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Introduction

In spring2009Grow THAUDIENCPublishedfindings and draft recommendationg the Public
Radio Audience Growth Task Forthe report,Puwblic Radio in the New Network Age

challenged public radio to adopt ambitious goal2 Ay ONBI a8 Llzof A O NI} RA2Qa

diversityand mapped strategic and tactical recommendations across broad areas of content,
delivery platforms, and station operationiBhe Task Force invited comments and critiques on its
draft from organizationsnd 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 deepefor reactiors and suggestion&§ROwW THAUDIENCBrganized irdepth, oneto-

one conversations with a score of local public media leaders, mostly top station executives and
program directorsMany 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 criticism@rRafw THAUDIENCRvOrk

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

TalSy (23SGKSNE (GKS&aS AYRAQDGARdAZ t O2y@SNEFGA2Yya
current state and future directions for public radibis an intense readq andvery muchworth
the effort, especially for those who now enjoy or aspire to leadgrstfi the field.

Quentin Hope, Greddains Strategied)enver, conducted thge conversationsHe has
previously workedhs an organizational change consultaith McKinsey & Co. angas
founder, Executive Director, and currently serves on the board gii IRiains Public Radio

Terry Clifford
Tom Thomas

YS
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Key Points

Each conversation abotie draft Public Radio Audience Task Force reywas thoughtful and

nuanced The full summaries and extended des which follow this sectiorgeserve to be read

in their entirety. Here wereviewkey pointswith reE NBy OS G2 (GKS NBLR NI Qa Yl 2z
recommendations.

Ambitious goals

azalt SOSNeB2yS aSSa (KS ¢Fal C2NDSQa LINBLRA
RADOSNEAGE 2F Lzt AO NIRA2QA I dZRASYOS &SNIDA
they are too modest and a few question whether they are achievable.

No

SR 321
O0S |

Q)¢

{ SGSNI t 1LIS2LX S Ol f f EgardiRicdaudientegeNdBetargetsySbriedviauldO NA 3 2 NE
like to see the growth goals for public radio placed in a larger framework of media use and

demographic chang@®thers would like to see more explicit links between the action

recommendations and audience growth.

GLG ¢2dd R 0S 3I22R F2NJ SOSNE aSOdAzy (G2 NBIFffe
how is this recommendation going to achiey®wing the audience to 50 million by

20207 How is it going to achieve increased AQH? How is this going to attract more

LIS2LX S 2F O02f 2NK¢

Others urgedsRow THAUDIENCEOcomplement thefocus on quantitative goals with a much
stronger and more explicfocus on growing the value of the service to the communities we
serve and building deeper relationships with the audiences we already have.

G¢KS o6A33Sad ANITyda GKFEG ¢S FINB 3ISGdAy3a GKSas
engagement and the content that ware making that is specifically addressing the issues

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

LI NIy SNXp ¢

GECKSNBEQa | KdzAS 2R NIdzyAde Ay RSBIRLISYAy 3 2dzNJ S
broadening the audiece is way more problematic and much more challenging, expensive
YR NRa&]edé

G¢CKSNB Kra G2 68 I aiNRy3I QGrarzy FyR L GKAy( @
KSNB d¢
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Journalism
GbS6a Aa 6KSNB Lzt AO NI RA2Z2 KHaigeshfituReS A G a 3INBI G
2 L2 NI dzy A& pé

Journalism is universally acknowledgedtdbd G KS OSY (i SNJ 2F Lldzof A O NI RA 2
future prospects andiere was greater consensus around recommendations for journalism than

any other area of the draft Taskf€e report Strengthening core national programs gets both a
broadnodcay 26 2 Ré& OF y @&d dord painfedl &mphiakis: G ¢

G90Sy FY2y3d 2d2NJ SEAaAGAY T Qwelkveldsl® goNd géta (G KSNB |
a grip with the quality of someoflaNJ y I G A2yl f LINB INI Y& dé

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

G 20t NBLR2NIAY3 YR (GKS LINB&aSyO0S 2F t20Ff NBLJ
and increasing their listening adddzLJLJ2 NJi @ ¢

G.220a 2y GKS 3INRdzyR Aa (KS gle G2 3I2d¢

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

A A v A ~ ~ z

G4! o+FO0102yS Aa ySSRSR (GKIG Fft26a da&a (G2 068 Ay

a w ¢ i§] &ssential for owning the journalistic landscape and the way that all of the

a2a0GSYQa NI a2 dzNDSaige antl smalvriarReis, radd angl T\K Saland

YIEGA2Yy Lt ySG62N] &aodé

GLGQE Yy | dZRASYOS 3INRGUK | NéadvantageSHalt LJdzo f A O NI R
should exercise ..l think we couldbe wY'F § OKSR o6& |yeé 20§KSN) a2 dzNOS ¢

But others were cautious about the potentially high cost of a major effort, the uncertainty of
revenue, the changing dynamics between national producers &ibss, and the difficulties of
achieving needed partnerships:

G!'y dzy RSNOAZNNByYy G 2F g2NNE NBYlFAya |yYz2y3 adldrz
dust as program producers and networks use more and more wayspads/themThis

dynamic of suspiciowill complicate and could potentially impede audience growth

STF2NI&a GKIFIG NBIddZANS adl A2y FyR yStg2N] 022LIS
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Diversity

The importance of increasing the inclusiveness of public radiibhin our organizations and in
our programming;, is broadly supprted and many hailed the prominence of this issue among
the recommendationsThere is wide agreement about the critical step of making our own
organizations and workforce more diverse.

G. $02YAy3 (NHzZ & AyOfdardS NBdprdpetttBies foR S PSt 2 LAy 3

Ay Ot dzaA oSy Saa o

GOELISOGIGA2YyE F2NI AyOfdaAPSySaa Ay 2dNJ adt A2y

O2NB |a 2dzNJ aGFyRIFINRE F2NJ 22dz2NY I f AaY dé

! RRAY3I RAGSNREAGE (2 SRAGZ2NARLIE YR LINRPRAZOGAZY

G2 S Ol y 02 Ysignsdadifasulagiaiid the 8/hole nine yard®f inclusiveness
But, what we are really looking for is the authentic voice, the authentic sound, and you
are not going to find that with formula¥ ou are going to find that from the people that
live it andcome in and present their voic8o you are going to need it within the

2NBIF YATIFGAZ2Y AY 2NRSNI (G2 NBTESOG Al 2dzioé

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

ethnicity, and that an audience growth plan shdbtdke a broader view, in which other
dimensions of diversity also play a rgleerhaps an even more important role in some
communities.

ALF e2dz tAYAGD AG G2 2dzald GKA&a 2N GKIFGZ
troublesome in some commuiiA S & ®¢

G2 K2 G2 aSNWS IyR K2g (2 LINAZ2NAGAT S 6K2
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 rgdind then develop formats

G2 asSNBS (KSY®¢

There are important differences of view on the most effective programming strategies to
achieve a more diverse and inclusive audiet@ee approacltenters 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 stronghgppeals.

a

82dz2Q0S

S

N.
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L GKAY]l ¢S IINB Fff AyiSNBadSRI 4KSGKSNIL Y ¥
culture, whateverWe are all curious peopl&hat is why we go to public radid/e want
to be exposed to the thinking of otheultures, storytelling, ideas

Many believe major strides in inclusiveness will require new formats and services, perhaps also
NEljdZANRY 3 | FNIFIYAYyI 2F ySg GaO2NB QI fdzSae¢ (G2 NBI (

GwSI OKAyYy3 aAIYATFTAOLYyld FdzRASYyOSa 2F O2f 2NJ 6AGK
radio has with its current audiences will require developing new services on new
LX I dGF2Nya f2y3 6AGK | gK2tS ySg 3ISYSNIlAzy 27F

G/ 1y aA3AYAFAOIYylG ySé FdzZRASyOSa 2F LIS2LXS 2F 02
FHEf & 6AGKAYtingddme vahed? SdnRisety QsipubBicEadia willing to
program to a different set of core values that do attract significant new audiences of

LIS2LX S 2F 02t 2NK¢E

G¢KS O2NB O tdzSa I NB || Odzf GdzNF £ SELINB&a&aAzyYy 27
and | think the core values right now are highly suspgaist think that whole paradigm
Aa OSNE adzaLSO0 o¢

Marketing

Marketing¢ in the broadest and most strategic sensies seen as fundamental to growing public
NJ RA 2 Qa.AhuuBek & go@rBentsuggested that marketing should have more emphasis
and prominence among the many recommendations.

G¢KS SYLKI ara 2y 2aQideel SiRS IvA O SFGdkR/AIS yAGS NA IKG F YR

G2S NBaAad NBIFf YIEN]JSGOAYy3 o0SO!I daadcredtite adza3Sada
people¢ KAad R2SayQi YSIYy ¢S aKz2dzZ R .BuStd@8 YLI SGSt & f
mean we should develop the art and science of targeting audiences and developing

O2yGSyd F2NJ GKSY GKIFG YSSia (GKS agal yRINR 2F 4K
dzy AljdzS 2FFSNAY3I gAGK KAIK Lzt AO aSNBAOS QI t dzS

!y AYLRNIFYG FNBI FYyR 68 KFE@S G2 LdzaK Ad a2 Y
here.g

There is also strong support for more natsd-bolts marketing tactics cented on awareness
building.

GCKAA Al tLKE28HQ| AA8dSsI NBySaa 2F Lldzot AO NI RA2
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The Network
This group of station leaders sees delivery of content ontinanobile devicesandon other
platforms as natural extensiora$ their broadcasting work.
28§ |INB O2YYAUGSR G2 o6SAy3a 2y |ttt LIXFGF2N¥a | a

Odza 12 YSNRE d¢

But, like local reporting in the journalism area, it is the prospect of using the evolving networked
environment to create new roleseprices, 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.

G.dAf RAYI GKS NREtS 2F adldA2yid@2N3 QKdzaa I ® ¥ dai 08 A

2SS ySSR (2 ONBIGS (K
butbywebo  a SR O2y iSyid |y

Iv?le ﬂKSy S J
.’.K

T
t o

ca
>

SNIAOSa

¢ oy

O Aa
D&

w o
w =
cn> -+
QX

v

9.)(
Qx

GDNBGAYI | dzRASYOS A4 lo62dzi INRBSAYI G(GKS R2y2N
LIS 2 LX Sapdiendading $iém mordhe recommendations related to the community
odzZAt RAy3 FaL180Ga 2F ¢KS bSGs2N] FNB LI NI AOdA I N

(@]

G{20Al f Y SdRifessedm &he fdayfdn@ Mk all, like it or not, going to be
dealing with social edia and social networking.L. G KAy {1 GKS& YA&daaSR Alodé

Music

The role of public radio music stations and programming divided these station leSdeng

were pleased to see the inclusion of recommendations for increasing the availability of public
rad2 Q4 LINAYOALI f YdzaAO F2NXI Gaod

2SS 2FGSy t2asS airakd 2F¥ GKS FILrO0d4 GkKIFG F fI1NBS
because of our music and cultural programmgg i A &4 y20 Ffgle&a GKS ySgada

But others see a limited future for public radio music broatiogsand point instead to other
delivery channels.

Gabe y2i( 068 (GKS Y240 SyYRdNAY3I 618 G2 odAfR | dR

Gwl GKSNJ GKIFy F20dzaAy3d 2y RS@St2LIAyYy3a Y2NB Ydzaio
should be givento the robust @St 2 LIYSYy G 2F AYyGSNYySG NI RA2 ®¢
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GCKSNBQa Ffaz | LlzoftAO aSNBBAOS ljdzSadAazy |a G2
' YSNRAOIFZQ LI NIAOdzE FNY¥ @& Ay fAIKG 2F 2GKSNI NBO2Y
journalismsL G Qa F YFOGGSNI 2F LINAZ2NRGAT FGA2y dé

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

G{GrdAz2ya akKz2dzZ R Y2@0S | gF& FNBY aiAvLie&e LINBaSyid
staff on reporting on music, arts and cultural life in their communifidgs local conten

can then be integrated into the formaational program services (e.g2€) can handle

the music presentation, freeing local staff to do the reportifgkK SNBE Qa f A GGt S @I f dzS
replicating music announcing all over the counirjiere is value in havirigcal music,

F NI a FyR OdzZ GdzNIf NBLR2NIAY3I ONRaa GKS O2dzyiNE

And at least one observer thougBrRow THAUDIENCEImMply did not give the subject enough
thought.

aLG FSEG a GK2dzAK AG gk a GKSNBE 0SOlFdzaS azySz2y
Market strategies, station solutions
¢CKS ¢l al C2NOS NBO2YYSYRSR ¢g2N)} Ay GKS G2L) pn Yl
performance and foster new services through such steps as realigning the way formats are
organized and presented across different stationsjedeping new services on existing stations,
and creating opportunities for new services through acquisitions, operating agreements, and
upgrading underperforming signals

{2YS O2y@SNEIGA2ya 2y GKA&a LRAY(G Sé&a@aBy GAlf & dzNE
multiple notes of caution:

GwlkAasSa Ylye ljdSadAazya |62 dz ® & & Ay@SaidyvySyi
Gaz2NB 2LILRNIdzyAide FyR NBOdNYy 2y Ay@SaaqySyid vl @
A0NBFYa GKFY Ay ONRIROFad LINRPLISNIe AygSadySyida

G/ 2YYdzyAt e | aOSNIF

FAYYSYd FyR O2YYdyAde tSIRSNE
NEO2YYSYRFGAZYS 020K |

a4 I YFOGGSNI 2F LINRLISNJ O2dz

G[dzN]3 Ay3 Ay GKS 61 O13INRdzyyR Aa (KS Aaads 27 O2y

(@]

GLGQE y2i Of St 8 REREROAL KNRQS KK Sdzy RSNLISNF 2 NYA Y.
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Support for stronger service
Task force recommendations for organizational and professional development and research
elicited mixed reactiondMost people think this is a good thing.

awSySgS
NEBaz2yl

& dzLitaohsliandfirgliddud prddssional development particularly
aode

U» X«

G4/ 2YyEARSNI6fS 2NEIYyATFGA2YIE RS@OSt2LYSYyd A& y$
sensibilities and decisiemaking, and our overalleh A NJ Fdzy RN} A aAy3 Y2RSft o¢

Some thoughtve should have gone further in highlighting opportunities and the need for
change.

ALYl RSljdzZ §8 SYLKI&Aa IAGSYy (2 a80SNIE 2F GKS N

G¢KS I20SNYIFyOS AaadzsSa YSyGaAz2ySR LlasS | airx3ayirT

CAB QF KdzAS Aaads FT2N GKS de2aidsSy FyR 0AIIASNI GKIy

Several conversations raised concerns about a bias against university licensees in the
prescriptions for organizational development.

an places afnti-universityhias or tone appeardt should be recognized that some
universities @ very good homes for stations and their values and missions are very well
aligned with those of public radidhere may be specific exceptions and situations where
a university is susceijle to selling its station, but the baby should not go out with the
bath water.a

GLG R2SayQd YFGUuSNI gKId GKS GeLlS 2F tA0SyasSsS A

Missing elements in the plan

Many of the conversations called out areaatlbBROw THAUDIENCAppeared to have missed

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

Gl Fy3ay3a I NRdzyR GKS FNAy3ISa 2F (GKS SyGidANB NBLR
NE&2dzNDS&a (2 R2 Al odé

G L¥F porkiSinteddd to be a strategic plan, it is missing the financial section you
gp2dA R SELISOG (2 &aSSo¢
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G2 KSNB A& | ¢g2N)JFofS SO2y2ye F2NI ylLdAz2ylf LINEA3

All the conversations with leaders form joint radio/tv licensees (and a few from othtorss)
raised questions about thatersection of public radio and public television.

pd

Boa GStS@PAaAA2YK ¢CKS NBfFIA2YyaKAL 6A0K Lz
dzy RSNLJX  eSRXY dzy RSTAYSR 2NJ O2yFTAYSR®DE

Q-

Qx¢
w ®
o R
<
Q)¢

GhyS 2F GKS Y24 psfabpublidzadiofsSithlibleiNiibficSTMEtatdn,

whether ajointt A OSy aSS 2NJ y2 0 oé

G{ K2dzZ R 6S 068 NMzyyAy3d l¢F& aONBIYAYy3a FTNRY Lz f
F62dzi 2L NIdzyAdASa GKSNBKE

Some other missing issues:

G2 KSNB R2Sa wthledve rirdkatatiéng andtheRvital service they provide to
NHzNJF € ! YSNR O K¢

G2S ySSR YSGUNROa GKIFG aasSaa az20Alf AYLI OGx y2
GaShiNRIONT GIKIFGiIF £ dzS> y20 2dzald GAYS aLlSyid 6A0GK (K¢
G¢KSNBEQa IAINBKGGSNNANRTzy LINR RdZOAYy I SYyiSNIFAYYSyi

B

w

ByodbSa G2 02YY

G2 KAfTS (KS NBLR2NI R2S FSN
12 0 YR AYLRNIFYyOS 2

Y
AaSNWAOS O02YLI NBR 2

S L

R
&\
(/'))

G¢KS Y2ald AYLRNIFYyG y 05 2NJFal KIS2NID 0 Aogdxad (y” SFONGSR2 N
than electroniebased networks

G¢KS NBflFGA2YyaKAL 0SGsSSy adl GWengedtol YR yIF GA2Y
address itNational and local are stronger if each is respectively stronger in terms of
2 OSNI f {0 d#ho KI2ZWR QGIKS LIASOSA ¢g2N)] 2dzi Aa y2d NBazf

t dzof A O N ahd sadityc 16 Sharige
CAylLfttes I ydzvoSNI 2F GKS O2y@SNAIFIGA2Y NBFTt SOGSR
needed to realize the goals and recommendations presented foreaadigrowth.
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G¢KS SYiANB NBHKE NIy VAJDH DEodEGwoRve iShythelsed

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

really going to be a challenge for.d® what degree are wgoing to feel free to innovate

Fd ¢S O2yGAydzS G2 a2ftARATE 2dzNJ LRaAGAZ2Y Ay (KA

G2S3y 2dz2NBSt @Saz OFy 1SSLI AG FNRY KI LWSyAy3
history and attitudes, and inability to create effective compromises thatstiil
FO02YLX AaK GKS (I aj oé¢

(@]}
w»
O

G¢KS 0A3TISEA0 cRIENRE SKRRKYAFHIESKI G YSRAF OlFy 06585
L 0StASPS GKIFG gSNB Lzt AO NIYRAZ2I gAGK Ada Ay

mission, to swing around and get serious, get tangibkk raeasureable about the change
inourculture. .6 S O02dzZA R NBFffe& 0SS (G4KS @ y3dad NR F2N 6KI



grow the audience

Conversations with Public Media Leaders

DONBOSWELL
President and CEO, WNED;Radio, Buffalo, &w York

Key points

a  The cycle for getting new programming on the air to attnaew audiences needs to start
gAGK aldldAz2yada 2LSyAy3 dzlJ GKSANI aOKSRdzZA Sa o0& 02
schedule block.

o The opportunities for public radio and TV to jointly build local audisaoe serve their
communities are significaout unaddressed in the report.

o [/ 2YLIX I OSyO& YR NRA&]l F@OSNBRAZ2Y YIe& 0SS Lzt A0 NI
needed to grow its audience.

Points by question areéand detail on key points)

0. Overall reactions
g LQY a@SNEI @ Safprediar tidliBeiedifeRvork thayvent into the
report.€

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

Note:Don responded to this question in terms of WNED anchiket (see below)

2. Recommendations resonating most strgly for their station and market

o 2 Journalisng Local/Regional Reportind.ocal reporting and the presence of local
reportersare] S& (2 AGaSYRSINAy3Ié¢ € 20!l fenhglaRdh Sy 0Sa | yR
support

A For WNED this means adding reporters in Tar@nd 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 programsal coverage is the

ySEG 208L) YSSRSR (2 T dNdadeatien@y RSFNE +FyR 3N
A It would make sense to develop this coverage in partnership with other border

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

o 5 Market Strategies, Station Solution& major issue in dealing with licensees with
limited commitment to publicgadio and underperforming stations is helping them

10
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2PSND2YS GKS aFSFENI FIFOG2NE 20SNJ GKS AyadAaAdddzia

involved in making changed/hatisy SSRSR A& dal GSIYé GKIFG O2d#A R
them work through their anxietiesral craft a winwin situation

A Such a team would give the licensees someone to consult with on a confidential basis
GKIFG AayQld aSSy a NBLINBaSyiliay3d GKS AyiGaSNBa
A The team could also provide the licensee with the endorseroesanctioning it

needs to feel confident in taking action, particularly if the team operated under the
sponsorship of a credible national organization (CPB?).

o 5 Market Strategies, Station SolutiorStations should think in terms afl the
bandwidth they have available themselves or could access in their market in twrder
provide multiple formats through multiple platforms to their markets

A WNED has extended this idea across the border to Canada where they are already
using bandwidth on the Torontable system of Rogers Communications to carry
their signalsThis is in anticipation of alsoingl 6 t S (G2 dzAS o0l YRGARGIK 2y
commercial broadcast stations once they go digital

A WNED is already using its own FM HD bandwidth to extend the coverage\
news station and is considering other HD programming.

3. Important recommendations or perspectives missing from the report

o Opening schedules for new programmifidpe stumbling block for getting new
programming on the air that could attract new aBdy 0Sa A a aill A2y aQ dzygAf
open up their schedules
A t NPRdzZOSNE ySSR odzi OFyQid 3ISG GKS OFNNAI IS 3
make large financial commitments to program production and markeiugn has
personally experienced and beeighly frustrated by this in developing national
production ideas at WNEBunders of awaravinning local productions are very
excited about supporting a national version of the program but when they ask if he
can guarantee carriage and time slotshecahén &l 8¢ aL Ol y Qi

A 2KFEiQa ySSRSR Ada F NIYRAZ2 SldA@gltSyid 2F t.{Q
voluntary) where stations would agree to set aside a block of their schedule to
provide the needed carriage guarantee for perhaps atiaifen new higkprofile
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 tirresix months or a year (?)
The commitment would also involve an expectation that the prograriggt
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change after six months and not become an ongoing part of the schethse
programs might also take a topical or thematic focus with shifts in topics after
three or six months.

A This carriage commitment would make major funding by corporations and
foundations much more likely and that sort of major funding will be required to
produce the quality of programs needed to attract new audiend®e carriage
guarantee is also needed to plan and coordinate national marketing efforts.

o DonrecognizesthatrRA2 | yR ¢+ N8 RAFFSNBYyQI BN&E ¢ 6St ASD

aK2dz R 0SS SELX 2NBR IyR 42YS SELSNAYSyGa
trial. Growing the audience will require taking some risks and making some new types of
investments (gg. schedule timefp which thepublic radio system isnaccustomed.

o Joint radieTV opportunitiesThe opportunities to grow the radio audience through joint
radio-TV action are not explored or developed, particularly in how the two media can
work togeter in serving the community and reaching new audiences.

A WNEDnhasbeen 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

YIRSZ

in the community (e.g. wellnesk)y R LINE JA RS aY2NB NAOK SELISNR
and viewers{ dzOK @2 LA OF f LINE 3 NI réachdgeper iitbthe K St LISR 2 |
O2YYdzyAile 6KSNB 6S RARY QU KA ONB fI I (8422 yoaSKSAYL

very effective in attracting the interest éinders and the revenue growth has been

GLKSY2&Sy¢RS alyYS GKAy3a OFly 6S R2yS S@Sy Ay

licensees

A The same sort aharketwide service thinking reflected in the recommendations of

GKS Gal N} SdG { NI G383 AnSskomld be éxtedidedo/incliide thelzi A 2 v & ¢

public TV stations in the market as wét this case the focus would not be of
format availability but on collaborative efforts to identify and address community
issues and needs

A Research of the same sort the repprbvides in other areas should be done on
public radio and TV collaboration in regard to audiences, strategies and
collaboration models.

A Joint efforts in local marketcould also benefit from national radivV
collaborations on topics that could then bepdared from the local perspective as
follow-on to the national coverage

o More on the HD potentiaDon sees more potential in utilizing the FM bandwidth and
G2YyRSNE ¢Ke (GKFG. AayQi RAaOdzaaSR Y2NB
A As mentioned, WNED has already extended the service drb&io AM news station

by putting it on their FM HD2 and is considering adding other services.

DoNBOSWELL 12
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A 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).

nd . A33Sald OKIftSyaS 2N KdzZNRfS (2 NBFOKAy3a (GKS

a  Complacency and risk aversi@tations may be over complacent and unwilling to take

risks with their schedules to try anything nesv2 y Y 2getS dedingéssometimes that

aldlridAz2ya FTNB KAY1AY3IIL WSHYS FHKAYIas $UEE TRIYE

bit of a slippagebut do | really want go out on a limb and take a risk on something new?

Can | trust this sort of investment that will pay dividends down the ?6ad

A 2xA0K2dzi NBIFt O2YYAGYSyia aoSQtft o6S asStftAiy3
audiences L (i Q &terlof enoligh stations taking a stand on new pragraing, on
GKSANI F IMBSREI FRMRD X SYNAIKG GKAYyIZ gSQNB 32
system, or across a percentage of the mark&tgjive it the airtime it need® a

dThetrust needed to nake such investments requires confidence that sggstem(national
producers and stations collectively) will make long term commitments and be effective in
RSOSt2LIAY3I ySg LINRPINIYYAYI YR GKIFIG | adrdArzy
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CEPHASBOWLES
General ManageiMvVBGO, Newark, New Jersey

Key points
o GAPGSNBATFeAY3I adrF¥a G adlrarzya Aa SaaSyaialrt
AAIAYATAOLIYUG RANBOG FAYFYOALFf AYyOSyiAodSa oAttt o

commitment.

o Sypporting jazz stations is essential to increasing Afneerican audiences and there is
YdzOK Y2NB 2F11T &adlriarazya Oy R2 |a €211 LINBaSy
larger audiences.

o Resources and skill development are greatly needed ftr bationawarenessnarketing
through community outreach anstrategicmarketingfor service development.

Points by question aregand detail on key points)

0. Overall reactions

g ¢KS A2+t 2F F pn YAffA2Y LISNRBR2Y thindaReh Sy OS o6& H
should shoot fo€

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

o 1llnclusiveness: NE AN YYAY 3 62y Qi RAODGSNEATFE dzy GAf G KSN
L2aAdGAz2ya 2F RSOAAAZ2Y YIF1Ay3 lprduidés2imdt 6 & | yR (K
financial incentives for their hiring.

ALy GKS Hy @SINA KSQad 0SSy Ay (KS aeaiasSy ag¢
to get better until governing bodies have strong financial incentives to seriously
pursue minority hiringTrust e, there would be a discussion at statiohthere
were cash incentives of 50% of salary for 3 yéaes maximum of $50,000 per year
G201t o¢

>~

The focus must be on positions with decisioaking authority.

