƎ ŦǊƻƳ ŀƛǊƛƴƎ ǘƘŜ ǇǊƻƎǊŀƳ ǿƛǘƘ Ƨǳǎǘ ǿŜŀǘƘŜǊ ŀƴŘ L5ǎ ǘƻ 

including significant local content. There were two or three attempts that fell flat 
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ōŜŦƻǊŜ ƛǘ ōŜŎŀƳŜ ǎŜŀƳƭŜǎǎ ǘƻ ǘƘŜ Ǉƻƛƴǘ ǘƘŀǘ ƭƛǎǘŜƴŜǊǎ ŎŀƴΩǘ ǘŜƭƭ ǘƘŜ ŘƛŦŦŜǊŜƴŎŜ 

between national and local content. That experience now exists at many stations and 

can be applied to the online space. 

¤ 3 MusicΥ  ²ƘƛƭŜ ƴƻǘ άǘƻǇ ƻŦ ƭƛǎǘΣέ it is important that we not abandon non-news content, 

though the best opportunities may not be in broadcast formats. 

Á ¢ƘŜ ǉǳƻǘŜ ǘƘŀǘ άƛŦ ƴŜǿǎ ƛǎ ǘƘŜ ōǊŀƛƴ ǘƘŜƴ ƳǳǎƛŎ ƛǎ ǘƘŜ ǎƻǳƭέ ƛǎ ƎƻƻŘ ŀƴŘ ŎŀǇǘǳǊŜǎ ǘƘŜ 

importance and role of music in public radio. 

Á What NPR is doing through NPR music, the web, iPhone applications, and other 

initiatives is already leading the way and showing the potential. It may be that such 

άŎŜƴǘǊŀƭƛȊŜŘέ ŀƴŘ ƴƻƴ-broadcast services hold the greatest potential for expansion of 

ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ŀǳŘƛŜƴŎŜΦ 

Á If there are good opportunities for adding broadcast music formats in markets, it 

should be driven by local market needs, preferences and decisions rather than any 

centralized push to ensure the availability of certain formats across markets. 

¤ 5 Market Strategies, Station Solutions:  The section raises many questions about 

inclusiveness, market differenŎŜǎΣ ƛƴǾŜǎǘƳŜƴǘ ŎƘƻƛŎŜǎ ŀƴŘ ǊŜǘǳǊƴǎΣ ŀƴŘ άǿƘƻ ŘŜŎƛŘŜǎΦέ 

Á Focusing on major markets to grow the audience makes logical sense from a purely 

numbers-driven perspective but every market should be considered from the 

perspectives of public service and strength in diversity. 

- Even from a numbers-ŘǊƛǾŜƴ ǇŜǊǎǇŜŎǘƛǾŜΣ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ŀǎǎŜǎǎ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅ 

across more than the top 25 or 50 markets. More collective audience growth 

opportunity may be found to exist in the bottom 50 of the top 100 than in the 

top 50. 

- From a public service perspective it is important to assess the opportunity in 

every market. άL ǘƘƛƴƪ ǘƘŜǊŜ ƛǎ ŀ ŎŀǾŜŀǘ ƘŜǊŜ ǘƘŀǘ ǎŀȅǎ ǘƘŀǘ each market needs to 

figure out how it needs to grow its audience and that growing an audience in a 

small to mid-size ƳŀǊƪŜǘ ƛǎ ŎǊƛǘƛŎŀƭ ǘƻ ǇǳōƭƛŎ ǎŜǊǾƛŎŜΦέ 

- ²Ŝ ŀƭǎƻ ƴŜŜŘ ǘƻ ǊŜƳŜƳōŜǊ ǘƘŀǘ ǘƘŜ ǎȅǎǘŜƳΩǎ ǎǘǊŜƴƎǘƘ ƛǎ ƛƴ ƛǘǎ ŘƛǾŜǊǎƛǘȅ ƻŦ ƳŀǊƪŜǘ 

sizes. ²ƘŜƴ ǘƘŜǊŜ ǿŜǊŜ ǎǘǊǳƎƎƭŜǎ ƻǊ ŦƛƎƘǘǎ ǘƻ ōŜ ŦƻǳƎƘǘΣ ƛǘ ǿŀǎƴΩǘ ǘƘŜ ƳŀƧƻǊ 

ƳŀǊƪŜǘ ǎŜƴŀǘƻǊǎ ŀƴŘ ŎƻƴƎǊŜǎǎƳŜƴ ǘƘŀǘ άƳŀŘŜ ǘƘŜ Ƴƻǎǘ ƴƻƛǎŜΦέ  It was the 

ƳŜŘƛǳƳ ǘƻ ǎƳŀƭƭ ƳŀǊƪŜǘ ǎǘŀǘƛƻƴǎ ǿƘŜǊŜ άǇǳōƭƛŎ ǊŀŘƛƻ ǎǘŀƴŘǎ ƻǳǘ ƳƻǊŜ ōŜŎŀǳǎŜ 

ǘƘŜǊŜΩǎ ǎƻ ƭƛǘǘƭŜ ǘƻ ōŜ ƘŀŘΦέ  Lƴ ƎƻƛƴƎ ŦƻǊǿŀǊŘ ǿƛǘƘ ǘƘƛǎ ƛƴƛǘƛŀǘƛǾŜ άǿŜ ƴŜŜŘ ǘƻ 

remember that collectively our strength is the diversity and when you talk about 

makƛƴƎ ƳŀƧƻǊ ƛƴǾŜǎǘƳŜƴǘǎ ƛƴ Ƨǳǎǘ ŀ ŦŜǿΣ L ǘƘƛƴƪ ƛǘ ƴŜŜŘǎ ŀ ƭƻǘ ƳƻǊŜ ǎǘǳŘȅΦέ 

Á aŀƴȅ ǉǳŜǎǘƛƻƴǎ ƻŦ άǿƘƻ ŘŜŎƛŘŜǎέ ŀƴŘ άǿƘƻ Ǉŀȅǎέ ŀǊŜ ǊŀƛǎŜŘ ōȅ ǘƘŜ 

recommendations. ά²ƘŜƴ L ǊŜŀŘ ǿƻǊŘǎ ƭƛƪŜ ΨŀƭƛƎƴ ŜȄƛǎǘƛƴƎ ǎǘŀǘƛƻƴǎΣ Ǝŀƛƴ ŎƻƴǘǊƻƭ ƻŦ 
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ǎǘŀǘƛƻƴǎΩΣ ǘƘŜ ƴƻǘŜǎ L Ǉǳǘ ƛƴ ǘƘŜ ƳŀǊƎƛƴ ŀǊŜ ΨƻƪΣ ǿƘƻ ŘŜǘŜǊƳƛƴŜǎ ǘƘƛǎ ŀƴŘ ǿƘƻ Ǉŀȅǎ ŦƻǊ 

ǘƘƛǎΩ?έ 

Á The potential from investing in more broadcast real estate looks dubious, particularly 

relative to the potential audience gains through other investments (see below). 

- The figures about Public Radiƻ /ŀǇƛǘŀƭΩǎ оу ǇǊƻƧŜŎǘǎ ǊŜǇǊŜǎŜƴǘƛƴƎ мр ǇŜǊŎŜƴǘ ƻŦ 

audience growth between 2001 and 2008 were interesting. άLǘ ǎƻǳƴŘŜŘ ƭƛƪŜ ƛǘ 

ǿŀǎ ŀ ǊŜŀƭ ōǊŀƎƎƛƴƎ Ǉƻƛƴǘ ŀƴŘ L ƭƻƻƪŜŘ ŀǘ ǘƘŜ ƳŀǘƘ ŀƴŘ ƛǘ ǎŜŜƳŜŘ ƭƻǿ ǘƻ ƳŜΦέ  LǘΩǎ 

not clear that the rate of audience return on the investment is worth it; 

particularly given the total costs and other investment opportunities. 

Á More opportunity and return on investment may exist in web and wireless access 

streams than in broadcast property investments. This is particularly true in major 

markets where the station costs are still so high and the opportunities limited. But it 

may also be true for markets of all sizes. 

- Citing the 6/8/09 edition of the Radio and the Internet Newsletter (RAIN) she 

notes that Clear Channel reports that the online audience adds an extra 15% of 

listenership to some terrestrial stations. άbƻǿΣ ƛŦ ŜǾŜǊȅ ƻƴŜ ƻŦ ǳǎ ŎŀƳŜ ǳǇ ǿƛǘƘ 

15 or 20% more audience because people are listening to us on the internet, 

ǘƘŜƴ ǿƻǳƭŘƴΩǘ ǘƘŀǘ ƳƻǾŜ ǘƘŜ ƴŜŜŘƭŜΚέ   

- {ƘŜ ŀƭǎƻ ƴƻǘŜǎ ²Y{¦Ωǎ Ŧolk music channel as an indication that a station in a less-

than-ƳŀƧƻǊ ƳŀǊƪŜǘ Ŏŀƴ ōŜ άǿƛƭŘƭȅ ǎǳŎŎŜǎǎŦǳƭέ ǿƛǘƘ ŀƴ ƛƴǘŜǊƴŜǘ ǎǘǊŜŀƳΦ 

Á ¢ƘŜ ǎŜŎǘƛƻƴ ƻƴ I5 ǊŀŘƛƻ ƛǎ ǊƛƎƘǘ ōǳǘ ŘƻŜǎƴΩǘ Ǝƻ ŦŀǊ ŜƴƻǳƎƘ ƛƴ ƛǘǎ ŀǎǎŜǎǎƳŜƴǘ. Regina 

ŘƻŜǎƴΩǘ ǎŜŜ ƎŜǘǘƛƴƎ ŀƴȅǘƘƛƴƎ ƻǳǘ ƻŦ I5 ōŜyond feeding other streams. And given its 

ǾŜǊȅ ǎƭƻǿ ŀŘƻǇǘƛƻƴ ǊŀǘŜ ǘƻ ŘŀǘŜΣ ƛǘΩǎ ƭƛƪŜƭȅ ǘƻ ōŜ ōȅ-passed by the rapid adoption of 

iPhones and other wireless devices.  

- Regina was an early adopter of HD and ōŜŎŀǳǎŜ ƻŦ ²¦h¢Ωǎ ǳƴƛǉǳŜ ǘǊŀƴǎƳƛǘǘŜǊΣ 

she spent significantly more than most stations in converting.   The only real 

ōŜƴŜŦƛǘ ǎƘŜΩǎ ǊŜŀƭƛȊŜŘ ƛǎ ŦǊƻƳ ǎǘǊŜŀƳƛƴƎ ǘƘŜ I5н ǇǊƻƎǊŀƳƳƛƴƎ ƻƴ ǘƘŜ ǿŜō ǿƘŜǊŜ 

ŀŎŎŜǎǎ ƛǎƴΩǘ ŀ ǇǊƻōƭŜƳ. LŦ ǎƘŜΩŘ ƪƴƻǿƴ ǘƘŜƴ ǿƘŀǘ ǎƘŜ ƪƴƻǿǎ ƴƻǿ, she would have 

put the money into putting more streams on the internet.  

¤ 6 MarketingΥ  ¢Ƙƛǎ ǎŜŎǘƛƻƴ ŀƴŘ ǘƘŜ ŎƻƴŎŜǇǘǎ ŘƛǎŎǳǎǎŜŘ ŀǊŜ άǊŜŀƭƭȅ ƎƻƻŘέ όǘƘƻǳƎƘ wŜƎƛƴŀ 

did not go into any detail in this area). 

¤ 7 Support for Stronger Service:  This section raises multiple concerns and objections 

about the handling of underperforming stations, the treatment of university and other 

institutional licensees and the implied future of CPB funding to stations. όά¢his section is 

probably what concerns ƳŜ ǘƘŜ ƳƻǎǘΦέύ 
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Á wŜƎƛƴŀ ǊŜŎƻƎƴƛȊŜǎ ǘƘŜ άрлл ǇƻǳƴŘ ƎƻǊƛƭƭŀ ƛƴ ǘƘŜ ǊƻƻƳέ ƻŦ underperforming and 

financially struggling stations, as well as the need for all stations to perform better. 

But she believes the issue can and should be dealt with through existing mechanisms. 

- CPB has always had yardsticks and criteria for station performance as well as dis-

lists of stations not meeting criteria. And it has the existing ability to deal with 

problem stations on an as-needed basis. If there are enforcement questions or 

issues, they should be dealt with as such rather than questioning the underlying 

policies. 

- ²ƛǘƘ ǘƘƛǎ ƴŜǿ ŜƳǇƘŀǎƛǎ ƻƴ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜΣ wŜƎƛƴŀ ǿŀǊƴǎΣ ά5ƻƴΩǘ ƳŀƪŜ 

new rules for the exceptions or throw the baby out with the bath waterΦέ  There 

are and always have been audience performance issues with some stations but 

they should be dealt with on a case-by-case, exceptions basis within existing 

policy. άL ǘƘƛƴƪ ǎƻƳŜǘƛƳŜǎ ǿŜ ƳŀƪŜ ǳǇ ƴŜǿ ǊǳƭŜǎ ǘƻ ŘŜŀƭ ǿƛǘƘ ŜȄŎŜǇǘƛƻƴǎ.  I feel 

strongly that we need to figure out a way to handle stations which do not meet 

already established criteria and not necessarily redo everything and start over 

ōŜŎŀǳǎŜ ǘƘŜǊŜ ŀǊŜ ŀ ŦŜǿ ǇǊƻōƭŜƳ ŎƘƛƭŘǊŜƴΦέ 

- The current economy is likely to add impetus to the view that we have too many 

ǎǘŀǘƛƻƴǎ ŀƴŘ ǿŜ ǎƘƻǳƭŘƴΩǘ ǘƘǊƻǿ ƎƻƻŘ ƳƻƴŜȅ ŀŦǘŜǊ ōŀŘ. But amid that rush and 

push we should avoid any sort of formulaic approaches or solutions (e.g. funding 

one operation per state, etc.)  Different models have been developed and work 

well in different geographies. State networks work wonderfully in some states 

but in others there are distinct, established sub-regions to serve (e.g. Tennessee 

with West Tennessee, Middle Tennessee and East Tennessee.  The regions are so 

distinct that there are even three stars in the state flag to acknowledge the 

άǘƘǊŜŜ ǎǘŀǘŜǎ ƻŦ ¢ŜƴƴŜǎǎŜŜέύΦ    

- In making these comments, Regina emphasizes that she fully recognizes that 

ǘƘŜǊŜ άŀǊŜ some stations which maybe are no longer qualified for CPB funding 

ŀƴŘ ǎƘƻǳƭŘ ƴƻǘ ōŜ ǘƘŜǊŜέΣ ōǳǘ ǎƘŜ ƻōƧŜŎǘǎ ǘƻ ǘŀƪƛƴƎ ŀŎǘƛƻƴǎ ǘƘŀǘ ŀǊŜ ōŀǎŜŘ ƻƴ 

structural criteria (i.e. licensee and governance type).   

Á The data does not support assumptions or assertions correlating audience service 

with station structure (licensee type). 

- άL Ŏŀƴ ǎƘƻǿ ȅƻǳ ŎƻƳƳǳƴƛǘȅ ƭƛŎŜƴǎŜŘ ǎǘŀǘƛƻƴǎ ǘƘŀǘ ŀǊŜ ǇǊŜǘǘȅ ŎǊǳŘŘȅ ŀƴŘ L Ŏŀƴ 

show you university stations that are pretty cruddy.  Likewise, there are 

outstanding university stations as well as outstanding community-licensed 

stations.   CPB has already funded studies conducted by economists, PhDs, others 

which reflect that there are no inherent barriers to a staǘƛƻƴΩǎ ŀōƛƭƛǘȅ ǘƻ ǇǊƻǾƛŘŜ 

quality public service because of its licensee type.   The data does not support 

ǎƻƳŜ ƻŦ ǘƘŜ ǊŜǇƻǊǘΩǎ ŀǎǎŜǊǘƛƻƴǎ ŀōƻǳǘ ǎǘǊǳŎǘǳǊŜΦ     
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- άL ƘŀǾŜ ōŜŜƴ ƎƻǾŜǊƴŜŘ ƛƴ ǘǿƻ ƻǊ ǘƘǊŜŜ ŘƛŦŦŜǊŜƴǘ ǿŀȅǎ ŀƴŘ ȅƻǳ Ŏŀƴ ƎŜǘ ƛƴ ǘǊƻǳōƭŜ 

in any of them. And you can fly and soar in any of them.  And again, the data will 

show that the basic governance of the license holder does not impede a station 

from being a significant public service entity. ¢ƘŜǊŜΩǎ ƴƻ ŘƛŦŦŜǊŜƴŎŜ.  The report 

ǎǘŀǘŜǎ Ψtoo many licensees with agendas other than public radio that have not 

Ŧǳƭƭȅ ǊŜŀƭƛȊŜŘ ǘƘŜ Ŧǳƭƭ ǇƻǘŜƴǘƛŀƭ ƻŦ ǘƘŜƛǊ ŦŀŎƛƭƛǘƛŜǎΩ -- ǿŜƭƭ ǇǊƻǾŜ ƛǘΦέ 

- άL ƘŀǘŜ ǘƻ ǎƻǳƴŘ ǇŀǊŀƴƻƛŘ ōǳǘ L ǊŜŀƭƭȅ ǘƘƛƴƪ ǘƘŀǘ ǳƴƛǾŜǊǎƛǘȅ ǎǘŀǘƛƻƴǎ ǎƻƳŜǘƛƳŜǎ  

get a black eye.  MŀȅōŜ ǿŜΩǾŜ ŘƻƴŜ ƛǘ ǘƻ ƻǳǊǎŜƭǾŜǎ because we like to complain 

about the chancellor or the president or this or the other. But I think if you look 

at the system as to who is adequately and perhaps sometimes heroically serving 

their community ς ȅƻǳΩƭƭ ŦƛƴŘ ǳƴƛǾŜǊǎƛǘȅ-licensed stations.    

Á TƘŜ ǊŜǇƻǊǘΩǎ ǎǘŀǘŜƳŜƴǘǎ ŀƴŘ ŀǎǎŜǊǘƛƻƴǎ ŀōƻǳǘ ǳƴƛǾŜǊǎƛǘȅ ƭƛŎŜƴǎŜŜǎ ōŜƛƴƎ ƛƴŎǊŜŀǎƛƴƎƭȅ 

likely to sell off stations are unfounded by the underlying economics and their overall 

history of support. 

- CPB has already funded the studies and developed the tools that quantify the 

ǇǳōƭƛŎ ǎŜǊǾƛŎŜ ǾŀƭǳŜ ǘƻ ǳƴƛǾŜǊǎƛǘƛŜǎ ƻŦ ǎǳǇǇƻǊǘƛƴƎ ǇǳōƭƛŎ ǊŀŘƛƻ ǎǘŀǘƛƻƴǎ όά/ƻǎǘ ƻŦ 

ŘƻƛƴƎ ōǳǎƛƴŜǎǎέύ. In the case of WUOT, the university is putting in less than 

$500,000 in support -- ƳŜǊŜ άōǳŘƎŜǘ Řǳǎǘέ ǘƻ ǘƘŜƳ -- while receiving more than 

$5 million in public service value, according to the CPB formula using financial 

reporting and Arbitron data. !ƴŘ ǘƘŜ ǳƴƛǾŜǊǎƛǘȅΩǎ ŀǇǇǊŜŎƛŀǘƛƻƴ ƻŦ ǘƘƛǎ ǾŀƭǳŜ Ƙŀǎ 

been tested and affirmed. άCƻǳǊ ȅŜŀǊǎ ŀƎƻΣ ǿŜ ǎǘŀǊǘŜŘ ǎƻƳŜǘƘƛƴƎ ƘŜǊŜ ǘƘŀǘ 

would have allowed the University of Tennessee to walk away from this radio 

ǎǘŀǘƛƻƴ ǿƛǘƘ ōǊŀƎƎƛƴƎ ǊƛƎƘǘǎ ŀōƻǳǘ ŀƭƭ ƻŦ ǘƘŜ ǿƻƴŘŜǊŦǳƭ ǘƘƛƴƎǎ ǘƘŀǘ ǘƘŜȅΩǾŜ ŘƻƴŜ 

to give birth to public radio. .ǳǘ ǘƘŜȅ ǿŜǊŜƴΩǘ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǘƘŀǘΦ  UT continues to 

support WUOT and the station is celebrating its 60th ŀƴƴƛǾŜǊǎŀǊȅ ǘƘƛǎ ȅŜŀǊΦέ 

- It should be remembered that through the years universities have provided more 

financial assistance to the birth, nurturing and maintenance of public radio than 

CPB or anything else combined.  

- Without that support, stations would need to go out into their communities and 

raise even more money to offset the loss. And since they would be drawing from 

the same donor base as other not for profits and the arts community in 

ǇŀǊǘƛŎǳƭŀǊΣ άǎƻƳŜǘƘƛƴƎ ǿƻǳƭŘ ōŜ ǘŀƪŜƴ ŀǿŀȅ ŦǊƻƳ ǎƻƳŜōƻŘȅέ ǘƻ ǘƘŜ ŘŜǘǊƛƳŜƴǘ ƻŦ 

the overall community.  

- Overall, there is an apparent bias in the report against institutional licensees. 

wŜƎƛƴŀ ƛǎ ƴƻǘ ǎǳǊŜ ǿƘŜǊŜ ƛǘ ŎƻƳŜǎ ŦǊƻƳ ƻǘƘŜǊ ǘƘŀƴ άǿŜ ǎǳǊŜƭȅ ŎƻƳǇƭŀƛƴ ŀƴŘ ƎǊƛǇŜ 

ŀ ƭƻǘ ŀƴŘ ƳŀȅōŜ ǿŜΩǾŜ ŘƻƴŜ ƻǳǊǎŜƭǾŜǎ ƛƴ ōȅ talking about having to go to one 

ƳƻǊŜ ŎƻƳƳƛǘǘŜŜ ƳŜŜǘƛƴƎΦέ  .ǳǘ ǘƘŜǎŜ ǎŀƳŜ ǎƻǊǘǎ ƻŦ άŎǊƻǎǎŜǎ ǘƻ ōŜŀǊέ ŜȄƛǎǘ ǿƛǘƘ 
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community licensees. ά¢ƘŜ ŎŀǊŜ ŀƴŘ ŦŜŜŘƛƴƎ ƻŦ ǘƘŜƛǊ ōƻŀǊŘǎ όǇƭǳǊŀƭύ ŀǊŜ ŜǾŜǊȅ ōƛǘ 

as challenging as having to deal with one boss or two at the ǳƴƛǾŜǊǎƛǘȅΦέ   

Á ¢ƘŜ ǎŜŎǘƛƻƴΩǎ ǳǎŜ ƻŦ ǘŜǊƳǎ ƭƛƪŜ άŎƻŀƭƛǘƛƻƴǎ ƻŦ ǘƘŜ ŎƻƳƳƛǘǘŜŘέ ǊŀƛǎŜǎ Ƴŀƴȅ ǉǳŜǎǘƛƻƴǎ 

of who judges this commitment and the implications for those not judged as 

committed. 

- άaȅ ǉǳŜǎǘƛƻƴ ƛǎΥ ǿƘƻ ŘŜǘŜǊƳƛƴŜǎ ǘƘƛǎΚ  ²Ƙƻ ŘŜǘŜǊƳƛƴŜǎ ǿƘƛŎƘ ǎǘŀǘƛƻƴǎ ŀre 

committed and ready to act in meaningful ways?  Who determines whether what 

we are doing here in Knoxville or what somebody else is doing in North Carolina 

is meaningful to that market?  And what is the metric you are going to use for 

that? 

- References to governance are similarly troubling. ά²Ƙƻ ŘŜŦƛƴŜǎ ǘƘƛǎ ŀƴŘ ƘƻǿΚ  

!ƴŘ ǿƘŀǘ ŘƻŜǎ Χ in their totality, signal the stature public radio seeks as 

ǎƛƎƴƛŦƛŎŀƴǘ ŎƻƳƳǳƴƛǘȅ ƛƴǎǘƛǘǳǘƛƻƴǎ Χ actually mean?  There are both pros/cons to 

every governance structure.  It iǎ ƴƻǘ ŀ άƻƴŜ ǎƛȊŜ Ŧƛǘǎ ŀƭƭέ ƛǎǎǳŜΦ  So again, when 

ǘƘŜȅ ǎǘŀǊǘ ǘƻ ǘŀƭƪ ŀōƻǳǘ ƎƻǾŜǊƴŀƴŎŜΣ LΩƳ ƴŜǊǾƻǳǎΦέ 

Á Despite assurances, she still wonders whether the report logically implies changes in 

CPB funding priorities and its existing funding to stations. 

- άL ǳƴŘŜrstand that Tom and Terry now have said they have no intentions of 

trying to sneak in something on our CSG and if they had put that on page 1 with 

ŀƴ ŀǎǘŜǊƛǎƪ ƛǘ ǿƻǳƭŘ ƘŀǾŜ ǎŀǾŜŘ ƳŜ ŀ ƭƻǘ ƻŦ ƘƛƎƘƭƛƎƘǘƛƴƎ ƘŜǊŜΦέ 

- Still she wonders when she thinks about the large funding needs of many of the 

ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ŀƴŘ ǊŜŀŘǎ ǇƘǊŀǎŜǎ ƭƛƪŜ άnot everyone will participateΦέ  ά¢Ƙƛǎ 

sounds so, so, so, so familiar to a 2006 report where [CPB] was not going to take 

any money away, but in order to go after these new pools of money a station 

would have to this, that and the other.  Now, technically speaking, maybe a 

ǎǘŀǘƛƻƴ ǿƻǳƭŘƴΩǘ ƭƻǎŜ ŀ ŘƛƳŜΦ  IƻǿŜǾŜǊΣ ƛŦ ŀ ǎǘŀǘƛƻƴΩǎ structure prohibits it from 

doing something then is it not being discriminated against because ƛǘΩǎ ƴƻǘ 

looked at as a station that is ΨǊŜŀŘȅ ǘƻ ŀŎǘ ƛƴ ŀ ƳŜŀƴƛƴƎŦǳƭ ǿŀȅΩ ōŜŎŀǳǎŜ ƛǘ ŎŀƴΩǘ 

do X?  This all sounds familiar.......ǿŜΩǾŜ ōŜŜƴ ŀǊƻǳƴŘ ǘƘis ōƭƻŎƪ ŀ ǘƛƳŜ ƻǊ ǘǿƻΦέ 

- ά¢ŀƭƪ ŀōƻǳǘ ǘƘŜ ŎŀƳŜƭΩǎ ƴƻǎŜ ǳƴŘŜǊ ǘƘŜ ǘŜƴǘ. If this (the report) is what we as a 

system should be doing and we all agree that this is the direction we need to go 

ƛƴΣ ŘƻŜǎƴΩǘ ƛǘ ōŜƎ ǘƘŜ ǉǳŜǎǘƛƻƴΣ ǘƘŜƴ ǿƘȅ ŀǊŜƴΩǘ ǿŜ ŘƻƛƴƎ ƛǘ?  And then that starts 

ƎŜǘǘƛƴƎ ǎǘŀǘƛƻƴǎΩ /{DǎΦ !ƴŘ ǘƘŀǘΩǎ when you start raising some eyebrows because 

Congressmen fight hard for their individual station(s) who serve their 

ŎƻƴǎǘƛǘǳŜƴǘǎΦέ   
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¤ 8 Follow-up and AccountabilityΥ  LǘΩǎ ƴƻǘ ŎƭŜŀǊ ǘƘŀǘ ǘƘŜǊŜΩǎ ŀ ƴŜŜŘ ŦƻǊ ŀŘŘƛǘƛƻƴŀƭ 

accountability reporting or that the effort and expense involved would bring any 

benefits. 

Á Stations already do a tremendous amount of reporting.   /t.Ωǎ ǊŜǇƻǊǘƛƴƎ 

requirements have  been a big help in being able to say we are purer than the driven 

snow because we have to do all this stuff for the audit.  It keeps us transparently 

ŎƭŜŀƴ ŀƴŘ ƛǘΩǎ ƎǊŜŀǘ. But the repoǊǘΩǎ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ǊŜƎŀǊŘƛƴƎ multi-year follow-

ups, annual reviews, reporting results, assessments with multiple constituencies, 

ƻǊƎŀƴƛȊŀǘƛƻƴǎΣ ƛƴŘƛǾƛŘǳŀƭǎΣ ŜǘŎΦΦΦΦΦΦ¢ƘŀǘΩǎ ŀ ǘǊŜƳŜƴŘƻǳǎ ŀƳƻǳƴǘ ƻŦ ǿƻǊƪ ǿƛǘƘ ŀ Ǉretty 

sizeable price tag.  But where rubber meets the road is where public stations are 

serving their audiences with excellent quality programming that is relevant and 

compelling.  Spending additional money on more reporting does not produce 

additional programming or public service to our listeners. Ψ    

Á άL ǘƘƛƴƪ ǘƘŀǘ ǿŜ ŀǊŜ ŀŎŎƻǳƴǘŀōƭŜ ƛƴ ǎƻ Ƴŀƴȅ ǿŀȅǎ ǘƘŀǘ ŀǊŜ ǘŀƴƎƛōƭŜ ǘƘŀǘ L ƪƛƴŘ ƻŦ 

resent the fact that it makes us sound like we have to follow up and be more 

accountable. L ǘƘƛƴƪ ǘƘŀǘ ǘƘŜ ŀŎŎƻǳƴǘŀōƛƭƛǘȅ ǎǘǊǳŎǘǳǊŜǎ ŀǊŜ ŀƭǊŜŀŘȅ ƛƴ ǇƭŀŎŜΦέ 

2. Recommendations resonating most strongly for their station and market 

bƻǘŜΥ  wŜƎƛƴŀΩǎ ƎŜƴŜǊŀƭ ǇŜǊǎǇŜŎǘƛǾŜǎ ŦƻǊ ƘŜǊ ǎǘŀǘƛƻƴ ŀƴŘ ƳŀǊƪŜǘ ŀǊŜ ǊŜŦƭŜŎǘŜŘ ƛƴ ǘƘŜ ƴƻǘŜǎ 

above. She did not speak specifically to the resonance of certain recommendations to WUOT 

and its approaches to growing its audience. 

3. Important recommendations or perspectives missing from the report 

¤ άL ŎƻǳƭŘƴΩǘ ƛƳŀƎƛƴŜ ŀƴȅǘƘƛƴƎ ǘƘŀǘ ŎƻǳƭŘ ƴƻǘ ƘŀǾŜ ōŜŜƴ ŎƻǾŜǊŜŘ ƛƴ ǘƘŜ фл ǇŀƎŜǎΦέ 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Resources. Obviously. 

¤ The inherent uncertainty and riskiness of having to place bets in an uncertain 

environment.  

Á ά¢ƘŜǊŜ ǿŀǎ ŀ ƎƻƻŘ ƭƛƴŜ ƛƴ ƘŜǊŜ ǘƘŀǘ ǎŀȅǎΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ǿƛǘƘ ǘƘŜ ǿŜō-based stuff, that 

ǿŜΩǾŜ Ǝƻǘ ǘƻ ōŜ ǊŜŀƭƭȅ ŎŀǊŜŦǳƭ ōŜŎŀǳǎŜ ǘƘŜǊŜΩǎ ŀ ƭƻǘ ƻŦ ƻǇǇƻǊǘǳƴƛǘy to misstep and 

spend a lot more than we really need to.  One of the barriers is trying to figure out 

the moving target.  What seems like a good idea today might be pure folly tomorrow.  

The ǘŜŎƘƴƻƭƻƎȅ ƛǎ ŎƘŀƴƎƛƴƎ ǎƻ Ŧŀǎǘ ǘƘŀǘ ƛǘΩǎ Ŝŀǎȅ ǘƻ ōŜ ǎŜŘǳŎŜŘ ŀƴŘ sink a whole lot of 

money into it and then find out you bet on the wrong horse. L ŘƻƴΩǘ ƘŀǾŜ ŀƴȅ ŀŘǾƛŎŜ 

ƻƴ Ƙƻǿ ǘƻ ŀǾƻƛŘ ǘƘŀǘΣ ōǳǘ LΩƳ ǎŀȅƛƴƎ ǘƘŀǘΩǎ ŀ ǊŜŀƭ ŎƘŀƭƭŜƴƎŜ ŀƴŘ ōŀǊǊƛŜǊΦέ   
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TIM EBY 
General Manager, KWMU, St. Louis, Missouri  

Key points 

¤ The governance issues mentioned briefly in the report pose a significant challenge for 

growing the audience. 

¤ Metrics on social impact, not just audience size and reach, are needed and will become 

increasingly important. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ hǾŜǊŀƭƭ ǘƘŜ ǊŜǇƻǊǘ ƛǎ άǘŜǊǊƛŦƛŎέ ŀƴŘ ǇǊƻǾƛŘŜǎ ŀ ƎƻƻŘ ǊƻŀŘƳŀǇ ŦƻǊ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ 

¤ άIŀƴƎƛƴƎ ŀǊƻǳƴŘ ǘƘŜ ŦǊƛƴƎŜǎέ ƻŦ ǘƘŜ ŜƴǘƛǊŜ ǊŜǇƻǊǘ ƛǎ ǘƘŜ ǉǳŜǎǘƛƻƴ ƻŦ Ƙƻǿ ǿŜ ǿƛƭƭ ƎŀǊƴŜǊ 

the resources to do it, of the business model behind the plan. This is a major challenge 

ǘƘŀǘΩǎ ƴƻǘ ŀŘŘǊŜǎǎŜŘ ōȅ ǘƘŜ ǊŜǇƻǊǘΦ 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 2.3 Journalism ς Integrated Online NewsΥ  ¢Ƙƛǎ ǘƻǇƛŎ ƛǎ ǾŜǊȅ ƳǳŎƘ ƻƴ ¢ƛƳΩǎ ƳƛƴŘ ŀƴŘ Ƙŀǎ 

been for some time, going back to the days of New Realities at NPR, so he appreciates 

ǘƘŜ ǊŜǇƻǊǘΩǎ άŘǊƛƭƭ-Řƻǿƴέ ƻƴ ǘƘŜ ǎǳōƧŜŎǘ. CƻǊ ƘƛƳ ƛǘΩǎ ŀƴ ŀǊŜŀ ǿƘŜǊŜ άǿŜ ƘŀǾŜ Ǝƻǘ ǘƻ ŦƛƴŘ ŀ 

way to put it togetherΦέ 

Á LǘΩǎ ŀƴ ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ ŀǊŜŀ ǿƘŜǊŜ ǇǳōƭƛŎ ǊŀŘƛƻ Ƙŀǎ ŀ ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜ ǘhat it 

should exercise. άbƻ ƻǘƘŜǊ ƛƴǎǘƛǘǳǘƛƻƴ Ƙŀǎ ǘƘŜ ƎǊŀǎǎǊƻƻǘǎ ƻŦ ǎǘŀǘƛƻƴǎ ƛƴ ŎƻƳƳǳƴƛǘƛŜǎ 

coupled with the national institution that we have to really bring together an online 

news presence. I think it could be un-ƳŀǘŎƘŜŘ ōȅ ŀƴȅ ƻǘƘŜǊ ǎƻǳǊŎŜΦέ  ²Ŝ ŀƭǎƻ Ƙave 

the advantage of being from the non-profit sector which is a more favorable position. 

Á He has no concerns about KWMU losing its identity or brand by being part of an 

integrated site. άL ǘƘƛƴƪ ǘƘŜ ǿŜō ƛǎ ǘƻ ŀ Ǉƻƛƴǘ ƴƻǿ ǘƘŀǘ Ŧƻƭƪǎ Ŏŀƴ ǘŀƪŜ ȅƻǳǊ ŎƻƴǘŜƴǘ 

and put it wherever they want to anyway, so we might as well try to get it distributed 

ƻǳǘ ŀǎ ƳǳŎƘ ŀǎ ǇƻǎǎƛōƭŜΦέ 

¤ 4 The Network:  Tim associates this area closely with 2.3 Integrated Online News in terms 

of the same high importance, the interrelated elements and the benefits of collective 



grow the audience  

                  Conversations with Public Media Leaders 
 

 
TIM EBY          34 

 

action. Lƴ ōƻǘƘ ŀǊŜŀǎ άǿŜ ŀǊŜ ƴƻǘ ƎƻƛƴƎ ǘƻ ōŜ ŀōƭŜ ǘƻ Řƻ ǘƘŜƳ ƛƴŘƛǾƛŘǳŀƭƭȅ ǎƻ ǘƘŜ ƳƻǊŜ ǿŜ 

Ŏŀƴ Řƻ ǘƘŜƳ ǘƻƎŜǘƘŜǊ ǘƘŜ ōŜǘǘŜǊΦέ 

¤ 6 MarketingΥ  ¢Ƙƛǎ ƛǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ŀǊŜŀΣ ǘƘƻǳƎƘ ¢ƛƳ ōŜƭƛŜǾŜǎ άeffective marketing is going 

to happen more on a local level than it will on a national levelΦέ  To be effective locally, 

stations will need to: 

Á Put significant resources behind it (first and foremost) 

Á Be creative in using networking technology and applications to market themselves in 

ways not thought of or even possible before 

Á View it more as relationship building than advertising and promotion 

Á Deepen their understanding of their audience by using existing databases of donors 

and creating new databases of nondonors. 

¤ 7 Support for Stronger Service:  Tim underscores the importance and, in some cases, the 

inadequate emphasis given to several of the recommendations in this section. 

Á Overall talent and organizational development is essential for moving the 

recommendations forward. This includes diversƛǘȅ ƻŦ ǘŀƭŜƴǘ άƛƴ ŀƭƭ ƛǘǎ ŦƻǊƳǎέ ǿƛǘƘƛƴ 

stations and the retention of talent by stations. Retention will require providing 

adequate compensation and a supportive culture, including one that is open to giving 

talent opportunities to try new things and take risks. 

Á The structural issues are huge and will require support beyond individual stations to 

address. (See Section 3 below for details.) 

Á The integrated cross platform metrics begins to get at very important issues of 

ƳŜŀǎǳǊƛƴƎ ǎǘŀǘƛƻƴǎΩ ƛƳǇŀŎǘ ŀƴŘ ƴƻǘ Ƨǳǎǘ audience numbers. .ǳǘ ƛǘ ŘƻŜǎƴΩǘ Ǝƻ ŦŀǊ 

enough. 

2. Recommendations resonating most strongly for their station and market 

¤ 1 InclusivenessΥ  ¢Ƙƛǎ ƛǎ ŀ άōƛƎ ƛǎǎǳŜέ ŦƻǊ Y²a¦ ƛƴ ǊŜƎŀǊŘ ǘƻ ƛƴŎǊŜŀǎƛƴƎ ŀƴŘ ƛƳǇǊƻǾƛƴƎ ƛǘǎ 

local programming to better serve the St. Louis community. Diversification of news and 

production staff is a priority. 

¤ 2.2 Journalism ς Local Reporting:  The decline of print journalism, which has been the 

άŎƻƴƴŜŎǘƻǊ ǘƻ ǘƘŜ ŎƻƳƳǳƴƛǘȅ ƛƴ ŀ ƭƻǘ ƻŦ ǿŀȅǎέ ƛǎ ŎǊŜŀǘƛƴƎ ŀƴ άƛƴŎǊŜŘƛōƭŜ ƻǇŜƴƛƴƎέ ŦƻǊ 

KWMU to grow its audience and assume that role. This will require both creating greater 

ŀǿŀǊŜƴŜǎǎ ƻŦ ƛǘǎ ŎǳǊǊŜƴǘ ƭƻŎŀƭ ǇǊƻƎǊŀƳƳƛƴƎ ŀƴŘ ōƻƭǎǘŜǊƛƴƎ ƛǘǎ ƭƻŎŀƭ ƻŦŦŜǊƛƴƎǎ άǎƻ ǘƘŀǘ 

when listeners do come to us, we are delivering important local content to go with the 

nŀǘƛƻƴŀƭ ŎƻƴǘŜƴǘΦέ  {ȅǎǘŜƳ ǎǳǇǇƻǊǘ ŦƻǊ ōǳƛƭŘƛƴƎ ƭƻŎŀƭ ǊŜǇƻǊǘƛƴƎ ŎŀǇŀŎƛǘȅ ŀƴŘ ŎŀǇŀōƛƭƛǘȅ ƛǎ 

very important in this regard. 
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¤ 2.3 Journalism ς Integrated Online News:  The idea of an integrated national online news 

site plays-out locally as well. KWMU is lookinƎ ŀǘ ƘŀǾƛƴƎ ŎƻƴǾŜǊǎŀǘƛƻƴǎ ǿƛǘƘ {ǘΦ [ƻǳƛǎΩ 

online start-up ƴŜǿǎǇŀǇŜǊ ǎƛƴŎŜ άǿŜ ǎƘŀǊŜ ǘƘŜ ǎŀƳŜ Ƴƛǎǎƛƻƴ ŦǊƻƳ ŀ ǇǳōƭƛŎ ǎǘŀƴŘǇƻƛƴǘ 

and are both non-profits providing the serviceΦέ  What they might be able to do locally 

would naturally feed into what might be done nationally in terms of providing St. Louis-

centered coverage. !ƴŘ ǘƘŜ ǎŀƳŜ ƻǊƎŀƴƛȊŀǘƛƻƴŀƭ ŀƴŘ ǘŜŎƘƴƛŎŀƭ ǿƻǊƪ ǘƻ άŦƛƴŘ ǘƘŜ ǎŜŎǊŜǘǎ 

ƻŦ ƛƴǘŜƎǊŀǘƛƴƎέ ǿƻǳƭŘ ŀƭǎƻ ŀǇǇƭȅ ƭƻŎŀƭƭȅ ŀǎ ǿŜƭƭ ŀǎ ƴŀǘƛƻƴŀƭƭȅΦ 

Á In this case Tim does have some concerns about losing local brand identity and 

potential competition for a limited local funding base but he still sees an overall need 

to try to find a way to work together from a community service perspective. 

¤ 4 The Network:  Creating and delivering more digital content will be an important 

dimension of KWMU developing more local programming to fill the gap left by other 

ƳŜŘƛŀΩǎ ŘŜŎƭƛƴŜ. ¢Ƙƛǎ ƛƴŎƭǳŘŜǎ ƳŀƪƛƴƎ ōŜǘǘŜǊ ǳǎŜ ƻŦ ǿƘŀǘΩǎ ōŜƛƴƎ ƳŀŘŜ ŀǾŀƛƭŀōƭŜ ōȅ btw 

ŀƴŘ ƻǘƘŜǊ ƴŀǘƛƻƴŀƭ ǇǊƻǾƛŘŜǊǎ ŀǎ ǿŜƭƭ ŀǎ ŎƻƭƭŀōƻǊŀǘƛƴƎ ƻƴ ŀ άaƛŘǿŜǎǘ bŜǘǿƻǊƪέ for 

regional content development or a network of providers from communities dealing with 

similar economic and social issues as St. Louis.  

¤ 6 MarketingΥ  ¢ƛƳ ǎŜŜǎ ŀ άƘǳƎŜ ƻǇǇƻǊǘǳƴƛǘȅέ ŦƻǊ ƎǊƻǿƛƴƎ Y²a¦Ωǎ ŀǳŘƛŜƴŎŜ ōȅ ōǳƛƭŘƛƴƎ 

community awareness of its local programming during this time of decline of the St. Louis 

Post-Dispatch. As with local news programming (above), support for improving the 

ǎǘŀǘƛƻƴΩǎ ƳŀǊƪŜǘƛƴƎ ŎŀǇŀōƛƭƛǘƛŜǎ ŀƴŘ ŎŀǇŀŎƛǘȅ ƛǎ ƛƳǇƻǊǘŀƴǘ ŀƴŘ ǘƛƳŜƭȅΦ 

Á In keeping with viewing this marketing work more as relationship building than 

ǇǊƻƳƻǘƛƻƴΣ ¢ƛƳ ŀƴǘƛŎƛǇŀǘŜǎ ŎǊŜŀǘƛƴƎ ŀ άŎƻƳƳǳƴƛǘȅ ƳŀƴŀƎŜǊέ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘŜ ƴŜȄǘ му 

ƳƻƴǘƘǎ ǿƘƻ ǿƻǳƭŘ ŦƻŎǳǎ ƻƴ ōǳƛƭŘƛƴƎ Y²a¦Ωǎ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ǿƛǘƘ ǘƘŜ ŎƻƳƳǳƴƛǘȅ 

while also pushing targeted content out to those communities. (The position itself is 

a good example of how functions are blending within stations as it would be involved 

in content production, content distribution, marketing and relationship 

management.) 

Á In terms of resource commitments at the station level, KWMU is currently spending 

about eight percent of it budgeting on marketing. Tim can foresee this increasing to 

15-20 percent given the opportunity in the market to increase audience through 

increased awareness. ό¢ƘŜ ŦƛƎǳǊŜ ƛǎ ōŀǎŜŘ ƻƴ ŀ ōǊƻŀŘ ŘŜŦƛƴƛǘƛƻƴ ƻŦ άƳŀǊƪŜǘƛƴgΣέ 

including positions and activities such as that of the new community manager job.) 