>~

An opportunity to attract collegaged listeners focolor is being lost by the notable

lack of diversity on the staffs of university licensele§ (G dzZRSy Ga 2F 02t 2NJ 6K
32Ay3 (2 a0K22f t221 G GKS adrdazy FyR AGC
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YSs GKSNBQa y2 02y i Syshould Ikslipfort publi©tadio? NEf | S G 2
¢tK2a4S INB alFR aidldiSYSyiaoé
a 4 The Network:Significant training is needed across staff on using web capabilities and
producing for multiple platforms.

A Training in general at stations is being-baick given budget problems

A Existing staff that is welbersed is stretched very thin by the demands of their job
plusthe expectations that they will provide the welaining to others.

A The needed training extends to producing across multiple platforms (broadcast,
syndication, straming, podcast, live performance.

A The training needs to come from those who are welised in the technology and
platforms¢ new dogs for new tricks.

a3 Music:Nourishment of jazz stations is essential for growing Afineerican audiences.

A The research suppts the importance of jazz stations in bringing in Afamerican
audiences and makes the case for increased support.

A While news is paramount for public radio, Afrisary SNRA OF y F dzZRA Sy O0Sa | NB
to be attracted by the national news hosiEhey will beattracted by jazz because
GUKSNBEQa O2yiGSyd FyR SldadtAade LINBaSydalGAzy
o 6 Marketing: Station staff needs to be taught how to become more engaged in the
community and participate in negtation activities as a way of increasingaa@ness of
the station in the community, with an emphasis on statammarenessnarketing
through community involvement.

a2 JournalismMore collaboration and resource sharing is needed among stations for
local/state news coverage.

A WBGO has had good experie with this in sharing state capital reporterL G Q& |
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 ile@nCephas sent an email
prior to the call with a longer list of recommendations that resonated from a national
perspective.

A Invest money in public radio (including local station) activities ($350mm) including
musicdominant stations
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Strengthentheaul Sy OS RAGSNEAGE 2F LIzt A0 NI RA2QA Y

Increase the number of stations controlled by people of color

Continue financial and programmatic investments in stations of color

Create multiple stations with different formats in same market

Continue and expand gager system development of journalistic content both

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

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

future audiences

A Maintain a baseline level of new mediapacity and fluency

A Develop and/or enhance current system and individual station investments in
marketing

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

audiences; develop strategic partnerships with organizationsreal to the station

> >y > > >

pN

2. Recommendations resonating most strongly for their station and market
Note: Cephas responded to this question in terms of whaBWB doing and is planning on
doing to grow its audienceA 1 Q& FIF ANJ G2 &l & idrkaBasdededsBs G KS N
most important to WBGO (along with those he listed by email which are included below).

903
O

Cephas sees significant audience growth opportunity for WBGO (~50%) and believes it must
commit itself to stretch targets in this regande emphaized action in three areas to realize
the potential:

g | gl NBySaa YIFINJSGAy3aY [0l 2F lFyeée ¢l NBySaa 27
themostb& I N] SGAY3I A& GOSNE AYLERNIFYyd FyR 2.Dh R2S
recently hired a new market@qperson charged with getting the WBGO name in front of
likely listeners wherever thegre. WBGO is alsmvesting in marketing research and
consultation to be more strategic in their service development.

a  Signal improvement: WBGO is working to move itagraitter to Manhattan to
significantly improve NYC reception while not significantly impairing existing NJ caverage
Funding remains an issue.

g t NBASYylldAz2y AYLNRB@GSYSyay 22N)] A& 0SAy3a R2yS
providing trainingtohost ' YR LINPRdzOSNAR 2y GdOKS (eLlSa 2F L«

them® €
hiG§KSNI AYAGAIFIGAPSE 6SNBE ta2 OAGSR NBfFGSR G2 2
its approaches for doing so:
o New content development and distribution forma&/BGO is developing ne programs

F20dzaSR 2y 2T 1T IINIA&ada FyR O2YLRaAGA2Yya GKI
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broadcast programmingrhe programs cross platforms, including broadcast, syndication,
streaming, podcasts and live, ndanoadcast concert series.

a A largermublic service vision: On multiple fronts 8B is working to position itself as the

G2 TT LINBASYUSNE (G2 Ylyeé | dZRASY G&ha (KNP AzZIK Y
than being just a jazz broadcaster on the dial.

o  Board commitment to diversity: ThougkBGOis already diverse in its staff and trustee
membership, the board recently formally affirmed its commitment to diversity and
O2YYdzyAOI GSR AGQa SELSOGFGAZ2Y (G2 YIylF3asSYySyid *

Note: By earlier email, Cephas listed these recommentatie resonating foWBGO

A The entire music section
A WBGO must break out of the box of modest audience expectations and set
measurable, stretch goals for itself
A Create a stronger, strategicallierived presence online
A Continue to develop new content for bocurrent and prospective audiences
A Develop strategic partnerships with organizations external to WBGO
A Enhance marketing goals and practices
A Continue diversity efforts relative to content, staffing and governance
A Develop higher quality in news content
A .21 LINF OGA0Sa¢ F2NJ FdZRASYOS 3IANRGGK LINPIANIY

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

3. Important recommendations or perspectives missing from the report
o Direct financial incentives need telprovided to stations to diversify their staff.
b23SY Ly /SLKFIaQ FR@IyOS SYIFIAf KS AyOfdzRSR (K
are covered by recommendations, others of which are questions related to implementation
issues.

A CPB must invest imusic stations and incent stations to increase diversity.

A We must bring new, diverse management and glakition people into public radio.

A We must enhance skill levels of current managers of color and incent large market
stations to add senior manageand key decisiemakers of color.

A Public broadcasters must reach out to platform holders of color (e.g. magazines,
radio networks, newspapers) to tell its story.
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A How do we determine systeiwide and individually which audiences to serve?
A How does the loal 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?
A 12 R2 6S LI & FT2N 2dzNJ SELI yaA2ymodeiR RSOSt 2L

ne . A33Sa0 OKIFEfSy3asS 2N KAdNRE S (2 NBIOKAy3d GKS I

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

affordb S¢ Fdzy RAYy 3 g laketadvantage i3 &v&ilRbility & better
LJ I & SiNGarébuild ke audience.

A Recent experience &¥BGCGshows that talent that is interested in them and that
they would like to hire will walk away when their salary expectationatenet.
WBGE dza i R2Say Qi KI @S GKS 2 LIS NhatdepfaBle YI NBA Y
figure.
g ¢KS yS¢ GFfSyd O2YAy3a Ayid2 LlzofAO NIRAZ2 YlI& o
and ideas that may not match the idealism, vision and vitality that created andupuilt
the existing service.

[N
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LYNNECLENDENIN

Vice President fioRadio 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.

a  Greater audience inclusiveness should be achidyeititegrating new content, perspectives
and sensibilities intdoth existingand newprograms and servicednclusiveness is critical.

o Experimentation is a core capability needed to grow audience but the system is highly
averse to it; training and leadship are needed to quell fears and develop the capability.

Points by question areéand detail on key points)

0. Overall reactions

A N v

o LG Aa +y EOStfSyd NBLR2NI FyR @OSNE YdzOK ySSF

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

g linclusiveness5 A 3SNEAGE GAGKAY SRAG2NAIFET | yR LINBRdzOU
factor®d ¢
A 2SS OFly 02YS dzlJ gAGK RSaAdaya FyR F2Nxdz I & |
inclusivenessBut, what we are really looking for is the authenticosthe
authentic sound, and ware not going to find that with formulasVeare 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 radiiVe need the authentic voice
GAGKAY (GKS 2NBEFYATFGA2Y Ay 2NRSNJI (2 NBFt SO0

a 2.2 Journalisng Local Reporting CKSNB A& aGljdzAdS I tfFNBS 2LILRN
stations given the decline of newgpers and other commercial news media in their
markets Investment and action are needed now across the system to realize this
opportunity.

A Lynne absolutely supports the idea of creating a group of-pigfile reporting
centers across the country for bobiroadcast and online reportinghe also believes
there are stations around the country that could devithout too much difficulty.
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A1d GKS aryS GAYSI AdGQa @GAaidlrftfe AYLRNIFyG G2

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

diversity of the nationL 4 Q& £ f LI NI 2F FdzZNILKSNJ RS@OSt 2 LAYy

strength and uniqueness to the public radio system
- a4, S5a3x ¢S ysB8auripeal cénimuifitisgVe also need tohink
about the regions and support our communities with what is going on regionally

We also need to support them with what is going on nationaynd he nation
needs to know what isaing on in the different communities/regiorisroughout

the country® LGQa I+ &e&.Yand \geicdn Suppdibty warking y & K A LJ

together£

7 Support for Stronger Servic&raining isacking overall in public radio. So much so that
there is the impressiott 6 S ReRogjrizéthe needp £ynne highlights two areas in
particular:

A ExperimentationExperimentation i component ofnnovationwhich is a necessary
part in growinghe audience But it appears that we in public radio aeerse to
innovation and unskilled in its practice (see further discussion under Settn
barriers).

A 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.

A Onair hosting and announcindhis is a goodxample of a core area for building
audience that is overlooked and underdeveloped due to a lack of training and
training resources.

- 2SS 2N 2y (O é&hrefligaved in mosareasFbutavbienddo we
work on the quality of the host or the annoter? Program directors are very
busy peopletheywant to air check the stafbut, numberoneji KS& R2y Qi
lot of time andnumber two,the PDs need to have the training themselves so

iKS& Oly aaYlINIfeéeéd LINEGARS 3IFdzA R yOS |

- The need iboth for training staff that support and inform the content and for
trainingthe trainers Public radio currently has too few trainess an example

aKS OAlUSa 51 OAR /IyR2¢g ¢6K2Qa SHHNBOR |

62 Y RSNF dzf niydrieCaindd\é IMBgRe thedmpact on the quality of
allrdA2yaqQ FANmaredzyR AF GKSNB 6SNB
7 Support for Stronger Servides our audience spends more time with a greater range of
mediawewi f Gl 0 a2f dzi St #ihgs dife@ly Bilitzhe d6&eb go deydhd
tracking usage across public radio platforms and servideasures are needed that
track the value of the services used, not just the time spent with the services.
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A GwAIaKEI y26T 6S | NB  2\®daksyrae wheh olitdn®tS & LISy
spend time elsewhere, we are failing our missi®ut does that mean we are failing
our listeners? It may notListener loyalty is critical, but as we move forward we
need to base our analysis on what is pertinent to today and how our listenersurs
aSNIAOSa® 2KFG LQY aleéAy3da rAa S ySSR (2
G2 aASNWS (2RI &8Qa tAaA0SYSNER o
Not resonating:

o 1 Inclusivenes§hough it may be a misinterpretation, Lynne is concerned that the report
at least infers that distingbrogramming on separate channels is needed to reach
expanded audiences of col@he believes content of interest to such audiences should
remain integrated into existing programs and services.

tA

dzy

A Gal@oS AG sla GKS gl & Al odtérgietedtNdrépartSy 2 NJ Y I @
0 N

odzi L 332G GKS ARSIF AG ¢l a areiayar W[ SaQa

separatechannesQ

Lynne looks at it differentyd L G KA Y1 6 Sin dné\dBothkry \WeSakel a G S R
curious peopleThisis why we go to publicadio. We want to be exposed tother
cultures their perspectives, storelling andideas¢ C2NJ KSNJ Ad A
out how to blend it in, not segregating it by channel by audieacé K & NB Y
the collective us, from whawe are livig today®d €

a I
20834

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

YI G

dza :

the schedule of existing servicéés example FNJ a2 Yl yeé &SIFNhR LQ@S KSI |

WhKXZ AGQa o f. Pl ywAfdacanAmdricaprdgyadsinC S 6 NHBUtNE & Q
AfricanAmericansexistin our nation every day of the yeaWe can add programming

RAZNAYy3I o6t O] KA&G2NE Y2 hivkthiohiginoark @ ¢ 2 dzf Ry Qi

programmingevery day of the ye& The current discomfort in public radieates a
sound that borders on contrived. There is an awkwardness | believe a lot of us feel and
some of us sense. We need to move beyond this discomfort and move toward the

authentic and presentvoice dzo6 f A O NJ} RA2 &aK2dzZ Retihg 6S 2y (KS

changet

2. Recommendations resonating most strongly for their station and market

o Community] @YY SQa& LISNBLISOGADSE YR LINA2NAGASA
F2N 0§KS K Sonimiirfity TAiF pefispectiv@,dn turmrives content angblatform
development priorities.

a 1 Inclusiveneds la ¢gA0K (GKS aeadSyYyIwHeapegomishal & A &
highly diverse it does have different populations that it recognizes are underserved.
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A OPB is already well on its way to providingliiple formats to its market to reach
more diverse audiencedn addition toh t . n@wsand informationservice it has
just acquired a jazz service. There is also a classical station in the rifarkgnhne,
this combination will provide Portland wiih K S & (KNKAWKLSt S F . Addzioh A O NJ RA 2
the AAA side, OPB is continuing to experiment with online based services to support
the local alternative music community and scene.

A The issue now is developing and crpssmoting these services so they not only
build audience in themselves but also build audience through increasedszpsse
listening .

o 2.2 Journalisng Local Reporting As discussed in Section 2, increasigth-quality, local
and regional news a@rage is essential for OPB to remain and cam®io grow asa vital
entity in its communies.

o 6 Marketing This is the third leg of service for OPB. After creating contenpeouiding
delivery channels, wgdza G (St f fAaGSYSNER 2F GKSANI I @F Af ¢
weakness in publiadio. In order to grow the audience we need to reach out to our
listeners, but also to those not yet listening QY £ g 84 &adzNLINAaASR G2 KSI
AYRAGARIZ f & 6K2 KIFI@SyQi KSINR 2F LJzfAO NI RA

4. Biggest challenge or hurdle to reaching theed®2 NIi Q& 20 2SO0 A @S a
o Aversion to experimentatian

A Different areas of the report kept surfacing the need for innovatien Lynne
thinks of innovation she thinks of experimentation, which is very difficult for the
system¢cd G KS aAy3at S 0 Akddthasalin publid@® o AYARI0E @O { KS
believesii Qa +F GSNARA2Y (2 (GKS NRal 2F.BagllaSadiAay3a o
Gf SENYyAY3I K26 G2 SELSNAYSY(H sAGK2dzi 252 LI NR
because if we cannot feel comfortable experimeqgtithen we will not move
fooward ¢ KA & O2dz R LINRP @GS RIy3ISNERdza ® hdzNJ Ayl OGA:

A This risk aversion to experimentation is particularly real for public radio because of
0KS a20f A3l GA2y 2F (GKS { NYzsitleadsiskatiods@d 0SSy S
believe they cannot make changes for fear of breaking audience frastounter
this, station managemenmnustlearn how to communicate change with its audience
(anditsstafffa LG A & @S NEWe St Nidpelite feadgttNdughy G
communication. Then we can embrace the new ideas and the hedzRA Sy OS & ®¢

A The ability of an organization to experiment begins with its top leadership K S
2NBIFYATFGiA2yQa KSIFR KFa (2 ,withSteppi@dxF2NIFo6f S
on something that may not have a firfoundation Organizations need those leaders
0 KI G sakayb tedt de@ ground é
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A 1 ONraa GKS ae2adSyz AdG YlIe& oS GKIFG az2y$sS adtr i
experiment. Inevitably this places a spotlight on thed® can.

o QOverreliance on national entities

A {Grirzya OFyQi NBteée 2dzad 2y ylFraAz2ylrf LINEINI
through new and improved programs and servidasreasing use of byass
technologies and services by listeners willstivay much if not all of the gains a
local station might have expected to s&tations must generate their own audience
growth based on their service to their communities.

o Cumbersome ways.

A Current system processes are too cumbersome for the work reqjairgrow the
I dZRASYOS Ay G2RIF&Qa YSRAI OfAYI{iSo G.Fairol
process, a process that may be several years old before a show emerges. | come
FTNRY G(GKAA 62NIRZ A0Qa 6KIFG L (yz2aea@ odzi AdGQa
FFF2NR (2 R2 AG GKFG gle& Fye t2y3ISN® 2S5SQ@S
6SQ@®S 3I2G (2 FAYR a6AFaGxr O02ad STFSOUABGS aiN
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REGINADEAN

Executive Director, WUGHM, Knoxville, Tennessee
Chair, Board of Directorilniversity:Station Alliance

Key points

o]

o]

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

Section Market Strategies, Stations Soluticared 7 Support for Stronger Statioraise
many troubling issues.

Priorities for growng the audience should be set at the local level.

Points by question aregand detail on key points)

0. Overall reactions

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

AL GKAY1l GKIFG GKS &dsemioels suiedy somgtidngBat wed |+ dzRA Sy

allhave inmindL G Q& | AbyaRer@ KSNB @2 || 20 KSNB (KIG NB
positive Andalot of it is thoughtprovoking and we probably need to have those
RA&AOdzaaArzyadé

G ¢ KSNB thiNgS hexelthgt@nasof us could find general agreement on but |

think the report does get offrack in places-i KI 1 Q4 6 KSNB (GKS KIFANI I
neck started standing up think that there are two or three sections that could just

be put onthe back burnerorbufe ' YR A G g2dz RY QU KdzNI ¢

¢KS NBLR2NI az2YSidAyYSa ft2a8a arakid 2F NIRAZ2Qa 3
A ahyS GKAy3 (KIG 6S &aKz2dZ RyQi KI @S G2 SELX I A

the business is that radio is a local medime of the reasons the camercial

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

GKSe F2NBH2G GKIF {o¢

G¢CKS ¢gK2fS RAaOdzaaA2Yy Foz2dzi sl @&a G2 AYLINROS
needs to circle back to the fact that while a lot of the natibprograms are the

SYyairAyS RNARGAY3A (Ksuch tNat dlof af ouk siafdoins havie Bithf 2 OF £ KA
their individual communities that matters S QNJ 2 dzil. PdopleRecdgidiz2 dgi

we recognize them, and they feel a strong personal tie tarttaio station | think

GKSNBE INB LXIOSa Ay OGKIFIG NBLRNI GKFG (AYyR 2
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a  Priorities will need to be set at the local level.

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

a0 a2 f--dgrdwstie &uddience, dmore web based things, make sure that your

f20Ff 22dNyIFftAaiaQ SyRSI@G2NER YSSi (GKS SELISO
interactive, be moreinclusivér . dzi ¢S KI @S (G2 LI I OS LINR 2 NRX G A S
only place to really set those priorities, to wieewe will be serving our local markets,

Aa G GKS 201t tS@St v

A This is particularly true in these economic times when stationg tmmake choices
about how to protect existing core servicgetstill needto figure out where and how
to invest in futue audience service.
g ¢KS NBLRNI YIé OFrGOK | ftefi 2F aidlidArzya al at S¢

A 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
recommemations| I Ay 3 a2YS a2Nl 2F daoA3dx 62t R y2iA
atlrdAy3 ¢eKFG AG Aada FYR AayQi ¢2dzZ R 0SS KSt LF
picked up through related conversations.

1. Recommendations resonating most strongly for publédio as a whole

g 1 Inclusiveness G! oazfdziSteé¢ odzi GKS LRGSYUGAFf RAYSy
broadened and the determination made at the local market level.

A

A

Beyond ethnicity and age, other dimensions to consider are gender, rural vs. urban,
anddistinct geographic regions and stdgions.

¢KS NBLR2NI &aLSI{1a oNRFITRfe 2F AyOfdzaAgdgSySa
AONBYIAGKSYAy3d GKS RAGSNERAGE 2F @2A0S&aé0
just ethnicity.

Across the system there are many diffinces across markets and different
RAYSyaAirzya 2F aAyOf dzaAiA @Sy adaFée eleme & AWIAEL yASI
GKAA 2N GKFGX 82dz20@0S OK2LIISR 2FF | 20 GK
communitiesp €

S
I

SN

For WUOT and its market, the redat inclusiveness dimensions to address in its
news and public affairs programming are generational and big city vs. small
communities

o 2 Journalism (overallpverall, this entire section excites and resonates most with Regina
But whatever is done in th space must maintain and extend the existing values.
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A The possibilities described in the report are fascinating and the opportunity is clear
based on where this country and wourdde right now and the state of the overall
media environment.

A q.dzi 8 FNBIAR ¢SQPS F20 G2 0SS OSNE O NBTFd
what has made usas goodaswe.gr@ ¢ KSy ¢S &0l NI R2Ay3I 22 dzNY
web-based or more interactive or includes video, whatever we do has got to hold to
those core valuedf it does not look and sound like us in terms of having that respect
for our audience then | 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
f200¢

2.2 Journalis ¢ Local Reporting Regina takes exception to the implication that large
local news staffs are necessarily required to provide good local service

A ahyS 2F GKS GKAy3a GGKIFIG 1AYR 2F ANNRGIGSR Y
that only a dozermr more stations in the system had adequate resources in terms of
the number of people in their news departmem/e only started doing news in 280
0SOlFdza8S GKIGQa 6KSYy ¢S TA NbduceBd@npelliigk S G € Sy i
network-quality local navs. This year, our news director won the Edward R. Murrow
g1 NR T 2NJ g NR (-ataff Aevs depattrheht haQ &on ddgdndSod
regional, state and local awards for journalistic excellence. Quality public service
journalism is taking place at thedal level, even with a small staff.

A 2KAtS aKSQR 0S OSNER KIFLILR G2 KFE@S | ySga ai
aAl ST GKS AaadzsS Aa (GKFdG GKS NBLERNI AYLX ASa
smaller scale

2.3 Journalisng Integrated Online News wlkG§KSNJ GKFyYy LlzNEdzA y3 & 3INI

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

A qg2KFG ¢2NIR INBE (KSaS LIS2LX S tM@hy3 Ayé o8
journalistic entity with initial safing of 200 ormored b2 ¢ & 2dz OFy GF 1S S@SI
the system has and come up with this one thing and you may or may notBiitt it
think the issue is, you might not have to go for broke with the national, collaborative,
on-high version to be doing thgs that are significant and relevant and compelling at
GKS t20Itf fS@St ¢ YR Ad0Qa AYLRZNIFYd GKIFG
in pursuit of such grand ideas.

A 2KFEiQa It NBFRe 0SSy I002YLI A&AKSR 2y bt wd2NH
integrating national and local content in the modelMbrning Editiorare promising
YR A0Qa 62NIK NBYSYOSNAY3I GKFG GKS LINROSaa
listening experience oNorning Editiorhas taken time and trial§ his was certainly
WUOR& SELISNASYOS Ay Y20Ay3 FNRY FANAYy3I (GKS |
including significant local conterithere were two or three attempts that fell flat

REGINADEAN 26



grow the audience

Conversations with Public Media Leaders

0STF2NBE Al 06SOIYS aSlyftSaa G2 GKS LRAYOH GKI
between natioral and local contenfThat experience now exists at many stations and
can be applied to the online space.

a3 Musi¢Y 2 KAt S #&i8impoitadtltBat@vd@ nof abaiadbn nenews content,
though the best opportunities may not be in broadcast formats

A

“

¢CKS jd2GS GKIFIG aAFT ySga Aa GKS ONIAYy GKSyY
importance and role of music in public radio.

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

initiatives is already leading the way andsgling the potential It may be that such

d OSy i NX t A lbrBaddast sefiées hol# tfie greatest potential for expansion of

Lz f AO NI RA2Q& YdzZAAO | dZRASyOS o

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

should be driverby local market needs, preferences and decisions rather than any
centralized push to ensure the availability of certain formats across markets.

o 5 Market Strategies, Station Solution¥he section raises many questions about

inclusiveness, market differénSa z Ay @SadyYSyi

A

A

Focusing on major markets to grow the audience makes logical sense from a purely
numbersdriven perspective bueverymarket should be considered from the
perspectives of public service and strengttdiversity.

- EvenfromanumberBRNA @Sy LISNBRLISOGADSS A0GQa AYLRNII

across more than the top 25 or 50 markdtore collective audience growth
opportunity may be found to exist in the bottom 50 of the top 100 than in the
top 50.

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

everymarketd L G KAY (1 GKSNB Aa ¢ach@arkstheedstoK SNBE (K|

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

smalltomidsizeY NJ] SG A& ONARGAOFEt (2 LlzofAO aSNIIA

A

- 28 taz2 ySSR (G2 NBYSYOSNI UKFUG GKS agaisSyQ:

sizes2 KSy (GKSNB 6SNB aiNHAI3IfSa 2N FAIKGa G2

YENYSG aSyld2NBE FyR O2yanNBawasdy (KFiG aYl R
YSRAdZY 2 avitt YINYSO adlrdrzya oKSNB &Lz

G

OK2AOS&él yR NXB G dzl

l.j

(KSNBQa &2 o N( B23 yE2 TRNBKINR 6AGK GKAE AYA

remember that collectively our strength is the diversity and when you talk about
makh y3 YI 22N Ay@SadySyda Ay 2dzad + FSé3x L

al ya ldSaiAzya 2F asK2 RSOARSAE
recommendationsd 2 KSy L NBFR ¢g2NRa fA1S WwWHftAa3ay SEA
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aldlFdAz2yaqQs (KS NBEASE NB L0 A v K2K RSYISNXY A Yy Sa
i KEaQ

A 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 PublicRadi / I LIAGF £ Qa4 oy LINRP2SOGa NBLN
audience growth between 2001 and 2008 were interesting. i & 2 dzy RS R Al S
gl & F NBFf oN}IIAYy3I LRAYyGHG FYyR L ft221S8SR I
not clear that the rate of audience return ahe investment is worth it;
particularly given the total costs and other investment opportunities.

g

U —

A More opportunity and return on investment may exist in web and wireless access
streams than in broadcast property investmenthis is particularly true in ajor
markets where the station costs are still so high and the opportunities limBatlit
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 tbhaline audience adds an extra 15% of
listenership to some terrestrial stationéd b2 6> A F S@SNE 2yS 27F dza
15 or 20% more audience because people are listening to us on the internet,
0KSY ¢2dzZ RyQi GKIG Y2@S GKS ySSRf SK¢
- {KS I f a2 ydkim8sic cranh¢l as@riindiEation that a station in a less
thanrY 22 NJ YI N]J SG OFy 0SS agAfRfe &adz00Sa
A ¢KS aSO0iA2y 2y |15 NIRA2 A& NAIKRegioadzi R
R2SayQid &aSS 3SiaAyoad fdeding otiersyeamehdigivendtsF | 5 06
GSNE at2¢ FR2LIA2Y NI-pasSedbyhe RapidiaBcoptionad Q& A
iPhones and other wireless devices.

atdz €
2S Q

<,

— (U
(0p))
~h

- Reginawas an early adopter of HD @& O dza S 2F 2! h¢ Q& dzy Alj dzS i
she spent sigficantly more than most stations in convertind.he only real
0SYySTAlL aKSQa NBIftATSR A& FNRY aidNBFYAyYy3a |
I 00Saa AayLFi aK SLONR olfy2Wwy ( KShéewaulkhate a KS (| y 2
put the money into putting more stlams on the internet.
a 6 Marketingy ¢tKA&a aSOlAzy YR (KS O2yOSLJia RAAaOdz a
did not go into any detail in this area).
o 7 Support for Stronger Servicg&his section raises multiple concerns and objections
about the handlingf underperforming stations, the treatment of university and other
institutional licensees and the implied future of CPB funding to statidrisi¢ section is
probably whatconcernsy S G KS Y2 a i o¢ 0
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A wS3IAyl NBO23yAl Sa (KS & mmerpetfd?riag &hd 32 NRA £ € |
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 pesfocenas well as dis
lists of stations not meeting criteridnd it has the existing ability to deal with
problem stations on an aseeded basidf there are enforcement questions or
issues, they should be dealt with as such rather than questioning therlyig
policies.
- 2A0K GKAA yS¢ SYLKIaAa 2y INBgAy3I GKS
new rules for the exceptions or throw the baby out with the bath wetéFhere

are and always have been audience performance issues with some stations but
they shauld be dealt with on a cadey-case, exceptions basis within existing

%

dzR |

policya L GKAY]l a2YSGAYSA 6S YIS .ddekl ySg NHzZ Sz

stronglythat we need tdfigure out a way tdhandle stations which do not meet
already established critex andnot necessarily redo everything and start over

0S0OFdzaS GKSNB IINB I ¥S6 LINRBOfSY OKAf RNBY O

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

adlridArzya FyYyR ¢S aK2dzZ Ry Butiamid batBighamiz 2 R Y2y S

push we should avoid any sort of formulaic approaches or solutions (e.g. funding
one operation per stateetc) Different models have been developed and work
well in different geographiesState networks work wonderfully in some states
but in others there a& distinct, established sulegions to serve (e.g. Tennessee
with West Tennessedjliddle Tennessee and East Tenness@ée regions are so
distinct that there are even three stars in the state flag to acknowledge the
GUKNBES adlasSa 27 ¢SyySaasSSeéoo

- In makng these comments, Regina emphasizes that she fully recognizes that
i K S NBone Istatins which maybe are no longer qualified for CPB funding
lyR aK2dzZ R y20 0S UKSNBéxX o0dzi aKS 202S
structural criteria (i.e. licerese and governance type).

A The data does not support assumptions or assertions correlating audience service
with station structure (licensee type).

- 4L Oly &K2¢ &2dz O2YYdzyAide tAOSyasSR adl

show you university stations &b are pretty cruddy Likewise, there are

outstanding university stations as well as outstanding commdiggnsed

stations. CPB has already funded studies conducted by economists, PhDs, others
which reflect that there are no inherent barriersto ai$ta 2 y Qa | 6 Af A (@
quality public service because of its licensee type. The data does not support
a2YS 2F GKS NBLRNIQa lFaaSNIA2ya | o2dz
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L KIFI @S 0SSy 3A20SNYSR Ay (g2 2NJ GKNBS RAT:
in any of themAnd you can fly and soar in any of the 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 enttyK S NB Q& V.2TheRédpartF SNBy OS

& 0 | thdndanyYcenseewith agendas other than public radio that have not

Fdz f & NBFEAT SR (KS F-azSt f LRINRYWEBA AT dZF (G KSAI

L KFEGS (G2 a2dzyR LI NXy2AR o6dzi L NBFffte G(K;
getablackeyeMr 8 60 S 6S Q@S R2 yeBaude ive like2to cAnipih St @S &

about the chancellor or the president or this or the othBut | think if you look

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

their communityc @ 2 dzQf f T AigeRsedigtatiossS NB& A (0 &

A TKS NBLRNIQa adldSYSyda FyR FaaSNIA2ya | 62 dz
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 toolsjtfzattify the

LJdzo f AO &ASNWBAOS QI fdzS G2 dzyAGSNBAGASA 27
R2AY 3 0.dadhke gaSe2BWUDT, the university is putting in less than

$500,000 in support-Y S NB @& 6 dzR 3 S (i -- vihitzdeGedvingindte thaik S Y
$5million in public service value, according to the CPB formula using financial

reporting and Arbitron datal YR G KS dzy A GSNERAG&Qa | LIINBOA I
been tested and affrmedy C2 dzZNJ @ S N& | 323 ¢S adGF NISR a2y
would have allowed th&niversity of Tennessee to walk away from this radio

a0l A2y 6A0GK ONFX3IIAYy3I NARIKGE o2dzi FE€f 27
to give birth to public radio. dzii G KS& G SNBY QUT canynaeS®B a1 SR Ay
support WUOT and the station is cetatingits 66 Yy A S NBE I NB GKA & &St

ax

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 arthing else combined.

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

raiseevenmore money to offset the losé\nd since they would be drawing from

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

LI NI AOdzE  NE da2YSUKAY YSH2RER a2 {IKISS R SHINR
the overall community

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

wSIAYlF A& y20 adiNBE gKSNBE Al 02YSa FNRY 201
I 20 FYR YI20S8 ¢SQ@akahadingbdiNddé 983 Ay 0
Y2NBE O2YYAGGSS YSSiUAy3Ioné .dzi GKSaS arys

REGINADEAN 30



grow the audience

Conversations with Public Media Leaders

community licenseest ¢ KS OIF' NS YR FTSSRAYy3I 2F GKSANI 63
as challenging as having to deal with one boss or two atityeA @S NE A (& d ¢

A ¢KS aS0GAi2yQs dzas 2F (SNya tA1S aO02lfAlAz2ya

of who judges this commitment and the implications for those not judged as
committed.
- dae ljdSadAaz2y Aay 6K2 RSUGUSNXAYySma (KAAK 2 K
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?

- Referencesd governance are similarly troubling2 K2 RSFAySa (KAa | yR
' YR ¢ KI iinthRigtdadity, gnal the stature public radio seeks as
AAIAYATFAOI yi O2 Yacug/lniean?Theyedie hothquidbsicang @ X
every governance structure. &i y 24 | &2y S SokdaSwhehA ia I ff & )
GKSe adFrNI G2 Grt1 Fro2dzi I2FSNYIFyOSs LQY

Despite assurances, she still wonders whether the report logically implies changes in
CPB funding priorities and its existing funding to stations.

- G L ozyind 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
'y adSNRa]l Al ¢2dzZ R KIF@S al @SR YS || t26G
- Still she wonders when she thinks about thege funding needs of many of the
NBEO2YYSYRIFGAZ2Y A | ik evbidoheRvil partisipale & KA &8 A 1 S
sounds so, so, so, so familiar to a 2006 report where [CPB] was not going to take
any money awaybut in order to go after theseew pools of noneya station
would have to this, that and the otheNow, technically speaking, mayhe
aldFdA2y g2dZ RyQil f 2aS stuctid pro§ildist frdam2 6 SGSNE A °
doing something theiis itnot being discriminated against becausal Q& y 2
lookedat as a station that ¥ NS I R& G2 | 04 Ay [A Gy SOHWAQUT T dz
do X? This all sounds familiar.4.S Q@S 06 S Sigo ft NRdzyIR WAKYS 2N (¢
- ac¢kf1 Fo2dzi GKS O Néhis (he repost)asWhatmeBsSaNI G KS (1 S
system shouldbe doing and we all agree that this is the direction we need to go
AysS R2SayQid AG 0S3 GKS | 2z8ndthénzhgistart§ KSy ¢ Ke
ISGaAY3 &adl A 2whénQou/stariDaisihg sorgereyebiréivs Betaaise
Congressmen fight hard feheir individual station(s) who serve their
O2yaiAaitdsSyiaos
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8 Followup and Accountability LiQa y2id OfSIN KFEG GKSNBQa
accountability reporting or that the effort and expense involved would bring any
benefits.

A Stations already da tremendous amount of reporting/ t . Q& NB L2 NI Ay 3
requirements havebeen a big helmibeing able to say we are purer than the driven
snow because we have to do all this stuff for the audlitteeps ugransparently

Ot Sy I y.ButtherepaNI DB INGB O2 Y Y 8 y Riultived §6llow NB I+ NRA v 3

ups, annual reviews, reporting results, assessments with multiple constituencies,
2NBFYATFGA2Yy&aS AYRAGARIZ far SiOoetydddet KI Q&
sizeableprice tag But where rubber raets 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 listend¥s.

A aL GKAYy]l GKFG ¢S IINB | O002dzyilotS Ay a2 Ylrye
resent the fact that it makes us sound like we have to follow up and be more

accountableL G KAY]l GKIFG GKS F002dzy il oAt Aide a&aiNHzO(

2. Recommendtons resonating most strongly for their station and market

b2GSY wSIAYlFQa 3ISYSNIf LISNERLSOGAGB®Sa F2NJ KSNJ
above She did not speak specifically to the resonance of certain recommendations to WUOT
and its approakes to growing its audience.

3. Important recommendations or perspectives missing from the report

o}

nao

o]

o}

GL O2dz RyQd AYIFIAYS FyedKAy3I G(KFHiG O2dd R y2i

.A33Sa0 OKFffSyasS 2N KdNRES G2 NBFOKAy3a (GKS
ResourcesObviously.

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

environment

A Aa¢KSNB gta  3I22R tAYyS Ay KHN& stiffkthati al & a
6SQYS 320G G2 0S NBIFffteé O NpHdisstepadddl dza S
spend a lot more than we really need t@neof the barriers is trying to figure out
the moving target Whatseems like a good idea today might be pure folly tomorrow
Theil SOKy 2f 238 Aa OKIyYy3aIAy3I &2 siwkadwholelokoF G A
money into it and then find out you bet on the wronghorke R2y Qi KI @S |y
2y K2¢g (2 | @2AR (GKIFI(QKIBUASY DS BYRAFANNKS
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TimM EBY
GeneraManager, KWMU, St. Louis, Missouri

Key points

o The govenance issues mentioned briefly in the report pose a significant challenge for
growing the audience.

o Metrics on social impact, not just audience size and reach, are needed and will become
increasingly important.

Points by question aregand detail on key @ints)

0. Overall reactions
g h@SNIff GKS NBLEZNI A& GUSNNATAOE |yYR LINRPDARSSH
g a1l Fy3aAy3d FNRdzyR GKS FNRAy3ASa¢é¢ 2F (GKS SydANB NE

the resources to do it, of the business model behime plan This is a major challenge
GKIFiQa y20 FIRRNBaaSR o6& GKS NBLEZNI®

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

a 2.3 Journalisng Integrated Online News CKAA (2LIAO A& GSNE YdzOK 2
been for some time, gotnback to the days of New Realities at NPR, so he appreciates
0KS NBLRNIBYE ERNADRBI Xdzeovr23Q@a +y | NBF gKSNB a
way to put it togethefb €
A LIQa Iy IdZRASYOS aANRGgOIK I NBIF ¢gKSHiSt Lzt AO N
shouldexerciset b2 20 KSNJ AyadAalddziaAzy KFa GKS 3INF aaN]
coupled with the national institution that we have to really bring together an online
news presencd think itcouldbeus  § OKSR o6& |yeé 20&8NJ &2 dzNOS ¢
the advantage of being from the neprofit sector which is a more favorable position.

A He has no concerns about KWMU losing its identity or brand by being part of an
integratedsitea L G KAYy1l GKS 6So0 Aa G2 F LRAYyOG y26 UK
and put it wherever they want to anyway, so we might as well try to get it distributed
2dzi Fa YdzOK |4 Ll2aaAroft Soé

a4 The Network Tim associates this area closely viitB Integrated Online Newis terms
of the same high importance, the interrelated elemeatwd the benefits of collective
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N

actonLy 020K INBFa a¢S NP y20G 3F2Ay3a (G2 0SS lof
Oy R2 (KSY (G23SGKSNJ GKS 06S0GSNIWE

6 Marketingy CKAA A& Iy AYLR NI efigdive matBeting is goiKe? dza K ¢ A Y
to happenmore on a local level than it will on a national leeélo be effective locally,

stations will need to:

A Put significant resources behind it (first and foremost)

A Be creative in using networking technology and applications to market themselves in
ways notthought of or even possible before

A View it more as relationship building than advertising and promotion

A Deepen their understanding of their audience by using existing databases of donors
and creating new databases of nondonors.

7 Support for Stronger Sezgi Tim underscores the importance and, in some cases, the
inadequate emphasis given to several of the recommendations in this section.

A Overall talent and organizational development is essential for moving the
recommendations forwardThis includes divekssi & 2 F GFf Sy 4 aAy Ftt Al
stations and the retention of talent by statiorlRetention will require providing
adequate compensation and a supportive culture, including one that is open to giving
talent opportunities to try new things and takesks.

A The structural issues are huge and will require support beyond individual stations to
address(See Section 3 below for details.)

A The integrated cross platform metrics begins to get at very important issues of
YSFadz2NAy 3 adlF A2 add@ncandmber® dzil MK YR2Bagdad 32 7
enough.

2. Recommendations resonating most strongly for their station and market

o}

1 Inclusiveness CKA& A& | daoA3 AadadzsSe F2NJ Yza! Ay NE
local programming to better serve the Souis community Diversification of news and
production staff is a priority.

2.2 Journalisng Local Reporting The delineof print journalism which has been the
GO02yySOil2N) G2 GKS O2YYdzyAde Ay | t2G 2F gl e&at¢
KWMU togrow its audience and assume that roléis will require both creating greater

g NBySaa 2F AdGa OdaNNByd €20Ff LINRPINIYYAYy3I |y
when listeners do come to us, we are delivering important local content to go with the
ntdA2ytt O2y(iSyddé {eaiGSY adzll2 NI F2NJ odzAf RA
very important in this regard.
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2.3 Journalisng Integrated Online NewsThe idea of an integrated national online news

site playsout locally as welKWMU islookiB +  KI @Ay 3 O2y @SNEIF A2y a ¢
onlinestart-upy S a4 LJ LISNJ aAy OS agS aKINB GKS &l YS YAaq
and are both norprofits providing the service &Vhat they might be able to do locally
would naturally feed into what might be de nationally in terms of providing St. Louis
centeredcoveragd YR G KS &l YS 2NBFYAT I GA2Y I §

| Ky
2F AYOGSANI GAYy3AE g2dA R Ffaz | LILXe 20t

YR 08
f ;

te

D¢ O

A In this case Tim does have some concerns about losingderad 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 beraportant

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

YSRAI Qa¢c RBDIAYGSt dzRSa YI 1Ay3I o0SGGSNI dzaS 2F 4KI
YR 20KSNJ yIFrGA2yl+Ff LINPOARSNEB |a forStft +a O2ftftl
regional content development or a network of providers from communities dealing with

similar economic and social issues as St. Louis.

6 Marketingy CAY &a4SSa | aKdAS 2LIRNIdzyAdeéd F2NJ INP
community awareness of its logalogramming during this time of decline of the St. Louis
PostDispatch As with local news programming (above), support for improving the
atldArAz2yQa YIENJSGAY3I OFLIoOoAEAGASAE YR OF LI OA (&

A In keeping with viewing this marketing work necas relationship building than
LINEY2UGA2YS ¢AY FYOUGAOALI 0S&a ONBIFOGAY3I || a02YY
Y2YyUKa ¢6K2 g2dz R ¥20dza 2y o0dzZAft RAy3 Y2a! Qa N
while also pushing targeted content out to those communit{@heposition 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.)

A In terms of resource commitments at the station level, KWMU iseciily spending
about eight percent of it budgeting on marketingm can foresee this increasing to
15-20 percent given the opportunity in the market to increase audience through
increased awarenesé ¢ KS FA3IdzZNS A& o0l &SR 2¢¢é oNRFR RS
including positions and activities such as that of the new community manager job.)

3. Important recommendations or perspectives missing from the report

o]

GovernanceThis is a huge issues for the system and bigger than referenced or addressed
in the repat.
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A The GTA initiative really brings the existing governance issues to the forefront

080l dza8S AG SYLKI&aAil Sa GKS RA&alGAyOiGA2y 0Si(6S
I NBE aF20dzaSR aidNROGEe 2y (GKS Ayadrfidianzy 27
a higher ed, or some other type of organization, or even a joint licensees in some

gl eadé

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

need to bestation-driventhrough some national organization or coalition tha

pushes the issuesuch a group might not constitute a majority of licensees but could

aldAtt oS tFNBS Sy2dAK G2 YIS 20KSNAR aSS Al
the train forwardd €

/I't. ¢62df R 0SS GKS &GARSIt 2 NEhi policlesiagh® y¢ (2 | R
funding criteria. dzi A G Qa dzyf A{.8f & . G22MCG& YSat EFA KNKS:

tendency to be the last, to not be out in front leading a chafgalmost waits for
permission to do things and continues to wait and the permissioenesmes from
Sy2dzakK O2yadAiddzsSyda G2 Y20S A0 F2NBI NRDE

Service and impact metrica SGNA O&4 ' NB ySSRSR GKIG aNBIffte G
impactwe are having in the lives of the people who are touched by our se&hdce

A Gl & LIKAELF YGKNRLIA B AATA IS NI NaliS 22Ty SLadzo £ A O NI RA 3

such metrics will be essential in making our case for supfadss counts of eyes

YR SI NE dyidedito Beddfeforshb® the actual roles and importance
public radio plays in peop®livesc howwe help people understand issues, what

they do with that information, how they become more civically involved as a result,
SiOowe

These are the sorts of measures social service agencies have traditionally developed
and that public television is starting @mploy. For example, Tim has talked with
General Manager Jack Galmiche at KEVY@ St. Louis abohbw they useda couple

of social scientists from the University of Wisconsin to measure the impact of the
station<zommunity engagement initiative on thraortgage crisis.

I aaz20Alf aOASYyOS¢ |LIINRIOK Aa ySSRSR (2 RS
etc.

As noted above, the croggatform metrics recommendation begins to get at the
AadaadzS odzi R2SayQd 32 FIFEN Sy2dzaAKo®

4. Biggest challenge or hurdletoréeBK A y 3 (G KS NBLR NI Qa 202S00GA0Sa

o]

Existing online mindset3o make progress on the online related strategies there will
YSSR (2 0SS GOSNE aA3IyATFAOIYyGé OKIy3aSa Ay LINBY
works, the investment levels required, and traditaoundariesdt 2 S gAf f ySSR (2
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break down the walls that exist from station to station, from networks to stations, and
FNRY ySiGe2N] G2 ySiso2N] oé
Governance structure#\s discussed earlier, misaligned governance interests will impede

progress, particulayl at the market level where multiple misaligned licensees may be
involved.

Lack of carrots. Clear incentives will be heeded to move some stations to take the actions

YSSRSR (2 3aINRg (GKS | dzRASYOS odzi Ay (2RIF&Qa a&aé
andthey can be reluctant and slow to offer it.
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MIKEL ELLCESSOR
General ManagemVDET Radio, Detroit, Michigan

Key points

o More humility is needed to really understand how to become more relevant to a larger
audience and to avoid just doing more of the gam

o 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.

o ¢ KS & LINAfNRRIjéUhiREs asbarrier to growing a more inclusive audidénaill
also cause real rubs in building an integrated news site that is inclusive of other sources.

o Real carrots and sticks are needed for stations to address audience service
underperformance and the system needs to begin addressing major market
undemerformance as a national issue.

o GD2AYy3 FNRBY (KS OSYdSNI 2F GKS dzyA OSNRS (2
my thinking on many of these issues.

Points by question areéand detail on key points)

0. Overall reactions

o OQur efforts to grow theaudience would benefit from more humility

A a2S gArftft o0SYSTAG IAINBLGEE AT a2YS Y2NBE KdzYaf

of our processWe have a consistent tendency, in a language that shows up in here,
G2 20SNREGFGS 2dzNJ AYLR NI F yOS d¢

A 1t should beremembered that the majority of Americans get along fine without

public radio intheirlivest ! Yy R AiQa y2i tA1S LIS2LI S R2y Qi |

Gtheydat S2LJX S NBFfteé R2 (y2g GKSNBEQa GKI G
lotsofthemK | @S KI R AY(iSN} OGA2ya 6AGK Al YR
A 2SS ySSR G2 2LISNIGS tSaa T NP Ywebelidvd@aadh (G A 2y
move to a position of understanding what other people really need and basing our

2 LJ0 A
alk AR

i KI

response on having alentic conversations withthenét ! £ 23 Y2NB t AaGSyAy:

of what we are going to do and what we say, we tharkd we believe, I think would
0S OSNE 3J22R FT2NJ dza o€
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A The risk of this lack of humility is that we just end up doing more and better of what
we already know and dgand that is not going to grow the audiendei 62y Qi YI 1 S
us relevant in the lives of a wider swath of Americans
A ¢KS ONRIR O2yOSLIi IyR 202S0GAQGS 2F ANRBgAyY3
ail1Sa 2dzi I FAZR L4 YAVRRAMPNG RISHaAAG I22R  YI NJ
GYVRARRAY3I o02G0G2Y tAySéE 202S0GABS FT2NJ 0KS LIN
- GDNRBg¢ (GKS I dzZRASY OS> (KIGQa GKS o02G0G2Y Ay
in their lives, really reflecting their lives, and being a voice to thed &f
aspirations But that is going to be predicated on us having a whole lot more of
whotheyare in our operations, in our system, in our ecosystem, rather than
moreofusAy G KSY®¢

o ¢KS 2dzif AyS 2F GKS NBLR NI A éctioSst FA LINR DA RERS | v
major keys 4t also has a subtle thread running through it of needed carrots and sticks,
whichisrightd¢2 S NBFft& ySSR (2 6S YdzOK Y2NB ¢l 1S |
incentives to spur performance and disincentives in place for in&cy/ ® ¢

o L KFE@S 06SSy FLIINBOAIFIGAGS 2F GKS g2N)] GKIGQa o
its development closely and | want this thing to work.

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

b2GSY aAlSftQa e&rdYsas dfhe réporBtiat chriddctéd with him
strongly, particularly his thoughts on what seems missing or unsaid.
o 1 Inclusiveness ¢t2 0S02YS Y2NB AyOfdzaAa@dS aSOSNRBOIKAY T
mindsets need to shift from core values to dynagnaversations with audiences.
A Everything needsto beonthetabte5 A JSNERAGE KlFa 06SSy RSTAYSR
for way too longEthnicity has been the principal line and that has delivered almost
no discernable impact; almost nothing has happenedisa $pace foreveiThe frame
KFa G2 aKAFO NBlLFffte RNXYFGAOFEtE a2z A0GQa RA
makers and the participantReally tangible, meaningful action needs to be on the
iFrofS KSNB®E
A Let go of the core valueBecoming more inclu@iS A&y Qi | YIFGGSNI 2F SEI
existing core values to new audiences or adapting them to fit with new audiences
The whole idea of core values is misguided.

- a¢KS O2NB O fdzS& FNB | Odzf (1dzNIF £ SELINB&&A 2
culture andl think the core values right now are highly suspéttink that whole
LI NI RAIY A& OSNE adzaLISO0 v¢
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There is little to be gained in revisiting the core values or developing a 2.0

version LG g2dzZ R 2dzald LXF& Ayil2z (KSrdéK2ft S & LINR
that | can put in my wallet and | can pull it out and can show people what the

0NHzG K A& dé ¢tKS ¢62NIR 2dzald R2SayQid 62N} f

A Move to active, dynamic conversations and relationships with audiences.

aL GKAY1l GKS ¢62NI R fUet@dpedpi-likeyoubndli A S 02y |
are having right nowAnd | think we need to always refresh that relationsiife

cannot become fixed aboutif 221 = 68 OFyQi 6S5S02YS FAESR |
6S NI A&S 2dzNJ OKAf RNByYy I ¢S ayQie gidniminoud 02 YS FAI
education system, about our marriages, about our relationships with our parents.

28 R2y Qi 06802YS FAESR Ay SOSNER 2GKSNJ 1Se |
aLGQa  REYyIKWKONBNRBHI| GARPEKABZ2 NANRIE NBI € Fl
think it has to have all of that texture and the vitalityeople need to be able to

disagree and agreeto have fun in a space together even though there are
RAFFSNBYOSa 2F 2LIAYA2Y YR LISNBLSOGADS d¢
GLQY 2dzal.INBNEda (SKED AGIKSARY Beit inlNevd Yotk NI SR G2 S
after 9/11 when at WNYC we saw that we needed to have all these conversations

gAGK ff 2F (GKSasS LIS2 LI S.Forkstabegelvad2 dzf Ry Qi
in New York City after 9/11 we had to substantially rethink what we weregdoin

We had to have all these new relationships2 L 61 G OKSR A G adl NI GF
db2¢ KSNB Ay 5SGNRPAGE SOSNERF& LQY AYydSNI
middle class people who have every reason why they should be listening to

public radio But one way othe other they just keep coming back to me and

alFeAy3ar WL R2y Qi 1Y 2 émehnyrdagh adobw I & Gt 1 a f
R2y idz R2y Qi & 2 dzy R. AhdindbSdy thaf Bkoov B &n the ail y 2 &

YR @2dzQNB y2a G t 1 Aetaking ab@utizdu ate f étiliyK A y 3 (0 K I |
to me, like the screwdriver in the drawer in my kitch&ou are very useful when

| need to knowthat thingl Y R A0 Q& RSt AOSNBR AYy.BUt gt & GKI
| have no love for yai €

G5F& I F3OSNIKRIRQAE FolkS NI RUSbtol 15 yedrd NatioeR Y S

tdzof AO wlkRA2 KIFIa KSINR GKFIG O2YAy3a ol O1 0
it in a threering binder and put in on a shelf in their office and done nothing

F62dzi Al dé

2.1 Journalisng National Prgrams Increasingly sophisticated audiences are already
Y2OAYy3 LI ad btwQad OdaNNByd FLILINRIOK (G2 22dNY I f
constraining our reach and relevance.

MIKEIELLCESSOR 40



o]

grow the audience

Conversations with Public Media Leaders

A a2S KI@S (K A0 KeSfdscfdrijay@ppr@agh toournissm and the
audience has really shot past us in a lot of waymy are very sophisticated about
the way they receive their information, the way they dissect it, interpret it, and
categorize itYou knowg what box do | put it into, how | trust this so8c 2 NJ R2 y Qi ® ¢
A G¢KSNBEQa | LINASaiGK22R 2F (KS ySéa SRAG2NI (K
has got to incorporate more of our living vernacul@hink about it; are we really
speaking like the people around us speak? We aretnét S & Q @ ShisiowefaRd dza
over againWe are speaking like a very specific-selbtion of the American public
2S INB K2f RAy3 @SNEBI @OSNE GAIKGteE 2y G2 | ¢
YR 6KIFG LIS2LXS ySSR (2 1y26dé
A bt wQa arfagermehtNg ndt the issue. GEcan come and go without making
any real differenced [ S Q& 2 dAPR isoub bykhe gdfofsiiK I 0 Qa 2dzad KU
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 thélding, that to me tells the story of
how much NPR really is the editofad so when you talk about our ability to grow
2N y20G (2 3INRBg G(G(KS | dzZRASYyOS: G2 0SS NBfSOIyi
LQY GFf1AYy3 o2dzi (KXKE (IONA $XKE K2 2RY2 T 227 deNIAl
2.3 Journalisng Integrated Online NewsCreating an integrated news site is a direction
that will serve audiences in the ways they now seek to be seBatthere will be real
NbHzoa ¢AGK GKS 22 dzNY Iséridud aboubiexpiaddigiandirgegraiag A ¥ 6S |
our online journalism to include content from various sources.