3. Important recommendations or perspectives missing from the report 

¤ Governance. This is a huge issues for the system and bigger than referenced or addressed 

in the report. 
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Á The GTA initiative really brings the existing governance issues to the forefront 

ōŜŎŀǳǎŜ ƛǘ ŜƳǇƘŀǎƛȊŜǎ ǘƘŜ ŘƛǎǘƛƴŎǘƛƻƴ ōŜǘǿŜŜƴ ǎǘŀǘƛƻƴǎ ǿƘŜǊŜ ǘƘŜ ƭƛŎŜƴǎŜŜΩǎ ƛƴǘŜǊŜǎǘǎ 

ŀǊŜ άŦƻŎǳǎŜŘ ǎǘǊƛŎǘƭȅ ƻƴ ǘƘŜ ƛƴǎǘƛǘǳǘƛƻƴ ƻŦ tǳōƭƛŎ wŀŘƛƻ ŀǎ ƻǇǇƻǎŜŘ ǘƻ ŀƴ ƛƴǎǘƛǘǳǘƛƻƴ of 

a higher ed, or some other type of organization, or even a joint licensees in some 

ǿŀȅǎΦέ 

Á Addressing it will require leadership beyond the station level, yet it will probably 

need to be station-driven through some national organization or coalition that 

pushes the issue. Such a group might not constitute a majority of licensees but could 

ǎǘƛƭƭ ōŜ ƭŀǊƎŜ ŜƴƻǳƎƘ ǘƻ ƳŀƪŜ ƻǘƘŜǊǎ ǎŜŜ ƛǘ ŀǎ ǘƘŜ άǊƛƎƘǘ ǘƘƛƴƎέ ŀƴŘ ōŜ ŀōƭŜ ǘƻ άƳƻǾŜ 

the train forwardΦέ 

Á /t. ǿƻǳƭŘ ōŜ ǘƘŜ άƛŘŜŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴέ ǘƻ ŀŘŘǊŜǎǎ ǘƘŜ ƛǎǎǳŜ ǘƘǊough its policies and 

funding criteria. .ǳǘ ƛǘΩǎ ǳƴƭƛƪŜƭȅ ǘƻ Ǉƭŀȅ ŀ ƭŜŀŘ ǊƻƭŜ. ά/t. ǎƻƳŜǘƛƳŜǎ Ƙŀǎ ǘƘŜ 

tendency to be the last, to not be out in front leading a charge. It almost waits for 

permission to do things and continues to wait and the permission never comes from 

ŜƴƻǳƎƘ ŎƻƴǎǘƛǘǳŜƴǘǎ ǘƻ ƳƻǾŜ ƛǘ ŦƻǊǿŀǊŘΦέ 

¤ Service and impact metrics. aŜǘǊƛŎǎ ŀǊŜ ƴŜŜŘŜŘ ǘƘŀǘ άǊŜŀƭƭȅ ǘŜƭƭ ƻǳǊ ǎǘƻǊȅ ŀǎ ǘƻ ǿƘŀǘ 

impact we are having in the lives of the people who are touched by our serviceΦέ 

Á ά!ǎ ǇƘƛƭŀƴǘƘǊƻǇƛŎ ǎǳǇǇƻǊǘ ōŜŎƻƳŜǎ ŀ ōƛƎƎŜǊ ǇŀǊǘ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ōǳǎƛƴŜǎǎ ƳƻŘŜƭ 

such metrics will be essential in making our case for support. Gross counts of eyes 

ŀƴŘ ŜŀǊǎ ǿƻƴΩǘ ǎǳŦŦƛŎŜ. We need to be able to show the actual roles and importance 

public radio plays in peopleΩs lives ς how we help people understand issues, what 

they do with that information, how they become more civically involved as a result, 

ŜǘŎΦέ 

Á These are the sorts of measures social service agencies have traditionally developed 

and that public television is starting to employ. For example, Tim has talked with 

General Manager Jack Galmiche at KETC-TV in St. Louis about how they used a couple 

of social scientists from the University of Wisconsin to measure the impact of the 

stationsΩ community engagement initiative on the mortgage crisis.  

Á ! άǎƻŎƛŀƭ ǎŎƛŜƴŎŜέ ŀǇǇǊƻŀŎƘ ƛǎ ƴŜŜŘŜŘ ǘƻ ŘŜǾŜƭƻǇ ǘƘŜ ŎǊƛǘŜǊƛŀΣ ǎǳǊǾŜȅ ƳŜǘƘƻŘƻƭƻƎȅΣ 

etc. 

Á As noted above, the cross-platform metrics recommendation begins to get at the 

ƛǎǎǳŜ ōǳǘ ŘƻŜǎƴΩǘ Ǝƻ ŦŀǊ ŜƴƻǳƎƘΦ 

4. Biggest challenge or hurdle to reaŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Existing online mindsets. To make progress on the online related strategies there will 

ƴŜŜŘ ǘƻ ōŜ άǾŜǊȅ ǎƛƎƴƛŦƛŎŀƴǘέ ŎƘŀƴƎŜǎ ƛƴ ǇǊŜǾŀƛƭƛƴƎ ǎǘŀǘƛƻƴ ƳƛƴŘǎŜǘǎ ŀōƻǳǘ Ƙƻǿ ǘƘŜ ǿŜō 

works, the investment levels required, and traditional boundaries. ά²Ŝ ǿƛƭƭ ƴŜŜŘ ǘƻ 
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break down the walls that exist from station to station, from networks to stations, and 

ŦǊƻƳ ƴŜǘǿƻǊƪ ǘƻ ƴŜǘǿƻǊƪΦέ 

¤ Governance structures. As discussed earlier, misaligned governance interests will impede 

progress, particularly at the market level where multiple misaligned licensees may be 

involved. 

¤ Lack of carrots. Clear incentives will be needed to move some stations to take the actions 

ƴŜŜŘŜŘ ǘƻ ƎǊƻǿ ǘƘŜ ŀǳŘƛŜƴŎŜ ōǳǘ ƛƴ ǘƻŘŀȅΩǎ ǎȅǎǘŜƳ ǘƘŜǊŜΩǎ ǊŜŀƭƭȅ ƻƴƭȅ ǘƘŜ ά/t. ŎŀǊǊƻǘέ 

and they can be reluctant and slow to offer it. 
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MIKEL ELLCESSOR 
General Manager, WDET Radio, Detroit, Michigan 

Key points 

 

¤ More humility is needed to really understand how to become more relevant to a larger 

audience and to avoid just doing more of the same. 

¤ To grow a more inclusive audience we need to create ongoing, dynamic and open 

conversations and relationships with audiences rather than promulgate a set of core values. 

¤ ¢ƘŜ άǇǊƛŜǎǘƘƻƻŘέ ƻf NPR journalism is a barrier to growing a more inclusive audience. It will 

also cause real rubs in building an integrated news site that is inclusive of other sources. 

¤ Real carrots and sticks are needed for stations to address audience service 

underperformance and the system needs to begin addressing major market 

underperformance as a national issue. 

¤ άDƻƛƴƎ ŦǊƻƳ ǘƘŜ ŎŜƴǘŜǊ ƻŦ ǘƘŜ ǳƴƛǾŜǊǎŜ ǘƻ ǘƘŜ ǘƘƛǊŘ Ƴƻƻƴ ƻŦ {ŀǘǳǊƴέ Ƙŀǎ ƘŜƭǇŜŘ ƳŜ ǎƘŀǊǇŜƴ 

my thinking on many of these issues. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ Our efforts to grow the audience would benefit from more humility.  

Á ά²Ŝ ǿƛƭƭ ōŜƴŜŦƛǘ ƎǊŜŀǘƭȅ ƛŦ ǎƻƳŜ ƳƻǊŜ ƘǳƳƛƭƛǘȅ ǿŜǊŜ ǎƘƻǿƛƴƎ ǳǇ ƳƻǊŜ ŎƭŜŀǊƭȅ ƛƴ ƳƻǊŜ 

of our process. We have a consistent tendency, in a language that shows up in here, 

ǘƻ ƻǾŜǊǎǘŀǘŜ ƻǳǊ ƛƳǇƻǊǘŀƴŎŜΦέ 

Á It should be remembered that the majority of Americans get along fine without 

public radio in their lives. ά!ƴŘ ƛǘΩǎ ƴƻǘ ƭƛƪŜ ǇŜƻǇƭŜ ŘƻƴΩǘ ƪƴƻǿ ǘƘŀǘ ǇǳōƭƛŎ ǊŀŘƛƻ ŜȄƛǎǘǎ 

ς they do. tŜƻǇƭŜ ǊŜŀƭƭȅ Řƻ ƪƴƻǿ ǘƘŜǊŜΩǎ ǘƘŀǘ ƻǇǘƛƻƴ ƻǳǘ ǘƘŜǊŜ ŎŀƭƭŜŘ ǇǳōƭƛŎ ǊŀŘƛƻ ŀƴŘ 

lots of them ƘŀǾŜ ƘŀŘ ƛƴǘŜǊŀŎǘƛƻƴǎ ǿƛǘƘ ƛǘ ŀƴŘ ǎŀƛŘ ȅŜǎΣ ǘƘƛǎ ŘƻŜǎƴΩǘ ǿƻǊƪ ŦƻǊ ƳŜΦέ 

Á ²Ŝ ƴŜŜŘ ǘƻ ƻǇŜǊŀǘŜ ƭŜǎǎ ŦǊƻƳ ŀ Ǉƻǎƛǘƛƻƴ ǘƘŀǘΩǎ ǎƻ ŎŜƴǘŜǊŜŘ ƻƴ ǿƘŀǘ we believe and 

move to a position of understanding what other people really need and basing our 

response on having authentic conversations with them. ά! ƭƻǘ ƳƻǊŜ ƭƛǎǘŜƴƛƴƎ ŀƴŘ ƭŜǎǎ 

of what we are going to do and what we say, we think, and we believe, I think would 

ōŜ ǾŜǊȅ ƎƻƻŘ ŦƻǊ ǳǎΦέ 
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Á The risk of this lack of humility is that we just end up doing more and better of what 

we already know and do ς and that is not going to grow the audience. Lǘ ǿƻƴΩǘ ƳŀƪŜ 

us relevant in the lives of a wider swath of Americans.  

Á ¢ƘŜ ōǊƻŀŘ ŎƻƴŎŜǇǘ ŀƴŘ ƻōƧŜŎǘƛǾŜ ƻŦ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ ƛǎ άŀōǎƻƭǳǘŜƭȅ ŦƛƴŜΦέ  Lǘ 

ǎǘŀƪŜǎ ƻǳǘ ŀ ƎƻƻŘ άƳƛƴŘǎƘŀǊŜ Ǉƻǎƛǘƛƻƴέ ŀƴŘ ǇǊƻǾƛŘŜǎ ŀ ƎƻƻŘ ƳŀǊƪŜǘƛƴƎ ǘŜǊƳ ŀƴŘ ŀ 

άƴƻ-ƪƛŘŘƛƴƎ ōƻǘǘƻƳ ƭƛƴŜέ ƻōƧŜŎǘƛǾŜ ŦƻǊ ǘƘŜ ǇǊƻƧŜŎǘ.  

- άDǊƻǿ ǘƘŜ ŀǳŘƛŜƴŎŜΣ ǘƘŀǘΩǎ ǘƘŜ ōƻǘǘƻƳ ƭƛƴŜΣ ǘƘŀǘΩǎ ŀƴ ƻǳǘǇǳǘ ƻŦ ǳǎ ōŜƛƴƎ ǊŜƭŜǾŀƴǘ 

in their lives, really reflecting their lives, and being a voice to their kind of 

aspirations. But that is going to be predicated on us having a whole lot more of 

who they are in our operations, in our system, in our ecosystem, rather than 

more of us ƛƴ ǘƘŜƳΦέ 

¤ ¢ƘŜ ƻǳǘƭƛƴŜ ƻŦ ǘƘŜ ǊŜǇƻǊǘ ƛǘǎŜƭŦ ǇǊƻǾƛŘŜǎ ŀƴ άŜȄŎŜƭƭŜƴǘ ŎƘŜŎƪƭƛǎǘέ ƻŦ actions ς άƛǘ Ƙƛǘ ǘƘŜ 

major keysΦέ  It also has a subtle thread running through it of needed carrots and sticks, 

which is right. ά²Ŝ ǊŜŀƭƭȅ ƴŜŜŘ ǘƻ ōŜ ƳǳŎƘ ƳƻǊŜ ŀǿŀƪŜ ŀōƻǳǘ ƘŀǾƛƴƎ ŜŎƻƴƻƳƛŎ 

incentives to spur performance and disincentives in place for inactƛƻƴΦέ 

¤ L ƘŀǾŜ ōŜŜƴ ŀǇǇǊŜŎƛŀǘƛǾŜ ƻŦ ǘƘŜ ǿƻǊƪ ǘƘŀǘΩǎ ōŜŜƴ ŘƻƴŜ ŦƻǊ ǘƘŜ ǊŜǇƻǊǘΣ LΩǾŜ ōŜŜƴ ǿŀǘŎƘƛƴƎ 

its development closely and I want this thing to work. 

1. Recommendations resonating most strongly for public radio as a whole 

bƻǘŜΥ aƛƪŜƭΩǎ ŎƻƳƳŜƴǘǎ ƘƛƎƘƭƛƎƘǘ ǎeveral areas of the report that connected with him 

strongly, particularly his thoughts on what seems missing or unsaid. 

¤ 1 InclusivenessΥ  ¢ƻ ōŜŎƻƳŜ ƳƻǊŜ ƛƴŎƭǳǎƛǾŜ άŜǾŜǊȅǘƘƛƴƎ ƴŜŜŘǎ ǘƻ ōŜ ƻƴ ǘƘŜ ǘŀōƭŜέ ŀƴŘ 

mindsets need to shift from core values to dynamic conversations with audiences. 

Á Everything needs to be on the table. ά5ƛǾŜǊǎƛǘȅ Ƙŀǎ ōŜŜƴ ŘŜŦƛƴŜŘ ŀƭƻƴƎ ǘƘŜ ǎŀƳŜ ŀȄƛǎ 

for way too long. Ethnicity has been the principal line and that has delivered almost 

no discernable impact; almost nothing has happened in this space forever. The frame 

Ƙŀǎ ǘƻ ǎƘƛŦǘ ǊŜŀƭƭȅ ŘǊŀƳŀǘƛŎŀƭƭȅ ǎƻ ƛǘΩǎ ŘƛǾŜǊǎƛǘȅ ƻŦ ŀǇǇǊƻŀŎƘ ŀƴŘ ǘƻƴŜ ŀƴŘ ƛƴ ǘƘŜ 

makers and the participants. Really tangible, meaningful action needs to be on the 

ǘŀōƭŜ ƘŜǊŜΦέ 

Á Let go of the core values. Becoming more inclusiǾŜ ƛǎƴΩǘ ŀ ƳŀǘǘŜǊ ƻŦ ŜȄǘŜƴŘƛƴƎ ǘƘŜ 

existing core values to new audiences or adapting them to fit with new audiences. 

The whole idea of core values is misguided. 

- ά¢ƘŜ ŎƻǊŜ ǾŀƭǳŜǎ ŀǊŜ ŀ ŎǳƭǘǳǊŀƭ ŜȄǇǊŜǎǎƛƻƴ ƻŦ ŀ ǾŜǊȅ ǇŀǊǘƛŎǳƭŀǊ ǎǳōǎŜǘ ƻŦ !ƳŜǊƛŎŀƴ 

culture and I think the core values right now are highly suspect. I think that whole 

ǇŀǊŀŘƛƎƳ ƛǎ ǾŜǊȅ ǎǳǎǇŜŎǘΦέ 
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- There is little to be gained in revisiting the core values or developing a 2.0 

version.  Lǘ ǿƻǳƭŘ Ƨǳǎǘ Ǉƭŀȅ ƛƴǘƻ ǘƘŜ ǿƘƻƭŜ άǇǊƛŜǎǘƘƻƻŘ ǘƘƛƴƎέ ƻŦ άL ǿŀƴǘ ŀ Ŏard 

that I can put in my wallet and I can pull it out and can show people what the 

ǘǊǳǘƘ ƛǎΦέ  ¢ƘŜ ǿƻǊƭŘ Ƨǳǎǘ ŘƻŜǎƴΩǘ ǿƻǊƪ ƭƛƪŜ ǘƘŀǘΦ 

Á Move to active, dynamic conversations and relationships with audiences. 

- άL ǘƘƛƴƪ ǘƘŜ ǿƻǊƭŘ ƭƛǾŜǎ ƛƴ ŀƴ ŀŎǘƛǾŜ ŎƻƴǾŜǊǎŀǘƛƻƴ between people -- like you and I 

are having right now. And I think we need to always refresh that relationship. We 

cannot become fixed about it. [ƻƻƪΣ ǿŜ ŎŀƴΩǘ ōŜŎƻƳŜ ŦƛȄŜŘ ŀōƻǳǘ ƛǘ ƛƴ ǘƘŜ ǿŀȅ 

ǿŜ ǊŀƛǎŜ ƻǳǊ ŎƘƛƭŘǊŜƴΣ ǿŜ ŎŀƴΩǘ ōŜŎƻƳŜ ŦƛȄŜŘ ŀōƻǳǘ ƛǘ ƛƴ ǘƘŜ ǿay we maintain our 

education system, about our marriages, about our relationships with our parents. 

²Ŝ ŘƻƴΩǘ ōŜŎƻƳŜ ŦƛȄŜŘ ƛƴ ŜǾŜǊȅ ƻǘƘŜǊ ƪŜȅ ŀǊŜŀ ƛƴ ƻǳǊ ƭƛǾŜǎΦέ 

- άLǘΩǎ ŀ ŘȅƴŀƳƛŎ ǊŜƭŀǘƛƻƴǎƘƛǇ ς ǘƘŜǊŜΩǎ ŀ ǊŜŀƭ ǿƻǊƭŘΣ ǊŜŀƭ ŦŀŎŜ ǊŜƭŀǘƛƻƴǎƘƛǇǎ. And I 

think it has to have all of that texture and the vitality. People need to be able to 

disagree and agree ς to have fun in a space together even though there are 

ŘƛŦŦŜǊŜƴŎŜǎ ƻŦ ƻǇƛƴƛƻƴ ŀƴŘ ǇŜǊǎǇŜŎǘƛǾŜΦέ  

άLΩƳ Ƨǳǎǘ ǊŜŀƭƭȅ ŜȄŎƛǘŜŘ. IŜǊŜΩǎ ǘƘŜ ǘƘƛƴƎΣ L ǎǘŀǊǘŜŘ ǘƻ ŜȄǇŜǊƛŜƴce it in New York 

after 9/11 when at WNYC we saw that we needed to have all these conversations 

ǿƛǘƘ ŀƭƭ ƻŦ ǘƘŜǎŜ ǇŜƻǇƭŜ ǘƘŀǘ ǿŜ ŎƻǳƭŘƴΩǘ ǘƻǳŎƘ ōŜŦƻǊŜ фκмм. For us to be relevant 

in New York City after 9/11 we had to substantially rethink what we were doing. 

We had to have all these new relationships. {ƻ L ǿŀǘŎƘŜŘ ƛǘ ǎǘŀǊǘ ǘƘŜǊŜΦέ 

άbƻǿ ƘŜǊŜ ƛƴ 5ŜǘǊƻƛǘΣ ŜǾŜǊȅŘŀȅ LΩƳ ƛƴǘŜǊŀŎǘƛƴƎ ǿƛǘƘ ōƭŀŎƪ ƳƛŘŘƭŜ ŀƴŘ ǳǇǇŜǊ 

middle class people who have every reason why they should be listening to 

public radio.  But one way or the other they just keep coming back to me and 

ǎŀȅƛƴƎΣ ΨL ŘƻƴΩǘ ƪƴƻǿ ŀƴȅōƻŘȅ ǘƘŀǘ ǘŀƭƪǎ ƭƛƪŜ ǘƘŀǘ. I mean, maybe you do but I 

ŘƻƴΩǘ. ̧ ƻǳ ŘƻƴΩǘ ǎƻǳƴŘ ƭƛƪŜ ŀƴȅōƻŘȅ L ƪƴƻǿ. And nobody that I know is on the air. 

!ƴŘ ȅƻǳΩǊŜ ƴƻǘ ǘŀƭƪƛƴƎ ŀōƻǳǘ ŀƴȅǘƘƛƴƎ ǘƘŀǘ ǿŜ ŀǊe talking about. You are a utility 

to me, like the screwdriver in the drawer in my kitchen. You are very useful when 

I need to know that thing ŀƴŘ ƛǘΩǎ ŘŜƭƛǾŜǊŜŘ ƛƴ ŀ ǿŀȅ ǘƘŀǘΩǎ ǊŜŀƭƭȅΣ ǊŜŀƭƭȅ ƎƻƻŘ. But 

I have no love for youΩΦέ 

ά5ŀȅ ŀŦǘŜǊ Řŀȅ ŀŦǘŜǊ ŘŀȅΣ ǘƘŀǘΩǎ ǿƘŀǘ ǇŜƻǇƭŜ ǎŀȅ ǘƻ ƳŜ. And for 15 years National 

tǳōƭƛŎ wŀŘƛƻ Ƙŀǎ ƘŜŀǊŘ ǘƘŀǘ ŎƻƳƛƴƎ ōŀŎƪ ǘƻ ǘƘŜƳ ƛƴ ŦƻŎǳǎ ƎǊƻǳǇǎ ŀƴŘ ǘƘŜȅΩǾŜ Ǉǳǘ 

it in a three-ring binder and put in on a shelf in their office and done nothing 

ŀōƻǳǘ ƛǘΦέ 

¤ 2.1 Journalism ς National Programs:  Increasingly sophisticated audiences are already 

ƳƻǾƛƴƎ Ǉŀǎǘ btwΩǎ ŎǳǊǊŜƴǘ ŀǇǇǊƻŀŎƘ ǘƻ ƧƻǳǊƴŀƭƛǎƳ ŀƴŘ ǘƘŜ άǇǊƛŜǎǘƘƻƻŘέ ƻŦ btw ŜŘƛǘƻǊǎ ƛǎ 

constraining our reach and relevance. 
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Á ά²Ŝ ƘŀǾŜ ǘƘƛǎ ǾŜǊȅ ƪƛƴŘ ƻŦ W-ǎŎƘƻƻƭΣ ƛǘΩǎ-good-for-you approach to journalism and the 

audience has really shot past us in a lot of ways. They are very sophisticated about 

the way they receive their information, the way they dissect it, interpret it, and 

categorize it. You know ς what box do I put it into, how I trust this sourcŜ ƻǊ ŘƻƴΩǘΦέ 

Á ά¢ƘŜǊŜΩǎ ŀ ǇǊƛŜǎǘƘƻƻŘ ƻŦ ǘƘŜ ƴŜǿǎ ŜŘƛǘƻǊ ǘƘŀǘ Ƙŀǎ ǘƻ ŜǾƻƭǾŜ ŀƴŘ ƻǳǊ ƻǾŜǊŀƭƭ ŀŜǎǘƘŜǘƛŎ 

has got to incorporate more of our living vernacular. Think about it ς are we really 

speaking like the people around us speak?  We are not. ¢ƘŜȅΩǾŜ ǘƻƭŘ ǳǎ ǘhis over and 

over again. We are speaking like a very specific sub-section of the American public. 

²Ŝ ŀǊŜ ƘƻƭŘƛƴƎ ǾŜǊȅΣ ǾŜǊȅ ǘƛƎƘǘƭȅ ƻƴ ǘƻ ŀ ǿƻǊƭŘǾƛŜǿ ǘƘŀǘ ǎŀȅǎ ǿŜ ƪƴƻǿ ǿƘŀǘΩǎ ǊƛƎƘǘ 

ŀƴŘ ǿƘŀǘ ǇŜƻǇƭŜ ƴŜŜŘ ǘƻ ƪƴƻǿΦέ 

Á btwΩǎ ǎŜƴƛƻǊ Ƴanagement is not the issue. CEOs can come and go without making 

any real difference. ά[ŜǘΩǎ Ƨǳǎǘ ōŜ ƘƻƴŜǎǘ. NPR is run by the editors ς ǘƘŀǘΩǎ Ƨǳǎǘ ǿƘŀǘ 

it is. If Jay Kernis, who is as much a product of that building as anybody in the world, 

could only drive so much change through the building, that to me tells the story of 

how much NPR really is the editors. And so when you talk about our ability to grow 

ƻǊ ƴƻǘ ǘƻ ƎǊƻǿ ǘƘŜ ŀǳŘƛŜƴŎŜΣ ǘƻ ōŜ ǊŜƭŜǾŀƴǘ ƻǊ ƴƻǘ ǊŜƭŜǾŀƴǘ ƛƴ ǇŜƻǇƭŜΩǎ ƭƛǾŜǎΣ ǿƘŜƴ 

LΩƳ ǘŀƭƪƛƴƎ ŀōƻǳǘ ǘƘƛǎ ǇǊƛŜǎǘƘƻƻŘ ƻŦ ƧƻǳǊƴŀƭƛǎƳΣ ǘƘŀǘΩǎ ǿƘŀǘ LΩƳ ƭƻƻƪƛƴƎ ŀǘΦέ 

¤ 2.3 Journalism ς Integrated Online News:  Creating an integrated news site is a direction 

that will serve audiences in the ways they now seek to be served. But there will be real 

Ǌǳōǎ ǿƛǘƘ ǘƘŜ ƧƻǳǊƴŀƭƛǎƳ άǇǊƛŜǎǘƘƻƻŘέ ƛŦ ǿŜ ŀǊŜ serious about expanding and integrating 

our online journalism to include content from various sources. 

Á άLŦ ȅƻǳ ƭƻƻƪ ŀǘ ǘƘŜ ŀƳƻǳƴǘ ƻŦ ŎƻƴǎǳƳǇǘƛƻƴ ǘƘŀǘ ǘƘŜ ŀǾŜǊŀƎŜ ǇŜǊǎƻƴ ƘŀŘ ŘǳǊƛƴƎ ǘƘŜ 

presidential election of online sources, and you look at the power of some of these 

news aggregation sites, and you look at the influence of it, it shows that people are 

willing to go there. Especially when we start to talk in the online recommendations 

about how we would gather together content that is from outside our sphereΦέ 

Á ά{ƻƳŜ ƻŦ ǘƘŜ Ƴƻǎǘ ƛƴŦƭǳŜƴǘƛŀƭ ǇƭŀŎŜǎ όǘƻ ƛƴŎƭǳŘŜύ ŀǊŜ ƎƻƛƴƎ ǘƻ ōŜ ǘƘƛƴƎǎ ǘƘŀǘ ŀǊŜ ƎƻƛƴƎ 

to make the (NPR) news editors climb right out of their skin. LΩǾŜ ǎŜŜƴ ǇŜƻǇƭŜ ǎŀȅΣ ƛƴ 

ǿǊƛǘƛƴƎ ŀƴŘ ƛƴ ǇŜǊǎƻƴΣ ǘƘŀǘ ǘƘŜȅ Ƨǳǎǘ ŎƻǳƭŘƴΩǘ ŜǾŜǊ ƭƛƴƪ ǘƻ ǘƘƻǎŜ ǇƭŀŎŜǎ. (For example) 

ŀ ǾŜǊȅ ǊŜǎǇŜŎǘŜŘ ǇŜǊǎƻƴ ƛƴ ǘƘŜ ǇǳōƭƛŎ ǊŀŘƛƻ ǎǇƘŜǊŜ ǎŀƛŘ ǘƻ ƳŜΣ Ψ²Ŝ ŎƻǳƭŘ ƴŜǾŜǊ ƭƛƴƪ ǘƻ 

Talking Points Memo ōŜŎŀǳǎŜ ǘƘŀǘΩǎ ƻǳǘǎƛŘŜ ƻŦ ƻǳǊ ǾŀƭǳŜ ǎŜǘ.Ω  aŜŀƴǿƘƛƭŜΣ Talking 

Points Memo won a Polk award for the investigative work that they did to help to 

bring down Attorney General Alberto Gonzalez. So they are doing and living and 

providing the investigative work that public radio can no longer do but we declare 

them off-ƭƛƳƛǘǎ ōŜŎŀǳǎŜ ƻŦ ŀƭƭ ƻŦ ǘƘŜǎŜ ƻǘƘŜǊ ŎǊƛǘŜǊƛŀΦέ   

Á άLŦ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ ŦǳƭŦƛƭƭ ǎƻƳe of the aspirations that people have put into this 

ŘƻŎǳƳŜƴǘΣ ǘƘŜǎŜ ŀǊŜ ǘƘŜ ǊŜŀƭ Ψƴƻ-ƪƛŘŘƛƴƎΩ ǇƭŀŎŜǎ ǿƘŜǊŜ ǘƘŜ ƧƻǳǊƴŀƭƛǎƳ ŀƴŘ ǘƘŜ 
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audience are going to rub up against each other. And we are going to have to figure 

that out. 

¤ 4 The NetworkΥ  aƛƪŜƭ ƛǎ άǾŜǊȅ ǎǳǇǇƻǊǘƛǾŜ ƻŦ ŀƭƭ ƻŦ ǘƘŜ ƛƳǇǳƭǎŜǎ ƛƴ ǘƘŜ ŘƛƎƛǘŀƭ ǎǇŀŎŜǎΦέ  

There is no question of their value or importance in growing audience service. They can 

ƘŜƭǇ ƛƴ ƳŀƪƛƴƎ ǎǘŀǘƛƻƴǎ άƳƻǊŜ ǇƻǊƻǳǎέ ǘƻ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘƛŜǎ. But this is also an area 

where more humility, less walling-off behavior and more nuanced approaches are 

needed.  

Á ά²ƘŜƴ ȅƻǳ ƭƻƻƪ ŀǘ ǘƘŜ ǇƘǊŀǎŜ ΨǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ŎǊŜŀǘŜ ǇǳōƭƛŎǎ ŀǊƻǳƴŘ ƛǎǎǳŜǎ ŀǊƻǳƴŘ 

interests and communities,Ω ǘƘŜǊŜ ƛǎ ƘǳōǊƛǎ ƛƴ ǘƘŜǊŜ ǘƘŀǘ ƛǎ ǇǊƻŦƻǳƴŘ. There are 

communities that exist in America that are very vibrant, that are getting things done, 

that are having a huge influence in the world around us, that if we would go out and 

ƳŀƪŜ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ǿƛǘƘ ǘƘŜƳ ǎƻ Ƴŀƴȅ ƻŦ ǘƘŜǎŜ ƻǾŜǊƭŀǇǇƛƴƎ Ǝƻŀƭǎ ǘƘŀǘ ǿŜΩǾŜ ƭŀƛŘ ƻǳǘ 

would be rapidly advanced. But it is this idea that we are going to go out and create 

publics. ¢ƘŜ ǇǳōƭƛŎ ƛǎ ǇŜǊŦŜŎǘƭȅ ŦƛƴŜΣ ǘƘŜȅ ŘƻƴΩǘ ƴŜŜŘ ǳǎΦέ   

Á This relates back to his earlier points about the existing journalism paradigm and its 

counter-posing practice of the editorial meeting where professionals determine the 

news agenda for the day and tell people what they need to know. ά¢ƘŜǊŜΩǎ ŀ ǊŜŀƭ Ǌǳō 

there. L ǘƘƛƴƪ ŀ ƳƻǊŜ ƴǳŀƴŎŜŘ ǊŜƭŀǘƛƻƴǎƘƛǇ ƛƴ ŀƭƭ ǘƘƛǎ ƛǎ ƴŜŜŘŜŘΦέ  Lƴ ǘƘƛǎ ǊŜƎŀǊŘ aƛƪŜƭ 

was very happy to see the discussion and recommendations about developing new 

editorial frameworks in regard to local journalism. IŜ ŦƻǳƴŘ ǘƘŜƳ άǾŜǊȅΣ ǾŜǊȅ ǎǘǊƻƴƎέ 

and important. ά²Ŝ ƴŜŜŘ ǘƻ Ǝƻ ƻǳǘ ŀƴŘ Řƻ ƳƻǊŜ ǿƛǘƘ ǘƘŀǘΦέ 

Á Lƴ ǿƻǊƪƛƴƎ ƛƴ ǘƘŜ άƴŜǘǿƻǊƪέ ǎǇŀŎŜ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ǘƘƛƴƪ ƴƻǘ Ƨǳǎǘ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ Ǌƻƭe 

ƻŦ ƴŜǿ ŜƭŜŎǘǊƻƴƛŎ ǇƭŀǘŦƻǊƳǎ ŀƴŘ ŀǇǇƭƛŎŀǘƛƻƴǎ ōǳǘ ŀƭǎƻ ǿƘŀǘ ƛǎ ōŜƛƴƎ ŘƻƴŜ άŦŀŎŜ ǘƻ 

face, real-ǘƛƳŜΣ ƛƴ ǘƘŜ ŎƻƳƳǳƴƛǘȅΣ ǎƛǘǘƛƴƎ ŀŎǊƻǎǎ ǘƘŜ ǘŀōƭŜ ŦǊƻƳ ǇŜƻǇƭŜέ ŀǎ ǿŜƭƭ ŀǎ 

through traditional media. ¢ƘŜ άŜȄǇŜǊƛŜƴǘƛŀƭ ǉǳŀƭƛǘȅέ ƻŦ ŀƴ ƻƴƭƛƴŜ ŎƻƳƳǳƴƛǘȅΣ ŀ 

town-hall meeting and man-on-the-street interviewing is different for each. One 

ŎŀƴΩǘ ōŜ ŀ ǎǳōǎǘƛǘǳǘŜ ŦƻǊ ǘƘŜ ƻǘƘŜǊ ŀƴŘ ŀƭƭ ƴŜŜŘ ǘƻ Ŏƻ-exit. 

¤ 5 Market Strategies, Station Solutions:  It is time for the system to stop subsidizing 

ǎǘŀǘƛƻƴǎ ǘƘŀǘ άŀǎǎƛŘǳƻǳǎƭȅ ǊŜŦǳǎŜέ ǘo take proven actions to improve their audience 

service. !ƴŘ ƘŜ ōŜƭƛŜǾŜǎ ǘƘƛǎ ŦǊƻƳ ǘƘŜ ǇŜǊǎǇŜŎǘƛǾŜ ƻŦ ōŜƛƴƎ ŀǘ ƻƴŜ ƻŦ ǘƘŜ ǎȅǎǘŜƳΩǎ άƎǊŜŀǘέ 

ǳƴŘŜǊǇŜǊŦƻǊƳƛƴƎ ǎǘŀǘƛƻƴǎ ŀƴŘ ƛƴ ŀ Ŏƛǘȅ άǿƘŜǊŜ ǘƘŜ ǊŜǎǘ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅ ƛǎ ǊŜŀŘȅ ǘƻ ǾƻǘŜ ƛƴ ŀ 

very cold Darwinian way on our future and our livesΦέ 

Á άL ǘƘƛƴƪ ƛǘΩǎ ǘƛƳŜ ŦƻǊ ǳǎ ǘƻ ǎǘŀǊǘ ǎŜŜƛƴƎ ǎƻƳŜ ǇǳōƭƛŎ ǊŀŘƛƻ ǎǘŀǘƛƻƴǎ Ǝƻ ŀǿŀȅ. If public 

radio stations cannot adjust their operations and become market compatible, 

develop market responsive operations, figure out how to articulate their brand, 

figure out how to market themselves effectively, figure out how to use decade-long 

proven practices on on-air promotions and scheduling -- if people are still at the state 
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now in 2009 where they are assiduously refusing to put the things that have been 

ƭŜŀǊƴŜŘ ƛƴǘƻ ǇƭŀŎŜΣ ǿƘȅ Řƻ ǿŜ ƘŀǾŜ ǘƻ ƪŜŜǇ ǎǳōǎƛŘƛȊƛƴƎ ǘƘŜƳΚ  ²ƘȅΚέ 

άLŦ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ ƎŜǘ ǎŜǊƛƻǳǎ ŀōƻǳǘ ǘƘƛǎ ǎǘǳŦŦ ǿŜ Ƨǳǎǘ ƘŀǾŜ ǘƻ ǎǘƻǇ ŀŎŎŜǇǘƛƴƎ ǘƘŜǎŜ 

things. !ƴŘ LΩƳ ƭƻƻƪƛƴƎ ŀǘ ǘƘƛǎ ǿƛǘƘ Ƴȅ ǎǘŀǘƛƻƴ ²59¢. It was perfectly fine for the 

public radio system to have the main channel in Detroit, the number 11 market in the 

country, slide right into the abyss.  At the same time people were saying we need to 

serve different audiences and all of these other absolutely right agenda items, the 

station that serves one of the largest black cities in America was disappearing. And 

ǘƘŜǊŜ ǿŀǎƴΩǘ ŀ ŎƻƎƴƛǘƛǾŜ ŘƛǎǎƻƴŀƴŎŜ ǘƻ ǘƘŀǘ ōŜŎŀǳǎŜ ƛǘΩǎ ŀ ƳŀǘǘŜǊ ƻŦ ƭƻŎŀƭ ƎƻǾŜǊƴŀƴŎŜ 

and everything else. But if we are at the same time going to say we have this national 

impuƭǎŜΣ ǿŜ ƘŀǾŜ ǘƻ ŎǊŜŀǘŜ ǎƻƳŜ ƪƛƴŘ ƻŦ ŀ Ǌǳō ǘƘŜǊŜΦέ 

Á Mikel believes that treating station underperformance as a national issue, creating a 

ǊŜŀƭ άǊǳōέ ŀǊƻǳƴŘ ƛǘΣ ŀƴŘ ƛƴǎǘƛǘǳǘƛƴƎ ŦƛƴŀƴŎƛŀƭ ǇǊŜǎǎǳǊŜǎ ǿƻǳƭŘ ǳƭǘƛƳŀǘŜƭȅ ōŜƴŜŦƛǘ ǘƘŜ 

constituents of the stations and their licensees (communities, audiences, advisory 

boards, etc.).  

¤ 6 MarketingΥ  ¢Ƙƛǎ ƛǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ŀǊŜŀ ŀƴŘ άwe have to push it so much further than 

what is articulated hereΦέ  The two specific recommendations made are of the sort that 

has been done for years with no measurable impact. 

¤ 8 Follow-up and AccountabilityΥ  !ǎ ŘŜǘŀƛƭŜŘ ŜŀǊƭƛŜǊΣ ƛǘ ƛǎ ǘƛƳŜ ŦƻǊ ǘƘŜǊŜ ǘƻ ōŜ ǊŜŀƭ άŎŀǊǊƻǘǎ 

ŀƴŘ ǎǘƛŎƪǎέ ŦƻǊ ƛƴŎǊŜŀǎƛƴƎ ŀǳŘƛŜƴŎŜ ǎŜǊǾƛŎŜΣ ƛƴŎƭǳŘƛƴƎ ǳǎŜ ƻŦ /t. /{D ŦǳƴŘƛƴƎΦ 

2. Recommendations resonating most strongly for their station and market 

¤ 2.1 Journalism ς National ProgramsΥ  ¢ƘŜ άǇǊƛŜǎǘƘƻƻŘέ ƻŦ btw ƧƻǳǊƴŀƭƛǎƳ ǘƘŀǘ ƛǎ ŀƴ ƛǎǎǳŜ 

nationally also has a negative downstream effect on building an authentic local voice for 

WDET. 

Á  άLΩƳ ƴƻǿ ƛƴ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴ ǿƘŜǊŜ LΩƳ ƭƻƻƪƛƴƎ at the downstream effects of that. I 

look at the way that the thinking and the approach to news and everything has been 

ǎƘŀǇŜŘ ƛƴ Ƴȅ ōǳƛƭŘƛƴƎ ǊƛƎƘǘ ƴƻǿ ŀƴŘ ƛǘ ƛǎ ǎƻ ƳǳŎƘ ǘƘŜ ƛƴŦƭǳŜƴŎŜ ƻŦ ǘƘŜǎŜ ŦƻƭƪǎΩ 

interactions with the national voice.  The way that the bar has been set for 

ǇǊƻŦŜǎǎƛƻƴŀƭ ŘŜǾŜƭƻǇƳŜƴǘ ƛǎ ΨƘƻǿ Ƴŀƴȅ ǇƛŜŎŜǎ ŘƛŘ ȅƻǳ ƭŀƴŘ ƛƴ ǘƘŜ ƴŀǘƛƻƴŀƭΩΦ {ƻ ǘƘŀǘ 

ƳŜŀƴǎ ȅƻǳΩǾŜ Ǝƻǘ ǘƻ Ǉǳǘ ȅƻǳǊǎŜƭŦ ƛƴǘƻ ǘƘŜ ǎȅǎǘŜƳΦ tŜƻǇƭŜ ƭŜŀǊƴ Ƙƻǿ ǘƻ ŎƻƴŦƻǊƳ ǘƻ 

ǘƘŀǘ ŀƴŘ ǎǇŜŀƪ ƛƴ ǘƘŀǘ ǾƻƛŎŜΦέ 

Á Striving to create an authentic and relŜǾŀƴǘ ǾƻƛŎŜ ŦƻǊ ²59¢ ƛǎ ŀ άǊŜŀƭƭȅ ŎƻƳǇƭƛŎŀǘŜŘ 

ǘƘƛƴƎέ ƎƛǾŜƴ ǘƘŀǘ ƛǘ ǎŜǊǾŜǎ ōƻǘƘ ǎǳōǳǊōŀƴ hŀƪƭŀƴŘ /ƻǳƴǘȅΣ ƻƴŜ ƻŦ ǘƘŜ ǿŜŀƭǘƘƛŜǎǘ 

counties in America, and Wayne County, which includes the city of Detroit. 

άwŜŎƻƴŎƛƭƛƴƎ ǘƘŜ ǘƻƴŀƭƛǘȅ ōŜǘǿŜŜƴ hŀƪƭŀƴŘ Ŏƻǳƴǘȅ ŀƴŘ ²ŀyne county and looking at 

ǘƘŜ ƛƳǇŀŎǘ ǘƘŜƴ ƻŦ ǘƘŜ bŀǘƛƻƴŀƭ tǳōƭƛŎ wŀŘƛƻ ǾƻƛŎŜΣ ǘƘƛǎ ƛǎ ŜȄŀŎǘƭȅ ǿƘŀǘ LΩƳ ǘŀƭƪƛƴƎ 
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ŀōƻǳǘΦέ  .ǳǘ ŘŜǎǇƛǘŜ ǘƘŜ ŘƛŦŦŜǊŜƴŎŜǎΣ ǇŜƻǇƭŜ ƛƴ ōƻǘƘ ŎƻǳƴǘƛŜǎ ƘŀǾŜ άǎƘƻǘ ǿŀȅ Ǉŀǎǘ 

ǿƘŜǊŜ btw ƛǎΦέ 

¤ 4 The Network:  For Mikel at WDET, the most important networks to be built are the 

άǎƘƻŜ ƭŜŀǘƘŜǊέ ŎƛǾƛŎ ƴŜǘǿƻǊƪǎ ǊŀǘƘŜǊ ǘƘŀƴ ŜƭŜŎǘǊƻƴƛŎ-based networks.  

Á Building them is essential to revitalizing WDET. ά¢ƘŀǘΩǎ ǿƘŀǘ LΩƳ ƭƛǾƛƴƎ ǿƛǘƘ ƻƴ ŀ Řŀƛƭȅ 

basis right now. ¢ƘŜ ǿŀȅ LΩƳ ŀǇǇǊƻŀŎƘƛƴƎ ǊŜǾƛǘŀƭƛȊƛƴƎ ǘƘƛǎ ǊŀŘio station is very much a 

ƳŀǘǘŜǊ ƻŦ ƭƻŎŀƭ ǇƻƭƛǘƛŎǎΤ ƛǘΩǎ ǎƘƻŜ ƭŜŀǘƘŜǊ ǇƻƭƛǘƛŎǎΦ L ƘŀǾŜ ǘƻ ƎŜǘ ƻǳǘ ŀƴŘ ŀǎƪ ŦƻǊ 

ǎƻƳŜōƻŘȅΩǎ ǾƻǘŜ ǇǊŜǘǘȅ ƳǳŎƘ ŜǾŜǊȅ Řŀȅ Χ L ƘŀǾŜ ǘƻ ōŜ ǎƘŀƪƛƴƎ ƘŀƴŘǎΣ ǘƻ ōŜ ƛƴ ǘƘŜƛǊ 

offices. Or we have to be in their neighborhoods, in their church basements, meeting 

ǘƘŜƳ ǿƘŜǊŜ ǘƘŜȅ ƭƛǾŜ ŀƴŘ ƎŜǘǘƛƴƎ ǿƛǘƘ ǘƘŜƳ ƻƴ ǘƘŜ ƛǎǎǳŜǎ ǘƘŀǘ ǘƘŜȅ ŎŀǊŜ ŀōƻǳǘΦέ 

Á Building these direct networks is also key to several other recommendation areas of 

the report, most notably 1 Inclusiveness, 2 Journalism and 6 MarketingΣ ǘƘƻǳƎƘ ƛǘΩǎ 

ƎƻƻŘ ǘƘŀǘ ǘƘŜ ǊŜǇƻǊǘ ƘƛƎƘƭƛƎƘǘǎ άƴŜǘǿƻǊƪǎΩ ŀǎ ŀ ŎǊƛǘƛŎŀƭ ŘƛƳŜƴǎƛƻƴ ƛƴ ƛǘǎŜƭŦΦ 

3. Important recommendations or perspectives missing from the report 

(See the comments above.) 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ More humility and less hubris. 

¤ A willingness to have change-making conversations. άLǘ Ƨǳǎǘ ƪŜŜǇǎ ŎƻƳƛƴƎ ōŀŎƪ ǘƻ ƻǳǊ 

willingness to have change-making conversations with people who are not currently 

engaged in what we are doing -- and then having that change us. ̧ ƻǳ ŎŀƴΩǘ Ƨǳǎǘ ƘŀǾŜ ǘƘŜ 

conversation; you then have to actually change what you do. And I think the people who 

have led our diversity activity for all of this time, they need to be changed too because 

clearly we are not making a difference there. 

Additional notes: 

¤ Mikel makes a point of noting that his current perspectives have been shaped by his 

recent changes in locale. άGoing from the hub to the fringe ς from WNYC and New York 

City to WDET and Detroit ς and watching the conversations through these different 

ƭŜƴǎŜǎΣ ǘƘŀǘΩǎ ǿƘŀǘ ƘŜƭǇŜŘ ǘƻ ǎƘŀǊǇŜƴ Ƴȅ ǘƘƛƴƪƛƴƎ ƻƴ ǘƘƛǎΦέ 

¤ .ŜƛƴƎ ƛƴ 5ŜǘǊƻƛǘ Ƙŀǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ǇǳǎƘŜŘ Ƙƛǎ ǘƘƛƴƪƛƴƎΣ ƎƛǾŜƴ ǘƘŜ ŎƛǘȅΩǎ ŎǳǊǊŜƴǘ ǇƭŀŎŜ ƛƴ ǘƘŜ 

ƴŀǘƛƻƴŀƭ ǎŎŜƴŜΦ ά¢ŀƪŜ ǘƘŜ ŎƘŜŎƪƭƛǎǘ ƻŦ ǘƘŜ ƳŀƧƻǊ ƛǎǎǳŜǎ ǘƘŀǘ ŀǊŜ ŎƻƴŦǊƻƴǘƛƴƎ ǘƘŜ ¦ƴƛǘŜŘ 

States right now and Detroit pretty much has all of them. So a lot of people in United 

States in many different sectors ς education, governmental reform, corporate structures, 

not for profit reform, all these different areas ς are all targeting Detroit right now as the 
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place to launch their incubator projects because they see that if they make impact here, 

ǘƘŜƴ ƛǘ ƛǎ ǳǘǘŜǊƭȅ ǘǊŀƴǎǇƻǊǘŀōƭŜ ǘƻ ƻǘƘŜǊ ǇƭŀŎŜǎ ƛƴ ǘƘŜ ŎƻǳƴǘǊȅΦέ 

¤ IŜΩǎ ǇŀǎǎƛƻƴŀǘŜ ǘƘŀǘ ǇǳōƭƛŎ ǊŀŘƛƻ Ŏŀƴ ōŜ ŀ ǇŀǊǘ ƻŦ ǘƘƛǎ ǘǊŀƴǎŦƻǊƳŀǘƛƻƴ ƛŦ ƛǘ ǘŀƪŜǎ ŀƴ ŀŎǘƛǾƛǎǘ 

ǊƻƭŜΦ άL ōŜƭƛŜǾŜ ǘƘŀǘ ǿŜǊŜ ǇǳōƭƛŎ ǊŀŘƛƻΣ ǿƛǘƘ ƛǘǎ ƛƴǘŜƴǎŜ ŀƴŘ ǾŜǊȅ ǊŜŀƭ ōŜƭƛŜŦ ƛƴ ǘƘŜ ǇƻǿŜǊ ƻŦ 

mission, to swing around and get serious, get tangible and measurable about the change 

in our culture -- not just observe and report on our culture but actually get in there and 

get real about playing a role -- then I believe that we could really be the vanguard for 

ǿƘŀǘ ǘƘŜ ŎƻǳƴǘǊȅ ǎŀȅǎ ƛǘ ǿŀƴǘǎΦ ²Ŝ ŎƻǳƭŘ ǘŀǇ ǘƘŜ ȊŜƛǘƎŜƛǎǘ ŀƴŘ Řƻ ǎƻƳŜǘƘƛƴƎ ǿƛǘƘ ƛǘΦέ  

 



grow the audience  

                  Conversations with Public Media Leaders 
 

         46 

 

 

KIT JENSEN 
Chief Operating Officer, ideastream®, Cleveland, Ohio 

Board of Directors, Public Radio International 

Key points 

 

¤ The report focuses on tactics and quantitative goals rather than setting a compelling vision. 

¤ The report is too narrowly and traditionally framed both in its view of the role public media 

can play in the U.S and its conception of media itself. 

¤ This sort of effort needs to start with local community ascertainment and drive content and 

platform priorities from there. 

¤ ¢ƘŜ ǊŜǇƻǊǘ ŀƭǎƻ Ŏƻƴǘŀƛƴǎ Ƴŀƴȅ άŀōǎƻƭǳǘŜƭȅ ǿƻƴŘŜǊŦǳƭέ ƛŘŜŀǎ ŀƴŘ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ and Kit 

is enthused. 

Points by question area (and detail on key points) 

Prefacing remarks: 

Kit made a point of beginning the interview with an explanation of the background and biases 

she brings to her remarks:   

- {ƘŜ ŀƴŘ ƘŜǊ ƻǊƎŀƴƛȊŀǘƛƻƴ ƘŀǾŜ άōƛǘ ƘŀǊŘέ ŀt truly transformational change. 

- {ƘŜ Ƙŀǎ ŀ ŎƭŜŀǊ ǾƛŜǿǇƻƛƴǘ ƻƴ ƳǳƭǘƛƳŜŘƛŀΥ  άLƴ ǘƻŘŀȅΩǎ ǿƻǊƭŘ ǿŜ Ŏŀƴƴƻǘ ǘƘƛƴƪ ƴŀǊǊƻǿƭȅ ŀōƻǳǘ 

the use of media. !ƴȅ ƳŜŘƛǳƳΩǎ ǎǳŎŎŜǎǎ ƛǎ ƎƻƛƴƎ ǘƻ ōŜ ōŀǎŜŘ ƻƴ ƛǘǎ ǊŜƭŀǘƛƻƴǎƘƛǇ ǘƻ ŀƭƭ 

ƳŜŘƛŀΦέ   

- {ƘŜ Ǌǳƴǎ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴ άǿƘŜǊŜ ǿŜ made radio and television essentially just disappear 

other than as servicesΦέ  All staff works in all streams.  

She also frames her thinking from a starting point of community/market ascertainment, which 

defines needs for which you then develop strategy, which then defines content, for which you 

then determine distribution.  

For ideastream this orientation and process is reflected in the four goals of its strategic plan: 

1. CƻǎǘŜǊ ŀǇǇǊŜŎƛŀǘƛƻƴΣ ŎƻƴǘŜȄǘ ŀƴŘ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ ǊŜƎƛƻƴΩǎ ŀǎǎŜǘǎ ŀƴŘ ŎƘŀƭƭŜƴƎŜǎ 

through content acquisition and creation for distribution through radio, T.V., cable, fixed 

media, and the web.  
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2. Establish regional awareness of our branded multiple channels and distribution streams. 

3. Increase the number of formal partnerships to leverage assets over time.  

4. Maintain service reliability and financial stability by investing in and realigning program 

administrative and development resources as necessary. 

Given this orientation, Kit found it difficult to respond to the questions in terms of the rŜǇƻǊǘΩǎ 

sections and recommendations. Consequently, most of her comments are included in the 

άhǾŜǊŀƭƭ ǊŜŀŎǘƛƻƴǎέ ǎŜŎǘƛƻƴ ōŜƭƻǿ. Cross-ǊŜŦŜǊŜƴŎŜǎ ǘƻ ǘƘŜ ǊŜǇƻǊǘΩǎ ǎŜŎǘƛƻƴǎ ŀƴŘ 

recommendations are provided where possible. 

0. Overall reactions:  

¤ The greater vision is missing. The report focuses on tactics and quantitative goals rather 

than setting a compelling vision. 

Á ά¢ƘŜǊŜ Ƙŀǎ ǘƻ ōŜ ŀ ǎǘǊƻƴƎ Ǿƛǎƛƻƴ ŀƴŘ L ǘƘƛƴƪ ǘƘŜ Ǿƛǎƛƻƴ ƛǎ ǘƘŜ ǇƛŜŎŜ ǘƘŀǘ ǿŜΩǊŜ ƳƛǎǎƛƴƎ 

ƘŜǊŜΦέ 

Á The preface of the report starts with the quote from Jon McTaggert: "We need a big 

idea, a vision, a coalescing imperative . . . something aspirational."  Rather than 

ǇǊƻǾƛŘƛƴƎ ǎǳŎƘ ŀ ǾƛǎƛƻƴΣ ǘƘŜ ǊŜǇƻǊǘ ǇǊƻǾƛŘŜǎ ŀ ŎƻƭƭŜŎǘƛƻƴ ƻŦ άǘŀŎǘƛŎŀƭ ǊŜǎǇƻƴǎŜǎέ ŀƴŘ ŀ 

quantitative goal.   

Á This focus on tactics reflects how the system learned to work over the years to improve 

to a point of quantifiable outcomes ς ōǳǘ άwe got caught up in belief systems about 

what (tactics) made it work or not work and we thought that was really the end result. 

Kit emphasized that tactics are not an end result.  ²Ŝ ŀƭǎƻ ƭŜŀǊƴŜŘ άȅƻǳΩǾŜ Ǝƻǘ ǘƻ 

quantify itΦέ 

Á Kit loves the aŀǊƪ wŀƳǎŜȅ ǉǳƻǘŜ ά¸ƻǳ ŀǊŜ ŘǊŜŀƳ ƳŀƪŜǊǎΦέ  To her mind the vision 

ƴŜŜŘǎ ǘƻ ōŜ ŦǊŀƳŜŘ ŀŎŎƻǊŘƛƴƎƭȅΥ ά¦ƭǘƛƳŀǘŜƭȅ ŀ Ǿƛǎƛƻƴ Ƙŀǎ ǘƻ ōŜ ŀōƻǳǘ ǎŜǊǾƛŎŜ ŀƴŘ 

creating a better life. And I would define better life as more satisfying, more thoughtful, 

more connected, more useful. It is bold and audacious to think that a tiny industry could 

in fact create a better life for the bulk of the US population. But I believe that public 

broadcastƛƴƎ Ƙŀǎ ǘƘŀǘ ŀōƛƭƛǘȅΦέ 

¤ The report is too narrowly and traditionally framed both in its view of the role public media 

can play in the U.S and its conception of media itself. 

Á Our conception of the role we should play is understated. άL ǘƘƛƴƪ ǘƘŀǘ ƛŦ ǿŜ ōŜƭƛŜve in 

the mission of public service media -- public broadcasting, public radio and public 

television, all that mix -- I think that what we have to do is serve people and we have to 

do so in ways which are consistent with their values and believe that our role is: first, 

public service and second, education. This report hints at that, sometimes it is even 
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ǊŜŦŜǊŜƴǘƛŀƭ ǘƻ ƛǘΣ ōǳǘ ƛǘ ƳƛǎǎŜǎ ŀ ōƛƎ ōŜǘ ōȅ ƴƻǘ ƭƻǳŘƭȅ ǇǊƻŎƭŀƛƳƛƴƎ ƛǘ ŀƴŘ ǎŀȅƛƴƎΣ ΨǿŜ ŀǊŜ it 

ŦƻǊ ǘƘŜ ¦{Ω. !ƴŘ L ŘƻƴΩǘ ƳŜŀƴ Ƨǳǎǘ ǇǳōƭƛŎ ǊŀŘƛƻΦέ 

Á Our audiences already see us playing this vital role. άL ǘƘƛƴƪ ǘƘŜ ŀǳŘƛŜƴŎŜ ƛǎ ŀŎǘǳŀƭƭȅ ǾŜǊȅ 

consistent about their viewpoint about public broadcasting. They value it. They see it as 

informational, as educational, and as public service. But that means in their head that 

we are as much about culture and arts as we are about news. It is as much about 

education, it is as much about protecting the environment ς ƛǘΩǎ ŀǎ ƳǳŎƘ ŀōƻǳǘ ƭƻǘǎ ƻŦ 

ŘƛŦŦŜǊŜƴǘ ǘƘƛƴƎǎΦέ 

Á aƻǊŜƻǾŜǊΣ ŦǳƴŘŜǊǎ ƘŀǾŜ ǘƘƛǎ ǎŀƳŜ άǎŜǊǾƛŎŜέ ŜȄǇŜŎǘŀǘƛƻƴ ƻŦ ǇǳōƭƛŎ media that is not at all 

bounded by medium. άL ŀƳ ōŜƛƴƎ ŀǎƪŜŘ ǘƻŘŀȅ ōȅ ŎƻǊǇƻǊŀǘƛƻƴǎΣ ōȅ ƳŀƧƻǊ ŦƻǳƴŘŀǘƛƻƴǎΣ 

Ψ²ƘŜƴ ƴŜǿǎǇŀǇŜǊǎ Ǝƻ ŀǿŀȅΣ ǿƘŀǘ ƛǎ ȅƻǳǊ ǊƻƭŜ ƎƻƛƴƎ ǘƻ ōŜΚ  !ǊŜ ȅƻǳ ƎƻƛƴƎ ǘƻ ǎǘŜǇ ǳǇ ǘƻ 

ǘƘŜ ǇƭŀǘŜΚΩ  !ƴŘ ǿƘŀǘ ǘƘŜȅ ŘƻƴΩǘ ƳŜŀƴ ƛǎ ƻƴƭȅ ƛƴ ǊŀŘƛƻ ŀƴŘ ǘŜƭŜvision. They mean any 

way and in any form that the audience wants it in. Which could include print, could 

include text, could include messaging, and could include more static web deliveries, the 

ǿŀȅ Ƴƻǎǘ ƴŜǿǎǇŀǇŜǊǎ ŀǊŜ ŘŜƭƛǾŜǊƛƴƎ ǘƻŘŀȅΦέ 

Á Defining the goal ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ƎǊƻǿǘƘ ƻŦ ǘƘŜ ǇǳōƭƛŎ ǊŀŘƛƻ ŀǳŘƛŜƴŎŜ ƛǎ άōŜƴƛƎƴΦέ  

άThere ƛǎ ƴƻǘƘƛƴƎ ǿǊƻƴƎ ǿƛǘƘ ƛǘΦέ  .ǳǘ ƛǘ ƛǎ ƭƛƳƛǘƛƴƎ ŀƴŘ ƳƛǎǎŜǎ ǘƘŜ Ŧǳƭƭ ǇƻǘŜƴǘƛŀƭ. ά!ǎ 

ǿƻƴŘŜǊŦǳƭ ŀǎ ǇǳōƭƛŎ ǊŀŘƛƻ ƛǎΣ ƛƴ ǘƻŘŀȅΩǎ ǿƻǊƭŘΣ ƛǘ ŘƻŜǎƴΩǘ ǘƻǳŎƘ ǘƘŜ ŀǳŘƛŜƴŎŜ ǘƘŀǘ ǇǳōƭƛŎ 

television ƘŀǎΦέ  ¢ƘŜ ǇǊƻōƭŜƳ ƛǎ ǘƘŀǘ ǘƘŜǊŜ ŀǊŜ άǎƻ Ƴŀƴȅ ōŜƭƛŜŦ ǎȅǎǘŜƳǎ ŀǊƻǳƴŘ ǘƘŜ 

industry in radio, television, and the web that are attitudinal rather than data based. 

They limit the thinking within the system and overlook the possibilities that exist when 

you look from the local community outward. From that audience-centered perspective 

you can then consider the relationships and strengths and weakness of any delivery 

ǎȅǎǘŜƳΦέ 

¤ Too many tactics. ¢ƘŜ ǊŜǇƻǊǘ ŎƻǾŜǊǎ Ƴŀƴȅ ǘŀŎǘƛŎǎ ǿƛǘƘƻǳǘ ŘƛǎŎŜǊƴƛƴƎ ǿƘŀǘΩǎ ǊŜŀƭƭȅ ƛƳǇƻǊǘant 

ŀƴŘ ƛǘǎ ǾŜǊȅ ǘǊŀŘƛǘƛƻƴŀƭ ŦǊŀƳƛƴƎ ŘƻŜǎƴΩǘ ƎŜǘ ǘƻ ǘƘŜ ŜǎǎŜƴŎŜ ƻŦ ǿƘŀǘΩǎ ǳƴƛǉǳŜ ƻǊ ǇǊƻǾƛŘŜ 

something memorable. 

Á ά²ƘŜƴ ȅƻǳ ƘŀǾŜ ǘƻƻ Ƴŀƴȅ ǘŀŎǘƛŎǎ ƛǘΩǎ ǾŜǊȅ ƘŀǊŘ ǘƻ ƳŀƪŜ ŀƴȅ ƻŦ ǘƘŜƳ ǿƻǊƪ ǾŜǊȅ ǿŜƭƭ. 

And I saw too many tactics. I also would say that I would be very concerned if my staff 

came to me with this kind of strategic plan. L ǿƻǳƭŘ ǎŀȅΣ ƎƻƻŘ ǎǘŀǊǘΣ ƴƻǿ ǘŜƭƭ ƳŜ ǿƘŀǘΩǎ 

ǊŜŀƭƭȅ ŎǊƛǘƛŎŀƭƭȅ ƛƳǇƻǊǘŀƴǘΦέ 

Á ά²Ƙŀǘ ȅƻǳ ǊŜŀƭƭȅ ƘŀǾŜ ƘŜǊŜΣ ƴƻ ƳŀǘǘŜǊ ǿƘŀǘ ǘƘŜ ǿƻǊŘǎ ŀǊŜΣ ƛǎ ŀ ŦƛǾŜ-point plan which is 

very traditional. LǘΩs not un-ǘǊŀŘƛǘƛƻƴŀƭΦ LǘΩǎ ŀōƻǳǘ ŀǳŘƛŜƴŎŜǎΣ ƛǘΩǎ ŀōƻǳǘ ŎƻƴǘŜƴǘΣ ƛǘΩǎ 

ŀōƻǳǘ ŘŜƭƛǾŜǊȅ ǎȅǎǘŜƳǎΣ ƛǘΩǎ ŀōƻǳǘ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ǇǊƻƳƻǘƛƻƴ ŀƴŘ ƛǘΩǎ ŀōƻǳǘ 

development. It works like any business plan. Lǘ ŀŎǘǳŀƭƭȅ ƘŀǎƴΩǘ ƘƻƴŜŘ ƛƴ ƻƴ ǿƘŀǘ ƛǎ 

ǳƴƛǉǳŜ Χ ǿƘŀǘ ǿŜ ǿƻǳƭŘ ǿŀƴǘ to make sure we included if we were going to build it 

ŀƎŀƛƴΦέ 
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Á !ƭƻƴƎ ǿƛǘƘ ŀ ŎƻƳǇŜƭƭƛƴƎ ǾƛǎƛƻƴΣ Yƛǘ ōŜƭƛŜǾŜǎ άƛǘ ƛǎ ǊŜŀƭƭȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ƴƻǘ ƘŀǾŜ ƳƻǊŜ ǘƘŀƴ 

ŦƛǾŜ ƳŜƳƻǊŀōƭŜ ǘƘƛƴƎǎ ǘƘŀǘ ȅƻǳ ŀǊŜ ŀŎǘǳŀƭƭȅ ƎƻƛƴƎ ǘƻ Řƻ Χ LŦ ȅƻǳΩǊŜ ǊŜŀƭƭȅ ƎƻƛƴƎ ǘƻ ōŜ 

ŜŦŦŜŎǘƛǾŜΤ ƛǘΩǎ Ǝƻǘ ǘƻ ōŜ ƴŀǊǊƻǿŜŘ ŘƻǿƴΦέ 

¤ wŜƎŀǊŘƭŜǎǎ ƻŦ ǘƘŜǎŜ ŎǊƛǘƛǉǳŜǎΣ Yƛǘ ŀƭǎƻ ǎŜŜǎ ǘƘŜ ǊŜǇƻǊǘ ŀǎ ŎƻƴǘŀƛƴƛƴƎ Ƴŀƴȅ άŀōǎƻƭǳǘŜƭȅ 

ǿƻƴŘŜǊŦǳƭέ ƛŘŜŀǎ ŀƴŘ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ. άL ŦƻǳƴŘ ƳȅǎŜƭŦ ƳŀǊƪƛƴƎ ŀ ƭƻǘ ƻŦ ǇƭŀŎŜǎ ǿƛǘƘ 

exclamation points and saying yes, yes. I just wish I had another 50 years left in my work life 

ōŜŎŀǳǎŜ ƛǘΩǎ ŦŀǎŎƛƴŀǘƛƴƎΦέ  {ƘŜ ƛǎ ŀƭǎƻ ǾŜǊȅ ŀǇǇǊŜŎƛŀǘƛǾŜ ŀƴŘ ŎƻƳǇƭƛƳŜƴǘŀǊȅ ƻŦ ǘƘŜ ǘŜǊǊƛŦƛŎ 

amount of effort and time that people have devoted to developing it ς and appreciates 

being asked for her viewpoint. She looks forward to participating further. 

1. Recommendations resonating most strongly for public radio as a whole 

Kit did not generally identify particular recommendations in the report that resonate with 

her. She did, however, identify the topics or themes that do resonate with her and cross-

referenced some of the GTA report recommendation to them. 

¤ Audience and community ascertainment. The framing for this sort of initiative (GTA) 

ǎƘƻǳƭŘ ǎǘŀǊǘ ǿƛǘƘ ƭƻŎŀƭ ŎƻƳƳǳƴƛǘȅ ƭŜŀŘŜǊǎƘƛǇ ŀƴŘ ǘƘŜƛǊ ǾƛŜǿ ƻŦ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ƴŜŜŘǎ 

and their vision of how to serve those needs. From there the needed content focus and 

platforms of delivery can be determined 

Á ά¢ƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǘƘƛƴƎ ƛǎ ǇƻƭƭƛƴƎ ƻǳǊ ŎǳǊǊŜƴǘ ŀǳŘƛŜƴŎŜǎ ŀƴŘ ǘƘŜ ǇǳōƭƛŎ ŀǘ ƭŀǊƎŜ -- 

ǿƘŀǘ ǘƘŜƛǊ ƴŜŜŘǎ ŀƴŘ ƛƴǘŜǊŜǎǘǎ ǊŜŀƭƭȅ ŀǊŜΦέ It is hinted at in various places in the 

report but is hard to find consistently or centrally. ά²ƘƛƭŜ ƛǘ ŘƛŘƴΩǘ ŎƻƳŜ ƻǳǘ ŀǎ ŀ 

ǊŜŎƻƳƳŜƴŘŀǘƛƻƴΣ L ǿƻǳƭŘ ǎŀȅ ǘƘŀǘ ǊŜŀƭƭȅΣ ǊŜŀƭƭȅ ǊŜǎƻƴŀǘŜǎΦέ 

Á ά¢Ƙƛǎ ƪƛƴŘ ƻŦ ƎƻŜǎ ōŀŎƪ ǘƻ ǘƘŜ ƻƭŘ ŦŀǎƘƛƻƴ ŀǎŎŜǊǘŀƛƴƳŜƴǘ ǎǘǳŦŦ. If you can get your 

customers or your audiences to tell you what they want and then you do it, then 

ȅƻǳΩǊŜ ŀƭƛƎƴŜŘ. It is interesting, we say that we want to know a lot about our 

audiences and we want them to be interactive. But we -- our journalists ς actually 

ǊŜǎƛǎǘ ŀƴŘ ǿŜ ƛƴŦǊŜǉǳŜƴǘƭȅ ŀǎƪ ǿƘŀǘ ǘƘŜȅΩǊŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ŀƴŘ ǘƘŜƴ ŀŎǘ ǘƻ ōŜ 

ǊŜǎǇƻƴǎƛǾŜΦέ 

Á Community ascertainment and community leadership are particularly central to the 

recommendations in section 5 Market Strategies, Station Solutions, both as a matter 

of proper course and as the key to funding. 

- άhƴŎŜ ǿŜ ǳƴŘŜǊǎǘŀƴŘ ǿƘŀǘ ŀǳŘƛŜƴŎŜǎ ǿŀƴǘΣ ǘƘŜƴ ǿŜ Ŏŀƴ ŀŎǘǳŀƭƭȅ ǎǘŀǊǘ ǘƻ ǘŀƪŜ ŀ 

look at the licensees and ownership structures in order to say how we can, 

through collaboration, merger or any other device, be more cost-effective and 

ƘŀǾŜ ƳƻǊŜ ƛƳǇŀŎǘΦέ 

- άL ǘƘƛƴƪ ǘƘŜ ōƛƎ Ƴƛǎǎ ƛƴ ǘƘƛǎ ǿƘƻƭŜ ΨŀǳŘƛŜƴŎŜ ǘƘƛƴƎΩ ƛǎ ǘƘŜ ǇƛŜŎŜ ǘƘŀǘ ŀŎǘǳŀƭƭȅ ǿƛƭƭ 

provide the funding -- nowhere in here is there any discussion about the role of 
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community leadership, vis-à-vis service. ¢ƘŀǘΩǎ Ƙƻǿ Ŧunding comes in. How can 

you leave out the most important constituencies in your discussions?  People 

who are good at creating vision understand that first you get buy-in to the vision 

and then the money comes. But it cannot be among only professionals. It has got 

ǘƻ ƛƴŎƭǳŘŜ ŀǳŘƛŜƴŎŜ ŀƴŘ ƛǘ Ƙŀǎ Ǝƻǘ ǘƻ ƛƴŎƭǳŘŜ ŎƻƳƳǳƴƛǘȅ ƭŜŀŘŜǊǎΦέ 

¤ /ƻƴǘŜƴǘΥ  {ǘǊŜƴƎǘƘŜƴƛƴƎ ŎƻƴǘŜƴǘ ŀŎǊƻǎǎ ǘƘŜ ōƻŀǊŘ ƛǎ άǘŜǊǊƛŦƛŎŀƭƭȅ ƛƳǇƻǊǘŀƴǘΣέ ǘƘƻǳƎƘ ǘƘŜ 

areas of particular emphasis should flow from the ascertainment of what the market needs 

and wants. (Kit bundles all the recommendations under 1 Inclusiveness, 2 Journalism, and 3 

Music ǳƴŘŜǊ άŎƻƴǘŜƴǘέ ŀƴŘ ǎŀȅǎ άȅŜǎΣ ƎƻƻŘΦέύ 

Á She singles out local reporting capacity as a content area of particular importance. άI 

think absolutely that anything we can do to continue to increase the ability to gather 

information and do stories which can be regional, state-wide or national is going to pay 

ƻŦŦ ŦƻǊ ǳǎ ŀƴŘ LΩƳ ǾŜǊȅ ǎǳǇǇƻǊǘƛǾŜ ƻŦ ƛǘ. I have some skepticism about some of the 

ǘŜŎƘƴƛǉǳŜǎΣ ōǳǘ L ŘƻƴΩǘ ǘƘƛƴƪ ƛǘΩǎ ǿƻǊǘƘ ƎƻƛƴƎ ƛƴǘƻ ƛǘ ƴŜŎŜǎǎŀǊƛƭȅ ōŜŎŀǳǎŜ ǘƘŜǊŜΩǎ ƴƻǘ ŀƴȅ 

ƻƴŜ ǿŀȅ ƻŦ ŘƻƛƴƎ ƛǘ ŀƴŘ ƛǘΩǎ ŀƭƭ ƎƻƛƴƎ ǘƻ ŘŜǇŜƴŘ ƻƴ Ƙƻǿ ƳǳŎƘ ƳƻƴŜȅ ǘƘŜǊŜ ƛǎέ 

¤ Delivery systems. ¢Ƙƛǎ ŀƴ ŀǊŜŀ ǿƘŜǊŜ ǿŜ Ƴǳǎǘ άŀōǎƻƭǳǘŜƭȅ ŦƻŎǳǎΣέ though Kit found it 

somewhat hard to follow and link to specific recommendations given the way delivery 

systems are separated out in the report.  

Á aŜǘŀŘŀǘŀ ŀŎǊƻǎǎ ǇƭŀǘŦƻǊƳǎΥ άhƴŜ ƻŦ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǘƘƛƴƎǎ ǿŜ ƴŜŜŘ ǘƻ Řƻ ƛǎ ŦƻŎǳǎ 

on the systems work that needs to be done to create metadata archiving, the ability to 

network and be able to move things easily among the stations, producers, networks and 

audiences ς and across platforms and beyond just the web. 

Á Thinking in terms of platforms. άL ǘƘƛƴƪ ǘƘŀǘ ǿƘŀǘ ǿŜΩǾŜ ōŜŜƴ ŘƻƛƴƎ ƛǎ ǎŜƛȊƛƴƎ ƻƴ ǘƘŜ 

specific technology and device rather than understanding how platforms evolve and 

where we get on and get off.  We already know that the wireless cloud is the next huge 

ŘŜǾŜƭƻǇƳŜƴǘ ŀǊŜŀΣ ōǳǘ ǘƘŜƴ ǘƘŜǊŜΩƭƭ ōŜ ǎƻƳŜǘƘƛƴƎ ŀŦǘŜǊ ǘƘŀǘΦέ 

Á Experimenting, learning and acting. άL ǘƘƛƴƪ ǿŜΩǾŜ ŘƻƴŜ ŀ ǇǊŜǘǘȅ ƎƻƻŘ Ƨƻō ƻŦ 

experimenting both as a system and as individual stations. But the problem is it that we 

have too many tiny experiments and not enough movement. LǘΩǎ Ƨǳǎǘ ŀƳŀȊƛƴƎ Ƙƻǿ ƳǳŎƘ 

we do not use the knowledge that is gained in any other industry in these areas.  I have 

a web developer who after 3 years of going to IMA and talking to people cannot believe 

how little public radio manages to get done. Too much talk and not enough doing is the 

way he puts it. You know, when the answers arŜ ƻōǾƛƻǳǎ ŀƴŘ ȅƻǳ ŀƭƭ ƪƴƻǿ ƛǘΣ ǿƘŀǘΩǎ 

ƎŜǘǘƛƴƎ ƛƴ ǘƘŜ ǿŀȅΚέ 

Á Staying agnostic and thinking inclusively about platforms. LǘΩǎ ƛƳǇƻǊǘŀƴǘ ǘƻ ōŀǎŜ 

ǇƭŀǘŦƻǊƳ ŎƘƻƛŎŜǎ ƻƴ ŀǳŘƛŜƴŎŜ ŀƴŘ ŎƻƴǘŜƴǘ ǊŀǘƘŜǊ ǘƘŀƴ ŦŀƳƛƭƛŀǊƛǘȅ ŀƴŘ Ǉŀǎǘ ǇǊŀŎǘƛŎŜ όάōŜ 

ŀƎƴƻǎǘƛŎέύ. LǘΩǎ ŀƭǎƻ ƛƳǇƻǊtant not to slot platforms to specific applications. άCƻǊ ǎƻƳŜ 

reason the language in the report, which may simply reflect the viewpoint of the 
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majority of the industry, only sees the web as an alternate or supplemental medium. I 

ǘƘƛƴƪ ǘƘŀǘΩǎ ƛƴŎǊŜŘƛōƭȅ ƭƛmiting and it gets confused about the web as a content 

maker/provider, versus the web as an aggregator, versus the web as a delivery system.  

2. Recommendations resonating most strongly for their station and market 

¤ 5 Market Strategies, Station Solutions:  Kit sees Cleveland as an underperforming market, in 

aggregate.  ά¢ƘŜ ŎƻƳōƛƴŜŘ ƛƳǇŀŎǘ ƻŦ ǘƘŜ ǇǳōƭƛŎ ǎǘŀǘƛƻƴǎ ς radio & TV ς and commercial 

classical radio station has not yet been organized for the best potential service for the 

region.  Community leadership is acutely aware of this and constantly say there has got to 

be a better way to do this.  TƘŜȅ ŀǊŜ ƭƻƻƪƛƴƎ ŀǘ ŎƻǎǘΣ ōǳǘ ǘƘŜȅΩǊŜ ŀƭǎƻ ƭƻƻƪƛƴƎ ŀǘ ŀŎǘǳŀƭ ƛƳǇŀŎǘ 

and potential impact.  Perhaps with more dialogue and lots of patience, it can be sorted out 

satisfactorily.έ  {ƻΣ ǿhile there is work to be done, she believes that community leadership is 

engaged in the ways she sees as vital.  

¤ 6 Marketing:  This is the second area where Kit sees the most pay-off for ideastream in their 

market. 

3. Important recommendations or perspectives missing from the report 

¤ Educational service. !ƴ ƛƴǘŜƎǊŀƭ ǇŀǊǘ ƻŦ ǇǳōƭƛŎ ƳŜŘƛŀ άǎŜǊǾƛŎŜέ Ƴǳǎǘ ōŜ ŜŘǳŎŀǘƛƻƴΦ  

Á άLŦ ǇǳōƭƛŎ ƳŜŘƛŀ ƛǎ ƴƻǘ ŀ ǇƭŀȅŜǊ ƛƴ ǘƘŜ ŜŘǳŎŀǘƛƻƴŀƭ ŀǊŜƴŀΣ ǿŜ ŀǊŜ ŎƻƳǇƭŜǘŜƭȅ ƳƛǎǎƛƴƎ ǘƘŜ 

value, the need, and the identification. !ƴŘ ƻǳǊ ƘƛǎǘƻǊȅΦέ  9ŘǳŎŀǘƛƻƴ ƛƴ ǘƘƛǎ ǊŜƎŀǊŘ 

includes K-12 resources and curriculum as well as more formalized lifelong learning. For 

instance, ideastream is using Pulse of the Planet produced content and re-versioning it 

into an online resource organized by topic, grade, pacing and statewide curriculum 

requirements. (Pulse of the Planet is an independent production unit focused on the 

world of science, distributed on noncommercial stations, the Armed Forces Network, 

and Voice of America, and supported by the National Science Foundation.)     

Á The availability of multiple channels through HD and online opens up many 

opportunities for distributing educational content and even creating educationally 

oriented channels. For instance, Kit is working on a huge initiative right now in the 

health arena to do ongoing programming and looking at whether or not there should be 

an entire health channel. (On TV for now but the content could end up on multiple 

platforms.) 

¤ Very basic public service. Public media needs to consider and determine our public service 

roles in public safety and security, ranging from traditional emergency broadcast 

information to others that we may not have defined yet. 

Á ά²Ƙŀǘ ƛǎ ƻǳǊ ǊƻƭŜ ƛƴ ŜƳŜǊƎŜƴŎȅ ōǊƻŀŘŎŀǎǘΚ  ¢Ƙƛǎ ƎŜǘǎ Řƻǿƴ ǘƻ ǊŜŀƭ ǘǊŀŘƛǘƛƻƴal roles of 

local media and local radio particularly. What is our role today and what should it be if 
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Ƴƻǎǘ ǊŀŘƛƻ ƛǎ ƴƻǿ ŘŜƭƛǾŜǊŜŘ ŦǊƻƳ ǎƻƳŜǇƭŀŎŜ ŜƭǎŜ ŀƴŘ ǘƘŜǊŜΩǎ ǾŜǊȅ ƭƛǘǘƭŜ ƭƻŎŀƭ 

ƛƴǘŜǊǾŜƴǘƛƻƴΚ  ²Ƙŀǘ ƛǎ ƻǳǊ ǊƻƭŜ ƛƴ ƻǳǊ ŎƻƳƳǳƴƛǘȅΚέ 

Á άhƴŜ ƻŦ ǘƘŜ ǘƘƛƴƎǎ ǘƘŀǘ L ǘŀƭƪ ŀōƻǳǘ ƛǎΣ ΨǿƘŀǘ ƘŀǇǇŜƴǎ ǘƻ ǳǎ ǿƘŜƴ ǘƘŜ ǇƻǿŜǊ ƎƻŜǎ ŀǿŀȅΚΩ  

What is our role?  By that, I mean both short term and long-term. Short term a tornado, 

hurricane or whatever it is, but also long-term. As energy and access to power becomes 

limited, which frankly it is already is if you look at the grid and at the demand on the 

ƎǊƛŘΣ ǿƘŀǘΩǎ ƎƻƛƴƎ ǘƻ ƘŀǇǇŜƴ ǘƻ ǿƘŀǘ ǿŜΩǊŜ ōǳƛƭŘƛƴƎΚέ 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ hǳǊǎŜƭǾŜǎΦ ά²ŜΣ ƻǳǊǎŜƭǾŜǎΣ Ŏŀƴ ƪŜŜǇ ƛǘ ŦǊƻƳ ƘŀǇǇŜƴƛƴƎ ōŜŎŀǳǎŜ ƻf limited viewpoints, 

limited vision, history and attitudes, and inability to create effective compromises that 

will still accomplish the task. These self-limitations can be overcome with a strong 

enough vision, ōǳǘ L ǘƘƛƴƪ ǘƘŜ Ǿƛǎƛƻƴ ƛǎ ǘƘŜ ǇƛŜŎŜ ǘƘŀǘ ǿŜΩǊŜ ƳƛǎǎƛƴƎ ƘŜǊŜΦέ 

¤ /ŀǇƛǘŀƭΦ [ŀŎƪ ƻŦ ŎŀǇƛǘŀƭ ǿƛƭƭ ƳŀƪŜ ƛǘ ƘŀǊŘŜǊΣ ǘƘƻǳƎƘΣ άL ŘƻƴΩǘ ƪƴƻǿ ƛŦ ƛǘ ǿƛƭƭ ƪŜŜǇ ǳǎ ŦǊƻƳ 

ǎǳŎŎŜŜŘƛƴƎΦέ 
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TOM KARLO 
President and General Manager, KPBS/San Diego State University, San Diego, California 

Board member, DEI 

 

JOHN DECKER 
Director of Radio and TV Programming and Operations, KPBS/San Diego State University, San 

Diego, California 

Key points 

 

¤ More specific strategies and tactics are needed in the report ς something beyond the 

normal academic public radio rhetoric. 

¤ Journalism, particularly local journalism, is the way to go and the place to start. 

¤ Public TV is a valuable partner for growing the audience. 

¤ {ǘŀǘƛƻƴǎ ŘƻƴΩǘ ƴŜŜŘ ǘƻ ǿŀƛǘ ŦƻǊ ŀƴ ƛƴŦǳǎƛƻƴ ƻŦ ŎŀǇƛǘŀƭ ǘƻ ǎǘŀǊǘ ǘŀƪƛƴƎ ŀŎǘƛƻƴǎ ǘƻ ƎǊƻǿ ǘƘŜ 

audience. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ ¢ƘŜ ǊŜǇƻǊǘ ƛǎ άǾŜǊȅ ǿŜƭƭ ǘƘƻǳƎƘǘ ƻǳǘέ ǿƛǘƘ άƎƻƻŘ ǎǘǳŦŦ ƛƴ ǘƘŜ ǊƛƎƘǘ ŘƛǊŜŎǘƛƻƴΦέ  But a lot of 

ƛǘ ŦŜƭǘ ƭƛƪŜ άƴƻǊƳŀƭ ŀŎŀŘŜƳƛŎ ǇǳōƭƛŎ ǊŀŘƛƻ ǊƘŜǘƻǊƛŎΦέ  ¢Ƙƛǎ ƛǎƴΩǘ ƳŜŀƴǘ ƴŜƎŀǘƛǾŜƭȅ ōǳǘ ōȅ 

way of saying we are at a point where more specificity and practicality is needed. 

Á άLǘ Ƙŀǎ ōŜŜƴ Ƴȅ ŜȄǇŜǊƛŜƴŎŜ ƛƴ ǇǳōƭƛŎ ōǊƻŀŘŎŀǎǘƛƴƎ ǘƘŀǘ ǿŜ ǎŀȅ ŀƭƭ ǘƘŜǎŜ ǘƘƛƴƎǎ -- that 

we need to acquire more diverse audiences, we need to use multiple platforms, we 

need to have collaborations and partnerships -- yet I think we are now at a point 

where stations and leaders of stations and boards need to have specific tactics and 

ǎǘǊŀǘŜƎƛŜǎ ǘƻ Řƻ ǘƘŀǘΦέ  -Tom 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness:  Just as news and information is our greatest opportunity for growing the 

ŀǳŘƛŜƴŎŜ ƻǾŜǊŀƭƭΣ ƛǘΩǎ ŀƭǎƻ ƻǳǊ ōŜǎǘ ŀƴŘ Ƴƻǎǘ ŜƴŘǳǊƛƴƎ ǎǘǊŀǘŜƎȅ ŦƻǊ ƎǊƻǿƛƴƎ ƳƻǊŜ ŘƛǾŜǊǎŜ 

audiences. 
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¤ άL ŦƛǊƳƭȅ ōŜƭƛŜǾŜ ǘƘŀǘ ƻǳǊ Ƴƻǎǘ ƻōǾƛƻǳǎ ƻǇǇƻǊǘǳƴƛǘȅ ƛƴ ŘƛǾŜǊǎƛǘȅ ƛǎ ǘƘǊƻǳƎƘ ƴŜǿǎ ŀƴŘ 

information. bƻǿ ǘƘŜ ŎƘŀƭƭŜƴƎŜ ǘƘŜǊŜ ƛǎ ǘƘŀǘ ƛƴŦƻǊƳŀǘƛƻƴ ƛƴ ŀƴŘ ƻŦ ƛǘǎŜƭŦ ƛǎƴΩǘ ŘƛǾŜǊǎŜΣ ƛǘΩǎ 

the perspectives on that information which is diverse and therein lays the challenge. 

Playing jazz music is different than somehow trying to attract the black audience around 

news and information. LǘΩǎ ŀ ŘƛŦŦŜǊŜƴǘ ƪŜǘǘƭŜ ƻŦ ŦƛǎƘ ōǳǘ ƛǘΩǎ ŀ ƪŜǘǘƭŜ ƻŦ ŦƛǎƘ ǘƘŀǘ ǿŜ ƘŀǾŜ 

got in front of us versus trying to launch music programming which is not as enduring a 

ǎǘǊŀǘŜƎȅΦέ  - John   

¤ 2 Journalism (overall)Υ ά¢Ƙƛǎ ƛǎ ǘƘŜ ǇƭŀŎe to start. There is a lot of room for growth here, 

independent of all the other initiatives that are spelled out in this report.έ  

¤ 2.2 Journalism ς Local ReportingΥ  ά.ƻƻǘǎ ƻƴ ǘƘŜ ƎǊƻǳƴŘ ƛǎ ǘƘŜ ǿŀȅ ǘƻ Ǝƻέ ƎƛǾŜƴ ǘƘŜ 

decline in local commercial journalism and the opportunity for public radio to step in, 

particularly in markets where it already has an established brand and reputation for 

national news. ¢ƘŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ƛƴ ǘƘƛǎ ǎŜŎǘƛƻƴ ŀǊŜ άǎǇƻǘ-onΦέ 

¤ 3 Music:  Music may not be the most enduring way to build audience, particularly 

minority audiences. 

Á άhƴŜ ƻŦ ǘƘŜ ǊŜŀƭƛǘƛŜǎ ƛǎ ǘƘŀǘ ǿƘŜƴ ƛǘ ŎƻƳŜǎ ǘƻ ƳǳǎƛŎ ƻǊ ǿƘŜƴ ƛǘ ŎƻƳŜǎ ǘƻ ǎŜǊǾƛƴƎ 

minority audiences with non-news programming, anybody could do it. If we identify 

music formats as an entrée to more diverse audienŎŜǎΣ ƭŜǘΩǎ ƴƻǘ ŦƻǊƎŜǘ ǘƘŀǘ ǘƘƻǎŜ 

things are easily replicable. They really are. Yeah, commercial does it different than 

ǇǳōƭƛŎ ǊŀŘƛƻΣ ōǳǘ ǎǘƛƭƭΦέ  - John 

Á Moreover, with the commercial radio model broken and the economy creating 

additional pressures, commercial stations will be seeking and willing to try new 

formats and approaches ς including formats serving more niche audiences. If public 

radio comes up with what looks like a viable format, it might well be adopted and 

adapted by commercial stations. 

¤ 5 Market Strategies, Station Solutions:  In thinking about market service and options for 

providing multiple services, it would be helpful for the system ς and this report ς to have 

a real point of view on the future of HD.  

Á ¢ƻƳ ŀƴŘ WƻƘƴΩǎ ƻǿƴ ǇŜǊǎǇŜŎǘƛǾŜ ƛǎ ǘƘŀt HD growth will remain slow without an FCC 

mandate or some other major external push for adoption. Short of that, growth will 

depend on the gradual availability of HD in car radios and other devices. 

Á At present there seem to be more opportunities in the IP-based digital space (WIFI, 

iPhone, etc.) 