A GLT @e2dz t221 4 GKS FY2dzyld 2F O2yadzyYLIliAzy
presidential election of online sources, and you look at the power wiesof 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 spHege

A a{2YS 2F (KS Y2ald AyFtdsSyildAart LI O0Sa oG2 Ay
to make the (NPR) news editors climb right out of their kiR @S &SSy LIS2LX S &l
GNAGAY3I FYR Ay LISNE2YZX GKIF G ((RoSerRam@a)za i 02 dzZ R
I @SNE NBALISOGSR LISNER2Y Ay (KS Lzt AO NI RAZ2
Talking Points Memd SO dza S (K (1 Qa 2.0z0 &4 KISTaRiMA 2 82K O f dz
Points Memawvon a Polk award for the investigative work that they did to help
bring down Attorney General Alberto Gonzal8p they are doing and living and
providing the investigative work that public radio can no longer do but we declare

themofff AYA(Ga 0680l dzasS 2F Ffft 2F (KSaS 20KSNJ ON.

A aLFT S | NB Ieokthedspiiafonstidripdoplé Have aud itto this

R20dzySy Gz (KS&SARRBY K SLINSOSa WRSNE (GKS 22 dz
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audience are going to rub up against each ottderd we are going to have to figure
that out.

4 The Network aA]lSdzZZAR NOWEAR 2& +ff 2F (GKS AYLMA &
There is no question of their value or importance in growing audience seiliey can

KStLI Ay YI1Ay3 &adGFGA2ya & YBNHSs idddsdlBndaieada (2 K¢
where more humility, lessvallingoff behavior and more nuanced approaches are

needed

A G2 KSy @&2dz 221 FdG GKS LKNIXasS WwWgSQNB 3F2Ay3 0
interests and communitie® G KSNX A& Kdzo NA aThergardi KSNB G KI
communities that exist in Amera 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
YI1S NBflFriA2yaKALA 6AGK GKSY a2 Ylye 2F (KS
would be rapidly advance@utit is this idea thatve are going to go out and create
publics¢ KS LJdzof AO Aa LISNFSOilte FTAySs: GKS& R2yQi

A This relates back to his earlier points about the existing journalism paradigm and its
counterposing practice of the editorial meeting witeeprofessionals determine the
news agenda for the day and tell people what they need to kriow K SNBE Qa | NBI f
thereL GKAY]1l I Y2NB ydzt yOSR NBtFiA2yaKALI Ay | {
was very happy to see the discussion and recommeéadatabout developing new
editorial frameworks in regard to local journalismS T2 dzy R GKSY G@SNEI O

z

andimportantd2 S ySSR G2 32 2dzi YR R2 Y2NB 6A0GK
ALY 62NyAYy3 Ay GKS aySiég2N1¢ aLl O0S adQa AYLR

2F yS6 StSOGNRYAO LI FOGF2NX¥a FyR FLILX AOFGAZ2Y
face,realil A YSS Ay GKS O2YYdzyAdGeésxs ardiaAay3a | ONRAaA
through traditional mediat KS G SELISNASY GA It ljdza tAleé 2F |y
town-hal meeting and mason-the-street interviewing is different for eaclone

OFyQl 0SS I adzoadAddziS-efi2NI GKS 20KSNJ I yR | f¢

5 Market Strategies, Station Solutionk is time for the system to stop subsidizing

allrdAz2ya GKI G o takeprdvBrdaztions fo @nprokB thaizausiéncel

service!l YR KS 0SSt AS@®Sa GKAa FNBY GKS LISNRLISOGAGS
dzy RSNIISNF2NX¥AYy3I adGFGA2ya yR AYy | OAl& &g KSNE
very cold Darwinian wayroour future and our live® €

A aL GKAY]l AGQa GAYS F2NJ dza (2 abGpubli@ asSSAay3a a
radio stations cannot adjust their operations and become market compatible,
develop market responsive operations, figure out how to aréitaitheir brand,
figure out how to market themselves effectively, figure out how to use dedanig
proven practices on cair promotions and schedulingif people are still at the state
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now in 2009 where they are assiduously refusing to put the thingshave been

f SFNYSR AyidG2 LI OSs gKeé R2 ¢S KIFI@S G2 1SSLJ
GLFT ¢S INB 3I2Ay3 G2 3SG ASNRA2dzA | 62dzi GKAA

things! YR LQY f221Ay3 I ( .liwadpgerfedtly fin&kforthé adl GA2Y

public radio system to have the main channel in Detroit, the number 11 market in the

country, slide right into the abys#\t 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 disappeAridg

GKSNBE gl ayQd I O023yAldA@S RAaazylyoS G2 GKIF i
and everything elseBut if we are at the same time going to say we have this national
impuf aS> 6S KIF@S (2 ONBIGS a2yYyS {AYyR 2F | NXYz

A Mikel believes that treating station underperformance as a national issue, creating a
NBIFf aNHzé I NRdzyR AGX FyR AyaldAddziay3d FAYylLY
constituents of the stations anttheir licensees (communities, audiences, advisory
boards, etc.)

a 6 MarketingY ¢CKAA A& |y wahad2oldsh iysd muciNiBther thayf R &
what is articulated her® &'he two specific recommendations made are of the sort that
has been done foyears with no measurable impact.

o 8 Followup and Accountability a8 RSGIFIAESR SIENIASNE AG A& GA

FYR adA01&é FT2NIAYONBlIaAy3d FdRASYOS &aSNDAOSE

2. Recommendations resonating most strongly fdreir station and market

a 2.1 Journalisng National Program¥ ¢CKS GLINASAGK22RéE 2F btw 22dz
nationally also has a negative downstream effect on building an authentic local voice for
WDET.

A aLQY y2¢ Ay |y 2NBI stthédodinsteam efiektSdfitBat L QY f 221 A
look at the way that the thinking and the approach to news and everything has been

AKILSR AYy Y& o0dZAfRAY3I NARIKG y2¢ YR AG A& a
interactions with the national voiceThe way that théar has been set for
LINEPFSaarAz2ylf RS@OSt2LIYSyld Aa WK2¢ Ylye LASOS
YSIEya @2dz2Q@S 3F20 G2 Llzi e2dzNBESETF Aydz (G(KS &
GKFG yR aLISEF]1 Ay GKIG @2A0So¢

A Striving to create an authenticand &P yi @2A 0SS F2NJ 259¢ A& | &N

GKAY3IE IAAGSY GKIG AG aASNPSa 020K &AdzodNBIyY h
counties in America, and Wayne County, which includes the city of Detroit.

GwSO2yOAtAy3d (KS G2yt A Gydecoudti andlGoyinglatk 1 £ ' yR O
0KS AYLI OG GKSYy 2F GKS bl GA2ylf tdzof A0 wlk RA
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7

I 62 dziiddié RSEALIAGS GKS RAFFSNBYyOS&asx LIS2L S Ay ¢
GKSNBE btw Aaodé
4 The Network For Mikel at WDET, the most impant networks to be built are the
GakKz2S fSFEGKSNE OAGAO w&édaevblkst NI G KSNJ G KFy St S
A Building them is essential to revitalizing WDE®T KI 1 Q& ¢KI G LQY tAGAy3
basisright now¢ KS g1 & LQY | LILINE | Ktatighds véiengidhial f AT Ay 3
YFGGSNI 2F €201 LREAGAOAT AlGQa akK2$S fSIGKSN
a2YSo02ReQa ©@20S LINBGde YdzOK S@SNE RI& X L K
offices Or we have to be in their neighborhoods, in their adtfubasements, meeting
GKSY 6KSNB (KSe fAGS FyR 3ISGiAYy3a 6AGK GKSY
A Building these direct networks is also key to several other recommendation areas of

the report, most notablyl Inclusiveness, 2 Journalism and 6 Marké&ingii K2 dzZ3 K A (G Qa
322R 0KFG GKS NBLRNI KAIKEAIKGE aySGie2N] aQ

3. Important recommendations or perspectives missing from the report

(See the comments above.)

nao
o]

o]

.A33Sa0 OKIftSydaS 2N KdzZNRfS (G2 NBFOKAy3a (GKS |
More humility and less hubris.

A willingness to have changeaking conversationst L i 2dzaid 1SSLA O2YAy3a ol
willingness to have changaaking conversations with people who are not currently

engaged in what we are doingand then having thatchanges., 2 dz OF y Qi 2dza G Kl @
conversation; you then have to actually change what youAdul | 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:

o}

Mikel makes a point of noting that his current perspectives have been shaped by his

recent changes in localéGoing from the hub to the fringe from WNYC and New York

City to WDET and Detrajtand watching the conversations through thes#atient

f SyaSasx (KIFIGQa oKIFId KSfLISR G2 akKlINLISy Yeé GKAy
.SAYy3 AYy S5SUNRBAG KIF& LI NIHAOdzZ F NI @8 LlzZ2aKSR KAA&
yEGA2ylLf al0SySeo a¢l 1S GKS OKSO(ltAad 2F GKS Yl
Statesright now and Detroit pretty much has all of them. So a lot of people in United

States in many different sectoc¢seducation, governmental reform, corporate structures,
not for profit reform, all these different areasare all targeting Detroit right nowas the
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place to launch their incubator projects because they see that if they make impact here,
GKSYy AG A& dzidSNIXIe GNYyaLRNIFofS (2 20KSNJ LX |

1 SQa LI aaAz2yldS GKIFIG LzotAO NXrRA2 Oy o6S LI
NEfS® aL 0StASPS GKFO 6SNBE LlzfAO NIRA2I gAUK
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 actuaht in there and

get real about playing a rolethen | believe that we could really be the vanguard for

gKIG GKS O2dzyiNB alea AG glydad 2SS O2dzAZ R G LI
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KIT ENSEN

Chief Operating Officeieastream®, Clevelan®hio
Board of Directors, Public Radio International

Key points

a  The report focuses on tactics and quantitative goals rather than setting a compelling vision.

a  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.

o This sort of effort needs to start with local community ascertainment and drive content and
platform priorities from there.

o ¢KS NBLERNI Ffa2 O02yldlAya Ylye aloaantikieiSte ¢2yR
is enthused.

Points by question areéand 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:

- {KS IyYyR KSNJ 2 NBI y xtruly tiahsfoymationai@i$angé.o A G K| NR£€ |

- {KS KFAa | OtS8FNI GASSLRAYG 2y Ydf GAYSRAFY &Ly
theuseofmediad y& YSRAdzYQ&a &4dz00Saa Aa 3I2Ay3a G2 o6S ol
YSRALl @¢

3

- {KS Ndzya Iy 2 NHinaddr rhdioiard RivisibnsessSidlly justSlisappear
other than as servicas 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 strateghich then defines content, for which you
then determine distribution

Forideastream this orientation and process is reflected in the four goals of its strategic plan:

1. C2A2GSNJ I LILINBOALFGA2Y X OzyGSEG FYR dzy RSNRGFYRAY 3
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 leverageessover 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 $hed2 NIi Q &
sections and recommendation€onsequently, most of her comments are included in the

Gh@SNI £t NBI Ol.EosfNBET SINNR)UORay (025t 2KeS NB LR NI Qa aSoi
recommendations are provided where possible.
0. Overall reactions:
o The greater \ion is missingrhe report focuses on tactics and quantitative goals rather
than setting a compelling vision.
A G¢KSNE KIFa G2 o0S | adNRy3d @rarzy |yYyR L GKAY]
KSNE d¢
A The preface of the report starts with the quotef Jon McTaggert: "We need a big
idea, a vision, a coalescing imperative . . . something aspirational." Rather than
LINE GARAY 3 &dzOK | @AaA2Yy>S (G(KS NBLER2NI LINRPJARSE

guantitative goal

A This focus on tactics refledi®w the system learned to work over the years to improve
to a point of quantifiable outcomesd dzive gt caught up in belief systems about
what (tactics) made it work or not work and we thought that was really the end result

Kit emphasizedhat tacticsare not anendresult.2 S £ a2 € SI Ny SR a&2dzQ@S

guantify itd &

A Kitlovesthea I N wl YasSeé [jdz20S &gehézmindtBe viBdmB I Y Y 1 SNE&
ySSRa G2 6S FTNIYSR FOO2NRAy3Ifey a!faGAYFHGSt e

creating a better lifeAnd | would define better life as more satisfying, more thoughtful,
more connected, more usefult is bold and audacious to think that a tiny industry could
in fact create a better life for the bulk of the US populatiBat | believe that public
broadcask y 3 Kl & GKIFIG oAt AGRE DE

a  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.

A Our conception of the role we should play is understated. KAy | &ih & AT
the mission of public service medigpublic broadcasting, public radio and public
television, all that mix- | think that what we have to do &erve peopland we have to
do so in ways which are consistent with their values and believe thatodeiis: first,
public service and second, educatidinis report hints at that, sometimes it is even
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NEFSNBYyGALt G2 AGZ odzi AG YrAaasSa | @aA3d o6Sd o
F2NJ KGRI K QR2Yy QG YSHyYy 2dzAalG Lzt AO NI RAZ2 ®¢

A Our audiemes already see us playing thisvitalrold. G KAy {1 GKS | dzZRASYy OS A
consistent about their viewpoint about public broadcastifey value itThey see it as
informational, as educational, and as public seniig that means in their heatthat
we are as much about culture and arts as we are about niwssas much about
education, it is as much about protecting the environmeit i Q& ' a Y dzOK | 62 dzi f
RAFFSNBY (i GKAy3Iaodé

A a2NB20SNE Fdzy RSNE KI @S { KA ameilia tifafis iotaSaNIdA 0S¢ S
bounded by mediumd L Y o6SAy3 |&41SR G2RIF& o0& O2NLJ¥ NI G,
W2 KSy ySgald LISNE 3J2 gl es gKIG Aa &2dzNJ NBf S
GKS LI I GSKQ 'YR ¢KI G (KSuwisighdheyrieanvalyl y Aa 2y f
way and in any form that the audience wants it\hich could include print, could
include text, could include messaging, and could include more static web deliveries, the
glre Y2ald ySealLl LISNE NB RSt AGSNAYy3A (2RI & dé

A Definingthegoah y G(GSNX¥a 2F (KS INRPGUIK 2FP&§KS Lizof A O
GThereA & Yy 2U0KAY3 GgNRBYy3I SgAGK AlGPE .deli AAG A& fAY
G2YRSNFdzA & LIzfAO NIRA2 A&z Ay G2RIF&Qa 62N
televisionK | & @ ¢ ¢KS LINRoftSY Aa GKFG GKSNB INB aaz
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 lodk from the local community outwardFrom that audienceentered perspective
you can then consider the relationships and strengths and weakness of any delivery
adaitsSyos

o Toomanytactics KS NB L2 NI O2@SNE YIye (F OGAlCant ¢A (K2 dzi

FYR Ala @SNE GNIXRAGAZ2YIFE FNIYAYy3I R2SayQid 3sSid i

something memorable.

A a2 KSy @2dz KIgS (22 Ylye GFLO0GA0a AlQa GOSNE KI
And | saw too many tactickalso would say that | would bery concerned if my staff
came to me with this kind of strategicpldn ¢ 2 dzf R alF &8> 3I22R a0l NI I Y+
NEFffte ONROGAOFEf& AYLRNIIYGH®DE

A G2 KIG &82dz NBrffe KI@S KSNB:Z pgistpaniwbidh BN g K G G
very traditional L §in@tunl NI RAGA 2y f & LGQA F02dzi | dZRASyO0Sa
F6o2dzi RSt AQGSNE aeadsSvyaz AdQa lo2dzi YFENJ]SGAyYy3
development It works like any business pldni I Ol dzr t t @ KIFayQi K2ySR A
dzy A lj dzS X & K| {to maRe sare wetinRludedlif yeiwere going to build it
F 3+ Ay de
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Alfz2y3a gAGK + O2YLISttAy3d GAaA2Y> YAG 068
FASBS YSY2NIofS (GKAy3aa GKIFG @2dz I NB F O
STFSOE@RASTGI 24 (6CBA Y NNRPGSR R2gY d¢

o wS3IFNRfSaa 2F (KSasS ONRGAILdzSaxr YAG Ftaz2 assSa i

G2YRSNFdzZ ¢ ARSI A .y RFTANHEORYYSFREBAEYR]I Ay | 240

exclamation points and saying yes, yigsist wish | had asther 50 years left in my work life

0SOFdzaS AiGQa FlLaoAyl GAy3Iodé {KS Aa Ifaz2 @SNe |

amount of effort and time that people have devoted to developingand appreciates

being asked for her viewpoinshe looksdrward to participating further.

i
dzl

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 thatresonate with her and cross
referenced some of the GTA report recommendation to them.

@ Audience and community ascertainmeifiibe framing for this sort of initiative (GTA)
aK2dzZ R aA0GFNI ¢AGK f20Ff O02YYdzyAde fSFRSNRBKALJ
and their vision of how to serve those neefsom there the needed content focus and
platforms of delivery can be determined

A a¢KS Y2ad AYLRNIFYyd GKAYy3a A& LREfAy3a 2dz2N Od:
gKIG GKSANI ySSRA HtysRinted ditinaidus plades Nhe £ t @ | NS d§
report but is hard to find consistently or centrally2 KA f S A G RARY Qi 02YS 2
NBEO2YYSYRIGA2YS L ¢g2dzZ R alé& GKFG NBlIffeaz NB

A G¢KA&a 1AYR 2F 32Sa ol O] G afydudabgetybuR Tl aKA2Y
customers or your audiences to tell you what they want and then you do it, then
@ 2 dzQ NXB. Itks inter8sying, Rve say that we want to know a lot about our
audiences and we want them to be interacti®ut we-- our journaliss ¢ actually
NBEaAad FYyR 6S AYyFNBIldsSSyidte a1l ¢KIFIG GKS&@QNB
NBalLRyaArodSos

A Community ascertainment and community leadership are particularly central to the
recommendations in sectioh Market Strategies, Station Solutiobsth as a matter
of proper course and as the key to funding.
- GhyOS ¢S dzyRSNRERGIYR ¢KI G FdzZRASYyOSa ¢l yas

look at the licensees and ownership structures in order to say how we can,

through collaboration, merger or any other device, be marsteffective and
KF@dS Y2NB AYLI Ol ¢

- oL GKAY]l GKS 0A3 YAaa Ay (GKAa ¢K2fS WF dzRA
provide the funding- nowhere in here is there any discussion about the role of
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community leadership, via-vis service¢ K I i Q andifigZa@mesfirHow can

you leave out the most important constituencies in your discussidresiple

who are good at creating vision understand that first you getiouyp the vision

and then the money come8ut it cannot be among only professiondtshas got

G2 AyOfdzRS IdzZRASYOS IyR Al Kra 324G G2 Ay Of

I 2yGSydy {UNBYy3IGKSYyAy3 O2yiaSyd I ONraa GKS o2t
areas of particular emphasis should flow from the ascertainment of what the market needs
andwants (Kit bundles all the recommendations undemnclusivenes® Journalismand3
Musicdzy RSNJ ¢ 02y (iSyidé¢ |yR area aeSaz 3I22RPE0
A She singles out local reporting capacity as a content area of particular importance
think absolutely that anything wean do to continue to increase the ability to gather
information and do stories which can be regional, staide or national is going to pay
2FTF F2NJ dz&d | YR LIhave sofd\sReptitisizi dbadtsdime @ 8ie 2 T A 0
0§SOKYAldzSaszs @dzi ¢12 NBKYy QAR AYEA WY GRG Al ySOSa
2yS gle 2F R2AYy3a Al FyYyR AGQa Iff 3I2Ay3 0
Delivery systems¢ KA & |y F NBF @gKSNB &Zhoughditifourd lito a 2 £ dzii St
somewhat hard to follow and link tgpecific recommendations given the way delivery
systems are separated out in the report.

A aSiGlIRIGFE T ONR&aa LI GF2Nyay aahyS 2F (GKS Y2ai
on the systems work that needs to be done to create metadata archiving, theyaoili
network and be able to move things easily among the stations, producers, networks and
audiencesg; and across platforms and beyond just the web.

A Thinkinginterms of platform& L G KAy 1 GKFd ¢6KIFIG 6SQ@S 06SSy Rz
specific technologgnd device rather than understanding how platforms evolve and

where we get on and get offiWe already know that the wireless cloud is the next huge
RSOSt2LIYSyd INBIFX odzi GKSYy GKSNBQft 0SS az2vysSi

A Experimenting, learning arattinga L @#BERQWYWE R2yS | LINBGGe 3I22R 23
experimenting both as a system and as individual statiBns the problem is it that we
have too many tiny experiments and not enough movemeénti Q& 2dzad | YT Ay 3 K;

we do not use the knowledge that is gained in arlyeotindustry in these aread 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 dorfeoo much talk and not enough doing is the
way he puts itYou know, whenthe answersSr 2 6 @A 2dza | yR &2dz [t 1y?2
3SGGAYy3 Ay GKS gl 8KE

A Staying agnostic and thinking inclusively about platfodmé Qa A Y L2 NIl yiG G2 ol a
LIt FGF2NY OK2A084 2y FdRASYOS FyR O2yidsyd NI
I 3y 2 AW OF thndrdt taksitiplatiddns to specific applicationls C2 NJ & 2 Y S
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
0§KAY1l OKI (nttiag ahdylt Gt dnfuseed aboutte 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

a 5 Market Strategies, Station Solutionsit sees Cleveland as an underperforming market, in
aggregated ¢ KS O2 YO AY SR A YLI Qindic&IT\iarfd Somimkeimiaf A O & G (A 2
classical radio station has not yet been organized for the best potential service for the
region Community leadershp is acutely aware of this andustantly say there has got to
be abetterwaytodothisTKS& FFNB f221Ay3 G O2aix odzi GKS&Q
and potential impact.Perhaps with more dialogue and lots of patience, it can be sorted out
satisfactorily.€ hil2 thereds work to be done, she believes that community leadership is
engaged in the ways she seesvial.

a6 Marketing This is the second area where Kit sees the mosoffapr ideastream in their
market.

3. Important recommetnlations or perspectives missing from the report
o Educational servicée Y AY GS3INIf LI NG 2F Llzof A0 YSRALF &&SNI

A aLF LlzotAO YSRAI A& y24 | LXF&@8SNIAYy GKS SRdz0
value, the need, and the identifitan.! Yy R 2 dzNJ KA & 2 NBE ®¢ 9 RdzOF GA2Y
includes KL2 resources and curriculum as well as more formalized lifelong leafdang
instance, deastream is usingPulse of the Plangtroduced content and rersioning it
into an online resource orgéred by topic, grade, pacing and statewide curriculum
requirements (Pulse of the Plané$ an independent production unit focused on the
world of science, distributed on noncommercial stations, the Armed Forces Network,
and Voice of America, and supportbd the National Science Foundation.)

A The availability of multiple channels through HD and online opens up many
opportunities for distributing educational content and even creating educationally
oriented channelsFor instanceKitis working on a hugmitiative right now in the
health arena to do ongoing programming and looking at whether or not there should be
an entire health channe(On TV for now but the content could end up on multiple
platforms.)

a  Very basic public servicBublic media needs toonsider 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.
A G2KIFIG Aa 2dz2NJI NBfS Ay SYSNHSyOe abrdi@bfROI & (i K ¢
local media and local radio particularifhat is our role today and what should it be if
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Y2ali NIYRA2 A& y26 RStAGSNBR FTNRY az2yYSLi I oS §

AYGSNBSYyGA2YyK 2 KFG A& 2dz2NJ NRES Ay 2dzNJ O02YYdz

GhyS 2F GKSFrGKAVARAdZIKRASILWYoKI G KIFLIWISya G2 dza
What is our role? By that, | mean both short term and Hergn. Short term a tornado,

hurricane or whatever it is, but also lotgrm. As energy and access to power becomes

limited, which fankly it is already is if you look at the grid and at the demand on the

IANARI ¢gKIFEGQa 3F2Ay3a (2 KILWSYy (2 6KIFIG 6SQNB o6

.A33Sal0 OKIfftSydaS 2N KdzZNRfES (2 NBFOKAy3a (GKS
hdzZNB St dSad a2S3s 2dz2NESt @Sas finmitgdviegwpsnts, A0 FNRBY K
limited vision, history and attitudes, and inability to create effective compromises that

will still accomplish the task. These déatiitations can be overcome with a strong

enoughvisiond dzii L GKAY {1 (GKS ONMBARNA ARY T KIKSNB BSOS (K|
[T LAGEE® [FO1 2F OFLMAGEFE Attt YIS Al KINRSNE
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TOMKARLO

President andseneralManager KPBS/San Diego State University, San Diego, California
Board member, DEI

JOHNDECKER
Director of Radio and TV Programming and Operati¢tiBBS/San Diego State Universsgn
Diego, California

Key points

o  More specific strategies and tactics are needed in the repsdmething beyond the
normal academic public radio rhetoric.

a  Journalism, pdicularly local journalism, is the way to go and the place to start.
a  Public TV is a valuable partner for growing the audience.

o {GFGA2ya R2y QG ySSR (2 4FAdG0 F2NI Iy AyFdzarazy 27
audience.

Points by question areg@anddetail on key points)

0. Overall reactions
g ¢KS NBLRNI Aad a@SNE ¢Stf (K2dAmButabtbE GAGK a:3
Al FSEGd tA1S Gy2NNI{OE OARSXAPQUIZEEA OO NY BRER (I NE
way of saying we are at ajmt where more specificity and practicality is needed.
A aLiG KFra 0SSy Y& SELSNASYOS Ay Lidzthah O o NRI RO
we need to acquire more diverse audiences, we need to use multiple platforms, we
need to have collaborations ammhrtnerships-yet | think we are now at a point

where stations and leaders of stations and boards need to have specific tactics and
AUN)Y GS3IASETOM2 R2 GKI Go¢

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

o 1 InclusivenessJist as news and information is our greatest opportunity for growing the
I dZRASYOS 2@SNIftftx A0GQa Itaz2 2dzNJ 6Sad FyR Y24l
audiences.
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GL FANXNEE 0StASQOS GKIFG 2dz2NJ Y2ad 200A2dza 2 LILI2 N
informatonb 26 G(KS OKIFffSy3aS G4KSNB Aa GKIFIG AYyF2NNI
the perspectives on that information which is diverse and therein lays the challenge

Playing jazz music is different than somehow trying to attract the blacieace around

news and informationL 1 Qa | RAFTFSNByYy G (1SGidtS 2F FTAaK 0 dzi
got in front of us versus trying to launch music programming which is not as enduring a

a0 NI (%oHR o€

2 Journalism (overa¥) & ¢ K A & e ta start Th&r&is 4.0t 6f @om for growth here,

independent of all the other initiatives that are spelled out in this regort.