Á There may also be resurgence in analog FM. As commercial radio station profits 

continue to decline and station values fall, John anticipates there may be a coming 

ǿŀǾŜ ƻŦ ǊŜŀƭ ƛƴƴƻǾŀǘƛƻƴΣ άƧǳǎǘ ōŜŎŀǳǎŜ ǎǘŀǘƛƻƴǎ ŘƻƴΩǘ ƘŀǾŜ ŀƴȅǘƘƛƴƎ ǘƻ Řƻ ƻǊ ŀǊŜ ǎƻ 

desperate they will try practically anythingΦέ  Lǘ ǿƻƴΩǘ ƭƛƪŜƭȅ ŎƻƳŜ ŦǊƻƳ /ƭŜŀǊ /ƘŀƴƴŜƭ 
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and may come from middle and small markets where the stakes are lower. If and as 

ǘƘƛǎ ƘŀǇǇŜƴǎΣ ǘƘŜ ǾŀƭǳŜ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻǊŜ ŘƛǎǘǊƛbution channel may rise. 

¤ 7 Support for Stronger Service:  Two particular structural issues need to be addressed to 

help spur audience growth: 

Á Permission to innovate. WƻƘƴ ǎŜŜǎ ŀ άƘǳƎŜ ǎǘƛŎƪƛƴƎ Ǉƻƛƴǘέ ƛƴ ǘƘŜ ǊŜƭŀǘƛƻƴǎƘƛǇ ōŜǘǿŜŜƴ 

the stations and the network in regard to innovation.  

- ά[ŜǘΩǎ ŦŀŎŜ ƛǘΣ ŀ ƭƻǘ ƻŦ ǘƘŜ ƛƴƴƻǾŀǘƛƻƴ ƛǎ ƎƻƛƴƎ ǘƻ ƘŀǾŜ ǘƻ ƘŀǇǇŜƴ ŀǘ ǘƘŜ ƴŜǘǿƻǊƪ 

level and some, if not most of the new media stuff is going to necessarily happen 

without the local stations involved (or involved only in part). IǘΩǎ ŀ ƭƻƴƎΣ ǎǘƻǊƛŜŘ 

history between member stations and the networks and we just need to get over 

ǘƘŀǘΦέ 

- ά¢ƘŜ ƴŜǘǿƻǊƪ ǎƘƻǳƭŘ ōŜ ŀƭƭƻǿŜŘ ǘƻ ƳƻǊŜ ŦǊŜŜƭȅ ƛƴƴƻǾŀǘŜ ƛƴ ǿŀȅǎ ǘƻ ƳŜŜǘ ƛǘǎ 

public and to develop relationships with this public. Lǘ Ƨǳǎǘ ŦŜŜƭǎ ƭƛƪŜ ƛǘΩs now the 

tail wagging the dog. L Ƨǳǎǘ ǿƻƴŘŜǊ ƛŦ ƛǘ ƛǎƴΩǘ ǘƛƳŜ ǘƻ ǘƘƛƴƪ ŀ ƭƛǘǘƭŜ ōƛǘ ƳƻǊŜ ƻǇŜƴƭȅ 

and broadly about how we allow the networks, and stations for that matter, to 

innovate in order to capture new audiences, more diverse audiences, whatever 

the ŎŀǎŜ ƛǎΦέ  - John 

Note: John does not extend these relationship changes to national fundraising. 

- ²ƘƛƭŜ ǘƘƛǎ Ǉƻƛƴǘ Ƴŀȅ Ǉƭŀȅ ƻǳǘ ƛƴ ǎǘǊǳŎǘǳǊŀƭ ǿŀȅǎΣ ƛǘΩǎ ǊŜŀƭƭȅ ŀ ƎŜƴŜǊŀǘƛƻƴŀƭ ŎǳƭǘǳǊŀƭ 

issue. ά¢ƘŜǊŜ ƛǎ ŀ ƎŜƴŜǊŀǘƛƻƴ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻ ǇŜƻǇƭŜ ǿƘƻ ǿƻǊƪŜŘ ǾŜǊȅΣ ǾŜǊy hard 

to build this network and they did it from the ground up. They did it through local 

stations and NPR was a product of that. NPR in turn grew so that it could serve 

the local stations.  We need to perhaps think a bit differently about that 

relationshƛǇ ŀƴŘ Ƙƻǿ ǿŜ ƳƻǾŜ ŦƻǊǿŀǊŘΦέ  - John 

Á Brand clarity and ownership. If you take the perspective that much of the audience 

growth will come from stations filling the local journalism vacuum and evolving into 

true public service media institutions for their communities, they need the ability to 

brand themselves locally and singularly. 

- άL ƳŜŀƴ ǿŜ ƘŀǾŜ ǎƻ Ƴŀƴȅ ōǊŀƴŘǎ ǘƘŀǘ L ǘƘƛƴƪ ǿŜ ŎƻƴŦǳǎŜ ƻǳǊ ŀǳŘƛŜƴŎŜ. I mean, 

what are we?  Are we NPR?  PRI?  APM?  PBS?  KPBS?  I think that the real future 

of local public broadcasting is serving the local community and using the national 

content to supplement that. I would like to see less of the network brands to 

allow the local stations to establish their own brand because I think that will 

work. ¢ƻ ƳŜ ƛǘΩǎ ŀ ƎǊŜŀǘ ƻǇǇƻǊǘǳƴƛǘȅ to take another look at the branding struggle 

ǿŜΩǾŜ ƘŀŘ. I am really thinking outside the box, but I would prefer that all I do 

here is build the KPBS brand and not have to send so many different images to 

ƻǳǊ ǾƛŜǿŜǊǎ ŀƴŘ ƻǳǊ ŎǳǎǘƻƳŜǊǎΦέ  ς Tom 
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- For John, ǘƘƛǎ Ŧƛǘǎ ƛƴ ǿƛǘƘ ƻƴŜ ƻŦ Ƙƛǎ ǇǊƻƎǊŀƳƳƛƴƎ άŘǊŜŀƳǎέ ƻŦ ǳǎƛƴƎ btw ŀƴŘ 

other networks as news services from which they draw content to integrate with 

their local content. To accompany this with strong local branding, NPR would 

have to back off on its own branding or at least allow stations to back them off 

locally. 

2. Recommendations resonating most strongly for their station and market 

¤ 1 InclusivenessΥ  ¢ƻƳ ŀƎǊŜŜǎ ǿƛǘƘ ǘƘŜ ǊŜǇƻǊǘΩǎ ŘƛǊŜŎǘƛƻƴ ŀƴŘ ŜƳǇƘŀǎƛǎ ƛƴ ǘƘƛǎ ŀǊŜŀ ōǳǘ 

struggles with how to do it at the station level. 

Á άL ǎǘǊǳƎƎƭŜ ǿƛǘƘ ǘƘƛǎ ǿƘƻƭŜ ǘƘƛƴƎ ƻŦ ǊŜǇŜŀǘƛƴƎ Ŏƻƴǎǘŀƴǘƭȅ ǘƻ ǳǎ ǘƘŀǘ ΨǿŜ ƘŀǾŜ ǘƻ ōŜ 

ƳƻǊŜ ŘƛǾŜǊǎŜΣ ǿŜ ƘŀǾŜ ǘƻ ǊŜŀŎƘ ƳƻǊŜ ŘƛǾŜǊǎŜ ŀǳŘƛŜƴŎŜǎΣ ǿŜ ƘŀǾŜ ǘƻ ΧΦΩ. It gets back 

to what I was saying about the public radio academic rhetoric. What I need is specific 

examples and strategies of how we do these kinds of things. I am looking for strong 

recommendations on how to do it. The report would better serve us by giving best 

ǇǊŀŎǘƛŎŜǎ ŀƴŘ ǎƘƻǿƛƴƎ ǿƘŀǘ ǇŜƻǇƭŜ ŀǊŜ ŘƻƛƴƎΣ ǿƘŀǘ ƛǎ ǿƻǊƪƛƴƎΣ Ƙƻǿ ǘƘŜȅ Řƻ ƛǘΦέ 

¤ 2.2 Journalism ς Local Reporting:  Though already the top news station in the market, 

KPBS sees large opportunities to grow its news service and audience across platforms. 

Á The market is primed. ¢ƻ ǎǘŀǊǘΣ {ŀƴ 5ƛŜƎƻ ƛǎ ŘŜƳƻƎǊŀǇƘƛŎŀƭƭȅ ŀ άǇǳōƭƛŎ ōǊƻŀŘŎŀǎǘƛƴƎ 

townΦέ  LǘΩǎ ŀƭǎƻ ǎŜŜƴ ŀ ǇǊŜŎƛǇƛǘƻǳǎ ŘŜŎƭƛƴŜ ƛƴ ƛǘǎ ŎƻƳƳŜǊŎƛŀƭ ƧƻǳǊƴŀƭƛǎƳ. ά²Ŝ ƘŀǾŜ 

one major daily newspaper which is just declining rapidly, we have a complete 

market of commercial radio that basically surrendered the news and information 

format, and we are seeing a real change in the way local commercial television 

ŀŦŦƛƭƛŀǘŜǎ ŀǊŜ ǇǊƻŘǳŎƛƴƎ ƴŜǿǎ ƛƴ ŀ ƳƻǊŜ ǎŜƴǎŀǘƛƻƴŀƭ ΨƛŦ ƛǘ ōƭŜŜŘǎ ƛǘ ƭŜŀŘǎΩ ǿŀȅΦέ 

Á KPBS is organizationally well positioned. ά!ǎ ǘƘŜǎŜ ǘƘƛƴƎǎ ŎƻƴǘƛƴǳŜ ǘƻ ƘŀǇǇŜƴΣ ǿŜ 

have an opportunity to be the leading source of news and information in this town 

across all of our distribution platforms which include television, radio, the web, social 

networking, and digital media. Our audience is going to grow across all of those 

things through the collaboration and partnerships within our own organizationΦέ 

Á The scale required is reasonable. KPBS currently has seven reporters. With 10 full 

time reporters covering the city John believes they could increase their coverage 

άŜȄǇƻƴŜƴǘƛŀƭƭȅΦέ  He also notes there is a limit to the number of on-the-street 

reporters than can be productively added in a given time period. You also need to 

think about adding capacity for wider distribution across platforms. (By contrast the 

Union Tribune after large job cuts still has 150 people in the newsroom and about 

800 total employees.) 

Á Re-purposing and leveraging content is key. Despite the cross-platform integration 

that already exists at KPBS, they are currently missing out on opportunities to further 



grow the audience  

                  Conversations with Public Media Leaders 
 

 
TOM KARLO AND JOHN DECKER          57 

 

reuse existing content across platforms. Hand-in-hand with increasing reporting 

capacity is increasing packaging and distribution capacity, whether that capacity is 

ǇŀǊǘ ƻŦ ǊŜǇƻǊǘŜǊǎΩ ǘƛƳŜ ƻǊ ǎƻƳŜ ƻǘƘŜǊ ǇƻǎƛǘƛƻƴǎΦ 

Á Imperatives for national news also apply locally. In reading the section on 

strengthening national news programming, Tom flagged three items that KPBS also 

needs to address locally. 

- ά9ƴǘŜǊǇǊƛǎŜ ŀƴŘ ƛƴǾŜǎǘƛƎŀǘƛǾŜ ǊŜǇƻǊǘƛƴƎ ƛǎ ŀ ƘǳƎŜ ŀǊŜŀ ǘƘŀǘ ǿŜ ƴŜŜŘ ǘƻ ǎǘŀǊǘ ǘƻ 

ǘŀŎƪƭŜΦέ 

- άaǳƭǘƛǇƭŜ ǳǎŜǎ ƻŦ ǘƘŜ ŎƻƴǘŜƴǘ ƛǎ ōƛƎ ƻƴ ƻǳǊ ǊŀŘŀǊ ǎŎǊŜŜƴΦέ  

- ά5ƛǾŜǊǎŜ ǾƻƛŎŜǎ ƴŜŜŘ ǘƻ ōŜ ǾŜǊȅ ƳǳŎƘ ŀ ǇŀǊǘ ƻŦ ŀƭƭ ǿŜ ŘƻΦέ 

Á Growth will happen as the business model plays out. Tom sees their existing business 

model as viable and the real driver of how far and fast they will expand their news 

service and audience.  

- ά¢ƻ ŀŘŘ ǘƻ ǿƘŀǘ WƻƘƴ ǿŀǎ ǎŀȅƛƴƎ ŀōƻǳǘ ǘƘŜ ƛŘŜŀƭ ƴŜǿǎ ǎǘŀŦŦ ǎƛȊŜΣ L ǊŜŀƭƭȅ ŘƻƴΩǘ 

have a number in mind. Current reporting staff has been built up over the last 

fifteen years from when we had basically no reporters in the field. LǘΩǎ ōŜŜƴ 

based on us improving our content and growing our audience, which in turn grew 

membership and corporate support. So the value of our service and how we are 

able to gather support from the community will be a direct correlation defined 

by how big our staff gets. To me there is no magic number. If we continue to give 

a valuable service and people continue to support us in growing numbers, we will 

ŎƻƴǘƛƴǳŜ ǘƻ ƎǊƻǿ ŀƴŘ ŜȄǇŀƴŘ ǘƘŜ ǘȅǇŜ ƻŦ ŎƻƴǘŜƴǘ ǘƘŀǘ ǿŜ ŀǊŜ ŘƻƛƴƎΦέ 

¤ 4 The Network:  While broadcasting remains its core, KPBS is committed to being on all 

platforms as a matter of offering choices to customers.  

Á άhƴŜ ƻŦ ǘƘŜ ǘƘƛƴƎǎ ǘƘŀǘ ǘƘŜ ǊŜǇƻǊǘ ǎŀƛŘ ƛǎ ǘƘŀǘ ǿŜ ƘŀǾŜ ǘƻ ǊŜƳŜƳōŜǊ ǊŀŘƛƻ ƛǎ ǎǘƛƭƭ ƻǳǊ 

core. We believe that strongly. And as a joint licensee even TV is still our core. But we 

have to be available on all digital platforms. L ŘƻƴΩǘ ǘƘƛƴƪ ǘƘŀǘ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ ǎŜŜ ƛƴ 

the near future the web or mobile phones take over completely but it will be 

complementary for us ς ŜǾŜǊȅǘƘƛƴƎ ōǳƛƭŘǎ ǘƻƎŜǘƘŜǊΦέ   - Tom 

Á With his staff, Tom uses the analogy of the introduction of ATMs circa 1980. There 

was talk then that it would revolutionize banking and spell the end of the branch 

bank. Instead it became another customer choice for banking along with tellers, the 

web, 800 numbers and cell phones. LǘΩǎ ǳǎŜful for certain people at certain times for 

certain tasks. ά¢ƘŜ ōŀƴƪƛƴƎ ƛƴŘǳǎǘǊȅ ƘŀŘ ǘƻ ōŜŎƻƳŜ ǾŜǊȅ ŘƛǾŜǊǎŜ ƛƴ Ƙƻǿ ǘƘŜȅ ǇǊƻǾƛŘŜ 

ǘƘŜƛǊ ǎŜǊǾƛŎŜǎ ŀƴŘ L ǘƘƛƴƪ ŀǎ ǇǳōƭƛŎ ōǊƻŀŘŎŀǎǘŜǊǎ ǿŜ ŀǊŜ ƛƴ ǘƘŜ ǎŀƳŜ ōƻŀǘΦέ 
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Á Given the slow adoption of HD and without adding analog stations, John sees most 

platform-related audience growth coming from offering additional content streams 

through IP-based access (fixed line, WIFI, cell wireless, etc.). Over the next three to 

five years he can see the possibility of monetizing these services by having 

aggregated enough users for the traditional business model of underwriting and 

membership to work. 

¤ 5 Market Strategies, Station Solutions:  The second best way to grow the audience in San 

Diego (after more news) is by adding a full-time music service on analog FM. But that 

poses some challenges for KPBS. 

Á Outside of existing competencies. ά!ŘŘƛƴƎ ŀ ƳǳǎƛŎ ǎŜǊǾƛŎŜ is a competency that really 

falls outside this building. Lǘ ƛǎ Ƨǳǎǘ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ ǿŜ ŘƻƴΩǘ Řƻ ŀƴŘ ƘŀǾŜƴΩǘ ŘƻƴŜ ƻǾŜǊ 

the years. This makes that particular growth opportunity a bit of challenge for 

ǎǘŀǘƛƻƴǎ ƭƛƪŜ Yt.{Φέ  WƻƘƴ ǎǳǎǇŜŎǘǎ ǘƘŀǘ ǘƘŜ ǎŀƳŜ ǿƻǳƭŘ ōŜ ǘǊǳŜ ŦƻǊ ƻǘƘŜǊ ƴŜǿǎ ŀƴŘ 

information stations. 

- The exception could be starting a classical format station. They already air 

classiŎŀƭ ƳǳǎƛŎ ƻǾŜǊƴƛƎƘǘ ό/нпύ ŀƴŘΣ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘƭȅΣ ǘƘŜǊŜΩǎ ŎƻƴǘŜƴǘ ǘƘŀǘ ǘƘŜȅ 

can readily leverage from across the system. 

Á Need for a partner. If starting a music service, John would look for a partner, 

particularly one who could really innovate in creating the new service in terms of 

bring in a younger, more diverse audience and developing relationships with that 

audience. 

Á Continuously monitoring for the right opportunity. KPBS has already done the 

analysis and worked with Public Radio Capital to determine that they could cover the 

debt service for an $8-10 million station purchase based on a classical format. At the 

time, the asking price was $40 million. wŜŎŜƴǘƭȅ ƛǘΩǎ ŘǊƻǇǇŜŘ ǘƻ Ϸнл Ƴƛƭƭƛƻƴ ŀƴŘ 

ǘƘŜȅΩǾŜ ƘŀŘ ƛƴǉǳƛǊƛŜǎ ŀōƻǳǘ [a!ǎ. Given the trend, an acquisition may become a real 

possibility. 

Á Need for available financing (nationwide). Based on what they are seeing in San 

Diego, Tom imagines there is a large span of emerging opportunities across the 

country to acquire stations at far more feasible prices. Increasing the pool of 

ŀǾŀƛƭŀōƭŜ ŦǳƴŘƛƴƎ ǘƘǊƻǳƎƘ /t. ƻǊ ƻǘƘŜǊ ǎƻǳǊŎŜǎ ƛǎ άa real important thing to talk 

aboutΦέ 

3. Important recommendations or perspectives missing from the report 

¤ PTV partnership. One of the most valuable partnerships for public radio is with their 

public TV station, whether a joint-licensee or not. KPBS sees this as an obvious way to 

grow radio listening. 
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Á ά{ǘǊƻƴƎ ŎƻƭƭŀōƻǊŀǘƛƻƴǎ ǿƛǘƘ ȅƻǳǊ ǇǳōƭƛŎ ¢± ǎǘŀǘƛƻƴ ǿƛƭƭ ƛƴ ŦŀŎǘ Řƻ ǘƘŜ ƻƭŘ ΨǊƛǎƛƴƎ 

ǘƛŘŜ ǊŀƛǎŜǎ ŀƭƭ ōƻŀǘǎΩ. For me as the General Manager I think the way that we 

could grow our radio audience is to expand our radio product to our web and our 

¢± ǎǘŀǘƛƻƴ ŀƴŘ ƛƴ ǘǳǊƴ ǊŜŀƭƭȅ ƳŀƪŜ ŀƭƭ ƻŦ ǘƘŜ ŀǊŜŀǎ ƎǊƻǿΦέ ό¢ƻƳύ 

Á Public TV still has a far larger cume audience than public radio ς 3 times that of 

radio in the case of KPBS. 

Á Radio promotion can be targeted and timely. KPBS use evening primetime TV 

breaks to promote what they are doing on radio the next day. ά²Ŝ ŀǊŜ Ŏƻƴǎǘŀƴǘƭȅ 

saying join this story on the border on KPBS radio tomorrow, join this discussion 

on our top show . . . we are constantly reminding people.έ 

Á wŀŘƛƻ ƧƻǳǊƴŀƭƛǎƳ ǇǊƻǾƛŘŜǎ ǘƘŜ άōŀŎƪōƻƴŜέ ŦƻǊ ¢±Ωǎ ǇǳōƭƛŎ ŀŦŦŀƛǊǎ ǇǊƻƎǊŀƳǎ, which 

gives the journalists heard on the radio wider exposure and builds their 

credibility. 

Á Filling the gap ς and seizing the opportunity ς left by the decline of commercial 

journalism in the market requires effectively using all available resources, given 

that new resources are limited. Combining the reach of both public radio and TV 

through cross-promotion and content reuse does just that. 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ ¢ƘŜ ƛƴƴƻǾŀǘƻǊΩǎ ŘƛƭŜƳƳŀ. ²ƛƭƭ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǎǳŎŎŜǎǎ ŀƴŘ business models keep it 

from taking the risks for needed innovations? 

Á ²Ŝ ŀǊŜ ƛƴ ǘƘƛǎ ƛƴǘŜǊŜǎǘƛƴƎ ǇƭŀŎŜ ƴƻǿΣ ŀǊŜƴΩǘ ǿe?   KPBS is the number two station 

in San Diego so there is a certain amount of responsibility and expectation on the 

part of the audience. To what degree are we going to feel free to innovate as we 

ŎƻƴǘƛƴǳŜ ǘƻ ǎƻƭƛŘƛŦȅ ƻǳǊ Ǉƻǎƛǘƛƻƴ ƛƴ ǘƘƛǎ ƳŀǊƪŜǘΚέ 

άLŦ ȅou read between the lines in this entire ninety-ƻƴŜ ǇŀƎŜ ǊŜǇƻǊǘ ǘƘŀǘΩǎ ǿƘŀǘ ƛǘΩǎ 

about -- ƛǘΩǎ ǘƘŜ ƛƴƴƻǾŀǘƻǊΩs dilemma. How do we move into these new areas while 

sustaining and growing our existing service?   I think that the innovation is really 

going to be a challenge for us ς being willing to take risks, cut our losses and move 

on. !ƴŘ ǘƻ ǎƘƛŦǘ ǊŜǎƻǳǊŎŜǎ ōŜŎŀǳǎŜ ƛǘΩǎ ƎƻƛƴƎ ǘƻ ōŜ ŀ ŦŜǿ ǎŀƭŀǊƛŜǎ ƘŜǊŜ ŀƴŘ ǘƘŜǊŜ ǘƻ 

ƳŀƪŜ ǘƘƛǎ ǎǘǳŦŦ ƘŀǇǇŜƴΦέ   - John 

¤ άhƭŘ ǎŎƘƻƻƭέ ǇŜƻǇƭŜ ŀƴŘ ǘƘƛƴƪƛƴƎ. άL ǘƘƛƴƪ ǎƻƳŜ ƻŦ ǘƘŜ ōƛƎƎŜst challenges and hurdles 

are old school people who are still thinking of public broadcasting where it was ten, 

ŦƛŦǘŜŜƴΣ ǘǿŜƴǘȅ ȅŜŀǊǎ ŀƎƻΦέ   - Tom 

Their stalling and stopping effect is likely to appear in multiple ways. 
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Á Preventing needed consolidation. Fixed mindsets and vested personal interests in 

existing stations will create a major hurdle to the consolidation of operations and 

licensees needed to drive both operating efficiency and audience service 

improvement. 

Á Sticking narrowly to public radio. ά¢ƘŜǊŜ ƛǎ ǘƘŀǘ ƻƭŘ ǎŎƘƻƻƭ ƻŦ ΨƴƻΣ ǿŜ ŀǊŜ ǘƘŜ ǇǳǊŜǎǘ 

ƻŦ ǊŀŘƛƻΩ ŜǾŜƴ ǘƘƻǳƎƘ ǿŜ ŀǊŜ ƛƴ ŀ ǘƻǘŀƭƭȅ ŘƛŦŦŜǊŜƴǘ ōŀƭƭƎŀƳŜ ǘƘŀƴ ǿŜ ǿŜǊŜ ǘǿŜƴǘȅΣ 

ǘǿŜƴǘȅ ŦƛǾŜ ȅŜŀǊǎ ŀƎƻΦέ 

Á Limiting collaboration. ά²ƘŜƴ ȅƻǳ ǘŀƭƪ ŀōƻǳǘ ŎƻƭƭŀōƻǊŀǘƛƻƴ ȅƻǳ ƘŀǾŜ Ǝƻǘ ǘƻ ƭƻƻƪ ŀǘ 

really changing ideaǎΦέ  ¢ƻƳ ŘƻŜǎƴΩǘ ǎŜŜ ǘƘŀǘ ƘŀǇǇŜƴƛƴƎ ƛƴ ǎƛƎƴƛŦƛŎŀƴǘ ǿŀȅǎ όŦƻǊ 

ŜȄŀƳǇƭŜΣ ǿƘȅ ŀǊŜƴΩǘ ǘƘŜǊŜ ƻƴƎƻƛƴƎ ŎƻƭƭŀōƻǊŀǘƛƻƴǎ ōŜǘǿŜŜƴ t.{ ŀƴŘ btwΚύΦ 

ά{ƻƳŜǘƛƳŜǎ L ǘƘƛƴƪ ǿŜ ŎƻǳƭŘ ōŜ ƻǳǊ ƻǿƴ ōƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ŀƴŘ ƘǳǊŘƭŜ ƻǾŜǊ ǘƘŜ 

ƴŜȄǘ ŜƭŜǾŜƴ ȅŜŀǊǎ ǘƻ ƎŜǘ ǘƻ нлнлΦέ  - Tom 

Additional notes: 

¤ ¢ƘŜǊŜΩǎ ƴƻ ƴŜŜŘ ǘƻ ǿŀƛǘ ŦƻǊ ŀƴ ƛƴŦǳǎƛƻƴ ƻŦ ŎŀǇƛǘŀƭ ǘƻ ƎŜǘ ǎǘŀǊǘŜŘ ƻƴ ƎǊƻǿƛƴƎ ǘƘŜ 

audience. Both Tom and John make a point of noting that they believe that KPBS has 

been pursuing many of the recommendations in the report for years now and 

without new funding. ¢ƘŜȅΩǾŜ ŘƻƴŜ ƛǘ ōȅ άǊŜŀǊǊŀƴƎƛƴƎ ǘƘŜ ŘŜŎƪ ŎƘŀƛǊǎέ ς by redoing 

ŦǳƴŎǘƛƻƴǎΣ ǊŜŘƻƛƴƎ ƧƻōǎΣ ōŜƛƴƎ ƳƻǊŜ ŜŦŦƛŎƛŜƴǘΣ ōŜŎƻƳƛƴƎ ƳƻǊŜ άŎƻƴǾŜǊƎŜŘέ ŀƴŘ ƘŀǾƛƴƎ 

ŀ ǎǘǊŀǘŜƎƛŎ Ǉƭŀƴ ǘƘŀǘΩǎ ǾŜǊȅ ŦƻŎǳǎŜŘ ƻƴ ŎŜǊǘŀƛƴ ŀǊŜŀǎΦ 

άLǘΩǎ ƴƻǘ ōŜŜƴ ŀƴ Ŝŀǎȅ ǇǊƻŎŜǎǎ ǎƻƳŜǘƛƳes for people in the organization but 

ǿŜΩǾŜ ŘƻƴŜ ƛǘ ƛƴ ƻǊŘŜǊ ǘƻ Ǉƻǎƛǘƛƻƴ ƻǳǊǎŜƭǾŜǎ ǘƻ ƎǊƻǿ ƻǳǊ ŀǳŘƛŜƴŎŜ ǿƛǘƘƻǳǘ 

ǎƛǘǘƛƴƎ ōŀŎƪ ŀƴŘ ǎŀȅƛƴƎΣ ΨǿŜƭƭ ǿŜ Ŏŀƴϥǘ Řƻ ǘƘƛǎ ǳƴǘƛƭ ǿŜ ƘŀǾŜ ŀƴ ƛƴŦǳǎƛƻƴ ƻŦ 

ƳƻƴŜȅΩΦέ 

!ǎ ŀƴ ŜȄŀƳǇƭŜΣ WƻƘƴ ŎƛǘŜǎ ŎƘŀƴƎŜǎ ǘƘŜȅΩǾŜ ƳŀŘŜ ǘƻ ǇǊƻǇŜƭ ǘheir online presence:  

άLƴ нллр ǿŜ ƘŀŘ ƻƴŜ ǇŜǊǎƻƴ ǿƻǊƪƛƴƎ ƻƴ ƪǇōǎΦƻǊƎ ŀƴŘ ƻǳǊ ǿŜōǎƛǘŜ ǿŀǎ ŀ 

marketing tool. We came up with a plan of handpicking seven people from 

around the organization in different disciplines and in one day we had eight 

people working full time on kpbs.org with a new digital department to create 

content, re-purpose content, and turn our website from a marketing tool into a 

full news channel. We did that without hiring one extra body. ²Ŝ Ƨǳǎǘ ƘŀǾŜƴΩǘ 

been afraid to rearrange the deck chaƛǊǎΦέ 

Since then they have moved further to converge roles by having reporters post their 

own work on the website, freeing a staff person to do other online work. 

ά[ŜǘΩǎ ŦŀŎŜ ƛǘ. bƻ ƻƴŜ Ƙŀǎ ŀ ōƛƎ ŎƘŜŎƪ ǘƘŀǘΩǎ ƎƻƛƴƎ ǘƻ ŦƛƴŀƴŎŜ ǘƘƛǎ ǿƘƻƭŜ ǘƘƛƴƎ. The 

changes need to get started at home and there are things that stations can do 

ǘƘŜƳǎŜƭǾŜǎΣ ƴƻǿΣ ǘƻ ƎǊƻǿ ǘƘŜ ŀǳŘƛŜƴŎŜΦέ 
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CHRISTINA KUZMYCH 
Station Manager, WFIU, Bloomington, Indiana 

President, Public Radio in Mid-America 

Key points 

¤ An integrated online news presence is essential for public broadcasting to own the 

journalistic landscape.  LǘΩǎ ŀ ǿŀȅ ŦƻǊ ŀƭƭ ƻŦ ǘƘŜ ǎȅǎǘŜƳΩǎ ǊŜǎƻǳǊŎŜǎ ǘƻ ǿƻǊƪ ǘƻƎŜǘƘŜǊ ς large 

and small markets, radio and TV, state and national networks. 

¤ National brand and awareness marketing is essential for increasing both the size and 

inclusiveness of the audience. 

¤ Music formats could be enhanced by shifting local staff from hosting recorded music to 

reporting on music, arts and culture in local communities. 

¤ ²CL¦Ωǎ ƭŀǊƎŜǎǘ ǎƻǳǊŎŜ ƻŦ ŦǳǘǳǊŜ ŀǳŘƛŜƴŎŜ growth may be through its original online only 

content. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ ¢ƘŜ ǊŜǇƻǊǘ ƛǎ άǾŜǊȅ ŎƻƳǇǊŜƘŜƴǎƛǾŜέ ŀƴŘ ŀƭƭ ƻŦ ǘƘŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴ ŀǊŜŀǎ ǊŜǎƻƴŀǘŜŘ 

άǎǘǊƻƴƎƭȅΦέ   It covers the topics discussed aǘ ǘƘŜ ǊŜƎƛƻƴŀƭ ό{wDΩǎ D¢! ǇǊŜǎŜƴǘŀǘƛƻƴ ŀǘ 

PRIMA) and of most concern to WFIU. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 2.3 Journalism ς Integrated Online News:  άhƴƭƛƴŜ ƴŜǿǎ ƛǎ ǘƘŜ ŀǊŜŀ ƛƴ ǿƘƛŎƘ ǿŜ Ŏŀƴ ǘǊǳƭȅ 

own the journalistic landscape as broadcasters and online is the key.  It is the one place 

where we can all meet -- large markets, small markets, radio, and television -- and that 

ǊŜǎƻƴŀǘŜŘ ǾŜǊȅ ǎǘǊƻƴƎƭȅΦέ 

Á Content needs to be integrated at all levels, from bottom to top: local market radio 

and TV, state network, and national. 

Á ά! ōŀŎƪōƻƴŜέ ƛǎ ƴŜŜŘŜŘ ǘƘŀǘ ŀƭƭƻǿǎ ǳǎ ǘƻ ŀƭƭ ǘƻ ōŜ ƛƴǘŜƎǊŀǘŜŘΣ ǎŜŀǊŎƘŀōƭŜ ŀƴŘ Ŝŀǎƛƭȅ 

ŀŎŎŜǎǎƛōƭŜΦέ  This could extend to having a single point of entry.  
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Á ²ƘƛƭŜ ǘƘŜǊŜ ƛǎ ŎƻƴǎƛŘŜǊŀōƭŜ ŘƛǎǎŜƴǎƛƻƴ όάƻǊ L ǎƘƻǳƭŘ ǎŀȅ ŘƛǾŜǊǎŜ ǘƘƛƴƪƛƴƎέύ ŀǎ ǘƻ 

whether we should be investing in legacy broadcasting, digital broadcasting, online, 

etc., ς άƻƴƭƛƴŜ ƛǎ ǘƘŜ ƻƴŜ ǇƭŀŎŜ ǿƘŜǊŜ ǿŜ Ŏŀƴ ŀƭƭ ƳŜŜǘΣ ŀƴŘ ŀŎŎŜǇǘΦέ 

¤ 6 Marketing:  The section and recommendations generally resonate, including helping 

stations to improve their marketing techniques. But a major component is missing ς a 

national branding campaign. 

¤  3 Music:  ¢ƘŜ ǎŜŎǘƛƻƴ ƛǎ άǿŜƭƭ ƘŀƴŘƭŜŘέ ŀƴŘ ŀǇǇǊŜŎƛŀǘŜŘΦ ά±ŜǊȅ ƻŦǘŜƴ ǿŜ ƭƻǎŜ ǎƛƎƘǘ ƻŦ ǘƘŜ 

fact that a large portion of our audience is coming to us because of our music and our 

ŎǳƭǘǳǊŀƭ ǇǊƻƎǊŀƳƳƛƴƎΦ Lǘ ƛǎ ƴƻǘ ŀƭǿŀȅǎ ǘƘŜ ƴŜǿǎΦέ   

However, the recommendation area related to the presentation of music needs more 

emphasis and perhaps a particular direction. Stations should move away from simply 

ǇǊŜǎŜƴǘƛƴƎ ƳǳǎƛŎ όάǎǇƛƴƴƛƴƎ /5ǎέύ ŀƴŘ ŦƻŎǳǎ ǘƘŜƛǊ ǎǘŀŦŦ ƻƴ ǊŜǇƻǊǘƛƴƎ ƻƴ ƳǳǎƛŎΣ ŀǊǘǎ ŀƴŘ 

cultural life in their communities. This local content can then be integrated into the 

format. National program services (e.g. C-24) can handle the CD music presentation, 

ŦǊŜŜƛƴƎ ƭƻŎŀƭ ǎǘŀŦŦ ǘƻ Řƻ ǘƘŜ ǊŜǇƻǊǘƛƴƎΦ ¢ƘŜǊŜΩǎ ƭƛǘǘƭŜ ǾŀƭǳŜ ƛƴ ǊŜǇƭƛŎŀǘƛƴƎ ƳǳǎƛŎ ŀƴƴƻǳƴŎƛƴƎ 

all over the country. There is value in having local music, arts and cultural reporting from 

across the country. 

Á These comments were made in the context of classical music programming but could 

be extended to other music formats as well. 

¤ 5 Market Strategies, Station Solutions:  ¢ƘŜ ŜƳǇƘŀǎƛǎ ƻƴ ƳŀƧƻǊ ƳŀǊƪŜǘ ǎǘŀǘƛƻƴǎ ƛǎ άƎƻƻŘ 

ŎƻƳƳƻƴ ǎŜƴǎŜέ ŀǎ ŀ ƳŜŀƴǎ ŦƻǊ ōǳƛƭŘƛƴƎ ōǊƻŀŘŎŀǎǘ ŀǳŘƛŜƴŎŜ ǉǳƛŎƪƭȅΣ ōǳǘ ǘƘŜ ǎƛǘǳation 

may be different when building online audience. Stations such as hers may be  strong 

content providers and online audience builders through original content based on 

resources and partnerships they have available in their markets (see 4 The Network 

below). So be careful not to relegate small markets to second-class status in the online 

realm. 

2. Recommendations resonating most strongly for their station and market 

¤ 3 Music:  As noted above, WFIU is looking at how to effectively use their music staff, 

whether to allocate them to announcing or reporting. 

¤ 2.2 Journalism ς Local Reporting:  Building stronger news content at both the local and 

ǎǘŀǘŜ ƭŜǾŜƭǎ ǊŜǎƻƴŀǘŜǎ άǾŜǊȅ ǎǘǊƻƴƎƭȅέ ŦƻǊ ²CL¦Φ !ǎ Ƨƻƛƴǘ ƭƛŎŜƴǎŜŜ ǘƘŜȅ ƘŀǾŜ ǊŜŎŜƴǘƭȅ 

integrated TV, radio and onlinŜ ƴŜǿǎ ǇǊƻŘǳŎǘƛƻƴ ǳƴŘŜǊ ƻƴŜ άƴŜǿǎ ōǳǊŜŀǳέ ǿƛǘƘ ƻƴŜ 

bureau chief to improve their local news coverage.  

Á Lƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ƴǳƳōŜǊ ƻŦ άŦŜŜǘ ƻƴ ǘƘŜ ǎǘǊŜŜǘέ ƴŜŜŘŜŘ ǘƻ ŀŘŜǉǳŀǘŜƭȅ ŎƻǾŜǊ ǘƘŜƛǊ 

ƳŀǊƪŜǘΣ ²CL¦Ωǎ ƴŜǿǎ ǎǘŀŦŦƛƴƎ ƻŦ ŦƻǳǊ Ŧǳƭƭ-time reporters plus part-timers and interns 

ŦǊƻƳ ǘƘŜ ƧƻǳǊƴŀƭƛǎƳ ǎŎƘƻƻƭ ƛǎ άƭǳȄǳǊƛƻǳǎέ ŎƻƳǇŀǊŜŘ ǘƻ ǎǘŀǘƛƻƴǎ ƛƴ ǎƛƳƛƭŀǊ ƳŀǊƪŜǘǎ 
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ǘƘŀǘ Ƴŀȅ ƴƻǘ ƘŀǾŜ ŜǾŜƴ ŀ ƴŜǿǎ ŘƛǊŜŎǘƻǊΦ bƻƴŜǘƘŜƭŜǎǎΣ ǘƘŜȅΩŘ ƴŜŜŘ ǘǿƻ ƳƻǊŜ ŦǳƭƭǘƛƳŜ 

reporters (a 50% increase) to begin to adequately cover the various communities in 

ǘƘŜƛǊ ƳŀǊƪŜǘΦ .ǳǘ /ƘǊƛǎǘƛƴŀ ŘƻŜǎ ƴƻǘ ƪƴƻǿ Ƙƻǿ ǘƘƛǎ ǿƻǳƭŘ ōŜ ŦǳƴŘŜŘΦ ά²Ŝ ƘŀǾŜ 

created the framework and we have the vision. We know where we are going. What 

ƛǎ ƭŀŎƪƛƴƎ ƛǎ ǘƘŜ ŦǳƴŘƛƴƎΦέ 

¤ 4 The Network:  ²CL¦Ωǎ ƎǊŜŀǘŜǎǘ ŀǳŘƛŜƴŎŜ ōǳƛƭŘƛƴƎ ƻǇǇƻǊǘǳƴƛǘȅ Ƴŀȅ ōe a global audience 

for its original online content created in partnership with internationally acclaimed 

centers at Indiana University. 

Á They are in a market where there is little if any broadcast coverage growth 

opportunity. They are using HD2 for a counter-programmed version of their main 

ŎƘŀƴƴŜƭ ǎŜǊǾƛŎŜ ōǳǘ άƛǘ ƛǎ ƎƻƛƴƎ ǾŜǊȅ ǎƭƻǿƭȅΦέ  They anticipate an HD3 service but 

ŘƻƴΩǘ ŜȄǇŜŎǘ ƳǳŎƘ ƎǊƻǿǘƘ ŦǊƻƳ ƛǘΦ  The main reason for HD2 and HD3 is in the 

streaming potential, where unique content may attract a broader audience.  

Christina imagines that many stations share their situation. 

Á Expectations of a global online audience come from the work they are doing to 

create modules and short podcasts in partnership with five or six centers at the 

university that have international stature (e.g. the Kinsey Institute,  Center for 

Global Studies with a focus on Islam and Muslim traditions, the Jacobs School of 

Music.)   ¢ƘŜȅ ŀǊŜ ƴƻǿ ŜȄǘŜƴŘƛƴƎ ǘƘŜǎŜ ǇǊƻŘǳŎǘƛƻƴǎ ƛƴǘƻ άŘƛǎŎǊŜǘŜ ǇǊƻƎǊŀƳǎέ ŦƻǊ 

radio use, but all are produced as original material for online.  (An anticipated 

partnership with the Jacobs School of Music may also generate content for an HD3 

service.)  

Á This partnership-based content production and distribution model is expected to 

continue and extend to other partneǊǎ ŀƴŘ ŎƻƴǘŜƴǘ ŀǊŜŀǎΣ ŀƭƭ άƻǳǘǎƛŘŜ ƻŦ ƭŜƎŀŎȅ ŀƴŘ 

ǘǊŀŘƛǘƛƻƴŀƭ ǊŀŘƛƻΦέ 

Á !ǘ ǇǊŜǎŜƴǘΣ ǘƘŜƛǊ ƻƴƭƛƴŜ ŀǳŘƛŜƴŎŜ ƛǎ άǎƭƻǿƭȅ ōǳƛƭŘƛƴƎέ ōǳǘ ƛǎ ƴƻǘ ȅŜǘ ǎǳōǎǘŀƴǘƛŀƭ ƻǊ 

contributing to the bottom line. 

3. Important recommendations or perspectives missing from the report 

¤ A national awareness campaign. The major item missing from the Marketing section is a 

ǊŜŎƻƳƳŜƴŘŀǘƛƻƴ ŦƻǊ ŀ άƴŀǘƛƻƴŀƭ ōǊŀƴŘƛƴƎ ŎŀƳǇŀƛƎƴΦέ  This is essential for there to be any 

ŜȄǇŜŎǘŀǘƛƻƴ ǘƘŀǘ ǇǳōƭƛŎ ǊŀŘƛƻ Ŏŀƴ άƻǿƴ ǘƘŜ ƧƻǳǊƴŀƭƛǎǘƛŎ ƭŀƴŘǎŎŀǇŜΦέ  To do that ǘƘŜ άbtw 

ōǊŀƴŘ ǎƘƻǳƭŘ ǊŜǎƻƴŀǘŜ ŀǎ ǎǘǊƻƴƎƭȅ ŀǎ ǘƘŜ /bb ōǊŀƴŘ ǿƛǘƘ ǘƘŜ ŀǾŜǊŀƎŜ !ƳŜǊƛŎŀƴΦέ  And to 

Řƻ ǘƘƛǎ ǊŜǉǳƛǊŜǎ ŀ ƴŀǘƛƻƴŀƭ ƳŀǊƪŜǘƛƴƎ ŎŀƳǇŀƛƎƴΦ άLǘΩǎ ōŜŜƴ ǘŀƭƪŜŘ ŀōƻǳǘ ŦƻǊ ȅŜŀǊǎ ōǳǘ 

ǊŀǊŜƭȅ ǇǳǊǎǳŜŘ ŀƴŘ ǇǳǊǎǳŜŘ ǿƛǘƘ ŎƻƴǎƛǎǘŜƴŎȅΦέ 

Á Such awareness marketing might also be the most effective way of increasing the 

ŘƛǾŜǊǎƛǘȅ ŀƴŘ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ǘƘǊƻǳƎƘ ǘŀǊƎŜǘƛƴƎ ƻŦ [ŀǘƛƴƻǎ 



grow the audience  

                  Conversations with Public Media Leaders 
 

 
CHRISTINA KUZMYCH          64 

 

and African-Americans where awareness is particularly low. There could be large 

audience increases among these groups without any changes in existing content. 

ά/ƻƴǘŜƴǘ ƛǎ ŎƻƴǘŜƴǘΣ ƛŦ ƛǘ ƛǎ ƎƻƻŘ ŎƻƴǘŜƴǘ ŜǾŜǊȅƻƴŜ ǿŀƴǘǎ ǘƻ ƘŜŀǊ ƛǘΣ ǊŜƎŀǊŘƭŜǎǎ ƻŦ 

background. This is not to say, of course, that you may not want to package 

something differently if you are really being that laser precise in your targeting, but 

content is content. And good content is good content regardless of who is listening 

ǘƻ ƛǘΦέ 

¤ Funding/business models. There is little in the report on solid funding models or creating 

a business model for the system as a whole, nationally and locally, radio, TV, and online. 

άL ŎŀƴΩǘ ŜǾŜƴ ŀǊǘƛŎǳƭŀǘŜ Ƙƻǿ ƻƴŜ ǿƻǳƭŘ Řƻ ǘƘŀǘΣ ōǳǘ L ǿƛǎƘ ǘƘŀǘ ǎƻƳŜōƻŘȅ ǿƻǳƭŘ ŦǳƴŘ ŀ 

study on good business models that we could all look at and approach from a national 

ǇŜǊǎǇŜŎǘƛǾŜΦέ  

4. Biggest challenge ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Awareness. For people to listen to and view us they first need to know we exist. We are 

currently too far down the list of recognized news sources. We are only known among a 

ŎŜǊǘŀƛƴ ŘŜƳƻƎǊŀǇƘƛŎΦ ¢ƘŀǘΩǎ ǿƘȅ ƴŀǘƛonal brand and awareness marketing is needed. 

¤ Fragmentation of the existing audience. This is the front-door, back-door problem. While 

we are working to bring new audiences in the on-air front door we need to keep in mind 

that our legacy audience is seeping out the backdoor to new platforms. So we need to be 

on all platforms and we need to measure our audience across all platforms. 

¤ CǳƴŘƛƴƎΦ ά¢ƘŜ ŎƘŀƭƭŜƴƎŜ ƛǎ ǘƻ ŜǎǘŀōƭƛǎƘ ŀƴŘ ƎǊƻǿ ƳǳƭǘƛǇƭŜ ǇƭŀǘŦƻǊƳǎ ǎƛƳǳƭǘŀƴŜƻǳǎƭȅΣ 

maintain them effectively, and all with scant funding.  If there is anything I am sad about 

it, it is the fact that we, perhaps more than any other broadcast entity, are positioned to 

truly make a difference ς but we are under-ŦǳƴŘŜŘΦέ
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AL LETSON 
Producer, State of the Re:Union 

PRX/CPB Talent Quest winner 

Key points 

¤ Social media is under-addressed in the report and deserves its own section. 

¤ Multimedia production and multiplatform distribution need more emphasis as ways of 

diversifying as well as engaging the audience. 

¤ Stations and program directors in particular need to put radio operations on autopilot and 

put some real muscle behind multimedia production and multiplatform distribution. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ 9ǾŜǊȅǘƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘ ŎƻǾŜǊǎ ƛǎ άǊƛƎƘǘ ƻƴέ ŀƴŘ ǘƘŜ ǘƘƛƴƪƛƴƎ ƛǎ άƛƴ ǘƘŜ ǊƛƎƘǘ ŘƛǊŜŎǘƛƻƴέ ōǳǘ 

the importance of social media was under-addressed. It deserves an entire section of its 

own. άaȅ ōƛƎƎŜǎǘ ōŜŜŦ ƛǎ ǘƘŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ǎǘǳŦŦΦέ 

(See notes under Section 3.) 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness: Multimedia and social media is the route to more inclusiveness. 

Á άL ǇŜǊǎƻƴŀƭƭȅ ǘƘƛƴƪ ǘƘŀǘ ǘƘŜ ƳƻǊŜ ǇǳōƭƛŎ ǊŀŘƛƻ ŜƳōǊŀŎŜǎ ŀƭƭ ŦƻǊƳǎ ƻŦ ƳŜŘƛŀΣ ǘƘŜ ƳƻǊŜ 

inclusive it will become just because they have expanded their net so much. Each 

ƳŜŘƛǳƳ ƛƴ ƛǘǎŜƭŦ ƘŜƭǇǎ ŘƛǾŜǊǎƛŦȅ ǘƘŜ ŀǳŘƛŜƴŎŜΦέ 

Á άL ǊŜŀŘ ŦǊƻƳ ǎƻƳŜōƻŘȅ ƛƴ ǘƘŜ ǊŜǇƻǊǘ ǘƘŀǘ ΨǇǳōƭƛŎ ǊŀŘƛƻ ƴŜŜŘǎ ŀ ōƛƎ ƛŘŜŀΩ. Well this is 

the big idea. LŦ ȅƻǳ ōǳƛƭŘ ƛǘΣ ǘƘŜ ǇŜƻǇƭŜ ǿƛƭƭ ŎƻƳŜΦέ 

¤ 3 MusicΥ  ¢ƘŜǊŜΩǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ǊƻƭŜ ŦƻǊ public radio to play in playing and promoting local 

music. 

Á People can readily hear commercial musicians and artists with access to national 

media on many sources. What they are missing is local musicians and music. άLf 

public radio can make itself a place where local people who are just trying to break in 

Ŏŀƴ ōŜ ƘŜŀǊŘ ŀƴŘ ǎŜŜƴΣ L ǘƘƛƴƪ ǘƘŀǘ ǿƻǳƭŘ Ǝƻ ŀ ƭƻƴƎ ǿŀȅΦέ  !ƴŘ ƛǘΩǎ ǇŀǊǘ ƻŦ ǿƘŀǘ !ƭ 
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ǎŜŜǎ ŀǎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǊƻƭŜ άǘƻ ƻǇŜƴ ŘƻƻǊǿŀȅǎ ŦƻǊ ǇŜƻǇƭŜ ǘƻ ƘŜŀǊ ǘƘƛƴƎǎ ŀƴŘ 

experience things they never have beforeΦέ 

Á Featuring local music is also a powerful counter to the homogenization of local 

communities. ά¢ƘŜǊŜ ƛǎ ŀ ƘǳƎŜ ǎŜǊǾƛŎŜ ƛƴ ŦƛƴŘƛƴƎ ǘƘŀǘ ƭƻŎŀƭ ǎƻǳƴŘ. I find when I travel 

ǘƘŀǘ ŜǾŜǊȅ ŀǊŜŀ Ƙŀǎ ƛǘǎ ƻǿƴ ƭƻŎŀƭ ǎƻǳƴŘΦέ   

Á ¢ƘŜǊŜΩǎ ŀƭǎƻ ǘƘŜ Ǉƻǎǎƛōƛƭƛǘȅ ŀƴŘ ōŜƴŜŦƛǘ ƻŦ ƘŜlping an artist succeed, nationally or just 

locally. άIf you make a dent locally, then you make a dent nationally. So if you start 

playing unsigned bands that are pretty good on your local station, who knows where 

ǘƘŀǘ ƎƻŜǎ ōŜŎŀǳǎŜ ƳŜŘƛŀ ƛǎƴΩǘ ŎƻƴǘǊƻƭƭŜŘ ƛn one little space anymore and people 

ŘƻƴΩǘ ƴŜŜŘ ŀ ǊŜŎƻǊŘ ŎƻƳǇŀƴȅ ǘƻ ōŜŎƻƳŜ ōƛƎ. They can do it on their own. I think that 

ǎǳǇǇƻǊǘ ƛǎ ƛƴŎǊŜŘƛōƭȅ ƛƳǇƻǊǘŀƴǘ ŜǾŜƴ ƛŦ ǘƘƻǎŜ ōŀƴŘǎ ŘƻƴΩǘ ŜǾŜǊ ƎŜǘ ōƛƎΦέ 

2. Recommendations resonating most strongly for their station and market 

Not applicable for Al. 

3. Important recommendations or perspectives missing from the report 

¤ The importance and impact of social media.  

άLƴ ǘƘŜ ŦǳǘǳǊŜ ǿŜ ŀǊŜ ŀƭƭΣ ƭƛƪŜ ƛǘ ƻǊ ƴƻǘΣ ƎƻƛƴƎ ǘƻ ōŜ ŘŜŀƭƛƴƎ ǿƛǘƘ ǎƻŎƛŀƭ ƳŜŘƛŀ ŀƴŘ ǎƻŎƛŀƭ 
networking to the extent that I feel it should have a complete section to itself. ¢ƘŀǘΩǎ 
ǿƘŀǘ ƛǎ ƎƻƛƴƎ ǘƻ ŘǊƛǾŜ ƻǳǊ ŎƻƴǘŜƴǘ ƛƴ ǘƘŜ ŦǳǘǳǊŜ ŀƴŘ L ǘƘƛƴƪ ǘƘŜȅ ƳƛǎǎŜŘ ƛǘΦέ 

In such a section, Al imagines highlighting three current applications to illustrate the role 

of social media in building audience: 

Á Twitter for engaging ƛƴ ǇŜƻǇƭŜΩǎ ƛƳƳŜŘƛŀǘŜ ƭƛǾŜǎ όƴƻǘ Ƨǳǎǘ ǎŜƴŘƛƴƎ ǘƘŜƳ ƳŜǎǎŀƎŜǎύΦ 

άLǘ ŘƻŜǎƴΩǘ ǎŜŜƳ ǘƻ ƳŜ ǘƘŀǘ ǘƘŜȅ όbtwΣ ǎǘŀǘƛƻƴ ǎǘŀŦŦΣ ŀƴŘ ǇǳōƭƛŎ ǊŀŘƛƻ ǳǎŜǊǎύ ŜƴƎŀƎŜ ƛƴ 

ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ¢ǿƛǘǘŜǊ Ǉƻǎǘǎ ǳƴƭŜǎǎ ƛǘΩǎ ǎǇŜŎƛŦƛŎŀƭƭȅ ǘƻ them. If you are trying to 

engage people through Twitter the goal is not to just write your own comments but 

ŀƭǎƻ ŎƻƳƳŜƴǘ ƻƴ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ǎǘǳŦŦ. Because when you comment on other peoples 

stuff, the people that are following them see you and they get turned on to it and 

ǘƘŀǘΩǎ Ƙƻǿ ȅƻǳ ƎǊƻǿ ŀ ƴŜǘǿƻǊƪ ƻƴ ¢ǿƛǘǘŜǊ ς ōȅ ōŜƛƴƎ ŀƴ ŀŎǘƛǾŜ ǇŀǊǘƛŎƛǇŀƴǘ ƻƴ ƛǘΦέ 

άLŦ ȅƻǳ ŀǊŜ ŀ ǎƘƻǿ ƻǊ ǿƘŀǘŜǾŜǊ ŀƴŘ ǇŜƻǇƭŜ ǘǿŜŜǘ ȅƻǳ ŀƴŘ ǘƘŜȅ ƘŜŀǊ ŀ ǊŜǎǇƻƴǎŜ ŦǊƻƳ 

ȅƻǳΣ ǿƘŜƴ ȅƻǳ ŜƴƎŀƎŜ ƛƴ ǘƘŜƛǊ ƭƛǾŜǎ ǘƘŜȅ ŦŜŜƭ ƭƛƪŜ άƻƘ ǿƻǿΣ ǘƘƛǎ ǇŜǊǎƻƴ ƭƛƪŜ is 

watching meΣ ǘƘƛǎ ǇŜǊǎƻƴ ŎŀǊŜǎέ ς ŀƴŘ ǘƘŀǘ ƎƛǾŜǎ ŀ ƭŜǾŜƭ ƻŦ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƭƛƪŜ ǿŜΩǾŜ 

never had before. L ǘƘƛƴƪ ƛǘΩǎ ƘǳƎŜΦέ 

Á FaceBook for showing your stuff and building your own community. 
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άCŀŎŜ.ƻƻƪ ƛǎ ŀ ƎǊŜŀǘ ǿŀȅ ǘƻ ŎƻƴƴŜŎǘ ǿƛǘƘ ǇŜƻǇƭŜ ŀƴŘ ǊŜŀƭƭȅ ǎƘƻǿ them what you are 

about. LǘΩǎ ŀƭǎƻ ŀ ƎǊŜŀǘ ǿŀȅ ǘƻ show off if you have multimedia aspects to your show. 

!ƴŘ ȅƻǳ Ŏŀƴ ōŀǎƛŎŀƭƭȅ ŎǊŜŀǘŜ ȅƻǳǊ ƻǿƴ ŎƻƳƳǳƴƛǘȅΦέ 

Á Ning or other tools for creating whole social networks. 

Ning or such tools are useful when you are trying to create a new community (social 

network) around a certain topic, issue or event and really want them to engage in 

discussion, dialogue and debate among themselves ς as PRX did with Talent Quest. 

ά¢ƘŜȅ ƘŀŘ ŀ ƎǊŜŀǘ ǘƘŜƳŜ ŀƴŘ ƛǘ ōǊƻǳƎƘǘ ǇŜƻǇƭŜ ŀǊƻǳƴŘ ƛǘΦέ 

(For his program, State of the Re:UnionΣ !ƭ ŘƻŜǎƴΩǘ Ǉƭŀƴ ƻƴ ǳǎƛƴƎ bƛƴƎ ƻǊ ƻǘƘŜǊǿƛǎŜ 

creating a social network at least for now. IŜΩƭƭ ǊŜƭȅ ƳƻǊŜ ƻƴ ¢ǿƛǘǘŜǊ ŀƴŘ CŀŎŜ.ƻƻƪ ǘƻ 

create awareness, engagement and community around the show itself.) 

¤ The power and necessity of full multimedia production and multi-platform delivery 

(versus just add-ons to radio). 

Á !ƭ ŘƻŜǎƴΩǘ ǎŜŜ ǇǳōƭƛŎ ǊŀŘƛƻ όƻǊ ǘƘŜ ǊŜǇƻǊǘύ Ŧǳƭƭȅ ǊŜŎƻƎƴƛȊƛƴƎ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ŀƴŘ ǇƻǿŜǊ 

of operating in a mode of true multi-media production and multi-platform delivery. 

ά¢ƘŜȅ ƭƻƻƪ ŀǘ ŀ ǎƘƻǿ ŀǎ ŀ radio show. Yeah, they will put a couple of pictures on 

flicker and maybe add-on some small video clips here and there. .ǳǘ ǘƘŜȅ ŘƻƴΩǘ ƭƻƻƪ 

at it as all one big pie and you have to tackle it that way. Because now people want 

access to all the information and all the stuff you have. And they want it when they 

want it. ¢ƘŜȅ ŘƻƴΩǘ ǿŀƴǘ ǘƻ ǿŀƛǘ ŦƻǊ you ǘƻ ƎƛǾŜ ƛǘ ǘƻ ǘƘŜƳΦέ 

ά!ǎ ŀ ǇǊƻŘǳŎŜǊ ȅƻǳ ƘŀǾŜ ǘƻ ǊŜŎƻƎƴƛȊŜ ǘƘŀǘ ƛƴ ƻǊŘŜǊ ǘƻ ǎǳǊǾƛǾŜ ȅƻǳ ƘŀǾŜ ǘƻ Ǝƻ ǿƘŜǊŜ 

the people are. People are at their computers and they are getting entertained by a 

ƭŀǳƎƘƛƴƎ Ŏŀǘ ƻƴ ¸ƻǳ¢ǳōŜ ŀƴŘ ȅƻǳΩǾŜ Ǝƻǘ ǘƻ ŦƛƎǳǊŜ Ƙƻǿ ǘƻ ŎƻƳǇŜǘŜ ǿƛǘƘ ǘƘŀǘΦέ 

ά²Ŝ όState of the Re:Union) are always thinking about how the multimedia plays into 

the picture and sometimes we think in terms that multimedia is the thing. ²Ŝ ŘƻƴΩǘ 

look at ourselves as a radio show, we look at ourselves as a multimedia show and 

ǊŀŘƛƻ ƛǎ ƻƴŜ ƻŦ ǘƘŜ ŀǎǇŜŎǘǎ ǿƛǘƘƛƴ ƳǳƭǘƛƳŜŘƛŀΦέ 

Á To illustrate what full multimedia and multiplatform production means, Al outlines 

the planned elements of State of the Re:Union: 

- documentary shorts (audio and video) 

- highly stylized and integrated graphics 

- animation, including complete animation pieces 

- still pictures and slide shows 

- podcasts (audio and video) 

- music videos (online and podcast) 
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- social media: 

 FaceBook page 

 Blogs (for everyone on staff, as part of their job) 

 Twitter (with updates and responses by everyone on staff, as part of their 

job) 

άL ǘƘƛƴƪ ƛǘ ƛǎ ǾŜǊȅ ŘƛŦŦŜǊŜƴǘ ŦǊƻƳ ƛŦ ȅƻǳ ǿŀƭƪ ƛƴǘƻ btw ŀƴŘ ǎŜŜ ǿƘŀǘ Ƴƻǎǘ ƻŦ ǘƘe people 

are doing there. I know some of the producers have little accounts but we are looking 

ŦƻǊ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘΩǎ ƳƻǊŜ ǎǳōǎǘŀƴǘƛŀƭ ŦǊƻƳ ǘƘŜ ǇŜƻǇƭŜ ǘƘŀǘ ǿƻǊƪ ǿƛǘƘ ǳǎ. We need to 

ƳŀƪŜ ǘƘŜ ǇǳōƭƛŎ ŦŜŜƭ ƭƛƪŜ ǘƘŜȅ Ŏŀƴ ǊŜŀŎƘ ƻǳǘ ŀƴŘ ǘƻǳŎƘ ŀƴȅōƻŘȅΦέ 

Á A true multimedia production and multiplatform environment also requires different 

staffing roles and patterns. Lƴ ǇŀǊǘƛŎǳƭŀǊ ǘƘŜǊŜΩǎ ŀ ƴŜŜŘ ŦƻǊ ŀ ά/ǊŜŀǘƛǾŜ 5ƛǊŜŎǘƻǊέ ǘƻ 

make sure it all works together. (Al has created such a position for State of the 

Union.) 

- The role is akin to a traditional public radio program producer but focuses on 

multiple dimensions and their integration rather than just a single dimension 

(audio). 

- For State of the Re:UnionΣ !ƭ ǎŜŜǎ ǘƘŜ ǇƻǎƛǘƛƻƴΩǎ ǊƻƭŜǎ ŀƴŘ ǊŜǉǳƛǊŜƳŜƴǘǎ ŀǎΥ 

 look over all sides of the puzzle to make sure that everything matches up, 

connects, works together and fits with the brand of State of the Re:Union 

 know enough about web design, social media, video productions, audio 

production, etc. to be able to speak the language to everybody (including 

those with deep skills in certain areas) 

 act as a liaison and translator between myself and the rest of staff to bring 

ǘƘŜ άƛƳŀƎƛƴŀǘƛƻƴ ǘƘƛƴƎέ Řƻǿƴ ƛƴǘƻ ǊŜŀƭ ǿƻǊƭŘ ǎǇŜŎƛŦƛŎǎ 

 ƘŜƭǇ ǊŜŦƛƴŜ ǘƘŜ ǇǊƻƎǊŀƳΩǎ ǾƻƛŎŜ ŀƴŘ ƳŀƪŜ ǎǳǊŜ ǘƘŀǘ ǿŜ ŀǊŜ ŀƭǿŀȅǎ ǎǇeaking 

in that language 

 keep an eye on things and make sure we are all working together 

 maintain production standards 

 push us to get out there as much as possible in every way possible.  

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Still thinking that media can be controlled. 

Á ά¢ƘŜǊŜ ŀǊŜ ǎƻ Ƴŀƴȅ ǇŜƻǇƭŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻ ǿƘƻΣ Ƨǳǎǘ ƭƛƪŜ ǘƘŜ ǊŜŎƻǊŘ ƛƴŘǳǎǘǊȅ ŀƴŘ ǘƘŜ 

movie industry, do not get that you can't control media anymore. The more that 

people understand that you can't control it and you just got to go with it, the better 
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off they are going to be. If they start looking at it from that place -- that no, I can't 

control this, I can make it, put it out there, and go with it -- then public radio is going 

ǘƻ ōŜ ŦƛƴŜΦέ 

Á Al sees less of a problem with national program producers than with stations and 

station program directors. !ǘ ƭŜŀǎǘ ǎƻƳŜ ǇǊƻƎǊŀƳ ǇǊƻŘǳŎŜǊǎ ƘŀǾŜ άƎƻǘ ǿƛǘƘ ƛǘέ ŀƴŘ 

are moving into more multimedia and multi-platform approaches. And there are also 

examples like This American Life tƘŀǘ ƘŀǾŜ άŎƘŀƴƎŜŘ ǘƘŜ ǿŀȅ ǇŜƻǇƭŜ ǘƘƛƴƪ ŀōƻǳǘ Ƙƻǿ 

you could do a radio storyΦέ 

But stations and programs directors in particular seem to be keeping their energy 

and focus on radio as usual ς maintaining their broadcast schedules and overseeing 

their programs as is ς while they should be working and reaching into whole new 

areas. 

άL ǿƻǳƭŘ ƭŜǘ ǘƘŜ ǊŀŘƛƻ ǎǘǳŦŦ ƪƛƴŘ ƻŦ Ǝƻ ƻƴ ŀǳǘƻǇƛƭƻǘ ōŜŎŀǳǎŜ ȅƻǳ ƘŀǾŜ ōŜŜƴ ŘƻƛƴƎ ƛǘ ŦƻǊ 

so long you should be able to be on autopilot. I mean the radio is going to be fine. If 

you keep giving to your customers the same thing you have given them they will be 

fine. .ǳǘ L ǿƻǳƭŘ ǎƘƛŦǘ ǎƻƳŜ ƳǳǎŎƭŜ ŀƴŘ ƭƻƻƪ ŀǘ ǿƘŀǘ ȅƻǳ ŎƻǳƭŘ Řƻ ƻƴ ǘƘŜ ƻǘƘŜǊ ŜƴŘΦέ 

Á ²ƘŜƴ ǇǊŜǎǎŜŘ ŦƻǊ ŘŜǘŀƛƭǎ ƻƴ ǿƘŀǘΩǎ ǘƘŜ άƻǘƘŜǊ ŜƴŘΣέ !ƭ ŀŘƳƛǘǎΣ ά¢Ƙƛǎ ƛǎƴΩǘ Ƴȅ Ƨƻō ǎƻ L 

ŘƻƴΩǘ ƪƴow how they would do it, but I think that program directors need to figure 

out a new model for how they are going to provide services (multimedia production, 

multiplatform distribution, audience engagement, and social networking)Φέ  And he 

does offer some top-of-ƳƛƴŘ άƭƛǘǘƭŜ ƛŘŜŀǎέΥ 

- Engaging those who are already passionate in the community to engage others. 

άhƴŎŜ ŀ ǿŜŜƪ L ǿƻǳƭŘ ƘŀǾŜ ŀ ōƭƻƎƎŜǊǎ ǊƻǳƴŘǘŀōƭŜ ǿƘŜǊŜ ōƭƻƎƎŜǊǎ ŦǊƻƳ ǘƘŜ ƭƻŎŀƭ 

area come in and they talk about what's going on in the city. And I would make it 

a call in show and have an online blog where people could comment on it. 

Bloggers are people that are passionate and involved in whatever area they are 

in. {ƻ L ǿƻǳƭŘ ǳǎŜ ǘƘƻǎŜ ǇŜƻǇƭŜ ǘƻ ƘŜƭǇ ŎƻƴƴŜŎǘ ƳŜ ǿƛǘƘ ƻǘƘŜǊ ǇŜƻǇƭŜΦέ   

- Cross-training, cross-equipping and cross-tasking producers to do multimedia 

production. Adding multimedia talent as positions.  

- {ƘƛŦǘƛƴƎ ǘƘŜƛǊ ǊƻƭŜǎ ǘƻ ǎƻƳŜǘƘƛƴƎ ŀƪƛƴ ǘƻ ǘƘŜ άŎǊŜŀǘƛǾŜ ŘƛǊŜŎǘƻǊέ Ǉƻǎƛǘƛƻƴ 

described above, but at the whole station level. 

¤ Lack of personal use, understanding and appreciation of new media. 

ά²Ŝ ŀǊŜ ǘŀƭƪƛƴƎ ŀōƻǳǘ ŀ ǿƘƻƭŜ ōǳƴŎƘ ƻŦ ŘƛŦŦŜǊŜƴǘ ŦƻǊƳǎ ƻŦ ƳŜŘƛŀ ǘƘŀǘ Ƴƻǎǘ ǇŜƻǇƭŜ ƛƴ 

ǇǳōƭƛŎ ǊŀŘƛƻ ŘƻƴΩǘ ǳǎŜ. LŦ ȅƻǳ ŘƻƴΩǘ ǳǎŜ ŀ ¢ǿƛǘǘŜǊ ŀŎŎƻǳƴǘ ȅƻǳ ǇǊƻōŀōƭȅ ŘƻƴΩǘ ǳƴŘŜǊǎǘŀƴŘ 

how it works. LŦ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ŀ CŀŎŜ.ƻƻƪ ǇŀƎŜ ȅƻǳ ŘƻƴΩǘ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ŎǊŀȊȅ 

ŀŘŘƛŎǘƛǾŜ ƛǘ Ŏŀƴ ōŜŎƻƳŜΦέ 
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άLŦ ȅƻǳ ƘŀǾŜ ƴƻǘ ǇŜǊǎƻƴŀƭƭȅ ƛƴǾŜǎǘŜŘ ƛƴ ƛǘΣ ƻǊ ƛŦ ȅƻǳ ŘƻƴΩǘ ǇŜǊǎƻƴŀƭƭȅ ǳƴŘŜǊǎǘŀƴŘ ƛǘΣ ȅƻǳ ŀǊŜ 

not going to be able to understand when somebody comes to you and says look we got 

this many responses off of this Twitter post and so that means like this is the way the 

country is thinking, so that means this is what we need to do in a boardroom. LŦ ȅƻǳ ŘƻƴΩǘ 

ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ǇƻǿŜǊ ƻŦ ƛǘΣ ǿƘȅ ǿƻǳƭŘ ȅƻǳ ǘŀƪŜ ƛǘ ǎŜǊƛƻǳǎƭȅΚ  ¢ƘŀǘΩǎ ǇǊƻōŀōƭȅ ƎƻƛƴƎ ǘƻ ōŜ 

thŜ ƴǳƳōŜǊ ƻƴŜ ƛǎǎǳŜΦέ 

άLŦ L ƘƻǇŜ ŦƻǊ ŀƴȅǘƘƛƴƎ ƛǘ ƛǎ ǘƘŀǘ ǇǳōƭƛŎ ǊŀŘƛƻ ǇŜƻǇƭŜ ǘŜƴŘ ǘƻ ōŜ ǇŜƻǇƭŜ ǿƛǘƘ ƻǇŜƴ ƳƛƴŘǎ 

that are willing to go into uncharted territory. So that may be the thing that saves us ς 

that people get curious. But it feels to me like public radio has always done things certain 

ǿŀȅǎ ŀƴŘ ǎƻ ƳŀȅōŜ ǘƘŜȅ ǿƛƭƭ ŀƭǿŀȅǎ ŎƻƴǘƛƴǳŜ ǘƻ Řƻ ǘƘŜƳ ŎŜǊǘŀƛƴ ǿŀȅǎΦέ 
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WILL LEWIS 
Management consultant, KCRW, Santa Monica, California 

Key points 

¤ The web should remain decentralized, just like stations. 

¤ Growing audiences of color comes naturally from increased levels of education and income; 

trying to attract greater audiences of color by changing the sensibilities of existing programs 

is misguided. 

¤ No analysis is provided to show how the audience goal is achievable. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ ¢ƘŜ ǊŜǇƻǊǘ ƛǎ άŜȄǘǊŜƳŜƭȅ ŎƻƳǇǊŜƘŜƴǎƛǾŜΦέ 

¤ ¢ƘŜ ŀǳŘƛŜƴŎŜ Ǝƻŀƭ ƛǎƴΩǘ ŀŎƘƛŜǾŀōƭŜ ǿƛǘƘƻǳǘ ǿŀǘŜǊƛƴƎ Řƻǿƴ ŦƻǊƳŀǘǎΦ  

Á ά¢ƘŜ ǘƘƛƴƎ L ƘŀǾŜ ǘƻ ǘŜƭƭ ȅƻǳ ǊƛƎƘǘ ƻŦŦ -- the 20 million more people who will use public 

radio every week in the next ten years so we get to the 50 million -- L Ƨǳǎǘ ŘƻƴΩǘ ōǳȅ 

that. And if it does become that, it is going to be because of watering down the music 

ǎǘŀǘƛƻƴǎ ŀƴŘ ŀŘŘƛƴƎ ƳǳǎƛŎ ǎǘŀǘƛƻƴǎΦέ 

Á There will still be some growth from news and information programming but not at 

ǘƘŜ ǊŀǘŜ ǎŜŜƴ ǊŜŎŜƴǘƭȅ ŘǳŜ ǘƻ ŀ ƴŜǿǎ ŎȅŎƭŜ ǿƛǘƘ ǘǿƻ ǿŀǊǎ ŀƴŘ ŀ άǘǊŀƴǎŦƻǊƳŀǘƛƻƴŀƭέ 

election. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 2.1 Journalism ς National Programs:  The idea of strengthening the core NPR news 

ǇǊƻƎǊŀƳǎ ǊŜǎƻƴŀǘŜŘ άǊŜŀƭƭȅ ƘƛƎƘƭȅΦέ  άbƻōƻŘȅ Ŏŀƴ ōŜ ŀƎŀƛƴǎǘ ǘƘŀǘΦέ 

Not resonating: 

¤ 1 InclusivenessΥ  ²ƛƭƭ ƛǎ ŎƻƴŎŜǊƴŜŘ ǿƛǘƘ άƘƻǿ ǘƘŜ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ ŎƻƴŎŜǇǘ ǿƻǳƭŘ ōŜ 

ŜȄŜŎǳǘŜŘΦέ  ¢ƘƛƴƪƛƴƎ ǘƘŀǘ ŀǳŘƛŜƴŎŜǎ ƻŦ ŎƻƭƻǊ Ŏŀƴ be increased by changing the 

sensibilities and tone of existing programming is mistaken. 

Á ¢ƘŜ ŀǳŘƛŜƴŎŜǎ ƻŦ ŎƻƭƻǊ ŦƻǊ ƻǳǊ ŜȄƛǎǘƛƴƎ ǇǊƻƎǊŀƳǎ άǿƛƭƭ ƎǊƻǿ ŀǎ ǘƘŜȅ ōŜŎƻƳŜ ǳǇǿŀǊŘƭȅ 

mobile; with more professional people of color there will be more listeners to our 
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pǊƻƎǊŀƳǎΦέ  IŜ ōŜƭƛŜǾŜǎ ǘƘƛǎ ƛǎ ƘŀǇǇŜƴƛƴƎ ǿƛǘƘ Y/w². άIŜǊŜ ŀǘ Y/w²Σ ŀǘ ƻǳǊ ŜǾŜƴǘǎΣ 

ǿŜ ŀǊŜ ƎŜǘǘƛƴƎ ƳƻǊŜ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊΦέ  !ƴŘ ǘƘŜ ǎǘŀǘƛƻƴΩǎ ŀǳŘƛŜƴŎŜǎ ƻŦ ŎƻƭƻǊ ŀǊŜ 

already under-ǊŜǇƻǊǘŜŘ ǎƛƴŎŜ !ǊōƛǘǊƻƴ ŘƻŜǎƴΩǘ ƳŜŀǎǳǊŜ !ǎƛŀƴ !ƳŜǊƛŎŀƴǎΦ  

Á But changing the sensibilities of existing programming will not make a difference. It is 

άŘŜƭǳŘŜŘΦέ  If you want to reach significant audiences of color, beyond those who 

ŎƻƳŜ ƴŀǘǳǊŀƭƭȅ ǿƛǘƘ ǳǇǿŀǊŘ Ƴƻōƛƭƛǘȅ όŀǎ ŀōƻǾŜύΣ άȅƻǳ ƘŀǾŜ Ǝƻǘ ǘƻ Řƻ ƛǘ ŀƭƭ ǘƘŜ ǿŀȅΦέ  

It requires distinct programming and formats truly programmed for that community 

which means developing entirely separate programming services. (In making these 

points Will recalls his experience at WBUR around 1968 in developing a program 

called The Drum for the black community where they worked with black media 

ǇǊƻŦŜǎǎƛƻƴŀƭǎ ŀƴŘ άƛƴ ŜŦŦŜŎǘ ǘǳǊƴŜŘ ǘƘŜ ǎǘŀǘƛƻƴ ƻǾŜǊ ǘƻ ǊŜǇǊŜǎŜƴǘŀǘƛǾŜǎ ƻŦ ǘƘŜ ōƭŀŎƪ 

ŎƻƳƳǳƴƛǘȅέ ŦƻǊ ǘƘŀǘ ǘƛƳŜ ōƭƻŎƪΦύ 

Á HD radio at one time held the promise of providing channels for such services. ά¢Ƙŀǘ 

would have been the great opportunity but that seems to be dead in the water from 

ǿƘŀǘ L Ŏŀƴ ǎŜŜΦέ 

Á .ǳǘ ²ƛƭƭ ŀƭǎƻ ƴƻǘŜǎ ǘƘŀǘ ƘŜ ŘƻŜǎ ƴƻǘ ōŜƭƛŜǾŜ ƛƴ άōŀƭƪŀƴƛȊƛƴƎ ǎǘŀǘƛƻƴǎέ ƛƴ ǘŜǊƳǎ ƻŦ 

ǎŜǇŀǊŀǘŜ ǎǘŀǘƛƻƴǎ ŦƻǊ ŘƛŦŦŜǊŜƴǘ ŜǘƘƴƛŎ ƎǊƻǳǇǎΦ άLǘΩǎ ǎŜƭŦ-ŘŜŦŜŀǘƛƴƎέ ŜǾŜƴ ƛŦ ǘƘŜ 

approach was practicable and effective in actually attracting audiences of color, 

which is doubtful. 

Á Investments are better made in strengthening existing stations and programming, 

especially in hiring new talent, including talent of color, into stations. But creating 

separate formats and stations seeking to attract new audiences is mistaken.  

- άtǳōƭƛŎ ǊŀŘƛƻ ŘŜǾŜƭƻǇŜŘ ƛƴ Ƴȅ ƻǇƛƴƛƻƴ ōŜŎŀǳǎŜ ƻŦ ǘƘƻǎŜ ƻŦ ǳǎ ǿƘƻ ǿŀƴǘŜŘ ǘƻ 

hear the programs. The people who produced them wanted to hear the 

programs and felt a real desire to produce them. And then the audience came. 

Our target demo became 25 to 54 not because we targeted that but because 

they came. They were self selecting. But to go out and say we want this 

ŀǳŘƛŜƴŎŜΣ ǘƻ ǘŀǊƎŜǘ ŀƴ ŀǳŘƛŜƴŎŜΣ ƛǎ ƳƛǎǘŀƪŜƴΦέ 

- Vocalo is an example of this mistaken thinking ς άƎǊŜŀǘ ƛƴǘŜƴǘƛƻƴǎ ōǳǘ ǘƘŜ ǿǊƻƴƎ 

idea. If you have talented people, bring them into your newsroom and bring 

ǘƘŜƳ ƻƴǘƻ ȅƻǳǊ ŀƛǊΦ 5ƻƴΩǘ ǎŜƎǊŜƎŀǘŜ ǘƘŜƳ. Combine the signal and you have 

better coverage. And any of those elements that would have produced good 

programming can be shared by everybody, including the groups that you were 

ǘǊȅƛƴƎ ǘƻ ŀǘǘǊŀŎǘΦέ 

¤ 2.3 Journalism ς Integrated Online NewsΥ  ²ƛƭƭΩǎ άƭŀǊƎŜǎǘ ŎƻƴŎŜǊƴέ ǿƛǘƘ ǘƘŜ ǊŜǇƻǊǘ ƛǎ ǘƘŜ 

idea of a central public radio portal for online news and information. 
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Á άaȅ ōƛƎƎŜǎǘ ŎƻƴŎŜǊƴ ƛǎ ǘƘŀǘ L ŘƻƴΩǘ ǎŜŜ ŀƴ ƻƴƭƛƴŜ ŀǳŘƛŜƴŎŜΦ L ǎŜŜ ƭƛǎǘŜƴŜǊǎ ǿƘƻ 

identify themselves as public radio listeners because we are telling them this is public 

radio. .ǳǘ L ŘƻƴΩǘ ǎŜŜ ǘƘŜ ǎŀƳŜ ǇŜƻǇƭŜ ǿƘƻ ƭƛǎǘŜƴ ǘƻ ǳǎ ƭƻƻking for similar content 

online. I mean they are looking for content based on their interest at the moment, at 

the second, rather than a repository of all the great stuffs that we do all over the 

country. L ŘƻƴΩǘ ǘƘƛƴƪ ǘƘŜǊŜ ƛǎ ŀ ǘƘŜǊŜΣ ǘƘŜǊŜ. ¢ƘŀǘΩǎ Ƴȅ ǇǊƻōƭŜƳΦέ 

Á LǘΩǎ ŀƭǎƻ ŀƴ ƛŘŜŀ ǘƘŀǘΩǎ άŀŦǘŜǊ ǘƘŜ ŦŀŎǘέ ōȅ ƴƻǿ. And the internet continues to grow in 

ǳƴǇǊŜŘƛŎǘŀōƭŜ ǿŀȅǎ ǎƻ ǘƘŜǊŜΩǎ ƴƻ ƪƴƻǿƛƴƎ ǿƘŀǘ ǘƘŜ ƴŜȄǘ ƎŜƴŜǊŀǘƛƻƴ ƛǎ ƎƻƛƴƎ ǘƻ ōŜ. 

!ƴŘ ǘƘŜǊŜΩǎ ŀƭǎƻ ǘƘŜ ƛǎǎǳŜ ƻŦ ƛǘ ōŜƛƴƎ ŀ ǇƻǘŜƴǘƛŀƭ ǎƛƴƪƘƻƭŜ ŦƻǊ ǎŎŀǊŎŜ ŘƻƭƭŀǊǎ. 

Á However, each station ǎƘƻǳƭŘ ōŜ ƻƴƭƛƴŜ άƛƴ ŀ ƳŜŀƴƛƴƎŦǳƭ ǿŀȅ ƛƴ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘȅέ 

using the same model as their broadcast operations. ά¢ƘŜ ǿŜō ǎƘƻǳƭŘ ōŜ Ƨǳǎǘ ƭƛƪŜ ǘƘŜ 

stations; it should be decentralized. NPR.org should simply be a place we bounce off 

of, not a destination in competition with the affiliates. I mean every time they drive 

people to NPR.org, they are not driving people to KCRW.com. And they certainly 

have the technology to allow us to have the kind of material that they post on their 

ǿŜōǎƛǘŜΦέ 

Á Any investments in projects to build audiences through stronger web service should 

similarly be decentralized, that is, based on areas of common interest to stations and 

resulting in content or services that appear on station websites. 

 

bƻǘŜΥ  ²ƛƭƭΩǎ ŎƻƴŎŜǊƴ ƎƻŜǎ ōŀŎƪ ŀ ƭƻƴƎ ǿŀȅǎΣ ǘƻ ŀōƻǳǘ мл ȅŜŀǊǎ ŀƎƻ ǿƘŜƴ ƘŜ ƘŀŘ ŀƴ άǳƴǇƭŜŀǎŀƴǘ 

verbal altercation with the Executive Vice President of NPR at the time, who wanted to borrow 

$50 million dollars to set up something so that NPR could compete with CNN as a news pƻǊǘŀƭΦέ 

¤ 3 MusicΥ  ¢ƘŜ άǇǳōƭƛŎ ǎŜǊǾƛŎŜέ ǾŀƭǳŜ ƻŦ ǎǘŀǘƛƻƴǎ ǘƘŀǘ ǎƛƳǇƭȅ Ǉƭŀȅ ƳǳǎƛŎ ƴŜŜŘǎ ǘƻ ōŜ 

questioned. 

Á ά²Ŝ όY/w²ύ ōŜƭƛŜǾŜ ƛƴ ƳǳǎƛŎ ōǳǘ ǿŜ ŀƭǎƻ ōŜƭƛŜǾŜ ƛƴ ōŜƛƴƎ ŀ ƘƻƭƛǎǘƛŎ ǎǘŀǘƛƻƴ ǘƘŀǘ Ƙŀǎ 

music, news, information, and cultural programming. But I am not sure of the public 

service of just adding a AAA station to the mix in a market. What are the qualities of 

the station that would make them mission driven ς that would make them different 

ŦǊƻƳ ǘƘŜ .ƻƴƴŜǾƛƭƭŜ ǎǘŀǘƛƻƴ ƘŜǊŜ ǘƘŀǘΩǎ !!!Κέ 

Á ²ƛƭƭ ŀŘŘǎΣ άLŦ ǿŜ ǿŜǊŜ ŀ Ŧǳƭƭ ǘƛƳŜ !!! ƳǳǎƛŎ ǎǘŀǘƛƻƴΣ L ŎŜǊǘŀƛƴƭȅ ǿƻǳƭŘƴΩǘ ǿƻǊƪ ƘŜǊŜΦέ 

Note: This same question plays into his concerns with 5 Market Strategies, Station 

Solutions. 

¤ 5 Market Strategies, Station Solutions:  This area of the report is problematic both in 

terms of whaǘ ǉǳŀƭƛŦƛŜǎ ŀǎ άǇǳōƭƛŎ ǊŀŘƛƻέ ǎŜǊǾƛŎŜ ƛƴ ŀ ƳŀǊƪŜǘ ŀƴŘ ǘƘŜ ŦŜŀǎƛōƛƭƛǘȅ ƻŦ 

άǊŀǘƛƻƴŀƭƛȊƛƴƎέ ŦƻǊƳŀǘǎ ŀŎǊƻǎǎ ŀ ƳŀǊƪŜǘΦ 
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Á ά¢ƘŜǊŜ ƛǎ ŀ ǉǳŜǎǘƛƻƴ ǘƘŀǘ L ƘŀǾŜ ǘƻ ŀǎƪΣ ŀƴŘ LΩƳ ƪƛƴŘ ƻŦ ǎŜǊƛƻǳǎ ŀōƻǳǘ ǘƘƛǎ ƻƴŜΣ ǘƘƻǳƎƘ 

it may sound frivolous. It seems to me that we have defined our kind of radio 

ǇǊƻƎǊŀƳƳƛƴƎ ŀǎ ΨǇǳōƭƛŎ ǊŀŘƛƻΩ ς but the only thing that we seem to have in common 

is that we are all supported by the CPB. Lƴ ƻǘƘŜǊ ǿƻǊŘǎΣ L ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ 

relationship I have with the jazz station here in town. ¢ƘŜȅ ŘƻƴΩǘ ǘƻ Řƻ ŀƴything 

ǘƘŀǘΩǎ ǊŜŀƭƭȅ ŎƻǊŜ ǇǳōƭƛŎ ǊŀŘƛƻ ƻǘƘŜǊ ǘƘŀƴ ǇƭŀȅƛƴƎ ƳǳǎƛŎ ǿƛǘƘƻǳǘ ŎƻƳƳŜǊŎƛŀƭǎΦέ  

Moreover, a commercial company that owns commercial radio stations in the city 

programs the station. But it is CPB funded because the licensee is CPB qualified. άhƴ 

the other hand, I have a great affinity to a classical music station here in town 

ōŜŎŀǳǎŜ ǘƘŜȅ ǊŜŀƭƭȅ ǘǊȅ ǘƻ Řƻ ƻǘƘŜǊ ǘƘƛƴƎǎΣ ŎǳƭǘǳǊŀƭƭȅΦέ 

Á ²ƛƭƭ ŀƭǎƻ ŘƻŜǎƴΩǘ ǎŜŜ Ƙƻǿ ŦƻǊƳŀǘǎ Ŏŀƴ ōŜ ǊŀǘƛƻƴŀƭƛȊŜŘ ǿƛǘƘƛƴ ŀ ƳŀǊƪŜǘ ƎƛǾŜƴ Ƙƻǿ 

public radio is locally organized as stations across the country. ¢ƘƻǳƎƘ άŀnaǊŎƘƛŎΣέ ƛǘΩǎ 

also one of our strengths as a system. It provides independence and individuality. άLŦ 

ȅƻǳ ŘƻƴΩǘ ƭƛƪŜ ǿƘŀǘΩǎ ōŜƛƴƎ ǇǊƻŘǳŎŜŘ ƴŀǘƛƻƴŀƭƭȅΣ ȅƻǳ Ǝƻ ƻǳǘ ŀƴŘ ǇǊƻŘǳŎŜ ǎƻƳŜǘƘƛƴƎ 

ȅƻǳǊǎŜƭŦΦέ 

2. Recommendations resonating most strongly for their station and market 

¤ 1 Inclusiveness:  Getting more people of color on station staff is important and an area 

where KCRW has had mixed results and could use support. (Unlike other aspects of the 

Inclusiveness section, Will is very supportive of these recommendations). 