2.2 Journalisng Local Reporting d.220a 2y GKS 3INRdzyR Aa (G(KS ¢
decline in local commercial journalismdathe opportunity for public radio to step in,

particularly in markets where it already has an established brand and reputation for

national news¢ KS NBO2YYSYyRI A2y ad-okf GKAA aSOGA2Y I NX

3 Music Music may not be the most enduring way to bulddience, particularly

minority audiences.

A ahyS 2F (GKS NBIfAGASa Aa GKIFIG o6KSy AG O02YSa
minority audiences with nomews programming, anybody could dolftwe identify
music formats as an entrée to more diverse audeha > f S Qa y20 F2NBSG
things are easily replicabl&hey really areYeah, commercial does it different than
LJdzo t A O NI RloBnz odzi ai0Aff o¢

A Moreover, with the commercial radio model broken and the economy creating
additional pressures, commeial stations will be seeking and willing to try new
formats and approachesincluding formats serving more niche audiendépublic
radio comes up with what looks like a viable format, it might well be adopted and
adapted by commercial stations.

5 Market Strategies, Station Solutiank thinking about market service and options for
providing multiple services, it would be helpful for the systeand this report; to have
a real point of view on the future of HD

A ¢2Y YR W2KyQa 2tHP graud MB leiSad Slawddhout dn FGXK |
mandate or some other major external push for adoptiShort of that, growth will
depend on the gradual availability of HD in car radios and other devices.

A At present there seem to be more opportunities in tieblased digital space (WIFI,
iPhone, etc.)

A There may also be resurgence in analog AR¥lcommercial radio station profits
continue to decline and station values fall, John anticipates there may be a coming
g1 @S 2F NBIE Ayy20 G ¥yDyis Kt DEA & y& &K gzaS (20 IR2
desperate they will try practically anythigt. & 62y Qi f A7 St& 02YS FNERY
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and may come from middle and small markets where the stakes are Itivegrd as

0KAA KIFLILISyaz (GKS @I tbdisn cBamnellnddydiseA O NI RA2Qa O
7 Support for Stronger Servic&wo particular structural issues need to be addressed to
help spur audience growth:
A PermissiontoinnovattV2 Ky a4SS&a | &aKdAS aGA01Ay3a LRAYI(E
the stations and the networln regard to innovation
- a[SiQa FFEOS AdGT | t2G 2F GKS Ayy20F0A2Yy A
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 palif) Qa + t 2y 33 &2 NJ

history between member stations and the networks and we just need to get over
0Kl Goe

- 0¢KS ySGg2N)] aK2dzZ R 6S Fff26SR (G2 Y2NB ¥FNJ
public and to develop relationships with this publici 2 dza (§ st ®é a t A1 S A

z

tail waggingthedog. 2dzald 62yYRSNJAF Ad AayQd GAYS G2

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
theO & S-Jdha d¢

Note: John does not extend these relationship changes to national fundraising

- 2KAES GKA&A LRAYG YIeé LXlFe 2dzi Ay &G NHzOG dzNJ
issued ¢ KSNBE A& | ISYSNIGA2Y 2F LlgdiafdA O NI RA 2

to build this network and they did it from the ground.ufhey did it through local
stations and NPR was a product of tHdPR in turn grew so that it could serve
the local stations We need to perhaps think a bit differently about that
relationsh LI | YR K2g ¢S-JWd@S FT2NBI NROE

A Brand clarity and ownershiff 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 theirromunities, they need the ability to
brand themselves locally and singularly.

- aL YSIYy ¢S KI@S a2 Ylyeé oN}yRBEmednKl 0 L
what are we? Are we NPR? PRI? APM? PBS? KPBS? | think that the real future
of local public broadasting is serving the local community and using the national
content to supplement thatl would like to see less of the network brands to
allow the local stations to establish their own brand because | think that will
work. ¢ 2 YS A0Qa | ta@ak&andiherobBlaetieIbrdmyingistéuggle
% S Q @ Sl ar tedRy thinking outside the box, but | would prefer that all | do
here is build the KPBS brand and not have to send so many different images to
2dzNJ OASGSNE | yqRom dzNJ Odza G2 YSNA ®¢
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- ForJdohni KA& FAda Ay 6A0GK 2yS 2F KAa LINRPINI YY)
other networks asiews serviceBom 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 braimd) or at least allow stations to back them off
locally.

2. Recommendations resonating most strongly for their station and market

g llinclusivened ¢2Y | ANBESa gAGK GKS NBLR2NIQa RANBOGA
struggles witthowto do it at the staion level.

z

A aL adNXzZ23tsS gA0K (GKAa ¢K2fS GKAy3a 2F NBLSIH G
Y2NB RAOGSNEST 6S KIFI@S (2 NBI OKtgafebhd® RA JSNE S
to what | was saying about the public radio academic rhetdvigat | need ispecific
examples and strategies of how we do these kinds of thing® looking for strong
recommendations on how tdo it. The report would better serve us by giving best
LIN OGAOSa yR aK2gAy3d oKIFIG LIS2LXS NBE R2AY3

o 2.2 Journalisng Local Reporting Though already the top news station in the market,

KPBS sees large opportunities to grow its news service and audience across platforms.

A Themarketisprimedt 2 adGF NI {lFy 5AS8S32 A& RSY23INI LKAO
towndd 6 Qa [ fa2 aSSy || LINBOALAG2dBASREODOSYS Ay
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 a@ seeing a real change in the way local commercial television
FFFAEALFIGSAE FNB LINRPRdAzOAY3 ySga Ay | Y2NB aSy

A KPBS is organizationally well positioned & G KSa$S GKAy3a O2yiAydzsS
have an opportunity to be theeading source of news and information in this town
across all of our distribution platforms which include television, radio, the web, social

networking, and digital medig®ur audience is going to grow across all of those
things through the collaboratioand partnershipsvithin our own organizatiof® €

A The scale required is reasonalf@BS currently has seven reportététh 10 full
time reporters covering the city John believes they could increase their coverage
G S E L2 v @ #Adialsd rotesithere is anit to the number of onthe-street
reporters than can be productively added in a given time perYadi also need to
think about adding capacity for wider distribution across platfar(By contrast the
Union Tribunefter large job cuts still has 150 pae in the newsroom and about
800 total employees.)

A Repurposing and leveraging content is kBespite the crosplatform integration
that already exists at KPBS, they are currently missing out on opportunities to further
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reuse existing content across ftarms. Handin-hand with increasing reporting
capacity is increasing packaging and distribution capacity, whether that capacity is
LI NI 2F NBLRNISNEQ GAYS 2N a2YS 20KSNJ LIR2aAd

A Imperatives for national news also apply locdltyreading the section on
strengthening national news programming, Tom flagged three items that KPBS also
needs to address locally.

- G9YUSNIINRAS YR AYy@SaidAdalriAgdS NBLR2NIAY3I A
GF 01t So¢
- GadzZf GALX S dzaSa 2F GKS O2ydSyd Aa oA3d 2y 2«
- G5AOSNRES ©@2A0Sa ySSR (2 06S OSNE YdzOK | LI |
A Growth will happen as the business model plays ®oin sees their existing business

model as viable and the real driver of how far and fast they will expand their news
service and audience

- G¢RRI(G2 6KIFIG W2Ky ¢l a alreéAy3a F+toz2dzi GKS AR
have a number in mindCurrent reporting staff has been built up over the last
fifteen years from when we had basically no reportersinthe field Qa4 6 SSy
based on us improving oeontent and growing our audience, which in turn grew
membership and corporate suppoo 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 get§ o me there is nonagic numberlf we continue to give
a valuable service and people continue to support us in growing numbers, we will
O2ylAydzS (2 3INRg6 YR SELIYR GKS GeLls 2% O;

a 4 The NetworkWhile broadcasting remains its core, KPBS is comntittéeing on all
platforms as a matter of offering choices to customers.

A ahyS 2F GKS GKAy3Ia GKIG GKS NBLR2NI alAR Aa
core. We believe that stronglyAnd as a joint licensee even TV is still our cBrg we
haveto be available on all digital platforms R2y Q4 GKAYy 1 GKIFIG 6S | NB
the near future the web or mobile phones take over completely but it will be
complementary forug S@SNE G KAy 3 odomRA (23SHKSNWE

A With his staff, Tom uses the anajogf the introduction of ATMs circa 1980here
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 phonés (i Qful fodz&réin people at certain times for
certaintasksd ¢ KS ot y1Ay3 AYyRdzZGNE KIFIR (2 0S02YS @
GKSANI aSNPAOSE YR L GKAYy]l & LildzotAO oNRIFRO
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A Given the slow adoption of HD and without adding lagestations, John sees most
platform-related audience growth coming from offering additional content streams
through IRbased access (fixed line, WIFI, cell wireless,. @ugr the next three to
five years he can see the possibility of monetizing treseices by having
aggregated enough users for the traditional business model of underwriting and
membership to work.

o 5 Market Strategies, Station Solution¥he second best way to grow the audience in San
Diego (after more news) is by adding a-fitie music service on analog FBut that
poses some challenges for KPBS.

A Outside of existing competencigs ! RRA Yy 3 | ¥ azdipétendyShdiderl) S
falls outside this buildind. i A& 2dzad a2YSGKAYy3 GKIG 6S R2Y(
the years This makes that particular growth opportunity a bit of challenge for
adldAazya tA1S Yt. { ®¢ W2 Ky &adzallsoda GKIG GK
information stations.

- The exception could be starting a classical format stafitvey already air
classDI f YdzaA O 2@SNYyAIKG 6/ wun0 FYRI GSNE AYL]
can readily leverage from across the system.

A Need for a partnerlf starting a music service, John would look for a partner,
particularly one who could really innovate in creatihg new service in terms of
bring in a younger, more diverse audience and developing relationships with that
audience.

A Continuously monitoring for the right opportunitiKPBS has already done the
analysis and worked with Public Radio Capital to determiaéttiey could cover the
debt service for an $80 million station purchase based on a classical fordvathe
time, the asking price was $40 milionS OSy if @ A G Q& RNRBLIISR (2 bH.
0KS2 Q@S KI R AY. IHideh M@ t@rid, ah dacquisiiomdy hecaine a real
possibility.

A Need for available financing (nationwid®ased 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 pridesreasng the pool of
I @ AfFofS Fdzy RAYy 3 ( KNReAnkportartt thing2oNdlk2 K S NJ & 2 dzN.
aboutd ¢

3. Important recommendations or perspectives missing from the report

o PTV partnershigOne of the most valuable partnerships for public radio is whkirt
public TV station, whether a joilicensee or natKPBS sees this as an obvious way to
grow radio listening.
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A G{GNRy3 O2tftlF 062Nl dA2ya 6A0GK @2dzNJ LMzt A O ¢:
A RS NI A aFfrane asfthe Genexdl Niahager inth the way that we
could grow our radio audience is to expand our radio product to our web and our
¢+ adlaGAz2y YR AYy GdzNYy NBFHfte YF1S Ittt 27F

A Public TV still has a far larger cumediencethan public radia; 3 times that of
radio inthe case oKPBS.

A Radio promotion can be targeted and timel§PBS use evening primetime TV
breaks to promote what they are doing on radio the next.day S | NB O2yadl yi
saying join this story on the border on KPBS radio tomorrow, join this discussion
on our top show. . .we are constantly reminding peopée

A wlkRAZ2 22d2NyIFfAaY LINRPBPARSa (GKS owhithO]1 62y Sé
gives the journalists heard on the radio wider exposure and builds their
credibility.

A Filling the gag and seizinghe opportunityc left by the decline of commercial
journalism in the market requires effectively using all available resources, given
that new resources are limite@ombining the reach of both public radio and TV
through crosspromotion and content reusdoes just that.

. A33Sa0 OKIFffSyasS 2N KdNRES G2 NBFOKAy3a (GKS

CKS AYyy2@l (22ANXXa  Bdkot f SAYOY | NabisRds@nedgls keerd OS &aa | YR

from taking the risks for needed innovations?

A2S IINB Ay GKAA AY (i SRIKRESAshE nuhdbel tdcSstatio? 6~ | NB Y
in San Diego so there is a certain amount of responsibility and expectation on the

part of the audienceTo what degree are we going to feel free to innovate as we
O2ylGAydzS (G2 a2t ARATFE 2dzNJ LRAAGAZ2Y Ay GKAA

& Lob redd between the lines in this entire ninglyy S LJF 3S NB LR NI GKIF G Q:
about--A (0 Q& (i K 8 dilanymA.ZHGW did &eNdove into these new areas while
sustaining and growing our existing service? | think that the innovation is really
going tobe a challenge for usbeing willing to take risks, cut our losses and move
on! YR (2 aKAFTUG NBaz2dzNOSa 06SOFdzaS AdQa 3A2Ay:
YFE1S (GKAA a-JaeF¥ KI LILISY d¢
GhtR a0K22t¢ LSERLEBAYY RA tichayedges/aiichdrdles A 33 §
are old school people who are still thinking of public broadcasting where it was ten,
FAFOUSSYS (6Syome &SIFNER | 32 ¢

Their stalling and stopping effect is likely to appear in multiple ways.
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A Preventing needed consolidatioRixed 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.

A Sticking narrowly tpublic radiod ¢ IESMJA (KK G 2f R a0OK22f 2F Wy
2F NIRA2Q S80Sy (K2daAK 68 INB Ay | G2aGFt¢te
GoSyie FASBS &SI NR | 32 dé

A Limiting collaborationd 2 KSy &2dz Gl f1 | 062dzi O2ffl 62NJ (GA2
really changing idea @ ¢ ¢2Y R2SayQi aSS GKIFG KFLWSYAY
SEIFI YLX ST gKé | NByQil GKSNB 2y32Aay3 02ttt 62N
G{2YSGAYSa L GKAYy]l 6S O2dAZ R 0SS 2dz2NJ 246y OA3
ySEG St SgSy &Skmm G2 3ISG G2 Hnaundé

Addtional notes:

o]

CKSNBQa y2 ySSR (2 gl A0 F2NI+y AyFdzaizy 27

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¢ KS& Q@S R2yS Al o0& adqBledding yIAYy I (K

Fdzy OliA2yas NBR2Ay3 22042 06SAy3I Y2NB STTAOAS

- aGNIGS3IA0 LIy GKFEGQa @SNE FT20dzaSR 2y OSSN
GLGQAa y20G 0SSy I ¢ fobgedpk in tiiN®garfivatian bat2 YSG A Y
6SQBS R2yS Al Ay 2NRSNJ G2 LRaAGA2Y 2dz2NBEST
AAGGAY3 o6FO1 FYR aleAay3as wgStt ¢S OFydid R
Y2y Se Qog

la |y SEFYLX STZT W2Ky OAIGS heirorfide presénge: 1 KS@ Q@3S ¥

GLY wHnnp 6S KIFIR 2yS LISNB2Y ¢2NJAy3 2y 1 LI
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 workingull time on kpbs.org with a new digital department to create

content, repurpose content, and turn our website from a marketing tool into a

full news channeMe did that without hiring one extrabody S 2dzA G KI @Sy Qi
been afraid to rearrange the deck chaNBk @ €

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.

G SGQab2F 12085 Al & | o6A3 OKSO| (KLTh@a F2Ay3 (2
changeseed to get startd at home and there are things that stations can do
GKSYyaSt@gSas y2¢3 G2 3INRBG (GKS | dZRASYOSde
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CHRISTINAKUZMYCH

Station Manage®WWFIU, Bloomington, Indiana
President, Public Radio in Mfgmerica

Key points

a  An integrated online news presee is essential for public broadcasting to own the
journalistic landscapeL 1 Q& F gl & F2NJ Fff 2F (KGlagee aiSYQa NI
and small markets, radio and TV, state and national networks.

a  National brand and awareness marketing is esis¢for increasing both the size and
inclusiveness of the audience.

o Music formats could be enhanced by shifting local staff from hosting recorded music to
reporting on music, arts and culture in local communities.

g 2CL! Qa fIFNBSad a2gzoudd BayderthraughitsaNghal bndnR anfyy O S
content.

Points by question areéand detail on key points)

0. Overall reactions
o ¢KS NBLR2NI Aad AaOSNE O2YLINBKSyaA@dSe |yR ff 27
G a 0 NP ¥ éleds thé topics discusseda 1§ KS NBIA2Yy I o{wDQa D¢! LI
PRIMA) and of most concern to WFIU

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

a 2.3 Journalisng Integrated Online Newsdt hy f AyS ySga Aa GKS | NBF Ay
own the journalisic landscape as broadcasters and online is the kieig. the one place
where we can all meet large markets, small markets, radio, and televisicand that
NBaz2ylrd6SR OSNE aidNRy3aAf e o
A Content needs to be integrated at all levels, from bottom to toal market radio
and TV, state network, and national.

Ada! ol O01o2ySé¢ Aa ySSRSR GKIFG Frtt26a dzaa G2 | ¢
I OOS & anisccoduld exéend to having a single point of entry.
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A2KAtS GKSNB Aad O2ya2&SRIafF& RADGSERFSAGKAGHRWN
whether we should be investing in legacy broadcasting, digital broadcasting, online,
etc,a2yft AyS Aa GKS 2yS LI OS 6KSNBE 6S OFy |If

6 Marketing: The section and recommendations generally resonatduding helping

stations to improve their marketing techniques. But a major component is migsing

national branding campaign.

3Music:¢t KS aSO0iA2y A& aoStt KFEYRftSRé YR | LILINBOA

fact that a large portion of our alehce is coming to us because of our music and our

Odzt GdzNJ £ LINPINIF YYAYy3Id LG A& y22a Fftglrea GKS y

N

However, the recommendation area related to the presentation of music needs more

emphasis and perhaps a particular direction. Stations should move agraysfmply
LINBASYGAYy3d YdzZAAO O0GaLAYYAY3I /5aé60 FyR F20dza
cultural life in their communities. This local content can then be integrated into the

format. National program services (e.g2€) can handle the CD mugiesentation,

FNBSAy3 f20Ff adGFFF (2 R2 (GKS NBLRZNIAYyID ¢ KSN
all over the country. There is value in having local music, arts and cultural reporting from

across the country.

A These comments were made in the ¢ext of classical music programming but could
be extended to other music formats as well.

z

5 Market Strategies, Station Solutions:K S SYLIKIF aia 2y YIF22N YINJ S
O2YY2y a4SyasSeé¢ la I YSIya F2NJ odzifakohy 3 o NRIF ROI
may be different when building online audience. Stations such as hers malydray

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 seedlads status in the online

realm.

2. Recommendations resonating most strongly for their station and market

o}

o]

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 Journalisng Local ReportingBuilding stronger news content at both the local and

adridsS tS@Sta NBazylridiSa a@SNE adNRry3Itee F2N 2C

integrated TV, radioandonth ySga LINRPRdAzOGA2Y dzy RSNJ 2y S Gy Séz

bureau chief to improve their local news coverage.

ALy GSN¥a 2F GKS ydzYoSNI 2F aFSSG 2y GKS aiNB
YIEN] SGZ 2CL! Qa vy Stina regoriers plds paftiner@ahd irfetnslzNJ T dzf €
TNRBY G(KS 22dNYyItAaYy aOK22f A& af dzEdzNA2dzaé O
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GKFG YlIe y20 KIS S@Sy || ySsa RANBOG2ND b2y
reporters (a 50% increase) to begin to adequately cover the various comnsunitie

GKSANI YFEN] Sl . dzi / KNARaGAYl R2Sa y2i 1y26 K
created the framework and we have the vision. We know where we are going. What

Aa t1O01Ay3a Aa (GKS Tdzy RAy3Aoé

4TheNetwork?2 CL! Q& 3INBI 6§SadG | dzRA SyenlobaldaidierRel y 3 2 LILI2
for its original online content created in partnership with internationally acclaimed
centers at Indiana University.

A

A

A

A

They are in a market where there is little if any broadcast coverage growth
opportunity. They are using HD2 for a coemprogrammed version of their main
OKI yySt aSNIAOS 0 dziTheganticipaked@n HD3 deywiBe bdSNE &t 2 5 €
R2y Qi SELISOG Y drfeknaid masan ioKHDE ahE ND3 js in dhe
streaming potential, where unique content may attract a lteaaudience.
Christina imagines that many stations share their situation.

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 haventernational stature (e.g. the Kinsey Institut€enter for

Global Studies with a focus on Islam and Muslim traditions, the Jacobs School of

Music) ¢ KS& I NB y2¢ SEGSYRAYy3I (KSaS LINRPRdAzOGAZ2Y
radio use, but all are produced ariginal material for online(An anticipated

partnership with the Jacobs School of Music may also generate content for an HD3

service.)

This partnershigpased content production and distribution model is expected to

continue and extendto otherpartdé® | YR O2y G4Syd I NBFaz Fff a2
GNIF RAGAZ2Y I E NI RAZ2DE

G LINBaSyidz GKSANI 2yt AyS FdZRASYOS Aa aaftz2ef
contributing to the bottom line.

3. Important recommendations or perspectives missing from the report

o]

A national awareness campaign. The major item missing from the Marketing section is a
NBEO2YYSYRIGAZ2Y F2NJ I & yhisisiessghtial for hédé tgie &ang 3 O Y LI
SELISOGFGA2y GKFG Lzt AO NI RATBdoGhaty K& 2dlyt i KS 22
ONl} YR &aK2dzZ R NBaz2yrdS a adNRy3afe Ahdio GKS / bb

R2
NJ
A

GKA&d NBIdZANBa | yFrGA2yFt YENJSGAYy3 OF YLI A =
NBfe& LlJdzNEdzSR F'yR LlJz2NAdzSR gAGK O2yaraidaSyoe o¢
Such awareness marketing rhigalso be the most effective way of increasing the
RAOGSNEAGE YR AyOfdzaAagdSySaa 27F Lzt AO NI RAZ
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and AfricarAmericans where awareness is particularly low. There could be large

audience increases among these groupthatit any changes in existing content.

G/ 2yiSyid Aa O2yaSyidx AT AlG Aa 3I22R O2yiaSyl
background. This is not to say, of course, that you may not want to package

something differently if you are really being that lapeecise in your targeting, but

content is content. And good content is good content regardless of who is listening

G2 Aloe

Funding/business models. There is little in the report on solid funding models or creating

a business model for the system as a wholationally and locally, radio, TV, and online.

aL OFyQl S@Sy FINIAOdzZ FGS K2¢g 2yS ¢2dAZ R R2 (KL
study on good business models that we could all look at and approach from a national

LISNR LISOG A @S v

4. Biggestchallengg NJ KdzNRft S (G2 NBI OKAy3 (G(KS NBLRNIQa 2628

o]

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
OSNI F Ay RSY23INI bilbénd antl Ewarér@ss marketing iy neédad.

Fragmentation of the existing audience. This is the fidwdr, backdoor problem. While
we are working to bring new audiences in the-anfront door we need to keep in mind
that our legacy audience is seeginut the backdoor to new platforms. So we need to be
on all platforms and we need to measure our audience across all platforms.

CdzyRAy3ad G¢KS OKIffSy3aS Aa G2 SadrotAiakK | yR 3
maintain them effectively, and all with stiafunding. If there is anything | am sad about

it, it is the fact that we, perhaps more than any other broadcast entity, are positioned to
truly make a difference but we are undesf dzy RS R d ¢
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AL LETSON

Producer State of the Re:Union
PRX/CPBalent Queswinner

Key points

o  Social media is undexddressed 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.

a  Stations and program directons particular need to put radio operations on autopilot and
put some real muscle behind multimedia production and multiplatform distribution.

Points by question areéand detail on key points)

0. Overall reactions
g 9PSNRBUOKAY3I GKS NBLRINR OIS NEK Mya] WA IKA @Ay (K
the importance of social media was unegddressedit deserves an entire section of its
ownda& 0A3IISald 0SST Aa GKS az20AFf YSRALF &addzF ¥«

(See notes under Section 3.)

1. Recommendations resonating mostrengly for public radio as a whole
o 1 InclusivenesdMultimedia and social media is the route to more inclusiveness.

A aL LISNER2ylffe GKAYy]l GKFG GKS Y2NB Lzt A0 NI
inclusive it will become just because they have expahttheir net so muchEach
YSRAdzY AY AGASET KSfLA RAGSNEAFE GKS | dzRASY
A L NBIFIR FTNRBY a2YS02Reé Ay (KS N®IBNG GKFI WL

thebigideaL ¥ &2dz 0dZAf R AlGZ GKS LIS2LX S sAatt O2Y8d

a3 Musi¢Y ¢ KSNBQa | ypullicrradd MIplayyniplaying 4nd promatiNg local
music.

A People can readily hear commercial musicians and artists with access to national
media on many source$Vhat they are missing is local musicians and magic
public radio can make itself a plastere local people who are just trying to break in
Oy 0SS KSFENR FyR a4SSys L GKAyl GKFG ¢g2dZ R 3
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4S5Sa Ia LlzotAO0 NIRA2Qa NRftS a2 2Ly R22NB|
experience things they never have befdré

A Featuring local music is also a powerful counter to the homogenization of local

communitesd ¢ KSNB Aa | Kdza$S aSNDKiSvheh MiravBIA Yy RAYy 3
GKIFG SOSNEB IINBI KrFra Ada 26y 201t az2dzyRoE

A ¢KSNBQa Ifaz2 (KS LIpidganatitbucdead, nbtignBlly orfist STA G 2 F

locally. dif you make a dent locally, then you make a dent nation8ltyif you start

playing unsigned bands that are pretty good on your local station, who knows where

GKFG 32Sa 0SSO0l dza SnonéliRld dpacd anymora an@egple N2 £ S A
R2y QG ySSR I NI O2 NRThey gax ddlit grtheiticvhtioirk & YS o0 A 3
adzLILJ2 NI A& AYONBRAOGf®@ AYLERNIIYyld SOSy AF (K2

> T

2. Recommendations resonating most strongly for their statiand market

Not applicable for Al.

3. Important recommendations or perspectives missing from the report

o]

The importance and impact sbcial media

LY GKS FdzidzZNB ¢S INB |ttt €tA1S A 2 NJ y2i3z 32
networlfing to he extent that | fegl it shQuId ha\'/eha complete sgction to iAtsteIIg FdQa o ,
gKFEO Aa 3F2Ay3 02 RNAGS 2dzNJ O2yU0Syu Ay U0UKS ¥Fdzi
In such a section, Al imagines highlighting three current applications to illustrate the role

of socialmedia in building audience:

A Twitter forengagingh y LIJS2 L) SQ& AYYSRAIFGS tA@Sa oy20 2«
aLd R2SayQid asSSy G2 YS GKIG GKS& obtwz adl
20KSNI LIS2L) SQa ¢ gAGdSNhemAfyauare wyyigtéaa A G Qa a
engage people through Twitter the goal is not to just write your own comments but
Ffaz2z 02YYSyl 2y .Bed#st Merlydiecodimdren otheil mafpes
stuff, the people that are following them see you and they get é&aron to it and
GKFiQa K2g @2dz INRselI o@gSyaA2NY BROUGADESGUBNIAO

- Cs

.

GLF 82dz FNB I 4AK26 2NI 6KFGSHSNI FyR LIS2LX S
82dx 6KSYy &2dz Sy3+t3sS Ay GKSANI fiss 964 (KSe& F8
watchingmez (1 KA & LISINR yi fO NBHRXGOSa || £ S@St 2F 02Y

never hadbeforeL G KAY 1 A0Qa KdzaSd¢

A FaceBook for showing your stuff and building your own community.
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aCclO0S. 221 Aa | INBFG gl & (z2hed@dhayySu@ie oA G K LIS
aboutL G Qa | f &2 show affiy®l Have éntiténedinspects to your show

YR @2dz Oy olFlaAololffe ONBFGS @2dz2NJ 26y O2YYd:
Ning or other tools for creating whole social networks.

Ning or such tools are useful when you arértgyto 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 themsetvas PRX did witfialent Quest

G¢KSe KIFIR F IANBIU GKSYSOPEYR Al oNRdAAKG LIS2 L

(For his programState of the Re:Unian ! £ R2Say Qi LX Iy 2y dzAy3
creating a social network at leastfornowS Qf f NBf & Y2NB 2y ¢gAdGSN
create awareness, engagement and community around the show itself.)

a The power andhecessity of fulmultimediaproduction andmulti-platform delivery
(versus just adens to radio).

A

lf R2SayQi &4SS Lzt AO0 NIYRAZ2 62NJ 0KS NBLR2NIU
of operating in a mode of true multhedia production and muHplatform delivery.

Ge¢KSe 227 radid shbwYaak,ahéy willHut & couple of pictures on

flicker and maybe addn some small video clips here and theredzii (1 KS& R2y Qi f 2
at it as all one big pie and you have to tackle it that viBacause now pgue want

access to all the information and all the stuff you haied they want it when they

wantit ¢ KS& R2y Qi goujyd HRIBI AL T2NIKSY®E

G!'a | LINPRdzOSNJ e2dz KIFI @S (2 NBO23yAl S GKIFG A
the people arePeople are at their computers and they are getting entertained by a
fdaAKAYy3 OFG 2V 2dz6dz60S FyR &2dz2Q@S 324G G2 7

5

G 2 SStaté of the Re:Unigrare always thinking about how the multimedia plays into
the picture and sometimes wiink in terms that multimedia ithe thing2 S R2 y Qi
look at ourselves as a radio show, we look at ourselves as a multimedia show and
NF¥RA2 A& 2yS 2F GKS aLlsSola 6AGKAY YdzZ GAYSR
To illustrate what full multimedia and multiplatform production meanso#étlines

the planned elements dtate 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 (oime and podcast)
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- social media:

e FaceBook page

e Blogs (for everyone on staff, as part of their job)

e Twitter (with updates and responses by everyone on staff, as part of their

job)

aL GKAY]1l AdG Aa OSNE RATFSNBY(G TaggopeArT &2dz ¢
are doing therel know some of the producers have little accounts but we are looking
F2N) 42YSUKAYy3 (GKFGQa Y2NB &dz aWeénéeédiol f FNRY
YI1S GKS Lzt AO FSSt tA1S GKSe OFy NBI OK 2d:

A A true multimedia production and multiplatform environment also requires different

staffing roles and patternd y  LJ- NI A Odzf  NJ 6 KSNBQa | ySSR F2N
make sure it all works togethefAl hascreatedsuch a position foState of the
Union)

- The roleis akin to a traditional public radio program producer but focuses on
multiple dimensions and their integration rather than just a single dimension
(audio).

- ForStateoftheRe:Unigh ! f a8Sa (KS LRairdAizyQa NRf Sa
e ook over all sidesfahe puzzle to make sure that everything matches up,
connects, works together and fits with the brandSihte of the Re:Union

e know enough about web design, social media, video productions, audio
production, etc. to be able to speak the language to evedyh(including
those with deep skills in certain areas)

e act as a liaison and translator between myself and the rest of staff to bring
0KS GAYIF3IAYLFLGAZ2Y (GKAYy3IEé R2oy Ayild2 NBFf b
e KSEtLI NBFAYS (KS LINPINIYQa @Q2dékfy YR YI | S
in that language
¢ keep an eye on things and make sure we are all working together
e maintain production standards

e push us to get out there as much as possible in every way possible.

nd . A33Sad OKFftSyaS 2N KdZNRES (2 NBFOKAy3a (GKS |
o Sill thinking that media can be controlled.

A G¢KSNB IINBE 42 Ylye LIS2LXS Ay Lzt AO0 NIRAZ2Z 4
movie industry, do not get that you can't control media anymdree more that
people understand that you can't control it andwyjust got to go with it, the better
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off they are going to bdf they start looking at it from that placethat no, | can't
control this, | can make it, pitt out there, and go with it- then public radio is going
G2 0S FTAYS®E
A Al sees less of a prash with national program producers than with stations and
station program directord G f SF a4 &a2YS LINPINI Y LINE RdJzOSNA
are moving into more multimedia and mufilatform approachesAnd there are also
examples likdhis American LiftlkK | & KIF ¢S aOKI y3ISR (GKS gt & LIS2I
you could do a radio stofly ¢

But stations and programs directors in particular seem to be keeping their energy
and focuson radio as usual maintaining their broadcast schedules and overseeing
their prograns as ig; while they should be working and reaching into whole new
areas.

GL g2dZ R fSG GKS NIXrRA2 &addzFF 1AYyR 2F 3J2 2V

so long you should be able to be on autopilahean the radio is going to be finé

you keep giving to your customers the same thing you have given them they will be

fine.. dzi L ¢2dZ R aKATG a2vyYS YdzadtS yR 221 I
A 2KSy LINBaaSR TFT2NJ RSGIXEfa |2RY A0 BACYKEAKES 2 G 2 8 K

R 2 ¥y @w hofv they would do it, but | 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 networkingnd he

does offer someop-of-YAY R af AGGtS ARSI agy

- Engaging those who are already passionate in the community to engage others.

dGhyOS I 6SS1 L ¢2dzZ R KI@S | o6f233SNE NEdzy
area come in and they talk about what's going on in the. éityd | wouldmake 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{2 L g2dA R dzaS G(K2aS LIS2LxX S (G2 KStLI O2yy
- Crosstraining, crossequipping and crostasking producers to do multimedia
production Adding multimedia talent as positions.
- {KAFOdAYy3a GKSANI NRESa (2 a2YSOGKAy3 1Ay (2
described above, but at the whole station level.
Lack of personal use, uecstanding and appreciation of new media.
G2S FINB GlFrf1{Ay3 Ftoz2dzi + 6K2tS o6dzyOK 2F RAFFSN
Lidzot A O NI RW2 eR2y RE ydais dAS | ¢oAGESNI F OO2dzy (i
howitworksL ¥ @2dz R2y Qi RKIAS R2dr REyDFH dzy RSNAGI YR
I RRAOUGAGS Al OFly 06S02YSod¢

ALLETSON 69



grow the audience

Conversations with Public Media Leaders

GLT @2dz KF@S y20 LISNR2ylffeée Ay@SadSR Ay Ailx
not going to be able to understand when somebody comes to you and says look we got

this many resposes 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 boardrbofn @ 2 dz R2 y Qi
dzy RSNAR Gl YR GKS LR26SNI 2F AGZT 6Keé ¢g2dzZ R @2dz G
thS ydzYoSNJ 2y S A &dadzSoe

GLF L K2LS F2N) IyeidKAy3d AG Aa GKFG LdzomtAO NI
that are willing to go into uncharted territorso that may be the thing that savesqs

that people get curiousBut it feels to me like publi@dio has always done things certain

glrea FyR a2 YleoS (KSe gAfft ltglea O2yiGAydsS
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WILL LEWIS
Management consultant, KCRW, Santa Monica, California

Key points

o]

o]

The web should remain decentralized, just like stations.

Growing audiaces 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 aregand detail on key points)

0. Overall reactions

¢CKS NBLRNI A& 4SEMENBYSte O2YLINBKSYaAds
¢KS | dZRASYOS 3J2F+f AayQi | OKASOlIotS gAlKz2dzi oI
A G¢KS GKAY3 L KI @Sthe 20 millioi Sdref people wizo iMTsedpkiblic 2 T F

radio every week in the next ten years so we getto the 50 migan 2dza i R2y Qi 0 dz
that. And if it does become that, it is going to be because of watering down the music
adFdA2ya YR FRRAY3I YdzZaAO aidl dA2yadé

There will still be some growtfrom news and information programming but not at

0KS NIXGS aSSy NBOSyiufeée RdzS G2 | ySga 0OeofS
election.

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

2.1 Journalisng National Programs The idea of strengthening the core NPR news

LINE AN} Y&d NBA2yPaBROZRS | OfF ¢ KIS IKHARAYA(G GKI Goé
Not resonating:

linclusivenes 2 Aff Aad O2yOSNYySR gAUK aK2g (GKS LIS2L
SESOdzi SR®E ¢ KAy | AY 3beindfelascd by caingiyh®Sa 2F O2¢ 2 NJ
sensibilities and tone of existing programming is mistaken.

A ¢KS I dzRASYyOSa 2F O2f2NJ F2NJ 2dz2NJ SEA&AGAY T LINE

mobile; with more professional people of color there will be more listeners to our
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PNB I NI Y& d¢ 'S 0SSt ASOSa|(SKNEA Al YK MWRILIS Vi Ally 2 dé\?
S IINB 3ISGiAY3a Y2NB LIS2LX S 2F O2f 2 NWé ' YR
already undeNB L2 NIISR aAyOS ! NDAGNRY R2SayQi YSI adz

A But changing the serilities of existing programming will not make a differenités
& R S f daRy®uRwant to reach significant audiences of color, beyond those who
O2YS ylFldaNIFftte gAGK dzLIslF NR Y20AfA®M&E o6& |62
It requires distincprogramming and formats truly programmed for that community
which means developing entirely separate programming servitesmaking these
points Will recalls his experience at WBUR around 1968 in developing a program
calledThe Drunfor the black communy where they worked with black media
LINEFSaaArz2ylfa YR Ay STFFSOG GdNYySR GKS
O2YYdzyAlleéd F2NJ GKIG GAYS o6t 201 @0

w
Q)¢
[N

A HD radio at one time held the promise of providing channels for such serideX | {
would have beerthe great opportunity but that seems to be dead in the water from
gKIG L OlFly aSSo¢

A .dzi 2Aff lfaz2 y2G6Sa (GKIFId KS R2Sa y204 0StASO
ASLI NI GS adliAz2ya F2NI-REFTEENByde S6RFEYNOAIND &
approachwas practicable and effective in actually attracting audiences of color,
which is doubtful.

A Investments are better made in strengthening existing stations and programming,
especially in hiring new talent, including talent of color, into statidg creding
separate formats and stations seeking to attract new audiences is mistaken.

(@]
(0p))
(@]

- Gt dzof A0 NIYRAZ2 RS@GSt2LISR AYy Y& 2LIAYyA2Y
hear the programsThe people who produced them wanted to hear the
programs and felt a real desite 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
I dZRASYOSs G2 GFNBSG Iy FdzZRASYOSsS A& YAall |

- Vocalo is an examplof this mistaken thinkingd INB I G Ay GSy dA2ya o dzi
idea If you have talented people, bring them into your newsroom and bring
GKSY 2y (2 @&2dzNJ I A NJdmbe theGignala@i3dubBaad S G K
better coverageAnd any of those elements éh would have produced good
programming can be shared by everybody, including the groups that you were
GNBEAY3I G2 FGGNT O ¢

w

v

a 2.3 Journalisng Integrated Online News 2 Af f Qa af F NBHSald O2yOSNyé¢
idea of a central public radio portal fonline news and information.
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A 4aé oA3I3aSait O2yOSNYy Aa (GKIFIG L R2yQiG asSs |y
identify themselves as public radio listeners because we are telling them this is public
radio.. dzi L R2y Qi &aSS GKS aking$rsini8a2dolitetBt ¢ K2 A ad ¢
online. | 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 R2y Qi GKAY | G(CKKS NI 8 cal 8 Y BRSNS G KSNB

ALiQa tftaz2 Iy ARSI {Andihedternéticohtingd grdvén FI OG ¢ o6
dzy LNBRAOGIFOES glrea a2 GKSNBQa y2 (1y2¢6iy3a oK
YR GKSNBQa |tftaz2 GKS AaadzS 2F AdG oSAy3a || LR

A However, eaclstationda K2 dz2f R 0SS 2yt AyS daAy | YSIFyAy3TdA
using the same model as their broadcast operation¢ KS 6506 aKz2dzZ R 0S8 2dz
stations; it should be decentralizeNPR.org should simply be a place we bounce off
of, not a destination in competition with the affiliates. | mean every time they drive
people to NPR.org, they are not driving people to KCRW.Aacdhthey certainly
have the technology to allow us to have the kind of material that they post on their
gSoariSoé

A 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.

b2GSY ENYf 2aS®2¢PHO] | t2y3 gleasx (G2 Foz2dzi mn &¢
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 @nidislp f & ¢

o]

3 Musi¢y ¢CKS dLlzof A0 aSNIBBAOSE @FftdzS 2F aidlidAazya
questioned.
A a2S o6Y/ w20 0SEtASPS Ay YdzAaAO odzi 6S | taz oSt
music, news, information, and cultural programmiBgit | am not ste of the public
service of just adding a AAA station to the mix in a maikétat are the qualities of

the station that would make them mission driverthat would make them different
FTNRY G(GKS .2yyS@AftftS adraArAzy KSNB GKIFGQa ! 11

A 2irAff T RRaAZFTdeLF @BAHAYSHSNB! ' YdZAAO &l da2ys L OS
Note: This same question plays into his concernswitlarket Strategies, Station

Solutions.

5 Market Strategies, Station Solutionghis area of the report is problematic both in

termsofwhdi ljdzZr f ATASA & allzmtAO NIRA2¢ aSNBAOS A
GNF GAZ2YIFEATAY3AE F2NX¥IEGa FONRPaa | YIEN]SiGo
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A Aa¢KSNB Aa | ljdSadAazy GKFG L KFE@S G2 Faiz |y
it may sound frivoloudt seems to me that we have fieed our kind of radio
LINE AN YYAY 3 |ghut tHelddgotiing that W séein 2o®ave in common
is that we are all supportedbythe CRByY 2 i KSNJ 62 NR&as L R2y Qi (y?2
relationship | have with the jazz station hereintawnK S& R2y@hingi2 R2 |y
GKFGiQa NBFrffte O2NB Lzt AO NIXRAZ2 20KSNJ GKIy
Moreover, a commercial company that owns commercial radio stations in the city
programs the stationBut it is CPB funded because the licensee is CPB quadliffeq
the other hand, | have a great affinity to a classical music station here in town
0SSOl dzasS (KSe&@ NBIffe (NB (2 R2 2G0KSNJ iKAy3axz
A 2xftft +faz2 R2SayQi aSS K2g F2NXIGa OFy o6S NI
public radio is locally organized as &ats across the countrg K 2 dzZAd#IOKA O ¢ A G Qa
also one of our strengths as a systdhprovides independence and individuality L F
@2dz R2y Qi fA1S 6KIGQa 6SAy3d LINRPRAZOSR ylGA2Y
@2dz2NAR St Foé

2. Recommendations resonatg most strongly for their station and market

a1 InclusivenessGetting 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

Inclusivenessection, Will is vergupportive of these recommendations).

A Y/ w2 KIFIa 0SSy GOSNE &dz00SaafdZ ¢ Ay | RRAy3I L
operation but not on the news programming sideL. G KAy {1 GKS NBFazy F21
basically financial/leconomi®Ve have a hell of a timeompeting, especially in Los
ly3StSaz F2NJ GFESYGSR LINPINIY ONBIFG2NRE Ay 0
GKSY (G4KS 1AYyR&a 2F alftFrNASaAa (GKFKG GkKSe OFy 3S

A The sort of program that CPB once had for subsidizing salaries of newly hired talent

of color should be consideredagain¢ K+ G { Ay R 2F & NHzO0 dzNBE OSNJI
KSE LJFdzZA G2 FGGNYOG LIS2LX S 2F O2f 2 NWwé

3. Important recommendations or perspectives missing from the report

a  The demographics and analysis behind the audience gbiaslack of anpackground or
FylrfeaAra o2dzi K2¢g GKS 3FA2Ffa 2FPeiKS NBLR2 NI Ol
A 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
audien®). 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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A The objective also needs to be analyzed in terms of which stratagiks
recommendations would contribute what pieces of audience growth, as well as
account for the potential overlap in those sources of growitt? A (i K2 dzi aSSAy 3
ydzYo SNE GKIFG &adzlll2 NG Ad o0GKS 3I2K1ft0xX AG R2Sa

4. Biggest challenge or hurdi@t NB I OKAy3 (KS NBLRNIQa 2062S00GA0Sa

This question was not addressed in the interview.

Additional notes:

o]

2 Aff y2GSa GKIFIG KS o0StAS@Sa Y/ w2 KFEa R2yS | 4
0KNRdzZAK AG& YdzAAO LINPINI YYAYHOSBKEOHKI BNEGET B2 43
attracted toitsnewsand Yy F2 NI GA 2y LINRPINIF Yad .dzi AGQa y2i
NBYIFENJIFofeé RAFFSNBYy(G FNRY LlzofAO NI RA2Q&a | dzRA
ASGGAY3 GKSANI LJzot A O NI RA 2 ofelng ii tenyydays Batera G I NI SR
GKSe RA&AO0O2OSNBR Al (Sy @&SFNB SINIASNWE

What effect will streaming public radio content will have on growing the audience? In

music, KCRW haser2 million views on YouTube and nearly 1 milloyr { Al G KIF &G | NBy
counted as parbf 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 @ncoding them.Also, the PPM metricgeem to be missing

the 1.6 millionstreaming hours we clock monthhAnd thatdoes not include our mobile

iPhone service.

How will this initiative handle streaming by station outside of their markat®d what

effect will thePPMundercount of the public radio audience in some marketsehan
growth based on past diary numbers?
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HUGOMORALES

Executive Director, Radio Bilingle, Fresradif@nia
Board member, Latino Public Radio Consortium

Key points

g wSIFOKAY3I &aAIYAFAOLIYG FdzZRASYyOSa 2F Ozt 2N 6A0GK &
radio has with its current audiences will require developing new services on new platforms
along with a whole new generation of producers.

o Beconmngll NHzf @ Ay Of dzZaA @S NBIljdzANBa RSGSt@4dAy3d 2y 20°€
LyaA3akd Ay (2o déev€lbpin® Zompeitjcdafami® Found in recent work within
the philanthropic foundation community and some public radio stations (KQED).

a  Serving more inclusive audiences through new platforms and technologies will require the
same sorts of special sutigs that hae been provided for traditional broadcast service

Points by question areéand detail on key points)

0. Overall reactions
o Hugo is impressed with the report in several regards:

A LG Aa GOKIffSyaay3a (2 GKS faaenginchsdiveAy Y2QAy3
being multimedia, having goals for innovation and connecting with our
communitiesp €

A The language is good; it is very readable and communicatesivgtlbuld be
GRAISaGAO0ESE o0& GUKS YIFIAYAGNBFY 2F Lzt A0 NI
A The list of people involveid effective in showing that it has been a very deep
consultation that has engaged important segments within the fgedahd some
outsiders and younger people as well.
g 1S FAYRaA Al KIEINR (G2 LINA2NARGATS FY2yHy GKS NBO?
important as part an overall future of public radi€ 2 6 SOGSNE (G KS aAy Of dzai @Sy
GYWHYSRAF ¢ &aSOGA2ya NBazyliSR @OSNE adNRy3ate og
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1. Recommendations resonating most strongly for public radio as a whole

o 1 IndusivenessTherepoi A& G O2dzN} 3S2dzaé F2N) KAIKE AIKGAY3
service and bold in setting an objective, but certain aspects of the issue are missing or
under addressed.

A The best opportunities for reaching significant audiencesotdr are likely to be
through new program services on new platforms given the degree of
G§02yySOGSRyS&aaée¢ NBIdzA NSR (2Anbdredeve | GG NJ O
generation of producers will be needed to create these services.
- Hugo basis this view amting how deeply NPR connects witls gxisting
audience and how well aligned it is to their sensibilitiHsis really struck him 12
years ago at his Harvard class reunion where he foundethatyondistened to
NPR and the person elected class marémalst popular) was someone few
knew in school but was then familiar as an NPR corresponttemas great to
see just how strongly NPR connected with his class demographio/ R 6 K2 A &
that demographi& L .0 danllgdlasis@nd uppeclassAndA G Q &
intellectual! Yy R AGQa 2yS GKFEG I LILINBOAFGSaAa AydStf:
questioning, educatiorandthe arts And that's great, youknowe. G KAy 1 A G Q&
G2YRSNFdzAZ GKFEG ¢S 02yySOG Ay GKIFG O2YYdzy Al

G.dzi AF 6SQNB I2Ay 3 nintinitpvBerdivindlidgss G2 ONBI G
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

'y FLILINBOAFGAZ2Y FT2NJ GKS | NI az ¢gihgdS Iy | LILJ
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 anthey S¢ Y SRALI SyR®é¢ ¢KIFG | aLISOoa 2
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,
Gh@SNIffx GKS IANBIFGSNI 2LILRNIdzyAdGe YIle& f1I @&
Reaching the same levelT a 02y ySOGSRySaaé¢ 6A0GK | dzZRASYyO:!
y2g Kla gA0GK | FNBFNR 3INIRa OFryQid o6S R2yS
changes or the addition of a few staff of coltiris more fundamental than that,
given the strong Eurgentricity of most curent public radio programming.

- None of this is to say that existing programming should not be more inclusive in
Ala aSyaroAftAdAaASa yR O2yGSyimdgpad GKFG I ye:
are some opportunities to increase audiences of color throsigth approaches
and diversifying staff at all levels is essential for doing.thaa NS 2 @S NJ A G Qa
AYLRNIFYyG G2 NBTESOG GKS aySg ! YSNAOFY RS
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programming as a matter of reality dzi A G GF 1Sa aF 3INBIFG LINERd
that transfomation® Similarly, there are some markets where current

mainstream stations and institutions may be able to make the overall

d G NJ vy a FaesdvAraficks@ y¥ind Boston come immediately to nod they

are likely to be the exceptions.

Fromanorganiza&iy I f LISNERLISOGAGST AdQa KSf LIJFdA G2 7FI
GO02YLISGSYOASE FT2NJ AyOf dzaAgdSySaaég NI GKSNI GKI

minoritiesPd dz32 QBA S oYy KIFa AKAFAISR G2 GKA& aySeg Iy
participation in recent years ofoundation boards and with efforts to increase

diversity in philanthropy (seasore details below)¢ KA & G O02YLISGSy Oeé¢ Ay @2

several dimensions:

- LdQa o62dzi Y2NB (GKFry SGKyAOAGe yR NI¥OS I
other underserved populatian(just as the GTA report recognizésalso
includes language, even within English when it comes to bilingual Fnoo-
centric populations.

- LdQa Fo62dzi RSGSEt2LIAY3I YR KFE@Ay3a | RSSLI &«
populations, to the same degree that NP&wus has with its core audiencg , 2 dz
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
demographicin other words what are the experiences? What dre huances?
What really touches people? But | cannot say that is true for them knowing what
touches AfreAmericars YR [ | GAYy 2 & ®é

- LiQad RSNAGSR fFNBSt& FNRBY KIFI@Ay3a LIS2LX S 4.
personal connections and experiences witle audience (whether they be
people of color or another dimension of diversityhis includes having such
people at all levelg staff, management and boartt also involves the
2NBFYATFGA2y AGaStEFsS a0 NIAYy3a @rAiGK GKS S|
strategic priority for the organization that is driven internally and promoted
externally.

A small but committed leadership group can drive change through the systego

I O1ly2¢6f SRISAa GKIG AYONBlIaAy3a (GKS aingOf dza A @Sy
real leadership by CPBut he also notes the need to drive the change through

leadership from within the system.

- aL GKAY1l AdG Aa 3I2 A yHcadlk justh habdful IRd thRee NBE KA LI 0
or four of our leaders from mainstream public radfrom large markets, from

small markets; who actually become very active in advancing this idea and being
NEES Y2RSta F2NJ GKS NBad 2F GKS agadsSvyoe
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- As an example of this sort of leadership and modeling, he thinks of KQEL A &

already happening in KGED £ ¢tKSe KI @S NBIFIOKSR 2dzi FYyR

other institutionsthat have competencies for including peogécolor. They

KIF#S | 322R YAE 2F SUKYyAO YAy2NBGASE 2y

real engagemen §Thisis particularlytrue with the Asian populations, though

not so much with Latinos.) And this engagement and connection is recognized in

the community.

e GL 1Yy26 Y& !AAlY FTNASYRaX gK2 | NBE OSNE VY
Francisco, are really loyal to KQED because theyxonnection with itAnd
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
AYyFtdzSyO0S GKIFIG YSYOSNI Oy KIF@S 2y &dzOK |

- AsHugovigada AdGX Yv95 KlFLayQid R2yS (KBuk 0SSOI dza$s
iKSe Q@S NBO23IyAl SR (KSe& YdzBiyAdt ¢KEIA DSy |
al ¢ H6KSNB (GKS TFdzidzNB 6l a FyR (GKS@ ySSRSR i
YR (KSe& KI @S yiaging &dndgRheirJarde dirfars i Sup@omeks
they applaud what KQED isdoifgk A f S (G KSe& KI @Sy Qi o6SSy G20l
all fronts and are still struggling in some areas (e.g. among the Latino community)
GKSANI STF2NL A |+ YR KONRIANTE A & VIRNAINRBAAR 8 R 3éel
for what can be done in the system.

A Lessons can be taken from the foundation communityecent years there has been

a major push within the philanthropic foundation community to seriously address

issues of diversitgnd inclusivenes#lugo 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 debd@éenary sessions at conferences and
special workshops have bedeld at national and state levels to discuss the
issue, air views and counter views, define what diversity means and identify
action stepsThese discussions have not been without resistance and
controversy (e.g. around issues of merit and objectivitghitanthropy) But they
have put and kept the issue in front of people.