Á Y/w² Ƙŀǎ ōŜŜƴ άǾŜǊȅ ǎǳŎŎŜǎǎŦǳƭέ ƛƴ ŀŘŘƛƴƎ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ ǘƻ ǘƘŜ ƳǳǎƛŎ ǎƛŘŜ ƻŦ ƛǘǎ 

operation but not on the news programming side. άL ǘƘƛƴƪ ǘƘŜ ǊŜŀǎƻƴ ŦƻǊ ǘƘŀǘ ƛǎ 

basically financial/economic. We have a hell of a time competing, especially in Los 

!ƴƎŜƭŜǎΣ ŦƻǊ ǘŀƭŜƴǘŜŘ ǇǊƻƎǊŀƳ ŎǊŜŀǘƻǊǎ ƛƴ ǘƘŜ ƳŀǊƪŜǘ ǇƭŀŎŜ ōŜŎŀǳǎŜ ǿŜ ŎŀƴΩǘ ƻŦŦŜǊ 

ǘƘŜƳ ǘƘŜ ƪƛƴŘǎ ƻŦ ǎŀƭŀǊƛŜǎ ǘƘŀǘ ǘƘŜȅ Ŏŀƴ ƎŜǘ ŜƭǎŜǿƘŜǊŜΦέ 

Á The sort of program that CPB once had for subsidizing salaries of newly hired talent 

of color should be considered again. έ¢Ƙŀǘ ƪƛƴŘ ƻŦ ǎǘǊǳŎǘǳǊŜ ŎŜǊǘŀƛƴƭȅ ǿƻǳƭŘ ōŜ 

ƘŜƭǇŦǳƭ ǘƻ ŀǘǘǊŀŎǘ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊΦέ 

3. Important recommendations or perspectives missing from the report 

¤ The demographics and analysis behind the audience goals. The lack of any background or 

ŀƴŀƭȅǎƛǎ ŀōƻǳǘ Ƙƻǿ ǘƘŜ Ǝƻŀƭǎ ƻŦ ǘƘŜ ǊŜǇƻǊǘ Ŏŀƴ ōŜ ǊŜŀŎƘŜŘ ƛǎ ŀ άǎŜǊƛƻǳǎ ŦƭŀǿΦέ 

Á The audience growth objective needs to be placed in the context of overall 

demographic shifts and trends for the coming years (e.g. aging and its effect on 

audience). Most importantly, it needs to be compared to expected growth rates for 

the college educated, given the close correlation to public radio listening (i.e., will it 

grow by 5% a year?)  
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Á The objective also needs to be analyzed in terms of which strategies and 

recommendations would contribute what pieces of audience growth, as well as 

account for the potential overlap in those sources of growth. ά²ƛǘƘƻǳǘ ǎŜŜƛƴƎ 

ƴǳƳōŜǊǎ ǘƘŀǘ ǎǳǇǇƻǊǘ ƛǘ όǘƘŜ ƎƻŀƭύΣ ƛǘ ŘƻŜǎƴΩǘ ƳŀƪŜ ǎŜƴǎŜ ǘƻ ƳŜΦέ 

4. Biggest challenge or hurdle tƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

This question was not addressed in the interview. 

Additional notes: 

¤ ²ƛƭƭ ƴƻǘŜǎ ǘƘŀǘ ƘŜ ōŜƭƛŜǾŜǎ Y/w² Ƙŀǎ ŘƻƴŜ ŀ άǇǊŜǘǘȅ ƎƻƻŘ Ƨƻōέ ƻŦ ƎǊƻǿƛƴƎ ƛǘǎ ŀǳŘƛŜƴŎŜ 

ǘƘǊƻǳƎƘ ƛǘǎ ƳǳǎƛŎ ǇǊƻƎǊŀƳƳƛƴƎ ǘƘŀǘ ŘǊŀǿǎ ŀ άǎƭƛƎƘǘƭȅ ȅƻǳƴƎŜǊέ ŀǳŘƛŜƴŎŜ ǘƘŀǘΩǎ ŀƭǎƻ 

attracted to its news and ƛƴŦƻǊƳŀǘƛƻƴ ǇǊƻƎǊŀƳǎΦ .ǳǘ ƛǘΩǎ ƴƻǘ ŀƴ ŀǳŘƛŜƴŎŜ ǘƘŀǘ ƛǎ 

ǊŜƳŀǊƪŀōƭȅ ŘƛŦŦŜǊŜƴǘ ŦǊƻƳ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ŀǎ ŀ ǿƘƻƭŜΦ Lǘ Ƴŀȅ Ƨǳǎǘ ōŜ ŀ ƳŀǘǘŜǊ ƻŦ 

ƎŜǘǘƛƴƎ ǘƘŜƛǊ ǇǳōƭƛŎ ǊŀŘƛƻ ƭƛǎǘŜƴƛƴƎ ǎǘŀǊǘŜŘ ŜŀǊƭƛŜǊΦ άLƴǎǘŜŀŘ ƻŦ ŘƛǎŎovering it ten years later 

ǘƘŜȅ ŘƛǎŎƻǾŜǊŜŘ ƛǘ ǘŜƴ ȅŜŀǊǎ ŜŀǊƭƛŜǊΦέ 

¤ What effect will streaming public radio content will have on growing the audience?  In 

music, KCRW has over 2 million views on YouTube and nearly 1 million ƻƴ {ƛŀ ǘƘŀǘ ŀǊŜƴΩǘ 

counted as part of our audience.   At KCRW.com we have 1.2 million downloads of 26 

podcasts each month.   None of that is included in Arbitron's PPM metrics because we 

will not go to the expense of encoding them.  Also, the PPM metrics seem to be missing 

the 1.6 million streaming hours we clock monthly.  And that does not include our mobile 

iPhone service. 

 

How will this initiative handle streaming by station outside of their market?  And what 

effect will the PPM undercount of the public radio audience in some markets have on 

growth based on past diary numbers? 
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HUGO MORALES 
Executive Director, Radio Bilingüe, Fresno, California  

Board member, Latino Public Radio Consortium 

Key points 

¤ wŜŀŎƘƛƴƎ ǎƛƎƴƛŦƛŎŀƴǘ ŀǳŘƛŜƴŎŜǎ ƻŦ ŎƻƭƻǊ ǿƛǘƘ ǘƘŜ ǎŀƳŜ ƭŜǾŜƭ ƻŦ άŎƻƴƴŜŎǘŜŘƴŜǎǎέ ŀǎ Ǉǳōƭƛc 

radio has with its current audiences will require developing new services on new platforms 

along with a whole new generation of producers. 

¤ Becoming ǘǊǳƭȅ ƛƴŎƭǳǎƛǾŜ ǊŜǉǳƛǊŜǎ ŘŜǾŜƭƻǇƛƴƎ ƻƴ ƻǾŜǊŀƭƭ ƻǊƎŀƴƛȊŀǘƛƻƴŀƭ άŎƻƳǇŜǘŜƴŎȅΦέ  

LƴǎƛƎƘǘ ƛƴǘƻ ǿƘŀǘΩǎ ǊŜǉǳƛǊŜŘ to develop this competency can be found in recent work within 

the philanthropic foundation community and some public radio stations (KQED). 

¤ Serving more inclusive audiences through new platforms and technologies will require the 

same sorts of special subsidies that have been provided for traditional broadcast services. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ Hugo is impressed with the report in several regards: 

Á Lǘ ƛǎ άŎƘŀƭƭŜƴƎƛƴƎ ǘƻ ǘƘŜ ǎȅǎǘŜƳ ƛƴ ƳƻǾƛƴƎ ǳǎ ŦƻǊǿŀǊŘ ƛƴ ǘŜǊƳǎ ƻf being inclusive, 

being multimedia, having goals for innovation and connecting with our 

communitiesΦέ 

Á The language is good; it is very readable and communicates well. It should be 

άŘƛƎŜǎǘƛōƭŜέ ōȅ ǘƘŜ ƳŀƛƴǎǘǊŜŀƳ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΦ 

Á The list of people involved is effective in showing that it has been a very deep 

consultation that has engaged important segments within the field ς and some 

outsiders and younger people as well.  

¤ IŜ ŦƛƴŘǎ ƛǘ ƘŀǊŘ ǘƻ ǇǊƛƻǊƛǘƛȊŜ ŀƳƻƴƎ ǘƘŜ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ άōŜŎŀǳǎŜ ŀƭƭ ƻŦ ǘƘŜǎŜ ŀǊŜ ǊŜŀlly 

important as part an overall future of public radioΦέ IƻǿŜǾŜǊΣ ǘƘŜ άƛƴŎƭǳǎƛǾŜƴŜǎǎέ ŀƴŘ 

άƳǳltiƳŜŘƛŀέ ǎŜŎǘƛƻƴǎ ǊŜǎƻƴŀǘŜŘ ǾŜǊȅ ǎǘǊƻƴƎƭȅ όǿƛǘƘ ǎƻƳŜ ŀŘŘƛǘƛƻƴǎ ƻƴ ƳƛǎǎƛƴƎ ŀǎǇŜŎǘǎύΦ 
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1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness:  The reporǘ ƛǎ άŎƻǳǊŀƎŜƻǳǎέ ŦƻǊ ƘƛƎƘƭƛƎƘǘƛƴƎ ǘƘƛǎ ŘƛƳŜƴǎƛƻƴ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻ 

service and bold in setting an objective, but certain aspects of the issue are missing or 

under addressed. 

Á The best opportunities for reaching significant audiences of color are likely to be 

through new program services on new platforms given the degree of 

άŎƻƴƴŜŎǘŜŘƴŜǎǎέ ǊŜǉǳƛǊŜŘ ǘƻ ǊŜŀƭƭȅ ŀǘǘǊŀŎǘ ŀƴŘ ƘƻƭŘ ŀƴ ŀǳŘƛŜƴŎŜ. An entire new 

generation of producers will be needed to create these services. 

- Hugo basis this view on noting how deeply NPR connects with its existing 

audience and how well aligned it is to their sensibilities. This really struck him 12 

years ago at his Harvard class reunion where he found that everyone listened to 

NPR and the person elected class marshal (most popular) was someone few 

knew in school but was then familiar as an NPR correspondent. It was great to 

see just how strongly NPR connected with his class demographic. ά!ƴŘ ǿƘƻ ƛǎ 

that demographicΚ  LǘΩǎ ǿƘƛǘŜ. LǘΩǎ middle-class and upper-class. And ƛǘΩǎ 

intellectual. !ƴŘ ƛǘΩǎ ƻƴŜ ǘƘŀǘ ŀǇǇǊŜŎƛŀǘŜǎ ƛƴǘŜƭƭŜŎǘǳŀƭ ǊƛƎƻǊΣ ƛƴǘŜƭƭŜŎǘǳŀƭ 

questioning, education, and the arts. And that's great, you know. L ǘƘƛƴƪ ƛǘΩǎ 

ǿƻƴŘŜǊŦǳƭ ǘƘŀǘ ǿŜ ŎƻƴƴŜŎǘ ƛƴ ǘƘŀǘ ŎƻƳƳǳƴƛǘȅΦέ 

ά.ǳǘ ƛŦ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ōŜ ƳƻǾƛƴƎ ǘƻ ŎǊŜŀǘƛƴƎ ŀ Ŏƻmmunity where it includes 

people of color, with some of the same elements, in other words, with people 

with some education, with people who want to be challenged intellectually, have 

ŀƴ ŀǇǇǊŜŎƛŀǘƛƻƴ ŦƻǊ ǘƘŜ ŀǊǘǎΣ ƘŀǾŜ ŀƴ ŀǇǇǊŜŎƛŀǘƛƻƴ ŦƻǊ ǉǳŜǎǘƛƻƴƛƴƎ ǿƘŀǘΩǎ going 

on, and have an appreciation for music that they can identify with and challenges 

them and enriches their lives  -- then you are talking about a new generation of 

producers on the radio and the ƴŜǿ ƳŜŘƛŀ ŜƴŘΦέ ¢Ƙŀǘ ŀǎǇŜŎǘ ƛǎ ƳƛǎǎƛƴƎ ŦǊƻƳ ǘƘŜ 

report. 

- When asked if this audience can be reached through existing programs and 

formats by being more inclusive in their sensibilities and content, Hugo responds, 

άhǾŜǊŀƭƭΣ ǘƘŜ ƎǊŜŀǘŜǊ ƻǇǇƻǊǘǳƴƛǘȅ Ƴŀȅ ƭŀȅ ƛƴ ƴŜǿ ǎŜǊǾƛŎŜǎ ŀƴŘ ǇƭŀǘŦƻǊƳǎΦέ  

Reaching the same level ƻŦ άŎƻƴƴŜŎǘŜŘƴŜǎǎέ ǿƛǘƘ ŀǳŘƛŜƴŎŜǎ ƻŦ ŎƻƭƻǊ ǘƘŀǘ btw 

ƴƻǿ Ƙŀǎ ǿƛǘƘ IŀǊǾŀǊŘ ƎǊŀŘǎ ŎŀƴΩǘ ōŜ ŘƻƴŜ ǎƛƳǇƭȅ ǿƛǘƘ ƛƴŎǊŜƳŜƴǘŀƭ ǇǊƻƎǊŀƳƳƛƴƎ 

changes or the addition of a few staff of color. It is more fundamental than that, 

given the strong Euro-centricity of most current public radio programming. 

- None of this is to say that existing programming should not be more inclusive in 

ƛǘǎ ǎŜƴǎƛōƛƭƛǘƛŜǎ ŀƴŘ ŎƻƴǘŜƴǘ ƻǊ ǘƘŀǘ ŀƴȅƻƴŜ ǎƘƻǳƭŘ ōŜ άƭŜǘ ƻŦŦ ǘƘŜ ƘƻƻƪΦέ  There 

are some opportunities to increase audiences of color through such approaches 

and diversifying staff at all levels is essential for doing that. aƻǊŜƻǾŜǊ ƛǘΩǎ 

ƛƳǇƻǊǘŀƴǘ ǘƻ ǊŜŦƭŜŎǘ ǘƘŜ άƴŜǿ !ƳŜǊƛŎŀƴ ŘŜƳƻƎǊŀǇƘȅέ ǿƛǘƘƛƴ ŜȄƛǎǘƛƴƎ 
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programming as a matter of reality. .ǳǘ ƛǘ ǘŀƪŜǎ άŀ ƎǊŜŀǘ ǇǊƻŘǳŎŜǊ ǿƘƻ Ŏŀƴ ƳŀƪŜ 

that transformationΦέ  Similarly, there are some markets where current 

mainstream stations and institutions may be able to make the overall 

άǘǊŀƴǎŦƻǊƳŀǘƛƻƴΦέ San Francisco and Boston come immediately to mind. But they 

are likely to be the exceptions. 

Á From an organizatiƻƴŀƭ ǇŜǊǎǇŜŎǘƛǾŜΣ ƛǘΩǎ ƘŜƭǇŦǳƭ ǘƻ ŦǊŀƳŜ ǘƘŜ ƛǎǎǳŜǎ ŀǎ ŘŜǾŜƭƻǇƛƴƎ 

άŎƻƳǇŜǘŜƴŎƛŜǎ ŦƻǊ ƛƴŎƭǳǎƛǾŜƴŜǎǎέ ǊŀǘƘŜǊ ǘƘŀƴ ǇǊƻǾƛŘƛƴƎ άƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ 

minoritiesΦέ  IǳƎƻΩǎ ƻǿƴ ǾƛŜǿ Ƙŀǎ ǎƘƛŦǘŜŘ ǘƻ ǘƘƛǎ άƴŜǿ ƭŀƴƎǳŀƎŜέ ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ Ƙƛǎ 

participation in recent years on foundation boards and with efforts to increase 

diversity in philanthropy (sees more details below). ¢Ƙƛǎ άŎƻƳǇŜǘŜƴŎȅέ ƛƴǾƻƭǾŜǎ 

several dimensions: 

- LǘΩǎ ŀōƻǳǘ ƳƻǊŜ ǘƘŀƴ ŜǘƘƴƛŎƛǘȅ ŀƴŘ ǊŀŎŜ ŀƴŘ ƛƴŎƭǳŘŜǎ ŀƎŜΣ ƎŜƴŘŜǊΣ Řƛǎŀōƛƭƛǘȅ ŀƴŘ 

other underserved populations (just as the GTA report recognizes). It also 

includes language, even within English when it comes to bilingual, non- Euro-

centric populations. 

- LǘΩǎ ŀōƻǳǘ ŘŜǾŜƭƻǇƛƴƎ ŀƴŘ ƘŀǾƛƴƎ ŀ ŘŜŜǇ άŎƻƴƴŜŎǘŜŘƴŜǎǎέ ǘƻ ǘƘŜǎŜ ƴŜǿ 

populations, to the same degree that NPR news has with its core audience. ά¸ƻǳ 

have people at NPR now, and have for the past 20 years, thinking about what 

connects in terms of news and information and cultural programming with their 

demographic. In other words what are the experiences?  What are the nuances?  

What really touches people?  But I cannot say that is true for them knowing what 

touches Afro-Americans ŀƴŘ [ŀǘƛƴƻǎΦέ  

- LǘΩǎ ŘŜǊƛǾŜŘ ƭŀǊƎŜƭȅ ŦǊƻƳ ƘŀǾƛƴƎ ǇŜƻǇƭŜ ǿƛǘƘƛƴ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ǿƘƻ ƘŀǾŜ ŘƛǊŜŎǘΣ 

personal connections and experiences with the audience (whether they be 

people of color or another dimension of diversity). This includes having such 

people at all levels ς staff, management and board. It also involves the 

ƻǊƎŀƴƛȊŀǘƛƻƴ ƛǘǎŜƭŦΣ ǎǘŀǊǘƛƴƎ ǿƛǘƘ ǘƘŜ ƭŜŀŘŜǊǎƘƛǇΣ ƳŀƪƛƴƎ ǘƘƛǎ άŎƻƳǇŜǘŜƴŎȅέ a 

strategic priority for the organization that is driven internally and promoted 

externally. 

Á A small but committed leadership group can drive change through the system. Hugo 

ŀŎƪƴƻǿƭŜŘƎŜǎ ǘƘŀǘ ƛƴŎǊŜŀǎƛƴƎ ǘƘŜ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ǿƛƭƭ ǊŜǉuire 

real leadership by CPB. But he also notes the need to drive the change through 

leadership from within the system. 

- άL ǘƘƛƴƪ ƛǘ ƛǎ ƎƻƛƴƎ ǘƻ ǘŀƪŜ ƭŜŀŘŜǊǎƘƛǇ ōȅ ŀ ŦŜǿ ς it can be just a handful, like three 

or four of our leaders from mainstream public radio, from large markets, from 

small markets ς who actually become very active in advancing this idea and being 

ǊƻƭŜ ƳƻŘŜƭǎ ŦƻǊ ǘƘŜ ǊŜǎǘ ƻŦ ǘƘŜ ǎȅǎǘŜƳΦέ 
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- As an example of this sort of leadership and modeling, he thinks of KQED. άLǘ ƛǎ 

already happening in KQE5Φέ  ¢ƘŜȅ ƘŀǾŜ ǊŜŀŎƘŜŘ ƻǳǘ ŀƴŘ ōǳƛƭǘ ǇŀǊǘƴŜǊǎƘƛǇǎ ǿƛǘƘ 

other institutions that have competencies for including people of color. They 

ƘŀǾŜ ŀ ƎƻƻŘ ƳƛȄ ƻŦ ŜǘƘƴƛŎ ƳƛƴƻǊƛǘƛŜǎ ƻƴ ǘƘŜƛǊ ōƻŀǊŘ ŀƴŘ άƛǘ ƛǎ ƴƻǘ ŀ ǘƻƪŜƴΣ ƛǘ is 

real engagementΦέ  (This is particularly true with the Asian populations, though 

not so much with Latinos.)  And this engagement and connection is recognized in 

the community. 

 άL ƪƴƻǿ Ƴȅ !ǎƛŀƴ ŦǊƛŜƴŘǎΣ ǿƘƻ ŀǊŜ ǾŜǊȅ ƳǳŎƘ ƻǳǘǎǘŀƴŘƛƴƎ ƭŜŀŘŜǊǎ ƛƴ {ŀƴ 

Francisco, are really loyal to KQED because they see a connection with it. And 

when there is a new board member from the Asian community, they actually 

call a big party for that person celebrating that because they recognize the 

ƛƴŦƭǳŜƴŎŜ ǘƘŀǘ ƳŜƳōŜǊ Ŏŀƴ ƘŀǾŜ ƻƴ ǎǳŎƘ ŀƴ ƛƳǇƻǊǘŀƴǘ ƛƴǎǘƛǘǳǘƛƻƴΦέ 

- As Hugo vieǿǎ ƛǘΣ Yv95 ƘŀǎƴΩǘ ŘƻƴŜ ǘƘƛǎ ōŜŎŀǳǎŜ ǘƘŜȅΩǾŜ ōŜŜƴ ǊŜǉǳƛǊŜŘ ǘƻ. But 

ǘƘŜȅΩǾŜ ǊŜŎƻƎƴƛȊŜŘ ǘƘŜȅ Ƴǳǎǘ Řƻ ƛǘ ƎƛǾŜƴ ǘƘŜ ŘŜƳƻƎǊŀǇƘȅ ƻŦ ǘƘŜ Bay Area. ά¢ƘŜȅ 

ǎŀǿ ǿƘŜǊŜ ǘƘŜ ŦǳǘǳǊŜ ǿŀǎ ŀƴŘ ǘƘŜȅ ƴŜŜŘŜŘ ǘƻ ōŜ ŎƻƴƴŜŎǘŜŘ ǘƻ ǘƘŀǘ ŎƻƳƳǳƴƛǘȅΦέ  

!ƴŘ ǘƘŜȅ ƘŀǾŜƴΩǘ ƘŀŘ ǇǊƻōƭŜƳǎ ōǊinging along their large financial supporters -- 

they applaud what KQED is doing. ²ƘƛƭŜ ǘƘŜȅ ƘŀǾŜƴΩǘ ōŜŜƴ ǘƻǘŀƭƭȅ ǎǳŎŎŜǎǎŦǳƭ ƻƴ 

all fronts and are still struggling in some areas (e.g. among the Latino community) 

ǘƘŜƛǊ ŜŦŦƻǊǘǎ ŀƴŘ ǇǊƻƎǊŜǎǎ ŀǊŜ ǊŜŀƭ ŀƴŘ άŀǳǘƘŜƴǘƛŎέ ŀƴŘ ǇǊƻǾƛŘŜ ŀ ƎƻƻŘ ǊƻƭŜ ƳƻŘŜƭ 

for what can be done in the system. 

Á Lessons can be taken from the foundation community. In recent years there has been 

a major push within the philanthropic foundation community to seriously address 

issues of diversity and inclusiveness. Hugo mentions several approaches and 

initiatives that could be relevant for public radio if it wants to address the issue 

meaningfully. 

- Open and frank discussion and debate. Plenary sessions at conferences and 

special workshops have been held at national and state levels to discuss the 

issue, air views and counter views, define what diversity means and identify 

action steps. These discussions have not been without resistance and 

controversy (e.g. around issues of merit and objectivity in philanthropy). But they 

have put and kept the issue in front of people. 

- Efforts to clearly define the desired state. At least one group has taken the step 

ƻŦ ŘŜǾŜƭƻǇƛƴƎ ŀ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ŀ άƎǊŜŀǘ ŦƻǳƴŘŀǘƛƻƴέ ǘƘŀǘ ƛƴŎƭǳŘŜǎ ŀ ƘƛƎƘ ǿŜƛƎƘǘƛƴƎ 

for ethnic diversity. This also provoked controversy, with some foundations 

withdrawing their support. But it helped draw a clearer picture and sharpen the 

discussion. 

- Statements of commitment. Some foundations have taken the step of developing 

ŀƴŘ ǎƛƎƴƛƴƎ άǎǘŀǘŜƳŜƴǘǎ ƻŦ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ŘƛǾŜǊǎƛǘȅέ ǘƘŀǘ ǎǇŜŎƛŦȅ ǿƘŀǘ ǘƘŜȅ ŀǊŜ 
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striving to achieve. They include both very large general foundations (e.g. Ford) 

and community foundations. 

- Websites focus. Hugo is part of an organization which hosts a website 

(http://www.diversityinphilanthropy.org/) that offers case studies, models, 

toolkits, discussions, debates, opinions, interviews and other material all related 

to increasing diversity in the foundation community. Individual foundations are 

ŀƭǎƻ ǳǎƛƴƎ ǘƘŜƛǊ ǿŜōǎƛǘŜǎ ǘƻ Ǉƻǎǘ ǘƘŜƛǊ ƻǿƴ άƎǊŀŘŜ ŎŀǊŘǎέ ƻƴ ŘƛǾŜǊǎƛǘȅ ǿƛǘƘƛƴ ǘƘŜƛǊ 

organizations and in their grant making. 

- Research. Research has been commissioned and conducted on a variety of topics 

in order to draw a picture of the current state, including: ethnic composition of 

boards, presidents and staffs; giving rates to ethnic organizations and services; 

and definitions of ethnic organizations and ethnic services. 

- Core, committed leadership from the mainstream. These initiatives have been 

driven from within, and in large part by, white leaders of prestigious foundations 

who have stepped forward, self-organized, and led with a vision of what can be 

achieved. 

- Promotion of positive, voluntary action. The positioning of this movement has 

ōŜŜƴ ŀǊƻǳƴŘ άǊŜǎǇƻƴǎƛǾŜ ǇƘƛƭŀƴǘƘǊƻǇȅΣ ǿƘƛŎƘ ƛǎ ǘƘŜ ōŜǎǘ ǇƘƛƭŀƴǘƘǊƻǇȅέ ŀƴŘ 

making better, more strategic investments based on developing an 

organizational competency (see above) in diversity. bƻ ƻƴŜ ƛǎ ƻǳǘ ǘƻ άƪƛŎƪ ǇŜƻǇƭŜ 

over the headΦέ  Lǘ ƛǎ ƳƻǊŜ ƛƴ ǘƘŜ ǎǇƛǊƛǘ ƻŦΣ άCƻƭƪǎΣ ǘƘƛǎ ƛǎ ǿƘŀǘ ǿŜ Ŏŀƴ ǎǘǊƛǾŜ ŦƻǊΦέ 

Note:  Hugo does note that at least part of the impetus for this movement grows out of well-

publicized abuses in philanthropy in recent years and the interests of some in Congress to 

regulate foundations further. As one CƻƴƎǊŜǎǎǿƻƳŀƴ ǘƻƭŘ ŀ ŎƻƴŦŜǊŜƴŎŜΣ άLŦ ȅƻǳ ŘƻƴΩǘ 

dƛǾŜǊǎƛŦȅΣ ǿŜΩƭƭ ŘƛǾŜǊǎƛŦȅ ȅƻǳΦέ  ¢ƘŜǊŜΩǎ ŎƭŜŀǊƭȅ ŀ ǎǘǊƻƴƎ ƛƴǘŜǊŜǎǘ ƛƴ ǘƘŜ ŦƻǳƴŘŀǘƛƻƴ ŎƻƳƳǳƴƛǘȅ 

in avoiding having quotas or other requirements imposed on them. 

¤ 4 The NetworkΥ  IǳƎƻ ǘƘƛƴƪǎ ƻŦ ǘƘƛǎ ŀǊŜŀ ŀǎ άƳǳƭǘƛƳŜŘƛŀέ ǿƘƛŎƘ ƘŜ Ŧǳƭƭȅ ŜƳōǊŀŎŜǎ ōǳǘ 

notes the same need for subsidies as exists in the broadcast realm. 

Á άCǊƻƳ ƻǳǊ Ǉƻǎƛǘƛƻƴ ǿŜ ōŜƭƛŜǾŜ ǘƘŀǘ ǎƻƳŜ of these services, these platforms, are not 

viable unless there are subsidies from the rest of the system ς and support for doing 

that. ²Ƙŀǘ L ƳŜŀƴ ƛǎ ǘƘŀǘ ǎŀŦŜ ǎǘŀǘƛƻƴǎ ƭƛƪŜ Y/w² ŀƴŘ ƻǘƘŜǊǎΣ ǘƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ǘƻ ƎƛǾŜ 

us money, but they have to appreciate wƘŀǘ ǿŜΩǊŜ ƎƻƛƴƎ. That gives room for CPB 

and key foundations to support the efforts to serve underserved audiences that they 

όǘƘŜ ǎǘŀǘƛƻƴǎύ ŀǊŜ ƴƻǘ ǎŜǊǾƛƴƎΦέ 

file:///C:/Documents%20and%20Settings/tthomas/Local%20Settings/Temporary%20Internet%20Files/Content.Outlook/ZYM37JX1/www.diversityinphilanthropy.org
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2. Recommendations resonating most strongly for their station and market 

¤ For Radio .ƛƭƛƴƎǼŜΣ άLǘΩs all aligned . . . ƛǘΩǎ ǿƘŀǘ ǿŜ ƘŀŘ ōŜŜƴ ǿƻǊƪƛƴƎ ƻƴΦέ The same 

areas of emphasis cited from a national perspective also apply. Of particular importance 

is the multimedia or platforms area. As part of its strategic planning a couple of years ago 

Radio Bilingue conducted a technology assessment which resulted in shifts, including 

ŜƴǘŜǊƛƴƎ ƛƴǘƻ άǇǳōƭƛǎƘƛƴƎέ όōŀǎŜŘ ƻƴ ǊŜŎƻƳmendations from Jake Shapiro).  

3. Important recommendations or perspectives missing from the report 

Covered under the notes in Section 1. 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Changing governance. Of the three areas where public radio organizations need to 

diversify to be more inclusive ς governance, upper management and staff ς governance 

will be the hardest. In large part this is because so many licensees are not community 

based NPOs, which can take more direct action. 
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JEFF RAMIREZ 
Vice President, Radio, KERA, Dallas, Texas 

Key points 

¤ Each recommendation needs to be linked back the three main goals. Without this 

connecting narrative the report is hard to get through. 

¤ Local news capacity is a leading opportunity but also a major challenge given the gap 

between current and needed staffing levels. 

¤ ²ƘŜǊŜ ǿŜ ŀǊŜ ŀƴŘ ǿƘŜǊŜ ǿŜ Ŏŀƴ ōŜ ƛƴ ŎƻƴǾŜǊǘƛƴƎ άǎƛƎƴƛŦƛŎŀƴǘ ŀǳŘƛŜƴŎŜǎέ ƛƴǘƻ άǎƛƎƴƛŦƛŎŀƴǘ 

ǎǳǇǇƻǊǘέ ƴŜŜŘǎ ǘƻ ōŜ ŀŘŘǊŜǎǎŜŘ ŀƴŘ ǳƴŘŜǊǎǘƻƻŘΦ 

¤ άbŀƳƛƴƎ ƴŀƳŜǎέ Ŏŀƴ ōŜ ŀƴ ŜŦŦŜŎǘƛǾŜ ǿŀȅ ƻŦ ǎǇǳǊǊƛƴƎ ŀŎŎƻǳƴǘŀōƛƭƛǘȅ ŦƻǊ ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ 

across the system. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ The repoǊǘ ƛǎ ƘŀǊŘ ǘƻ ǊŜŀŘ ŀƴŘ άǎǘŀȅ ǘǳƴŜŘ ƛƴǘƻέ ōŜŎŀǳǎŜ ǘƘŜǊŜ ƛǎƴΩǘ ŀ ŎƻƴǎƛǎǘŜƴǘ ŜƴƻǳƎƘ 

narrative line that links each recommendation area back to the three main goals. 

Á The linkage is needed to help a reader evaluate and test the recommendations 

against the objectives. άLǘ ǿƻǳƭŘ ōŜ ƎƻƻŘ ŦƻǊ ŜǾŜǊȅ ǎŜŎǘƛƻƴ ǘƻ ǊŜŀƭƭȅ ŘǊƻǇ ōŀŎƪ ǘƻ the 

principle goal and explain how is this recommendation going to achieve growing the 

audience to 50 million by 2020?  How is it going to achieve increased AQH?  How is 

this going to attracǘ ƳƻǊŜ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊΚέ 

Á Adding this narrative linkage would compel attention to the individual 

recommendations and propel attention for reading through the entire report.  

Á WŜŦŦ ǿŀǎ ǎǳǊǇǊƛǎŜŘ ŀǘ ƘŀǾƛƴƎ ǘƘƛǎ ǊŜŀŎǘƛƻƴ ǘƻ ǊŜŀŘƛƴƎ ǘƘŜ ǊŜǇƻǊǘ ōŜŎŀǳǎŜ ƘŜ άƭƻǾŜǎ to 

ǊŜŀŘ ǘƘƛǎ ǎƻǊǘ ƻŦ ǎǘǳŦŦέ ŀƴŘ ǳǎǳŀƭƭȅ ƭƻƻƪǎ ŦƻǊǿŀǊŘ ǘƻ ǘƘŜ ǇǊƻǾƻŎŀǘƛǾŜ ƳŀǘŜǊƛŀƭ ǘƘŀǘ 

comes from SRG. It took some reflection to realize what was missing and why it felt 

like such a slog to get through the 81 pages. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 2 Journalism ς Overall:  The report is right in recognizing that news is where public radio 

has made its greatest past gains and has its largest future opportunity, given what is 
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happening in the broader media landscape. ThŜ .ƛƭƭ .ǳȊŜƴōǳǊƎ ǉǳƻǘŜǎ ŀǊŜ άǎǇƻǘ-ƻƴέ ƛƴ 

summarizing the situation. 

Á ά¢ƘŜǊŜ ƛǎ ƴƻǘƘƛƴƎ ƛƴ ǘƘŜǊŜ ǘƘŀǘ L ǿƻǳƭŘƴΩǘ ǎǳǇǇƻǊǘΦέ 

Á Section 2.1 (national news) ƛǎ άǎŜƭŦ-evidentΦέ  We need to constantly pay attention 

to strengthening those programs, given that they drive the audience. 

Á Section 2.2 (local reporting) holds the greatest opportunity and is of greatest 

importance to KERA (see further notes below). 

Á Section 2.3 (Online) is hard to understand but KERA has already moved to integrate 

its local news coverage and management across platforms (see further notes 

below). 

¤ 2.2 Journalism ς Local Reporting:  The recommendations in this sub-section make the 

most sense both from a system and KERA perspective, including the emphasis on building 

capacity in major markets given the wide gaps that now exist. 

Á ¢ƘŜ ƻǇǇƻǊǘǳƴƛǘȅ ŦƻǊ ƭƻŎŀƭ ƴŜǿǎ ŎƻǾŜǊŀƎŜ ƛǎ ƎǊƻǿƛƴƎ ŦŀǊ ŦŀǎǘŜǊ ǘƘŀƴ ǎǘŀǘƛƻƴǎΩ ŎŀǇŀŎƛǘȅ 

to seize it, given the rate of local commercial journalism lay-offs. The only thing 

ǘƘŀǘΩǎ ƎŜǘǘƛƴƎ ōŜǘǘŜǊ ƛǎ ǘƘŜ Ǌŀǘƛƻ ōŜǘǿŜŜƴ ƭƻŎŀƭ ƴŜǿǎǇŀper and public radio reporting 

staff levels. Lǘ ǳǎŜŘ ǘƻ ōŜ мллΥмΣ ƴƻǿ ƛǘΩǎ ŎƭƻǎŜǊ ǘƻ нрΥм ŀƴŘ Ƴŀȅ ōŜ ƻƴ ƛǘǎ ǿŀȅ ǘƻ 

12:1. 

Á Even among top 25 markets, current local news capacity varies greatly by station 

ŀƴŘ ŘƻŜǎƴΩǘ ƴŜŎŜǎǎŀǊƛƭȅ ŎƻǊǊŜǎǇƻƴŘ ǘƻ ƳŀǊƪŜǘ Ǌŀƴƪ όŜΦƎ. KPBS vs. WAMU) 

¤ 3 Music:  ¢ƘŜǊŜ ƛǎ ƻǇǇƻǊǘǳƴƛǘȅ ŦƻǊ ƎǊƻǿƛƴƎ ŀǳŘƛŜƴŎŜ ōȅ ƳŀƪƛƴƎ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǘƘǊŜŜ 

established music formats more widely available in major markets ς but the public 

service vision of those services needs to be well-defined for them to stand out in the 

market. 

Á All three ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ formats also have commercial versions and, though they 

may be in decline now, they may come back in various forms (e.g. Dallas has a new 

ŎƻƳƳŜǊŎƛŀƭ !!! ǎǘŀǘƛƻƴ ǇƻǎƛǘƛƻƴƛƴƎ ƛǘǎŜƭŦ ŀǎ άǉǳŀƭƛǘȅ ǊƻŎƪΦέ)  The qualitative 

ŘƛǎǘƛƴŎǘƛǾŜƴŜǎǎ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǇǇǊƻŀŎƘ ǘƻ ǘƘŜ ŦƻǊƳŀǘǎ ƴŜŜŘǎ ǘƻ ōŜ ŀǇǇŀǊŜƴǘ. If it 

is, the presence of a commercial version in the market will actually help in making 

the public radio difference and value clearer. 

Á The public service aspirations ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƳǳǎƛŎ ŦƻǊƳŀǘǎ ǎƘƻǳƭŘ ōŜ ƛƴ ǘƘŜƛǊ 

education and enrichment experience for both the audience and the artists. And 

ǘƘŜȅ ǎƘƻǳƭŘ ōŜ ǎŜŜƴ ŀǎ άǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŎƻƴǘǊƛōǳǘƛƻƴ ǘƻ !ƳŜǊƛŎŀƴ ŎǳƭǘǳǊŜ ōȅ ŜȄǇƻǎƛƴƎ 

and encouraging the work of artists.έ 

Á The arc of experience in listening to satellite radio points to the need that public 

radio music formats can fulfill. άYou start listening and then you get to a point where 
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it seems so distant because they are just playing songs. LǘΩǎ Ƨǳǎǘ ƴƻǘ ǾŜǊȅ ǊŜǿŀǊŘƛƴƎ 

ǘƻ ƭƛǎǘŜƴ ǘƻΦέ 

Á The recommendation for increasing the number of markets with all three of public 

ǊŀŘƛƻΩǎ Ƴŀƛƴ ƳǳǎƛŎ ŦƻǊƳŀǘǎ ōȅ ǾŀǊƛƻǳǎ ƳŜŀƴǎ ƳŀƪŜǎ ǎŜƴǎŜΣ ǇǊƻǾƛŘŜŘ ǘƘŜǊŜ ƛǎ ǘƘŜ 

άǿƛƭƭƛƴƎƴŜǎǎ ŀƴŘ ŎŀǇŀŎƛǘȅ ŀƴŘ ŀōƛƭƛǘȅ ƻŦ ŀ ǎǘŀǘƛƻƴ ǘƻ ƻǊƛŜƴǘ ƛǘǎŜƭŦ ǘƻ ŀ ƳǳǎƛŎ ǎŜrvice 

that can achieve some audience gainΦέ 

¤ 5 Market Strategies, Station Solutions:  The logic and value of focusing on the top 25 

markets is clear. tǳōƭƛŎ wŀŘƛƻ /ŀǇƛǘŀƭΩǎ ǊƻƭŜ ƛƴ ǘƘƛǎ ŀǊŜŀ ƛǎ ƛƳǇƻǊǘŀƴǘ. ά¢ƘŜȅ Řƻ ǿƘŀǘ ǘƘŜȅ 

Řƻ ǾŜǊȅ ǿŜƭƭΦέ 

Not resonating:  

¤ 4 The Network and 2.3 Integrated Online News:  Both of these sections were hard to 

connect with, though not for lack of interest. άLǘ ǿŀǎ ƘŀǊŘ ǘƻ ƪƴƻǿ ǿƘŀǘ ǘƘŜ ǎǘǳŦŦ ŀŎǘǳŀƭƭȅ 

ƳŜŀƴǎ Χ ǿƘŀǘ ǘƻ ƳŀƪŜ ƻŦ ŀƭƭ ǘƘŀǘ ǎǘǳŦŦΦέ  ¢ƘŜ bŜǘǿƻǊƪ ǎŜŎǘƛƻƴ ǿŀǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ƘŀǊd to 

read through. Part of the problem was the lack of linkage back to the audience service 

goals (see comments above in Section 0). If those connections were there, Jeff could say 

άƻƪŀȅΣ ƴƻǿ L ǎŜŜ ƛǘΦέ 

2. Recommendations resonating most strongly for their station and market 

¤ 2.2 Journalism ς Local Reporting:  ¢Ƙƛǎ ƛǎ WŜŦŦΩǎ άǇǊƛƻǊƛǘȅ ŦƻŎǳǎέ ŦƻǊ ǘƘŜ ǊŜŀǎƻƴǎ ƻǳǘƭƛƴŜŘ 

above. The issue is whether they can grow their capacity fast enough to fill the growing 

gap.  

¤ 4 The Network:  Wireless/broadband access is likely to be of increasing importance and 

necessity for audience growth and retention. 

Á Collaborations such as the Public Radio Tuner for the iPhone have been sensible and 

helpful. More will be needed to ensure access across the range of mobile devices 

that are and will be proliferating. 

¤ 5 Market Strategies, Station Solutions:  For the north Texas metropolitan area significant 

ŀǳŘƛŜƴŎŜ ƎǊƻǿǘƘ ŘŜǇŜƴŘǎ ƻƴ ŀŎǉǳƛǊƛƴƎ ƻǊ ŀŎŎŜǎǎƛƴƎ ƴŜǿ ŎƘŀƴƴŜƭǎ ŀƴŘ ǘƘŀǘΩǎ ŀ ƳŀǘǘŜǊ ƻŦ 

continually monitoring the market situation. In recent years KERA and PRC have looked at 

ŜǾŜǊȅ ƻǇǇƻǊǘǳƴƛǘȅ ŀƴŘ άǘŀƪŜƴ ǘƘŜƳ ŀǎ ŦŀǊ ŀǎ ǿŜ ŎƻǳƭŘ ƎƻΣ ŀǎ ŦŀǊ ŀǎ ǘƘŜȅ ǿŜƴǘΦέ  

Unfortunately, none have gone far for one reason or another. But they will keep 

monitoring. 

Á ²ƛǘƘƛƴ Y9w!Ωǎ ŜȄƛǎǘƛƴƎ ōǊƻŀŘŎŀǎǘ ŎƘŀƴƴŜƭ ŀƴŘ ŦƻǊƳŀǘ WŜŦŦ ŘƻŜǎƴΩǘ ǎŜŜ ƭŀǊƎŜ ǇƻǘŜƴǘƛŀƭ 

gains. άI think we are a pretty good NPR brand steward. So, I do not think there is 

much else we could do with our program service to capture more of the existing 

ǇǳōƭƛŎ ǊŀŘƛƻ ŀŦŦƛƴƛǘȅ ŀǳŘƛŜƴŎŜΦέ  
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Á He sees little current potential in HD, just as the report notes. The much-anticipated 

driver of penetration, HD radios in news cars, seems very distant for now given the 

turmoil in the auto industry and the sharp decline in new car sales. Any 

improvement in the situation will be a long time coming. .ǳǘ άY9w! ƛǎ ǊŜŀŘȅ ǘƻ ŀŎǘ 

when and if the equation changesΦέ  

3. Important recommendations or perspectives missing from the report 

¤ ¢ƘŜ ŎƻƴǾŜǊǎƛƻƴ ǊŀǘŜ ŦƻǊ άǎƛƎƴƛŦƛŎŀƴǘ ǎǳǇǇƻǊǘΦέ  This GROW THE AUDIENCE recommendation 

will require significant funding. The question of where it will come from, in turn, leads 

Jeff back to the ARA Audience 98 equation of significant programming leading to 

significant listening and significant listening leading to significant support. For him there 

are questions of whether public radio has yet fully monetized the service it already 

provides and whether it can monetize additional services that grow the audience. These 

are questions that need to be explored and addressed. 

4. Biggest challenge or hurdle to reŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Collecting dust. ¢ƘŜǊŜΩǎ ǘƘŜ Ǌƛǎƪ ǘƘŀǘ ǘƘŜ ǊŜǇƻǊǘ ƛǎ ǎƻ ƻǾŜǊǿƘŜƭƳƛƴƎ ǘƘŀǘ ƛǘ ǿƛƭƭ ǎƛǘ ƻƴ ǘƘŜ 

ǎƘŜƭŦ ŀƴŘ ŎƻƭƭŜŎǘ ŘǳǎǘΦ ¢Ƙƛǎ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ǘǊǳŜ ƛŦ ƛǘ ŘƻŜǎƴΩǘ ƛƴŎƭǳŘŜ ŀǇǇǊƻŀŎƘŜǎ ƻǊ ƛƴǎƛƎƘǘǎ 

to help local leadership sort through the recommendations and determine which ones 

will have the highest impact at the lowest costs to achieve their local share of growing 

the audience. It also needs to provide guidance on tapping unexploited capacities and 

generating revenue to be able to do their piece. 

¤ Speed vs. inclusiveness. Given how fast and uncertainly the media environment is 

changing, there is a question of whether a decentralized system of mixed licensees will 

be able to act quickly or decisively enough. It may be that action is best planned and 

taken by small groups of stations with like interests, market situations and strategies ς 

without worrying that they be inclusive of others or bring the system along. 

Additional note: 

¤ Naming names. In regard to accountability, there is real vŀƭǳŜ ƛƴ άƴŀƳƛƴƎ ƴŀƳŜǎέ ŀǎ ŀ 

way of creating a dynamic of accountability across the system. As an example, Jeff recalls 

a presentation by David Giovannoni at a PRPD conference that classified stations as 

άƳƻǎǘŜǊǎΣ ŎƻŀǎǘŜǊǎ ŀƴŘ ǘƻŀǎǘŜǊǎΦέ ¢ƘŜ ŦƛǊǎǘ ȅŜŀǊ ǘƘŜȅ ŘƛŘƴΩǘ ǎƘƻǿ ƴŀƳŜǎ ƻƴ ǘƘŜ ŎƘŀǊǘǎΣ 

but promised to do so the next year and did. It was very helpful. There is great power in 

giving a manager a comparative analysis.
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Key points 

¤ Greater inclusiveness is fundamental and essential for GTA to have any real purpose. 

¤ Expectations for inclusiveness in our station organizations need to be made as clear and 

core as our standards for journalism. Concrete commitments and approaches for tracking 

progress must be established to make and keep the issue visible. 