- Efforts to clearly define the desired stat&t least one group has taken the step
2F RS@OSt2LIAY3I || RSFAYAOGAZ2Y 2F | G3INBFIG F2
for ethnic diverdy. This also provoked controversyith some foundations
withdrawing their supportBut it helped draw a clearer picture and sharpen the
discussion.

- Statements of commitmentSome foundations have taken the step of developing
YR aAdyAiAy3d ¥anySyS8yida RXISREAGEE (GKFO &l
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striving to achieveThey include both very large general foundations (e.g. Ford)
and community foundations.

- Websites focusHugo is part of an organization which hosts a website
(http://www.diversityinphilanthropy.org) that offerscase studies, models,
toolkits, discussions, debates, opinions, interviewd ather material all related
to increasing diversity in the foundation communilydividual foundations are
I faz2 dzzaAy3d GKSANI 6So60ariasSa G2 LkRad GKSAN 2
organizations and in their grant making.

- ResearchResearch rmbeen 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 organizans and ethnic services.

- Core, committed leadership from the mainstreafiese initiatives have been
driven from within and in large part bywhite leaders of prestigious foundations
who have stepped forward, seatfrganizedand led with a vision of whatan be
achieved.

- Promotion of positive, voluntary actioifthe positioning of this movement has
0SSY I NRdzyR GNBalLRyaAdS LKATFIYIGKNRLRI GKA:-
making better, more strategic investments based on developing an
organizational compency (see above) indiversity2 2y S A& 2dzi G2 a1 A
overtheheadwd & Aad Y2NB Ay (GKS ALANRG ®FI ac2f 3

Note: Hugo does note that at least part of the impetus for this movement grows out of well
publicized abusgein philanthropy in recent years and the interests of son@rigress to
regulate foundations furtheAs one y ANBa ag2Yly (2fR I O2y FSNByOS:
dA OSNEATFREI ¢ SWOKINRAISHNESITNE & 2ldzo¥ NPy 3 AYyUGSNBA
in avoiding having quotas or other requirements imposed on them.
g 4 TheNetworkY | dzZ32 GKAyla 2F (GKAAa FNBF & avYdz G§GAYS
notes the same need for subsidies as exists in the broadcast realm.

A GCNRY 2dzNJ LI2 &aA i A 2of thesSserdiced, theSepfatfoins,laré nod 2 Y S
viable unless there are subsidies from the rest of the sysiemd support for doing
that.2 K4 L YSty Aa OGKFG ar¥S adraarazya tA1S Y/
us money, but they have to appreciat&w i ¢ S QThBt gid@e raoyh For CPB
and key foundations to support the efforts to serve underserved audiences that they
6GKS &GFGA2yA0 FNB y2( ASNDAYIOE
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2. Recommendations resonating most strongly for their station and market

o]

ForRadio A f Xy SakESlighed. A 1 Qa4 6KIF(G ¢S Kbd#esandeSy ¢2NJ Ay 3
areas of emphasis cited from a national perspective also a@blgarticular importance

is the multimedia or platformarea As part of its strategic planning a couple of years ago

Radio Biigue conducted a technology assessment which resulted in shifts, including
SYGSNRAyYy3I Ayd2 alLldzonierdatikns ffomélakeShapiiock R 2y NBO2 Y

3. Important recommendations or perspectives missing from the report

Covered under the notes in Section 1.

nao

o]

. A338530 OKIEfSydaS 2N KdNRE S (2 NBIOKAy3d GKS

Changing governanc®f the three areas where public radio organizations need to
diversify to be more inclusivegovernance, upper management and staffovernance
will be the hardestin large part this is because so many licensees are not community
based NPOs, which can take more direct action.
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JEFFRAMIREZ
Vice President, Radio, KERA, Dallas, Texas

Key points

o Each recommendation needs to be linked back the three main gaftisout this
connecting narrative the report is hard to get through.

o Local news capacity is a leading opportunity but also a major challenge given the gap
between current and needed staffing levels.

g 2KSNBE 6S INB IyR 6KSNB ¢S O ¢gSas Aydé)zg%(éssﬂgz’myza
ddzLILI2 NI ¢ ySSRa G2 6S FRRNBaaSR yR dzyRSNE(G22R®
o GblYAY3 yIFYSaé¢d OFly o6S Iy STFSOGABS sl & 27F &LddzN

across the system.

Points by question areéand detail on key points)

0. Overall reactions

o Therep®NJi Aa KIFINR G2 NBIR [yR Gadlre GdzySR Ayidaz2é
narrative line that links each recommendation area back to the three main goals.
A The linkage is needed to help a reader evaluate and test the recommendations
againstthe objetives a L i ¢2dzf R 6S 3I22R FT2NJ SA@BNER aSOGA?2
principle goal and explaimow is this recommendation going to achieve growing the
audience to 50 million by 2020? How is it going to achieve increase@ MQW is
thisgoingtoattrai Y2 NB LIS2LJX S 2F 02f 2 NK¢

A Adding this narrative linkage would compel attention to the individual
recommendations and propel attention for reading through the entire report.

A WSFT 41 a adz2NLINAASR i KFE@GAy3a GKAAtONBF OlAzy
NBIFIR GKA&a &a2Nli 2F ai0dzF¥é FyR dzadzZtfte t221a
comes from SR® 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 stigly for public radio as a whole

o 2 Journalisng 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 landscapéS . Af t . dzZl Sy o d&NJE lj Az GS& | N
summarizing the situation.

A
A

A

G¢CKSNBE Aa y20KAYy3a Ay GKSNB (KFIG L ¢g2dzZ Ry Qi
Section 2.1 (national newa & -aviléhtd #Ve need to constantly pay attention

to strengthening those programs, given that theyedrthe audience.

Section 2.2 (local reporting) holds the greatest opportunity and is of greatest
importance to KERA (see further notes below).

Section 2.3 (Online) is hard to understand but KERA has already moved to integrate
its local news coverage andamagement across platforms (see further notes
below).

2.2 Journalisng Local ReportingThe recommendations in this stdection make the
most sense both from a system and KERA perspective, including the emphasis on building
capacity in major markets givehe wide gaps that now exist.

A

A

¢CKS 2LIRNIdzyAide F2NI 201t ySga O20SNF3IAS Aa
to seize it, given the rate of local commercial journalismatig. The only thing

GKIFGQa 3ISGAaAYy3 0SGGSNI pedand paidic ratlo tepotingd SG 6 SSy
stafflevelsL i dza SR G2 06S wmnnYwmI y2¢ AGQa Oft2aSNJI
12:1.

Even among top 25 markets, current local news capacity varies greatly by station
FYR R2SayQi ySOSaal NAt @KRBEWNBARUY2Z YR (G2 YI NJ ¢

3Music:¢t KSNBE A& 2LIIRNIdzyAdGe F2NJ ANRPSgAYy3IT | dzZRASYOS
established music formats more widely available in major markéist the public

service vision of those services needs to be-defined for them to stad out in the

market.

A

Allthree2 ¥ LJdzo f farDatsNlsorhaved édmercial versions and, though they

may be in decline now, they may come back in various forms (e.g. Dallas has a new
O2YYSNOAFE 111 adGlriaAz2y dEBéquitaBwiAy 3 AGaStT |
RAAUGAYOUADBSYS&aa 2F Lzt AO NI RAZ2QEIit| LILINR I OK
is, the presence of a commercial version in the market will actually help in making

the public radio difference and value clearer.

The public service aspiratiogs¥ LJdzo f AO NI RA2Qa YdzaAO FT2NXI (¢
education and enrichment experience for both the audience and the arfistd

GKSe akKz2dzZ R 0SS aSSy la alLlztAO NIRA2Qa O2yl
and encouraging the work of artsst

Thearc of experience in listening to satellite radio points to the need that public
radio music formats can fulfiiYou start listening and then you get to a point where
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it seems so distant because they are just playing sdngsQa 2dzad y20d @SNE N
G2 tAaGSy (2 o¢

A The recommendation for increasing the number of markets with all three of public
NI RA2Qa YIAY YdzaAO F2NXIG& o0& @FNAR2dza YSI y32
GoAftAy3adySaa FyR OFLIOAGE YR | widef AGe 2F |
that can achieve some audience g&ia

5 Market Strategies, Station SolutioriBhe logic and value of focusing on the top 25

marketsiscleat dzof AO wl RA2 /I LIAGI T Q&¢ MBE SRA Vo RKIKA &l K S

R2 OSNE ¢Sttt o¢

Not resonating:

o]

4 The Network an@.3Integrated Online NewsBoth of these sections were hard to

connect with, though not for lack ofinterest LG ¢+ a KFNR (2 (y2¢ oKIFG
YSFya X ¢KIFIG G2 YF1S 2F Fft OGKFG &iodzF T g ¢ K&
read through Part of the problem was the lack of linkage back to the audience service

goals (see comments above in SectionfGhose connections were there, Jeff could say

a2llex yagg L asSsS Al

2. Recommendations resonating most strongly for thetation and market

o]

2.2 Journalisng Local Reportingt KA & A& WSFTQAa GLINA2NARGE F20dzaé
above The issue is whether they can grow their capacity fast enough to fill the growing
gap.

4 The NetworkWireless/broadband access is likéo be of increasing importance and
necessity for audience growth and retention.

A 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 areand will be proliferating.

5 Market Strategies, Station SolutiorfSor the north Texas metropolitan area significant
I dZRASYOS 3IANRSGIK RSLISYRa 2y FOljdZANRY3I 2N | 0O0S3
continually monitoring the market situatiotn reent years KERA affRC have looked at
SOSNE 2LIRNldzyAde FyR adF1Sy GKSY a FFEN Ia ¢
Unfortunately, none have gone far for one reason or anotBert they will keep
monitoring.
A 2AGKAY YOw! QaF SEAAGRNHI GNRERDF RASOKNRTYSESH §
gains d think we are a pretty good NPR brand stew&d, | do not think there is
much else we could do with our program service to capture more of the existing
LJdzo £t A0 NI} RA2 FFFFAYAGE I dzZRASY OS¢
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A He sees little curnet potential in HD, just as the report notéBhe muchkanticipated
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 s#layg
improvement in the situation wibe a long time coming dzi &aY9w! A& NBIF R& i
when and if the equation chang®st

3. Important recommendations or perspectives missing from the report

o]

¢tKS O2y@SNEAZ2Y NI (SThEGROW TEBRUAENGEdcAdimENdatian & dzLJLJ2 NJi
will require sgnificant fundingThe 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 supporthim there

are guestions of whether public radio has yet fully monetized the service it already

provides and whether it can monetize additional services that grow the audighese

are questions that need to be explored and addressed.

4. Biggest challenge or hurdletolreOK Ay 3 (G KS NBLR2NIQa 2062S00GA0Sa

o]

Collecting dustt K SNBEQa GKS NR&a| GKFIG GKS NBLRNI Aa az
aKStTFT yR O2fttSO0G Rdzaldd ¢KAA A& LI NIAOdAZ | NI &
to help local leadership sort throughe recommendations and determine which ones

will have the highest impact at the lowest costs to achieve their local share of growing

the audiencelt also needs to provide guidance on tapping unexploited capacities and

generating revenue to be able to deir piece.

Speed vs. inclusivenes3iven 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 enougghmay be that action is béplanned and

taken by small groups of stations with like interests, market situations and strategies
without worrying that they be inclusive of others or bring the system along.

Additional note:

o]

Naming namesn regard to accountability, there isredl ¥ dzS Ay daylF YAy 3 Yy I YS&¢
way of creating a dynamic of accountability across the systenan example, Jeff recalls

a presentation by David GiovannonieaPRPRonferencethat classified stations as

GY220SNRARZ O2FadSNE I Yy RARYIQII SINRB: v RS aT RNG& i K&
but promised todo sothe next year and didt was very helpfulThere is great power in

giving a manager a comparative analysis.
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MARITA RIVERO

General Manager fdradio and Television, VBH, Boston, Massachusetts
Boardmember, National Public Radio

Key points

o]

o]

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 journalis@mcrete commitments and approaches for tracking

progress must be established to make and keep the issue visible.

¢CKS aySiteg2N]¢ GKFG Aa SaaSydaAlf FT2NJ ANBgAy3
as a hub in its community for a variety of partri@ps and activities.

Points by question areéand detail on key points)

0. Overall reactions

g al NAGF &aSSa (GKS R2O0dzySyid Fa I 6A3 a2YYAOodz&
which one can begin to tackle some very specific tiinsk S Q& ®BdnlddRe. A 1 Q& 0

0K

NE

. 83ARSEAY 4L 208 GKAYLAYy3 lFo2dzi GKS Tdzi dzNB o¢

o ¢CKSNBQa y20KAY3I Ay (GKS NBLERNI GKFIG akKS GKA
not doingthat® o, in that sense it is nezontroversial.

1. Recommendations resonating most strongly faulgic radio as a whole

g 1lInclusivenesst y Of dza A @Sy Saa A& FdzyRFYSydlf FyR Sa
have any purpose.

yla

48y

AaL Y G GKS SyR 2F 06SAy3 O2YF2NIlo6fS 6AGK

K2g G2 AyOf dzRS LIS 2deifthdt righf | dah? Kn@viNdibat thetheck S R 2
S INB GFft1Ay3 | o2dziode
A Inclusiveness includes our largest ethnic blocks (Latino andAdfierican) but might
beanything/ f  3a A& Fy2GKSNJ aoA3d 2ySé¢ (G2 | RR
A LyOf dzaA @Sy Saa adzy RS N dzpard to ®SidebtiBididngtA y 3 G
requires having people of color represented at all levels of the organization, whether

V0

AGQa SESOdzi A @S LINE RdzOS NEGY 2LINPKRINISING 3 Yo Iy A3

LIASOS GKIFIG ySSRa (2 KILLISYy dé
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A Having people of dor at all levels in the organization is what will make the content
related recommendationsworkd A i oAt f RNA @GS (2yS 2F ©@2A0S
stories are importar® ¢ dzi s G LF GKS AyOf dzaA@SySaa AayQid
wonderful content hings have beendoné i R2Say Qi YSty lFyeidiKAy3d
LQY GKNBdzZAK gAGK AddE

o 1 InclusivenessWe need to articulate, communicatand affirm the expectations of
inclusiveness in advisory and governing boards as strongly as we have embraced the
journalism standards of our news programs.

A 42 SONB @SNE 3J22R Ay YI1Ay3 1y26y 6KIFG ¢S SE
journalism, right? Everybody gets thad the reason they get it is because we told
themandwe actonit KSNBEQa y2 NRHazy {SKOfES NOIIY | yeo:
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 airwa¥sare just
not strong enough in making those expectations as @sane are able to make our
ySsa O2yiGSyid SELISOGIGAZYy & dE

o 1lnclusivenessnS &S NDK A& YySSRSR 2y gKIFG Al oAttt G

develop and sustain national programming for audiences of cAldding stations will

help some So will supportingndividual stations serving people of cal&ut this will not

be sufficient to create a viable econon@ther stations, particularly larger stations, need

to be included through some crossover of common interests and commitméhése

may be other piecgeto be considered as well

A G¢KS SO2y2Yeé 2F K2g LINPINFrYa INBE ONBIF ISR a
examined s 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 itthostis an issue we
KISy Qi FOddzrtfte GF1Sy F 3A22R: f2y3aAs ylfted

A The Tavis Smiley show is an example of how the needed economy has not yet
developed.

A Understanding this needed national economy is an important part of the whole
packageofdete¥ A YAy 3 K2g 6S OFly 06Said &dzJlR2 NI AYyRAQD
audiences of color.

o 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 nhedx
weighed against broadcast expansion. Music formats may also be a way to get more
KdZYt yAGASE O2yisSyd AyiG2 LdotAO NIRA2O &Li TF&f
al AR WhK &2dz F2NEB23d YdzaAOQo¢

A Rather thara singulafocus on developing more mugicoadcast stations, more
attention should be given to the robust development of internet radiombined
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with increasing levels of mobile access, the research seems to indicate that internet

NI RA2 A& GKS avy2ad F33aINBaadnd@awvthe T QAaKEt 80
a realm in which many stations can play and may be a far cheapexrrande

feasible path for stations of color to expand their service and audience

A Music may be a way of bringing more of the humanitiesto publicradio G KAy {1 GKS
humanities are important in general and an important piece of what weBdb they
aSSY (2 0S I AKNAYlAYy3a LINI 2F 6KIUGi 6S R2 ¢
broader than music, music formats might be a way of incorporating them into our
programmingF 2 NY' I 6 & Ay 2NRSNJ (2 GSELX 2NB (KS Kdzyl
dimensionsthannewB& KA aX Ay (GdzNYy>X 62dz R TFdzNIKSNJ Ydza A
service vision.

. ¢K2dZAK SAGKAY F ySga LINE I Nde Waldsigdd 6 Df 26 | f
exampleofusingozd A O 2 RN} ¢ 2y Ylye KdzYkryAidiaASa R
Fo2dzi 6KIG 6l & KFELIWSYAYy3a Ay (GKS O2dzyiNE
SELX 2NJ GA2Y 2F K26 F YdAAOALY 320 (2 R2 61

A Use of new technology should be considered as part of thergrpatation in how
music is presented-or example, accompanying podcasts might be a way of bringing
I 20 Y2NB 2F 6KIFIG 2dz2NJ K2ada Olddatte 1y2¢6
are interested There may be other approaches and technologies to id@nss well.

a 4 The NetworkBuilding the role of stations as hubs in their communities is what
GySio2N).§ SOSNIAAgzd &0l GA2yaQ SEAAGAY T LRAEAAGA:
new station skills and establishing common standards are necessdoythat.

A a¢KS y2aA2y GKIFG GKS adlraAazyz | €20t adlr da
variety of partnerships and activities is essential to our futtidaybe | am reading
between the lines of some of the recommendations but part of @R®w THE
AUDENCHMperative, | 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
0KS ydzYoSNJ 2F LIS2LX S 6K2 NBE | NRPdzy R dza ®¢ ¢
withinclusBSy Saasx O2yaGSyd FyR YFENJSGAy3aZ I NB Fff
dzLJX (2 3ANR ¢ ( Kaddthe tationc@myhunitydzRA Sy OS

A Training on the new skills related to new technology and media is at the heart of
ONRY3IAYy3I aidl GA2ya diurhd abieto eaghge$heiy A y A Ydzy & LJ O
communitiesP¢ dzA f RAy 3 (GKSasS alAffta Aa aa2dz&ad SaaSyd
stationgb ¢

A Agreement on at least a partial set of standards, shared with public television, is also
critical for building statiodevel capabilit 4 = a G2 | @2AR KIFI @Ay3a (G2 R?2
we could do it once or twice €
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A alNAGE faz2 y2G4SR GKIFIG aKS F2dzyR ¢KS bSiig2N
taste d Q! &S dzo A lj dzA (2 dzada yc3 (42 NI2SIR A@ANBO w K 21 TWKESt 2

weretd {1 Ay 3 I 02dzidé

o 6Marketing: L LIS2LX S R2yQl 1y26 |o62dzi &@2dzx (KSe@

needs to be included in the list of important recommendation ar@ag the key is in
knowing how to use our existing networks and relationships bettier reach out
further.

o 8 Followup and AccountabilityAccountability must go beyond just growing the
audience; it must includbow the audience is grown (i.e. through greater inclusiveness)

R2

hiKSNBAAS 6SQNB 2dzald INPsAYI GAGKAY 2dz2NJ 26y 6

A & 2 &re very good at talking about inclusivenaage are not so good at measuring

K2g FIN 6S 3SGz SEOSLII .22 NENBWh Ki KeSS I xRS YiIKSS

28§ R2dzof SR GKS [ dZRASYOSI WK22NI @8HQ 2 §
& R A Rin facgckiangeé Did you include people by changing the composition of

- NB

@2dzNJ adl FFK .We st RdlegamipasReverthiF 66 S R2y QG OKI y 3
G6KS O2YLRAaAlGA2Yy odzi aidAftf R2dztS GKS | dzRASY

A With regard to beingnclusive of people of color, public radio lives too much in
Gaz2YS 1 AYR @Fi @RR HddOXRIK AG gSNBE a2YS
campaigns within its own tribal world and then has its members give each other
awards for their featsButtheNB ad 2F (GKS g2NI R t2214a 2y

ayYlf

Iy R

GKS glé& (kSe IAPS SIOK 2GKSNJ GK2aS ¢l NRaKé
A LT 6S R2y Qi aidSLI 2dzi 2F GKIG 0dz006ft ST 6KI

LQY ff | 062Wd@Y | |CSOREAAN Wedshy Sve were ggito 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
2F GK2aS GKAy3ak b2 4S RARYQG R2 | ye

A The Commonwealth Compaiat Massachusetts provides a model for developing the
sort of accountability for inclusiveness needed in public ratlisas defined the
organizational actions for developing diversity as well as the measures for tracking
progressMember organizations agree to provide the needed data for the tracking
measuresA 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., scienceehlth care) and their geographic markéfhe data on
individual organization is kept confidential to encourage participation.)

2. Recommendations resonating most strongly for their station and market

o For WGBH they are the same areas as those cited above.
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3. Important recommendations or perspectives missing from the report

o]

2 KSNBQa GStSPAarAz2yK ¢K2dz3K GKSNB Aa a2YS LI 3
report, the relationship with PTV for growing the audience seems underplayed,
undefined orconfin® 6 Sd®3d 2SS R2y QG YAYR FAYRAy3d 02YY?2
online).
A Marita does not expect public television to be big part of the repBut the lack of
2OSNFtt YSydAzy FyR AyOfdzaizy aSSvya Ga2RR¢ 3
us in ambiion, tone, sensibility and public servibélhere must be more areas of
G02YY2y Ol dzasS¢é IyR Y2NB | dzZRASYyOS o0dzAf RAy3 2
collaborations that have been done (e.g. big verticals like the 2008 election).

A While her integrated pepective is natural givethat sheoverseeslocal television,

local onlinecontent,andNd RA 23 al NAGI ljdzZ- €t ATASA AG y20Ay3
people who think that radio and television have to mer@e that everything we do
needs to be done togetheWe have very differentcraftd. 1 Qa | RAFFSNBY I NX:

LINE RdzOG A 2y d¢

.A33Sa0 OKIftSydaS 2N KdzZNRfS (2 NBFOKAy3a (GKS |

Discipline to focusAny interpretation that all the recommendations need to be taken on

all at once and as a whole widin itself, be perceived as a big challenge and hufidie

preclude this, the key recommendations with the greatest potential impact need to made
thefocus52 Ay 3 GKA&A gAff NBIppdZANBE GRAAOALI AyAy3d 2dz

LfAAYyYSyYyld 6A0GK OdzNNBGsh hasdFighensidi tdyidy tadd RN | £ £ NI
GKAA 2y 2dz2NJ 26y GKIFIG 6SQNB | FNI AR (G2 adG2L) 0SCcC
So focusing on those things that are most in line with what we are actually doing right

y2g ¢2dzZ R 0S5 KS fodglthitefs wauld alsd hadeisipfidayit Inpacton

growing the audience.)

DSGUOAY3I GKS aqavYlrftt KFEYyRFdzZ ¢ 2F {Seé& LIXIFI&@SNAR O2
drivers in the system (the cato people and organizations). They are the place to start in

terms d getting them committed to building selected recommendations into their

priorities and plans for the coming quarters and years.
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FLOROGERS
General Managemevada Public Radio, Las Vegas, Nevada

Key points

o]

The greatest opportunity exists in underpenfioing stations in major markets and the time
has come to deal with the underlying structural issues.

C2NJ Ybtw AdQa y2i( edzxh Q&2 tzo 282 aKPBA NI ESNPAZRE S
community regardless of whether or not that involves peotehing to the station

Points by question areéand detail on key points)

0. Overall reactions

aLGQa + @GSNB ¢Sttt 2NHFYAT SR IyR @SNE St &N
who put their senseintoil. 6 Qa F2NB | NR f 2 2rdwhgi@ehavazi A0 R2S &y
I f NBF Re& R2yS®d | yR L¢ KIAKAA yAla Aldgaal NI 3 NEBA (0A R 21 QadzYe
¢KS 3F2FfX & Llzi F2NIK YR y20SR Ay GKS NBLIZN
l'a y2G0SR 1 02@Ss F2NI Cf2 FyR YbtcwiaoatQa y20 2dz

their service and impact in the community regardless of whether or not that involves
people listening to the station.

A ahyS 2F GKS GKAy3a 00KIFIG LQY FAYRAY3I Y24l Ay
Radio has come far enough along as a commumétytution that the work that we
FNE R2AYy3 F2N LIS2LX S GKFG R2y QG tAadSy (G2 d
LIS2LX S 6K2 R2 fAalSy®»é

Al OdNNByG SEIYLI S Aa (Fadhg therNdclosuié 8rsiQ @3S R2y S
project, which has involved outagh and venues beyond their airwaves and website
0S®3IPd | LI NIYSNEKALI gAGK GKS 111 o6laSoltt O

demographic)The result has been a higher level of awareness and perceived

relevance and importance in the community for KN®R GASH a2 YSo2Re& R2SayQ

listen to us they are going to know that we are independent and we ardaneirofit

YR ¢S KIF@S GKS LIS2L) SQa AyadSNBEG |G KSI NI
ALYy GKAaA FTYR 20KSNJ LIN22SOGA Ybt apudida RS@OSft 2 LA

AYTF2NXYIEGA2Y LI NIYSNIAY gl eéa GKlaghas& |G Ybtw

glrea Yre Ay@2t@S GKS adldAaz2yQa | ANBI @Sa | yR
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not. ¢t KSe Q@S | fa2 RAAO2OSNBR {KhotlinthaNR2SOGa aai

newN22Y YR y20 Ay GKSPELIINRBINIY RANBOG2NDRA 2F
A A reflection of the value of this service is in the funding it attract¢ KS oA 33Sa i

IANIyGa GKIFIG ¢S INB 3ShaAay3a GKSasS RIFea NB y

sentiments They are around community engagent and the content that we are

making that is specifically addressing the issues that are unique to our community

YR GKS NepfSa S OFly LXFe& & F LldzoftAO AyTF2N
are also what pique the interest of thelbngresswoman.

A Flo realizes that having a significant audience feeds the ability to be a significant
community institutiond h 6 @A 2dzaf €3x AF 6S R2y Qi KI @S | ye
oomphAy |ye 2F (KS&S IINBla lFyegl e dé {KS | faz
beyond the scope of a report focused on growing thdio audience dziT a KS FSSf a A
importanttonote2 KAf S (GKS NBLR2NI R2Sa YIS NBFSNByO
Sy3al3SySyidasz¢ AGQa NBlIffte 2dzald af AL aSNIAOSE
the subject.