¤ ¢ƘŜ άƴŜǘǿƻǊƪέ ǘƘŀǘ ƛǎ ŜǎǎŜƴǘƛŀƭ ŦƻǊ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ ŀƴŘ ƻǳǊ ŦǳǘǳǊŜ ƛǎ ǘƘŜ ƭƻŎŀƭ ǎǘŀǘƛƻƴ 

as a hub in its community for a variety of partnerships and activities. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ aŀǊƛǘŀ ǎŜŜǎ ǘƘŜ ŘƻŎǳƳŜƴǘ ŀǎ ŀ ōƛƎ άƻƳƴƛōǳǎ ǊŜǇƻǊǘέ ǘƘŀǘ άƭŀȅǎ ƻǳǘ ŀ ōƛƎ ǾƛǎƛƻƴΣ ǳƴŘŜǊ 

which one can begin to tackle some very specific thingsΦέ  {ƘŜΩǎ ƎƭŀŘ ƛǘΩǎ ōeen done. 

.ŜǎƛŘŜǎΣ άL ƭƻǾŜ ǘƘƛƴƪƛƴƎ ŀōƻǳǘ ǘƘŜ ŦǳǘǳǊŜΦέ 

¤ ¢ƘŜǊŜΩǎ ƴƻǘƘƛƴƎ ƛƴ ǘƘŜ ǊŜǇƻǊǘ ǘƘŀǘ ǎƘŜ ǘƘƛƴƪǎ ǿƛƭƭ ƭŜŀǾŜ ǎǘŀǘƛƻƴǎ ǎŀȅƛƴƎ άǿƘŀǘΚέ ƻǊ άǿŜΩǊŜ 

not doing thatΦέ  So, in that sense it is non-controversial. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness:  LƴŎƭǳǎƛǾŜƴŜǎǎ ƛǎ ŦǳƴŘŀƳŜƴǘŀƭ ŀƴŘ ŜǎǎŜƴǘƛŀƭ ŦƻǊ άƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜέ ǘƻ 

have any purpose. 

Á άL ŀƳ ŀǘ ǘƘŜ ŜƴŘ ƻŦ ōŜƛƴƎ ŎƻƳŦƻǊǘŀōƭŜ ǿƛǘƘ ŀ ǎȅǎǘŜƳ ǘƘŀǘ ŎŀƴΩǘ ǎŜŜƳ ǘƻ ŦƛƎǳǊŜ ƻǳǘ 

Ƙƻǿ ǘƻ ƛƴŎƭǳŘŜ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊΦ LŦ ǿŜ ŘƻƴΩt get that right, I don't know what the heck 

ǿŜ ŀǊŜ ǘŀƭƪƛƴƎ ŀōƻǳǘΦέ   

Á Inclusiveness includes our largest ethnic blocks (Latino and Afro-American) but might 

be anything. /ƭŀǎǎ ƛǎ ŀƴƻǘƘŜǊ άōƛƎ ƻƴŜέ ǘƻ ŀŘŘǊŜǎǎΦ 

Á LƴŎƭǳǎƛǾŜƴŜǎǎ άǳƴŘŜǊŎǳǘǎέ ŜǾŜǊȅǘƘƛƴƎ ǘƘŀǘ ƛǎ Řƻƴe in regard to content and that 

requires having people of color represented at all levels of the organization, whether 

ƛǘΩǎ ŜȄŜŎǳǘƛǾŜ ǇǊƻŘǳŎŜǊǎΣ ǇǊƻŘǳŎŜǊǎΣ ƳŀƴŀƎŜǊǎΣ ƻǊ ōƻŀǊŘǎ. ά{ƻ ǘƘŜǊŜΩǎ ŀ ōŀǎƛŎ ƘƛǊƛƴƎ 

ǇƛŜŎŜ ǘƘŀǘ ƴŜŜŘǎ ǘƻ ƘŀǇǇŜƴΦέ     
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Á Having people of color at all levels in the organization is what will make the content-

related recommendations work ς άƛǘ ǿƛƭƭ ŘǊƛǾŜ ǘƻƴŜ ƻŦ ǾƻƛŎŜ ŀƴŘ ǎŜƴǎƛōƛƭƛǘƛŜǎ ǘƻ ǿƘŀǘ 

stories are importantΦέ  .ǳǘΣ άLŦ ǘƘŜ ƛƴŎƭǳǎƛǾŜƴŜǎǎ ƛǎƴΩǘ ǘƘŜǊŜΣ L ŘƻƴΩǘ ŎŀǊŜ ǿƘŀǘ 

wonderful content things have been done. Lǘ ŘƻŜǎƴΩǘ ƳŜŀƴ ŀƴȅǘƘƛƴƎ ǘƻ ƳŜ ŀƴȅƳƻǊŜ. 

LΩƳ ǘƘǊƻǳƎƘ ǿƛǘƘ ƛǘΦέ 

¤ 1 Inclusiveness:  We need to articulate, communicate, and affirm the expectations of 

inclusiveness in advisory and governing boards as strongly as we have embraced the 

journalism standards of our news programs. 

Á ά²ŜΩǊŜ ǾŜǊȅ ƎƻƻŘ ƛƴ ƳŀƪƛƴƎ ƪƴƻǿƴ ǿƘŀǘ ǿŜ ŜȄǇŜŎǘ ƛƴ ǘŜǊƳǎ ƻŦ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ƻǳǊ 

journalism, right?  Everybody gets that. And the reason they get it is because we told 

them and we act on it. ¢ƘŜǊŜΩǎ ƴƻ ǊŜŀǎƻƴ ǿƘȅ ǿŜ ŎŀƴΩǘ ƳŀƪŜ ŎƭŜŀǊ ǘƻ ŀƴȅōƻŘȅ ǘƘŀǘ 

there are also standards that are important when it comes to governing public radio 

stations that are operating in the public trust and using public airwaves. We are just 

not strong enough in making those expectations as clear as we are able to make our 

ƴŜǿǎ ŎƻƴǘŜƴǘ ŜȄǇŜŎǘŀǘƛƻƴǎΦέ 

¤ 1 Inclusiveness:  wŜǎŜŀǊŎƘ ƛǎ ƴŜŜŘŜŘ ƻƴ ǿƘŀǘ ƛǘ ǿƛƭƭ ǘŀƪŜ ǘƻ ŎǊŜŀǘŜ ǘƘŜ άŜŎƻƴƻƳȅέ ǘƻ 

develop and sustain national programming for audiences of color. Adding stations will 

help some. So will supporting individual stations serving people of color. But this will not 

be sufficient to create a viable economy. Other stations, particularly larger stations, need 

to be included through some crossover of common interests and commitments. There 

may be other pieces to be considered as well.   

Á ά¢ƘŜ ŜŎƻƴƻƳȅ ƻŦ Ƙƻǿ ǇǊƻƎǊŀƳǎ ŀǊŜ ŎǊŜŀǘŜŘΣ ǎǳǎǘŀƛƴŜŘΣ ŀƴŘ ŘŜƭƛǾŜǊŜŘ ƴŜŜŘǎ ǘƻ ōŜ 

examined. Is there a there there, or not?  What would it take to crack that nut?  

There is probably more than one way that one could crack it, but this is an issue we 

ƘŀǾŜƴΩǘ ŀŎǘǳŀƭƭȅ ǘŀƪŜƴ ŀ ƎƻƻŘΣ ƭƻƴƎΣ ŀƴŀƭȅǘƛŎŀƭ ƭƻƻƪ ŀǘΦέ 

Á The Tavis Smiley show is an example of how the needed economy has not yet 

developed. 

Á Understanding this needed national economy is an important part of the whole 

package of deterƳƛƴƛƴƎ Ƙƻǿ ǿŜ Ŏŀƴ ōŜǎǘ ǎǳǇǇƻǊǘ ƛƴŘƛǾƛŘǳŀƭ ǎǘŀǘƛƻƴǎΩ ǇǊƻƎǊŀƳƳƛƴƎ ǘƻ 

audiences of color. 

¤ 3 Music:  It is good that music is included, but the section seems underdeveloped and 

needs more attention. Opportunities in internet radio and online applications need to be 

weighed against broadcast expansion. Music formats may also be a way to get more 

ƘǳƳŀƴƛǘƛŜǎ ŎƻƴǘŜƴǘ ƛƴǘƻ ǇǳōƭƛŎ ǊŀŘƛƻΦ άLǘ ŦŜƭǘ ŀǎ ǘƘƻǳƎƘ ƛǘ ǿŀǎ ǘƘŜǊŜ ōŜŎŀǳǎŜ ǎƻƳŜƻƴŜ 

ǎŀƛŘΣ ΨhƘ ȅƻǳ ŦƻǊƎƻǘ ƳǳǎƛŎΩΦέ 

Á Rather than a singular focus on developing more music broadcast stations, more 

attention should be given to the robust development of internet radio. Combined 
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with increasing levels of mobile access, the research seems to indicate that internet 

ǊŀŘƛƻ ƛǎ ǘƘŜ άƳƻǎǘ ŀƎƎǊŜǎǎƛǾŜέ ƻŦ ǘƘŜ ƴŜǿ ǘŜŎƘƴƻƭƻƎƛŜǎ ŦƻǊ ŀǳŘƛŜnce growth. LǘΩǎ ŀƭǎƻ 

a realm in which many stations can play and may be a far cheaper and a more 

feasible path for stations of color to expand their service and audience. 

Á Music may be a way of bringing more of the humanities to public radio. άL ǘƘƛƴƪ ǘƘŜ 

humanities are important in general and an important piece of what we do. But they 

ǎŜŜƳ ǘƻ ōŜ ŀ ǎƘǊƛƴƪƛƴƎ ǇŀǊǘ ƻŦ ǿƘŀǘ ǿŜ ŘƻΦέ  ²ƘƛƭŜ ǘƘŜ ƘǳƳŀƴƛǘƛŜǎ ŀǊŜΣ ƻŦ ŎƻǳǊǎŜΣ 

broader than music, music formats might be a way of incorporating them into our 

programming ŦƻǊƳŀǘǎ ƛƴ ƻǊŘŜǊ ǘƻ άŜȄǇƭƻǊŜ ǘƘŜ ƘǳƳŀƴ ŜȄǇŜǊƛŜƴŎŜ ƛƴ ƳƻǊŜ 

dimensions than newsΦέ  ¢ƘƛǎΣ ƛƴ ǘǳǊƴΣ ǿƻǳƭŘ ŦǳǊǘƘŜǊ ƳǳǎƛŎΩǎ ǊƻƭŜ ƛƴ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ 

service vision. 

- ¢ƘƻǳƎƘ ǿƛǘƘƛƴ ŀ ƴŜǿǎ ǇǊƻƎǊŀƳΣ ǘƘŜ άDƭƻōŀƭ Iƛǘǎέ ǎŜƎƳŜƴǘ ƻŦ The World is a good 

example of using mǳǎƛŎ ǘƻ ŘǊŀǿ ƻƴ Ƴŀƴȅ ƘǳƳŀƴƛǘƛŜǎ ŘƛǎŎƛǇƭƛƴŜǎ ǘƻ άƭŜŀǊƴ ŀ ƭƻǘ 

ŀōƻǳǘ ǿƘŀǘ ǿŀǎ ƘŀǇǇŜƴƛƴƎ ƛƴ ǘƘŜ ŎƻǳƴǘǊȅ ǘƘŀǘΩǎ ƛƴ ǘƘŜ ƴŜǿǎ ǘƘǊƻǳƎƘ ŀƴ 

ŜȄǇƭƻǊŀǘƛƻƴ ƻŦ Ƙƻǿ ŀ ƳǳǎƛŎƛŀƴ Ǝƻǘ ǘƻ Řƻ ǿƘŀǘ ƘŜ ƻǊ ǎƘŜ ŘƻŜǎΦέ   

Á Use of new technology should be considered as part of the experimentation in how 

music is presented. For example, accompanying podcasts might be a way of bringing 

ŀ ƭƻǘ ƳƻǊŜ ƻŦ ǿƘŀǘ ƻǳǊ Ƙƻǎǘǎ ŀŎǘǳŀƭƭȅ ƪƴƻǿ ōǳǘ Ƨǳǎǘ ŘƻƴΩǘ ōǊƻŀŘŎŀǎǘ ǘƻ ƭƛǎǘŜƴŜǊǎ ǿƘƻ 

are interested. There may be other approaches and technologies to consider as well. 

¤ 4 The Network:  Building the role of stations as hubs in their communities is what 

άƴŜǘǿƻǊƪέ ƛǎ ŀōƻǳǘ. [ŜǾŜǊŀƎƛƴƎ ǎǘŀǘƛƻƴǎΩ ŜȄƛǎǘƛƴƎ Ǉƻǎƛǘƛƻƴǎ ƛƴ ǘƘŜƛǊ ŎƻƳƳǳƴƛǘȅΣ ōǳƛƭŘƛƴƎ 

new station skills and establishing common standards are necessary to do that. 

Á ά¢ƘŜ ƴƻǘƛƻƴ ǘƘŀǘ ǘƘŜ ǎǘŀǘƛƻƴΣ ŀ ƭƻŎŀƭ ǎǘŀǘƛƻƴΣ Ŏŀƴ ōŜ ŀ Ƙǳō ƛƴ ƛǘǎ ŎƻƳƳǳƴƛǘȅ ŦƻǊ ŀ 

variety of partnerships and activities is essential to our future. Maybe I am reading 

between the lines of some of the recommendations but part of the GROW THE 

AUDIENCE imperative, I think, presumes that we are going to use the strength of our 

position in our communities in ways that bring audiences to our stations and grows 

ǘƘŜ ƴǳƳōŜǊ ƻŦ ǇŜƻǇƭŜ ǿƘƻ ŀǊŜ ŀǊƻǳƴŘ ǳǎΦέ  ¢ƘŜ ǳǎŜ ƻŦ ƴŜǿ ŘŜƭƛǾŜǊȅ ƳŜǘƘƻŘǎΣ ŀƭƻƴƎ 

with inclusiǾŜƴŜǎǎΣ ŎƻƴǘŜƴǘ ŀƴŘ ƳŀǊƪŜǘƛƴƎΣ ŀǊŜ ŀƭƭ ŀǊŜŀǎ ǿƘŜǊŜ ǿŜ ƴŜŜŘ ǘƻ άǘƛƎƘǘŜƴ 

ǳǇέ ǘƻ ƎǊƻǿ ǘƘŜ ǎǘŀǘƛƻƴ ŀǳŘƛŜƴŎŜ and the station community. 

Á Training on the new skills related to new technology and media is at the heart of 

ōǊƛƴƎƛƴƎ ǎǘŀǘƛƻƴǎ άǳǇ ǘƻ ǎƻƳŜ ƳƛƴƛƳǳƳ ǎǇŀŎŜ to be able to engage their 

communitiesΦέ  .ǳƛƭŘƛƴƎ ǘƘŜǎŜ ǎƪƛƭƭǎ ƛǎ άƧǳǎǘ ŜǎǎŜƴǘƛŀƭ ǘƻ Ƙƻǿ ǿŜ Ŏŀƴ ƛƳŀƎƛƴŜ ƻǳǊ 

stationsΦέ 

Á Agreement on at least a partial set of standards, shared with public television, is also 

critical for building station-level capabilitiŜǎΣ άǘƻ ŀǾƻƛŘ ƘŀǾƛƴƎ ǘƻ Řƻ ƛǘ нлл ǘƛƳŜǎ ǿƘŜƴ 

we could do it once or twiceΦέ   
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Á aŀǊƛǘŀ ŀƭǎƻ ƴƻǘŜŘ ǘƘŀǘ ǎƘŜ ŦƻǳƴŘ ¢ƘŜ bŜǘǿƻǊƪ ǎŜŎǘƛƻƴ άǇƘǊŀǎŜŘ ŀ ƭƛǘǘƭŜ ƻŘŘƭȅέ ŦƻǊ ƘŜǊ 

taste. άΩ¦ǎŜ ǳōƛǉǳƛǘƻǳǎ ƴŜǘǿƻǊƪŜŘ όǎƛŎύ ǘƻ ŦƻƭƭƻǿΩ ς LΩƳ ƴƻǘ ǎǳǊŜ ǿƘŀǘ ǘƘŜ ƘŜƭƭ ǘƘŜȅ 

were taƭƪƛƴƎ ŀōƻǳǘΦέ 

¤ 6 Marketing:  άLŦ ǇŜƻǇƭŜ ŘƻƴΩǘ ƪƴƻǿ ŀōƻǳǘ ȅƻǳΣ ǘƘŜȅ ŘƻƴΩǘ ƪƴƻǿ ŀōƻǳǘ ȅƻǳέ ǎƻ ƳŀǊƪŜǘƛƴƎ 

needs to be included in the list of important recommendation areas. But the key is in 

knowing how to use our existing networks and relationships better ς to reach out 

further. 

¤ 8 Follow-up and Accountability:  Accountability must go beyond just growing the 

audience; it must include how the audience is grown (i.e. through greater inclusiveness). 

hǘƘŜǊǿƛǎŜ ǿŜΩǊŜ Ƨǳǎǘ ƎǊƻǿƛƴƎ ǿƛǘƘƛƴ ƻǳǊ ƻǿƴ άƭƛǘǘƭŜ ǘǊƛōŜΦέ   

Á ά²Ŝ are very good at talking about inclusiveness. We are not so good at measuring 

Ƙƻǿ ŦŀǊ ǿŜ ƎŜǘΣ ŜȄŎŜǇǘ ŦƻǊΣ ΨhƘ ǿŜ ƎǊŜǿ ǘƘŜ ŀǳŘƛŜƴŎŜΩ. ²Ŝ ƎǊŜǿ ǘƘŜ ŀǳŘƛŜƴŎŜΣ ΨȅŜŀΗΩ  

²Ŝ ŘƻǳōƭŜŘ ǘƘŜ ŀǳŘƛŜƴŎŜΣ ΨƘƻƻǊŀȅΗΩ  ²Ŝ ŀǊŜ ƴƻǘ ƎƻƻŘ ŀǘ ǎŜǘǘƛƴƎ ǳǇ ǘƘŜ ǎȅǎǘŜƳ ǘƻ ŀǎƪ 

άŘƛŘ ȅƻǳ in fact change?έ  Did you include people by changing the composition of 

ȅƻǳǊ ǎǘŀŦŦΚ  ²Ŝ ŘƻƴΩǘ Řƻ ǘƘŀǘ. We just smile and pass over that. LŦ ǿŜ ŘƻƴΩǘ ŎƘŀƴƎŜ 

ǘƘŜ ŎƻƳǇƻǎƛǘƛƻƴ ōǳǘ ǎǘƛƭƭ ŘƻǳōƭŜ ǘƘŜ ŀǳŘƛŜƴŎŜΣ ǿŜ ŀǊŜ Ƨǳǎǘ ŀǎ ƘŀǇǇȅ ŀǎ ŎƭŀƳǎΦέ 

Á With regard to being inclusive of people of color, public radio lives too much in 

άǎƻƳŜ ƪƛƴŘ ƻŦ ƻŘŘ ōǳōōƭŜΦέ  LǘΩǎ ŀǎ ǘƘƻǳƎƘ ƛǘ ǿŜǊŜ ǎƻƳŜ ǎƳŀƭƭ ǘǊƛōŜ ǘƘŀǘ ǿŀƎŜǎ ōƛƎ 

campaigns within its own tribal world and then has its members give each other 

awards for their feats. But the ǊŜǎǘ ƻŦ ǘƘŜ ǿƻǊƭŘ ƭƻƻƪǎ ƻƴ ŀƴŘ ǎŀȅǎΣ άLǎƴΩǘ ǘƘŀǘ ǉǳŀƛƴǘΣ 

ǘƘŜ ǿŀȅ ǘƘŜȅ ƎƛǾŜ ŜŀŎƘ ƻǘƘŜǊ ǘƘƻǎŜ ŀǿŀǊŘǎΚέ 

Á άLŦ ǿŜ ŘƻƴΩǘ ǎǘŜǇ ƻǳǘ ƻŦ ǘƘŀǘ ōǳōōƭŜΣ ǿƘŀǘ ǘƘŜ ƘŜŎƪ ŀǊŜ ǿŜ ŘƻƛƴƎΚ  ¢ƘŀǘΩǎ ǿƘŜǊŜ L ŀƳ. 

LΩƳ ŀƭƭ ŀōƻǳǘ ŀŎŎƻǳƴǘŀōƭŜ. LΩƳ ŀōƻǳǘΥ  So what did we say we were going to do?  Did 

we say we were going to do research to bring in more people?  What happened with 

that?  What happened to those things you said we were going to do?  Did we do any 

ƻŦ ǘƘƻǎŜ ǘƘƛƴƎǎΚ  bƻΣ ǿŜ ŘƛŘƴΩǘ Řƻ ŀƴȅ ƻŦ ǘƘŜƳΚ  hƪŀȅΣ ǿŜ ǎƘƻǳƭŘ ƪƴƻǿ ǘƘŀǘΦέ 

Á The Commonwealth Compact in Massachusetts provides a model for developing the 

sort of accountability for inclusiveness needed in public radio. It has defined the 

organizational actions for developing diversity as well as the measures for tracking 

progress. Member organizations agree to provide the needed data for the tracking 

measures. A large and growing database has been created by which benchmarks can 

be established and organizations can see where they stand versus others in their 

sector (e.g., science, health care) and their geographic market. (The data on 

individual organization is kept confidential to encourage participation.) 

2. Recommendations resonating most strongly for their station and market 

¤ For WGBH they are the same areas as those cited above.  
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3. Important recommendations or perspectives missing from the report 

¤ ²ƘŜǊŜΩǎ ǘŜƭŜǾƛǎƛƻƴΚ  ¢ƘƻǳƎƘ ǘƘŜǊŜ ƛǎ ǎƻƳŜ ǇŀǎǎƛƴƎ ǊŜŦŜǊŜƴŎŜ ǘƻ ǇǳōƭƛŎ ǘŜƭŜǾƛǎƛƻƴ ƛƴ ǘƘŜ 

report, the relationship with PTV for growing the audience seems underplayed, 

undefined or confineŘ όŜΦƎΦ ά²Ŝ ŘƻƴΩǘ ƳƛƴŘ ŦƛƴŘƛƴƎ ŎƻƳƳƻƴ ŎŀǳǎŜ ƛŦ ƛǘΩǎ ƭƛƳƛǘŜŘ ǘƻ 

online). 

Á Marita does not expect public television to be big part of the report. But the lack of 

ƻǾŜǊŀƭƭ ƳŜƴǘƛƻƴ ŀƴŘ ƛƴŎƭǳǎƛƻƴ ǎŜŜƳǎ άƻŘŘέ ƎƛǾŜƴ ǘƘŀǘ ǇǳōƛŎ ǘŜƭŜǾƛǎƛƻƴ ƛǎ άǎƻ ŎƭƻǎŜ ǘƻ 

us in ambition, tone, sensibility and public serviceΦέ  There must be more areas of 

άŎƻƳƳƻƴ ŎŀǳǎŜέ ŀƴŘ ƳƻǊŜ ŀǳŘƛŜƴŎŜ ōǳƛƭŘƛƴƎ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ǘƻ ŜȄǇƭƻǊŜ ōŜȅƻƴŘ ǘƘŜ 

collaborations that have been done (e.g. big verticals like the 2008 election).  

Á While her integrated perspective is natural given that she oversees local television, 

local online content, and ǊŀŘƛƻΣ aŀǊƛǘŀ ǉǳŀƭƛŦƛŜǎ ƛǘ ƴƻǘƛƴƎΥ άLΩƳ ƴƻǘ ƻƴŜ ƻŦ ǘƘƻǎŜ 

people who think that radio and television have to merge. Or that everything we do 

needs to be done together. We have very different crafts. LǘΩǎ ŀ ŘƛŦŦŜǊŜƴǘ ǊƘȅǘƘƳ ƻŦ 

ǇǊƻŘǳŎǘƛƻƴΦέ 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ Discipline to focus. Any interpretation that all the recommendations need to be taken on 

all at once and as a whole would, in itself, be perceived as a big challenge and hurdle. To 

preclude this, the key recommendations with the greatest potential impact need to made 

the focus. 5ƻƛƴƎ ǘƘƛǎ ǿƛƭƭ ǊŜǉǳƛǊŜ άŘƛǎŎƛǇƭƛƴƛƴƎ ƻǳǊǎŜƭǾŜǎΦέ  

¤ !ƭƛƎƴƳŜƴǘ ǿƛǘƘ ŎǳǊǊŜƴǘ ŜŦŦƻǊǘǎΦ ά²ŜΩǊŜ ŀƭƭ Ǌǳnning so hard right now trying to do some of 

ǘƘƛǎ ƻƴ ƻǳǊ ƻǿƴ ǘƘŀǘ ǿŜΩǊŜ ŀŦǊŀƛŘ ǘƻ ǎǘƻǇ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ ŜŎƻƴƻƳƛŎ ǇǊŜǎǎǳǊŜǎ ŀǊƻǳƴŘ ǳǎΦ 

So focusing on those things that are most in line with what we are actually doing right 

ƴƻǿ ǿƻǳƭŘ ōŜ ƘŜƭǇŦǳƭΦέ  ό!ǎǎǳƳƛƴƎ ǘƘose things would also have significant impact on 

growing the audience.) 

¤ DŜǘǘƛƴƎ ǘƘŜ άǎƳŀƭƭ ƘŀƴŘŦǳƭέ ƻŦ ƪŜȅ ǇƭŀȅŜǊǎ ŎƻƳƳƛǘǘŜŘΦ ¢ƘŜǊŜ ŀǊŜ ŀ ƭƛƳƛǘŜŘ ƘŀƴŘŦǳƭ ƻŦ 

drivers in the system (the can-do people and organizations). They are the place to start in 

terms of getting them committed to building selected recommendations into their 

priorities and plans for the coming quarters and years.
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FLO ROGERS 
General Manager, Nevada Public Radio, Las Vegas, Nevada  

Key points 

¤ The greatest opportunity exists in underperforming stations in major markets and the time 

has come to deal with the underlying structural issues. 

¤ CƻǊ Ybtw ƛǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ ς ƛǘΩǎ ŀōƻǳǘ ǘƘŜƛǊ ǎŜǊǾƛŎŜ ŀƴŘ ƛƳǇŀŎǘ ƛƴ ǘƘŜ 

community regardless of whether or not that involves people listening to the station 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ άLǘΩǎ ŀ ǾŜǊȅ ǿŜƭƭ ƻǊƎŀƴƛȊŜŘ ŀƴŘ ǾŜǊȅ ǿŜƭƭ ǿǊƛǘǘŜƴ ǊŜǇƻǊǘΦ {ƻΣ ŀōǎƻƭǳǘŜ ƪǳŘƻǎ ǘƻ ŜǾŜǊȅōƻŘȅ 

who put their sense into it. LǘΩǎ ŦƻǊǿŀǊŘ ƭƻƻƪƛƴƎ ōǳǘ ƛǘ ŘƻŜǎƴΩǘ ƛƎƴƻre what we have 

ŀƭǊŜŀŘȅ ŘƻƴŜΦ !ƴŘ L ǘƘƛƴƪ ƛǘΩǎ ǊŜŀƭƛǎǘƛŎ ŀǎ ǿŜƭƭ. ¢Ƙƛǎ ƛǎ Ƨǳǎǘ ŀ ƎǊŜŀǘ ŘƻŎǳƳŜƴǘΦέ 

¤ ¢ƘŜ ƎƻŀƭΣ ŀǎ Ǉǳǘ ŦƻǊǘƘ ŀƴŘ ƴƻǘŜŘ ƛƴ ǘƘŜ ǊŜǇƻǊǘΣ ƛǎ ŀ άǎǘǊŜǘŎƘέ ōǳǘ ǊŜŀƭƛǎǘƛŎΦ 

¤ !ǎ ƴƻǘŜŘ ŀōƻǾŜΣ ŦƻǊ Cƭƻ ŀƴŘ Ybtw ƛǘΩǎ ƴƻǘ Ƨǳǎǘ ŀōƻǳǘ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ ς ƛǘΩǎ about 

their service and impact in the community regardless of whether or not that involves 

people listening to the station. 

Á άhƴŜ ƻŦ ǘƘŜ ǘƘƛƴƎǎ ǘƘŀǘ LΩƳ ŦƛƴŘƛƴƎ Ƴƻǎǘ ƛƴǘŜǊŜǎǘƛƴƎ ƛǎ ǘƘŜ ƛŘŜŀ ǘƘŀǘ bŜǾŀŘŀ tǳōƭƛŎ 

Radio has come far enough along as a community institution that the work that we 

ŀǊŜ ŘƻƛƴƎ ŦƻǊ ǇŜƻǇƭŜ ǘƘŀǘ ŘƻƴΩǘ ƭƛǎǘŜƴ ǘƻ ǳǎ ƛǎ ŀǎ ƳŜŀƴƛƴƎŦǳƭ ŀǎ ǘƘŜ ǿƻǊƪ ǿŜ Řƻ ŦƻǊ 

ǇŜƻǇƭŜ ǿƘƻ Řƻ ƭƛǎǘŜƴΦέ 

Á ! ŎǳǊǊŜƴǘ ŜȄŀƳǇƭŜ ƛǎ ǘƘŜ ǿƻǊƪ ǘƘŜȅΩǾŜ ŘƻƴŜ ǿƛǘƘ ǘƘŜ Facing the Foreclosure Crisis 

project, which has involved outreach and venues beyond their airwaves and website 

όŜΦƎΦ ŀ ǇŀǊǘƴŜǊǎƘƛǇ ǿƛǘƘ ǘƘŜ !!! ōŀǎŜōŀƭƭ Ŏƭǳō ǘƘŀǘ ƘŀǊŘƭȅ ǎŜǊǾŜǎ YbtwΩǎ 

demographic). The result has been a higher level of awareness and perceived 

relevance and importance in the community for KNPR. ά9ǾŜƴ ƛŦ ǎƻƳŜōƻŘȅ ŘƻŜǎƴΩǘ 

listen to us they are going to know that we are independent and we are not-for-profit 

ŀƴŘ ǿŜ ƘŀǾŜ ǘƘŜ ǇŜƻǇƭŜΩǎ ƛƴǘŜǊŜǎǘ ŀǘ ƘŜŀǊǘ ŀƴŘ ƴƻǘ ŀ ŎƻƳƳŜǊŎƛŀƭ ǎǇƻƴǎƻǊΩǎΦέ 

Á Lƴ ǘƘƛǎ ŀƴŘ ƻǘƘŜǊ ǇǊƻƧŜŎǘǎ Ybtw ƛǎ ŘŜǾŜƭƻǇƛƴƎ ŀ ǊƻƭŜ ƛƴ ǘƘŜ ŎƻƳƳǳƴƛǘȅ ŀǎ άa public 

ƛƴŦƻǊƳŀǘƛƻƴ ǇŀǊǘƴŜǊ ƛƴ ǿŀȅǎ ǘƘŀǘ ǿŜ ŀǘ Ybtw ŘƛŘƴΩǘ ŜǾŜƴ ƪƴƻǿ ǿŜ ŎƻǳƭŘ ōŜΦέ  Those 

ǿŀȅǎ Ƴŀȅ ƛƴǾƻƭǾŜ ǘƘŜ ǎǘŀǘƛƻƴΩǎ ŀƛǊǿŀǾŜǎ ŀƴŘ ǿŜōǎƛǘŜ ǘƻ ǎƻƳŜ ŘŜƎǊŜŜΣ ōǳǘ ǘƘŜȅ Ƴŀȅ 
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not. ¢ƘŜȅΩǾŜ ŀƭǎƻ ŘƛǎŎƻǾŜǊŜŘ ǘƘŀǘ ǇǊƻƧŜŎǘǎ άǎǘŀǊǘ ƛƴ ǘƘŜ ŎƻƳƳǳƴƛǘȅ ς not in the 

newsǊƻƻƳ ŀƴŘ ƴƻǘ ƛƴ ǘƘŜ ǇǊƻƎǊŀƳ ŘƛǊŜŎǘƻǊΩǎ ƻŦŦƛŎŜΦέ 

Á A reflection of the value of this service is in the funding it attracts. ά¢ƘŜ ōƛƎƎŜǎǘ 

ƎǊŀƴǘǎ ǘƘŀǘ ǿŜ ŀǊŜ ƎŜǘǘƛƴƎ ǘƘŜǎŜ Řŀȅǎ ŀǊŜ ƴƻǘ ŦǊƻƳ ΨƻƘΣ ǿŜ ƭƻǾŜ ǇǳōƭƛŎ ǊŀŘƛƻΩ 

sentiments. They are around community engagement and the content that we are 

making that is specifically addressing the issues that are unique to our community 

ŀƴŘ ǘƘŜ ǊƻƭŜǎ ǿŜ Ŏŀƴ Ǉƭŀȅ ŀǎ ŀ ǇǳōƭƛŎ ƛƴŦƻǊƳŀǘƛƻƴ ǇŀǊǘƴŜǊΦέ  ¢Ƙƛǎ ǿƻǊƪ ŀƴŘ ǘƘŜǎŜ ǊƻƭŜǎ 

are also what pique the interest of their Congresswoman. 

Á Flo realizes that having a significant audience feeds the ability to be a significant 

community institution. άhōǾƛƻǳǎƭȅΣ ƛŦ ǿŜ ŘƻƴΩǘ ƘŀǾŜ ŀƴȅ ŀǳŘƛŜƴŎŜ ǘƘŜƴ ǿŜ ƘŀǾŜ ƴƻ 

oomph ƛƴ ŀƴȅ ƻŦ ǘƘŜǎŜ ŀǊŜŀǎ ŀƴȅǿŀȅΦέ  {ƘŜ ŀƭǎƻ ǊŜŎƻƎƴƛȊŜǎ ǘƘŀǘ ǘƘƛǎ Ǉƻƛƴǘ Ƴŀȅ ōŜ 

beyond the scope of a report focused on growing the radio audience ōǳǘ ǎƘŜ ŦŜŜƭǎ ƛǘΩǎ 

important to note. ²ƘƛƭŜ ǘƘŜ ǊŜǇƻǊǘ ŘƻŜǎ ƳŀƪŜ ǊŜŦŜǊŜƴŎŜǎ ǘƻ άŎƻƳƳǳƴƛǘȅ 

ŜƴƎŀƎŜƳŜƴǘΣέ ƛǘΩǎ ǊŜŀƭƭȅ Ƨǳǎǘ άƭƛǇ ǎŜǊǾƛŎŜέ ŎƻƳǇŀǊŜŘ ǘƻ ǘƘŜ ǇƻǿŜǊ ŀƴŘ ƛƳǇƻǊǘŀƴŎŜ ƻŦ 

the subject. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 1 Inclusiveness:  College educated Hispanics and Asians should be prime targets. 

Á Cƭƻ ōŜƭƛŜǾŜǎ ǘƘŜǊŜΩǎ ŀ ƭŀǊƎŜ ŀƴŘ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ ƻǇǇƻǊǘǳƴƛǘȅ ƛƴ ŘŜǾŜƭƻǇƛƴƎ ǘƘŜ 

audience among college educated Hispanics and Asians in particular.  

Á Lǘ ƴŜŜŘǎ ǘƻ ōŜ ŀŘŘǊŜǎǎŜŘ ŦǊƻƳ ŀ άǿƘƻƭŜ ǎǘŀǘƛƻƴέ ǇŜǊǎǇŜŎǘƛǾŜ ǊŀǘƘŜǊ ǘƘŀƴ ǘƘǊƻǳƎƘ 

isolated, targeted day-parts. 

Á In news it needs to be done through new sensibilities about story selection and 

perspective ς as a crass example, what if for every time NPR did a story on global 

warming, they also did one on family issues? 

Á Understanding how to appeal to these demographic segments needs to start with 

going into the VALS research to see how their VALS segments align with those of 

ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ǘǊŀŘƛǘƛƻƴŀƭ ŎƻǊŜ ŀǳŘƛŜƴŎŜΦ 

Á Flo is closely following the development of the new English language service targeted 

to Hispanics in the LA market to see how well it works and what it reveals. 

¤ 2.1 Journalism ς National Programs:  ¢Ƙƛǎ ƛǎ CƭƻΩǎ second most important area (after 7 

Support for Stronger Serviceύ ŀƴŘ ƘŜǊ ǇǊƻƎǊŀƳ ŘƛǊŜŎǘƻǊΩǎ ǘƻǇ ǇƛŎƪ. ά¢he journalism part ς I 

ŀōǎƻƭǳǘŜƭȅ ŀƎǊŜŜ ǿƛǘƘ ƛǘ ŀƴŘ ƛǘΩǎ ƻōǾƛƻǳǎƭȅ ŀ ǎŜƴǎƛǘƛǾŜ ǎǇƻǘ ǊƛƎƘǘ ƴƻǿ ōŜŎŀǳǎŜ btw ƛǎ 

having to contract its resources, which iǎ ǘǊŀƎƛŎΦέ  5ŜǎǇƛǘŜ ǘƘŜ ŎǳǊǊŜƴǘ ŜŎƻƴƻƳƛŎ ǎƛǘǳŀǘƛƻƴΣ 

core issues about the current state of national news production need to be kept in mind 

and addressed. 
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Á The system needs a full schedule of strong news programs to be a truly lead player in 

news. ά²Ŝ ƪƛƴŘ of think that NPR is playing with the big dogs but we are not even 

filling the broadcast day. We probably make less than 8 hours a day of slam-dunk first 

class products from all sources. Say what you will about CNBC and MSNBC but they 

are knocking it out of the park 24/7 -- ƛǘΩǎ Ƨǳǎǘ ŀ ƳŀŎƘƛƴŜ ǘƘŀǘ ƪŜŜǇǎ ƎƻƛƴƎΦέ 

Á Even among our existing core programs there are weaknesses. 

- ά²Ŝ ƘŀǾŜ ǊŜŀƭƭȅ Ǝƻǘ ǘƻ ƎŜǘ ŀ ƎǊƛǇ ǿƛǘƘ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ǎƻƳŜ ƻŦ ƻǳǊ ƴŀǘƛƻƴŀƭ 

programs. They ŀǊŜ ǘƻƻ Ƙƛǘ ŀƴŘ ƳƛǎǎΦέ  ό{ƘŜ ŎƛǘŜǎ Fresh Air and Science Friday in 

particular.) 

- ²ŜŜƪŜƴŘǎ ǊŜƳŀƛƴ ŀ άŘƛǎŀǎǘŜǊέ ς e.g., Weekend Edition not starting at 5 a.m. and 

having different hosts each day. 

Á We need to get over the hump of centralized reporting. 

- We have never really gotten how to get good coverage of nationally significant 

stories from communities across the country, especially non-coastal 

ŎƻƳƳǳƴƛǘƛŜǎΣ ƻǘƘŜǊ ǘƘŀƴ ōȅ άǎŜƴŘƛƴƎ ŀ ŎŜƴǘǊŀƭƛȊŜŘ ƎŀƴƎ ƻŦ ǊŜǇƻǊǘŜǊǎ ƻǳǘ ǘƻ ǘƘŜ 

sticksΦέ  !ƴŘ ǘƘŀǘ ƳƻŘŜƭ ŘƻŜǎƴΩǘ ƭŜŀŘ ǘƻ ǘƘŜ ǎƻǊǘ ƻŦ ƴǳŀƴŎŜŘ ǊŜǇƻǊǘƛƴƎ ǘƘŀǘ ȅƻǳ 

would get from someone stationed there. 

- KNPR itself has had mixed experience to date on this issue. While within the 

ƴŜǿǎ ǳƴƛǾŜǊǎŜ [ŀǎ ±ŜƎŀǎ ƛǎ ŀƪƛƴ ǘƻ ŀ άǘƻǇ млέ ƳŀǊƪŜǘΣ ǘƘŜȅΩǾŜ ƴŜǾŜǊ been able to 

ƎŜǘ ǳǇ ǘƻ ǎŀȅΣ  άǇǊƛƻǊƛǘȅ ƴǳƳōŜǊ ŦƛǾŜέ ŦƻǊ ǘƘŜ ƴŜȄǘ ǇƭŀŎŜ ŦƻǊ btR to put a reporter. 

¢ƘŜȅΩǾŜ ƘŀŘ ǘƘŜƛǊ ƭƻŎŀƭ ǊŜǇƻǊǘŜǊǎ ŦŜŜŘ ǘƘŜ ƴŜǘǿƻǊƪ ŀƴŘ άŦƻǊ ǿƘŀǘŜǾŜǊ ǊŜŀǎƻƴ ƛǘΩǎ 

been a bit bumpyΦέ  !ƴŘ ǘƘŜȅΩǾŜ ƘŀŘ άƳƛȄŜŘ ŜȄǇŜǊƛŜƴŎŜ ǿƘŜƴ ǊŜǇƻǊǘŜǊǎ ƘŀǾŜ 

come here and tried to do stuffΦέ  For example, reporting on City Center in Las 

Vegas, the largest construction project in North America, is not a story that you 

can do justice to by flying somebody in for two days. 

- ! ǎƻƭǳǘƛƻƴ Ƴŀȅ ŜȄƛǎǘ ƛƴ YbtwΩǎ Ǉƭŀƴ ǘƻ ƘƛǊŜ ŀƴŘ Ǉŀȅ ŦƻǊ ƛǘǎ ƻǿƴ network reporter 

with no other job than to cover Las Vegas for a national audience.  

 It can tap local funding sources that neither a local station nor NPR could tap 

alone. ά²Ŝ ŀƭƭ ƘŀǾŜ ŦǳƴŘŜǊǎ ǿƘƻ ŎƻƳŜ ǘƻ ǳǎ ŦǊƻƳ ǘƛƳŜ ǘƻ ǘƛƳŜ ŀƴŘ ǎŀȅ ΨǿƘŜƴ 

ȅƻǳΩǾŜ Ǝƻǘ ǎƻƳŜǘƘƛƴƎ ǊŜŀƭƭȅ ƘƻǘΣ ŎƻƳŜ ŀƴŘ ǘŀƭƪ ǘƻ ƳŜΩΦ !ƭǊƛƎƘǘΣ ȅƻǳ ǿŀƴǘ to 

ōŜ ǘƘŜ ǇŜǊǎƻƴ ǘƘŀǘ ƎŜǘǎ ǘƘƻǎŜ ǎǘƻǊƛŜǎ ǘƻƭŘΚ  hƻƻƻƘΣ ƭŜǘΩǎ ǘŀƭƪΦέ  Lƴ ǊŜǘǳǊƴΣ btw 

could offer national underwriting from available inventory. 

 It might also be a way to retain reporting talent and expand opportunities. άLŦ 

fifteen to twenty stations could do that they could place fifteen of those 

displaced really high quality people and they could retain that brain trust of 

ŜȄǇŜǊƛŜƴŎŜŘ ǊŜǇƻǊǘŜǊǎΦέ 
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¤ 5 Market Strategies, Station Solutions and 7 Support for Stronger ServiceΥ  άLǘΩǎ ŀƭƭ ŀōƻǳǘ 

the organization, ǘƘŜ ǎǘǊǳŎǘǳǊŜ ƻŦ ǘƘŜ ƛƴǎǘƛǘǳǘƛƻƴΣέ ŀƴŘ ƛǘǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ƻǇŜǊŀǘƛƴƎ ŀ 

station to its potential. ¢ƘŀǘΩǎ ǿƘŜǊŜ ǘƘŜ ƎǊŜŀǘŜǎǘ ƻǇǇƻǊǘǳƴƛǘȅ ŦƻǊ ƎǊƻǿƛƴƎ ǘƘŜ ŀǳŘƛŜƴŎŜ 

exists (perhaps two-thirds of the total objective). 

Á Cƭƻ ǾŜǊȅ ƳǳŎƘ ŀƎǊŜŜǎ ǿƛǘƘ ǘƘŜ ǊŜǇƻǊǘΩǎ ŀǎǎŜǎǎment that there are a significant 

number of stations that are not living up to the potential of their assets and licensees 

with priorities other than public radio service. She also believes it is time to stop 

tolerating this underperformance and get serious about addressing the issue.  

- The solutions are already well known and the methods well understood for 

improving performance ς everything from having a strong news and information 

station in the market to tactics for on-air scheduling and cross-promotion. άL ŦŜŜƭ 

like we know how to do this ς ƛǘΩǎ Ƨǳǎǘ ƴƻǘ ƎŜǘǘƛƴƎ ŘƻƴŜΦέ 

- The opportunity costs are now too high. ά²Ŝ ƘŀǾŜ ŀ ƭƻǘ ƻŦ ƎƻƻŘǿƛƭƭ ŀƴŘ ǿŜ 

obviously have the trust of our users and our funders. And you have somebody 

like Fast Company ƳŀƎŀȊƛƴŜ ǿǊƛǘƛƴƎ ΨǿƻǿΣ ƳŀȅōŜ ǘƘƛǎ ƛǎ ǘƘŜ ƳƻŘŜƭ ǘƘŀǘ ǿƻǊƪǎΩ. 