1. Reommendations resonating most strongly for public radio as a whole
o 1 InclusivenessCollege educated Hispanics and Asians should be prime targets.
A ct2 o0StAS@PSa GKSNBQa | fIFNHS FyR @SNE AYLRERN
audience among college educatklispanics and Asians in particular
A LG ySSRa G2 06S I RRNBaaSR FNBY | agK2tS adld
isolated, targeted dayarts.
A In news it needs to be done through new sensibilities about story selection and

perspectiveg as a crass eraple, what if for every time NPR did a story on global
warming, theyalso did one on family issues?

A Understanding how to appeal to these demographic segments needs to start with
going into the VALS research to see how their VALS segments align withfthose o
LJzof AO NI RA2Q& GNIRAGAZ2YIfT O2NB | dZRASYyOSo

A 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.

o 2.1 Journalisng National Programst KA & Seéond@bs? i@@ortant area (aftgr
Support for Stronger Service | Y R K S NJ LINE 3 NIaWe jpuindliBripare INR A& G2 L |
Foaz2fdziSte 3INBS gAGK Ad FYyR AGQa 20@A2dzafte |
having to contract its resources, whiéghi G NI 3A Od ¢ 5SaLIAGS GKS OdzNNE
core issues about the current state of national news production need to be kept in mind
and addressed.
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A The system needs a full schedule of strong news programs to be a truly lead player in
newsa 2 S pf thiyikRkhat NPR is playing with the big dogs but we are not even
filling the broadcast dayWe probably make less than 8 hours a day of stiamk first
class products from all source®ay what you will about CNBC and MSNBC but they
are knocking it out bthe park 24/7--A G Q& 2dzad I YIFI OKAYyS GKI G 1 S¢

A Even among our existing core programs there are weaknesses.

- a2S KI@gS NBFHffe 324G G2 3ISAG I ANARL gAGK (K
programs. Thel NB G 22 KA G | yiRshXi&andScidrice Frideg KS OA (S a
particular.)

- 28581 SyRa NXBYIcgey. Weeken®RBEdidnét steBtiNgat 5 a.m. and
having different hosts each day.

A We need to get over the hump of centralized reporting.

- We have never really gotten how to get good coverageationally significant
stories from communities across the country, especially-ooastal
O2YYdzyAlASas 2G4KSNJ GKIFy o0& aaSyRAy3 | OSyi
sticksb¢ YR GKIFIG Y2RSt R2SayQid tSIR G2 GKS az2N
would get from someone stationed there.

- KNPR itself has had mixed experience to date on this.i¥¢hige within the
ySgsa dzy A@GSNES [l a +£S3IFa Aa Ibeendbledoz I ai2Ld
IS4G dzZLl) G2 aleésx G LINA 2 NRX (0 @ Ryogu@réphiderF A @S¢ T2
CKS2 Q@S tRIOR {0 MBAIRINI SNA FSSR GKS ySGg2N] |
beenabitbumppdé YR (i KS2Q@#S KIR GYAESR SELISNASYyOS
come here and tried to do stuff &or 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.

- 1 azftdziAzy YlLé& SEA&G AYy Y metwotkeéepoitdf | Yy (2 KA
with no other job than to cover Las \&gfor a nationahudience

e |t can tap local funding sources that neither a local station nor NPR could tap
aloned2S ftf KIGS FTdzyRSNAR ¢K2 O02YS G2 dza ¥
82dz2Q@S 320 a2YSOGKAYy3a NBlIffe K2tax O2YS |y
0S GKS LISNE2Y (GKFG 3SGa K2asS adGd2NASa G2
could offer national underwriting from available inventory.

e |t might also be a way to retain reporting talent and expand opportunities ¥
fifteen to twenty stations coul dothat they could place fifteen of those
displaced really high quality people and they could retain that brain trust of
SELISNASYOSR NBLR NI SNAE D&
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5 Market Strategies, Station Soluticarsd 7 Support for Stronger Servite &a L G Q& F € | 6
the organizationii KS & G NHzOG dzNB 2F GKS AyaldAalddziazyzé |y
station to its potential¢ K 1 Q&4 ¢gKSNB GKS INBFGSad 2 LIJ2 NI dzy A
exists (perhaps twohirds of the total objective).
A Ct2 @SNE YdzOK I 3NB Srent that theie ate & SgnificBnkJ2 NI Q& | &4 a
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 sergabout addressing the issue

(p))

- The solutions are already well known and the methods well understood for
improving performance everything from having a strong news and information
station in the market to tactics for eair scheduling and croggomotion.& L ¥ S S ¢
like we know howto dothigA 1 Q& 2dzad y20G 3ASGiGAYy3a R2ySodé

- The opportunity costs are nowtoo high2 S KIF @S | 20 2F J22RgAf
obviously have the trust of our users and our fundéusd you have somebody
likeFastCompany' | 3 TAYyS2#NRA YA¥EBSWAKAA A& (KS Y2RS
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 nowWhatever the landscape was where we abafford to be a
ragtag mobisovet 1 Qa4 aSNA2dza y 26 ®¢

- LGQa Fy 2LILRNIdzyAte ¢S KI@S Ay KIFIYyR (KL
invest large amounts of capital in buying new statiqitibe capital spent on
LIZNOKF aSa aSSY f A jedistangdg | gFdA 20 2F O2

(e

ax
C:

A Focusing on underperforming stations in the top 25 or 50 markets makes.deiis®@ & |
logical matter of focusing where the likely opportunity exists.

- The situation reminds her of the system spending 10 years trying to improve
weekend listenig and then realizing there is far more opportunity in increasing
listening during to the single time slot and prograniMirning Editionhence
the MEgrad school initiative).

A Several actions are need to spur audience growth in this area:
- Do the analysito size up the opportunity in the top 25/50 marketscould
YE1S | a02YLISttAy3 OFasSé F2N GKS ySEG oA13
LINE JARS (KS R20dzyYSyidlGdA2y F2NJ I GOSNE LR g
institutions that hold licenses and, for therny best intentions, are still not doing
anythingd ¢

- Create clear and compelling incentives for acti®ome sort of mechanism
through CPB or some other organization is needed to either compel or strongly
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incentivize underperforming stationsto live up®@ 8 A NJ L2 G SY G Al f & a¢ K
thewaytogettwel KANR& 2F GKS gF& G26FNRa GKIG 321

- ldentify or create the right advocat€&inding someone or an entity that can
credibly make the case to underperforming licensees is a real.iBkudoubts if
any ofthe existing players are good candidates:

e CPBG¢KSE KIS a2YS Of 2dzi o0dzi NI NBteé& dza$s

e NPR?-GLGQA y20 NBIFffteé GKSANI o0dzaAySaaoé

e SRG?

e PRC?¢G¢KS& FTNBE 3INBIG FR@201FGSa F2N) L)z f A
primarily deal makers who wantto lend ydu2 y S & ® ¢

LG ySSRa (2 o0S a2YS 3INRdzZI O2FftAGA2Y 2NJ 4:

credibility, conviction and stature who can make the case convincingly at the

highest levels of the licensegfor example a college presideqby saying,

a1 S NB Q3 liviKgup to yoar potential is holding your organization back, is

underda SNIDAY 3 &2dzNJ O2YYdzyAdeé FyR Aa | OhGdz f¢te

Ct2 KIFIa FGGSYLIWSR G2 Sy3r3asS 20KSNaBR Ay GKS:

to do as the general manager fromather statiod & L QY & dzZNB SOSNE ail

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 interpretec gower grab that
Ot2a8Sa (GKS 02YYdzyAOlFGA2Y dzy At T RYAYAAlGNI

Not resonating:
o 3 Music: Not the best investment?

A Flo absolutely agrees with the premise that our audience will use public media in a
curatorial function to disover new music, as NPRis doig@ dzi a4 KS R2Say Qid o0 dz
idea that we have to run music radio statiohsii Q& | f NS Recerfaigh2 6y ¢ KI i
grow the audience news and informatiorg and she doubts the capacity is there to
also try and grow the audiee by investing in the less certain area of music
{ dZNLINR A Ay 3df & (2 KSNE MHisfirst@actiohip@nTebding RA NS O 2
iKS NBLRNIQa SESOdziA@S adzYYINE ¢l & aoSttsx
by investing in mustb €

2. Recommendabns resonating most strongly for their station and market

o YbtwQa LINR2NRAGASAE ISySNIfte GNIO| sAGK (GK2a$
comments.
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o Addressing the structural issues under 7 Support for Stronger Service, as well as
recommendations nder 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

o The real value of community engagement and serviceyeves K Sy  hiild R2 Say Qi
listening by the audience immediately ..since a more engaged community would surely
increase the conditions for more public media usage in the longer.term

A Flo has questions regarding partnering with public television and isecoed that it
may be a distractiorlo takes note of the line in the report that sayedio is well on
its way to becoming something all together new, a medium called gudig L  f 2 @S G KI
| totally believe thatAnd | totally believe that public telewis is on its way to being
I YSRAdzY OFftftSR SRdzOFGA2ylf RA&GIYOS S| NYA

nd . A33ISald OKIftSyaS 2N KdzZNRfS (2 NBFOKAy3a (GKS

a  The lack of strong incentives, support and consequences to compel underperforming
stations to make the needed chges to grow their audience.
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JON SCHWARTZ

General ManageiVyoming Public Radio, Laramie, Wyoming
Board member, Western States Public Radio

Key points

o ¢KS NBLR2NI Aad GOSNEB FYoAlAz2dzaé |yR StSySyia 27
GK200f SR 200 OB NP YV ROKF2@ymnmeé | aadzyLliazya FyR |
marketing focus, analytic rigor behind the 2020 growth objectives, prioritization across
recommendations, and financial and economic analysis.

a  The report does point to several kegeas for growing the audience, particularly in the areas
of strategic marketing and building on the success of the existingtat@nal partnership
to develop new broadcast nevisrmatsand an integrated online presence.

Points by question aregand detil on key points)

0. Overall reactions
o LYONBlFaAy3a GKS aAT S IyR RAGSNEAGE 2F Lzt AO N
comprehensively and from a true strategic marketing perspective (in terrfusbf

considering all unserved audiences and aspecthwafrsity, and then making considered,

researched decisions about identifying one or possibly two quite specific and well

defined population segments to sepvénstead the report takes a more ideological

I LILINB F OK o6& aAy3f Ay L3d8 20% NR2AK 25NI 1AKYS  (yKdSY 6l SANS N2

as one of the three top objectives.

- Ld &az2dzyRa tA1S I OSNE af A0SNIt Fddleé¢ gleée
Wyoming perspectiv® f dzY LAYy 3 ! [ [ aLIS2LX S 2F O2f 2NE (2
demeaning, as if theare a homogenous group distinguished from all Americans only
by the color of theirskigg SQNBE o6 SGGUSNI GKHY GKA& gl & 2F (K

- LG g2dAZ R 0S o0SGGSNI G2 adIF NI o0& alreéAay3ar ae¢S
should move beyond the ten percent niche three have now without undermining
that® &rom there, many unserved segmegtnbe considered.

- The same thinking reflected in the Marketing section should lead and driverbev
THEAUDIENCEffort.
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¢KS Hnanun FdzRASYOS 32! t iveh & thére isinbdsoneclidRor2 dzi 2 F
build-up between the recommendations in the report and the goal (&/ghat would

tripling the audience of people of color contribute? What would improving the top 25

markets contribute®)

The lack of economic, finantiar funding analysis behind the recommendations makes
the report read like some of thearly TARP bailout prograntd (as a somewhat
exaggerated comparisorif the report is intended to be a strategic plan, it is missing the
financial section you woulexpect to see.

Prioritizationof the manyrecommendatios is not provided, nor is any cebenefit
analysis or other methodology for considering or setting priorifidss is particularly
troubling given the large number of recommendatio@ne gets tongertied talking in
favor of one recommendation that costs a pile of money while then remembering
another favored recommendation that costs anotlflikely) nonexistent)pile.

The next level of analysis and synthesis is needed to give the report a cledt i®
YAZAAYT 6A0Qa tA|LEKENBdVEAY 2 aKSERRSE NLIK VI HzZ0B 0 2 N
2y SKAOK G2 KIFy3d GKS AYRAGARAZ f NBO2YYSYRIF (A2

strategies.

G dGAYSa GKS NBLR2 NI NBTE SO dations far intdasingd ¥ YSy il
audience diversity¢t KA & 3I2S8a | 3IFAyad tf2y3adlyRAy3 dGoNPRIR
creating discrete programs aimed at increasing audience diversity does nat ek

focus should be oformatsthroughout.

The emphasis on top marlein several of the recommendatismay not thrill mid and

rural-market stations, but it is realistitt makes sense in terms of impacting audience

ASNDAOS YR Al R2S& LINA2NRGAT Sd 4, 2dmQONB  2dza
moving nationahudience number® ¢

Ly LJX I O8a/ ADS N&IAYI®X 0 Atlskouldbbliedbghiged that $0miS | NA

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

aligned with those of public radid here may be specifixeeptions and situations where

a university is susceptible to selling its station, but the baby should not go out with the
bathwatera 2 NE2 SNE GKSNB AayQd 3I2Ay3a (2 o6S lLye Yl
system structure any time soon, so we shoulamplo act within this context.

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

o]

6 Marketing: The emphasis on strategic, audience focused marketing is right and

essential2 S aK2dzZ R aNBIff& SYONI OS mbrécethe A& Ay (KS
RAGSNEAGE 2F ' YSNAOIya FANRG YR (GKSYy RS@St 2L
should begin.
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A tdzof A0 NI RA2 KI aF 200 dz2S/RE (hiciNReNibmy2eE o a St ¥
cream store with just one flavastrawberry, to offer and ae going to figure out
K2¢g G2 YIT1S AG LRLMzZE N FYR AYLRNIFYGd a¢KIE
diversity! YR AlG A& y20 YIFIN]JSGAy3IToé

A 2SS NBaAxadG NBIFf YINJSGAy3 6SOIdzasS aAl &adza3S3
creative peopl@ & KA & R 2 S Z¥hild b¥ Ginpletely led by marketing
gurus But it does mean we should develop the art and sciendesifidentifying ,
thentargeting audiencesandthen developing content for them that meets the
all yRIENR 2F 6KI GQa 0 S Suwiique diferidgriniti igh KSR Ay y S¢
public service value and significant audience appeal).

A The recommendation should have higher priority and earlier placement in the
report.

2.1 Journalisng National Programst dzo £t A O N} RA2Qa aGNBy3IdK Ay ySg
locaknational/stationtNPR partnership that has integrated content and aggregated
audiencesThis strength needs to be remembered and built on.

A Improving communications and dialogue between network news executives and
station leadership is very importarthe sorts of advisory panels and task forces
that existed in the past were effective and important in this regard, as was the
experience of creatinlylorning Edition

A Stationbased national reporting centers are a good idea and are part of filling the
void keing left by commercial journalisrtt addresses a clear public service need
and provides a laudable goal for funders (more so than other recommendations
such as supporting AAA musii is not clearly established that AAA should be a
national priority br public funds or policy, other than that some of us do it and our
older demographic in public radio likes that music

2.1 Journalisng National ProgramsL Yy @S a G A 3F A @S NBLR2NIAY3I Aa (K¢
22dzNy It AaYé YR ySgalLletddbyibe ianybadtingsSy AGa 26y S
associated with the death of newspapers, but the loss of investigative journalism may be
the worst of them for the nationPublic radio does little of it now and must do molte

may not be the lynchpin for growing the audiendedzi A GQa I Lzt A O A
-FYR F FlLEAEdZNBE 2y 2dzNJ LI NI AT 6S R2y Qi R

N (7))
Z
8
>
O

2.1 Journalisng National ProgramsAny new news programs need to be developed as
part of an overall strategic marketing strategy and not developed asoffrefforts.
Moreover, what are needed are not new cheur programs butnultiple newsformats
that will appeal to different audiences with different interests.
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A If consideration is being given to creating new integrated, collaborative online news
sites, why not givéhe same consideration to creating ndwoadcast news formats
whether produced by NPR, PRI or some third party?

o 2.3 Journalisng Integrated Online NewsAn integrated online presence is essentide

should remember that our success has been basedygnegating and integrating

audiences and apply the same approach to an integrated online service with NPR

branding.

A 2SS INB Od2NNByilife ay26KSNBE GgAGK 2dzNJ O2f £ SO
further without an integrated approach

A We should remember thate have a model and a real strength in our existing
network-station approach to integrating content and aggregating audience
(Morning Editionck YR G KSNBEQa y2 NBFazy G(GKFdG GKS al Y
extended to online.

and hopeless. it Y2ad NBFtAAGAO G2 ONBIFGS GKS LINB
leadership¢ KS& FNB G4KS ON}YyR Ay GKS Lzt AC Y
news relationships with stations

- & D2 2 R trfind40 greéate any sort of new weliased journalism entityNone
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 wantto be underanewsite FA iG$a3 ¢ f 2aS GKSANI AYLERNIF yC
mind in the future maybe it will be differentwould suggest though that newer
technologies for disaggregating NPR news content online may leapfrog the
jdzSaitA2y® btwQa RAIAGEIE  BtheRRAGKALI FASH |
GaridsSaé Aa NIYLARfe&e S@2f@PAy3 YR &aKz2dzZ R y?2
A Station concerns about losing their identity and giving control to NPR through an
integrated web presence are misplacddhey are already giving over most of their
prime airtime to NPR with heavy NPR brandgigy R A  Q 4 And i@ or§ & & T dzt
82dzNJ aGF A2y Q8 ywSYaAILE AAaYRRI PNMEBERAOGE So
A The costs to create the presence imagined will be enormous, which is all the more
reason to stay focused initiallycrer G Ay 3 (GKS LINB&ASYyOS 6So®ad 0o dzA
and the existing statiotNPR news relationships).

o 5 Market Strategies, Station Solutionstignment of formats in the top markets makes

sensed L Qa 2yS 2F (GKS wl RA2 . NPI| ®tdddrbedaisea mnm O2
Al RARYQUO FAG Ayid2 6KFEGSOSNI GKS OdzZ G4dz2NB | yR A
@2dzNJ K2dzAS Ay 2 NRSNXE -Henef® éatioltheindother f A { St & G2 K
recommendations.
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Not resonating:

o]

o]

1 Inclusivenessinclusieness should be driven by strategic marketing and should
AyOf dzZRS O2yaARSNI GAZ2Y 2F aS3aySyda GKIG | NByQi

A Thereport seemsarrowlyA RS2 € 23A 01t Ay aAy3aftAy3ad 2dzi &idNJ
by people of colorto publidrRA 2 ¢ | & 2y S-le@®bjektivesMoieK NB S KA I K
specific and sophisticated audience methods may well result in significant increases
in diversity of the overall audience for all of publicradio

A The approximately 50% of college graduaiesnow servedoy public radio provide
a very large segment from which to identify new audiences to serve and increase
LJdzo £ A O NI RA 203K SANBO Il deiSA @S viSaia 2 F LIS2 LX S 2 dzil
SRdzOF SR ¢gK2 R2y QG tA1S (G(KS (2yS 2F 4oKI{ o

da™y

- An example would beonservatives who are intelligent, curious and interested
in the world but have some different sensibilities and subject intetésgs S Q& S
AdZNNBYRSNBR (GKSY (2 wdza8me df tianlwozlK | Yy R G K|
LINSTFSNI I LJzof A0 NI RAZ2Z LISNELISOGADS de

A Who toserve, how to prioritize, who to serve to diversify the audieqtiis 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 eachprioritize which can best be served by public ragland 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 for¢idsS NS Qa | f a2 |
public servicgpublic policylj dzSa A2y & (2 GKS ySSR (2 0SS daiGK?
' YSNAOI ¢ LI NIGAOdz NI & Ay fAIKG 2F 20KSNJI NBO?
journalismL G Qa | Y (G S MdneyEndLidhefc@uNBdirdwh awiayhiretlys

area that could be better spent elsewhege¢he opportunity costs need tbe recognized.

2. Recommendations resonating most strongly for their station and market

o}

4TheNetworkLy 2 @2 YAy 33 t dzof Ayar planrihg pradessvedyS OSy G FA DS
department had internet related issues and goals at the top of theingirking within a

locaknational partnership (just as with news) is essentiat w Ol y Qi o0dzZAf R | &aA 3
web presence in a vacuum and neither can any statioh S 2 @@ i KOIGYS onn RATFTFS
little internet stationwebsites that they thinkare going to make angationaldifference,

Y2 YFGGSNI 6KSGKSNI @82dz FNB Ay bSs 2N)] 2NJ [ I N

5

2.1 Journalisng National ProgramsThe investigative reporting responsibilities cited
before apply to WPR as weflgain, it may not be a main driver of audience growth but
AGQa 'y AYONBlIaaAy3d ySSR (KFdG Aa dzytA(1Ste G2 o
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A 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 mediati Q& | &0l € S GKF G A2
to public radio, even in major markefBhis underscores the importance of
newsgathering partnerships and collaborations.

5 Market Strategies, Station Solutions (ruralsien): Though nowhere near a top market

(are we market 226?), WPR benefits from midtmat servicelt has added stations and

formats at a marginal cost that is much cheaper than the initial network Yy R LIS2 L S | NB
GKNAff SR 0SSO0 dza % thigd df fdur publié radibtRtidns, diffefent K

F2NXIGA KSNBE Ay (GKS YA3IKGEe YSGNRLREAA 2F [ | NI
partners/providers to develop and supply the formats that WPR can broadidaistis

how WPR can benefit from a focus on the 25 markets and national producersf

they develop formatg not programsg that appeal to new interests and new audiences

LiQa GKS &l YS GKSYS 2 7 -natidoalfpdtAeysBps. dzZRA Sy OS (i KNE

3. Important recommendations or perspectives migg from the report

o]

nao

o]

Covered above under the general observations.

.A33Sa0 OKIftSydaS 2N KdzZNRfS (G2 NBFOKAy3a (GKS |

The sheer number of uprioritized recommendations brings a real risk of nothing
substantive getting done because of scadig resources and management attention

And the few actions that really matter, which may also be the hardest and most
expensive to dowill not happen at all because of the distractions of other less
consequential actions

GL ¢2dd R f20SAa@eé 0S ogNRy3d 2y (K

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 onGRow THRAUDIENCHENIess clearly recognized, kept in mind and sonveho
circumvented:

A Ideology and assumptions from our youth
Slowness and reluctance to make decisions, set priorities, exclude or say no
Lack of analytic rigor

Lack of urgency (due to success to date and subsidized operations)

> > > >

Lack of consequences
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JOANN UROFRSKY

General ManageMVUSF T¥Radio, Tampa, Florida
Board member, National Public Radio

Key points

o 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 sertictheir communities.

o  WUSF sees large opportunities for multiple public radio formats in the Tampa market but
feels lockedn to its current service and stymied as to how to proceed.

o WUSF could increase its share of listening by the college educatdyy josirketing to USF
alumni.

o Education is an overlooked role and opportunity for public radio.

Points by question areéand detail on key points)

0. Overall reactions

g G¢KAA Aa F AINBFG GAYS F2NJF NBLERNI fA1S GKAaA
YIS adaNE 6S INB Ay@SyidAy3a 2dz2NESt @Sa F2N) G6KS

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

o 2.1 Journalisng National Programs Developing the working relationship between
stations and NPR to report more news from acrib&scountry is worth pursuing but it
needs to beseriousnews.

A aL R2YyQl (1y2¢6 K2g @GAllLt AG A& (Whekll S 2G4
listen to NPR | want to hear really serious news about the really serious issues
happening all over the arld. When | hear something from the middle of the country
GKFGQa +y AyGSNBadAy3a adGd2NB FyR ¢Sttt R2yS>
O2dzy GNBE NRIKG y26> L Y y20 NBFffe AyadSNBadi
A G¢eKS K2LIS GKFIG ¢S Fff KIRrtEBBNNRRZIah 2y 3 G KI
y2i adaNB (KFiQada ¢oKSNB ¢S akKz2dzZ R 6S 3I2Ay3 dzy
o 4 The Network Most stations face a real challenge in figuring out how to use the

internet in truly innovative and collaborative way¥e need to creat the day when web
GNF FFAO A4y Qi RNAODSY 0@ g-Kakei contheahds&vicksS | NJ 2y
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themselvesWe also need to find ways to track and measure the value created by these
services.

2. Recommendations resonating most strongly for thetation and market

o]

linclusivenesst ¥ 6S R2y Qi 06S02YS Y2NB AyOfdzaAagdsS | yR

I f NBF Re KI @S> 6S I NB GR22YSR®E C2NJ 2!'{Cxz wz2!
large share of college graduates they are not now serving.

A Fiity percent of University of South Florida graduates live in the area served by WUSF

with another 5,400 having graduated this past sprifigey are the most obvious and
easily identified audience for WUSF to target.

A No comprehensive effort has been madedate to create awareness among this
goupL i KlFayQid o0SSy F2NIDAOPRdz2d BHBYHAYSRGR KPR
money and other prioritieNonetheless, JoAnn sees the opportunity as real and
significant, particularly if alumni five to tenges out from graduation are targeted
The natural partner for developing a comprehensive strategy and campaign would be
the USF Alumni AssociatiohK S& I N @SNE AYyGSNBaAGSR> odzi R:
to make it happenThis relates also t6 Marketing.
5 Market Strategies, Station Solution$his is an area of prime concern given that Tampa
Aa F fFNBS YIFINY}SG o0dzi GKS@ IINB GKS-2yfeé L)zt
classical format & LINBaSydGs G(GKSé& IINB Ay azdSkdegkAy3a 2F |
feellockedd y (12 GKSANI SEA&GAY3T ySsa | yR Ot aaarollt
resources to acquire another station or a way to work with other stations in the market.

A ¢Studies we have done indicate that changing our format will putasschlly in the
red forthreeyears S OF ydid FFF2NR (2 R2 GKI G ®¢

A dal 22NJ A3AF4Ga INBE LINBRAOIFIGSR F2N) yzad LIS2LX S
music They like whatwedq 2dz (Y262 6S KI @S GNIAYySR GKSY

A Making even incremental schedule cluees poses risks and repercussiang S 1y 2 ¢
that if we erode more music programming there will be a backiRslople will be
veryunhappy! YR & ¢S 02y aSYLX I G4S KS&aS GKAy3a 4SS
21 {Cc GKIFG GFr1Sa G§KS heShivarsitkAd tiei Se irytles & LI LIS NI
YARRES 2F | OFLAGEE OFYLI AIydé
A The addition of a complete news and information service on HD2 has had only
limited benefitd 9 @Sy (G K2dzZa3K L ¢l a OSNII Aycodr |y SI NI &
| 5 OKLl yy St cdessediomirgeNaBdwe knawDp@ople listen on HD raglios
S Ffaz 1y2s (GKS LISYSIONIXiGAz2y 2F GKS |5 NI RA

A While acquiring a second station would provide the answer it would be very difficult
FAYEFEYOALEE & Ay Lalyl NK BgicouplBévatdp ome Q& aAl S
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