We have a space in the popular imagination all of a sudden and you almost want 

to say to some of these folks at underperforming stations, okay, we are not 

playing around now. Whatever the landscape was where we could afford to be a 

rag tag mob is over. LǘΩǎ ǎŜǊƛƻǳǎ ƴƻǿΦέ 

- LǘΩǎ ŀƴ ƻǇǇƻǊǘǳƴƛǘȅ ǿŜ ƘŀǾŜ ƛƴ ƘŀƴŘ ǘƘŀǘ ǎƘƻǳƭŘ ōŜ ŀŘŘǊŜǎǎŜŘ ōŜŦƻǊŜ ƘŀǾƛƴƎ ǘƻ 

invest large amounts of capital in buying new stations ς the capital spent on 

ǇǳǊŎƘŀǎŜǎ ǎŜŜƳ ƭƛƪŜ άŀƴ ŀǿŦǳƭ ƭƻǘ ƻŦ Ŏƻǎǘ Ǉer listenerΦέ 

Á Focusing on underperforming stations in the top 25 or 50 markets makes sense. LǘΩǎ ŀ 

logical matter of focusing where the likely opportunity exists.  

- The situation reminds her of the system spending 10 years trying to improve 

weekend listening and then realizing there is far more opportunity in increasing 

listening during to the single time slot and program of Morning Edition (hence 

the ME grad school initiative).  

Á Several actions are need to spur audience growth in this area: 

- Do the analysis to size up the opportunity in the top 25/50 markets. It could 

ƳŀƪŜ ŀ άŎƻƳǇŜƭƭƛƴƎ ŎŀǎŜέ ŦƻǊ ǘƘŜ ƴŜȄǘ ōƛƎ ǎǘŜǇ ŦƻǊ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƎǊƻǿǘƘ ŀƴŘ 

ǇǊƻǾƛŘŜ ǘƘŜ ŘƻŎǳƳŜƴǘŀǘƛƻƴ ŦƻǊ ŀ άǾŜǊȅ ǇƻǿŜǊŦǳƭ ŎŀǎŜ ƳŜǎǎŀƎŜ ǘƻ ǘŀƪŜ ǘƻ 

institutions that hold licenses and, for the very best intentions, are still not doing 

anythingΦέ 

- Create clear and compelling incentives for action. Some sort of mechanism 

through CPB or some other organization is needed to either compel or strongly 
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incentivize underperforming stations to live up to tƘŜƛǊ ǇƻǘŜƴǘƛŀƭΦ ά¢Ƙŀǘ ǘƻ ƳŜ ƛǎ 

the way to get two-ǘƘƛǊŘǎ ƻŦ ǘƘŜ ǿŀȅ ǘƻǿŀǊŘǎ ǘƘŀǘ ƎƻŀƭΦέ  

- Identify or create the right advocate. Finding someone or an entity that can 

credibly make the case to underperforming licensees is a real issue. Flo doubts if 

any of the existing players are good candidates: 

 CPB?  ς ά¢ƘŜȅ ƘŀǾŜ ǎƻƳŜ Ŏƭƻǳǘ ōǳǘ ǊŀǊŜƭȅ ǳǎŜ ƛǘΦέ 

 NPR?  -- άLǘΩǎ ƴƻǘ ǊŜŀƭƭȅ ǘƘŜƛǊ ōǳǎƛƴŜǎǎΦέ 

 SRG?   

 PRC?  ς ά¢ƘŜȅ ŀǊŜ ƎǊŜŀǘ ŀŘǾƻŎŀǘŜǎ ŦƻǊ ǇǳōƭƛŎ ōǊƻŀŘŎŀǎǘƛƴƎ ōǳǘ ǘƘŜȅ ŀǊŜ 

primarily deal makers who want to lend you ƳƻƴŜȅΦέ 

Lǘ ƴŜŜŘǎ ǘƻ ōŜ ǎƻƳŜ ƎǊƻǳǇΣ Ŏƻŀƭƛǘƛƻƴ ƻǊ άǎǳǇŜǊ ŘǳǇŜǊ ōƭǳŜ Ǌƛōōƻƴ ǇŀƴŜƭέ ǿƛǘƘ 

credibility, conviction and stature who can make the case convincingly at the 

highest levels of the licensee ς for example a college president ς by saying, 

άIŜǊŜΩǎ Ƙƻǿ ƴƻǘ living up to your potential is holding your organization back, is 

under-ǎŜǊǾƛƴƎ ȅƻǳǊ ŎƻƳƳǳƴƛǘȅ ŀƴŘ ƛǎ ŀŎǘǳŀƭƭȅ ƘƻƭŘƛƴƎ ǘƘŜ ǎȅǎǘŜƳ ōŀŎƪΦέ   

Cƭƻ Ƙŀǎ ŀǘǘŜƳǇǘŜŘ ǘƻ ŜƴƎŀƎŜ ƻǘƘŜǊǎ ƛƴ ǘƘŜǎŜ ŎƻƴǾŜǊǎŀǘƛƻƴǎ ƘŜǊǎŜƭŦΣ ōǳǘ ƛǘΩǎ ƘŀǊŘ 

to do as the general manager from another stationΦ άLΩƳ ǎǳǊŜ ŜǾŜǊȅ ǎǘŀǘŜ Ƙŀǎ ǘƘŜ 

legacy issues between university and community licensees with sometimes 

compatible, sometimes incompatible missions. Trying to begin a dialog can at 

best get bogged down politics and at worst be interpreted as a power grab that 

ŎƭƻǎŜǎ ǘƘŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǳƴǘƛƭ ŀŘƳƛƴƛǎǘǊŀǘƛƻƴǎ ŎƘŀƴƎŜ ȅŜŀǊǎ Řƻǿƴ ǘƘŜ ǊƻŀŘΦέ 

 

Not resonating: 

¤ 3 Music:  Not the best investment? 

Á Flo absolutely agrees with the premise that our audience will use public media in a 

curatorial function to discover new music ς as NPR is doingς ōǳǘ ǎƘŜ ŘƻŜǎƴΩǘ ōǳȅ ǘƘŜ 

idea that we have to run music radio stations. LǘΩǎ ŀƭǊŜŀŘȅ ƪƴƻǿƴ ǿƘŀǘ ǿƛƭƭ certainly 

grow the audience ς news and information ς and she doubts the capacity is there to 

also try and grow the audience by investing in the less certain area of music. 

{ǳǊǇǊƛǎƛƴƎƭȅ ǘƻ ƘŜǊΣ YbtwΩǎ ǇǊƻƎǊŀƳ ŘƛǊŜŎǘƻǊ ŀƎǊŜŜǎ. His first reaction upon reading 

ǘƘŜ ǊŜǇƻǊǘΩǎ ŜȄŜŎǳǘƛǾŜ ǎǳƳƳŀǊȅ ǿŀǎ άǿŜƭƭΣ ǘƘŜȅ ŀǊŜ ƴƻǘ ƎƻƛƴƎ ǘƻ ƎǊƻǿ ǘƘŜ ŀǳŘƛŜƴŎŜ 

by investing in musicΦέ 

2. Recommendations resonating most strongly for their station and market 

¤ YbtwΩǎ ǇǊƛƻǊƛǘƛŜǎ ƎŜƴŜǊŀƭƭȅ ǘǊŀŎƪ ǿƛǘƘ ǘƘƻǎŜ ƳŜƴǘƛƻƴŜŘ ŀōƻǾŜ ŀƴŘ ŀǊŜ ǊŜŦƭŜŎǘŜŘ ƛƴ ǘƘƻǎŜ 

comments. 
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¤ Addressing the structural issues under 7 Support for Stronger Service, as well as 

recommendations under 5 Market Strategies, Stations Solutions would help them pursue 

opportunities within the Los Vegas market and across the state. 

3. Important recommendations or perspectives missing from the report 

¤ The real value of community engagement and service, eveƴ ǿƘŜƴ ƛǘ ŘƻŜǎƴΩǘ build 

listening by the audience immediately . . . since a more engaged community would surely 

increase the conditions for more public media usage in the longer term. 

Á Flo has questions regarding partnering with public television and is concerned that it 

may be a distraction. Flo takes note of the line in the report that says: radio is well on 

its way to becoming something all together new, a medium called audioΦ άL ƭƻǾŜ ǘƘŀǘΦ 

I totally believe that. And I totally believe that public television is on its way to being 

ŀ ƳŜŘƛǳƳ ŎŀƭƭŜŘ ŜŘǳŎŀǘƛƻƴŀƭ ŘƛǎǘŀƴŎŜ ƭŜŀǊƴƛƴƎΦέ 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ The lack of strong incentives, support and consequences to compel underperforming 

stations to make the needed changes to grow their audience.



grow the audience  

                  Conversations with Public Media Leaders 
 

 
JON SCHWARTZ          97 

 

 

 

JON SCHWARTZ 
General Manager, Wyoming Public Radio, Laramie, Wyoming 

Board member, Western States Public Radio  

Key points 

¤ ¢ƘŜ ǊŜǇƻǊǘ ƛǎ άǾŜǊȅ ŀƳōƛǘƛƻǳǎέ ŀƴŘ ŜƭŜƳŜƴǘǎ ƻŦ ƛǘ ŀǊŜ ƻƴ ǘŀǊƎŜǘ ŀƴŘ ƭŀǳŘŀōƭŜΣ ōǳǘ ƛǘ ƛǎ 

άƘƻōōƭŜŘέ ōȅ ƛŘŜƻƭƻƎƛŎŀƭ ŀƴŘ άƴƻƴ-ōǊƻŀŘŎŀǎǘ млмέ ŀǎǎǳƳǇǘƛƻƴǎ ŀƴŘ ŀ ƭŀŎƪ ƻŦ ǘǊǳŜ ǎǘǊŀǘŜƎƛŎ 

marketing focus, analytic rigor behind the 2020 growth objectives, prioritization across 

recommendations, and financial and economic analysis. 

¤ The report does point to several key areas for growing the audience, particularly in the areas 

of strategic marketing and building on the success of the existing local-national partnership 

to develop new broadcast news formats and an integrated online presence. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ LƴŎǊŜŀǎƛƴƎ ǘƘŜ ǎƛȊŜ ŀƴŘ ŘƛǾŜǊǎƛǘȅ ƻŦ ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ŀǳŘƛŜƴŎŜ ǎƘƻǳƭŘ ōŜ ŀǇǇǊƻŀŎƘŜŘ 

comprehensively and from a true strategic marketing perspective (in terms of first 

considering all unserved audiences and aspects of diversity, and then making considered, 

researched decisions about identifying one or possibly two quite specific and well-

defined population segments  to serve). Instead the report takes a more ideological 

ŀǇǇǊƻŀŎƘ ōȅ ǎƛƴƎƭƛƴƎ ƻǳǘ άǘǊƛǇƭŜ ǘƘŜ ƴǳƳōŜǊ ƻŦ ǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊ ƛƴ ǘƘŜ ŀǾŜǊŀƎŜ ŀǳŘƛŜƴŎŜέ 

as one of the three top objectives. 

- Lǘ ǎƻǳƴŘǎ ƭƛƪŜ ŀ ǾŜǊȅ άƭƛōŜǊŀƭ ŦǳȊȊȅέ ǿŀȅ ǘƻ ƭƻƻƪ ŀǘ ǘƘŜ ǉǳŜǎǘƛƻƴ ƻŦ ŘƛǾŜǊǎƛǘȅ όŦǊƻƳ ŀ 

Wyoming perspectiveΣ ƭǳƳǇƛƴƎ ![[ άǇŜƻǇƭŜ ƻŦ ŎƻƭƻǊέ ǘƻƎŜǘƘŜǊ ƛǎ ǇǊŀŎǘƛŎŀƭƭȅ 

demeaning, as if they are a homogenous group distinguished from all Americans only 

by the color of their skin ς ǿŜΩǊŜ ōŜǘǘŜǊ ǘƘŀƴ ǘƘƛǎ ǿŀȅ ƻŦ ǘƘƛƴƪƛƴƎ) 

- Lǘ ǿƻǳƭŘ ōŜ ōŜǘǘŜǊ ǘƻ ǎǘŀǊǘ ōȅ ǎŀȅƛƴƎΣ άǿŜ ƴŜŜŘ ǘƻ ǎŜǊǾŜ ƳƻǊŜ !ƳŜǊƛŎŀƴǎέ ƻǊ άǿŜ 

should move beyond the ten percent niche that we have now without undermining 

thatΦέ  From there, many unserved segments can be considered. 

- The same thinking reflected in the Marketing section should lead and drive the GROW 

THE AUDIENCE effort. 
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¤ ¢ƘŜ нлнл ŀǳŘƛŜƴŎŜ Ǝƻŀƭ ŦŜŜƭǎ άǇƛŎƪŜŘ ƻǳǘ ƻŦ ǘƘƛƴ ŀƛǊέ Ǝiven that there is no connection or 

build-up between the recommendations in the report and the goal (e.g. άWhat would 

tripling the audience of people of color contribute?  What would improving the top 25 

markets contribute?έ) 

¤ The lack of economic, financial or funding analysis behind the recommendations makes 

the report read like some of the early TARP bailout programs did (as a somewhat 

exaggerated comparison). If the report is intended to be a strategic plan, it is missing the 

financial section you would expect to see. 

¤ Prioritization of the many recommendations is not provided, nor is any cost-benefit 

analysis or other methodology for considering or setting priorities. This is particularly 

troubling given the large number of recommendations. One gets tongue-tied talking in 

favor of one recommendation that costs a pile of money while then remembering 

another favored recommendation that costs another (likely) non-existent) pile.  

¤ The next level of analysis and synthesis is needed to give the report a clear form it is 

ƳƛǎǎƛƴƎ όƛǘΩǎ ƭƛƪŜ ŀƴ ǳƴŦƛƴƛǎƘŜŘ ǎŎǳƭǇǘǳǊŜύ. ¢ƘŜǊŜ ƛǎ ƴƻ άǳƴŘŜǊǇƛƴƴƛƴƎ ƻǊ ǎǳǇŜǊǎǘǊǳŎǘǳǊŜέ 

ƻƴ ǿƘƛŎƘ ǘƻ ƘŀƴƎ ǘƘŜ ƛƴŘƛǾƛŘǳŀƭ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎΣ ƴƻ άƪƴƛǘǘƛƴƎ ǘƻƎŜǘƘŜǊέ ƻŦ ǘƘŜ 

strategies. 

¤ !ǘ ǘƛƳŜǎ ǘƘŜ ǊŜǇƻǊǘ ǊŜŦƭŜŎǘǎ ŀ άǇǊƻƎǊŀƳ ƳŜƴǘŀƭƛǘȅέ ƛƴ ƛǘǎ ǊŜŎƻƳƳŜƴdations for increasing 

audience diversity. ¢Ƙƛǎ ƎƻŜǎ ŀƎŀƛƴǎǘ ƭƻƴƎǎǘŀƴŘƛƴƎ άōǊƻŀŘŎŀǎǘ млмέ ŜȄǇŜǊƛŜƴŎŜ ǘƘŀǘ 

creating discrete programs aimed at increasing audience diversity does not work. The 

focus should be on formats throughout. 

¤ The emphasis on top markets in several of the recommendations may not thrill mid- and 

rural-market stations, but it is realistic. It makes sense in terms of impacting audience 

ǎŜǊǾƛŎŜ ŀƴŘ ƛǘ ŘƻŜǎ ǇǊƛƻǊƛǘƛȊŜΦ ά¸ƻǳΩǊŜ Ƨǳǎǘ ƴƻǘ ƎƻƛƴƎ ǘƻ ƎŜǘ ƳǳŎƘ ōŀƴƎ ƻǳǘ ƻŦ ²ȅƻƳƛƴƎ, in 

moving national audience numbersΦέ 

¤ Lƴ ǇƭŀŎŜǎ ŀƴ άŀƴǘƛ-ǳƴƛǾŜǊǎƛǘȅέ ōƛŀǎ ƻǊ ǘƻƴŜ ŀǇǇŜŀǊǎ. It should be recognized that some 

universities are very good homes for stations and their values and missions are very well 

aligned with those of public radio. There may be specific exceptions and situations where 

a university is susceptible to selling its station, but the baby should not go out with the 

bath water. aƻǊŜƻǾŜǊΣ ǘƘŜǊŜ ƛǎƴΩǘ ƎƻƛƴƎ ǘƻ ōŜ ŀƴȅ ƳŀǎǎƛǾŜ ǎƘƛŦǘ ƛƴ ǘƘƛǎ ŀǎǇŜŎǘ ƻŦ ǘƘŜ 

system structure any time soon, so we should plan to act within this context. 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 6 Marketing:  The emphasis on strategic, audience focused marketing is right and 

essential. ²Ŝ ǎƘƻǳƭŘ άǊŜŀƭƭȅ ŜƳōǊŀŎŜ ǿƘŀǘ ƛǎ ƛƴ ǘƘŜ ƳŀǊƪŜǘƛƴƎ ǎŜŎǘƛƻƴΣ Ŝmbrace the 

ŘƛǾŜǊǎƛǘȅ ƻŦ !ƳŜǊƛŎŀƴǎ ŦƛǊǎǘ ŀƴŘ ǘƘŜƴ ŘŜǾŜƭƻǇ Ǉƭŀƴǎ ōŀǎŜŘ ƻƴ ǘƘŀǘΦέ  !ƴŘ ƛǘΩǎ ǿƘŜǊŜ ǿŜ 

should begin. 
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Á tǳōƭƛŎ ǊŀŘƛƻ Ƙŀǎ ŀ ƭƻƴƎ ƘƛǎǘƻǊȅ ƻŦ άǎŜƭŦ-ŦƻŎǳǎŜŘέ ƳŀǊƪŜǘƛƴƎ ς where we have an ice 

cream store  with just one flavor, strawberry, to offer and are going to figure out 

Ƙƻǿ ǘƻ ƳŀƪŜ ƛǘ ǇƻǇǳƭŀǊ ŀƴŘ ƛƳǇƻǊǘŀƴǘΦ ά¢Ƙŀǘ ƛǎ ƴƻǘ ƘƻƴƻǊƛƴƎ ƻǊ ǊŜŎƻƎƴƛȊƛƴƎ 

diversity. !ƴŘ ƛǘ ƛǎ ƴƻǘ ƳŀǊƪŜǘƛƴƎΦέ   

Á ²Ŝ ǊŜǎƛǎǘ ǊŜŀƭ ƳŀǊƪŜǘƛƴƎ ōŜŎŀǳǎŜ άƛǘ ǎǳƎƎŜǎǘǎ ǿŜ ŀǊŜ ƴƻǘ ōǊƛƭƭƛŀƴǘ ƛƴǾŜƴǘƻǊǎ ŀƴŘ 

creative peopleΦέ  ¢Ƙƛǎ ŘƻŜǎƴΩǘ ƳŜŀƴ ǿe should be completely led by marketing 

gurus. But it does mean we should develop the art and science of first identifying , 

then targeting audiences, and then developing content for them that meets the 

ǎǘŀƴŘŀǊŘ ƻŦ ǿƘŀǘΩǎ ōŜŜƴ ŀŎŎƻƳǇƭƛǎƘŜŘ ƛƴ ƴŜǿǎ όƛΦŜΦ ŀ unique offering with high 

public service value and significant audience appeal).  

Á The recommendation should have higher priority and earlier placement in the 

report. 

¤ 2.1 Journalism ς National Programs:  tǳōƭƛŎ ǊŀŘƛƻΩǎ ǎǘǊŜƴƎǘƘ ƛƴ ƴŜǿǎ ƛǎ ǘƘŜ ǊŜǎǳƭǘ ƻŦ ŀ 

local-national/station-NPR partnership that has integrated content and aggregated 

audiences. This strength needs to be remembered and built on. 

Á Improving communications and dialogue between network news executives and 

station leadership is very important. The sorts of advisory panels and task forces 

that existed in the past were effective and important in this regard, as was the 

experience of creating Morning Edition.  

Á Station-based national reporting centers are a good idea and are part of filling the 

void being left by commercial journalism. It addresses a clear public service need 

and provides a laudable goal for funders (more so than other recommendations 

such as supporting AAA music ς it is not clearly established  that AAA should be a 

national priority for public funds or policy, other than that some of us do it and our 

older demographic in public radio likes that music ). 

¤ 2.1 Journalism ς National Programs:  LƴǾŜǎǘƛƎŀǘƛǾŜ ǊŜǇƻǊǘƛƴƎ ƛǎ ǘƘŜ άŎǊƻǿƴ ƧŜǿŜƭ ƻŦ 

ƧƻǳǊƴŀƭƛǎƳέ ŀƴŘ ƴŜǿǎǇŀǇŜǊǎ ƘŀǾŜ ōŜŜƴ ƛǘǎ ƻǿƴŜǊ. There may be many bad things 

associated with the death of newspapers, but the loss of investigative journalism may be 

the worst of them for the nation. Public radio does little of it now and must do more. It 

may not be the lynchpin for growing the audience, ōǳǘ ƛǘΩǎ ŀ ǇǳōƭƛŎ ǎŜǊǾƛŎŜ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ -

- ŀƴŘ ŀ ŦŀƛƭǳǊŜ ƻƴ ƻǳǊ ǇŀǊǘ ƛŦ ǿŜ ŘƻƴΩǘ Řƻ ƛǘΦ 

¤ 2.1 Journalism ς National Programs:  Any new news programs need to be developed as 

part of an overall strategic marketing strategy and not developed as one-off efforts. 

Moreover, what are needed are not new one-hour programs but multiple news formats 

that will appeal to different audiences with different interests. 
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Á If consideration is being given to creating new integrated, collaborative online news 

sites, why not give the same consideration to creating new broadcast news formats, 

whether produced by NPR, PRI or some third party?   

¤ 2.3 Journalism ς Integrated Online News:  An integrated online presence is essential. We 

should remember that our success has been based on aggregating and integrating 

audiences and apply the same approach to an integrated online service with NPR 

branding. 

Á ²Ŝ ŀǊŜ ŎǳǊǊŜƴǘƭȅ άƴƻǿƘŜǊŜέ ǿƛǘƘ ƻǳǊ ŎƻƭƭŜŎǘƛǾŜ ǿŜō ǇǊŜǎŜƴŎŜ ŀƴŘ ǿƻƴΩǘ ƎǊƻǿ 

further without an integrated approach.  

Á We should remember that we have a model and a real strength in our existing 

network-station approach to integrating content and aggregating audience 

(Morning Edition) ς ŀƴŘ ǘƘŜǊŜΩǎ ƴƻ ǊŜŀǎƻƴ ǘƘŀǘ ǘƘŜ ǎŀƳŜ ǎǘǊŜƴƎǘƘ ǎƘƻǳƭŘƴΩǘ ōŜ 

extended to online. 

Á ¢ƘŜ ǊŜǇƻǊǘΩǎ ƻǾŜǊŀƭƭ άмн-step proƎǊŀƳέ ǘƻ ŀŘŘǊŜǎǎƛƴƎ ǘƘŜ ƛǎǎǳŜ ƛǎ ƭƻŦǘȅΣ ǳǘƻǇƛŀƴ -- 

and hopeless. It iǎ Ƴƻǎǘ ǊŜŀƭƛǎǘƛŎ ǘƻ ŎǊŜŀǘŜ ǘƘŜ ǇǊŜǎŜƴŎŜ ǳƴŘŜǊ btwΩǎ ōǊŀƴŘ ŀƴŘ 

leadership. ¢ƘŜȅ ŀǊŜ ǘƘŜ ōǊŀƴŘ ƛƴ ǘƘŜ ǇǳōƭƛŎΩǎ ƳƛƴŘ ŀƴŘ ƘŀǾŜ ǘƘŜ Ƴƻǎǘ ŜȄǘŜƴǎƛǾŜ 

news relationships with stations 

- άDƻƻŘ ƭǳŎƪέ trying to create any sort of new web-based journalism entity. None 

of the existing, competing producers will want to be subsumed under such a 

site. PRI might not want to be subsumed under an NPR site but neither would 

NPR want to be under a new site. LŦ άǎƛǘŜǎέ ƭƻǎŜ ǘƘŜƛǊ ƛƳǇƻǊǘŀƴŎŜ ƛƴ ǇŜƻǇƭŜΩǎ 

mind in the future maybe it will be different. I would suggest though that newer 

technologies for disaggregating NPR news content online may leapfrog the 

ǉǳŜǎǘƛƻƴΦ btwΩǎ ŘƛƎƛǘŀƭ ƭŜŀŘŜǊǎƘƛǇ ǾƛŜǿ ŀǇǇŜŀǊǎ ǘƻ ōŜ ǘƘŀǘ ŜǾŜn the idea of 

άǎƛǘŜǎέ ƛǎ ǊŀǇƛŘƭȅ ŜǾƻƭǾƛƴƎ ŀƴŘ ǎƘƻǳƭŘ ƴƻǘ ōŜ ǾƛŜǿŜŘ ŀǎ ǇŜǊƳŀƴŜƴǘΦ 

Á Station concerns about losing their identity and giving control to NPR through an 

integrated web presence are misplaced. They are already giving over most of their 

prime airtime to NPR with heavy NPR branding ς ŀƴŘ ƛǘΩǎ ǎǳŎŎŜǎǎŦǳƭ. And believing 

ȅƻǳǊ ǎǘŀǘƛƻƴΩǎ ƛŘŜƴǘƛǘȅ ŎƻƳŜǎ ŦǊƻƳ your ǿŜōǎƛǘŜ ƛǎƴΩǘ ŎǊŜŘƛōƭŜΦ 

Á The costs to create the presence imagined will be enormous, which is all the more 

reason to stay focused in initially creŀǘƛƴƎ ǘƘŜ ǇǊŜǎŜƴŎŜ όŜΦƎΦ ōǳƛƭŘ ƻƴ btwΩǎ ōǊŀƴŘ 

and the existing station-NPR news relationships). 

¤ 5 Market Strategies, Station Solutions:  Alignment of formats in the top markets makes 

sense. άLǘΩǎ ƻƴŜ ƻŦ ǘƘŜ wŀŘƛƻ .ǊƻŀŘŎŀǎǘƛƴƎ млм ŎƻƴŎŜǇǘǎ ǘƘŀǘ ǿŜ ŦƭǳƴƪŜŘ Ŧorever because 

ƛǘ ŘƛŘƴΩǘ Ŧƛǘ ƛƴǘƻ ǿƘŀǘŜǾŜǊ ǘƘŜ ŎǳƭǘǳǊŜ ŀƴŘ ƛŘŜƻƭƻƎƛŜǎ ŀǊŜΦέ  Lǘ ƛǎ ǊŜŎƻƎƴƛǘƛƻƴ ƻŦ άȅŜŀƘΣ ƎŜǘ 

ȅƻǳǊ ƘƻǳǎŜ ƛƴ ƻǊŘŜǊΦέ   LǘΩǎ ŀƭǎƻ ƭƛƪŜƭȅ ǘƻ ƘŀǾŜ ŀ ōŜǘǘŜǊ Ŏƻǎǘ-benefit ratio than other 

recommendations. 
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Not resonating: 

¤ 1 Inclusiveness:  Inclusiveness should be driven by strategic marketing  and should 

ƛƴŎƭǳŘŜ ŎƻƴǎƛŘŜǊŀǘƛƻƴ ƻŦ ǎŜƎƳŜƴǘǎ ǘƘŀǘ ŀǊŜƴΩǘ Ƨǳǎǘ ǊŀŎƛŀƭƭȅ ƻǊ ŜǘƘƴƛŎŀƭƭȅ ŘŜŦƛƴŜŘ 

Á The report seems narrowly ƛŘŜƻƭƻƎƛŎŀƭ ƛƴ ǎƛƴƎƭƛƴƎ ƻǳǘ άǘǊƛǇƭŜ ǘƘŜ ŀƳƻǳƴǘ ƻŦ ƭƛǎǘŜƴƛƴƎ 

by people of color to public rŀŘƛƻέ ŀǎ ƻƴŜ ƻŦ ƛǘǎ ǘƘǊŜŜ ƘƛƎƘ-level objectives. More 

specific and sophisticated audience methods may well result in significant increases 

in diversity of the overall audience for all of publicradio 

Á The approximately 50% of college graduates not now served by public radio provide 

a very large segment from which to identify new audiences to serve and increase 

ǇǳōƭƛŎ ǊŀŘƛƻΩǎ ƛƴŎƭǳǎƛǾŜƴŜǎǎ. ά¢ƘŜǊŜ ŀǊŜ ŀ ƭƻǘ ƻŦ ǇŜƻǇƭŜ ƻǳǘ ǘƘŜǊŜ ǿƘƻ ŀǊŜ ŎƻƭƭŜƎŜ 

ŜŘǳŎŀǘŜŘ ǿƘƻ ŘƻƴΩǘ ƭƛƪŜ ǘƘŜ ǘƻƴŜ ƻŦ ǿƘŀǘ ǿŜ ŘƻΦέ 

- An example would be conservatives who are intelligent, curious and interested 

in the world but have some different sensibilities and subject interests. ά²ŜΩǾŜ 

ǎǳǊǊŜƴŘŜǊŜŘ ǘƘŜƳ ǘƻ wǳǎƘ [ƛƳōŀǳƎƘ ŀƴŘ ǘƘŀǘΩǎ ŀ ŎǊƛƳŜ. Some of them would 

ǇǊŜŦŜǊ ŀ ǇǳōƭƛŎ ǊŀŘƛƻ ǇŜǊǎǇŜŎǘƛǾŜΦέ 

Á Who to serve, how to prioritize, who to serve to diversify the audience ς this should 

be based on solid marketing approaches that identify unserved segments, develop 

understandings of the needs of each segment, assess what public radio might be 

able to offer each, prioritize which can best be served by public radio ς and then 

develop formats to serve them. 

¤ 3 Music:  The entire section lacked substance and analysis to make clear that significant 

audience growth can be achieved by supporting existing music formats. ¢ƘŜǊŜΩǎ ŀƭǎƻ ŀ 

public service/public policy ǉǳŜǎǘƛƻƴ ŀǎ ǘƻ ǘƘŜ ƴŜŜŘ ǘƻ ōŜ άǘƘŜ ǎŀǾƛƻǊ ƻŦ !!! ƳǳǎƛŎ ƛƴ 

!ƳŜǊƛŎŀΣέ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƴ ƭƛƎƘǘ ƻŦ ƻǘƘŜǊ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴ ŀǊŜŀǎ ǎǳŎƘ ŀǎ ƛƴǾŜǎǘƛƎŀǘƛǾŜ 

journalism. LǘΩǎ ŀ ƳŀǘǘŜǊ ƻŦ ǇǊƛƻǊƛǘƛȊŀǘƛƻƴ. Money and time could be thrown away in this 

area that could be better spent elsewhere ς the opportunity costs need to be recognized. 

2. Recommendations resonating most strongly for their station and market 

¤ 4 The Network:  Lƴ ²ȅƻƳƛƴƎ tǳōƭƛŎ wŀŘƛƻΩǎ ǊŜŎŜƴǘ ŦƛǾŜ-year planning process every 

department had internet related issues and goals at the top of their list. Working within a 

local-national partnership (just as with news) is essential. ²tw ŎŀƴΩǘ ōǳƛƭŘ ŀ ǎƛƎƴƛŦƛŎŀƴǘ 

web presence in a vacuum and neither can any station. ά²Ŝ Ƨǳǎǘ ŎŀƴΩǘ ƘŀǾŜ олл ŘƛŦŦŜǊŜƴǘ 

little internet station websites that they think are going to make any national difference, 

ƴƻ ƳŀǘǘŜǊ ǿƘŜǘƘŜǊ ȅƻǳ ŀǊŜ ƛƴ bŜǿ ¸ƻǊƪ ƻǊ [ŀǊŀƳƛŜΦέ  

¤ 2.1 Journalism ς National Programs:  The investigative reporting responsibilities cited 

before apply to WPR as well. Again, it may not be a main driver of audience growth but 

ƛǘΩǎ ŀƴ ƛƴŎǊŜŀǎƛƴƎ ƴŜŜŘ ǘƘŀǘ ƛǎ ǳƴƭƛƪŜƭȅ ǘƻ ōŜ ŦƛƭƭŜŘ ōȅ ŀƴȅ ƻǘƘŜǊ ōǊƻŀŘŎŀǎǘ ƳŜŘƛŀΦ 
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Á The challenge is in the scale of resources that may be required to fill the void being 

left by the decline and withdrawal of commercial media. LǘΩǎ ŀ ǎŎŀƭŜ ǘƘŀǘ ƛǎ ǳƴƪƴƻǿƴ 

to public radio, even in major markets. This underscores the importance of 

newsgathering partnerships and collaborations. 

¤ 5 Market Strategies, Station Solutions (rural version):  Though nowhere near a top market 

(are we market 226?), WPR benefits from multi-format service. It has added stations and 

formats at a marginal cost that is much cheaper than the initial network. ά!ƴŘ ǇŜƻǇƭŜ ŀǊŜ 

ǘƘǊƛƭƭŜŘ ōŜŎŀǳǎŜΣ ΨhƘΗ  aȅ DƻŘΗ  ²Ŝ Ƙave three or four public radio stations, different 

ŦƻǊƳŀǘǎ ƘŜǊŜ ƛƴ ǘƘŜ ƳƛƎƘǘȅ ƳŜǘǊƻǇƻƭƛǎ ƻŦ [ŀǊŀƳƛŜΩΦέ  ¢ƘŜ ƪŜȅ ƛǎ ƘŀǾƛƴƎ ƴŀǘƛƻƴŀƭ 

partners/providers to develop and supply the formats that WPR can broadcast. This is 

how WPR can benefit from a focus on the top 25 markets and national producers ς if 

they develop formats ς not programs ς that appeal to new interests and new audiences. 

LǘΩǎ ǘƘŜ ǎŀƳŜ ǘƘŜƳŜ ƻŦ ōǳƛƭŘƛƴƎ ŀǳŘƛŜƴŎŜ ǘƘǊƻǳƎƘ ƭƻŎŀƭ-national partnerships. 

3. Important recommendations or perspectives missing from the report 

¤ Covered above under the general observations. 

пΦ .ƛƎƎŜǎǘ ŎƘŀƭƭŜƴƎŜ ƻǊ ƘǳǊŘƭŜ ǘƻ ǊŜŀŎƘƛƴƎ ǘƘŜ ǊŜǇƻǊǘΩǎ ƻōƧŜŎǘƛǾŜǎ 

¤ The sheer number of un-prioritized recommendations brings a real risk of nothing 

substantive getting done because of scattered resources and management attention. 

And the few actions that really matter, which may also be the hardest and most 

expensive to do, will not happen at all because of the distractions of other less 

consequential actions.  

άL ǿƻǳƭŘ ƭƻǾŜ ǘƻ ōŜ ǿǊƻƴƎ ƻƴ ǘƘƛǎΦέ 

¤ The public radio system, despite having many people who are very smart, capable, 

experienced and successful within it, has several cultural characteristics that will impede 

action on GROW THE AUDIENCE unless clearly recognized, kept in mind and somehow 

circumvented: 

Á Ideology and assumptions from our youth 

Á Slowness and reluctance to make decisions, set priorities, exclude or say no 

Á Lack of analytic rigor 

Á Lack of urgency (due to success to date and subsidized operations) 

Á Lack of consequences
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JOANN UROFSKY 
General Manager, WUSF TV-Radio, Tampa, Florida 

Board member, National Public Radio 

Key points 

¤ Combined public television and public radio models need to be included for joint licensees 

(and others) who are thinking in terms of total public media service to their communities. 

¤ WUSF sees large opportunities for multiple public radio formats in the Tampa market but 

feels locked-in to its current service and stymied as to how to proceed. 

¤ WUSF could increase its share of listening by the college educated just by marketing to USF 

alumni. 

¤ Education is an overlooked role and opportunity for public radio. 

Points by question area (and detail on key points) 

0. Overall reactions  

¤ ά¢Ƙƛǎ ƛǎ ŀ ƎǊŜŀǘ ǘƛƳŜ ŦƻǊ ŀ ǊŜǇƻǊǘ ƭƛƪŜ ǘƘƛǎ ǘƻ ŎƻƳŜ ƻǳǘ ōŜŎŀǳǎŜ ǿŜ ǊŜŀƭƭȅ ŀǊŜ ǘǊȅƛƴƎ ǘƻ 

ƳŀƪŜ ǎǳǊŜ ǿŜ ŀǊŜ ƛƴǾŜƴǘƛƴƎ ƻǳǊǎŜƭǾŜǎ ŦƻǊ ǘƘŜ ŦǳǘǳǊŜΦέ 

1. Recommendations resonating most strongly for public radio as a whole 

¤ 2.1 Journalism ς National Programs:  Developing the working relationship between 

stations and NPR to report more news from across the country is worth pursuing but it 

needs to be serious news. 

Á άL ŘƻƴΩǘ ƪƴƻǿ Ƙƻǿ Ǿƛǘŀƭ ƛǘ ƛǎ ǘƻ ƘŀǾŜ ƭƻǘǎ ƻŦ ƭƛƎƘǘ ǊŜǇƻǊǘǎ ŦǊƻƳ ǘƘŜ ǇǊƻǾƛƴŎŜǎ. When I 

listen to NPR I want to hear really serious news about the really serious issues 

happening all over the world. When I hear something from the middle of the country 

ǘƘŀǘΩǎ ŀƴ ƛƴǘŜǊŜǎǘƛƴƎ ǎǘƻǊȅ ŀƴŘ ǿŜƭƭ ŘƻƴŜΣ ōǳǘ ƴƻǘ ŀōƻǳǘ ǎŜǊƛƻǳǎ ƛǎǎǳŜǎ ǘƘŀǘ ŦŀŎŜ ǘƘƛǎ 

ŎƻǳƴǘǊȅ ǊƛƎƘǘ ƴƻǿΣ L ŀƳ ƴƻǘ ǊŜŀƭƭȅ ƛƴǘŜǊŜǎǘŜŘΦέ 

Á ά¢ƘŜ ƘƻǇŜ ǘƘŀǘ ǿŜ ŀƭƭ ƘŀŘ ŦƻǊ ǎƻ ƭƻƴƎ ǘƘŀǘ ǎǘŀǘƛƻƴǎ ǿƻǳƭŘ Ŏƻƴǘribute to NPR ς I am 

ƴƻǘ ǎǳǊŜ ǘƘŀǘΩǎ ǿƘŜǊŜ ǿŜ ǎƘƻǳƭŘ ōŜ ƎƻƛƴƎ ǳƴƭŜǎǎ ƛǘΩǎ ǎƻƳŜǘƘƛƴƎ ƻŦ ǎŜǊƛƻǳǎ ƛƳǇŀŎǘΦέ 

¤ 4 The Network:  Most stations face a real challenge in figuring out how to use the 

internet in truly innovative and collaborative ways. We need to create the day when web 

ǘǊŀŦŦƛŎ ƛǎƴΩǘ ŘǊƛǾŜƴ ōȅ ǿƘŀǘ ǇŜƻǇƭŜ ƘŜŀǊ ƻƴ ǘƘŜ ŀƛǊ ōǳǘ ōȅ ǿŜō-based content and services 
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themselves. We also need to find ways to track and measure the value created by these 

services. 

2. Recommendations resonating most strongly for their station and market 

¤ 1 Inclusiveness:  LŦ ǿŜ ŘƻƴΩǘ ōŜŎƻƳŜ ƳƻǊŜ ƛƴŎƭǳǎƛǾŜ ŀƴŘ ǊŜŀŎƘ ōŜȅƻƴŘ ǘƘŜ ŀǳŘƛŜƴŎŜ ǿŜ 

ŀƭǊŜŀŘȅ ƘŀǾŜΣ ǿŜ ŀǊŜ άŘƻƻƳŜŘΦέ  CƻǊ ²¦{CΣ Wƻ!ƴƴ ǘƘƛƴƪǎ ƻŦ ǘƘŀǘ ƛƴ ǘŜǊƳǎ ƻŦ ǊŜŀŎƘƛƴƎ ǘƘŜ 

large share of college graduates they are not now serving. 

Á Fifty percent of University of South Florida graduates live in the area served by WUSF 

with another 5,400 having graduated this past spring. They are the most obvious and 

easily identified audience for WUSF to target. 

Á No comprehensive effort has been made to date to create awareness among this 

group. Lǘ ƘŀǎƴΩǘ ōŜŜƴ ŦƻǊ ƭŀŎƪ ƻŦ ǿŀƴǘƛƴƎ ǘƻ Řƻ ƛǘ. LǘΩǎ Ƨǳǎǘ ǊŜƳŀƛƴŜŘ ŀ ƳŀǘǘŜǊ ƻŦ ǘƛƳŜΣ 

money and other priorities. Nonetheless, JoAnn sees the opportunity as real and 

significant, particularly if alumni five to ten years out from graduation are targeted. 

The natural partner for developing a comprehensive strategy and campaign would be 

the USF Alumni Association. ¢ƘŜȅ ŀǊŜ ǾŜǊȅ ƛƴǘŜǊŜǎǘŜŘΣ ōǳǘ ŘƻƴΩǘ ƘŀǾŜ ǘƘŜ ǊŜǎƻǳǊŎŜǎ 

to make it happen. This relates also to 6 Marketing. 

¤ 5 Market Strategies, Station Solutions:  This is an area of prime concern given that Tampa 

ƛǎ ŀ ƭŀǊƎŜ ƳŀǊƪŜǘ ōǳǘ ǘƘŜȅ ŀǊŜ ǘƘŜ ƻƴƭȅ άǇǳōƭƛŎ ǊŀŘƛƻέ ǎǘŀǘƛƻƴ ŀƴŘ ƘŀǾŜ ŀ ƳƛȄŜŘ ƴŜǿǎ-

classical format. !ǘ ǇǊŜǎŜƴǘΣ ǘƘŜȅ ŀǊŜ ƛƴ ǎƻƳŜǘƘƛƴƎ ƻŦ ŀ άŘƛƭŜƳƳŀέ ŀǎ ǘƻ ǿƘŀǘ ǘƻ do. They 

feel locked-ƛƴ ǘƻ ǘƘŜƛǊ ŜȄƛǎǘƛƴƎ ƴŜǿǎ ŀƴŘ ŎƭŀǎǎƛŎŀƭ ŦƻǊƳŀǘ ŀƴŘ ŘƻƴΩǘ ŦƻǊŜǎŜŜ ƘŀǾƛƴƎ ǘƘŜ 

resources to acquire another station or a way to work with other stations in the market. 

Á άStudies we have done indicate that changing our format will put us basically in the 

red for three years. ²Ŝ Ŏŀƴϥǘ ŀŦŦƻǊŘ ǘƻ Řƻ ǘƘŀǘΦέ   

Á άaŀƧƻǊ ƎƛŦǘǎ ŀǊŜ ǇǊŜŘƛŎŀǘŜŘ ŦƻǊ Ƴƻǎǘ ǇŜƻǇƭŜ ƻƴ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ǿŜ ƘŀǾŜ ƴŜǿǎ ŀƴŘ 

music. They like what we do. ̧ ƻǳ ƪƴƻǿΣ ǿŜ ƘŀǾŜ ǘǊŀƛƴŜŘ ǘƘŜƳ ǇǊŜǘǘȅ ǿŜƭƭΦέ 

Á Making even incremental schedule changes poses risks and repercussions. ά²Ŝ ƪƴƻǿ 

that if we erode more music programming there will be a backlash. People will be 

very unhappy. !ƴŘ ŀǎ ǿŜ ŎƻƴǘŜƳǇƭŀǘŜ ǘƘŜǎŜ ǘƘƛƴƎǎ ǿŜ ŀƭǎƻ ƪƴƻǿ ǘƘŀǘ ƛǘΩǎ ƴƻǘ Ƨǳǎǘ 

²¦{C ǘƘŀǘ ǘŀƪŜǎ ǘƘŜ ƘŜŀǘ ƛƴ ǘƘŜ ƴŜǿǎǇŀǇŜǊΣ ƛǘΩǎ ǘhe university. And they are in the 

ƳƛŘŘƭŜ ƻŦ ŀ ŎŀǇƛǘŀƭ ŎŀƳǇŀƛƎƴΦέ 

Á The addition of a complete news and information service on HD2 has had only 

limited benefit. ά9ǾŜƴ ǘƘƻǳƎƘ L ǿŀǎ ŎŜǊǘŀƛƴƭȅ ŀƴ ŜŀǊƭȅ ŀƴŘ ŜƴǘƘǳǎƛŀǎǘƛŎ ōŜƭƛŜǾŜǊ ς our 

I5 ŎƘŀƴƴŜƭ ƛǎ ǘƘŜǊŜΣ ƛǘΩǎ ŀccessed online, and we know people listen on HD radios ς 

ǿŜ ŀƭǎƻ ƪƴƻǿ ǘƘŜ ǇŜƴŜǘǊŀǘƛƻƴ ƻŦ ǘƘŜ I5 ǊŀŘƛƻ ƛǎ ƴƻǘ ƎǊŜŀǘΦέ 

Á While acquiring a second station would provide the answer it would be very difficult 

ŦƛƴŀƴŎƛŀƭƭȅ ƛƴ ŀ ƳŀǊƪŜǘ ƻŦ ¢ŀƳǇŀΩǎ ǎƛȊŜ. άL ǘƘƛƴƪ ǘƘŀǘ we could develop some 




